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03Executive Summary 

As the world cautiously puts the COVID-19 
pandemic in the rearview mirror, with mask 
mandates and travel restrictions being 
lifted internationally, in many ways, we are 
just now beginning to feel the full impact of 
the last two years.  

The fallout of the global pandemic, coupled 
with the Russia-Ukraine war, has left the 
world in a state of economic uncertainty, 
affecting everything from the global supply 
chain to consumer sentiment and spending 
levels. With inflation on the rise, some 90% 
of consumers have noticed prices going up 
across the board, according to a  
McKinsey survey from earlier this year. 
This change is prompting them to leave 
tried and tested brands in favor of better 
value-for-money options.   

For brands and retailers, this continues 
to be a period of rapid and unpredictable 
change: With stores shuttering in 2020, 
eCommerce became a “do-or-die” channel 
and the adoption of online shopping grew 
in kind. 

The State of eCommerce Discovery in 2022: 
Data & Benchmarks in a Changing Reality 
is designed to dive deep into these
questions, revealing key consumer behavior 
and spending tendencies. 

As we move into the last half of the year, the 
report forecasts trends that shoppers are 
gravitating towards to provide brands and 
retailers with the information and analysis 
needed to plan wisely and lead in their 
domain.

Now that in-person shopping has returned, 
omnichannel is of critical importance – and 
after nearly two years of shopping online, 
consumers have higher expectations when 
it comes to every touchpoint of digital retail 
experiences. With loyalty at stake and price 
sensitivity at an all-time high, brands and 
retailers need to reexamine how they are able 
to differentiate from the competition, cater 
to customers, and accelerate growth despite 
economic restrictions. 
 
More than ever before, the priority for retail 
businesses must be a laser focus on the 
channels and experiences that high-value 
shoppers are actively seeking out to discover 
and purchase products. Which devices are 
they shopping on? Which traffic channels 
bring in the most engaged shoppers and the 
biggest spenders? Which tools are shoppers 
using to find products  on your site? What 
types of products are they looking for and 
how can you plan your inventory accordingly? 
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Vered Levy-Ron   |   CEO
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https://www.mckinsey.com/business-functions/growth-marketing-and-sales/our-insights/how-us-consumers-are-feeling-shopping-and-spending-and-what-it-means-for-companies


04Methodology & Key Findings

Key Findings 

The data in this report is based on the analysis of more than 1.2 billion eCommerce 
sessions in the fashion, jewelry, and home decor verticals, as recorded in Syte’s database 
from January to June 2022. 

In Fashion, Brand is Everything

Nearly half (49%) of all sessions on 
fashion eCommerce sites in the first 
half of 2022 came from direct traffic 
sources. These shoppers also spend 
the most time shopping per session 
and convert at the highest rate of any 
other traffic source (3%), more than 
doubling the conversion rate of traffic 
from Google Ads. This reinforces 
the importance of shoppers who are 
familiar with your brand and directly 
seek out your site, even without a 
particular product search in mind. 
Shoppers arriving as direct traffic 
are also the primary users of visual 
search and personalization tools on-
site as a means for product discovery. 

Home Decor Passes the Mobile 
Purchase Threshold 

For the first time ever, mobile 
purchasing overtook desktop in the 
home decor vertical, with 52.9% 
of transactions taking place on 
mobile. This represents a shift in 
consumer behavior that will need 
to be mirrored in the industry’s 
overall approach to customer 
experience. Now is the time to 
consider how immersive AR tools 
once dedicated to desktop will 
translate the customer experience 
to mobile screens.

The Way Forward is Bright  
(and Comfortable) 
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Consumers are heavily favoring 
lighter and brighter colors as we 
head into the second half of the year, 
with the share of orders for light 
yellow, light purple, and light green 
items growing significantly. When 
it comes to footwear, comfortable 
styles and brands including Crocs 
and Birkenstock are growing 
in popularity, and shoppers are 
eschewing pointy heels in favor of 
easy-to-wear wedges. Brands and 
retailers that adapt these trends early 
on will be primed to stock inventory 
that aligns with what shoppers are 
looking for.



Fashion by 
the Numbers
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For fashion shoppers, mobile is the preferred device for 
both browsing and making purchases, with more than 80% 
of sessions and transactions taking place on phones. This 
trend has remained consistent over the last year, indicating 
an enduring preference for mobile shopping among fashion 
consumers and pointing to a critical need for brands and 
retailers to provide easy-to-use, smaller-screen-friendly online 
shopping experiences.

