Online shoppers prefer e-retail sites to stores

Most online consumers enjoy shopping the web via a computer more than going to a store, according to a study of 1,035 online
consumers last fall by research and advisory firm The E-Tailing Group Inc. With respondents free to name more than one channel,

68% said the web offers an excellent or very good shopping experience, compared to 45% who cited stores and 15%, mobile commerce.
What leads them to buy? Free shipping and returns, consumers say. The web site features they view as important include good product
images, alternate views, color swatches, zoom and ratings and reviews. Search engine results are most likely to drive consumers to retail
sites, respondents say, as are retailers' e-mails, consumer reviews and group-buying deals, such as from Groupon and LivingSocial.

The biggest influencers Preferred shopping features on product pages
(Percentage of online consumers who cite the following as influential (Percentage of online consumers citing the following as critical
in leading them to retail sites) or very important)

Internet search results 43% Quﬁlny of the image - . >50%
MR - Ability to see selected product in color of choice > 50%

earch results 0 AT
WG e g 37% Alternative views of selected item > 50%
Zoom > 50%

-mails from i
whgrfr:n ?clnf hraove ::ept?eldeg Peer ratings and reviews > 50%
Ratings and reviews 329, 3 Product cornparisons > 50%
from family and friends Product guides 33-49%
Group buying View product on a model 33-49%
(i.e., Groupon, LivingSocial) Live help 33-49%
Display ads for products 23% Product demonstrations 33-49%
previously viewed on a \.?reh site - Video of the product in use %
Mobile apps 19% Product recommendations 33-49%
17% Q&A 33-49%
View product in room setting 33-49%
Text messages from E-mail a friend < 33%
favorite merchants - Like button < 33%
Twitter IR EEZS &  Share button <33%
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Selecting a product Promotions leading to purchases
(Percentage of online consumers citing the following as critical (Percentage of online consumers citing the following as
or very important) effective online promotions)

Price 79% Unconditional free shipping 73%

Ability to purchase online 0 -
for home delivery 63% Free returns 70%

Ability to get product 0, Section on sales 0
within a day or two 95% and specials 62%

Ability to purchase 0, Coupons and/or rebates 0,
locally at a store 45% for cash or percentage off 96%

Ability to purchase online 0, Percentage off price 0,
and pick up in a store 37% of products or categories 4%

Advice/reviews from ; 9
peers on web site 3% Rewards/loyalty points 46%
Rewards/loyalty points that may Limited-time deals 43%

be tied to making a purchase
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Suppaortive content supplied by Free shipping based on 429, )

the retailer or manufacturer minimum purchase amount

Word-of-mouth
advice from friends m Buy more, save more

Advice from my online commu- A
nity, such as Facebook friends 15% Free gift with purchase
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Best shopping experience by channel
(Percentage of online consumers citing the following as excellent or very good)

Internet via computer
Retail stores 45%
Mobile shopping 15%
Shopping via tablet 15%
11%

Social channels, such as Facebook
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