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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 ufilize 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
fo 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 fo 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 fo 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 fo find what they need and keep moving. Inconsistent payment
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“Shopping online has become
a critical aspect of shopping
in general for consumers over
the last several years. The
pandemic accelerated
consumers’ use of ecommerce
across generations, and
despite returning to in-store
shopping, they still use online
channels for everything from
discovery and research to
purchasing and post-purchase
interactions with brands.”

- Katie Hansen, Senior
Analyst, Retail and
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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
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Figure 50: Frustrations with online shopping, by parental
status, 2022

MINTEL

What's included

Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

Did you know?

This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
conftain specific COVID-19
related research and
forecasts. The world's
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now

Visit store.mintel.com

EMEA  +44 (0) 20 7606 4533

Brazil 0800 095 2094

Americas +1(312) 943 5250

China +86 (21) 6032 7300

APAC +61(0) 2 8284 8100

reports.mintel.com © 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


/reports.mintel.com//display/store/1102845/

Path to Online Purchase - US - 2022

Report Price: £3695 | $4995 | €4400

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

ATTITUDES TOWARD ONLINE SHOPPING

Provide consumers with control, flexible options as they
shop online

Figure 51: Atfitudes — Delivery, returns, reorders, 2022

Gen Z is impatient with their deliveries

Figure 52: Atffitudes — Delivery, returns, reorders, 2022
Consumers find fun as they shop online

Figure 53: Atfitudes — 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

APPENDIX - DATA SOURCES AND ABBREVIATIONS

Data sources

Sales data

Forecast

Consumer survey data
Consumer qualitative research
Abbreviations and terms

Abbreviations

APPENDIX - THE MARKET

Figure 57: Total US ecommerce sales and forecast, at
inflation-adjusted prices, 201/-27
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