However, despite shoppers’ clear preference for browsing 
and buying via mobile, they are not as engaged and open to 
spending as shoppers using desktop computers. Fashion 
shoppers spend 30.5% more time on-site during desktop 
shopping sessions as compared to mobile ones. They also 
view more pages per session and spend 44.4% more per 
order on average. 

This dramatic disparity puts the onus on brands and retailers 
to improve the mobile experience. Deep investment is needed 
to ensure that mobile shoppers can easily navigate from page 
to page, find all the items they’re interested in, and check 
out in a trusted environment. The placement, configuration, 
and user interface of site menus, search, and product 
recommendations on mobile screens – or mobile-enabled 
product discovery – will become the critical battleground for 
closing the engagement and spend gap between mobile and 
desktop fashion shoppers in 2022. 

Fashion & Apparel: 
Browsing & Buying Benchmarks 

The State of eCommerce Discovery in 2022

Sessions 
by Device

Mobile 
86.1%

Desktop 
13.9%

Transactions 
by Device

Desktop 
18.6%

Mobile 
81.4%

Time On-Site 
by Device 

7:34 5:48

Desktop Mobile

Pages/Session 
by Device 

4.3 3.3

Desktop Mobile

M I N U T E S
MINUTES

M I N U T E S
MINUTES

Engagement on  
Desktop vs Mobile 
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Fashion & Apparel: 
Browsing & Buying Benchmarks 
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ARPU by 
Device 

$3.90 $1.90

Desktop Mobile

Items/Order 
by Device 

3.3 3

Desktop Mobile

CVR by Device 

2.8% 2%

Desktop Mobile

AOV by Device 

$133.40 $92.40

Desktop Mobile

Spend on  
Desktop vs Mobile

CVR: Conversion Rate  AOV: Average Order Value  ARPU: Average Revenue Per User



Fashion & Apparel: Tailoring Product 
Discovery to Traffic Sources
An analysis of traffic to fashion eCommerce sites by 
source found that nearly half (49%) of all sessions 
between January and June of 2022 originated from direct 
visits (those inputting the URL into the browser or clicking 
on bookmarked links). This indicates that fashion brands 
and retailers see most of their traffic from people already 
familiar with them. Paid Google Ads trailed far behind in 
second place with 12.6% of the traffic. 

What’s more, shoppers landing on-site as direct traffic 
also spend the most time shopping per session  
(7:57 on average) and convert at the highest rate of any 
other traffic source (3%). By comparison, paid traffic 
from Google converts at a rate of just 1.2%. In short, 
these brand fans are the most valuable shoppers, and 
it’s up to brands and retailers to capture that enthusiasm 
and help direct traffic shoppers easily find the most 
relevant items on-site. Without the context of a Google 
search query, personalization tools and on-site search 
have become paramount for these shoppers. In fact, 
direct traffic comprises 49.5% of visual search users on 
fashion sites and 28.5% of personalization tool users. By 
understanding these preferences, brands and retailers are 
in a position to increase sales from direct visitors through 
improved website search and discovery experiences, 
rather than pouring resources into less impactful paid 
traffic channels.

Traffic to Fashion  
eCommerce Sites by Source

Direct 
49%

Email
5.1%

Facebook 
Paid 
8%

Google Paid
12.6%

Instagram 
Paid 

2.4%
Other

10.7%

The State of eCommerce Discovery in 2022
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Google 
Organic
9.2%

Affiliate
1.6% YouTube 

Paid
0.5%

SMS 
0.5%Instagram 

Shopping 
0.4%



Fashion & Apparel: Tailoring Product 
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Direct 

