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Shipping and returns

The rise of in-store (16%) and curbside (21%) pick-up has not won over
enough consumers to dethrone traditional to-home delivery (56%). Baby
Boomers (66%) prefer delivery more than Gen X (57%), Millennials (54%),
and Gen Z (46%).

When returning a product, nearly half prefer to make returns in-store (48%),
and fewer choose to mail returns back to the store (29%). About one-quarter
(23%) of consumers opt for an equal mix of both. Having children might
influence this preference, with parents (33%) more likely to mail back their

returns than shoppers without kids (24%).
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Consumers are also efficient with returns. The majority (54%) of global

consumers make their returns within a week, while 24% make them
immediately and 14% make them within a month. Only 8% of shoppers
rarely make returns, often forgetting to make them at all. Men are
quicker than women when making returns, with 26% of men returning
purchases immediately, while only 23% of women do so. Kids seem to
factor in here, too, with parents (6%) less likely to forget about making
their returns than consumers without children (11%).




Reaching and retaining
customers
Digital channels continue to influence buying behavior

Social media continues to play a larger role in how consumers discover new
offers, products, and brands. In 2022, social media jumped to the top spot
(21%) in how consumers find the most compelling offers and products from
retailers. Interestingly, email closely followed at 19%, up from just 10% in
2021, and in-store promotions at 15% (still a top contender, but down from
23% in 2021).

The rush back to the store is primarily driven by Baby Boomers, who cite
in-store promotions as the second most compelling (21%), right behind email
marketing (22%). With many customers demanding a full in-store experience,
email marketing, and social media have broken through the ad clutter. What's
not as persuasive? Internet ads, branded websites, and TV.

Where do you find the most compelling offers and products from retailers?
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On the social front, most consumers still favored Facebook (26%) and
Instagram (25%) to discover fun new finds. YouTube (15%) rounded out the top
three, with TikTok’s rise in popularity (14%) wasn’t enough to knock it out of the

top three platforms.

Which social media/interactive channels are the best for discovering great
products and promotions?

Facebook
Instagram
YouTube
TikTok
WeChat
Snapchat
Pinterest
Reddit
Metaverse

None

More captivating and engaging content resonates with younger customers,
proving that short-form video sells and is the future of buying influence. Over
half of Gen Z turn to Instagram (33%) or TikTok (22%) to find out what they’ve
been missing out on. Meanwhile, Baby Boomers are sticking with Facebook
(26%), although 32% believe that none of these platforms truly work for them.

Interestingly, despite the recent hype, less than 1% of consumers turn to the
metaverse to discover new products. Likewise, influencers aren’t influencing
as much as we thought. Despite the rise in influencer marketing over the last
several years, only 12% of consumers suggested seeing one of their favorite
influencers suggest a product as the reason for them to hit the buy button.



Those in the midst of the hustle and bustle seek
more personalized offers, with 37% of small and
large city-dwellers demanding a highly customized
experience compared to 20% of those that live
in suburban or rural areas. Separately, 38% of
parents, apparently looking for ways to offload
stress, want a hyper-personalized experience
(compared to 25% for those without children).
And 20% of consumers without kids prefer

no personalization (compared to 8% of those
with kids).

Aligning values

How important is it that a retailer’s brand values,
such as sustainability and ethically sourced
materials, are aligned with your personal values?
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Important Neutral Not important

Getting personal

Consumers are also looking more toward brands

Although it’s a slow transition, hyper-personalized, catered offers and messages are growing in demand. that they can trust. Nearly 60% said that it is
Overall, the majority of consumers (66%) want brands to reach out with discounts and offers on items important that a retailer’s brand values, such as
they’ve purchased before (44%) or even predict items they might be interested in buying in the future sustainability and ethically sourced materials, align
(32%). In a battle of the generations, millennials are the most interested in being catered to, with 38% with their personal values.

desiring a more personal, customized experience and wanting brands to get to know them better.
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When you go shopping, how much do you trust the information
about the products you buy from retailers today?

Completely 25%
trust it

Mostly
trust it

Quite
skeptical

| don't
trust it
at all

5%

i

Building trust through transparency

The same thing held true for trust. And the good news, retailers are gaining
ground in this area. When asked how much they trust the information about
the products they buy from retailers today, 25% say they completely trust it-9
percent more than they did in 2019. This increase in complete trust in product
information rose consistently across all age brackets in this timeframe: Gen

Z (23%) increased three percentage points; Millennials (27%) increased five
percentage points; Gen X (29%) increased 11 percentage points, and Baby
Boomers doubled from 9% in 2019 to 18% in 2022.
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Conclusion

Moving into the holiday season and 2023, both consumers and retailers are
hoping for a dynamic season and robust year ahead. Recent history has
made consumers adaptable and retailers nimble, all of which bodes well for

the future of retail.

About Oracle Retail

Oracle provides retailers with a complete, open, and integrated suite of
best-of-breed business applications, cloud services, and hardware that are
engineered to work together and empower commerce. Leading fashion,
grocery, and specialty retailers use Oracle solutions to anticipate market

changes, simplify operations and inspire authentic brand interactions. For

more information, visit our website at www.oracle.com/retail.

Request a demonstration today

oracle.com/industries/retail

CONNECT WITH US

Call +1.800.0RACLET1 or visit oracle.com. Outside North America,
Find your local office at oracle.com/contact.
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