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CHAPTER 01

Overview




Use by Gen Z and millennial consumers of selected technologies and
services relative to the COVID-19 pandemic in 2022

Gen Z and millennial shopping habits relative to COVID-19 2022

Shopping behaviors Used before COVID-19  Adopted during COVID-19, use today = Adopted during COVID-19, no longer
use
Contactless payments 31% 36% 15%
Buy Online, Pick-up in Store 34% 33% 13%
Curbside pickup 20% 32% 17%
Purchase via mobile site 41% 30% 13%
Purchase via mobile app 38% 30% 15%
Purchase via desktop 37% 29% 15%
Purchase via social media 24% 28% 15%
Buy Now, Pay Later 23% 27% 16%
Purchase via smart speaker 27% 24% 11%
Livestream shopping 24% 23% 13%
2035 56 percent said hey nad acopted contaciess payment methocs during tne coranavirus and continued to Use e afte the cist. I Contrace. 15 percent said they di 50 dring the sl emergency bt no longer use them. . Beacmare statista ¥a

Note(s): Worldwide; July 2022; 1,000 global shoppers*; * The study was conducted in the following countries: - Americas: Canada, Mexico, and the United States. - Europe: Germany, Italy, the Netherlands, Switzerland, and the United Kingdom - [...]
Source(s): Astound Commerce


http://www.statista.com/statistics/1276845/post-pandemic-change-shopping-habits-generation
http://www.statista.com/statistics/1276845/post-pandemic-change-shopping-habits-generation

Channel in which Gen Z shoppers would do most of their shopping if they
could choose freely in selected countries worldwide in 1st quarter 2023

Gen Z who would shop mostly online vs. offline worldwide 2023, by country

Share of respondents
B Mostly in-store B Mostly online
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

United States
Italy
Australia
Spain
Norway
Germany
Netherlands
Sweden
United Kingdom
France
Belgium
Portugal
Finland

-
5 I Description: As of the first quarter of 2023, Gen Z consumers in all but one of the surveyed countries preferred to do most of their shopping online rather than in-store, with New Zealand being the exception. In the United States, for example, nearly half of the sta t I sta r
respondents said they would do most of their shopping online if they could choose freely. Read more J
Note(s): Worldwide; Q1 2023; 18-26 years
Source(s): Klarna; Nepa


http://www.statista.com/statistics/1394959/gen-z-shoppers-online-vs-instore-preference-by-country

Share of Gen Z mobile shoppers in selected countries worldwide as of
March 2023

Gen Z e-shopper mobile audience share worldwide 2023, by country
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6 Description: Out of the countries examined, Mexico stood out with the highest proportion of Gen Z mobile e-commerce shoppers. As of March 2023, almost three-quarters (72.2 percent) of Mexican mobile shoppers belonged to the young adult demographic aged 18
to 24. While Latin American countries took the lead in Gen Z mobile online shopping audience, the United Kingdom had the lowest share of mobile shoppers within this age range, accounting for only 18 percent. Read more

Note(s): Worldwide; March 2023; 18-24 years

Source(s): Start.io

80%

72.2%

statista %a


http://www.statista.com/statistics/1395854/gen-z-ecommerce-shoppers-mobile-audience-country

Age distribution of visitors to selected online marketplaces worldwide in
May 2023

Share of visitors to selected online marketplaces worldwide 2023, by age

H18-24 M25-34 [135-44 M45-54 M55-64 H65+

Share of visitors

amazon.com ebay.com aliexpress.com mercadolibre.com etsy.com

-
Description: When examining the age demographics of visitors to various online marketplaces, the majority of visitors were individuals aged 25 to 34. Over 30 percent of the aliexpress.com and mercadolibre.com visitor base fell within this age range. Conversely, sta t I sta r
approximately 22 percent of visitors to the global sites of Etsy and Amazon were between 18 and 24. Read more J
Note(s): Worldwide; May 2022; 18 years and older; desktop and mobile devices
Source(s): SimilarWeb


http://www.statista.com/statistics/1395895/distribution-online-marketplaces-visitors-age
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Channel in which Gen Z shoppers would do most of their shopping if they

could choose freely worldwide in 1st quarter 2023,

Gen Z who would choose to shop mostly online vs. offline worldwide 2023, by category

Share of respondents
B Mostly in-store B Mostly online

0% 10% 20% 30% 40%

Entertainment 20%

Clothing & shoes 28%

Erotic materials and toys 16%

Electronics 28%

Leisure, sport & hobby AL 36%

31%
Beauty 33%

. ' ' I 32%
Jewelry & accessories 329

. . ' ' ' 34%
Automotive spare parts or accessories 28%

Pharmaceutical products : : 27%

Groceries 26%

36%
Home & garden : : 2500

; 26%
Children products : : 24%

by category

50% 60%

46%
45%
42%

42%

47% §

58%

9 I Description: As of the first quarter of 2023, the main categories that Gen Z shoppers would mostly shop for online if they could choose freely were entertainment and fashion. On the other hand, Gen Z consumers would mostly shop for in-person groceries,

pharmaceuticals, and home and garden. Read more
Note(s): Worldwide; Q1 2023; 18-26 years
Source(s): Klarna; Nepa

