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How to Use This
INfograpnic

“What we've seen is emerge from the pandemic
are two types of consumers — experienced online
shoppers and new online shoppers. Merchants
need to personalize their ecommerce stores to
Meet the needs of both groups.”

This 2021-2022 report measures how the pandemic impacted the

Rafael Lourenco, ClearSale Executive
Vice President & Partner

ecommerce industry, including changes in consumer behavior and the

distinction between experienced and novice ecommerce consumers.

We asked many of the same gquestions from our 2020-2021 Global
Ecommerce Consumer Behavior Analysis, plus several new questions,
to gather valuable data you can use to develop or adjust your

ecommerce strategy.

Whether you're selling in your own country or across porders, run a
one-person shop or manage an enterprise-level team, this study has

the insights to help you succeed.
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—HOW Ve Shop Has
Changed

The pandemic’s impact on global ecommerce has been transformative.

68% of consumers say the pandemic changed their online buying habits.

Did the pandemic/lockdowns chance your buying habits

or the frequency with which you shop online?

@ Yes O No
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The Big Shift to

Online Shopping -
—Or Everynoqy

13% of consumers made an online purchase for the first time

during the pandemic.
These novice consumers looked for known brands and expected to mimic their

iNn-store experience online.

78% increased the frequency and/or purchase amount during

the pandemic.
Even ecommerce early adopters relied more heavily on online shopping —and

their expectations for CX and UX were high.

‘ | increased the ‘ | made an online ‘ | decreased the
frequency/amount purchase for frequency/amount
of how much | the first time of how much |
shop online after March 2020 shop online

8%
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\We're Spending More
Online Than Before

Of the 78% of consumers who told us they're shopping online more
iNn the last 12 months, almost half have increased their spending by

at least $200/month.

About how much more do you spend online per month over the last twelve months?

@ 350 - $200 @ 3200 - $400 ' More than $400

‘ Less than $50

12% 58% 19% 50%

0% 20% 40% 60% 80% 100%
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Online ShoppiNg
S Now Part of
Consumers Routines

45% of consumers say they shop online once or twice a week.

On average, how often do you shop online?

‘ Once every few months ‘ Once a month ‘ Once or twice a week

16% 39% 45%

0% 20% 40% 60% 80% 100%
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Our Analysis

¥

~

natterns — and

customers - w

t's important to recognize that novice (or more

frequent) shoppers may not fit typical buyer

thelr expectations are not the
same. The great shift online may have u
everything you thought you knew abou

Nich can have major ripp

on your decision-making.”

@ Clearsale
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David Fletcher, ClearSale, Senior Vice President



\\Which Industries
Are Thriving In
Fcommerce?

Clothing/Fashion/
Acessories

Eletronics /
Tech Products

Home Goods

Books

Beauty Supplies

Pet Supplies

Sporting goods /
Athleisure

Trips

Luxury goods
(high-end name
brands)

Other

Of the categories below, which are you most
likely to purchase from online retailers?

53%

40%
38%
30%
29%
17%
12%
| | | | | | | |
0% 10% 20% 30% 40% 50% 60%
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FCOMMErce Has
Removed Barriers to
Cross-Border Shopping

48% of consumers place orders with overseas merchants.
The push to support local business during the pandemic may have inspired
consumers to take advantage of local delivery and buy online, pick up in

store options.

Do you usually order from local websites or from websites that ae overseas?

‘ Overseas ‘ I’m not sure ‘ Local website ‘ Both

4%

5%

48% 43%
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Glolal Ecommerce
\arkets to WWatcn

Argentina, Canada, Singapore, and Mexico have seen the
Most ecommerce growth.
lronically, the top three countries have experienced some of the longest

pandemic-related lockdowns.

Top 10 Countries, Ranked by Retail Ecommerce Sales Growth, 2020
% CHANGE

Argentina #1 100,6%
Canada #2
Singapore #3
Mexico #4
Russia #5
Australia #6
Brazil #7

UK #8
Thailand #9

Spain #10

Wordwide 25.7%

Source: eMarketer, May 2021
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Our Analysis

"Keep In Mind that consumers in other
countries or cultures may have language
barriers and less access to credit. Merchants
should view cross-border consumers similarly
to novice consumers. What will make their
online experience easier and better?”

Rafael Lourenco, ClearSale Executive
Vice President & Partner

@ Clearsale



The Generation
Gap Is Real

The digitally native younger generations are more frequent online
shoppers: 50% of respondents under the age of 55 say they shop

online at least once a week.

How often are you shopping online (<55)?

' Once every few months ‘ Once a month ‘ Once or twice a week

13% 58% 50%

0% 20% 40% 60% 80% 100%
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Our Analysis

“When you create online shopping paths
or experiences pbased on past customer

behavior, you're developing a relationship
with the customer. They feel like they're

getting a recommendation from a friena
WhNOo cares about them.”

