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Another year, another surreal outlook for the peak season—
that’s what the trendline predicts as we look to the second half 
of 2022. The lingering COVID-19 pandemic, significant supply 
chain disruptions leading to critical inventory shortages, political 
turmoil, a heartbreaking surge in gun violence, the increasingly 
adverse effects of climate change. . . . The list goes on and on, 
and it includes a once-in-a-generation war, as the world bears 
witness to the humanitarian crisis born of Russia’s unprovoked 
invasion of Ukraine, and a global economic downturn that 
portends a recession. 

These trends and events are taking a mental toll on 
consumers—who are, in a word, tired. That leaves brands 
with the delicate task of winning and retaining shoppers in 
this current retail landscape. So what do consumers want 
from brands this upcoming peak season and beyond?

INTRODUCTION
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To answer that question, we deployed a survey of 1,000 global 
shoppers from the Americas (Canada, Mexico, and the United 
States), Europe (Germany, Italy, the Netherlands, Switzerland, 
and the United Kingdom), and the Middle East (the Kingdom 
of Saudi Arabia and the United Arab Emirates) to obtain an 
understanding of how consumer shopping behaviors have 
evolved and where they are headed. Our survey questions 
also gauged consumer sentiment on the economy, loyalty, the 
metaverse, and more. Segmented data by region, age*, and 
gender** is provided to give additional insight into the ever-
evolving consumer landscape.

*Generation Z (Gen Z) is defined as consumers born between 
1997 and 2004; Millennial consumers are those born between 
1981 and 1996.

**Non-binary/gender non-conforming and transgender (male 
and female) data is excluded from our segmented analysis due 
to low sample size (2 percent and 1 percent, respectively).

SURVEY 
METHODOLOGY
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KEY TAKEAWAYS

 • Nearly 3 in 4 global consumers feel the economy is 
headed in the wrong direction. Most are no longer 
confident they can afford their monthly expenses. To 
combat rising prices, consumers have altered their 
spending habits, namely shopping less frequently than 
in previous years—55 percent shop online at least 
weekly, down from 61 percent in 2021.

 • Similarly, about 2 in 5 consumers will spend about the 
same in 2022 for holiday gifts as they did in 2021 while 
one-third will spend less. Consumers plan to do a mix 
of online and in-store shopping for holiday gifts. As for 
shopping in physical stores, very few consumers have 
safety concerns, contrary to the last two years.

 • Consumers will be price conscious and buy items on 
sale, use coupons or discounts, comparison shop, and 
will start their holiday gift shopping between two and 
six months ahead of the holiday gifting season, likely 
due to ongoing supply chain issues and small stock 
positions by retailers.

 • COVID-19’s lasting impact on consumer behavior 
is clear: consumers prefer omnichannel shopping. 
Approximately one-third of global shoppers adopted 
BOPIS (buy online, pick up in-store) and curbside 
pickup during the height of the pandemic and continue 
to use these shopping methods today.

 • 62 percent of consumers feel online brands are 
transparent about how they use their personally identifiable 
information (PII). However, a similar percentage of 
consumers also feel online brands can do more to protect 
their PII. More than half are willing to share their data if it 
provides a more-personalized shopping experience but 
will abandon a site if they feel their PII isn’t secure.

 • Consumers express growing interest in purchasing 
sustainable products, particularly in the Apparel and 
Furniture & Housewares categories. 68 percent 
of global consumers are willing to pay more for a 
sustainable product, with 65 percent even willing to pay 
up to 20 percent more.

 • Fit and size issues continue to be two out of the three top 
contributing factors for online returns. Consumers indicate 
that by providing more-detailed product information and/
or images, along with product reviews on the product 
page, could mitigate their need to make a return. Middle 
Eastern and digital-native Gen Z respondents indicate 
virtual try-on/augmented reality (AR) and product 
visualizers would also be helpful in this regard.

 • The majority of consumers have a basic understanding 
of the metaverse, while 45 percent don’t take the idea 
of the metaverse seriously. Regardless of when the 
metaverse comes to fruition, 51 percent of consumers 
are excited to explore, engage, and shop with brands in 
the metaverse.
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The initial outlook for growth in 2022 looked positive. 
The International Monetary Fund (IMF) projected a 2022 global 
economic growth rate of 4.4 percent at the start of the year. 
After the global economy shut down in March of 2020, resulting 
in a pandemic-driven recession, the economy began to 
rebound in late 2021, as COVID-19 cases were on the decline. 
Consumer sentiment also bounced back—our 2021 consumer 
research found that 67 percent of consumers felt at least 
somewhat optimistic about the future, and only 43 percent 
said that recovery efforts were headed in the wrong direction. 
Consumers were going back to work, gathering again in 
person, and a general sense of getting back to “normal” began 
to take hold. Then, in late February of 2022, Russian troops 
invaded Ukraine, setting off a large-scale humanitarian crisis 
and tragic loss of life, causing the IMF to revise its growth 
projection from 4.4 percent down to 3.6 percent in April.

Consumers across the globe are feeling the impact from the 
Russia-Ukraine war, in the form of rising food and gas prices, 
extended supply chain disruption, and inventory shortages.

CURRENT   
   CONSUMER  
SENTIMENT

Inflation is undoubtedly top of mind; a CNBC report 
from May 2022 found that inflation now costs average 
Americans an extra US$341 per month, while prices 
in the UK are rising at 9.1 percent a year, according 
to the BBC. Consequently, consumer sentiment is 
largely negative—72 percent of global consumers say 
the economy is going in the wrong direction, a clear 
departure from our consumer sentiment data from 
2021. Less than half of global consumers say they are 
at least somewhat confident in their ability to afford their 
monthly expenses, with nearly three in four indicating 
at least a minimal change in their spending habits as a 
consequence of rising prices.

