Connecting
with the
High-Tech
Online
Shopper
February 2018

Executive Summary

START

2018
High-Tech
Study

Introduction
Technophiles
Logistics Minded
Retailer Inclusive
Key Takeaways
Methodology

Introduction
High-tech online purchasers are a unique group of shoppers. They are technophiles who are enthusiastic about
new forms of technology, logistics minded when it comes to shipping, delivery and returns, and are retailer
inclusive when choosing where to shop.
The 2018 Connecting with the High-Tech Online Shopper study, conducted by comScore in the first quarter of
2017, provides insights into high-tech online purchasers’ unique behaviors and preferences, and how technology
companies that sell products online can increase sales by delivering a better customer experience. For purposes
of the study, high-tech purchasers are defined as shoppers who purchase computers, consumer electronics,
mobile devices and/or wearables online during a three-month period. Understanding these shoppers and
evolving to meet their new demands are critical for the success of these high-tech companies.
*The information contained in this document is based on the 2017 UPS Pulse of the Online Shopper™ study, available here.
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Technophiles
High-tech purchasers are enthusiastic
about new forms of technology, including
wearables and virtual reality, and are avid
smartphone users.
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General device usage
HT PURCHASERS

2018
High-Tech
Study

NON-PURCHASERS

98% 97%

87% 75%

65% 48%

48% 29%

28% 13%

18% 6%
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Connected TV

Wearable

Voice activated
device
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Wearable devices owned
Among wearable device users
HT PURCHASERS

NON-PURCHASERS

Methodology

77% 81%

64% 34%

37% 19%

26% 16%

Fitness
monitor

Smartwatch

Virtual reality GPS
devices
receivers

21% 10%

20% 11%

10% 6%

Eyewear

Health
monitors

Sensor-embedded
clothes

On average, high-tech
purchasers who own
a wearable device
own 2.6 wearable
devices compared to
non-purchasers who
own 1.8.

Technophiles

High-tech purchasers use and own multiple devices
High-tech purchasers own multiple types of devices and wearables.
On average, they own 3.6 devices, which include PCs, smartphones,
tablets, connected TVs, wearables, and voice-activated devices,
compared to 2.9 devices for non-purchasers.
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In regards to wearables, high-tech purchasers are two times
more likely than non-purchasers to use them and are more
likely to own most device types, including smartwatches and
virtual reality devices.
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Appeal of virtual reality scenarios
HT PURCHASERS

NON-PURCHASERS
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Visualizing furniture and
décor in your home

48% 39%

Seeing products brought to
life (e.g. product demos)

47% 35%

Browsing in a store

45% 36%

Virtually try on products
(e.g. glasses, clothing, etc.)

43% 31%

Comfort level with using chatbots for
various shopping experiences
HT PURCHASERS

NON-PURCHASERS

52% 38%

Creating
return label

50% 37%

Getting product
information

47% 33%

Returning
products

46% 34%

36%

of high-tech
purchasers find an innovative
shopping environment
important in the decision to
go to a physical store versus
going online, compared to
23% of non-purchasers, and
35% find the availability of
technology for use by shoppers
an important factor, compared
to 23% of non-purchasers.

Completing
my order

Technophiles

Emerging technologies are appealing
Technology is playing a larger role in retail and despite the novelty of
some of these new retail applications, high-tech purchasers are open
to using them. For example, they are more likely than non-purchasers
to find the use of virtual reality appealing for shopping purposes,
making it a promising technology for high-tech retailers to explore.
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Comfort levels using chatbots are also higher among high-tech
purchasers. Fifty two percent are comfortable using them for
creating return labels followed by half who are comfortable
with them for getting product information.
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Smartphone users who have
used their smartphone to
pay in store
2018
High-Tech
Study

Awareness of in-store trackers that
communicate offers and other in-store
information via smartphones

55%
48%

37%
22%
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Reasons for using
a smartphone to
purchase in store
HT PURCHASERS
NON-PURCHASERS

It’s more convenient

It’s faster on my phone

I wanted to try something new

It’s more secure than using credit cards

40%
38%
38%
34%
30%
26%

31%

of high-tech
purchasers said they will
shop more online on their
smartphones, compared
to 19% of non-purchasers.

26%
19%

Technophiles

In-store smartphone usage driven by convenience and speed
Shopping on smartphones is growing year-over-year with the
percentage of online purchases made via smartphones accounting for
20%, up from 16% in 2016. Over a third (37%) of high-tech purchasers,
who use a smartphone, have also used their smartphones to pay for
an item when shopping in store, compared to 22% of non-purchasers.
Among those, four in 10 do so for convenience.
Connecting with the High-Tech Online Shopper

There is also an increase in the usage of smartphones as a
shopping companion when shopping in store. More than half
(55%) of high-tech purchasers are aware of in-store trackers and
37% are more receptive to receiving messages on their mobile
devices when visiting a store.
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2018
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Logistics Minded
High-tech purchasers have high expectations
for shipping, delivery, and returns when
shopping in store or online.
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Appeal of delivery options
HT PURCHASERS

2018
High-Tech
Study

Introduction

63%

55%

Ability to go online and provide
signature electronically

Technophiles

60%

NON-PURCHASERS

55%

59%

If out of town, tell the carrier
to hold the package until I will
be home to receive it

55%

49%

Instruct carrier to leave package
with a neighbor, at the back door, in
the garage, on the porch/patio, etc.

