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This infographic contains selected insights from the UPS Europe 2017
Pulse of the Online Shopper study which evaluates consumer shopping
habits from pre-purchase to post-delivery. The 2017 study was fielded
in Q3 2017 and is based on a comScore survey of 6,478 online shoppers
from France, Germany, Italy, Poland, Spain and the U.K. Respondents

made at least two online purchases in a typical three-month period.



Online shoppers are purchasing from international retailers, are using their smartphones

to shop and are turning to marketplaces. Driving these behaviours is the desire for better

prices, unique products and more convenience. To win with today’s avid online shopper,
retailers must evolve to meet their preferences and needs.
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Retail is global

Smartphones gain ground
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57% purchased from an international retailer outside of Europe

TOP CONSIDERATIONS WHEN MAKING AN INTERNATIONAL PURCHASE:
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Marketplaces make inroads The store is still important
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TOP FACTORS FOR DECIDING TO GO TO A PHYSICAL STORE INSTEAD OF ONLINE:
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TOP REASONS FOR PURCHASING ON A MARKETPLACE INSTEAD OF A RETAILER:
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The study, fielded by comScore in Q3 2017, is based on the input
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