A change in consumer spending habits is expected, and 
brands must consider this change in behavior. However, 
it’s important to keep in mind that consumers want more 
from brands than just a low price. Later in the report, 
we will examine the factors consumers rate as most 
important when making their purchasing decisions.
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CURRENT   
   CONSUMER  
SENTIMENT

Generationally, Millennials feel most strongly that the economy is headed in the wrong 
direction (75 percent). Millennials, who entered the labor market during tough economic 
conditions in the early 2000s, are potentially facing another global recession and a 
sharply rising global cost of living. As such, 75 percent of these cohorts also indicate 
they have adjusted their spending habits.

Table 1: Consumer sentiment regarding the current 
economic landscape (Strongly–Somewhat Agree)

INSIGHT

Average Americas Europe Middle East

The economy is headed in 
the wrong direction

Don’t feel impacted by the 
current economic situation

Have changed my 
spending habits due 
to rising prices

Feel confident in my 
ability to afford my 
monthly expenses

Feel unsure/have not 
thought about the current 
economic situation
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As the world began to reopen in 2021, “revenge shopping” 
was a major motivator for consumers as they splurged 
to make up for missed holidays, get-togethers, and other 
social events that weren’t possible during 2020 and early 
2021 lockdowns. According to data from Statista, global 
retail ecommerce sales reached US$4.94 trillion in 2021 
compared to US$4.29 trillion in 2020. Brick and mortar 
sales saw an impressive rebound due to consumers 
returning to in-person shopping in 2021.

 ECOM-
 MERCE
     IN 2022
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While growth will be tempered this year relative to 2021, Shopify 
forecasts ecommerce sales to top US$5.5 trillion worldwide, up 
from US$4.9 trillion in 2021.

This year, more global consumers report they will spend less 
on gifting this season compared to the previous year (33 
percent versus 15 percent in 2021). While consumers have 
indicated the economy and their financial situations are of major 
concern, brands must not succumb to the annual peak time 
deep-discounting game. Acquiring new customers will likely be 
challenging in Q4, so marginal returns due to excess discounting 
in an effort to win shoppers on price simply aren’t worth it—and 
brand price matching strategies can essentially equalize all prices 
anyway. Instead, brands must win shoppers on value, staying 
true to who they are and competitive based on their differentiators 
and the consistent, high-quality shopping and customer service 
experiences consumers expect.

The authenticity imperative isn’t just about offering value, 
however. Table 2 shows that consumers in the Americas and 
the Middle East rank loyalty as the top motivator for choosing 
a brand, consistent with 2021. While European shoppers 
ranked loyalty as the most important factor last year, they will 
instead search for brands with the lowest prices this upcoming 
holiday season. Understanding what drives your customers’ 
purchasing decisions can help brands stay focused on their 
growth initiatives and key value propositions.

PEAK SEASON 
2022 OUTLOOK

LOYALTY
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Brand loyalty

Lowest prices

Quality/selection 
of products

Brand values align 
with mine

Convenience options

Local small business

In-stock products/
fastest shipping

Table 2: Factors determining which brands consumers will shop with 
during the 2022 holiday season (Ranked in order of importance, 1 to 7)

Americas Europe Middle East

2022 Rank 2022 Rank 2022 Rank2021 Rank 2021 Rank 2021 Rank

N/A N/A N/A

1

2

3

4

5

6

7

1

2

3

6

4

5

4

1

2

5

3

6

7

1

5

2

3

6

4

1

3

2

5

4

6

7

1

5

2

3

4

6
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Keep your current customers happy

Many factors contribute to long-term customer retention, and Astound works 
with brands like experience optimization platform Dynamic Yield to ensure you’re 
always delivering the best possible customer experience. From the first click to 
loyal customer, we help you create customer relationships that endure.

Connect today  

Table 3: Most important quality regarding your 
loyalty toward a brand/retailer (Ranked, top 3)

Americas Europe Middle East

Am familiar 
with the brand

I get a personalized 
experience

The brand rewards me 
(with points, rewards, 
discounts, and so on)

When considering loyalty, brands must 
have a clear understanding of what loyalty 
means to shoppers. When asked which 
factor is most important in determining 
how shoppers define loyalty toward 
a brand, the majority of respondents 

ranked familiarity as the most important 
quality. Familiarity encompasses a sense 
of awareness, understanding, and 
consistency—traits that keep Amazon 
Prime shoppers, for example, loyal 
regardless of the membership cost.
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In Table 4, global consumers also reveal that US-originated 
retail events such as Black Friday and Cyber Monday have 
little impact on their holiday shopping, with 74 percent of 
average consumers saying the majority of their holiday 
shopping is done between the beginning of the year and 
two months before the holidays begin. The traditional sales 
rush on these dates has waned, attributable to several 

Average Americas Europe Middle East

Beginning of the year/
post-holiday sales from 
previous year

Approximately six months 
before the holiday

Approximately two months 
before the holiday

Approximately one week 
or less before the holiday

Throughout the year

On Black Friday 
or Cyber Monday

Table 4: Time frames of when shoppers 
do the majority of their peak season shopping

17%

27%

30%

12%

7%

7%

17%

29%

29%

11%

7%

7%

17%

25%

31%

12%

8%

7%

21%

23%

30%

17%

4%

5%

factors: the number of US-based retailers deciding to stay 
closed the day after Thanksgiving has climbed in recent 
years, retail behemoth Amazon and its third-quarter Prime 
Day event continues to absorb traditional fourth-quarter 
shoppers looking for deals, and the increased frequency of 
sales throughout the year gives shoppers more reasons to 
shop more often.
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Table 5: In light of the ongoing effects of the pandemic, how do 
you expect to shop during the 2022 gifting season? (Select one)

