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The 2017 UPS Europe Pulse of the Online ShopperTM study analyses consumer shopping behaviours from pre-purchase to postdelivery. It explores what motivates today’s shoppers and offers retailers advice on how to overcome challenges and capitalise
on unparalleled opportunities.
This results report is structured in two parts. Part 1 looks at the drivers for online shopping behaviours and Part 2 provides
insights on what drives shopper satisfaction and loyalty along the path to purchase.
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European online shoppers buy globally, purchase on mobile devices,
and rely on online marketplaces
The internet has made shopping truly global, enabling retailers to market and sell their products to customers
worldwide. At the same time, shoppers have become increasingly technology savvy, honed their online
purchasing skills, and learned how to find the best price from every corner of the world. The use of smartphones
for researching and purchasing is becoming more common, and ensuring a positive user experience can reward
retailers with increased customer satisfaction and loyalty. Opportunity is rife for both small and large retailers.
European shoppers value both sizes in their search for a unique product, at the highest quality and the best price.
Search engines and online marketplaces offer increased exposure for international retailers and allow businesses
everywhere to connect to new customers in markets all over the globe. To succeed in this new environment,
retailers need to evolve in order to provide consumers what they want, when they want it, and where they want
it. At UPS we’ve made it our mission to help retailers do business across international borders just as easily as they
do business across town.
2017 UPS Pulse of the Online Shopper™
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Global retail
Introduction
Part 1: Trends
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Seven out of ten European online shoppers have made a purchase from an international retailer outside their home market, and
the top two motivating factors for doing so are better prices and the search for a specific brand or product. The internet has levelled
the playing field, enabling retailers to connect with customers in different geographical locations and, in turn, enticing customers
to make the leap of buying from beyond their home market. European consumers are globally minded and are willing to make
online purchases from anywhere in the world, as long as some key conditions are met. The top two considerations when making an
international purchase are payment security and the total cost of the order including duties and fees.
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Key takeaways
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Top reasons to shop
from international retailers

of European online
shoppers have
purchased from an
international retailer

40%

Of those:

The price is better
internationally

73%
57% have purchased from a retailer outside Europe
have purchased from a retailer within Europe
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75%

payment
security

72%

total cost
of the order
including
duties and fees
is clearly stated

63%

clear returns
policy

63%

all prices
are stated
in home
currency

62%

speed
of delivery

62%

ease of
returns

39%

The brands or products
I like are not available in
my home country

33%

I want something
unique which is
only available from
international sellers

Methodology
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Mobile shopping
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Shopping on smartphones has increased significantly, with 43% of all smartphone users having made a purchase on their
phone. However, shoppers also use their smartphones for a variety of other shopping-related tasks, including looking
up store-related information, delivery tracking, and searching for products. 72% of customers who purchased on their
smartphone are satisfied with their smartphone shopping experience. 26% of smartphone users say they plan to shop more
on a smartphone in the future. All together, these findings suggest mobile e-commerce is poised for continued growth. It is
therefore a must for retailers to deliver an excellent shopping experience on all devices. Retailer smartphone apps are also
growing in popularity, with 81% of consumers using them.

Percentage of smartphone users
that have used their phone to make a
purchase

43%

Key takeaways
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Most common activities by mobile
shoppers on their smartphone or tablet

26%
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2015
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Credit Card
(Visa/Mastercard)

Invoice

78%

Tracked delivery of an order

75%

Compared prices among retailers

72%

Researched products prior
to visiting a store

69%

Checked store inventory

Retail app features that mobile shoppers
rank as most important

30%

Digital payment tools

Bank Transfer

Located stores or
store-related information

2017

Preferred methods of payment
for smartphone shoppers

Debit Card

78%

43%

28%
16%
10%
5%

2017 UPS Pulse of the Online Shopper™

41%

Ability to
read product
reviews

Acceptance of
payment methods
such as Apple Pay
or PayPal

42%

High quality
product images
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Marketplace influence
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Considering the growing influence of both broad-based and specialty online marketplaces, it comes as no surprise that
almost all online shoppers report having made a marketplace purchase. Further growth of marketplace purchasing appears
to be inevitable, with many online shoppers indicating that they foresee ‘more’ researching and buying via this channel in the
future. However, sellers need to be aware that they will be held to the same standards as traditional retailers, which include
an optimal customer experience and service and a flexible returns policy. When asked why they shopped at a marketplace
instead of a retailer, 67% of shoppers stated better prices and 43% indicated broader selection of products.