Time Spent on Fashion 
eCommerce Sites by  
Traffic Source 

Google Organic 

Email 

Google Paid

Instagram Shopping 

SMS 

Instagram Paid 

Affiliate 

Facebook Paid 

YouTube Paid 

7:57

6:10

4:56

4:32

3:26

3:24

3:22

2:56

2:30

2:26

Other3:30

Direct 

CVR on Fashion 
eCommerce Sites by  
Traffic Source 

SMS

Other

Google Organic

Affiliate

Google Paid

Facebook Paid 

Instagram Shopping 

Instagram Paid 

YouTube Paid

3%

2.4%

2.1%

1.7%

1.4%

1.2%

0.9%

0.9%

0.9%

0.1%

Email 1.7%

Direct 

AOV on Fashion 
eCommerce Sites  
by Traffic Source 

Google Paid

Email 

Google Organic 

Instagram Shopping 

Affiliate

Other

Instagram Paid 

Facebook Paid 

YouTube Paid 

$107.5

$99.30

$98.70

$94.20

$90.60

$85.70

$83.10

$73.20

$55.50

$44.80

SMS$90.80



Jewelry by
the Numbers 
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Like fashion shoppers, jewelry shoppers also overwhelmingly 
favor mobile browsing and purchasing. Despite the consideration 
that goes into purchasing a high-ticket item like a piece of fine 
jewelry, buyers are clearly comfortable checking out on their
phones. At the beginning of this year, we saw that although 
mobile conversion rates in the jewelry industry lag
behind those on desktop, the gap was beginning to close. There 
are now additional indicators of mobile’s potential for the online 
jewelry market. For example, while engagement, as measured by 
time on-site, is still significantly higher (31.5%) on desktop, this 
has minimal impact on the number of items purchased per order. 
That is to say, prolonged desktop browsing does not appear to 
lead to additional purchases. However, average order value on 
desktop remains significantly higher (59.6%) than it is on mobile, 
indicating that jewelry shoppers still feel more comfortable 
making meaningful purchases on larger screens. 

In the interest of optimizing every channel as efficiently as possible, 
jewelry brands and retailers would be wise to focus on encouraging 
the discovery of items at a higher price point on mobile. By using 
smart merchandising strategies to recommend similar products to 
those a shopper is eyeing, but with a slightly higher price tag, they 
will be able to drive up average order value on mobile, making the 
most of this favored channel. 

Jewelry: 
Browsing & Buying Benchmarks

The State of eCommerce Discovery in 2022
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Sessions 
by Device

Mobile 
78.7%

Desktop 
21.3%

Transactions 
by Device

Desktop 
32.4%

Mobile 
67.6%

Engagement on  
Desktop vs Mobile 

Time On-Site  
by Device 

3:58 3:01

Desktop Mobile

M I N U T E S
MINUTES

Pages/Session 
by Device 

2.7 2.3

Desktop Mobile
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Browsing & Buying Benchmarks
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AOV by Device 

$420.90 $263.70

Desktop Mobile

CVR by Device 

1.6% 1%

Desktop Mobile

Items/Order 
by Device 

1.4 1.3

Desktop Mobile

ARPU by Device 

$7.3 $2.7

Desktop Mobile

Spend on Desktop vs Mobile 

CVR: Conversion Rate  AOV: Average Order Value  ARPU: Average Revenue Per User



Jewelry: Tailoring Product  
Discovery to Traffic Sources
Traffic to jewelry eCommerce websites in the first half of 2022 
primarily came from direct (30.7%), paid Google Ads (21.8%), 
and organic Google searches (15%). All three of these 
channels indicate high purchase intent, whether due to brand 
recognition in the case of direct traffic, or specific product 
searches in the case of both paid and organic traffic from 
Google. Of the three sources, jewelry shoppers arriving from 
organic Google searches spend the most time on-site (4:01), 
and direct traffic has the highest conversion rate (2%) as well 
as average order value ($379.80). 

Shoppers from all of the three top channels are among 
the most frequent users of visual search and similar item 
product recommendations on jewelry eCommerce sites, 
with traffic from paid Google Ads comprising nearly a third 
(30.3%) of shoppers using the latter tool. Keeping in mind 
that over 65% of traffic to jewelry sites comes from shoppers 
seeking a particular brand or item, providing them with more 
intuitive search and discovery paths is critical. On mobile, 
in particular, where screen real estate is tight and typing is 
less comfortable, visual discovery tools like image search 
and dynamic product recommendations enable ease of 
navigation, leading these high-value shoppers to find and 
purchase what they’re looking for. Providing visually-oriented 
tools like these is particularly impactful in the jewelry vertical, 
where terminology can be too complex and detailed for 
shoppers to effectively search using keywords. 

Traffic to Jewelry  
eCommerce Sites by Source 

The State of eCommerce Discovery in 2022
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Direct 

Google Paid

Other

Instagram Paid 

Email 

Affiliate

SMS

Pinterest

YouTube Paid

30.7%

21.8%

12.4%

11.2%

4.2%

3.7%

0.5%

0.3%

0.1%

0.1%

Google Organic 15%

Facebook Paid 
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Google Organic 