30%

24%

33%

7%

2%

5%

31%

21%

34%

6%

2%

6%

29%

26%

33%

6%

2%

5%

29%

30%

28%

10%

1%

2%

Average Americas Europe Middle East

Feel comfortable, will 
shop IN-STORE

Typically shop ONLINE, 
will continue to do so

Will shop ONLINE 
and IN-STORE

Still have safety concerns 
but may shop IN-STORE

Unsure/undecided

Still have safety concerns but 
will NOT shop IN-STORE

From a healthcare perspective, we continue to make 
progress against the COVID-19 virus in terms of 
vaccinations, research, and most importantly, a lower 
mortality rate. The initial fears surrounding viral spread in 
public places such as physical stores have waned, and 

shoppers indicate the health crisis will not be a major factor 
in determining how they expect to shop this upcoming 
holiday season, with 30 percent of all consumers saying 
they feel comfortable and expect to shop in-store during the 
2022 gifting season.
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It is, in fact, an omnichannel shopping model that one-third 
of global consumers prefer—a perfect mix of the tactile, 
immersive in-store experience and the convenience and 
efficiency of digital. Because shoppers are acclimated 
to omnichannel shopping, they essentially don’t see 
channels—instead they are having one brand experience. 
Given this, shoppers expect consistency across physical 
and digital channels, in all aspects from price to the brand 
experience, and when consistency is not present, shoppers 
feel a disconnect. Brands—and those advocating on 
behalf of the brand, such as store associates—must be 
ready to justify and compensate for channel “gaps” or risk 
dissatisfied customers.

Innovative in-store technologies can help. 
62 percent of global consumers say they would most 
likely use self-checkout technology while in-store, thereby 
facilitating a faster, more-efficient checkout experience. 
Contactless payment options and endless aisle capabilities, 
or the ability to browse and/or purchase products not 
available in-store via a kiosk or one’s smartphone, were also 
cited by nearly 60 percent of global shoppers as in-store 
digital features they would use, further illustrating shoppers’ 
expectations of a seamless experience.

Table 6: Likelihood by which consumers would use the following 
capabilities in-store this holiday season (Highly–Somewhat Likely)

Average Americas Europe Middle East

57%

49%

57%

47%

50%

62%

58%

46%

51%

44%

48%

60%

65%

41%

62%

49%

47%

63%

67%

60%

67%

56%

72%

66%

Contactless 
payment methods

Digital fitting rooms

Endless aisles

Personal appointment 
with an associate

QR codes to access 
additional information

Self-checkout via a 
kiosk or mobile device
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CONSUMER
       BEHAVIOR 
    COVID-19’S 
    LASTING IMPACT

Shoppers expect a seamless returns 
experience no matter what channel 
they buy from, but a retailer’s payments 
infrastructure doesn’t always deliver. In 
our 2022 Retail Report, we found that 
61% of consumers would be more loyal 
to a retailer that lets them buy things 
online and return in store (BORIS)—but 
only 23% of businesses offer this.

To offer BORIS, retailers need access to 
a customer’s online order data in physical 
stores. The differentiator when it comes to 
exceptional shopping experiences is not 
only allowing shoppers to purchase from 
their preferred devices, but also enabling 
and capitalizing on their returns in-store.

—Jan Beke,
Strategic Partnerships Lead
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Pay it forward

Do your customers have 
the freedom and flexibility 
to pay how they want? 
Astound has implemented 
emerging payment 
technologies for iconic 
brands such as Revolution 
Beauty, Lovehoney, TOMS, 
and SoulCycle. And we 
partner with industry-leading 
solution providers Adyen, 
Affirm, Amazon Payments, 
Clearpay/Afterpay, Klarna, 
PayBright, and PayPal to 
customize an experience 
that’s right for your brand.

Connect with us today   

The panic buying, contactless shopping methods, and 
other pandemic-induced behaviors consumers adopted 
during the height of the COVID-19 outbreak have since 
stabilized. Curbside pickup, which saw only 20 percent 
consumer usage before the pandemic, is most likely to 
stick around, with 32 percent of respondents saying they 
continue to use the shopping method today. Curbside 
pickup is an important omnichannel service for brands 
to deploy—and offers an opportunity for growth, such as 
through upselling additional products or service add-ons 
like gift wrapping, alteration drop-offs, or returns.

Similarly, BOPIS saw strong usage among shoppers who 
used the service before the pandemic and adopted it 
during the height of COVID-19 and still use it today. 
For brands with physical locations, BOPIS is no longer 
a “nice-to-have” service; it is now expected.
 
Buy now, pay later installment payment methods saw 
tremendous growth over the past two years, with 27 
percent of global shoppers having adopted the payment 
method during the pandemic and currently using it 
today. Similar to the global recession brought on by the 
pandemic, we could see a new wave of mindful shoppers 
looking for more-flexible payment options to help ease 
their financial burdens.
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While 29 percent of shoppers in the Middle East had used a contactless payment method 
prior to the pandemic, 45 percent adopted this shopping technique and currently use it today.

Table 7: Consumer adoption of shopping behaviors 
relative to the COVID-19 pandemic (Average)

BOPIS

Buy now, pay later (BNPL)

Shop via livestream

Purchase via mobile

Stock up on essential items

Curbside pickup

Purchase via desktop

Purchase via social media

Contactless payments

Purchase via mobile app

Use a smart speaker/voice 
assistant for shopping

Used Before COVID-19 Adopted DURING 
COVID-19, no longer use

Adopted DURING 
COVID-19, use today

INSIGHT
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Per Comparitech.com, consumers spend nearly seven 
hours a day in front of a screen. Whether it’s streaming the 
latest binge-worthy episodes of a favorite show, scrolling 
through influencer social posts, or watching a how-to video 
on YouTube, more than a quarter of our day consists of 
staring at a device.

As a brand, you’re not only competing against the other 
brands in your category (and, of course, Amazon). You’re 
also competing against every other brand, app, and website 
available on the internet that is vying for a consumer’s 
attention. Every online experience is compared to the next, 
and if your brand’s experience doesn’t measure up, it’s just a 
matter of time before shoppers move on to your competitor.

