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Foreword – Pulse of the Automotive Parts & Accessories Buyer 

UPS commissions the Pulse of the Online Shopper study with comScore to help sellers capitalize on 

the exceptionally fluid and competitive e-Commerce marketplace.  This special version of the second-

annual study has been developed especially for the automotive aftermarket and is based exclusively 

on the survey responses from consumers who buy Automotive Parts & Accessories online (AP&A.)    

 

UPS and comScore joined forces to study the wants and needs of online shoppers in the midst of rapid 

e-Commerce growth and new channel proliferation such as tablets and smartphones. Last year alone 

the U.S. saw a 15% surge in Retail and e-Commerce spending (Figure 1), which was seven times 

greater than the corresponding growth in “bricks-and-mortar” spending, and the second consecutive 

year of growth in the mid-teens.  

 

The concurrent growth in mobile commerce (Figure 2), and well-funded e-Commerce competition,   

challenge sellers who are trying to find the best mix of sales and online channels to meet customer 

needs and grow profitably.    

 

 

 

 

In an increasingly electronic and mobile society, UPS Pulse of the Online Shopper studies offer insights 

into the factors that can drive brand preference, loyalty and advocacy among online shoppers.  In 

addition to this study for the Automotive Aftermarket, please look for insights on shoppers in Europe, 

Asia on www.ups.com/comScore2013. 
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Figure 1: U.S. Retail e-Commerce Sales Growth ($B) 
Source: comScore e-Commerce Measurement
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Shopper Satisfaction 

Buyers are generally satisfied but want more control over deliveries and returns 

Eighty-one percent of AP&A shoppers are satisfied with the overall shopping experience, 

especially the ease of check-out and variety of brands and products offered.  They are least 

satisfied with the amount of control and flexibility they have over the delivery of their purchases.   

` 

The ability to manage where and when they receive their packages, and the option to re-route 

packages after they ship are significant opportunities for improvement.   

 

 

Figure 3 

 

 
Q10.  Overall, how satisfied are you with your previous online purchasing experience in the past three months? 
Q11.  Based upon your previous experience, how satisfied are you with each of the following aspects of online purchasing? 
 
 

 
 

  

Top 2 Box 
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Omnichannel Shoppers:  Convenient pick-up and returns make a difference   

As shown in Figure 4, AP&A buyers who shop multiple channels (omnichannel shoppers) are more 

likely to purchase from a seller if they can buy online and pick-up purchases and/or make returns 

at a store.   

 

 

Figure 4 
 

 
NEWQ_OC3.  On a scale of 1 to 7, how likely would you be to shop with a retailer if the following was made available to you?     
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Shipping-related issues are among top considerations at check-out 

AP&A shoppers have high expectations related to shipping and payment options.  Nearly three-

quarters of respondents expect free shipping options at check-out while 56% want a variety of 

payment options.  Almost one-half want to see estimated shipping date and cost before entering all 

their information.  These results imply that sellers who do a good job of managing customer 

expectations early in the purchase process may improve customer satisfaction and encourage 

recommendations and repeat purchases. 

 

Figure 5 

 
Q23.  What information or options are most important to you when going through an online checkout process?   (multiple 
responses allowed) 
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Shoppers say options for shipping, check-out and returns need improvement 

Over half of AP&A buyers say the availability of free or discounted shipping needs the most 

improvement.  Ease of check-out and returns policies and procedures followed, with roughly four in 

ten saying these need improvement. 

 

Figure 6 

 
Q13.  Thinking about these aspects of the online shopping experience, which of the following would you like to see improved 

  by your favorite retailer?  (multiple responses allowed) 
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Shipping-related issues are top reasons for abandoning shopping carts 

Forty-eight percent of AP&A shoppers said they’ve abandoned a sale if the shipping cost was 

higher than expected and the same number said they’d left because the order wasn’t large enough 

to qualify for free shipping. 

 

However, it’s important to note that 46% said they’ve left because they wanted to comparison 

shop, and 42% had left without buying because they simply wanted to save the cart for later.  

Having a way to re-engage with the shopper can help to close sales among comparison shoppers 

or those who have delayed a purchase. 

 

 

Figure 7 

Reasons for Abandonment of Cart 
(n=154) 

 

 

Q24.  When shopping online, have you ever placed items in the online cart or basket but then left the site without making a 
purchase? (multiple responses allowed) 

Q25.  What are some of the reasons that you have abandoned a shopping card with items you’ve added for purchase? 
(multiple responses allowed) 
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Hassle-free returns policies are important to online AP&A purchase decisions 

Seventy-one percent of AP&A shoppers said they are more likely to purchase from a seller for the 

first-time if that seller has a “hassle-free returns policy,” and 73% said it would make them 

recommend the retailer to a friend.  Two-thirds of AP&A buyers said they’d shop more with a 

retailer offering a hassle-free returns policy. 

