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This research was conducted by SGK, a brand, pack, and content powerhouse. SGK simplifies 
how brands go to market and grow, with creative storytelling delivered with global reach, 
to human scale. No matter the brand size or life cycle, we create seamless yet memorable 
brand journeys that cut through noise, convert sales, and build brand love.
 
Content is the fuel of digital marketing. But creating connected, cost-effective, sharable 
content is increasingly difficult. Instead of siloed production, we take a commerce-first 
approach to create impactful content from pack, digital shelf, to brand experience--all in one 
unified workflow. So marketers can enjoy a truly regional content solution that’s nuanced to 
local culture, spans channels and markets, and enables visibility and control.
 
To discover more, visit SGKinc.com
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Introduction
Shopping is now everywhere—embedded within social posts, watched and commented live in streams, now 
an instinctive act to scan, check, and share, across channels and mediums. Whereas shopping used to be an 
act of intent — “Let’s go shopping!” — the advent of social commerce and shoppertainment means we’re now 
shopping consciously or unconsciously, all the time.

Nowhere else is online shopping growing faster and in more innovative ways, than the Asia-Pacific (APAC). 
When it comes to e-commerce, the region leads the world in terms of market size; it’s expected to hit USD 2.0 
trillion in 2024, and projected to grow at a rate between 8% to 10.32% CAGR from 2023 to 2030 — roughly 
twice that of offline retail sales. 

The region that gave birth to live streaming, superapps, and a myriad of other e-commerce innovations 
however, is a patchwork of market conditions - from those with advanced digital infrastructure, to developing 
markets where disparities in internet access, last-mile logistics, and e-payment still hinder growth.

Add to that the explosion of channels, heightened expectations of shoppers, and the painless ways consumers 
can switch out, which means that just because there are now more ways to reach consumers, doesn’t make it 
easier to do so.

In this report, we identify key changes in shopper channel behaviour, pain points in product selection, and 
preferences in commerce assets to find out just what helps — or stands in the way — of shoppers making the 
choice to buy. 

But knowledge alone doesn’t equal action. Which is why SGK is here to help your brand navigate the path to 
purchase, from better brands that resonate, to sharper product storytelling that converts. This report and 
more brand, commerce, and shopper insights can be found at sgkinc.com. Enjoy!

Kathryn Sloane
Executive Managing Director
APAC & MEA

The report draws on first-party survey data from 3000 
consumers across Singapore, Thailand, China, South 
Korea, Japan, and Australia. We asked respondents 
how they approach shopping for groceries, beauty or 
personal care products, and fashion items, uncovering 
how shopper behaviours across channels are 
changing, and what it means for brands.

CONSUMERS

Australia Japan

Thailand ChinaSIngapore

Korea

Methodology

3,000
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THE 
EVOLVING
SHOPPING 
JOURNEY

02

In the world’s fastest moving region, rapidly changing digital behaviours are 
fueling explosive e-commerce growth. And at its nexus, we see the rise and rise 
of marketplace platforms and social platforms such as TikTok, Line, Shopee, and 
Lazada that are blending shopping with entertainment. 
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New Channels 
of Discovery

02.01

Even in a post-pandemic era, change is rapid and relentless. 84% of Asia-Pacific 
(APAC) shoppers  have changed how they discover brands and products  in the 
last three years. 

Compared to three years ago, over half of those surveyed say they 
now discover products more from browsing — and scrolling — through 
e-commerce apps and websites. Where consumers may have encountered 
new products in-store or by word of mouth before 2021, search itself  is now 
happening on all-in-one marketplace platforms like TMall and Lazada, where 
social content is blended with thousands of global products, buyable with  
one click.

While changes in top-of-funnel marketing, like the growing importance of 
creators and influencers, garner most of the marketing industry’s buzz, 
enhancing inspiration and discovery within the digital store is arguably more 
important. Because that’s where discovery  and conversion happens, and where 
over two-thirds of shoppers are open to impulse buys. 

But different markets move at different speeds, depending on how digital-first, 
competitive, and even culturally speaking, peer-influenced they are. Thailand 
and China, for example, show a more marked increase in product discovery 
through influencer posts and livestreaming than the regional average — in the 
case of Thailand, outpacing even word of mouth by friends and family. But don’t 
discount brand-led voices and perspectives either, as those same markets also 
show an increase in following brands on social media.

of Asia-Pacific  
(APAC) consumers 
noticed a change 
in their product 
discovery patterns  
in the last three 
years.

84%
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When APAC’s marketplace platforms offer 
everything under the sun, why go elsewhere? 
About 52% of respondents say they now 
discover more of what to buy by scrolling 
within e-commerce apps.

China and Thailand are much more peer-  
and socially-influenced, overindexing on 
discovery via social media, influencer reviews, 
and live streaming.