Global retail

96%

Mobile shopping
Marketplace influence

Top reasons for purchasing from a marketplace
instead of a retailer:

of online shoppers have purchased from a marketplace

Physical stores
Key takeaways
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Future marketplace
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Future Online
Future Online
Marketplace
Marketplace
research research
Behavior Behavior

30% 30%
3%
More

Expectations at checkout
Understanding delivery needs

67%

Same

More
Less

Future marketplace
purchase behaviour
3%
31% 31%
Less
More

More

3%

Less

66%

Same

67%
3%

43%

41%

broader
selection
of products

better
prices

free or
discounted
shipping

Less

66%

Same

67%

Same

40%

41%
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Amazon and Ebay are the
top two marketplaces
purchased from in all
surveyed countries apart
from Poland, where
shoppers have a preference
for local marketplace Allegro.
2017 UPS Pulse of the Online Shopper™

Europe

Poland

76%
76%
Amazon
Amazon

EBayEBay
53%53%

91%
91%
Allegro
Allegro

Zalando
Zalando
43%43%
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Physical stores
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The majority of online shoppers (84%) agree that shopping in a store is still a major part of their retail experience. Being able to
touch and feel products was seen as the most important factor for deciding to go to a physical store by just over half of shoppers,
and 50% said that they wanted to solve an immediate need. The main reasons for choosing a physical store over an online
marketplace are knowing the quality of products and better sales events. When asked about the most important aspects when
interacting with in-store sales associates, the processing of returns and a positive check-out experience were ranked highest
among shoppers.

Global retail
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Marketplace influence
Physical stores
Key takeaways

Part 2: Customer Journey
Search and purchasing
dynamics
Expectations at checkout

84%

STILL CONSIDER SHOPPING IN STORE TO BE A MAJOR
PART OF THEIR SHOPPING EXPERIENCE

Top factors for deciding to go
to a physical store instead of online
(% IMPORTANT)

52%

Understanding delivery needs

To touch and feel products

50%
47%
43%

Getting returns right
The role of alternative delivery
& drop-off locations
Customer satisfaction and
loyalty

Importance of in-store associate
interactions
(TOP 4)

49% Processing returns
48%
46%
41%

To solve an immediate need
For superior customer service
For unique products

Ability to quickly and accurately get
checked out
Knowledge of the inventory
Willingness to help or go the extra mile

Retail innovation
Key takeaways

Global Study Highlights
Methodology

30%

OF ONLINE SHOPPERS FIND APPEAL
IN ONLINE-ONLY STORES OPENING
UP BRICK-AND-MORTAR STORES

2017 UPS Pulse of the Online Shopper™

45%

OF THOSE WHO RETURNED ITEMS,
WOULD PREFER TO RETURN
ITEMS TO A PHYSICAL STORE
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Key Takeaways
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Focus on
international
customers

Think
mobile first

Retailers should adopt a global mindset and strategy.

Websites need to render properly on all devices to deliver

as full transparency on costs and secure payment solutions, is

purchasing. Retailers should also explore whether apps could

Providing intelligent logistics and brokerage services, as well
a must in order to accommodate international customers.

an optimal customer experience while researching and

be an effective way for their brand to connect with and serve
customers.