.   

 

Figure 8 

 

Q59.  How much do you agree with the following statements?  Having a hassle-free returns policy impacts my decision to 
make an online purchase from…   

Q60.  How much do you agree with the following statements?  If an online retailer offers a hassle-free returns policy, I will… 
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Restocking fees are a deal breaker  

Shoppers are much less likely to make a purchase if they have to pay a restocking fee, even if the 

actual return shipping is free.  Eighty-seven percent say they are likely to purchase if they can 

return an item to the store for free using a pre-paid shipping label. 

 

Figure 9

 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Q56a.  You indicated that you look at an online retailer’s return policy before purchasing an item.  Thinking of what you look 

for in a retailer’s returns policy, would you complete the sale online if the retailer’s “returns policy” stated the 
following? 
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Non-price factors make up 60% of all AP&A comparison-shopping considerations 

Price is certainly a major factor in the decision to make an online purchase, but non-price features 

such as the seller’s returns policy, product selection, shipping options and several others combine 

to nearly 60% of the factors AP&A buyers consider when they comparison shop.   

 

Figure 10 

 
 
 

 
Q34.  Thinking of factors that you take into consideration when comparison shopping, how likely are you to consider each of 

the following factors.  Please divide 100 points across these factors.     
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Offering free shipping may increase the average order value 

When AP&A buyers were asked if they’ve ever added an item to their online shopping carts to 

qualify for free shipping, 75% reported that they have (Figure 11.)  This finding indicates that the 

cost of offering free shipping might be partially offset by incremental purchases at check-out. 

 

Figure 11 

 
Q35.  Have you ever added items to your shopping cart just to qualify for free/discounted shipping offers?  

 

 

Shoppers want shipping choices but most choose the lowest-cost option 

Buyers of automotive parts and accessories want and expect multiple shipping options that cover a 

wide range of delivery speeds.  However, 75% of buyers reported choosing the most economical 

option most often.   

 

Figure 12 

 
Q38.  When shopping online, which of the following shipping options do you expect online retailers to offer?   Choose all that 

apply.  
Q39.  When shopping online, which shipping option do you choose most often? 
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Shoppers who want more free shipping options also want delivery sooner   

AP&A shoppers who rate free shipping options as an area sellers need to improve will wait an 

average of 6.9 days to receive a shipment.  Those who do not think sellers need to improve their 

free shipping options are willing to wait an average of 7.5 days. 

 

 

Figure 13 

 
Q40.   What is the number of days that you are usually willing to wait for most of your online purchases to be delivered? If 

unsure, please give your best estimate.  

 

 

  

The data indicates that most 

AP&A buyers seem willing 

to wait five to seven days for 

their shipments in exchange 

for no additional fees. 
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Only 4% say shipment tracking services are not important 

Data in Figure 5, shown earlier, indicates that consumers want more control over the delivery of 

their purchases, specifically as it relates to tracking their shipments and managing the locations 

and times of delivery.  Figure 14 below further explores the importance AP&A buyers assign to 

certain shipment tracking and delivery features.   

 

Because only 4% of AP&A buyers say that shipment tracking services are not important, it can be 

reasonably assumed that they are considered a valuable part of the online purchase process by 

most buyers.  However, the degree of importance varies among the remaining 96%.    

 

 
Figure 14 

 

 
Q49.  Giving me tracking information for my packages is an important service every retailer should offer.  Which of the below 

best describes how you feel    about the above statement? 

Q50.  What is the most important shipment tracking service that a retailer should offer?  
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Channel Preference and Usage 

 

AP&A shoppers prefer to buy via computer or laptop  

Despite the 2012 double-digit increase in retail spending through mobile devices, 61% of AP&A 

buyers said they prefer to use laptops or computers to access multi-channel sellers.   Roughly one-

quarter prefer an in-store experience and roughly one in ten choose to buy using mobile or tablet 

devices.   

 

One can reasonably assume that the rapid rise in mobile commerce may lead to greater demand 

for mobile purchases by AP&A buyers. 

