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Top Consumer Insights
There’s no one-size-fits all. Most consumers shop 
through a variety of channels.

 76% consumers prefer a mix of online and in-store shopping. Big-box 
stores, small or local stores and online marketplaces are the most 
popular shopping destinations. However, even the most novel channel – 
livestream commerce – is used by more than half of the U.S. population 
and is especially popular among Gen Z, as is social commerce.

In-store is considered the most convenient, enjoyable & 
inspiring shopping channel.

Across generations, shopping in-store and through online marketplaces 
garner most consensus for all these shopping modalities, but younger 
consumers seek enjoyment while shopping in mobile apps and 
inspiration on social media.

Mobile phones are the most commonly used devices 
for online shopping.

Only Boomers still favor PCs or laptop computers to carry out their 
purchases , indicating that they may be the last computer-first 
generation when it comes to shopping.
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Visual search is the most commonly used emerging 
shopping technology.

Consumers are still quite unfamiliar with AR/VR try-on experiences, 
except for Millennials who are keener than other cohorts on all 
emerging shopping tech.

Shoppers tend to choose online retailers based on 
modern staples like free shipping & returns.  

Older generations tend to be more influenced by factors that make 
online shopping convenient, like free returns. Younger generations lean 
more towards loyalty and rewards. Consumers who strongly prefer 
shopping in-store pay more attention to sustainable shipping when 
buying online.

Influencers are inspiring purchases with their content 
on a regular basis.

However, most Americans are still on the fence as to whether their 
recommendations should be trusted.

Facebook is the most commonly used social commerce 
and livestream shopping platform.

However, it loses favor among Gen Z consumers.
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How Shopping In-Store, 
Online & Via Social Stack Up
COVID-19 acted as a propellor for the growth of 
online commerce. Not only did the initial lockdowns 
cause a sudden burst in e-commerce transactions – in 
May 2020, year-over-year growth in online spending 
reached 77%1– they also up-ended in-store shopping as 
the default for many categories, such as groceries or 
impulse purchases. 

As a result, it’s estimated that the pandemic contributed an extra 
$218.53 billion to ecommerce’s bottom line throughout 2020 and 
2021.2 Furthermore, this spike in online shopping accelerated the 
development of ecommerce capabilities across the board, with 
solutions like curbside pick-up and contactless check-out – which were 
considered niche prior to 2020 – suddenly becoming table stakes.

Social platforms like TikTok and Pinterest launched partnerships 
with Shopify and other commerce solutions to capitalize on their 
viral content’s ability to influence sales.3 In this environment and 
with restrictions being lifted, where does shopping in-store sit among 
consumer preferences?
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Most consumers say they prefer shopping via a mix 
of online and in-store. Slightly more than half are 
open to new shopping experiences.

• 76% of consumers prefer a mix of online and in store shopping.

• 55% say they enjoy trying out new shopping experiences like 
livestream shopping events or visiting pop-up stores.

• Millennials (75%) are slightly keener than Gen Z (70%) to 
check them out.

While less common, those who shop via livestream 
and social media do so quite frequently.

• While just 53% of consumers have ever shopped via an online 
livestream, 30% say they do at least weekly.

• 67% of consumers have ever shopped via social media, yet 37% 
say they do at least weekly.

Gen Z is driving the rise of shopping via social media 
and livestream.

• 87% of Gen Z have ever shopped via social media, compared to 
79% of Millennials, 59% of Gen X and 37% of Boomers.

• 84% of Gen Z have ever shopped via livestream, compared to 
67% of Millennials, 43% of Gen X and just 24% of Boomers.

• At the same time, Gen Z are just as likely as Boomers to shop in 
local or big-box stores.

Consumers most commonly shop in store and via 
online marketplaces.
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Across categories, buy online & pick up in store (BOPIS) is 
more popular among younger consumers.

This is particularly evident across all everyday use categories and, for obvious 
reasons, in furniture décor.

• For example, only 10% Boomers opt for BOPIS for food and household 
necessities, respectively, while this figure oscillates between 34% and 37% 
among Millennials and Gen Z across the two categories.

• Only 5% of Boomers opt for BOPIS for furniture décor purchases. 

