
This report looks at the following areas:

•• The profile of the online shopper
•• Why consumers decide to shop online
•• Where consumers begin their online shopping journey
•• Researching and purchasing behaviors
•• Post-purchase expectations and opportunities for brands
•• Reasons for impulse purchases as well as cart abandonment
•• Frustrations with the online shopping process

Nearly half (46%) of consumers are heavy online shoppers, meaning they shop
online at least once a week, if not more. eCommerce is a critical component of
the shopping journey as a whole – consumers utilize online shopping channels
even when they are in-store, in their homes, when commuting between places
and everything in between. With a variety of consumers shopping online,
brands must realize that they need more than a one-size-fits-all approach, as
shoppers will have different needs and expectations along their personal paths
to purchase online.

Inflation continues to eat away at consumers’ spending power, causing them to
refocus their budgets on essential purchases (eg gas, groceries), leaving less
room for discretionary spending. Consumers will be focused on value as they
shop – both in monetary forms and otherwise – and will heavily weigh the value
of an item when deciding to make a purchase or not. Online, consumers will
scrutinize what brands offer in order to find the best deal – brands who can
offer convenience as well as monetary value will be more likely to convert
consumers to purchase.

Consumers continue to face many barriers when shopping online, depending
on who they are shopping with. A clunky online shopping experience will make
it less likely that a consumer will end up purchasing from a given brand or
retailer. Consumers are looking for a convenient, seamless experience that
allows them to find what they need and keep moving. Inconsistent payment
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functions, difficulty finding items, and challenges in understanding the item
details are among barriers that will lead consumers away from the brand or
retailer in search of a better experience.

Technology expands where brands and consumers can meet, opening up
opportunity for engagement and connection nearly anywhere in the digital
space. The rise of social commerce, the metaverse, and NFTs allow consumers
to interact with brands on a more personal level, and afford brands more ways
to provide engaging experiences for consumers. This helps brands feel human
and personable, thereby fostering a more personal connection with consumers.
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consumers online
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• eCommerce continues its climb, albeit at a slower pace
Figure 3: Total US sales and fan chart forecast of
ecommerce, at current prices, 2017-27
Figure 4: Total US ecommerce sales and forecast, at current
prices, 2017-27

• Consumers re-examine their budgets as inflation continues
to rise
Figure 5: Consumer Price Index change from previous period,
2007-22

• Younger generations are a key target market for brands
online
Figure 6: Population by generation, 2021

• Technological advancements change the path-to-purchase
landscape

• Online shopping can leave a wake of environmental
damage in its path
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Figure 7: Key elements of ecommerce – Ranked 1st, 2022
• Convenience continues to be king

Figure 8: Key elements of ecommerce – Convenience, 2022
• Seamless shopping gives consumers the flexibility they seek

Figure 9: Key elements of ecommerce – Seamless shopping,
2022
Figure 10: Rothy’s partners with Happy Returns

• Personalization opportunities give brands a human touch
online
Figure 11: Key elements of ecommerce – Personalization, 2022
Figure 12: Prose encourages consumers to keep updating
preferences for a personalized experience

• Technology: tech enables an elevated experience
Figure 13: Key elements of ecommerce – Technology, 2022
Figure 14: Amazon shows its option for virtual shoe try-on

• Consumers from all backgrounds shop online
Figure 15: Online shopping frequency, by key demos, 2022

• A seamless experience must expand to smartphone
shopping
Figure 16: Devices used to shop, by key demos, 2022

• Online shopping is intertwined with physical retail
Figure 17: Percentage of purchases made online, by key
demos, 2022

• The online experience provides practicality and
convenience
Figure 18: Reasons to shop online, 2022

• Younger generations look for flexibility and control
Figure 19: Reasons to shop online, by generation, 2022

• Consumers can relax as they shop online from their homes
Figure 20: Attitudes – Online versus in-store, 2022

• Millennials are the most enthusiastic about shopping online
Figure 21: Attitudes – Online versus in-store, by generation
2022

• Consumers shop a variety of products online with offline
assistance
Figure 22: Products purchased, 2022

COMPETITIVE STRATEGIES AND MARKET OPPORTUNITIES

THE ONLINE CONSUMER – FAST FACTS
THE ONLINE SHOPPER PROFILE

THE ROLE OF ONLINE IN THE PURCHASE JOURNEY
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• Amazon commands as consumers’ starting point
Figure 23: Online shopping origin, 2022

