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INTRODUCTION
Consumers are becoming more deliberate about their 
spending in 2023. There is a noticeable decline in fashion 
related expenses, and an elevation in electronics. Many 
shoppers are also taking advanatge of EOFY discounts 
and tax-deductable purchases for products such as 
laptops, phones and business-related items this year.

Increasingly, consumers’ purchase habits are leaning 
towards marketplaces. This shift also shows shoppers 
preferring more delivery choices.

Positive post-purchase experiences, including more 
convenient delivery options, parcel collection, returns, 
and refunds processes, are also paramount. Retailers 
that exceed expectations after order placement - and 
communicate the right options on-site - stand to 
reduce cart abandonment and raise long-term customer 
retention.

HUBBED and Power Retail delve into the latest data with 
yearly trend insights into consumers’ expectations of 
delivery, flexibility, sustainability, and much more in this 
2023 report.
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Where Do the Survey 
Respondents Live?

This year, 78% of respondents 
classify their location as city and 
22% as regional.

Survey respondents included around 30% from NSW and VIC, 
18% from QLD, and smaller numbers (less than 10% each) from 
other states.

Which State or 
territory do you

live in?
2021 2022 2023

How would you 
classify your 
address?
2021  2022  2023

7%

11%

32%32%

26%26%

20%20%

31% 30%

18%

2% 2% 2%

9%
8% 8% 9%

3%
2% 2%

NSW VIC QLD ACT SA WA

1% 0% 0%

NT TAS

67%

34%

27%

66%

78%

22%

City Regional
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66% of survey respondents are under 45 this 
year, while more males (65%) than females 
(33%) have taken part. Approximately 3% 
identify as non-binary or “other”.

What Are
Their Ages and 
Identities?

Do you 
identify with?

2021 2022 2023

What is your 
current age?

2022 2023

2%

7%

18%

26%

20%

14%
13%

1%

6%

30% 29%

15%
13%

7%

Under 18 18-24 25-34 35-44 45-54 55-64 65+

50% 50%

36%

63%

0% 1%

65%

33%

2% 1%

Male Female Non-binary Other

The Rise of Delivery Choices 4



Consumers 
Are Seeking
Convenience

Have you ever used aN OOH (Out of Home) 
SERVICE to collect an online order?

38%

24%

38%

Yes

No

I’ve never picked up a parcel from 
a collection location apart from a 
post office

64%

36%

Yes No

2022

2021

2023

64%

36%

Yes No

OOH (Out of Home) parcel collection and sending methods gained 
notable momentum in the post-omicron period of returning to 
physical workplaces.

From 2021 to 2022, the percentage of consumers using OOH (Out of 
Home) services leapt from 38% to 64%. That figure remains steady 
in 2023 as consumers continue to seek convenience in their digitally- 
cemented buying behaviours.
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2021

2023

2022

100%

Yes No

91%

9%

Yes No

12%

88%

Yes No

45%
55%

Yes

No, I collect from 
locations (eg. 
pharmacy or 
newsagent) that 
I have been to 
before

50%50%

Yes

No, I collect from 
locations (eg. 
pharmacy or 
newsagent) that 
I have been to 
before

Digital Buying 
Habits Are the 

New Normal

More Awareness,
More Benefit to Local 
Community Retailers

While the percentage of online shoppers has 
plateaued in the two years post-pandemic, almost 
9 out of 10 (88%) have purchased online in the last 
three months.

This high proportion of digital buyers shows that 
habits formed during lockdowns are here to stay.

As consumers become more aware of OOH (Out of Home) services, they 
are also exploring their options for collection locations. Half of them used 
collection points they had never visited before in 2023 - an increase of 
around 5% from 2022.

These services benefit consumers - and local community retailers that may 
not usually see this extra foot traffic through their stores.

Other than food delivery 
options such as Uber
Eats, have you made an 
online purchase in the 
last 3 months?

When collecting your 
parcel from a collection 
point, has this ever been 

the first time you have
been to that particular

location?
2023
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Have you made an online purchase in the lead up to or
during these specific periods?

Cost-of-living pressures and rapid inflation 
saw consumers taking particular advantage 
of the 2023 EOFY sales, with 65% making 
an online purchase in the lead-up or during 
these sales. EOFY sales also saw the biggest 
increase of 7%.

