Setting the Bar: Global Customer Experience Trends
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T h e Fi nal Mil e Convenience is a major driver for consumers worldwide in the final mile, and

when it comes to delivery of online purchases this means “fast and free”.

92 percent of global consumers would like/love “free one-day delivery by
whatever means is most expedient (drone, driverless car, messenger)”. EMEA
is only sightly below the global average with UAE at the very top of the scale
and Germany representing the lower end of the spectrum.
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Providing choice in delivery timeframe mum look for an alternative, when

and method is desired. 86 percent of delivery promises are unmet

global consumers think retailers should
offer the ability to “choose the most
convenient delivery option at the time
of ordering.”

This democratization of delivery

also comes with an expectation for
flawless execution. 10 percent of
EMEA consumers stated they would
never shop with a retailer again if they
failed to deliver when they said they
would, and 49 percent said they would
look for an alternative retailer. This is
only slightly more forgiving than the
global average of 13 and 50 percent,
respectively.
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Forging deeper connections

with customers is a rich vein

to mine albeit one with infinite

seams. 45 percent of EMEA

consumers stated that “offers
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‘absolutely essential’™.
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Consumers and retailers are
misaligned in respect to store
UX priorities. 56 percent of _
global consumers place mo - . CONVENIENCE 34%

Retgﬂer: TFhinking.about the in-store channel,
“_whatis your priority?
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in-store, compared to 34% of
retailers who ranked this as their
number one in-store strategy. 4

Retailers’ prioritization of EMEA“C€onsumer: What de'you associate-with a-great
discovery and advice are in-store'shopping experience?
even farther off the mark as EXPERIENCE 31%

compared to consumer desires. O T
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15,837 consumers, 210 retailers globally. Survey conducted online by independent consultancy, Savanta
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