However, trust still reigns supreme: word 
of mouth from friends/family at 26% still 
outstrips creators and influencers.
 
As can be expected, younger age groups 
show more increases in livestreaming 
behaviour, reaching nearly half of Gen Z, 
Millennials, and Gen X in China. 

Reflecting both slower pace of change yet 
more opportunity to grow, 36% of Japanese 
and 28% of Australian shoppers say nothing 
has changed in the past three years.

All  
markets Singapore Thailand China Japan South 

Korea Australia

Scrolling through 
e-commerce  

apps / websites
52% 57% 64% 72% 50% 38% 29%

Digital  
advertising 32% 44% 39% 34% 10% 28% 34%

Following brand pages 
on social media 32% 34% 50% 48% 12% 23% 23%

Word of mouth from 
friends / family 26% 31% 30% 34% 10% 24% 24%

Influencer  
posts 24% 26% 41% 30% 9% 22% 16%

Traditional  
advertising channels 24% 21% 33% 30% 13% 26% 21%

Livestreaming 21% 17% 38% 43% 4% 15% 6%

Other channel(s) not 
listed here 4% 3% 11% 3% 2% 2% 5%

Nothing has  
changed compared to 

three years ago
16% 11% 2% 6% 36% 15% 28%

Total Respondents 3000 500 500 500 500 500 500

Vs. Three Years Ago, Consumers Now 
Discover Products More From...

Highlights:

FROM CLICKS TO CONNECTIONS 13



With consumers 
spending more time on 
e-commerce platforms, 
sparking discovery 
and inspiration within 
platforms is more 
important than ever  
for brands.

Brand Discovery:  
The Takeaway
Just as Asian superapps almost resemble a mini operating 
system within your phone’s OS, APAC’s marketplace 
platforms — which account for 58% of shopper behaviour 
across the three categories — are becoming the go-to 
source for browsing, inspiration, and purchase. 

Given their blend of content, entertainment, and product 
availability, this shouldn’t be a surprise. But with the sheer 
number of merchants selling the same product online, 
how to answer not only “Why buy?” but also “Why buy this, 
here?” becomes the difference between landing a click, and 
landing a sale.

Brands should do more to boost the discoverability and 
stickiness of product pages where shoppers browse. The 
end benefit? More inspiration, for more engagement, for 
more cross-sales
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Research in 
an Age of 
Transparency

02.02

Brands can no longer hide behind splashy ads and marketing 
gimmicks. Across the region, 52% of respondents said they 
research products more via user reviews and ratings. 

Consumers now also do more research before making a 
purchase, consulting 2.2 different types of media, including user 
reviews, brand pages, and blog posts. They also take an average 
of three steps before purchase, such as checking for discounts 
and promotions, comparing against similar products, and 
checking product reviews or ratings. 

This is  especially true in APAC, where shoppers are known to 
be studious and information-driven, knowing — in beauty for 
example — their peptides from their ceramides. 

Consistency of brand look, feel, and messaging becomes critical 
to building trust and brand salience from channel to channel.  
The goal however, is to avoid copy-pasting, but rather to speak 
to each channel’s characteristic — experiential in physical stores, 
entertaining in social — all without deviating from the brand 
persona and product promise.

How Shoppers Research: An APAC View

User reviews 
and ratings

LOWER USE AVERAGE HIGHER USE

Comparing  
similar products

Brand page / 
website

Visiting  
physical stores

Influencer reviews 
and ratings

Media articles / 
blog posts

Research channels by market

SingaporeThailandChinaSouth KoreaJapanAustralia
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Product Research:  
The Takeaway
In Asia, more is more. When marketplace platforms offer the 
world’s goods in one place, it has become both more feasible 
— and more needed — for shoppers to research what they’re 
buying. Product research happens on almost every possible 
channel, especially for shoppers in high competition, fast 
moving, socially-driven, and low product trust markets such as 
China and Thailand.

User reviews are the new content. But forget simple, basic, and 
boring one-liner text. These days, unboxing, haul, and review 
videos on TikTok increasingly double as entertainment. Take a 
multi-pronged strategy to both where product info shows up, 
but also to how they’re created, blending brand-led and user-
generated content (UGC) approaches.

Be present where shoppers 
research, but be coherent 
— not just consistent — in 
brand expression, making 
sure to nuance messaging to 
channel characteristics.
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BARRIERS 
TOPURCHASE

03

What’s stopping shoppers from buying more? Inconsistency and a lack of 
product information, leading to unmet shopper expectations. 

About 17% of shoppers experience inconsistencies always or often, including 
poor product quality, differences in appearance, and incorrect or 
misleading information. And 61% say that product inconsistencies deter 
them from repurchasing, leading to a loss in sales. 
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The Cost of 
Inconsistency

03.01

Regionally, businesses can lose as much as 11% of repurchases from inconsistencies 
in product info. In Thailand, where shoppers often encounter and are deterred by 
inconsistencies the most, this can rise to a staggering 20%. 