The popularity of traditional sales periods 
is shifting in 2023. Although last year’s 
Christmas / Holiday sales period show the 
most engagement (with 79% of shoppers 
buying online), it also showed the second- 
largest drop of nearly 9%, following Click
Frenzy at a 13% decline vs the previous year.

Are We Seeing 
the Great 

Reshuffle
of Shopping

Habits?

Additionally, sales grew for Black Friday, Cyber 
Monday, Valentine’s Day and Singles’ Day.

Consumers’ buying habits are reshuffling in
response to economic conditions. More considered 
purchase decisions mean that shoppers are
prepared to wait for bargains. Therefore, retailers 
should examine their sales data to anticipate
and capitalise on the periods that are now most 
favoured by their consumers.

Additionally, those that ensure consumers have 
access to extended delivery choices, such as OOH (Out 
of Home), during these key purchasing events have the 
potential to drive sales results even further.

2022 2023

40%

23%

70%

18%

42%

56%

65%

32%

4%

49%

26%

79%

16%

55%

52%

34%
39%

21%
15%

3%
4%

58%

50%

Fathers Day

Mothers Da y

Click Frenzy

Valentine's Day 

Christma s / Holiday period

Cyber Monday

Black Friday

Singles' Day

Afterpa y Day

Othe r online sales event

End of Financial Year sales

Othe r
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It’s no secret that the Fashion & Accessories 
product category has been hit hard in 2023. 
Last year, shoppers made the most of 
dressing up and getting out as lockdowns 
and social distancing lifted. This year, less 
available cash means foregoing the latest 
fashions for many.

Fashion & Accessories see a 20% drop 
(down to 55%) in products most often 
bought online this year, with Health & 
Beauty also tumbling 13% (to 32%).
Retailers in these industries should refocus 
on the end-to-end shopping experience to 
regain some ground here.

Electronics took the top spot at 69%, 
jumping 16% over last year, while Home 
& Office remained relatively steady at 
51%. As buying behaviour becomes more
deliberate, Aussies seem to have taken extra 
advantage of tax-deductible items, such as 
laptops, phones, and other business-related 
electrical products, during the EOFY sales.

The Time to
Look Fine Is in 
Decline

Marketplaces 
Make Their
Mark in 2023

Marketplaces, such as eBay and 
Amazon, are where Australians 
purchase from the most online 
at 85%, gaining around 10%
and taking the crown from
multichannel retailers, such as
Kmart and Myer, versus last year. 
This emerging preference comes 
at the expense of multichannel 
retailers (68%), online-only / pure 
plays (49%), and independent
retailers (at 35%).

This year’s tightening of household 
budgets looks to play a pivotal role 
here as shoppers use marketplaces 
to save on separate delivery costs 
and seize additional discounts and 
deals.

By enhancing each part of the
online journey, including offering 
extended delivery options and
creating memorable post-purchase 
experiences, marketplaces and
merchants alike can command their 
shoppers’ attention (and retention).

What kind of websites do you 
most often purchase from?

2022 2023

75%

21%

38%

45%

53%

35%

55%
49% 51%

19%

36%
32%

69%

23%

6%  5%

Fashion &
Accessories

Home &
Office

Kids or Pets Other

2022 2023

85%

68%

49%

35%

5%
2%

75%

79%

56%

48%

Marketplaces (eg. eBay, 
Amazon)

Large multichannel retailers 
(eg. Kmart, Myer)

Online only retailers 
(eg. The Iconic)

Smaller, independent 
retailers

Other
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When do you do most of 
your online shopping?

2022 2023

Want Your Consumers’
Attention? Weekday Evenings 
See More Eyes Online
Aussies love to unwind after work with a bit of online 
shopping. An overwhelming 47% of consumers say 
weekday evenings are their favourite time to buy online. 
As many settle back into office environments, it’s 
unsurprising that all other weekday times are decreasing 
in popularity, with middle-of-the-day down to 13%, 
mornings at 4%, and before work at a tiny 1%.

This data provides some interesting insights. Firstly, 
most consumers are busy with their work lives during 
weekdays. So retailers offering alternative delivery 
options such as after office hours and on weekends can 
better cater to their consumers’ availability. Secondly, 
while all retailers should inspect their specific audience 
metrics, weekday evenings may be the right time to get 
more eyes across their products. It may be wise to review 
advertising spend for these hours when consumers are 
more attentive.