Search and purchasing
dynamics
Expectations at checkout
Understanding delivery needs
Getting returns right
The role of alternative delivery
& drop-off locations
Customer satisfaction and
loyalty
Retail innovation

Make
marketplaces an
opportunity

Work towards a
seamless omnichannel shopping
experience

Given their influence, retailers need to evaluate the scope

Physical stores are still a major part of retail. Retailers that

However, when listing and selling products on marketplaces,

their channels work in harmony and provide an inspiring and

and opportunity of online marketplaces for their business.
retailers should not lose sight of customer service.

operate both online and physical stores need to make all
effective customer experience.

Key takeaways

Global Study Highlights
Methodology
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Meeting needs along the customer journey
The convergence of e-commerce and the brick-and-mortar world is causing a major shift in the way retailers
market, sell, and deliver their products. As we have discovered, both domestic and international retailers are
competing for consumers who are more globally minded, mobile, and marketplace driven. To succeed in this
dynamic marketplace, retailers are compelled to understand consumer expectations, shopping behaviours,
and channel preferences better than ever before.

Key takeaways

Global Study Highlights
Methodology

This part of the report analyses the behaviour of the online shoppers throughout the customer journey,
from pre-purchase research to the buying process and post-purchase expectations. The findings clearly
show that convenience often drives decisions, while relevant and transparent information seals the
purchase – whether that information is about delivery options, shipping costs, estimated delivery time, or
ease of returning a product.
2017 UPS Pulse of the Online Shopper™
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Search and purchasing dynamics
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Efficiency is the driving force behind online search activities. European shoppers want to find the most information on the
greatest number of products in the least amount of time, and online marketplaces have positioned themselves as the first
stop for shoppers – with shoppers beginning their search for a product at a marketplace, on average, 32% of the time. Desire
for efficiency also reveals itself when we look at multi-channel vs single-channel purchase behaviour. On average, shoppers
search and purchase via a single-channel 61% of the time, which may be attributed to the fact that the online experience is
continuously improving.

(% OF SEARCHES)

Physical stores
Key takeaways

Part 2: Customer Journey
Search and purchasing
dynamics

Single-channel vs multi-channel purchasing

Initial shopping search

Look through phsical
catalogs or weekly circulars

Go to a price
comparison engine

39%
Multi-channel Net

Look at ideas
on social media sites

5%

Seek advice from friends
and family

(% OF PURCHASES)

5%

Go to Amazon

Getting returns right
The role of alternative delivery
& drop-off locations

6%
Go to a marketplace
other than Amazon

9%

Search online and in
store, buy in store

19%

12%

12%
4%
Go to a
retailer's app

11%

Visit the retailer's
store in person

Search online,
buy in store

19%
Search in store,

Go to a retailer's
website

buy in store

Customer satisfaction and
loyalty
Retail innovation

Search online,
buy online

Search online and in store,
buy online

12%
Go to a search engine

42%

9%

Expectations at checkout
Understanding delivery needs

9%

Search in store, buy online

20%

6%

61%
Single-channel Net

Top important factors when searching for and selecting products online

Key takeaways

Global Study Highlights
Methodology

76%

PRODUCT PRICES
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71%

DETAILED PRODUCT
INFORMATION

71%

SHIPPING FEES

67%

PRODUCT SELECTION
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Expectations at checkout
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Many factors influence shopping cart abandonment and conversion rate drops on a checkout page, but what it all boils
down to is giving shoppers everything they need to make an informed, confident decision. Seven in ten shoppers said that
having a free shipping option is important to them when checking out online. Providing a variety of payment methods
was also important, along with having a guaranteed delivery date.