• Across generations, alcohol is the category where BOPIS is less popular 
(only 20% Americans opting for this option).

Consumers are largely split on how their shopping habits will 
evolve this year.

• 34% of consumers say they expect to spend more time shopping in-store 
this year compared to last year. 

• 35% say the same for shopping online. 

• 40% of consumers expect the time they spend shopping in-store and online 
to not change this year, respectively.

Older generations are less likely to change their shopping 
habits.

46% and 44% of Gen Z and Millennials, respectively, say they plan to spend 
more time shopping in-store. Comparatively, only 27% of Gen X and 14% of 
Boomers say the same – they are more likely to say they will not change their 
habits. The same pattern plays out with respect to online shopping. 

A mix of online and in-store shopping is 
common across categories.
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Younger generations are more discerning about online 
shopping experiences.

Most generations feel similarly about the importance of customer 
experience in-store; however, Gen Z and Millennials are significantly more 
likely than Gen X and Boomers to care about the customer experience 
online.

Millennials are the cohort that places the most value on customer 
experience across both in-store and online shopping.

When it comes to customer experience in online shopping:

74% Millennials said it’s either important or very important, compared to

• 70% Gen Z

• 67% Gen X 

• and only 57% Boomers.

With such widespread adoption of shopping across different channels, 
it’s hard to pinpoint what is the right mix marketers should lean towards. 
Social media and livestream commerce are behind at this stage, but 
they’re more recent options and garner favor with younger consumers, so 
they should grow.

Given the popularity of online marketplaces, it’s recommended that 
brand marketers develop strategies to optimize how their products are 
showcased in these environments which, while promoting online retailers’ 
own white-label products, allow you to enable third-party selling on your 
terms for a premium.4

Overall, the variety of shopping behaviors documented, and the 
importance placed upon the customer experience, especially by younger 
consumers, suggest that brands across all categories should launch at 
least some direct-to-consumer (DTC) initiatives to get first-hand insights 
on how consumers respond to their products, build first-party data 
relationships, and develop loyalty-based strategies.5

Customer experience is slightly more 
important to consumers when they are 
shopping in-store than online; however,  
it clearly influences both channels.
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Re-discovering In-store 
Shopping’s Gratification 
Brick-and-mortar retail was already going through a crisis before 
restrictions were put in place in 2020 to fight the pandemic: 
between 2017 and 2019, companies like Toys ‘R Us, David’s Bridal, 
Sears and Forever 21 filed for Chapter 11 bankruptcy.6 Now, 
retailers have to navigate opposing tensions: on the one hand, a 
much wider number of consumers than we could predict three 
years ago have become accustomed to shopping online and expect 
services like curbside pick-up and contactless check out to be 
the norm; on the other, the progressive lifting of restrictions may 
generate enthusiasm for shopping in-store as a fun return to social 
group experiences.

Retail trade employment is rising, reportedly passing the pre-pandemic levels in 
February 2020 by 104,000 jobs, despite labor shortages in the sector.7 While during 
2020 a number of retail locations were transformed into fulfillment centers to sustain 
the spike in ecommerce growth,8 industry experts are now reporting a trend in the 
transformation of retail spaces like shopping centers, malls and department stores into 
mixed-use spaces that accommodate multiple purposes, for instance accommodating 
‘incubator pop-ups’ that feature a rotating roster of offerings.9 In this environment we 
ask: how do Americans feel about the in-store shopping experience?
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Shopping in-store and on online marketplaces 
garner most cross-generation consensus across 
types of shopping modalities, but younger 
consumers find enjoyment while shopping in mobile 
apps and inspiration while doing so on social media.

In-store shopping is ranked #1 by most cohorts across convenience, 
enjoyment, and inspiration and the same occurs with online 
marketplaces at #2. While there is overall consensus, there are 
notable exceptions among generations:

Gen Z ranks mobile apps as the 
second most enjoyable channel:

• In-store #1

• Mobile apps #2

• Brand website #3

And ranks mobile apps as the 
most inspiring channel for 
discovery, with social media 
second:

• Mobile app #1

• Social media #2

• Online marketplace #3

Social media also garners favor as a channel for inspiration while 
shopping also among Millennials, who rank it at #3 after in-store 
and online marketplaces.