8%

18%

5% 5%
2%

6%

14%

46%

10%

20%

1%
4%

13%

47%

Weekend – Weekend – Weekend – Weekday – Weekday – Weekday – Weekday –
Morning Middle of the Evening Before Work Morning Middle of the Evening

Day Day
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Thinking about your online shopping in the last 
year, did you experience any of the following

(at least once)?
The Last Mile Makes a 
Lasting Impression
- Could it Be Your
Point of Difference?

After several years of supply chain turmoil, 
conditions are finally improving. Although  
nearly 58% of buyers said they had experienced 
parcels taking longer than expected after order
placement, this figure has dropped by 15% since 
last year.

Issues with parcels going missing within carrier 
networks also declined in 2023 (by an average 
of 3%), while challenges such as deliveries sent 
to the wrong address, item thefts, and returns 
to delivery depots when nobody was home saw 
slight increases (of around 1% on average).

Additionally, nearly a third of consumers (29%) 
said collecting their parcel from a post office 
was inconvenient.

Retailers should consider the most reliable and 
accessible options for their consumers, such as 
OOH (Out of Home) locations, to ensure the last 
mile makes a lasting impression (for the right 
reasons).

23%

58%

12%

10%

12%
10%

28%
29%

8%
10%
10%

3%
2%
3%

27%
28%

12%
13%

17%

73%

17%

13%

25%

65%

14%

19%

18%

None of the above

Parcels to ok longer to be delivered 
than stated when order was placed

Parcel we nt missing, was traced and 
eventually delivered

Parcel we nt missing, a replacement was 
sent by the retailer

Parcel we nt missing and was never 
delivered

It was inco nvenient for me to collect my 
parcel from a post office

Parcel was delivered to the wrong 
address

Parcel was delivered, but stolen

Parcel was taken back to the depot 
because no one was home

I had to book re-delivery for a missed 
parcel

2021 2022 2023

9%
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When you choose same-day 
delivery, do you actually 
need it on the day?

2021  2022  2023

If you have picked up an online order from 
a collection point or locker
located within a local retailer, did you 
make another purchase from that retailer 
at the time of pick up?

2021  2022  2023

28%

48%

24%
29%

43%

21%

7%

29%

42%

23%

6%

Yes No, I usually need 
the parcel within 2-3 
days

No, it’s more of a 
guarantee that 
the parcel will 
actually arrive

Other

9% 9%

21% 22%
27%

34%

4%
7%

42%

24% 22%

5% 5%

19%

49%

Yes, always Yes, often

parcel

Yes, occasionally No, I just collected No, I have never
the online order /  picked up a parcel

from a collection 
point or locker 
located within a 

local retailer

Notably, 42% require their parcels to arrive within 2-3 days, while 23% 
select this option primarily for the perceived assurance of delivery. As 
a result, a total of 65% opt for same-day delivery without a genuine 
requirement.
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Given the supply chain issues experienced in recent years, it’s no wonder 
consumers are choosing same-day options that provide more certainty 
over delivery time.

In 2023, about half (49%) of consumers collecting parcels from an OOH (Out of Home) point or 
locker within a local retailer are only there to pick up their items.

On the other hand, 29% say they always, often, or occasionally make another purchase when 
collecting from that retailer. While this shows a drop of 10% since 2021, it may be another sign 
of more deliberate buying behaviours.

Merchants offering additional services, such as parcel pick up or drop off, can take up the 
opportunity to upsell or cross-sell.

Australians’ Need for Speed 
Is All About Certainty

Collection Points Can 
Re-Convert Buyers



For a high value item, please order the below preferred 
delivery methods in order of preference: 2022

For a high value item, please order the below preferred 
delivery methods in order of preference: 2023

HIGH MEDIUM LOW

HIGH MEDIUM LOW

100%
90%

80%

70%
60%

50%
40%

30%

20%
10%

0%
Delivered to your home with 

signature on delivery
Left outside your home without 

a signature
Left at a secure collection 

point

100%
90%

80%

70%
60%

50%
40%

30%

20%
10%

0%
Delivered to your home with 

signature on delivery
Left outside your

home without a signature
Left at a secure collection 

point

Those who cater to 
their consumers’
availability to receive 
or pick up parcels
can use this aspect
of the post-purchase
experience to increase 
share-of-wallet.