70%

statista %a


http://www.statista.com/statistics/1395173/gen-z-shoppers-online-vs-instore-preference-by-category

Share of Gen Z consumers shopping online on a monthly basis worldwide

in 1st quarter 2023, by category

Gen Z monthly online shoppers worldwide 2023, by category

Share of respondents
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40%
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10 Description: Among the categories listed, clothing and shoes stood out as the most frequently purchased by Gen Z consumers as of the first quarter of 2023, with 65 percent shopping for them monthly. Entertainment and electronics followed closely, with 49 and 45
percent of respondents. Conversely, the category with the lowest frequency of purchases by Gen Z consumers during the same period was home and garden, with only 21 percent of respondents buying products within that category every month. Read more

Note(s): Worldwide; Q1 2023; 18-26 years
Source(s): Klarna; Nepa

60% 70%

65%
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http://www.statista.com/statistics/1395196/share-gen-z-online-shopping-monthly-by-category

Share of e-commerce fashion buyers worldwide as of August 2022, by age
group

Share of online fashion shoppers globally 2022, by age group
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-
11 I Description: At least 82 percent of shoppers worldwide between 26 and 35 years old had purchased fashion online in the previous 12 months, according to an August 2022 survey. This was the age range showing the highest fashion e-commerce usage rate. A relatively Stat I sta rl

lower share of consumers aged 65 or older shopped for clothes via the internet, at 73 percent. Read more
Note(s): Worldwide; August 2022; 5,009 respondents*; active online shoppers in the U.S., UK, France, Germany, and Australia; * Of this total, 3,887 respondents (78 percent) had purchased fashion items online at least once in the previous 12 months.

Source(s): ChannelAdvisor; Dynata


http://www.statista.com/statistics/1375956/share-e-commerce-fashion-buyers-age-group
http://www.statista.com/statistics/1375956/share-e-commerce-fashion-buyers-age-group

Share of e-commerce electronics buyers worldwide as of August 2022, by
age group

Share of electronics e-shoppers globally 2022, by age group
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12 I Description: Digital buyers between 26 and 35 were likelier to shop for electronics online than other age groups. In a worldwide survey from August 2022, up to 38 percent of respondents in that age range had purchased electronic items online at least once in the Stat i r
previous 12 months. Only 24 percent of shoppers aged 65 or older had done so. Read more J

Note(s): Worldwide; August 2022; 5,009 respondents; active online shoppers* in the U.S., UK, France, Germany, and Australia; * Who had purchased items online at least once in the previous 12 months. The source did not specify how many of the [...]
Source(s): ChannelAdvisor; Dynata


http://www.statista.com/statistics/1375967/share-e-commerce-electronics-buyers-age-group
http://www.statista.com/statistics/1375967/share-e-commerce-electronics-buyers-age-group
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Leading channels where Gen Z consumers begin their shopping journey
worldwide in 1st quarter 2023

Top channels Gen Z began their shopping journey worldwide 2023

Share of respondents
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Online store . . . . . . . . 4-54%
Search engine . .40%
Physical store . . . . . . | 35%
Social media . .30%
Browsing websites or apps . . . . . | 30%
Talking to family, friends and acquaintances . . . 20%
Online marketplace .20%
Price comparison service . : 15%

Physical magazines or other media publications 7%

-
14I Description: In the first quarter of 2023, the shopping journey of Gen Z consumers began predominantly in online stores, as reported by 44 percent of respondents. Following closely behind were search engines, mentioned by 40 percent of respondents, and physical Sta t I sta r
stores, cited by 35 percent. It is worth noting that digital channels accounted for four out of the top five most popular choices among consumers. Read more J
Note(s): Worldwide; Q1 2023; 18-26 years
Source(s): Klarna; Nepa


http://www.statista.com/statistics/1395020/popular-channels-for-gen-z-to-start-shopping

Share of Gen Z consumers who discovered new brands and products via
selected sources worldwide in 2022

Sources of brand and product discovery among Gen Z worldwide 2022

Share of respondents
0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20%

Endorsements by celebrities or well-known individuals 19%§

Posts or reviews from expert bloggers

Vlogs

Ads on music-streaming services

Ads/sponsored content on podcasts 13%:
-
15 I Description: A 2022 survey revealed that celebrity endorsements or well-known individuals topped the list as the preferred choice for Gen Z consumers to discover new brands and products, with 19 percent of respondents. Posts or reviews from expert bloggers came Sta t I sta r
in second place among the mentioned options, with 18 percent of those surveyed, followed by vlogs and ads on streaming music services, both with 16 percent. Read more J

