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Executive Summary

Going into 2023, declining 
purchasing consideration means 

retail and e-commerce brands 
must retain new customers 

found amid inflation’s disruption 
while working to bring back 

those who have churned. It’s 
critical for brands to dial in on 

what’s truly important to shoppers 
across channels and fulfillment. 

Morning Consult’s semiannual State of Retail & E-Commerce report tracks evolving consumer shopping 
behaviors and expectations and interprets what they mean for the industry’s future.

The past year has been fraught with inflation and inventory concerns. Consumer trust in retailers has 
faltered, and in 2023, despite falling inflation (which hopefully will continue to come down), economic 
indicators point to a potential recession, and brands must shore up their loyal customers. 

Based on survey interviews, as well as sophisticated conjoint and drivers analyses, this report provides 
insight into consumer trends that will shape the future of retail and e-commerce.

Source: Morning Consult Research Intelligence. 
Shaded area indicates annual inflation above 7.5%.

Share of consumers who said they are spending more in each category than they were last year

Groceries

Apparel

Personal electronics
Personal care

March ’22: Inflation 
rate reaches 8.5%

June ’22: Inflation 
rate crests 9%
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1 
With purchasing 
consideration down, 
e-commerce brands need 
to dial up consumer trust. 
An alarming drop in purchasing 
consideration, coinciding with months of 
inflationary strain, means brands should 
refocus on retaining the customers they 
gained during the disruption and 
bringing back those who left. 

R E A D  M O R E

2
Inflation sucks the fun out of 
shopping, but brands can 
still lean into what really 
matters to consumers. 
If online shopping’s main benefit is 
avoiding stores, the draw of in-person 
retail is more fun than functional. 
Brands should keep foot traffic 
flowing by investing in what makes 
stores enjoyable.

R E A D  M O R E

3
If shipping can be free, it can 
also be slower. 
Free shipping has universal appeal, but 
brands tend to overestimate consumers’ 
speed preferences. Conversely, charging 
for shipping means shoppers pay more 
attention to secondary shipping 
attributes, which are also likely to be 
more budget-friendly for brands. 

R E A D  M O R E

Key Takeaways
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With Purchasing 
Consideration Down, 
Brands Need to Regain Trust

S ECTION 1

Shoppers have switched stores in search of inflation relief, so retailers and 
brands need to cement new relationships and reel back churned customers
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Inflation has had a dramatic effect on consumer 
buying habits.

In January, 63% of U.S. adults reported shopping 
at discount stores to save money, and while that’s 
down from a series high of 70% last fall, it’s still a 
significant share. 

Nearly three-quarters (72%) reported looking for deals 
and coupons, which will take shoppers away from their 
preferred stores, and 70% are shopping less overall. 

While these behaviors are not unique to retail, this 
means that brand loyalty has been disrupted. 
According to Morning Consult Brand Intelligence, 
average purchasing consideration growth sat at -1.37 
this year, a decline from 2021’s 0.44 and 2020’s 0.32. 
This is reflected in the record-low purchasing 
consideration we saw among the 1,689 brands 
included in our 2022 Fastest Growing Brands report.

Inflation disrupts purchasing consideration and retailer loyalty

Average change in purchasing consideration, by year

Source: Morning Consult Brand Intelligence Change in purchasing consideration

https://go.morningconsult.com/2022-q4-pg9280a1-fastest-growing-brands-report-download.html
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There’s a stark gap between the share of adults who trust online-only brands 
(77%) and the share who trust brands with a brick-and-mortar presence 
(93%). This disparity is present across all generations. In fact, Gen Z has the 
lowest trust of online brands among all generations, and lower-income 
shoppers (those with less than $50,000 in annual household income) are also 
less inclined than higher-income individuals to trust online-only brands. 

Brands without a physical presence suffer from a trust gap because it’s 
easier to misrepresent products in a solely digital space. Savvy shoppers 
know online reviews are often fake, social media followers can be bought, and 
photos might not accurately represent the real product — if the product arrives 
at all. Overcoming that gap requires stronger brand recognition and accurate 
product representation, to start. 