The majority (88%) of shoppers took action to qualify for free shipping

Marketplace influence
Physical stores
Key takeaways

Part 2: Customer Journey
Search and purchasing
dynamics

37%

Add items to
cart to qualify
for free shipping
with intention of
keeping items

30%

27%

23%

23%

Choose the
slowest transit
time offered on
a retailer’s site
because it’s free

Search online for
a promo code for
free shipping

Delay making
a purchase to
wait for a free
shipping offer

Choose to shop
at a retailer’s
physical store
instead of online

Expectations at checkout
Understanding delivery needs
Getting returns right
The role of alternative delivery
& drop-off locations
Customer satisfaction and
loyalty

Global Study Highlights
Methodology

71%

Free shipping options
Having a variety
of payment options

Retail innovation
Key takeaways

Reasons for abandoning online
shopping cart (top 5)

Importance of options when
checking out online (top 5)

Guaranteed delivery date
Providing shipping costs early
in the process
Providing estimated delivery
date early in the process
2017 UPS Pulse of the Online Shopper™

62%
57%
56%
51%

47%

Shipping costs made the total
purchase cost more than expected
An item was out of stock
The order value wasn’t large
enough to qualify for free shipping
Preferred payment option
was not offered
Was not ready to purchase, but
wanted to get an idea of the
total cost with shipping

39%
38%
36%
35%
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37%

9%

Research online and in store,
buy in store

12%

Search online, buy in store

30%

19%

27%

Search and buy in store

Understanding delivery needs

3

Introduction
Part 1: Trends
Global retail

4

While free shipping is a key consideration for online shoppers, retailers need to keep in mind that offering a range of
Getting returns right
Understanding delivery needs
faster, paid shipping options is still important, especially when the purchase is made for upcoming occasions such as
travel or an anniversary that demands a specific arrival date. Overall, European online shoppers show a high degree
of flexibility when it comes to waiting for their order – case in point, when shipping is free,Top
60%
of shoppers
are return experience
elements
of a positive
are interested in shipping to an
willing to wait 5 days or longer. Shoppers are willing to pay for their shipping for several reasons, such as an attractive
alternative location with extended
FREE option can provide.
product price even if shipping is not
free,
or ifspeedier
delivery
hours
and
fees are less
than than the free shipping

63%

47%

shipping to their home

Physical stores
Key takeaways

Part 2: Customer Journey

Understanding delivery needs
Getting returns right
The role of alternative delivery
& drop-off locations
Customer satisfaction and
loyalty
Retail innovation
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A hassle-free
"no questions asked"
return policy

When purchasing
domestic
When purchasingfrom
from domestic
retailersretailers

36%

are willing to wait 5 days
or longer when they are
paying for shipping.

60%

are willing to wait 5 days
or longer when
shipping is free.

On average, online shoppers use free shipping, on
of their orders

51%

Top reasons to decide to pay for shipping

The study, fielded by comScore in Q2/Q3 2017, is based on the
input of 6,478 qualified comScore panelists who made at least
Total cost of order was still a good
two
online
purchases
in a typical three-month period.
bargain
with shipping
charges included

44%
44%

31%

Automatic refund to my
debit or credit card once
my items are received
back by the retailer

63%

3 out of 4

of online shoppers

ARE
review
the returns
online shoppers rate free OF ONLINE SHOPPERS
TO (net)
returns as important when INTERESTED IN SHIPPING
policy before
LOCATION
selecting an online retailer AN ALTERNATIVE they
purchase an item

64%

IF FEES ARE LESS THAN
SHIPPING TO THEIR HOME

Search and purchasing
dynamics
Expectations at checkout

35%

Free return shipping

Mobile shopping
Marketplace influence

add items to cart to qualify for free
shipping with intention of keeping items
choose the slowest transit time offered
on a retailer's site because it's free
search online for a promo code for free
shipping

of shoppers have returned an online

37%purchase in the last year

To download the 2017 UPS Europe Pulse
of the Online Shopper study, visit ups.com

Free shipping was not offered,
ONLINE SHOPPERS
and I wanted the product UPS Ltd. Registered Office: UPS House, Forest Road, Feltham, Middlesex, TW13
in England 1933173
USE 7DY.
FREERegistered
SHIPPING

ON AVERAGE FOR

51%

©2017 United Parcel Service of America, Inc. UPS, the UPS brandmark and the colour brown are registered trademarks of United Parcel Service of America, Inc. All rights reserved. 09/17