73% of consumers say their number one preference 
is to have parcels delivered to their homes with a
signature-on-delivery method. 14% prefer using 
a secure collection point, while only 13% want
packages left outside the house without a signature 
(unsurprisingly, with theft of unattended parcels still 
a concern in 2023).
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These figures have mostly stayed the same since
last year and emphasise the need for retailers selling 
high-value items to offer consumers a range of
delivery and collection options.



Which delivery company do you 
believe provides the best

service?

4%
5%

7%

4%
3%

2%

4%

1%
0% 0%

UPS

26%

21%

2%

45%

42%42%

6% 6%

1% 1% 1% 1% 1% 1%

7%

1% 1%
2%

14%
12%

30%

1%
2% 2%

3%

1%

Austr alia Post Amazon Aramex / 
Fastway

Couriers Please DHL Fedex Sendle Shippit Star track TNT Toll Global Express Unsure

Amazon is
gaining ground 
for first place
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Amazon is gaining ground in the race for first place. The marketplace, which only launched in Australia in 2017, is seen 
by 30% of respondents as the top performer, jumping 9% from last year.

Interestingly, (12%) shoppers are unsure who provides the best delivery service.

2021 2022 2023



71%

29%

Yes No

68%

32%

Yes No

2022

2023

Have
you ever 
returned an 
item
you bought 
online?

Online Returns Are
Here to Stay

More than two-thirds of consumers 
(68%) have returned an item they 

purchased online, only decreasing by
3% since last year.

Returns are necessary for doing 
business online and are here to stay.

If your delivery cost was cheaper 
or FREE if you picked up from a 

collection point,
how likely is it that you would

use that service?
2022 2023

50%

52%
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33%

32%

7%

7%

2%

2%

7%

8%

Highly Likely

Likely

Unlikely

Highly Unlikely

Unsure

Pick Up Is Appealing
- Particularly when 
the Price Is Right
An enormous 84% of shoppers say they’re likely or highly 
likely to use a collection point when it’s cheaper than 
delivery or free.

As wallets continue tightening, retailers should make 
consumers aware of ways to reduce overall costs, such as 
OOH (Out of Home) or collection points.



After making a purchase online, 
what would be your preference of 

where to drop
off your parcel?

2022 2023

Typically when you return 
online purchases, how

would you rate the returns
experience?

2022 2023

3%

19%

19%

40%

27%

10%

4%

43%

26%

7%

Very difficult

Difficult

Ok

Easy

Very easy

Offer Options to Make 
Returns Convenient Make Returns a Reason for 

Shoppers to ReturnShoppers’ preferences show that 52% surveyed would 
prefer to drop off returns at OOH (Out of Home) locations, 
such as a convenience store or newsagent.

Retailers can prioritise their consumers’ convenience by 
offering a range of return options.

Only 37% of shoppers say it’s easy or very easy to return online purchases. 
Although this figure has lifted 4% since 2022, many retailers still have work 

to do. 22% of consumers still see returns as difficult or very difficult.
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Product returns are a critical component of the post-purchase experience. 
Retailers should make returns as easy as possible for shoppers, giving them 

another reason to become loyal, long-term consumers.

61%

22%

17%

52%

26%
22%

Drop off at returns point (eg. 
convenience store, 

newsagent etc)

Wait for courier Drop off at retailer's 
physical store



95%

5%

Yes No

94%

6%

Yes No

82%

4%

14%

Yes No Unsure

79%

8%

13%

Yes No Unsure

2023

2023

2022

2022

If you knew that a retailer 
refunded the moment you

dropped off a returns parcel, 
would you be more likely to

buy from them?

Would you prefer to return to a 
pick up/drop off point if it was Cheaper 

than returning the item by post?

Fast Refunds Can 
Accelerate Sales
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Four out of five (79%) shoppers are more 
likely to buy from a retailer that provides 
refunds the moment their return is lodged 
at an OOH (Out of Home) location. This 
figure reveals a significant opportunity for 
retailers to boost sales by offering faster 
refunds.

Cost Is a Concern - 
Even for Returns
An overwhelming 94% of consumers want 
to use OOH (Out of Home) locations to drop 
off their returns if that method is cheaper 
than returning by post. This preference has 
remained relatively consistent over the past 
two years.



23%

36%

41%

2022

Yes  No  Unsure

25%

43%

32%

Yes  No  Unsure

2023

If an online
retailer stated the 
volume of
carbon emissions 
generated with
each of their
delivery options, would it 
impact your choice of
delivery when 
purchasing?