This is why getting the customer experience right is so critical.

55 percent of all consumers reveal they shop online at least 
weekly, down from 61 percent in 2021. Features related to 
delivery and returns top our list of the most-desired onsite 
features by at least 70 percent of consumers, and it’s clear 
that brands have more work to do to improve the post-
purchase experience.
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Level up your UX

Don’t let a bad site experience cost you customers. Astound creates elegantly 
designed technical solutions that meet your shoppers’ needs. We’ve helped 
enable digital experiences for global brands like Card Factory, FLOR, rag & bone, 
and Skechers. Let us help build a digital strategy that’s right for you.

Reach out today   

Table 8: Important digital site features (Very–Somewhat Important)

Speed of delivery

Online return processing

Free returns

Back-in-stock 
notification sign-up

Free/conditional 
free shipping

Mobile wallet

Flexible return policy

One-click/express 
checkout shipping

Average Americas Europe Middle East
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According to data compiled from more than 40 
research studies by the online user experience 
(UX) research company Baymard Institute, the 
average online shopping cart abandonment rate 
is 70 percent. There is no single issue that causes 
site abandonment—there are a litany of reasons. 
Of the factors presented in our survey, uncertainty 
regarding the security of their PII was cited by 60 
percent of global shoppers—we’ll dive into the issues 
surrounding consumer privacy later in the report.

However, the abandonment data illustrates shoppers’ 
expectation of a digital experience that is fundamentally 
frictionless; otherwise, they will move on to the next site 
that offers an experience that, at the bare minimum, 
provides search functionality that returns the intended 
search results and a checkout process that is easy to 
navigate. Brands must identify critical UX pain points, 
both universal and unique to your particular purchase 
journey, to decrease abandonment and conversely 
increase engagement. Don’t let a bad user experience 
be the reason you lose customers.

SITE 
ABANDONMENT
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When considering all factors in Table 9, women are more likely to abandon a site than men. 
The factors with the largest gender differential? Men are more likely to abandon a site if it loads 
too slowly or offers an overall poor site experience (57 percent versus 51 percent), while women 
will leave if there are not enough product images available (55 percent versus 49 percent).

Table 9: Likelihood by which the following factors would 
cause shoppers to abandon a digital site (Highly–Somewhat Likely)

No BOPIS/
Click-and-collect option

Not enough product 
images available

Checkout process takes 
too long/is complicated

Product out of stock

The customer 
service experience 
is poor/unsatisfactory

Site loads too 
slowly/poor site experience

Site experience is not 
personalized/not relevant

Preferred payment 
not available

Mandatory shipping fee/free 
shipping threshold too high

Not enough product 
information available

Product won’t be 
delivered in time

Unable to find 
item(s) via search

Unsure personal 
information/personal 
details are secure

Average Americas Europe Middle East

60%

58%

57%

55%

55%

55%

54%

54%

52%

52%

52%

49%

46%

59%

56%

56%

53%

52%

51%

55%

51%

39%

49%

50%

46%

44%

63%

63%

57%

58%

59%

61%

56%

59%

56%

53%

57%

54%

47%

53%

50%

60%

54%

49%

51%

45%

48%

52%

57%

49%

45%

53%

INSIGHT
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Data is a vital asset to every organization. 
Customer data is especially critical for 
brands—more specifically, real-time data 
that allows you to engage customers one 
on one and in the moment can provide the 
personalized, contextualized experiences 
every customer expects and every brand 
strives to offer.

But data management can be a major 
pain point for brands when there is a 
constant influx of customer data amassed 
in the course of daily business operations. 
How can you effectively store and share 
customer data? Are you optimizing how 
you use the data? Are you in compliance 
with government regulations?

DATA 
PRIVACY

Enjoy the journey

Where does your 
site journey lead your 
customers? To a seamless 
purchase experience 
or to your competitors? 
Astound can help you 
craft the ideal path. Our 
customer journey experts 
can map your experience 
to identify friction across 
all touchpoints and create 
a roadmap for a painless, 
scalable journey.

Get started today   
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To that end, more than 60 percent of global 
shoppers believe brands can do more 
to protect their personal data. Harkening 
back to the data related to the factors that 
cause consumers to abandon a digital site 
in Table 9, ambivalence over the security of 
their PII is the primary motivation. European 
shoppers report the highest degree 
of likelihood for site abandonment (63 
percent), which aligns with the 62 percent 
who say online brands can do more to 
protect their PII.
 
However, 52 percent of consumers 
also acknowledge that sharing their 
personal data begets a more personalized 
experience. In this post third-party cookie 
era, along with increasing protections 
that allow consumers to opt out of being 
tracked (Apple’s Intelligent Tracking 
Prevention via its Safari browser, for 
example), effective collection and actioning 
of zero-party and/or first-party data will 
be key to meeting shoppers’ needs. On a 
positive note, just over three in five global 
consumers believe brands are generally 
transparent with how they use their PII.

And is your customer data safe from 
potential threats? Against the backdrop 
of Russia’s invasion of Ukraine, a recent 
report from Forrester warns that businesses 
may be targeted by Russia for retaliation 
in response to support of Ukraine. Since 
companies around the world severed 
business ties with Russia or took an 
opposing public stance against the nation, 
Forrester predicts Russia or affiliated bad 
actors will respond with enterprise-level 
cyberattacks or cyber espionage against 
targeted companies regardless of industry. 
The firm’s stark warning signals that security 
protection is more important than ever.