I needed it faster than
the free shipping service offered

I didn’t have enough items
in the cart to meet the threshold
Discount that I received from the retailer
exceeded the cost of shipping

2017 UPS Pulse of the Online Shopper™

28%

24%

OF THEIR ORDERS

22%
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Getting returns right
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Returns policies are extremely important for
European online shoppers, with 64% reviewing
the returns policy before they make a purchase
online and 75% rating free returns as important
when selecting an online retailer. Shipping an item
back to the retailer is the most common method of
returning an item, but three in ten shoppers have
returned an item to a store. This behaviour presents
additional business opportunities for retailers, as
64% of shoppers who brought an item back to a
store made an additional purchase during their visit.

Methods used for returning products

Shipped back
to retailer

77%

Returned to
physical store
Discard
product
Donate
product

64%

OF SHOPPERS
WHO RETURNED AN
ONLINE PURCHASE
IN STORE HAVE
MADE A NEW
PURCHASE WHILE
PROCESSING THE
RETURN

29%
10%
3%

Key takeaways

Part 2: Customer Journey
Search and purchasing
dynamics
Expectations at checkout
Understanding delivery needs

Percentage of shoppers who have returned
an online purchase in the last year

63%

NO

37%

75%

OF ONLINE SHOPPERS RATE FREE
RETURNS AS IMPORTANT WHEN
SELECTING AN ONLINE RETAILER

YES

Elements that contributed to a positive
online returns experience

Getting returns right
The role of alternative delivery
& drop-off locations
Customer satisfaction and
loyalty

47%
Free

Retail innovation
Key takeaways

Global Study Highlights
Methodology

64%

OF ONLINE SHOPPERS
REVIEW THE RETURNS
POLICY BEFORE THEY
PURCHASE AN ITEM

2017 UPS Pulse of the Online Shopper™

return
shipping

35%

31%

A hassle-free
“no questions
asked” returns
policy

Automatic
refund
to my debit or
credit card once
my items are
received back
by the retailer
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along the customer journey
To succeed in today’s dynamic retail market, businesses are compelled to understand consumer
expectations, shopping behaviours, and channel preferences better than ever before.
The findings from the 2017 UPS Pulse of the Online Shopper™ study show that convenience
often drives decisions, while relevant and transparent information seals the purchase.

The role of alternative delivery & drop-off locations

Introduction

Flexibility and convenience dictate decision-making when it comes to package deliveries and returns.
The study shows that online shoppers have had 41% of their orders delivered to an alternative delivery location.
Among
those
who have returned
an online purchase and Expectations
prefer to ship items
back to the retailer, 28% are taking
Search
and
purchasing
dynamics
at checkout
their returns to carrier authorised retail stores, such as UPS AccessPointTM locations.

1

2

Top important factors
when searching for and
selecting products online

Part 1: Trends
Global retail
Mobile shopping
Marketplace influence
Physical stores

(% IMPORTANT)

32%

76% Product price

71% Shipping fees
71% Detailed product information

of initial searches begin at
a marketplace on average.

Key takeaways

Where
online
shoppers
prefer to56%
have their
71%
62%
57%
Free-shipping
Having a variety of
Guaranteed
Providing shipping
delivered
(% OF
ORDERS)
optionsorders
payment
options,
delivery
date
costs early in the

ON AVERAGE,
ONLINE SHOPPERS
HAVE

Purchase method

41%

39%

61%

Multi-Channel net

9%

Single-Channel net

Search in store, buy online

Part 2: Customer Journey

Importance of options when checking out online (TOP 4)

42%

Search and

9% OF THEIR ORDERS
buy online

Search and purchasing
dynamics

Research online and in store,
buy online

DELIVERED TO

Research online and in store,
buy in store

LOCATIONS.

like PayPal

Retailer’s physical
store

47%

Understanding delivery needs

12%

Search online, buy in store

19%

3

The role of alternative delivery
& drop-off locations
Customer satisfaction and
loyalty