Time Spent on Jewelry 
eCommerce Sites by  
Traffic Source 

Affiliate

Google Paid

Direct 

Other

SMS 

Instagram Paid 

Pinterest

Facebook Paid 

YouTube Paid 

4:01

3:58

3:41

3:31

2:56

2:53

2:38

1:12

1:08

0:55

Email 3:11

Affiliate

CVR on Jewelry eCommerce 
Sites by Traffic Source

Direct 

Google Paid

Google Organic

Other

Email 

Instagram Paid 

Facebook Paid 

YouTube Paid

Pinterest

2.5%

2%

1%

0.9%

0.9%

0.8%

0.6%

0.2%

0.1%

0%

SMS 0.9%

Direct 

AOV on Jewelry 
eCommerce Sites by  
Traffic Source

Instagram Paid

YouTube Paid 

Affiliate

SMS

Google Paid

Pinterest

Google Organic 

Email

Facebook Paid 

$379.80

$374.20

$295.30

$294.90

$272.40

$247.30

$230.40

$221.00

$203.40

$173.20

Other$286.40

14PAGEJewelry: Tailoring Product  
Discovery to Traffic Sources
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the Numbers 

The State of eCommerce Discovery in 2022



For the first time, in H1 of 2022, mobile purchasing overtook 
desktop in the home decor vertical, with 52.9% of transactions 
taking place on mobile. This is a critical tipping point for home 
decor brands and retailers, as it represents a shift in consumer 
behavior that will need to be mirrored in the overall approach 
to customer experience. Now is the time to consider how 
immersive AR tools once dedicated to desktop will translate 
the customer experience to mobile screens.

Because desktop spending remains 32.6% higher than 
on mobile, and conversion nearly double, boosting mobile 
performance is essential to an effective cross-platform 
strategy. Providing smooth omnichannel experiences that 
allow home decor shoppers to research on desktop, where they 
prefer to engage, and check out easily on mobile can
help transfer some of the higher ticket spending to mobile 
devices. The remainder of 2022 will challenge home decor 
brands to invest in their mobile experience as much as desktop 
and improve the flow of traffic between the two
channels.

Home Decor: 
Browsing & Buying Benchmarks

The State of eCommerce Discovery in 2022
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Sessions 
by Device

Mobile 
67.9%

Desktop 
32.1%

Transactions 
by Device

Desktop 
47.1%

Mobile 
52.9%

Engagement on  
Desktop vs Mobile 

Time On-Site 
by Device 

7:22 5:35

Desktop Mobile

M I N U T E S
MINUTES

Pages/Session 
by Device 

2.6 2.1

Desktop Mobile
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AOV by Device 

$220.20
$166.10

Desktop Mobile

CVR by Device 

2% 1.1%

Desktop Mobile

Items/Order 
by Device 

1.6 1.4

Desktop Mobile

ARPU by Device 

$4.50 $1.90

Desktop Mobile

Spend on Desktop vs Mobile 

Home Decor: 
Browsing & Buying Benchmarks

CVR: Conversion Rate  AOV: Average Order Value  ARPU: Average Revenue Per User
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More than 40% of the traffic to home decor eCommerce 
sites in the first half of 2022 came from organic Google 
searches. Shoppers looking for wooden coffee tables, 
minimalist couches, or art deco nightstands found 
themselves on a variety of home decor sites where the 
hunt began for “the one.” However, despite their efforts, 
many of these shoppers walked away empty-handed. 
With a conversion rate of just 1.2% and an average order 
value less than half that of shoppers coming through 
email ($151.50), it’s clear that home decor brands have a 
lot of opportunities to improve the search and discovery 
experience once shoppers land on-site from Google. 

To begin with, it’s important that all product tags and 
metadata are as detailed and accurate as possible to 
increase the chances of these shoppers landing on a 
relevant product detail page directly from their search. 
Within the website, it’s then up to brands and retailers 
to provide alternate navigation methods that don’t rely 
solely on descriptive keywords, such as visual menus 
and product collections, product recommendations, and 
image-based search. This will allow shoppers to easily 
continue their search until they find the product they 
want to buy. The brands that launch these experiences 
on mobile — and fit them seamlessly into a more
restrictive screen size from the get-go — will be a step
ahead of the competition.