Microsoft. Crypto.com. Red Cross. 
These are just a few names on the list of 
companies that have suffered a cyberattack 
exposing sensitive customer information 
in the first half of 2022, coming on the 
heels of a record-setting number of data 
compromises in 2021. Such cyberattacks, 
in varying forms, are increasing in quantity 
and quality and pose a major threat to your 
bottom line and your consumers’ trust.
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Table 10: Consumer sentiment regarding 
data and privacy (Strongly–Somewhat Agree)

The brands I shop with online 
are transparent about how they 
use my personal data

I’m willing to share my 
personal data in exchange for a 
more-personalized experience

I’m concerned that my personal 
information will be exposed 
when shopping online

Once a brand I’ve purchased 
from suffers a data breach, 
I will no longer shop with them

Online brands can do more 
to protect my personal data

Average EuropeAmericas Middle East

62%

52%

58%

59%

62%

61%

49%

57%

57%

60%

64%

55%

60%

60%

62%

61%

57%

55%

63%

65%

Walk the line
 
Our experts can help you navigate the complex intersection 
of rapidly evolving industry, local, and international regulations 
amidst heightening consumer expectations in today’s 
personalization and privacy paradox.

Schedule a call with us today  
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Complying with local rules and regulations such as GDPR and CCPA when processing 
payments can be a daunting task. Requirements are always changing and vary from country 
to country. As the holidays approach and brands find themselves in the thick of planning a 
successful season, this is likely the last thing they want to focus on. Leveraging experienced 
partners that can take on the burden of compliance and ensure secure transactions allows 
brands to focus on what’s most important—delighting their customers.

—Dana Johansen, Compliance Architect
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CHANNEL  
PREFERENCE
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CHANNEL  
PREFERENCE

Understanding your shoppers’ channel 
preferences for executing certain shopper 
behaviors is an important first step in providing 
seamless, personalized journeys. The following 
data looks at consumer preferences regarding 
certain shopping activities.

Search is one of the most critical aspects of 
the buying journey, as shoppers are indicating 
they have a need and are attempting to fill that 
need. Consumers continue to discover new 
brands and products by executing a Google 
search, and brands not currently employing 
search engine optimization (SEO) strategies run 
the risk of never being discovered by nearly 40 
percent of shoppers.

SEARCH 
AND DISCOVERY
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Gear up for 
peak performance
 
Astound’s Performance 
Marketing Team leverages 
data from all sources to 
uncover consumer insights 
that power media, content, 
and creative planning, 
buying, and optimization. 
Based on these insights, 
we create more-relevant 
ads and experiences, 
personalized to shoppers 
within moments, to drive 
more conversions at 
lower cost and fuel long-
term growth and lifelong 
customer loyalty.

Learn more 

A look at which channels are favored by consumers 
when shopping for gifts highlights their propensity toward 
omnichannel shopping. On average, global shoppers 
prefer the appeal of the physical store to get inspiration, 
make purchases, and connect with customer service. 
The mobile channel is most desired for research and 
engagement purposes. Brands can use this information 
to make improvements to those channels less preferred 
for particular behaviors with the aim of providing seamless 
omnichannel experiences.

Shoppers in the Americas and Europe exhibit more 
mobile-first behaviors this year, aligning with data from 
Broadbandsearch.net that indicates mobile traffic 
has surpassed desktop traffic worldwide. Last year, 
consumers in the Americas preferred the desktop site for 
research, engagement, and sharing a wish list but opted 
for mobile this year. Similarly, European shoppers leaned 
heavily toward desktop usage in 2021 but show a growing 
preference for mobile this year. While Middle Eastern 
shoppers have the highest propensity toward mobile in 
general, this year we see them opt for the physical store to 
get inspiration and the desktop to research a product.

GIFT-SHOPPING 
BEHAVIORS
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Table 11: Consumer channel preferences for performing 
the following behaviors during the 2022 peak season

Average EuropeAmericas Middle East

Get inspiration 
and discover gift ideas

Make a purchase

Obtain customer 
service assistance

Engage with a brand 
(read reviews, watch 
videos, and so on)

Share or view a 
wish list/gift registry

Purchase a gift card 
(physical or digital)

Research a product

Physical store

Physical store

Physical store

Physical store

Physical store

Physical store

Physical store

Physical store

Physical store

Physical store

Physical storeDesktop

Desktop

Desktop

Mobile app

Mobile app

Mobile website/app

Mobile website

Mobile website

Mobile website

Mobile website

Mobile website

Mobile website

Mobile website

Mobile website

Mobile website

Mobile website

Mobile website
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Brand marketers know that crafting an effective, 
personalized message that compels shoppers to purchase 
is only half the battle. Cutting through distractions and 
reaching customers at the right moment and in the right 
channel is the other half.

MESSAGING

Table 12: Consumers’ preferred method for receiving 
brand messages (promos, in-stock alerts, and so on; Select one)

Mobile app

Desktop/mobile site

Email

Text message

Third-party messaging 
app (WhatsApp)

Social media

Global consumers slightly prefer mobile app messaging 
over all other channels, while desktop, email, and social 
media see a similar consumer preference percentage. 
Surprisingly, only 12 percent of global shoppers want 
to receive brand messages via text, despite the recent 
trend toward SMS marketing. Marketers must heed to 
personal messaging preferences or run the risk of annoying 
consumers—enabling shoppers to easily set and adjust 
those preferences can help curb unwanted communication.

Average EuropeAmericas Middle East
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Table 13: Consumers’ top social media platform 
for the following activities (Average, by age)

Average MillennialsGen Z

Follow an influencer

Stay current with trends Instagram

Facebook

Discover new 
brands/products

Follow a brand/retailer

Read content/watch videos

Make a purchase

Attend a livestreamed event

Connect with a brand/
retailer for customer 
service assistance

On average, Facebook continues to be the dominant 
preference for many social shopping behaviors, followed 
by Instagram. But it’s no surprise that younger shoppers 
gravitate toward Instagram rather than Facebook, given 
their propensity toward newer social platforms.

