E-Comm + Moms:
How Women Are Shopping

Mothers decide the majority of household spend,
determining the direction—in large part—of consumer
spending within our economy. So, to understand her
is to understand what is working, what is not, where .
opportunity lies, and how to stay ahead of change. With this critical consumer’s
importance as a focus, we have conducted our second annual survey of her
online shopping behavior. In this infographic, we offer the top highlights of

our study, plus the comparison to how behaviors have or haven’t changed

over the last year.

TREAT YOURSELF fe & CONVENIENCE

Regarding what they are buying online, moms replied IS QUEEN

that they had purchased within the following categories: When asked why they

choose e-commerce,

2018

Clothing, Shoes & Jewelry 86% our community said:
Beauty, Cosmetics & Skincare 81% 74% Variety of Products
Electronics 68% R
Personal Care o 74% It’s ‘Ea/sy‘
Toys 59% 617 Prqdugt P|scovery
Anything Hard to Find 57 ©  62%in 2018

- - -Sh
Books “ )l 59% OneiopShop
Household Staples 45% :

599% Product Reviews

Pet 0 7% n 2018
Sports & Outdoors 9% 57% :S‘Efa‘e‘d;ggDellvery
Food & Grocery 44% Lack of Time
Baby 34% 44% in 2018

IT’S LIFE CHANGING

Mothers described how online shopping has changed the game:

“| can find things | never knew about. | have a “| shop way more online since
larger variety to choose from. The biggest change having my daughter. It's easier
is being able to have items delivered to me. So because | don’t have to leave
much easier all the way around!” the house with a toddler.”

“I can use my time doing other things since it is so convenient. | can add things to my
list as | think of them or find them and buy when | can. | usually make at least 3 to 4
purchases a month. | am more organized and prepared and ahead of schedule.”

TRULY, THEY LOVE AMAZON SHIP IT, PLEASE, AND
FREQUENTLY
o
99% 70% 64% remarked that they will make
of moms surveyed are Amazon their next Amazon purchase within
shop on Amazon, Prime Members, tﬁheﬁw‘eek | N
up 2% over 2018 up 9% over 2018 For 2018 that number was 57%
32% of moms responded that they
shop on Amazon several times a week
SHE HEADS TO AMAZON FIRST, That is a 4% increase over 2018
BUT BRICK AND MORTAR IS e
GROWING TOO THE E-COMM MOM = THE
439 SMARTPHONE SHOPPER
When asked— amazon °
generally A"!az"’ﬂw o On mobile, moms reported acting on
speaking— | e e the following behaviors first:
2’: E:Ztrcv‘::.‘rs\ ﬂ 28%. 6‘ % go. f?‘ljfgctly to Amazon
shopping, our 1 Ph:y5|‘c’a/’| V,St°':\eu; N
community | (up from 24% in 2018) 22% choose a Search Engine
responded: 18% (2018 was 26%)
Search Engine 15% enter the brand’s website
(down 39 C (2018 was 21%)
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