Would you like
online retailers to 
label delivery methods 
with
low emissions as “low 
carbon” on their 
check out pages to 
help you choose the 
most carbon friendly 
options?

2022  2023

45%

23%

38%

29%

33% 33%

Yes No Unsure

Clarity of Carbon- 
Friendly Delivery 

Options Can Create
Connections

Stating carbon emissions 
generated when selecting 

delivery choice has an
influence on the consumer

More than a third (38%) of shoppers 
want to see sustainable delivery options 
at the checkout. While this figure has 
declined about 7% since last year,
possibly indicating costs becoming a more 
immediate concern in 2023, another third 
(33%) of shoppers are unsure if they want 
retailers to highlight delivery methods with 
low-emission options.

By educating consumers about OOH (Out of 
Home) options, retailers stand to create 
stronger connections and help those 
“unsure” consumers become socially-
conscious advocates.

Sustainability is still an 
influencing factor this year. 
2% more shoppers in 2023 
vs 2022 say that if delivery 
options stated the related 
carbon emissions generated, 
it would impact their choice.
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82%

18%

Yes No

49%

18%

33%

Yes  No  
Unsure

45%

22%

33%

Yes  No  
Unsure

2021

2022 2023

Would you like 
more retailers to 
deliver
parcels to pick 
up/drop off
points, to help 
reduce carbon 
emissions?

Which do you 
think creates less 

overall
C02 for parcel

delivery?

2022 2023

15%

54%

31%

14%

49%

37%

Home 
Delivery

Collection 
Point

Unsure

Awareness of OOH’s 
Environmental
Impact Is Rising

Shoppers Say “Yes” 
to Reducing CO2

Consumers are becoming more aware of the 
positive environmental impact of OOH (Out of 
Home). 54% agree that collection points reduce 
overall parcel delivery CO2 emissions.

While the number of consumers who are unsure of 
what reduces CO2 has decreased by 6% since last 
year, the total 31% figure shows that retailers can 
further educate their consumers.

Nearly half (45%) of shoppers would like to help 
reduce CO2 emissions by having retailers deliver 
parcels to OOH (Out of Home) locations.
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36%

22%

Yes No Mayb e

34%

66%

Yes No

19%

58%

24%

Yes  No  Unsure

Did you know
that picking up
or dropping off a 
parcel from a pick 
up/drop
off point is more 
sustainable for the 
environment than home
delivery?

2023 20232022

42%
2022

Would you pay slightly more (up to $2) to ensure your item was 
delivered to a sustainable collection point (with lower
carbon emissions) rather than to your home (with higher carbon 
emissions)?

Sustainable Options (Minus the Cost) Can 
Help Retailers Connect with
Consumers

Shoppers Know About
the OOH Impact

While last year, over a third (34%) of shoppers were happy to pay up to $2 more for 
deliveries to a sustainable collection point, only 19% want to foot the bill in 2023.

Cost-of-living concerns are taking their toll as consumers prioritise savings over 
sustainability.

However, if retailers can provide environmentally-friendly delivery options without 
additional cost, they can gain the long-term loyalty of consumers who value 
sustainability - well beyond immediate economic issues.

Again we see consumers’ awareness of OOH’s 
(Out of Home) positive environmental impact 

expanding in 2023. 57% of shoppers now 
know that OOH is a more sustainable choice 

than home delivery - a massive 15% leap
over last year.

Yes No Mayb e

57%
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24%

35%

41%

Yes No Sometimes

22%

41%

37%

Yes No Sometimes

15%

85%

Yes No

17%

83%

Yes No

Would an e-commerce store that offered reduced C02 / 
lower carbon emission delivery options influence your 

decision on whether you would buy from them?

Have you ever 
had a parcel
stolen from your 
property?

2023

2023

2022

2022

Most Shoppers Want
to Make an Impact (but 
Without the Cost)

Even when sustainability isn’t front-of-mind, 59% of 
consumers will sometimes or always be influenced to 
buy from an online retailer that offers delivery options 
with lower carbon emissions.

Most shoppers still want to make a positive 
environmental impact - just not on their dime.

Parcel Theft Is On 
the Rise

Several studies have shown that parcel theft is rising 
again in 2023, and the latest data confirms this. Around 
2% more consumers have had a parcel stolen from 
their property in 2023 (17%) vs 2022 (15%).
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Do you have a safe spot outside your home – a spot that does 
NOT pose risk of theft – for your online shopping parcel/s?