Experiential brands across categories such as lifestyle, fashion, 
technology and toys should consider investing in pop-up retail 
footprint and interactive mobile applications. Product availability 
in stores and online marketplaces is a table stake to keep market 
share, while social media is recommended to launch new products 
or brands, especially when targeting younger consumers.

In-store is considered the most convenient, 
enjoyable & inspiring shopping channel.
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Older consumers shop in-store to get more for less, 
younger ones over index on pop-up events.

Overall, exclusive discounts and samples are the primary factors 
that drive Americans to shop in-store. However, older consumers 
appreciate them the most:

• 53% Boomers cited them 
as a factor for shopping in-
store more often.

• 50% Gen X,

• 44% Millennials

• And only 38% Gen Z.

On the other hand:

• 29% Gen Z cited pop-ups or 
events.

• 23% Millennials,

• 14% Gen X

• And only 8% of Boomers.

When buying in-store, hardcore online shoppers are 
all about efficiency.

Consumers who strongly prefer online shopping say they would 
be driven in-store by exclusive discounts or samples like everyone 
else. But they also over-index on factors that increase ease, such 
as being able to easily locate items, contactless and self-checkout, 
and curbside pick-up. They are less enthused by fun browsing 
experiences, helpful sales staff (in-person interactions) and pop-
ups and events than other consumers.

When asked what would cause them to shop more frequently 
in-store, consumers’ top choice was exclusive discounts or 
samples. A fun browsing experience was also among the top three, 
indicating that consumers desire enjoyable trips. However, easily 
locating items, helpful staff and contactless check-out were also 
influential, suggesting consumers want ease as well.

Enjoyment can drive in-store shopping; however, 
consumers also want ease.
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The Perks of Being an 
Online Shopper
The global ecommerce market reached $13 trillion in 2021 and 
is expected to reach $55 trillion by 2027 exhibiting a Compound 
Annual Growth Rate (CAGR) of 27.4%.10 Online marketplaces 
continue to play a pivotal role in this growth: in 2021, sales 
operated through the top global players such as Amazon, 
Alibaba and eBay reportedly accounted for  two-thirds of global 
ecommerce sales.11 

Retailers like Best Buy and Albertsons have launched their own online marketplaces 
where they surface the inventory of third parties as well as their own, so their 
customers don’t abandon the customer experience they’re engaged with on their 
owned digital properties.12 This trend not only involves B2C, but also B2B sectors where 
brands’ core products are intrinsically dependent on adjacent suppliers (for instance, 
spare parts for automotive).13

Online marketplaces are also creating an environment where traditional distinctions 
between retailer, brand and consumer are collapsing. For instance, by the end of June 
2021 Etsy had over 5 million active sellers, 83% being one-person businesses and 97% 
of them being stores run from consumers’ homes.14 In this environment we ask what 
type of experiences consumers value the most when shopping online.
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Boomers may be the last computer-first generation.

Mobile phones were chosen as the primary device for online shopping by

• 55% of Gen Z,

• 58% of Millennials,

• 54% of Gen X

• And only 26% of Boomers, who instead favor PC or laptop computers 
(52%).

Among new shopping technologies, visual search is currently the most 
commonly used, indicating there is an appetite to further close the gap 
between discovery and purchase.

• 27% of consumers have used visual search while shopping.

• 24% have used a voice assistant.

• 22% have used a chatbot.

• 15% have used AR/VR try-on visualization tools.

Millennials are the generation most familiar with new 
shopping technologies.

Apart from visual search, which is slightly more popular among Gen Z, 
Millennials are the cohort that uses new shopping technologies the most:

• 33% of them have used voice assistants when shopping.

• 29% have used chatbots.

• 23% have used AR/VR tools to ‘try’ items before purchase.

Brands should consider developing DTC mobile apps to offer a better 
online shopping customer experience to younger consumers, especially 
adding features that enhance the level of customer service and 
interaction with products to mimic an in-store shopping experience.

