
Channels: The influence of online, mobile, social media & omnichannel retailing

7 out of 10 consumers prefer to shop with their favorite retailers online

46% say they are less likely to comparison shop when using a retailer’s mobile app

86% of online shoppers who have liked a retailer on Facebook pay attention to retailer updates

47% want a coupon on their mobile phoe if they are in or near a physical store

62% of shoppers want to purchase online and make in-store returns

44% would be likely to shop with a retailer if they could buy online and pick up in store

(44%) want to buy online and pick up in the store

Choices - consumers want more options and more control

88% said they have abandoned a shopping card (paird with current 44% in the cart)

3 out of 4 of online shoppers have added to their cart to qualify for free shipping

78% choose the most inexpensive shipping option but expect to have a variety of options from which to choose

Online shoppers want more flexibility post-purchase - only 44% of online shoppers are satisfied with their ability to choose a time of day for delivery

7.2 days is the average time consumers are willing to wait to receive online purchases

44% of those who abandoned a shopping cart did so because of a long wait to receive their purchase

Convenience - Making it easy to shop drives loyalty

Second most important factor at check-out: seeing estimated costs and delivery dates early in the process

97% of consumers say tracking is “essential” or “nice to have”

2/3 of shoppers review a return policy before making a purchase

8 out of 10 consumers are likely to make a purchase if they can return an item for free either in person or online

67% of consumers will shop more with a retailer if they offer a “hassle-free” returns policy
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