38%

Ship to another location,
such as my office or another
address of my choice
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46%

37%

Ship to carrier’s location near
my home for pickup at my
convenience

42%

33%

Ship to a local retail location
authorized to hold packages for pickup
at my convenience (e.g., grocery
stores, drug stores, etc.)

39%

27%

Secure a package delivery locker
near my home for pickup at my
convenience

57%

of high-tech purchasers are
interested in shipping orders to a local store
with extended weekday and weekend hours
for reduced shipping fees.

Logistics Minded

Variety of flexible delivery options is important
There is interest from high-tech purchasers in a variety of flexible
delivery options. Roughly two-thirds find the ability to go online
and provide their signature electronically appealing , and 60% find it
appealing to have the ability to tell the carrier to hold packages while
they are out of town. Some other flexible delivery options include

Connecting with the High-Tech Online Shopper

instructing a carrier where to leave their packages and the ability
to ship their items to another location, such as their office or
another address.
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Preference for and usage of alternate
delivery locations
% of orders
2018
High-Tech
Study

HT PURCHASERS

NON-PURCHASERS

41%
34%

Introduction

34%
27%

Technophiles
Logistics Minded

Preference

Usage

Retailer Inclusive
Key Takeaways

Ship-to-store

Methodology

56%

of high-tech purchasers have
shipped to store for pickup

50%

of those made additional
purchases while in store

44%

of those plan to use it more
often in the next year

Logistics Minded

Interest in alternate pick-up locations grows
Interest in alternate delivery locations among high-tech purchasers
continues to grow year-over-year, increasing from shoppers preferring
37% of orders delivered to alternative locations in 2015 to 41% of
orders in 2017. They are more likely to prefer and use alternate delivery
locations on a higher percentage of their online orders compared to
non-purchasers.
Connecting with the High-Tech Online Shopper

Ship-to-store is a popular option among high-tech purchasers
with more than half having used it in the past year and 44% of
these shoppers planning to use it more often next year.
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Circumstances under which shoppers are willing to
pay premium for faster shipping
HT PURCHASERS

2018
High-Tech
Study

NON-PURCHASERS
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42%
33%

39% 34%

I need it faster
for myself due to
personal reasons

I ordered a gift I
needed to arrive
by a certain date

30%
18%

Retailer Inclusive

29% 25%

17%

28%

Key Takeaways
Methodology

34%

I would pay a membership
fee to receive free nextday or two-day shipping

I waited to the last
minute so I didn’t have
other options

I am not willing to
pay for next-day or
two-day shipping

57% have abandoned a
purchase due to a lengthy
estimated delivery date or
no date provided.

On average, high-tech
purchasers pay for shipping
on 34% of orders.

Logistics Minded

High-tech purchasers willing to pay for premium shipping
High-tech purchasers expect quick fulfillment of online
orders and speedy delivery. In fact, more than half (57%) have
abandoned a purchase due to a lengthy estimated delivery
date or no date provided.
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Almost three quarters (72%) of high-tech purchasers expect two-day
shipping as an option for domestic orders, compared to 67% of nonpurchasers, followed by next-day shipping at 49%. A higher percentage
of them are also willing to pay a premium for faster shipping, with 42%
citing personal reasons for doing so.
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Preferred method of return
HT PURCHASERS

2018
High-Tech
Study

NON-PURCHASERS

Returned an item using this format

77% 74%

Prefer to return an item using this format

45% 45%

43% 42%

57% 58%
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Ship back to
retailer

Ship back to
retailer

Returned to
physical store

Return to
physical store

Elements of a positive returns experience
Among those who returned an online purchase
HT PURCHASERS

60%

NON-PURCHASERS

60%

51%

Free return
shipping

48%

45%

A hassle-free
“no question asked”
return policy

48%

of high-tech
purchasers returned an
online purchase in the
last year, compared to
45% in 2016.

43%

An easy-to-print
return label

Logistics Minded

Returns are on the rise
Online returns among high-tech purchasers are increasing but their
preferences remain the same. When it’s available, they prefer to
return items in store (57%), and over three in four have returned
online purchases by shipping the items back to the retailer.

Connecting with the High-Tech Online Shopper

Ease of use and free return shipping are the top reasons why
high-tech purchasers ship returns back to retailers. Online only
retailers also play a role in why returns of online purchases are
often shipped back. In fact, 60% of high-tech purchasers rate
free shipping on returns an important element of a positive
returns experience.
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2018
High-Tech
Study

Introduction
Technophiles

Retailer Inclusive
High-tech purchasers are open to
shopping at retailers of all sizes and
across multiple channels and locations.