More consumers regularly use 
mobile phones than computers to 
shop online, and half of Americans 
choose it as their primary device.
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Older generations tend to be more influenced by 
factors that make online shopping convenient, 
while younger generations tend to want a more 
rewarding experience.

Loyalty programs are cited as a factor that greatly impacts 
decisions when choosing online retailers by

• 49% of Gen Z 

• 43% Millennials,

• 41% Gen X

• And only 34% Boomers.

Free returns were cited by:

• 64% of Boomers 

• 57% of Gen X,

• 53% Millennials

• And only 43% of Gen Z.

Hardcore in-store shoppers say they will shop more 
frequently online if given loyalty perks and with 
enhanced delivery options.

Consumers who stated they significantly prefer in-store shopping 
over-index on choosing online retailers based on

• Rewards (49% compared to 40% among national average),

• Sustainable shipping (42% vs. 35%) and

• BOPIS (38% vs. 29%).

Hardcore online shoppers are even more adamant on retailers 
offering these solutions.

Online shopping lends itself to expediency. 
Shoppers tend to choose online retailers based on 
modern staples like free shipping & returns.
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The State of Social Commerce
Today, more than 4.6 billion people (over 58% of the 
global population) use social media, spending an average 
of almost two and a half hours daily on platforms.15 In 
the world of commerce, social media is proving to be an 
excellent backdrop for brands looking to recreate the 
enthusiasm and fun of in-store group shopping online.16

Companies like Pinterest maintain that their social commerce is blending 
the type of product discovery typical of the in-store experience with the 
personalization capabilities of online commerce, driving 85% bigger 
basket sizes than any other platform. Social commerce is a major 
manifestation of the so-called ‘creator economy’, with brands forging 
partnerships with influencers at both a global and local level to boost 
sales by earning consumer attention through trusted sources.17 

Following massive growth in China, livestream shopping is also starting 
to gain momentum in North America, with major platforms like Facebook, 
Amazon and TikTok investing heavily in it.18 Therefore, we asked U.S. 
consumers how familiar they are with these shopping experiences and 
what aspects of social commerce drive them to purchases.
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Almost two-thirds (63%) of Americans trust 
influencers to recommend good products.

• 23% ‘completely trust’ 
products recommended by 
influencers to be good.

• 40% ‘somewhat trust’ them.

• 20% ‘somewhat distrust’ 
them.

• 17% ’completely distrust’ 
them.

Millennials are more likely to have the 
highest degree of confidence in influencers’ 
recommendations.

• 36% Millennials ‘completely 
trust’ that the products 
influencers recommend are 
good products.

• 21% of Gen Z say the same.

• Gen X are close third at 
20%.

• Only 8% Boomers 
‘completely 
trust’ influencers’ 
recommendations.

Given how relevant WOM still is, it’s recommended that brands 
investing in social commerce develop content that lends itself to 
community engagement – for instance using humor or riffing on 
cultural moments created by popular entertainment or top viral 
news stories – rather than simply enabling one-off purchases. 

Influencer marketing is a very powerful strategy to boost visibility 
for product launches or campaigns featuring limited availability 
promotions. However, brands should be wary not to over-direct 
creators and to let them authentically react to products or 
services, given most consumers are on the fence when it comes to 
trusting sponsored content.

In social commerce, branded content drives 
purchases.

Almost a third of Americans say they purchase 
items based on influencer recommendations, at 
least once a week.

Yet, word of mouth (WOM) is still influential.

social commerce shoppers were led to 
purchasing a product after seeing social 
media content from a brand.

social commerce shoppers were led to 
purchasing a product after seeing social 
media content from a friend.

Q. How often 
would you say 
you purchase 
items based on 
content you see 
from social media 
personalities or 
influencers?
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Among Gen Z social shoppers, YouTube and Instagram 
are the platforms that garner most favor.

• 51% used Instagram and YouTube, respectively, to purchase products.

• Only 43% used Facebook – making Gen Z the only cohort that is 
significantly less likely to use the platform than average.

• 40% used Snapchat.

• 35% used TikTok.

• And 23% used Pinterest. This makes Gen Z the most likely generation 
to use the latter three platforms to shop the most.

When it comes to livestream shopping, Facebook 
garnered even less favor with Gen Z.