Do you ever worry about your parcels being stolen, if 
they are delivered to your home when you are absent?

2021

61%

40%

Yes No

2022

63%

37%

Yes No

2023

70%

30%

Yes No

2021
55%

45%

Yes No

2023 48%52%

Yes No

2022

58%

42%

Yes No

Not Everyone Has a Safe 
Place for Parcels to Be 
Left

Concern Over Parcel 
Delivery
Theft Is Climbing

Only around half (48%) of shoppers have a safe place 
outside the home for their parcels to be left.

If retailers offer secure delivery options such as OOH 
(Out of Home), they can improve delivery confidence 
with this substantial number of consumers.

As the risk of parcel theft increases in 2023, so does 
shoppers’ concern.

70% of consumers now worry about stolen parcels 
when they are not home to receive them. That’s around 
a 7% jump over the 2022 figure and 9% over 2021.
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Thinking about when you place an
online order, does the fear of parcel 
theft influence where and how you
choose to get your parcels delivered?

2021 2022 2023

12%
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17%

24% 22%
19%

4%
8%

11% 11%
9%9% 10%

2% 2% 2%

45% 47% 46%

Yes, so I generally 
choose to get my 

parcels delivered to 
my wor kplace

Yes, so I generally 
choose to get my

the post office

Yes, so I request 
signature-on-delivery

parcels delivered to or for my parcel to be
re-delivered to the 

post office if I am not 
home

Yes, if I have the 
option, I choose to 

get my parcels 
delivered to a local 
collection point.

Yes, so I generally  No, I still choose to 
prefer to collect my  get my parcels 
orders in-store if delivered to my home

possible

Fear of Parcel Theft 
Impacts Delivery
Decisions

We know the majority of consumers are worried about parcel 
theft, and unsurprisingly, 54% say that fear influences where 
they choose to have parcels delivered.

Of those shoppers, 22% request a signature on delivery, and 9% 
receive parcels at their workplace. Interestingly, even though the 
Post Office is the most trusted collection location, only 11% have 
packages delivered there. It seems trust doesn’t always align with 
convenience.

Almost 10% of shoppers will choose a collection point, and this is 
the only figure to rise three years in a row.



59%

41%

Yes No

Would you shop online 
more if you had options 
to ensure the security 
of your parcels?

2021

63%

37%

Yes No

2023
Yes No

36%

2022

64%

Safe Delivery
Creates a Sound 
Opportunity

Almost two-thirds of consumers (63%) would shop online more if 
they had options to ensure the secure delivery of parcels.

This data has remained relatively consistent for the past three 
years, highlighting the power of choice. Online retailers offering 
additional, safer delivery options have a sound opportunity to 
meet customer demands and sell more.
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The Convenience 
of Collection
Is Increasingly 
Irresistible

47%

18%

35%

53%

17%

30%

54%

19%

28%

Yes I would prefer to pick up  Yes I would prefer to pick up on 
after work on weekdays weekends

No

68%

18%

32%

20%

39%

5%

69%

15%

29% 27%

42%

3%

It’s more 
convenient to 
pick up my 
parcel from 
somewhere 
that’s close to 
me at a time 
that suits me

I prefer a more 
sustainable 

delivery option

It’s faster than 
delivery

I don’t have a  It’s cheaper than 
safe place for my delivery 
parcels to be left
if I’m not home

If the option was available, 
would you prefer to pick up 
your parcels from a location 
near your home outside of
business hours?
2021  2022  2023

Other

Convenience,
Cost, and Security 
Are Crucial for
Consumers

Almost three-quarters of shoppers (73%) want 
to pick up packages from a location near their 
home in 2023 - an 8% increase over 2021.

54% prefer collecting parcels after weekday 
work, while 19% say weekends are the best 
time.

The number of consumers who don’t prefer 
parcel collection is declining, dropping around 
7% over the last three years.

Overwhelmingly, convenience is the number 
one reason (at 69%) that consumers want to 
collect parcels from a location near their home 
outside business hours.

Price again plays an important role. In 
2023, 42% of surveyed shoppers express a
preference for collection points as it’s cheaper 
than delivery, which is an increase from
39% in 2022 - while around 7% more say the 
security of OOH (Out of Home) gets their tick of 
approval.