Logistics Minded
Retailer Inclusive
Key Takeaways
Methodology
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Top reasons for purchasing at a
marketplace instead of a retailer
HT PURCHASERS

2018
High-Tech
Study

66%
64%

Introduction
Technophiles

NON-PURCHASERS

Research more on
marketplaces

40% 22%

Better
prices

58%
54%

Free and
discounted
shipping

FREE

cost of the order
50% Total
including shipping
42% costs and/or taxes

Retailer Inclusive
Key Takeaways

48% Speed of
41% delivery
42%
34%

HT PURCHASERS

NON-PURCHASERS

Logistics Minded

Methodology

Future marketplace behavior

Broader selection
within any given
category

Up from
32% in 2016

Purchase more on
marketplaces

39% 24%
Up from
33% in 2016

99%

of high-tech
purchasers said they purchased
from a marketplace, compared
to 97% of non-purchasers.

Retailer Inclusive

Marketplace purchasing surges
For all online shoppers, including high-tech purchasers, shopping
on marketplaces is universal. In fact, 99% of high-tech purchasers
have purchased from a marketplace, and they are more likely than
non-purchasers to say they will research and purchase more on
marketplaces in the next year.
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Better prices and free or discounted shipping are high-tech
purchasers’ top two reasons for choosing to shop at a marketplace.
Compared to non-purchasers, a higher percentage of high-tech
purchasers shop from a marketplace because of the total cost of
the order, speed of delivery, and broader selection.
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Reasons for shopping at an
international retailer
2018
High-Tech
Study

HT PURCHASERS

38%
31%

Introduction
Technophiles

Reasons for shopping at a small retailer
instead of a large retailer
HT PURCHASERS

NON-PURCHASERS

31% 26%

The price is better
internationally

14% The quality is better
10% internationally

Logistics Minded

I want to support the
founder or owner of
the business

want to purchase
13% Iproducts
found while
7% traveling or living abroad

Retailer Inclusive
Key Takeaways

8%
6%

Methodology

28% 22%

The service
they provided
is superior

18% 14%

I like the status that
comes with shopping
internationally

54%

O PE N

22% 14%

Their product or
store appeared in
my search results

17% 11%

They have more
knowledgeable
associates

of high-tech purchasers
made an online purchase from an
international retailer, compared to
43% of non-purchasers.

NON-PURCHASERS

They feature a
broader assortment

95%

of high-tech purchasers said
they will shop at small businesses
instead of large retailers, compared to
90% of non-purchasers.

Retailer Inclusive

International and smaller retailers are important
Retail has become truly global with more U.S. consumers purchasing
online from international retailers, including more than half (54%)
of high-tech purchasers. High-tech purchasers are more likely than
non-purchasers to purchase from international retailers due to better
pricing and quality.

Connecting with the High-Tech Online Shopper

Ninety-five percent of high-tech purchasers are willing to shop at small
retailers instead of large retailers. High-tech purchasers are more likely
than non-purchasers to do so overall, and specifically for wanting to
support the founder or business owner, the service they provided
being superior, having more knowledgeable associates and a broader
assortment of items.
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Key Takeaways
High-tech online shoppers are a distinct group of consumers with specific preferences
and purchasing behaviors. Here are five key takeaways for companies looking to drive
more business with these customers based on UPS’s survey findings:

Logistics Minded
Retailer Inclusive
Key Takeaways
Methodology

Explore and
incorporate new
technologies:

Connect with
shoppers across
channels:

Increase operational
efficiencies through
logistics:

New technologies,
including chatbots
and virtual reality,
may be ways hightech companies can
enhance their consumer
experience. These
capabilities may entice
high-tech purchasers
to stores and may even
increase efficiencies and
cut costs across channels.

Deliver a consistent
shopping experience
across all channels
and devices, and
remember that hightech consumers are
increasingly mobile but
may still value the store.

While high-tech
purchasers expect a
seamless shopping
experience, companies are
tasked with fulfilling these
desires by incorporating
a variety of distribution
strategies. Modernizing
supply chain strategies,
including restructuring
warehouse/distribution
centers and utilizing
ship-to-store capabilities,
can enhance a company’s
profitability and customer
experience.

Connecting with the High-Tech Online Shopper

Empower the
shopper:

Focus on the user
experience:

Provide convenient
resources for
consumers to get
details on products
through in-store
technologies and by
offering more choices,
such as a full range
of delivery options
including premium and
alternative delivery.

High-tech purchasers
are open to shopping
at retailers of all
sizes across multiple
channels and locations.
Because of this
shopping fluidity,
providing personalized
service begins with
meeting customers
where they are and
creating an efficient and
hassle-free shopping
experience regardless
of the channel.
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Conducted by comScore in the first quarter of 2017, the Connecting with the High-Tech
Online Shopper study analyzes data from more than 5,000 U.S. online shoppers.
The data is divided into two key groups:
1.) High-tech purchasers (2,050) who purchased computers, consumer electronics,
mobile devices and/or wearables online in the past 3 months;
2.) Non-high-tech purchasers (3,139) who did not purchase high-tech products online
in the past 3 months.

Methodology

Connecting with the High-Tech Online Shopper
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