Online retailers suffer from a significant trust gap

Source: Morning Consult Research Intelligence

Online only Physical stores

Share of shoppers who find retailers “very” or “somewhat” trustworthy

GENERATION INCOME
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Not only do online-only retailers have the largest trust gap to 
contend with, but they also have the most disparate trust drivers 
between key demographics. 

Shoppers who do trust online-only brands say that those 
retailers keep their information secure, consistently have 
products in stock and offer discounts. 

But Gen Z adults have a larger online-only trust gap, and 
additional elements are needed to capture their trust – namely, 
offering local pickup options and personalized recommendations 
based on their shopping history. 

Retailers with a physical presence have much more consistent 
top trust drivers between Gen Z and the general population. 
Discounts are still less important to Gen Zers, and the youngest 
shoppers trust stores where they can socialize and shop at the 
same time. Stores that are attractive to Gen Zers will carry their 
favorite brands and encourage in-store product try-ons.

These rankings are the result of a dual-model regression method, 
where 1 is the strongest predictor of trust and 13 is the weakest. 

Overcoming Gen Z’s trust gap with online retail

ONLINE ONLY PHYSICAL STORES

Source: Morning Consult Research Intelligence

Ranked impact of each of the following features on consumer trust:
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With purchasing consideration down, e-commerce brands need to dial up consumer trust 

While inflation’s impact on retailers in 2022 was uneven, the overall drop 
in purchasing consideration among consumers is alarming. A key theme 
across the industry for 2023 is refocusing on loyalty and retention, but 
online-only brands have a much steeper hill to climb, given overall lower 
trust among consumers. 

Winning over Gen Zers online means investing in flexible delivery options, 
like partner networks for pickup, and improving personalization 
capabilities. Discounts don’t entice younger shoppers. Brands with 
physical locations have less work to do on trust, but still should gut check 
reward program relevance and encourage tactile product exploration. 

E-commerce brands have a significant trust gap to 
overcome and more disparate trust drivers for key 
growth segments.

Brick-and-mortar stores are in a stronger position, but 
they can’t afford to rest on their laurels and should 
ensure store experiences are consistent with the 
factors that build consumer trust. 

W H A T  T H I S  M E A N S  F O R  R E T A I L  B R A N D S

WHA T IT  MEA NS
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Understanding the Strengths of 
Digital and Physical Channels

S ECTION 2

The economy has impacted shoppers’ enjoyment, so defining the strengths of 
consumers’ preferred channels is a must for maintaining customer loyalty
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Consumers’ indication of shopping 
channel preference due to enjoyment 
of the experience has dwindled since 
elevated inflation really took hold in the 
United States. 

Last April, 62% of those who prefer 
shopping in stores said it’s because 
they enjoy the experience; in January, 
that number was 49%. Enjoyment of 
online shopping saw a similar decline 
last spring, but it has largely flattened 
out since then. 

Millennials, a particularly financially 
tenuous generation, are least likely to 
say they shop in stores because they 
enjoy the experience (37% versus 49% 
of the general population). 

Enjoyment of shopping is dwindling, particularly for physical stores

Share of consumers who said they shop online or in stores because they enjoy the experience

Online

Physical stores

Consumers were less likely to say shopping in either 
channel was enjoyable once inflation and financial 
savings became a primary concern.

Source: Morning Consult Research Intelligence. 
Shaded area indicates annual inflation above 7.5%.

https://morningconsult.com/financial-well-being-scale/
https://morningconsult.com/financial-well-being-scale/
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The drivers of an enjoyable in-store shopping experience 
vary by individual, but there are a few things most of us 
can agree on — namely, efficient checkout lines. Looking 
at drivers of store enjoyment by income group, we see 
that efficient checkout and shopping as a social activity 
are strong attributes across the board. 