What are some of the reasons 
that you would choose to use 

parcel collection location
/ or Click & Collect as a

delivery option?
2022  2023
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Retailers Still 
Aren’t Offering 
the Best
Delivery Options

Despite most consumers preferring to 
collect parcels outside of work hours 
when the option is available, 70% still 
say their preferred delivery location is 
their home.

This data suggests that retailers are 
still not offering the delivery options, 
including the most convenient times, 
that their consumers want.

Have you ever abandoned your 
cart for any of the following 
reasons?

2022 2023

Retailers
Picking Up Their 
Game Can Drive 
Down Cart
Abandonment

Shoppers’ attitudes towards shipping haven’t 
changed much over the last two years. 88% 
abandon carts due to high shipping charges, 
and 38% say slow shipping will see them 
quickly navigate away. Nearly a quarter (23%) 
also say a lack of Click & Collect options will 
give them cause to pause.

Retailers should pay close attention to what 
consumers are saying. While the cost of 
delivery influences cart conversion the most, 
the speed and convenience of shipping options 
are also decisive factors. Merchants can drive 
down cart abandonment by focusing on these 
elements of the post-purchase experience.

34%

38%

0%

10%  10%

36%
34%

5% 5%

13%  13%

1%

Click and 
collect at the 
physical store 
of the website

Delivery 
to home 
(signed)

Other

What is your most preferred 
delivery location?
2022  2023

90%

22%

40%

4%

88%

23%

38%

4%

Shipping cost was too 
high

No cli ck and collect 
offered

The shipping was too slow, or 
there was a notification about 

delivery delays

Other
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OVERVIEW
This report covers considerable detail about consumer expectations. 
With yearly data overlaid, meaningful trends emerge, such as 
product category demand shifts and changes in sustainability 
priority due to cost-of-living pressures and other factors.

Retailers can revise their strategies with the following key insights 
and trends in mind:

• Online shopping habits have become cemented. Despite shoppers 
flocking back in-store, 88% are still purchasing online, with little 
change to this figure over the last two years.

• Product categories have significantly shifted this year. Demand 
for fashion has fallen by 20% while electronics saw an elevation 
of 16%, likely due to the cost-of-living crunch. Additionally, more 
deliberate purchasing decisions saw shoppers taking advantage 
of EOFY sales for tax-deductable items such as electronics.

• Consumers are leaning more towards marketplaces this year. 
85% say marketplaces are where they purchase from the most 
online as those with tightening household budgets look to save 
on separate delivery costs.

• 47% say weekday evenings are their favourite time to buy online. 
Retailers can take this cue to offer flexible delivery and OOH (Out 
of Home) arrangements outside standard office hours, catering 
to customer availability.

• Although supply chain issues are easing in 2023, 65% of 
shoppers opt for same-day delivery options to increase the 
certainty of delivery times.

• Parcel theft is on the rise again, and 70% of consumers worry 
about stolen parcels when they are not home to receive them - 
7% more than in 2022 and 9% over 2021.

• Signature-on-delivery is the preferred option for 73% of shoppers 
ordering high-value items. However, retailers can still offer more 
convenient options to those away from home during weekdays, 
such as OOH (Out of Home), for safe delivery of items.

• Fast refunds make 79% of consumers more likely to make repeat 
purchases. Retailers can use OOH (Out of Home) locations to offer 
instant refunds and boost customer loyalty.

• Sustainability is still an influencing factor, with 2% more 
shoppers this year saying that if delivery options stated the 
related carbon emissions generated, it would impact their choice. 
15% more than last year also know that OOH (Out of Home) offers 
better sustainability than home delivery.

• Convenience is critical in the last mile. Almost three-quarters of 
shoppers (73%) want to pick up packages from a location near their 
home in 2023 - an 8% increase since 2021.

• Shoppers are quick to click away when delivery costs are 
high, speeds are low, and convenient options such as Click &
Collect are missing. Retailers can substantially drive down cart 
abandonment by focusing on these elements of the post- 
purchase experience.

In 2023, retailers must meet the evolving delivery expecations of 
consumers while keeping ahead of competition from marketplaces. 
By increasing awareness of convenient, cost-efficient, safe, and 
sustainable options, such as OOH (Out of Home), ecommerce stores 
can demonstrate a real point of difference and turn more shoppers 
into loyal, long-term consumers.
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