 

Figure 15 

 

 
NEWQ4.   What types of products have you purchased online during the past three months (November-January)? Please 

select all that apply and then in the second column select the ones that you most often purchase at any time.  
NEWQ_OC1. Thinking of your favorite retailer that has physical stores and an online presence (website/app), how do you 

prefer to access them?  Please select your preferred method.  
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Evening is prime time for AP&A sellers and shoppers 

Figure 15 indicates that almost half of those making online purchases from a computer say they do 

so between 6:00-9:00 p.m.  For sellers, this means that later order-cutoffs could be a potential 

differentiator and a customer service advantage. 

 

 

Figure 16 

 
 
NEWQ3A.  In general, when you are making purchases online (whether through your computer/ laptop, smartphone or 

tablet), at what time of day do you make the majority of your purchases?  
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Mobile shoppers spend on both websites and apps 

Forty-four percent of AP&A shoppers reported spending more on websites than apps while 39% 

report spending equally on them.  Again, the amount of spending reported may be related more to 

ease of use than preference as many sellers are still refining their mobile commerce strategies and 

offerings. 

 

 

Figure 17 

 
 

NEWQ_MOB9A.  Where do you spend more money when shopping on your phone or tablet?  

 
  

Note:  small sample size 
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Apps have some “stickiness” but app users still comparison shop 

Mobile applications appear to reduce the likelihood to comparison shop and, therefore, do offer 

some stickiness.  However, 42% of AP&A shoppers say they leave an app to comparison shop. 

 
 

Figure 18 

 
 

NEWQ_MOB1.   When you shop within a retailer’s mobile app, do you leave that app to comparison shop across other 
retailers?   

53% are less likely to 
comparison shop when 

using a mobile app 

Note:  small sample size 
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AP&A shoppers spend more via computers and laptops than other devices 

Thirty-nine percent of AP&A shoppers report spending $250 or more when shopping on computers 

or laptops over the prior 30 days compared to 9% through smartphones and 11% on tablets.  At 

least 36% report having made no purchases on a smartphone or tablet in the prior 30 days. 

 

 

Figure 19 

 
Q3NEW.  How much have you spent on products purchased online on each device type (online via computer/ laptop, 

smartphone or tablet) during a typical 3 months of the year, excluding holidays? Please select one response for each 
column.  If unsure, please give your best estimate.  

 
 

Regardless of the amounts spent by device currently, in can be reasonably assumed that the rapid 

adoption of new channels and devices means that the ways consumers choose to make online 

purchases may shift as well.  Savvy sellers will keep an ear to the trends and get out ahead of 

customer needs.   
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Social Media Usage 

AP&A online buyers are social and looking for deals 

Facebook is by far the most used social media site by AP&A buyers (Figure 20.)  Eighty-six 

percent of AP&A buyers say they pay attention to the status updates of the brands they follow 

(Figure 21).  Over one-third said they pay as much attention as if they were from a friend.  AP&A 

buyers overwhelmingly choose to like a page to get special deals. 
 

Figure 20 

 

 
 

 

Figure 21 

 

SM3.  Why did you decide to “Like a retailer/brand on Facebook?  Please select all that apply. 

 

SM1.  Do you use any of the following social networking sites? Please select all that apply.  

SM2.  Do you `Like` any retailers on Facebook?  Please select all that apply. 
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Factors Driving Positive or Negative Recommendation 

 

Providing a positive online customer experience can drive recommendations 

In this social age, reviews and word-of-mouth carry a great deal of weight in the purchase decision. 

When AP&A shoppers were asked what led to their recommendation of a particular seller, they 

overwhelmingly cited free shipping.  Receiving orders when expected and an easy 

returns/exchange policy were second and third, respectively. 

 

Figure 22  

 
Q17.  Assuming you are happy with the product you purchased, what service features have actually led you to recommend an 

online seller? Select all that apply.  
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Shipping costs a factor in negative recommendations 

The top driver of negative word-of-mouth is shipping costs that are perceived as too high relative to 

product price.  As noted previously in Figure 11, 75% of AP&A shoppers reported adding items to 

an online shopping cart to qualify for free shipping.  Building a minimum purchase total to qualify 

for free shipping may not only pay for itself in terms of incremental revenue, but may help to avoid 

negative word-of-mouth. 

 

Figure 23

 

Q19.   What experiences (not including price or the product itself) would most likely lead to a negative recommendation to 
friends/family?  
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Conclusions 

Most online buyers of automotive parts and accessories are satisfied with their overall shopping 

experience, but rapid changes in competition and technology are likely to cause even faster 

changes in consumer expectations.  Staying in tune with shoppers’ habits, preferences and needs, 

and when possible, staying ahead of them, can give sellers a rare competitive advantage. 