8%

Workplace

THE MAJORITY (88%) OF SHOPPERS TAKE AN ACTION
TO QUALIFY FOR FREE SHIPPING, TOP ACTIONS INCLUDE:

27%

Authorised pickup 30%
location, incl. lockers

27%

add items to cart to qualify for free
shipping with intention of keeping items
choose the slowest transit time offered
on a retailer's site because it's free
search online for a promo code for free
shipping

4

(TOP TWO AMONG THOSE WHO RETURNED AN ONLINE PURCHASE AND
PREFER TO SHIP RETURNS BACK TO RETAILERS)
Top elements of a positive return experience

63%

are interested in shipping to an
alternative location with extended
hours and if fees are less than
shipping to their home

28%

FREE

47%

take the return to the carrier Free return shipping
authorised retail store (e.g. UPS
Access PointTM locations)

Key takeaways

When purchasing from domestic retailers

Methodology

37%

51%

Home

Getting returns right
Understanding
delivery
needs
Preference for
getting
a return item to a carrier

Retail innovation

Global Study Highlights

52%

have decided not to make
a purchase due to lengthy
estimated delivery time or when
no delivery date was provided

due to shipping costs making
the total purchase cost more
than expected

Search and buy in store

Getting returns right

7%

Friend/family
7% cart
abandon
their shopping
member

9% ALTERNATIVE

Expectations at checkout

process

36%

are willing to wait 5 days
or longer when they are
paying for shipping.

60%
27%
are willing to wait 5 days

schedule
a return
or longer
when pickup
is free.
fromshipping
home or
office

2017 UPS Pulse of the Online Shopper™

On average, online shoppers use free shipping, on

3 out of 4

online shoppers rate free
returns as important when
selecting an online retailer

1 in 4 31%

35%

A hassle-free
Automatic refund to my
"no questions asked"
debit or credit card once
ONLINE
SHOPPERS HAVE USED
return policy
my items are received
back by the retailer
“SHIP-TO-STORE”
AND, OF

THOSE, 57% INTEND TO DO SO
”MORE” IN THE FUTURE

64%

of online shoppers
review the returns
policy before (net)
they purchase an item

©2017 United Parcel Service of America, Inc.
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Customer satisfaction and loyalty
Introduction
Part 1: Trends

Customer satisfaction needs to be at the forefront of any retailer’s mind. It’s no secret that the checkout process plays
a pivotal role in driving shopper satisfaction - shoppers say the following are the top four factors of importance when
checking out online: Free-shipping options (71%), variety of payment options (62%), guaranteed delivery date (57%) and
providing shipping costs early in the process (56%). Membership programs provide another successful way for retailers to
increase customer satisfaction, with 36% of shoppers considering a retailer’s loyalty program an important factor when
searching for products online. The key draws are the promises of free shipping, faster shipping, and free returns.

Global retail
Mobile shopping
Marketplace influence
Physical stores

Overall satisfaction with shopping
experiences (% SATISFIED)

Key takeaways

81%

Online

36%

consider their
membership of the
retailer’s loyalty
program an important
factor when searching
for products online

Part 2: Customer Journey
Search and purchasing
dynamics

Physical
Store

66%

Shopper satisfaction with checkout experience

Expectations at checkout
Understanding delivery needs
Getting returns right
The role of alternative delivery
& drop-off locations
Customer satisfaction and
loyalty
Retail innovation
Key takeaways

Benefits of a membership rewards program
that appeal to online shoppers

71%

FREE SHIPPING

59%

FASTER SHIPPING

53%

FREE RETURNS

51%
42%

Alternative
payment options

Availability of free shipping

67%

Ability to see the expected delivery
dates of the products selected

67%

SPECIAL DISCOUNTS

Ease of checkout
(1- or 2-click checkout)