The State of eCommerce Discovery in 2022

Traffic to Home Decor  
eCommerce Sites by Source

Google Organic 

Direct 

Facebook Paid 

Email

Affiliate

Instagram Paid 

Instagram Shopping 

Pinterest

YouTube Paid

40.4%

27.6%

6.9%

2.6%

1.6%

0.7%

0.5%

0.1%

0.1%

0.1%

Google Paid19.4%

Other
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Email 

Time Spent on Home Decor 
eCommerce Sites by  
Traffic Source 

Other

Direct 

Google Paid

YouTube Paid 

Instagram Shopping 

Affiliate

Instagram Paid 

Facebook Paid 

Pinterest

21:05

7:26

6:29

6:12

4:46

3:48

3:11

2:22

2:22

1:42

Google Organic 5:27

Other

CVR on Home Decor 
eCommerce Sites by  
Traffic Source

Direct

Affiliate

Google Organic 

Email

Facebook Paid 

Instagram Paid 

Instagram Shopping 

YouTube Paid

Pinterest

2.2%

2%

1.8%

1.2%

0.5%

0.3%

0.3%

0.2%

0.1%

0.1%

Google Paid1%

Email 

AOV on Home Decor 
eCommerce Sites by  
Traffic Source

Direct

Pinterest

Affiliate

YouTube Paid

Google Paid

Facebook Paid 

Instagram Shopping 

Google Organic 

Instagram Paid 

$334.50

$233.30

$211.20

$192.40

$173.60

$172.70

$169.40

$155.30

$151.50

$101.70

Other$192.10

Home Decor: Tailoring Product 
Discovery to Traffic Sources 19PAGE
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Trends Taking Over in H2: What Shoppers Are  
Seeking Ahead of Black Friday Cyber Monday (BFCM)
As we head into the last half of 2022, consumers are already making their preferences 
clear for summer and beyond, with dramatic changes in purchase habits over the last 
three months. This analysis goes beyond the SKU level to provide insights into
the details that shoppers prefer across the board — from colors and fabrics to 
embellishments and brands.

KEY TREND #1
LIGHT AND BRIGHT COLORS ARE LEADING THE WAY 

Over the course of Q2, shoppers have shown a distinct preference for light yellows, 
purples, and greens, with these shades increasing their share of overall orders by 
56%, 30.7%, and 33.5%, respectively. As cheerful pastels grow in popularity and order 
volume, neutrals are notably declining in popularity, with chocolate brown dropping by 
26% in its share of orders and camel down by 31.8%. This could signify the beginning 
of the end of the “clean” aesthetic that favors neutral shades and simple designs.

Colors
P O P U L A R D E C L I N I N G 

Camel Chocolate-31.8 -26Light Yellow Light Purple Light Green

+56% +30.7% +33.5%
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Trends Taking Over in H2:  
What Shoppers Are Seeking Ahead of BFCM 

KEY TREND #2
SUPPORT RISING FOR COMFORTABLE FOOTWEAR 

Consumers may be excited to be out and about again, favoring pretty pastels as we 
head into summer, but they are not eager to upgrade to festive footwear. Throughout 
Q2, the two footwear brands that saw the most growth in their share of online orders 
were Crocs (a 397.8% uptick) and Birkenstock (a 130.5% jump), two notoriously 
comfort-over-style brands. Alongside this shift, wedges are rapidly increasing in 
popularity for shoppers who want some height without the strain of a stiletto. Wedges 
have grown by 46.2% in their share of online orders during Q2. 

Shoes
P O P U L A R 

Crocs Birkenstock Wedges

+397.8% +130.5% +46.2%
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Trends Taking Over in H2:  
What Shoppers Are Seeking Ahead of BFCM 

KEY TREND #3
SHOPPERS VEER AWAY FROM FUR & FEATHERS

As sustainability and social responsibility continue to take center stage, particularly 
among younger shoppers, orders for infamously non-eco-friendly materials are 
decreasing. The share of orders for products made with fur dropped 75.2% over the 
last quarter and those with feather embellishments dipped 8.8%. Materials growing in 
popularity as we head into H2 include eyelet (up by 168.4%) and straw 
(up by 90.4%).

P O P U L A R D E C L I N I N G 

Eyelet FurStraw Feathers

+168.4% +90.4%

-75.2%  -8.8%
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About Syte
Syte empowers shoppers to instantly find items 
they’ll love with inspiring, visual product discovery 
journeys that drive conversion. 

As the world’s first Product Discovery Platform, 
we use visual AI to create intuitive search and 
discovery experiences for all types of shoppers. 
Our solutions include visual search, automated 
product tagging, personalized recommendations, 
shoppable social curation, and more.

Brands and retailers like Farfetch, Prada, SHEIN,  
H. Samuel, Coleman Furniture, and Baycrew’s, 
partner with Syte to boost revenue and drive 
business growth. 

To learn more about Syte's 
solutions, products, technology, 
patents, and trademarks, visit 
www.syte.ai

The State of eCommerce Discovery in 2022
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https://www.syte.ai/
https://www.facebook.com/SyteVisualAI
https://www.linkedin.com/company/syte-ai/
https://twitter.com/syteai?lang=en
https://www.instagram.com/syte_ai/
https://www.tiktok.com/@syte.ai