Shopping itself has entertainment value for those earning 
less than $100,000 annually but is less of a priority for 
wealthier shoppers, who are more concerned that the 
products they want are in stock at the store. 

Discovering new products drives store enjoyment for 
middle- and high-income adults, who have more flexibility 
to add new items to their carts, while low-income adults 
may be on stricter budgets that limit impulse shopping.

These rankings are the result of a dual-model regression 
method, where 1 is the strongest predictor of enjoyment 
and 13 is the weakest. 

Ranked impact of each of the following features on shopping enjoyment:

1

2
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1
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Safety

Social shopping
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Efficient checkout

New product discovery

Flexible payment options

What makes shopping in stores enjoyable?

Source: Morning Consult Research Intelligence
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Overall, most people prefer to shop in 
stores rather than online (45% to 28%), but 
preference doesn’t always reflect reality. 
Shopping in stores is more enjoyable, 
but it also takes more time, and the 
convenience of online shopping is often 
compelling enough to drive people away 
from their preferred experience. 

Online shopping is about getting the job 
done, when functional benefits outweigh 
experiential benefits. There aren’t any 
demographics that are more likely than 
others to shop outside their preferred 
channel, suggesting that shopping online 
despite a preference for stores is primarily 
situational. 

Consumers prefer — and plan to — shop in stores, but online convenience is compelling

Shoppers’ likely and preferred channels for making purchases in each category

Beauty and personal 
care products

Home furnishings 
and appliances

Groceries and 
household goods

Apparel, shoes and 
accessories

Personal 
electronics

Source: Morning Consult Research Intelligence
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Online shopping wins on convenience, 
time savings and product selection — all 
factors that physical stores will always 
have difficulty competing with. 

Stores do have several advantages over 
e-commerce that are difficult to 
replicate, but retailers are making strides 
to close that gap. Leading brands are 
using digital channels and location 
services to push customers to reserve 
items for in-store pickup to get the best 
of both worlds. 

Advancements in augmented reality 
are helping consumers see three-
dimensional products in their homes and 
estimate fit for apparel, but these 
offerings are still a poor substitute for a 
tactile experience. 

E-commerce beats in-store shopping on convenience and time saved

Consumers’ reasons for shopping in stores versus online

Financially anxious shoppers are 
much more likely than their 
unanxious counterparts to shop 
online to save money (47% versus 
29%) and less likely to shop online 
to save time (65% versus 76%). 
Men are also more likely than 
women to say they shop online to 
save money (48% versus 37%).

43%

22%

24%

45%

49%

25%

15%

39%

19%

11%

20%

IN STORES ONLINE

Source: Morning Consult Research Intelligence
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Ultimately, convenience means shopping from home, ideally enabled by free and fast shipping. Among shoppers who said they shop online because it’s convenient, 
it’s all about staying comfy and saving time. Compared with shoppers who prefer going to stores, convenience-driven online shoppers particularly enjoy algorithmic 
recommendations, comparing products across websites and, of course, quick shipping.

What does convenience really mean?

Share that said the following attributes are necessary for online shopping 
convenience, among those who said they shop online because it’s convenient:

81%
76%

71%
68%

66%
63%
62%
61%

60%
56%

54%
51%

49%
47%

43%
42%

34%
34%
33%

26%

Ordering for home delivery
Free shipping

In-stock products
Package tracking

Fast shipping
Free returns

Website filtering and search tools
Mobile shopping

Saving products in cart to come back later
Ease of f inding discounts

Comparing prices across sites
Mail-in returns

Comparing products across sites
Saving checkout details in a user profile

Generous return windows
In-store returns

Seeing products at home before deciding to return
Reserving in-store items for pickup

Personalized recommendations
Flexible payment options

We asked shoppers to elaborate on what convenience means to 
them. Specifically, those who prioritized shopping online said 
they enjoy not having to leave the house, shopping at any time of 
day and avoiding crowds. 

“I don’t have to get out of bed.”

“Not having to drive and deal with people.”

“It saves me time and gas money.”