66%

SAME-DAY DELIVERY

Ability to see the additional amount
required to obtain free shipping

61%

Global Study Highlights
Methodology

72 %

2017 UPS Pulse of the Online Shopper™
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Retail innovation
Introduction
Part 1: Trends
Global retail
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Physical stores
Key takeaways

Part 2: Customer Journey
Search and purchasing
dynamics
Expectations at checkout
Understanding delivery needs
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As we look to the future, it’s clear that physical stores
continue to play an important – albeit changing – role.
Many shoppers can see value in the new technologies that
are becoming available for brick-and-mortar stores.
The use of these, combined with the in-store experience
means that retailers need to look at all channels, not just
online. In-store events, festivals, and special member-only
nights are just a few retail store experiences that ensure
that physical stores stay appealing. It is also evident,
that consumers are embracing new developments in
technology, with 40% finding the use of virtual reality to
visualize furniture and decor in their home appealing,
and over a third are comfortable using chatbots for simple
shopping tasks such as creating a return label, getting
product information or ordering products.
The future is very nearly here.

24%

In-store events
(e.g., fashion
shows, celebrity
appearances,
new product
Customer satisfaction and
introductions,
etc.)
Appeal of Retail Store
Experiences
loyalty
The role of alternative delivery
& drop-off locations

21%

Retail innovation

24%

Key takeaways

Special member-only
reception events with
advanced preview of
new products

Global Study Highlights
Methodology

22%

In-store events
(e.g., fashion shows,
celebrity appearances,
new product
introductions, etc.)

24%

TODAY
ONLY

TODAY
ONLY
Private trunk
shows for
retailers who
only sell online

2017 UPS Pulse of the Online Shopper™

40%

Visualizing furniture and
décor in your home

35%

Virtually trying
on the product

Appeal of retail store experiences

22%

Appeal of virtual reality scenarios

Special memberonly reception
events with advanced
preview of new
products

Event-driven
retail
environments
(e.g. music and
art festivals)

30%

Online only
stores opening
brick-and-mortar
stores

35%

Seeing products
brought to life

Comfort level with using chatbots
for various shopping experiences

Creating return label
Getting product
information
Ordering products

38%
37%

37%
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Key Takeaways
Introduction
Part 1: Trends
Global retail

Focus on the user experience

Ensure your checkout checks out

Mobile shopping

In order to compete with marketplaces and

Retailers need to ensure a smooth checkout process and

purchase behaviour, retailers must ensure

abandonment. It’s key to ensure there are no hidden costs,

Marketplace influence

to align with the single-channel search and

avoid unexpected surprises that may prompt shopping cart

Physical stores

their shopping experience is as efficient and

an expected delivery date is shown, and that a free shipping

hassle-free as possible.

option and a variety of payment methods are offered.

Give choice in shipping

Meet expectations for returns

While free shipping is important, retailers must

A clear and easy returns policy can be the deciding factor in

including premium and alternative delivery.

shipping option and, if you have physical stores, offer the

Key takeaways

Part 2: Customer Journey
Search and purchasing
dynamics
Expectations at checkout
Understanding delivery needs
Getting returns right
The role of alternative delivery
& drop-off locations

also provide a full range of delivery options

Shoppers relax their fast delivery expectations
when shopping internationally.

whether a shopper makes a purchase or not. Consider a free
ability to return in-store as this can drive additional sales
and ultimately business growth.

Customer satisfaction and
loyalty
Retail innovation

Reward loyalty

Look towards the future

Key takeaways

Customer satisfaction is key to encouraging both

Retailers should look to differentiate themselves by

consider implementing a rewards program that

to keep shoppers engaged. From robots to virtual reality,

loyalty and repeat purchases. Retailers should
Global Study Highlights
Methodology

entices members with free and faster shipping,
and ensures that they feel appreciated.

2017 UPS Pulse of the Online Shopper™

embracing new technology and recognising it as a way

these capabilities may entice shoppers to visit stores, and
can even increase efficiency and cut costs.