 

AP&A shoppers are less satisfied with the returns process.  They want to know, upfront, the seller’s 

returns process and expect it to be clear and fair.  Restocking fees are often a deal breaker and 

have a negative impact on a shopper’s willingness to purchase. 

 

While free and discounted shipping options are highly important to AP&A shoppers, many of the 

reasons they abandoned an online cart are not price-related.  In fact, nearly half say they simply 

weren’t ready to purchase or wanted to save the cart for later.  Having a way to re-engage with 

previous visitors may lead to better conversion rates. 

 

Free and discounted shipping options are expected, but so is having a wide range of shipping 

options at check-out.  Seventy-five percent of AP&A shoppers say they’ve added an item to an 

online cart to qualify for free shipping.  This opens the possibility that the cost of offering free or 

discounted shipping might be offset by incremental sales.  Many shoppers are willing to wait up to 

seven days to receive a purchase in exchange for a lower shipping cost.   

 

Most AP&A shopping is done on computers or laptops, but soaring mobile and tablet adoption 

rates may soon require a more robust mobile shopping experience to compete effectively for online 

sales.  AP&A shoppers prefer to shop in the evening, which means that sellers with later order 

cutoffs and nimble fulfillment processes may have a distinct advantage. 

 

Despite their relatively high overall satisfaction with the online purchase process, AP&A shoppers 

want more control over the post-purchase experience, including where and when their purchases 

will be delivered.   

 

Delivery tracking is considered “nice to have” by 44% of AP&A shoppers and essential by 52%.  

However, only 4% of AP&A shoppers said shipment tracking is not important.  Not managing or 

meeting customer expectations regarding delivery date of a purchase can lead to negative word-of-

mouth for the seller. 

 

Auto parts and accessory buyers strongly prefer Facebook over other social media channels.  

Many “like” and follow their favorite brands and pay at least some attention to the status updates.  

Social media has the potential to take brands to buyers in a more personal and friendly way and 

should be carefully considered as part of a seller’s marketing and sales plans.   

 

Of AP&A shoppers who buy online, most visit multiple channels from a single seller.  Though few 

say they want the ability to browse in one channel and complete the purchase in another, rapid 

shift in channel adoption and use, especially mobile and tablets, may mean that offering a 

seamless “omnichannel” experience may be a critical long-term strategy for online sellers.  
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Methodology 
 
The results of this white paper are based on the responses of 173 online shoppers who indicate 

that they purchase Automotive Parts & Accessories online.  These responses were extracted from 

a study of 3,000 U.S. online shoppers conducted in February 2013.  All shoppers surveyed had to 

meet the criteria of making at least two online purchases in a typical three-month period.  Among 

the 3,000 surveyed, 41% indicated they made 2-3 online purchases, 33% made 4-6 online 

purchases and 27% made 7 or more purchases. 

 

About comScore, Inc. 

comScore, Inc. (NASDAQ: SCOR) is a global leader in digital measurement and analytics, 

delivering insights on web, mobile and TV consumer behavior that enable clients to maximize the 

value of their digital investments. A preferred source of digital audience measurement, comScore 

offers a variety of on-demand software and custom services within its four analytics pillars: 

Audience Analytics, Advertising Analytics, Digital Business Analytics and Mobile Operator 

Analytics. By leveraging a world-class technology infrastructure, the comScore Census Network™ 

(CCN) captures trillions of digital interactions a month to power big data analytics on a global scale 

for its more than 2,000 clients, which include leading companies such as AOL, Baidu, BBC, Best 

Buy, Carat, Deutsche Bank, ESPN, France Telecom, Financial Times, Fox, LinkedIn, Microsoft, 

MediaCorp, Nestle, Starcom, Terra Networks, Universal McCann, Verizon, ViaMichelin and 

Yahoo!.  For more information, please visit www.comscore.com. 

 

About UPS 

UPS (NYSE: UPS) is a global leader in logistics, offering a broad range of solutions for the 

transportation of packages and freight, innovative delivery options for the global consumer 

market, the facilitation of international trade, and the deployment of advanced technology 

to more efficiently manage the world of business. Headquartered in Atlanta, USA, UPS 

serves more than 220 countries and territories worldwide. 

 

For more information, please contact: 

Susan Engleson    Kristin DeBates 

comScore, Inc.     UPS 

703-234-2625     404-828-4032 

sengleson@comscore.com   kdebates@ups.com 
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