YouTube was the #1 ranked platform by Gen Z, followed by Instagram and 
Snapchat. Though TikTok was ranked fourth, it garnered more preferences 
than Facebook and Pinterest.

Keeping in mind that livestream shopping is still a significantly less used 
channel than physical stores or online marketplaces, it’s critical for brands 
investing in this type of solution to leverage a platform that is popular 
with their target audience. 

Naturally, another major consideration is the varying levels of commerce 
maturity across social media platforms and whether the features 
contemplated in the customer experience design are readily available 
(and scalable, depending on the intended reach of the campaign).

Among social commerce shoppers, 
Facebook is the most widely 
frequented platform. This is also 
the case among those who said 
they have tried livestream shopping.
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Key Implications for Marketers
In a dynamic shopping environment, establishing DTC 
relationships is key.

In an environment where channel preferences coexist as they fulfill different 

aspects of the shopping experience customers place value upon, developing some 

direct-to-consumer capabilities will help brands get first-hand insights on how 

their target audience expects them to navigate an ever evolving environment 

where emerging platforms often redefine the definition of table stakes 

capabilities.

Refresh the in-store experience for fun seekers as well as 
‘efficient’ shoppers. 

Customers have been missing out on the serendipitous aspects of shopping in the 

moment: discovery, fun and human interaction. Think about the retail space as an 

opportunity to offer experiences that go beyond the product and the purchase: 

what type of partnered activations would attract consumers on site? And beyond 

attraction, what experience can you offer that makes those visits remarkable and 

couldn’t be replicated online? At the same time, the expectation of capabilities 

that enable shoppers who are looking for expedience, such as curbside pick-ups, 

BOPIS and contactless or self-checkout is not fading.

Optimize marketplace relationships for market 
penetration, enrich mobile experiences to reach  
younger consumers.

For a premium, platforms like Amazon and Walmart allow brands to customize their listing, 

create branded experiences and take advantage of a vast range of advertising opportunities 

within their ecosystem. This ensures your products are well showcased when consumers 

engage in a ‘functional’ purchasing interaction. Younger consumers are discerning online 

shoppers – favoring e-tailers that deliver on customer experience. Look beyond table stakes 

to engage these savvy shoppers, considering new technologies like AR/VR ‘try on’ tools 

and chatbots that deliver helpful customer assistance, implementing a loyalty program or 

investing in sustainable shipping options. Key to gaining younger shoppers is also delivering a 

seamless shopping experience on mobile – their primary device.

Social commerce is impactful when content is 
conversational and influencer recommendations  
are authentic.

Social media and livestream shopping are becoming increasingly popular with 

younger consumers. While most purchases are inspired by content shared by 

brands, these type of activations are most successful when they get buzz behind 

them, by engaging with culture and popular entertainment and personalities. In 

this respect, influencer recommendations can be powerful if they are somewhat 

unscripted, so interactions with products are perceived to be genuine.Shopping Habits Through Exclusivity & Convenience: 
Consumer Sentiment Study
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The survey is administered each month through Toluna, an online research panel. Conducted by dentsu, 
this survey is distributed among a random sample of 1,000 respondents, 18-years-of age or older and 
residing in the United States. The survey garners an equal number of male and female respondents and 
controls for nationally representative weighting across race and ethnicity (using the latest publicly 
available U.S. Census numbers).

Part of the dentsu group, dentsu international is made up of six leadership brands - Carat, dentsuX, 
iProspect, Isobar, dentsu mcgarrybowen, Merkle and supported by its specialist brands. Dentsu 
international helps clients to win, keep and grow their best customers and achieve meaningful progress 
for their businesses. With best in-class services and solutions in media, CXM, and creative, dentsu 
international operates in over 145 markets worldwide with more than 45,000 dedicated specialists.

We no longer go shopping, we’re always shopping. Our integrated capabilities help brands meet 
customers with seamless, shoppable experiences. We bring the right balance of data, technology, 
creativity, design, and strategy to create meaningful, valuable commerce moments powered by the full 
breadth and depth of the dentsu global network: dentsu.com/us/en/solutions/commerce
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