Brooke Carrie, ClearSale Director
of Customer Success

@ Clear>ale



FCoOMmMmerce FOCUS
for 2022. Retaining
New Customers

What will keep them coming back to your online store?
Price and shipping have always been important, but CX is emerging as a

deciding factor for success.

Now that stores are starting to open back up, what elements would
be important too keel you shopping online instead of in-store?

Fast shipping &
delivery options

Convenience

Selection

Sales, specials
and coupons

Ability to easily
comparte prices

Knowing that
my information
is secure

Customer service
that is easy
to access

Featured items
picked just for me
based on my
shopping habits

0% 20% 40% 60%
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FCoOMmMmerce FOCUS
for 2022: Alternative
Payment Options

Ecommerce merchants need know their customers' appetite for digital

wallets & alternative payment options — and respond accordingly.

How often are you shopping online (<55)?

‘ Once every few months ‘ Once a month ‘ Once or twice a week

13% 58% 50%

0% 20% 40% 60% 80% 100%
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Our Analysis

‘Look at who your customers are and who you
want to target. What barriers to payment can
you overcome by offering different payment
options? Digital wallets, BOPIS (buy now,
pickup In store), and BNPL (buy now, pay later)
are gaining massive popularity, especially
aMmong younger consumers.”

Rafael Lourenco, ClearSale Executive
Vice President & Partner

@ Clearsale



FCoOMmMmerce FOCUS
for 2022 The
Customer Experience

Merchants must prioritize better shipping, smoother UX
and clear communication.

Baby Boomers are still reluctant to use credit cards - 36% of 55+ adults are

concerned about identity theft.

Shipping was too
expensive or would
take too long

Extra costs/fees
| wasn’t aware of

| didn’t trust the
site with my credit
card information

Too long,
complicated
checkout process

The site wanted
me to create
an account

My credit card
was declined

Have you abandoned a purchase for any of the following reasons?

- —h

51%

32%

0% 20% 40% 60%
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Fcommerce Focus for
2027 Fraud Prevention

Consumers want to know how ecommerce stores are
protecting them.
Give them information in a way that doesn't interfere with a seamless

experience.

In regards to the merchant’s responsiility for fraud prevention,
to what extent do you agree with the following statements?

‘ Strongly Agree ‘ Moderately Agree ‘ Unsure ‘ Moderately Disagree ‘ Never

45% 35% 17% 2% 1%

| approve/understand that
fraud prevention technology
will sometimes require a
website/merchant to
contact me to confirm
information of my order

0% 20% 40% 60% 80% 100% 120%

59% 29% M% 1%1%
| feel more secure shopping

on a website when the
fraud prevention and data
privacy tools they use are
clearly stated

0% 20% 40% 60% 80% 100% 120%

63% 21% 12% 2% 1%

If | knew a website allowed a
fraudster to successfully place
an order with my credit card, |
would not visit or shop with
that website again

0% 20% 40% 60% 80% 100% 120%
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Our Analysis

“According to Lexis Nexis, every $1in fraud costs
merchants $3.60. That's up 13% from before the
oandemic. And CNP fraud is expected to increase
14% by 2023. Fraudsters found a new "market” of
victims during the pandemic: first-time online
consumers. As a result, triangulation fraud,
ohishing, account takeover and other classic
fraud schemes are making a comeback.”

Rafael Lourenco, ClearSale Executive
Vice President & Partner

@ Clearsale



Fraud Concerns for
2022 - The Effects
Of False Declines

Many businesses are fighting fraud by turning away customers.

False declines are insulting to consumers who generally don't have the time or

patience to try again.

An order you are trying to place online has been declined.
To what extent do you agree with the following statements?

. Strongly Agree . Moderately Agree ‘ Unsure ‘ Moderately Disagree ‘ Never

13% 21% 27% 20% 19%

| will post a negative comment
about the merchant/website
on a social media platform

0% 20% 40% 60% 80% 100% 120%
16% 24% 33% 18% 10%
| will never place an
order with the same
merchant/website again

| | | | | | |
0% 20% 40% 60% 80% 100% 120%
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Our Analysis

"As consumers s

tolera
consu

Nop online more, they have less

nce for being rejected. Where experiencead

mers expect to

CUStTO

mers see false o

- Ither way, auto-decli
ost customers — to the tune of $118 Billion in

be approved, novice
eclines as a personal insult.
NiNng flagged orders means

yearly revenue. To succeed In 2022, ecommerce

merchants
appProve orc

) Cl

earSale

Rafael Lourenco,
Vice President & Partner

need to do everything possible to
ers — safely.”

ClearSale Executive