©2017 United Parcel Service of America, Inc.
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Global Pulse of the Online ShopperTM study insights
Introduction
Part 1: Trends

The UPS Pulse of the Online ShopperTM study was conducted in 2017 in the US, Europe, and Asia.
As retailers look to take advantage of opportunities beyond their domestic market, it is a must to understand
the behaviours and preferences of online shoppers in other regions. Here’s a small sample of the global study
results to help retailers succeed.

Global retail
Mobile shopping
Marketplace influence
Physical stores
Key takeaways

Part 2: Customer Journey
Search and purchasing
dynamics
Expectations at checkout
Understanding delivery needs
Getting returns right
The role of alternative delivery
& drop-off locations
Customer satisfaction and
loyalty
Retail innovation
Key takeaways

Europe

USA

Asia

Bought from an international retailer

71%

47%

55%

Of the above, those who bought from
a retailer in Europe

68%

30%

21%

Purchased via a marketplace in the
past year

96%

96%

98%

Find the number of shipping options
available important when searching
for and selecting products online

52%

54%

36%

Purchased products on a mobile device

67%

65%

83%

Rate free shipping as important when
checking out online

71%

74%

65%

Are interested in shipping to alternative
delivery locations with extended hours
for a reduced fee

63%

52%

71%

RESPONDENTS WHO :

Global Study Highlights
Methodology
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Methodology

Introduction

The UPS Pulse of the Online Shopper study evaluates online consumer shopping habits from
pre-purchase to post-delivery. The 2017 study was fielded in Q3 2017 and is based on a comScore
survey of more than 6,400 European Online Shoppers from France, Germany, Italy, Poland, Spain,
and the UK. All respondents made at least two online purchases in a typical three-month period.

Part 1: Trends
Global retail
Mobile shopping

Shopping frequency in a typical three-month period

Marketplace influence
Physical stores
Key takeaways

Part 2: Customer Journey
Search and purchasing
dynamics
Expectations at checkout
Understanding delivery needs
Getting returns right
The role of alternative delivery
& drop-off locations
Customer satisfaction and
loyalty
Retail innovation
Key takeaways

40%
MADE

7+

PURCHASES

40%
MADE

4-6

PURCHASES

20%
MADE

2-3

PURCHASES

Global Study Highlights
Methodology
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About comScore
comScore, Inc. (OTC: SCOR) is a leading cross-platform measurement company that precisely
measures audiences, brands, and consumer behaviour everywhere.
comScore completed its merger with Rentrak Corporation in January 2016, to create the new
model for a dynamic, cross-platform world. Built on precision and innovation, our unmatched
data footprint combines proprietary digital, TV, and movie intelligence with vast demographic
details to quantify consumers’ multiscreen behaviour on a massive scale. This approach helps
media companies monetise their complete audiences and allows marketers to reach these
audiences more effectively. With more than 3,200 clients and a global footprint in more than
75 countries, comScore delivers the future of measurement. For more information on comScore,
please visit comscore.com.

About UPS
UPS (NYSE: UPS) is a global leader in logistics, offering a broad range of solutions including
transporting packages and freight, facilitating international trade, and deploying advanced
technology to more efficiently manage the world of business. Headquartered in Atlanta, USA,
UPS serves more than 220 countries and territories worldwide. The company can be found
on the web at ups.com or pressroom.ups.com and its corporate blog can be found at
longitudes.ups.com. To get UPS news direct, follow @UPS_News on Twitter.

For more information, please contact:
Stefan Bueldt

Sarah Barker

UPS PR & Communications
sbueldt@ups.com

comScore Research Lead

2017 UPS Pulse of the Online Shopper™

sbarker@comscore.com
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What is your greatest challenge
in meeting customer needs and
delivering the right logistics and
fulfillment solution?

www.ups.com/onlineretail

UPS Ltd. Registered Office: UPS House, Forest Road, Feltham, Middlesex, TW13 7DY. Registered in England 1933173
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