“I can choose what I want, not just what is in stock locally.”

”I don’t have to leave the house, I can research and compare 
far more products, I can usually get a better price.”

W H A T  S H O P P E R S  S A I D

Source: Morning Consult Research Intelligence
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Inflation sucks the fun out of shopping, but brands can still lean into what really matters 
to consumers

Online shopping is primarily a functional experience, so it’s not surprising 
that enjoyment isn’t a primary driver of consumers’ preference for 
shopping online. It’s also about convenience — predominantly in the form 
of free and fast shipping, but more on that in the next section. 

Enjoyment, however, is a driver of in-store shopping. And that enjoyment 
has been declining steadily with ongoing inflation that likely won’t abate in 
the first half of 2023, so retailers should work to bring shoppers back into 
stores by focusing on what drives shopping enjoyment. 

The opportunity to discover new products in real life is a draw for middle-
and high-income shoppers, and social shopping, as well as the ability to 
evaluate products in person, are critical draws to stores. 

Online shopping is all about saving time and 
convenience, so while enjoyment of the e-commerce 
experience is dwindling amid inflation, ease and the 
perception of better prices online should sustain 
e-commerce brands. 

Bringing back in-store shopping enjoyment with new 
product and brand launches — such as the trend of 
bringing digital direct-to-consumer brands into 
traditional retailers — can help sustain foot traffic. 

W H A T  T H I S  M E A N S  F O R  R E T A I L  B R A N D S

WHA T IT  MEA NS
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Cost, Not Speed, Is Consumers’ 
Most Important Shipping 
Consideration

S ECTION 3

Consumers are always going to prefer free shipping — and will happily choose slower 
speeds to get it
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Pumping the brakes on shipping speed

Consumers’ shipping speed expectations for the following categories:To many retailers, winning the fulfillment race seems 
critical to standing out from the competition, but speed is 
not consumers’ primary shipping concern, though it is a 
key aspect of online shoppers’ definition of convenience. 
Innovations to make fulfillment more convenient — like 
accommodating more “buy online, pick up in store” and 
alternate-location pickup options — can address speed 
with less pressure on final mile costs. 

For most nongrocery categories, the need for speed is 
industry-led. In fact, consumers are generally happy to 
receive their online orders within five days, although 
same-day delivery and pickup services are especially 
popular with young urban shoppers.

While convenience drives consumers’ fulfillment choices, 
online shoppers also value the ability to receive their 
items via their preferred delivery method, even if that 
means waiting longer, and they value free shipping 
above all. 
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30%

40%
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day
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Within
2 days
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5 days
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a week
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2 weeks

Groceries and 
household goods

Beauty and personal 
care products

Apparel, shoes 
and accessories

Personal 
electronics

Home furnishings 
and appliances

Source: Morning Consult Research Intelligence
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Examining the demographic profiles of U.S. 
consumers who expect delivery in two days 
or fewer as opposed to five days or more 
reveals that millennials and urbanites are 
overrepresented in the group that wants 
faster delivery.

Retailers hoping to attract a younger and 
more urban customer base should closely 
follow the expansion of offerings from same-
day delivery providers like Instacart that are 
expanding into nongrocery categories. 
Other retailers can rest easy, as same-day 
delivery is not yet a common expectation.

Millennials and urbanites drive demand for fast delivery

Shipping speed expectations for apparel, personal care products and electronics, 
by demographic profile

14%

13%

36%

27%

27%

25%

23%

35%

2 days or fewer

5 days or more

34%

26%

43%

46%

23%

27%

2 days or fewer

5 days or more

GENERATION

COMMUNITY

Gen Z adults Millennials Gen Xers Baby boomers

Urban Suburban Rural

Source: Morning Consult Research Intelligence. 
Figures may not add up to 100% due to rounding.
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Keeping final mile delivery expenses in check is a high priority for retailers as 
e-commerce, and its associated expenses, comprises a greater share of total sales. 
Brands are increasingly experimenting with shipping options to defray these costs, 
but it’s no longer as simple as evaluating speed and price. 

