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RETAIL PROFESSIONALS
ARE PANDEMIC HEROES. "
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MOSTCONSUMERS FAVOR _
Il comPANIE:
SEING SOCIALLY RESPONSIBLE.



NO MATTER HOW YOU SLICE IT, SUSTAINABLE
PACKAGING IS A MAJOR FACTOR IN CONSUMERS'
SHOPPING DECISIONS.
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BOREDOM AND GREAT DEALS ARE TOP
MOTIVATORS OF ONLINE SHOPPING




NOT EVEN A PANDEMIC CAN

INSEAT CLOTHING AS THE
ECOMMERCE FRONT RUNNER.
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Consumers Find
Comfort in the
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IN-STORE SHOPPING FREQUENCY REMAINED
UNCHANGED FOR A SURPRISING NUMBER
ISUMERS.
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SHOPPING
FREQUENCY
WILL DROP




CLOTHING AND ELECTRONICS
TOP PURCHASED

Tems BT SUBSEQUENT
CATEGORIES VARY BY AGE GROUP.
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WHEN IT COMES TO TRYING NEW BRANDS,
CLOTHING IS A COMFORT ZONE.
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YOUNGER SHOPPERS ARE
MORE INCLINED TO TRY
NEW BRAND:
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AT-HOME TRY-ON WINS (4 ]
ONLINE SHOPPERS' FAVOR.
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CONSUMERS ARE MORE INVESTED IN SUBSCRIPTION
SERVICES THAN DELIVERY APPS.

Of those 54%:
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0 MEET
DIFFERING
PREFERENCES,
BRANDS MUST
MAINTAIN A

OMNICHANNEL
PRESENCE.
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Fast and Free Shipping

Attracts and Retains
Customers
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THE PANDEMIC
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WITH SHIPPING, FREE STILL
OUTPERFORMS FAST.




FREE SHIPPING
THRESHOLDS WORK.
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Prioritizing =
Returns Bolsters
' 4

Bottom Lines
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ONLINE ORDER RETURNS ARE ON THE DECLINE.
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{ m= FREERETURNS AREBIG
§ B BUSINESS FOR ECOMMERCE.




RETURNLESS REFUNDS ARE EARNING
CUSTOMER RETENTION.
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PEOPLE STILL
MAIL RETURNS,

ADOPTING Most consumers (535%) prefer to return
STORE

‘online purchases via mailor o
ldownitom 62%in2020)
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Consistent
Packaging

Preferences

Prevail




KEY TAKEAWAYS

- sustanabls packaging s mafr sy cor

e
Rt et v pacing s a3
ey




IT'S WHAT'S INSIDE THAT COUNTS-BUT
WHAT'S OUTSIDE MATTERS, TOO.
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SUSTANABLEPACKAGING
HELPS THE PLANET WHILI
FOSTERING CUSTOMER LOVALTY.



PEOPLE ARE PRAGMATIC
ABOUT PACKAGING
PREFERENCES.
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THE COVETED CUSTOMER EXPERIENCE.
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YOUNGER, COASTAL CONSUMERS ARE MOST ACTIVE
IN CIRCULAR ECONOMY PRACTICES.
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WHEN IT COMES TO BEAUTY CONSUMERS,
PPURCHASE BEHAVIOR VARIES BY REGION.
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LUXURY PURCHASES TOOK A HIT DURING THE
PANDEMIC, BUT LUXURY SHOPPERS STILL DID
MORE ONLINE SHOPPING THAN OTHERS.




LUXURY
SHOPPERS
ARE MORE

LIKELY TO =
TRY AND s ckeigdss
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UNTRADITIONAL DELIVERY
AND PICK-UP METHODS
ARE FAVORED MORE BY
LUXURY SHOPPERS.




LUXURY AND NON-LUXURY SHOPPERS PART WAYS




LUXURY SHOPPERS PLACE MORE
EMPHASIS ON ENVIRONMENTAL FACTORS
WHEN MAKING PURCHASE DECISIONS.







LUXURY SHOPPERS PREFER
MAKING BEAUTY PURCHASES
Dil

IRECTLY FROM BRANI




ON PREMIER PACKAC
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ABOUT DOTCOM
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METHODOLOGY