• Consumers want options, insight as they start shopping
online
Figure 24: Reasons for origin, 2022

• Each starting point has its own benefits
Figure 25: Reasons for origin, by starting location, 2022
Figure 26: Target and Ulta partnerships, 2022

• Family and friends, search engines, and social media aid
consumers in their discovery process
Figure 27: Sources of discovery, 2022

• Social media continues to be a destination for younger
generations
Figure 28: Sources of discovery, by generation, 2022
Figure 29: Shady Rays puts its product in motion

• Parents seek out social sources to ask questions, find
answers
Figure 30: Sources of discovery, by parental status, 2022

• Consumers incorporate a variety of sources when
researching products
Figure 31: Sources of information, 2022

• Women seek out opinions from community; men look for
authenticity
Figure 32: Sources of information, by gender, 2022

• Basic understanding is the first key to a successful purchase
journey
Figure 33: Research behaviors, 2022

• Emphasize clarity, transparency with women
Figure 34: Research behaviors, by gender, 2022

• Younger consumers seek an elevated research experience
Figure 35: Research behaviors, by generation, 2022

• Price, matching the right need, and the brand relationship
drive purchases
Figure 36: Motivations to purchase an item, 2022

• Millennials look for brands that offer flexibility
Figure 37: Motivations to purchase an item, by generation,
2022

ONLINE SHOPPING ORIGIN

SOURCES OF DISCOVERY

RESEARCH BEHAVIORS

PURCHASE BEHAVIORS
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• Websites remain most popular for purchasing
Figure 38: Preferred purchase method, 2022

• Younger generations branch outside of websites
Figure 39: Preferred purchase method, by generation, 2022

• Traditional payment methods remain the priority for
consumers
Figure 40: Preferred payment method, 2022

• Younger consumers are more likely to seek out alternative
payment options
Figure 41: Preferred payment method, by generation, 2022

• The brand experience continues after a consumer makes a
purchase
Figure 42: Post-purchase follow-up, 2022

• Gen Z, Millennials see value in a continuous conversation
with brands
Figure 43: Post-purchase follow-up, by generation, 2022

• Give parents a reason to feel good about their purchases
Figure 44: Post-purchase follow-up, by parental status, 2022

• The delivery and return experience factors into the
purchase journey

• Value is at the center of impulse purchases
Figure 45: Impulse purchases, by gender, 2022

• Higher household incomes are more receptive to impulse
purchase drivers
Figure 46: Impulse purchases, by household income, 2022

• Price, window shopping increase chances for cart
abandonment
Figure 47: Reasons for cart abandonment, 2022

• Women consider if they need an item; men consider if they
have the best item
Figure 48: Reasons for cart abandonment, by gender, 2022

• Transparency is the number one desired feature from brands
Figure 49: Frustrations with online shopping, 2022

• Parents want to move smoothly through the online journey
Figure 50: Frustrations with online shopping, by parental
status, 2022

POST-PURCHASE PROCESS

IMPULSE PURCHASES

CART ABANDONMENT

ONLINE SHOPPING FRUSTRATIONS
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• Provide consumers with control, flexible options as they
shop online
Figure 51: Attitudes – Delivery, returns, reorders, 2022

• Gen Z is impatient with their deliveries
Figure 52: Attitudes – Delivery, returns, reorders, 2022

• Consumers find fun as they shop online
Figure 53: Attitudes – Online shopping enjoyment, 2022

• Put human touches on a digital environment
Figure 54: Attitudes – The brand relationship, 2022
Figure 55: Branch Basics taps into storytelling to connect with
consumers

• Younger consumers take advantage of ways to get to know
a brand online
Figure 56: Attitudes – The brand relationship, 2022

• Data sources
• Sales data
• Forecast
• Consumer survey data
• Consumer qualitative research
• Abbreviations and terms
• Abbreviations

Figure 57: Total US ecommerce sales and forecast, at
inflation-adjusted prices, 2017-27

ATTITUDES TOWARD ONLINE SHOPPING

APPENDIX – DATA SOURCES AND ABBREVIATIONS

APPENDIX – THE MARKET
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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