Some retailers, like Amazon, offer small incentives in the form of store credit for 
customers who choose slower shipping speeds. Brands like Saks Off Fifth have 
made investments to improve the accuracy of delivery dates displayed on product 
pages, and others allow shoppers some degree of control in selecting their 
preferred delivery day. Some nudge shoppers toward slower speeds with eco-
centric messaging. 

In order to understand the impact of all these attributes in consumers’ shipping 
decisions, we conducted a conjoint analysis. Conjoint studies comprise a series of 
forced trade-offs, which helps us understand what features people care about most 
when evaluating a product or service with many features and allows us to evaluate 
the trade-offs people make on these features.

It should not surprise anyone that cost is the most important attribute in a 
shipping decision, followed by speed. This is where the conjoint analysis becomes 
extremely valuable. If we control for shipping cost, we can see how that shifts the 
importance of other attributes when comparing free and more expensive options. 

Cost is by far the most important consideration in shipping decisions

Cost
57%

Speed
20%

Incentives
10%

Predictability
8%

Environmental impact
6%

Average importance of the following shipping features:

Shipping cost 
is 2.85 times

more important 
than speed.

Source: Morning Consult Research Intelligence
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It’s evident that the vast majority of shoppers will choose free shipping 
regardless of other attributes offered. Examining the feature preference 
share, or the probability that one level will be selected over another, shows 
that 13% of shoppers are likely to select the $5 shipping option, but after that, 
if you charge $15, you might as well charge $25, as a small and similar share 
of shoppers are likely to select those prices.

Other attributes don’t have such clear differentiation:

• Shoppers are likely to choose next-day and two-day shipping, but we 
know that people are unlikely to pay for speed. If maintaining free delivery 
requires pumping the brakes on speed, that’s a very reasonable trade-off. 

• Incentives can soften the blow of paying more or waiting longer, but 
they’re not a game changer. 

• When it comes to offering more predictability, there’s little differentiation. 
Showing delivery timelines before checkout, ideally on the product detail 
page, is sufficient here. 

• Similarly, environmental impact is not a strong differentiator, as shoppers 
will generally prefer options with some type of environmental message, 
but it’s not enough to alter their decision. 

Beyond cost, speed and incentives are shipping’s strongest differentiators

Probability of a shopper selecting each feature level

78%
13%

5%
4%

37%
31%

15%
10%
7%

43%
39%

18%

22%
22%

20%
20%

16%

38%
35%

27%

Free
$5

$15
$25

Next day
Within 2 days
Within 5 days
Within 7 days

7 days or later

Store credit
Rewards points

None

Select exact date
See exact date before checkout
See date range before checkout

See exact day after checkout
See date range after checkout

Reduced environmental impact
Environmental offsets

No environmentally friendly option

COST

SPEED

INCENTIVES

PREDICTABIL ITY

ENVIRONMENTAL IMPACT

Source: Morning Consult Research Intelligence
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Our conjoint analysis produced 900 possible bundles, six of which are displayed here, revealing how the importance of certain features shifts in different scenarios. 
Below are two scenarios with three different price points. Note how charging for shipping increases the importance of other features. For example, charging $15 for 
shipping moves the probability that a shipping option will be selected based its promise to reduce environmental impact from 3% to 32%. If free shipping isn’t the 
right choice for your brand, these other options can make paid shipping more palatable for consumers. The feature importance metrics below reflect how much each 
level of each attribute affects the probability that bundle will be selected. 