Note(s): Worldwide; Q3 2022; 57,568 respondents; 16-25 years
Source(s): GWI


http://www.statista.com/statistics/1395608/gen-z-brand-product-discovery-sources

Share of Gen Z consumers who looked for more information about brands,
products, or services via selected sources worldwide in 2022

Sources for pre-purchase research among Gen Z worldwide 2022

Share of respondents
0% 5% 10% 15% 20% 25% 30% 35%

Mobile apps 30%

Video sites

Micro-blogs (e.g. Twitter)

-
16 Description: A 2022 survey highlighted mobile apps as the top preference for Gen Z consumers seeking additional information about brands, products, or services, garnering 30 percent of the respondents. Video sites secured the second spot among the listed choices, I r
with 26 percent of those surveyed, followed by micro-blogs and vlogs, each with 18 percent. Read more J

12%

Note(s): Worldwide; Q3 2022; 57,568 respondents; 16-25 years
Source(s): GWI


http://www.statista.com/statistics/1395628/gen-z-brand-product-discovery-sources

Online shogging distribution by Gen Z consumers worldwide in 1st
quarter 2023, by device

Share of online purchases by Gen Z worldwide 2023, by device

mTablet 9%

mMobile phone 46%

Computar 45%

Description: In the first quarter of 2023, mobile phones were the most popular device for online shopping by Gen Z consumers, with a usage share of 46 percent. Computers were the next most used device to purchase online amongst Gen Z buyers, with a slightly
lower usage rate than mobile phones at 45 percent, while Tablets represented just 9 percent. Read more

Note(s): Worldwide; Q1 2023; 18-26 years

Source(s): Klarna; Nepa
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http://www.statista.com/statistics/1395083/devices-online-shopping-gen-z

Main benefits of online stores according to Gen Z shoppers worldwide in

4th quarter 2022

Benefits of online stores according to Gen Z consumers worldwide 2022

Easier to compare price

It saves me time

Wider assortment of products
More payment options

Lower prices

Better product information

Best information about sustainability of the product
Best inspiration

Best overall shopping experience
Easiest returns process

Better customer service

More secure payments

Better social interaction

10%

20%

Share of respondents

30%

40%

50%

| 46%

60% 70%

73%
73%
65%
B
59%

18 I Description: According to a 2022 survey, nearly 80 percent of Gen Z consumers worldwide listed the ease of comparing prices and saving time as the main benefits of online stores. The survey also revealed that Gen Z shoppers appreciated online stores' wider

assortment of products, more payment options, and better product information. Read more
Note(s): Worldwide; Q4 2022; 18-26 years
Source(s): Klarna; Nepa

80% 90%
79%
79%

77%

statista %a


http://www.statista.com/statistics/1395153/benefits-online-stores-gen-z-consumers

Most common reasons for making unplanned purchases online among
Gen Z consumers worldwide in 2022

Top reasons for online impulse purchases by Gen Z worldwide 2022

Share of respondents
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

To take advantage of sales/deals 43%
To treat/reward myself
It's fun to buy/discover new things

| didn't want to miss out (e.g. limited time offers)

36%

-

19 I Description: When asked about their main reason for making unplanned purchases online, 43 percent of global Gen Z shoppers mentioned wanting to take advantage of sales and deals. Meanwhile, 39 percent said wanting to treat or reward themselves. The third Sta t I sta r
prominent factors were the excitement of discovering new items and the convenience of the online checkout process, each cited by 37 percent of Gen Z participants. Read more J
Note(s): Worldwide; August 2022
Source(s): GWI


http://www.statista.com/statistics/1395726/gen-z-unplanned-online-purchases-main-reasons

Options that would most increase the likelihood of Gen Z consumers
buying a product online worldwide in 2022

Online purchase drivers among Gen Z worldwide 2022

Share of respondents
0% 5% 10% 15% 20% 25% 30%

Lots of "likes" or good comments on social media 24%

Click & collect delivery

Exclusive content or services

Option to use "buy" button on a social network

14%

-
20 I Description: In a 2022 global survey, nearly a quarter of Gen Z consumers said that "likes" or good comments through social media would increase their likelihood of buying a product online. The second most influential factor was click-and-collect delivery, with 17 r
percent of respondents, followed by exclusive content. Read more J

Entry into competitions

Note(s): Worldwide; Q3 2022; 57,568 respondents; 16-25 years
Source(s): GWI


http://www.statista.com/statistics/1395679/online-purchase-drivers-gen-z
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