In spite of consumers’ preference overall for more-
mature social platforms when executing certain shopping 
activities, TikTok continues its meteoric rise in popularity. 
After its stellar 2020, where engagement rates soared 
during shelter-in-place directives, the platform topped 

SOCIAL MEDIA
1 billion monthly active users by the summer of 2021, 
making it the most downloaded app of that year. Further, 
Salesforce recently announced it will seamlessly integrate 
TikTok advertising with its Commerce Cloud platform. 
This innovative social commerce solution enables brands 
to easily deploy hyper-personalized content based on 
customer segmentation data leveraged by Salesforce 
Marketing Cloud Customer Data Platform, all via the 
Salesforce ecosystem. TikTok presents a major opportunity 
for brands to meet hyper-engaged global consumers 
seeking relevant content.
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Data is power

In today’s cookie-less 
environment, the Customer 
Data Platform (CDP) 
provides the capability for 
brands to understand their 
customers by collecting, 
resolving, and actioning 
zero- and first-party data. If 
you’re looking for a partner 
to help build out your 
customer data strategy and 
craft campaigns leveraging 
CDP insights to deliver 
trusted, highly personalized 
cross-channel experiences, 
get in touch today.
 
Connect with us 
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VIRTUAL  
EXPERI-
ENCES 
AND THE 
METAVERSE
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Table 14: Consumer sentiment regarding the metaverse

Average Americas Europe Middle East

Have a general understanding 
of the metaverse

Are excited to explore 
and engage with brands 
in the metaverse

Are interested in 
purchasing virtual 
products in the metaverse

Don’t take the idea/concept 
of the metaverse seriously

Virtual reality (VR) has always been a form of entertainment and 
escapism. Many consumers engage with VR regularly through 
games, social media filters, and a variety of apps. For many 
brands, however, VR and gaming represent an untapped 
opportunity, and with Facebook’s announcement of a new 
iteration of the metaverse—a fully functioning virtual reality 
ecosystem—brands should prepare now, for multiple reasons.

Firstly, the mass adoption of digital shopping means brands 
must strive for differentiation. Along with optimized customer 
journeys, brands should consider implementing immersive 
experiences to keep shoppers engaged and delighted. 
A majority (56 percent) of global consumers say an 

immersive or interactive shopping experience is important 
when shopping digitally with a brand. Just over one-third of 
shoppers have had a virtual experience with a brand in the 
past 12 months, led by 47 percent of shoppers in the Middle 
East and 42 percent of Gen Z cohorts.

Secondly, consulting firm McKinsey reports that by 2030, 
the metaverse has the potential to generate up to US$5 
trillion in value. The opportunity is clear, and as McKinsey 
advises, it should not be ignored. Our research also 
suggests that consumers are interested in engaging with 
brands in the metaverse despite a degree of cynicism about 
the general concept.
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Looking at consumer sentiment on 
the metaverse from a gender and age 
demographic point of view, we see 
that men exhibit more excitement and 
interest in the metaverse than women 
(despite also taking it less seriously than 
women). On the other hand, younger 
shoppers have a better understanding 
of the metaverse, yet appear slightly 
less interested in the concept. All in 
all, 50 percent or more of segmented 
consumers anticipate engaging with 
brands in the metaverse.

Table 15: Consumer sentiment regarding the metaverse (by gender, age)

Men Women Gen Z Millennials

Have a general understanding 
of the metaverse

Are excited to explore 
and engage with brands 
in the metaverse

Are interested in 
purchasing virtual 
products in the metaverse

Don’t take the idea/concept 
of the metaverse seriously
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THE 
VALUES 
IMPER-
ATIVE
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These days, commerce is always-on and everywhere. 
And for socially conscious consumers, how they engage in 
commerce is increasingly a reflection of their values. 
These consumers express their political, religious, and moral 
stance and affinities through the brands they buy from. 
They will reward brands whose values align with their own 
and punish those brands that oppose them.

Our increasingly polarized and fragmented society means 
brands must take a stance on critical societal issues. 

Shoppers also pay attention to what brands don’t do and 
don’t say—inaction is viewed as complicity. Social media 
gives shoppers a platform to voice their views on brands, 
and those same platforms compel brands to be authentic 
and transparent.

When asked to rate the level of impact the following topics 
have had on their decision to purchase or not purchase 
from a brand, nearly half or more of consumers in these 
demographic categories say they had at least some impact.

Table 16: Rate the level of impact a brand’s stance on the following 
events/issues have had on your purchase decision (High–Some Impact)

Men Women Gen Z Millennials

The war in Ukraine

The environment/
climate change

Social justice

Diversity/inclusion

Civil/human rights

Animal cruelty/
unethical treatment
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Global consumers have no illusions regarding the threat climate 
change poses long-term. Respondents in a 2021–2022 Global 
Risk Perception Survey by the World Economic Forum rated 
climate change inaction as the risk with “the potential to inflict 
the most damage at a global scale over the next decade.” 
Consumers feel the magnitude of this crisis, and they want 
brands to act now.

Global brands must do their part to help curb the growing threat. 
Transparency is key, as consumer attitudes are rapidly shifting 
to meet this urgent issue and brands who don’t back up their 
words with action may face consumer contempt. Consumers 
are increasingly concerned that the manufacturing of consumer 
products—waste, high carbon emissions, single-use plastics, 
and so on—is unsustainable. And consumers are embracing 
brands that employ sustainable business practices, with 66 
percent indicating employing lower-emission shipping or using 
recycled packaging is at least somewhat important, led by 71 
percent of Millennials.

More than three out of five global consumers say they would be 
willing to pay more for a sustainable product, led by 78 percent 
of Middle Eastern consumers. 65 percent of global consumers 
are also willing to pay up to a 20 percent premium for sustainable 
products, further indicating that sustainability can potentially be a 
revenue driver for brands committed to a greener future.

Particular attention has been paid to the apparel industry and the 
amount of waste it generates annually. A growing consumer trend 
away from “fast fashion’’ aligns with the more than one-third of 
global consumers who would likely purchase sustainable apparel.

