UPS partnered with comScore

FOI.I.OW THE ON I.INE SHOPPER,S to find out what consumers want

during their shopping experience

ROAD TO HAPPINESS by surveying more than 3,000

online shoppers.

CHANNEI'S THE INFLUENCE OF ONLINE, MOBILE,
‘ SOCIAL MEDIA & OMNICHANNEL RETAILING
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CONSUMERS WANT MORE
OPTIONS & MORE CONTROL
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Online shoppers want more flexibility
post-purchase:
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MAKING IT EASY TO SHOP
DRIVES SATISFACTION
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