Secondary attributes become much more important when shipping fees are introduced

19%

17%
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9%

45%

3%

3%

2%

1%

91%

32%

28%

16%

16%
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3%
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3%

89%

12%

16%

20%

14%

39%

18%

24%

31%

22%

6%Shipping

Delivery within 5 days 
of purchase 

Store credit

Exact delivery date 
visible before checkout

No environmentally 
friendly option

Shipping

Delivery within 7 days 
of purchase

None

Delivery date 
range visible 

before checkout

Reduced
environmental 

impact

Free shipping $5 shipping $15 shipping

SCENARIO 1 SCENARIO 2

Cost

Speed

Incentives

Predictability

Environmental 
impact

How shipping costs impact feature importance

Source: Morning Consult Research Intelligence
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Use of “buy online, pick up in store” options 
is most common for home furnishings and 
personal electronics, as these categories are 
linked to more persistent supply chain 
challenges. Consumers are more likely to 
use the in-store pickup option in these 
categories to ensure they get the exact 
product they want, whereas other categories 
have more substitutability. 

BOPIS use has been mostly consistent 
across categories for the last several 
months; we did not observe a topline spike 
in this service around the holidays, despite 
higher consumer demand and stress. The 
exception is in personal electronics, which 
saw usage drop off at the end of 2022. This 
suggests that BOPIS usage has normalized 
post-2020, and retailers can plan for slow 
and steady BOPIS use.

BOPIS options are most popular for electronics and home purchases

Share of shoppers who used pickup services in the following categories:

32%

25%

21%

28%

24%

39%

30%

24%
22% 22%

Home furnishings
and appliances

Personal
electronics

Beauty and personal
care products

Apparel, shoes
and accessories

Groceries and
household goods

Curbside In store

Source: Morning Consult Research Intelligence
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If shipping can be free, it can also be slower

Speed is simply not shoppers’ primary concern when placing online orders.

Even when offered the option of a nominal $5 fee, shoppers will pick free 
shipping, even if the $5 option is faster or carries additional benefits like 
rewards points, more precise delivery estimates or reduced environmental 
impact. 

As retailers seek to bring down the cost of final mile delivery, offering free 
shipping is ideal, so if cost savings can instead be found in reducing speed, 
by all means, take them — assuming you can still deliver within a week or 
so. Alternatively, if charging delivery fees is unavoidable, pulling on those 
secondary levers can alleviate some of consumers’ pain.

Free shipping reigns, but charging for shipping makes 
secondary features more important. Incentives like 
rewards points are likely to be more cost-effective for 
brands than speeding up shipments, and they’ll also 
make paid shipping more appealing to shoppers. 

W H A T  T H I S  M E A N S  F O R  R E T A I L  B R A N D S

WHA T IT  MEA NS
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The Data Behind the Report

S ECTION 4

Methodology and about the author



Methodology

Morning Consult Brand Intelligence

Morning Consult helps you understand your brand, competitors and market 
in a way traditional research firms can’t. We survey tens of thousands of 
people across the globe on more than 4,000 brands and products every 
day. Get actionable insights into what consumers think, see and say about 
your brand and products.

Date range: Last 3 months

Rebase by awareness

Country: Canada

Australia
Brazil

China
France
Germany
India
Italy
Japan

Canada

Total Brand Awareness

+4.7% last 3 months
68.5%

Morning Consult Research Intelligence data draws from monthly 
surveys conducted from October 2021 to January 2023 among 
roughly 2,200 U.S. adults per month. Inflation data on page 6 draws 
from a survey conducted Jan. 5-8, 2023, among 2,203 U.S. adults. 
Purchasing consideration data on page 6 draws from Morning 
Consult Brand Intelligence. The shipping conjoint study was 
conducted Dec. 20-23, 2022, among 2,221 U.S. adults. This survey 
assumes that products in question weigh less than 20 pounds, so 
heavy items that require special handling were excluded. In-bundle 
feature importance data on page 22 is unweighted. The rankings of 
trust and enjoyment drivers on pages 8 and 12 were determined by 
using a dual-model regression-based method, which quantifies the 
importance of a series of predictor variables in predicting an 
outcome variable. 

All survey interviews were conducted online, and the data was 
weighted to approximate respective populations of adults based on 
age, gender, race, educational attainment, region, gender by age 
and race by educational attainment. Topline results from the 
surveys have a margin of error of up to +/-2 percentage points.
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