SUSTAINABILITY
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Table 17: Shoppers who are likely to pay for 
a sustainable product in the following categories

Apparel (non-luxury)

Beauty and Personal Care

Electronics

Fitness and 
Sporting Goods

Footwear (non-luxury)

Furniture and 
Housewares

Jewelry and 
Accessories (non-luxury)

Party Supplies 
and Greeting Cards

Textiles and Materials 
(fabrics, flooring, and so on)

Toys and Baby Products

Luxury Goods

Average EuropeAmericas Middle East

Apparel is the top category from which 38 percent of Millennials are likely to purchase 
a sustainable product, while 48 percent of Gen Z shoppers are more likely to buy 
sustainable furniture and housewares.

38%

25%

33%

29%

33%

38%

32%

34%

17%

27%

19%

40%

21%

30%

26%

33%

36%

32%

30%

17%

26%

14%

35%

28%

35%

31%

31%

39%

30%

36%

17%

26%

24%

41%

34%

45%

39%

40%

46%

45%

48%

23%

39%

25%

INSIGHT
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Another solution to the growing concern for 
environmental sustainability in the broader 
consumer goods industry is recommerce, or the 
sale of previously worn or used products. Broadly, 
recommerce can help brands extend the lifecycle of 
their products, potentially reduce waste, and help 
solidify their commitment to sustainability.

The recommerce market has experienced a 
significant boom in recent years, thanks in part to 
innovative startups and resale sites. Statista projects 
the value of the secondhand apparel market to more 
than double in size in the next few years, reaching 
US$218 billion in 2026, making it a potential revenue 
driver for apparel brands. It can also provide brands 
an opportunity to resell returned products in an effort 
to curb the amount of unwanted inventory that ends 
up in landfills all over the world. And consumers 
show strong interest in recommerce, with 54 percent 
saying they are at least somewhat interested in the 
sustainable model, led by 59 percent of Millennials.

RECOMMERCE
The path to sustainability
 
Online channels and 
websites contribute to 
greenhouse gas emissions 
and consume vast amounts 
of electricity. Astound 
partners with companies 
like Salesforce, which 
has achieved net-zero 
emissions across its full 
value chain; composable 
ecommerce platform 
Shopify; and climate action 
platform One Tribe. Learn 
how Astound can help you 
reach your ecommerce 
sustainability goals.

Get in touch 

46 CONSUMER BEHAVIOR REPORT

https://www.salesforce.com/
https://www.shopify.com/
https://onetribeglobal.com/
https://hubs.ly/Q01hp-Z80


Astound’s partnership with One 
Tribe will enable businesses to 
take immediate climate action by 
decarbonizing ecommerce sales 
and making all online sales and 
purchases more sustainable.

One Tribe achieves this by protecting 
trees and enabling contributions to 
rainforest and conservation projects 
worldwide. Their Climate Action 
Platform engages and rewards 
customers for conscious purchasing 
decisions, resulting in growth for 
businesses taking decisive action to 
be more sustainable.

Working together as One Tribe, we 
can support businesses on their 
carbon reduction journey, helping 
them to be a force for good.

—Galia Orme, 
Chief Partnerships Officer
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POST-
PURCHASE 
EXPERIENCE

When a customer leaves a full cart behind, businesses lose a sale and a new, returning 
customer—making your checkout the greatest risk of lost sales and customers. The 
following strategies lessen the risk of abandoned checkouts, especially during peak sales 
periods: 1) Address your customers’ needs by offering limited delivery options with clear 
value propositions. 2) Manage expectations by communicating the expected delivery date. 
3) Prevent blocked checkouts by avoiding live calls to third parties for delivery options. 
Instead, use flat rates to make your checkout faster and reliable.
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Providing a superior customer experience doesn’t end 
once the purchase has been made. The post-purchase 
experience continues to offer much opportunity for growth 
and differentiation.
 
Global supply chain issues have plagued brands and 
their customers for more than two years. While the initial 
pandemic-related disruption wasn’t fully resolved, the 
situation appeared to be leveling out in early 2022. Then a 
confluence of factors occurred, including Russia’s invasion 
of Ukraine, strict COVID-19 lockdowns in China, and 
rising fuel costs, creating new bottlenecks and inventory 
shortages that are unlikely to improve anytime soon.

Consumers are acutely aware of these supply chain 
issues; yet they still have a positive outlook for their fourth-
quarter deliveries. This year, consumers’ expectations for 
timely delivery are actually more optimistic than in 2021, 
with 81 percent of global shoppers indicating they expect 
their orders will arrive on time this upcoming holiday 
season, compared to 71 percent last year. 
Shoppers’ comfort level with emerging delivery methods 
remains high overall. In-home delivery saw the most 
growth year over year (YoY) in the Americas, while 
automated pickup lockers showed the biggest increase 
in popularity in Europe. It will be important to watch the 
trajectory of consumers’ attitudes toward drone delivery in 
light of Amazon beginning to roll out drone delivery in the 
US for its Prime customers.

DELIVERY AND 
FULFILLMENT

POST-
PURCHASE 
EXPERIENCE
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Don’t end on a bad note
 
Deliver a post-purchase journey that makes shoppers come back for 
more. Astound, along with our strategic partner Yotpo, can help you 
devise a post-purchase plan that fuels retention and maximizes your 
customer lifetime value.

Talk with an expert today  

Delivery by 
a store associate

Delivery by a drone

Delivery by a driverless car

Delivery to an 
automated pickup locker

Delivery by a third-party 
service provider

In-home/in-garage delivery

Americas Europe Middle East

2022 2022 2022% change YoY % change YoY % change YoY

Table 18: Growth YoY in consumers’ comfort with the 
following delivery methods (Very–Somewhat Comfortable)
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THE 
RETURNS 
EXPERI-  
ENCE
According to a 2021 survey by National Retail Federation 
(NRF) and Appriss Retail, US retailers were projected to lose 
US$761 billion in 2021 due to returns. Online brands must 
prioritize ways to reduce this deluge of returns, starting with 
improving the pre-purchase user experience. The top three 
factors that cause consumers to return their online order 
are improper fit (39 percent), product quality dissatisfaction 
(38 percent), and improper size (34 percent). In the Middle 
East, online product misrepresentation is the impetus for 43 
percent of consumers.

Apparel and footwear brands see an overwhelming number 
of returns due to improper fit and size. Introducing guided 
selling tools and technologies such as interactive size 
guides like True Fit and Fit Finder are essential to thwarting 
the growing number of returns in these categories.

Further, more than half of global consumers say that 
more-detailed product information and imagery would help 
mitigate the need to make a return. Ensuring shoppers are 
able to make an informed purchasing decision can help.
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Avoid holiday fraud 

You shouldn’t have to 
choose between providing 
great customer service 
and protecting your 
bottom line—especially 
during peak season. We 
partner with Signifyd to 
implement chargeback and 
return abuse prevention 
solutions to help you 
eliminate fraudulent returns 
this holiday season and 
beyond.

Get in touch 
to learn more 

Virtual try-on

Real-time chat/text 
assistance

More-relevant 
product videos

More-detailed product 
information/images

More-relevant product 
reviews/ratings

Interactive size guides 
(True Fit)

Average Americas Europe Middle 
East

Table 19: Digital site features that can 
mitigate the need to make a return

In order to provide an easy return process, 
it’s necessary to strike a balance between 
providing a simple return process and 
preventing return fraud. The use of 
machine learning and data analytics allows 
merchants to quickly identify high-risk and 
low-risk returns while weeding out refund 
requests from bad actors. When returns 
are handled correctly, retailers are able to 
maintain margins and continue to offer free 
returns to their loyal customers.

—Grace Newman, 
Senior Manager, Return Abuse Prevention
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To enable Gen Z shoppers with a more-seamless returns process, 47 percent would prefer 
the ability to make the return and a subsequent exchange within the same transaction. 
Providing a return label within the original order would satisfy 46 percent of Millennials.

Include a return 
label with original order

Provide return tracking

Allow for a longer 
return time frame

Ability to return order by 
scanning a QR code in lieu of a 
return label at the drop-off site

Ability to return and 
exchange order within 
the same process online

Ability to schedule a courier 
service to pick up the return

Ability to begin 
the return process online

Offer curbside 
returns at physical store

Average Americas Europe Middle East

Table 20: Capabilities that would create an easier return process

Similar to 2021, more than 60 percent of global shoppers 
prefer to facilitate their returns online to send back via a 
courier or post. Along with that, 44 percent want brands 
to include a return label with their original online order to 
make for a seamless return process. Enabling an efficient, 

pain-free return is key to shaping the last impression 
the customer could have with your brand—a bad return 
experience is likely one that your customers will share with 
others, thereby potentially damaging your reputation and 
leading to customer attrition.

INSIGHT
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Ongoing supply chain disruption, labor 
shortages, growing calls for social 
responsibility—it’s always something. The 
challenges brands face are abundant and 
ever-evolving, but so are the opportunities. 
Consumer digital adoption is moving at the 
speed of light, making it harder for brands to 
keep up with their changing behaviors and 
expectations. But keep up you must, while 
taking care to avoid succumbing to trends that 
aren’t right for your business. The mandate is 
defining a clear roadmap for sustained growth 
that can help you prepare for whatever the 
future brings, peak season and beyond. 

CONCLUSION
Rethink returns 

Astound partners with 
Narvar and HelloDone—
innovative solution providers 
who are transforming 
the returns space for the 
next generation of digital 
consumers. Turn your 
returns experience into a 
re-engagement opportunity. 
Let us help create a solution 
that fits your unique needs.

Get in touch 
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Vanessa Cartwright
CEO, Astound North America

Lars Feldscher
CEO, Astound DACH

“With consumers feeling the pinch from rising fuel 
prices, a declining stock market, and an unsettled 
economic outlook, getting the holiday season right is 
even more important. Retailers and brands need to 
look for opportunities to reduce friction in the shopping 
experience, use data (responsibly) to personalize 
the experience, and look for opportunities to build 
loyalty—with fewer shoppers who are spending less, 
holding on to the ones you have is critical!”

“The lines are blurring and seamless commerce is 
on the rise: Live shopping is on the rise and now, 
#Instagram is opening up its tagging feature and 
letting every user tag his or her favorite product. This 
means that consumer journeys are getting even more 
complex, but it’s a huge chance for brands to be 
where the consumers want them to be. Or to fail.”

Get in touch  Get in touch 

At Astound Commerce, we create award-winning digital 
experiences that engage consumers and fuel exponential 
growth. With a strong global presence, more than 20 
years’ experience, and a team of more than 1,600 deeply 
passionate experts in the areas of growth, design, demand, 

and technology, we’ve had the opportunity to partner with 
visionary brands such as L’Oréal, Boohoo, Halfords, Louis 
Vuitton, TOMS, and Crocs. Our expert market leads are 
ready to help you customize a digital commerce strategy that 
delights your shoppers during peak season and beyond.

ABOUT ASTOUND
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Samuel Cane
Managing Director, Astound UK

David O’Sullivan
Managing Director, Astound Middle East

“With consumers’ cost of living increasing, the 
battle for share of wallet will inevitably intensify. 
Brands should look to make transacting as easy 
and seamless as possible, inspiring confidence in 
the consumer that they are making the right choice. 
The experience is everything—now more than ever.”

“Despite pockets of localized economic change 
across the MENA region, financial confidence and 
consumer spending seems to be broadly resilient.
Customer expectation, which has been further fueled 
by the pandemic, is that brands should have an 
omnichannel approach. Those brands that do not 
consider a robust digital strategy and align budgets to 
meet consumer’s digital purchasing requirements will 
be left behind.”

Get in touch  Get in touch 
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