Amongst millions of product options, what are shoppers’ primary pain points in product 
selection? The top three: too many similar products, insufficient information on 
products, and product information not being presented clearly. All these pain points 
can also deter shoppers from continuing their journey — leading to more lost sales.

Combining frequency of inconsistency and deterence to future purchase.

What Are Shoppers’ Primary Pain Points  
in Product Selection?

Potential Sales Loss

Insufficient info 
on product

Product info is 
cluttered

Too many similar 
products

Product image is 
unclear

Info not presented 
clearly

Almost Three in Four Shoppers Encounter  
Product & Product Page Inconsistencies

5%
JAPAN CHINA SOUTH KOREA THAILAND SINGAPORE AUSTRALIA

8% 9% 20% 15% 12%

Lower quality 
than expected 47%

Looks different 47%
Incorrect/ 
misleading info 32%

Others 12%

Lower quality 
than expected 41%

Looks different 24%
Incorrect/ 
misleading info 13%

Others 11%

Lower quality 
than expected 55%

Looks different 43%
Incorrect/ 
misleading info 34%

Others 12%

Lower quality 
than expected 43%

Looks different 36%
Incorrect/ 
misleading info 19%

Others 11%

Lower quality 
than expected 47%

Looks different 47%
Incorrect/ 
misleading info 38%

Others 15%

Lower quality 
than expected 53%

Looks different 44%
Incorrect/ 
misleading info 26%

Others 8%

82% 82%

74%

87%

88% 71%

SG

SG

SG

SG
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37
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Barriers to Purchase:  
The Takeaway
More choice means the need for more info to sway 
purchase decisions. But mismatched product quality, 
differences in appearance, and inaccurate product 
information can deter repurchase.  

In a region rife with fakes, me-too’s and hence lacking 
in brand trust, the basics matter. Updated, complete, 
and engaging product pages not only help products 
stand out amongst a sea of similar offerings; they also 
build brand trust through consistency. 

Beware of inconsistent 
product info that is 
a silent barrier to 
purchase. Between 
thousands of pages 
selling the same 
product, the one that 
has richer info and 
storytelling wins trust 
and thus sales.
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THE POWER
OF MEDIA

04

If poor media hinders sales, can brands flip the script, and use better, 
more engaging content to spark purchase desire? Indeed they can, 
because our survey shows that over two-thirds of shoppers from all 
markets across all categories are open to influence. 
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Impulse Purchases  
at the Digital Shelf 
How easy is it to influence consumer purchases? 
We mapped shoppers along two axes:

• EXPLORER - TRANSACTIONER 
Explorers shop, browsing with  
no fixed targets, and Transactioners 
research beforehand for targeted buys 

• INFLUENCED - NOT INFLUENCED 
Influenced are those who end  
up with unexpected purchases, and  
Not Influenced those who only buy  
what they intended 
 

Highlights:
Shoppers from all markets lie beyond the 50% mark for propensity to be influenced. Even 
disciplined Transactioners end up with impulse purchases, represented by the lower right 
quadrant.

While Fashion is dominated by open-to-discovery Explorers, Groceries/Necessities have the 
highest unexpected purchases, even if it’s dominated by often “auto-pilot” Transactioners.

100%

80%

60%

40%

20%

0%
40% 50% 60% 70% 80% 90% 100%
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influenced when shopping

Se
lf-

pr
oc

la
im

ed
 

Tr
an

sa
ct

io
ne

rs
Se

lf-
pr

oc
la

im
ed

 
Ex

pl
or

er
s

More likely to be influenced 
when shopping

Regardless of what they say they are, these 
shoppers are regimented shoppers with 

clear missions in mind, yet still end up with 
unplanned purchases

These shoppers browse and 
explore, but don’t end up with 
many impulse purchases

These shoppers browse and shop 
with no fixed targets, AND are 

easily influenced to end up with 
impulse purchases

OPEN TO INFLUENCE

WINDOW SHOPPERS TRUE EXPLORERS

Japan
South Korea

Japan

South Korea

Japan

Singapore

Australia

Thailand

Singapore

Singapore

Australia

Australia

China

South Korea

China

China

Thailand

Thailand

These shoppers research 
beforehand and aren’t easily swayed 
to deviate from their targeted 
purchases in mind

MISSION-BASED SHOPPERS

FashionBeauty/Personal CareGroceries/Necessities
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Strongly  
disagree

T2B (strongly 
agree +agree)

Disagree

Agree

Strongly
agree

Content That 
Converts

04.01

Regionally, 87% say they are more likely to purchase 
a product if shown more media content. And in our 
attention-starved  world, video is king. This is true even for 
necessities; 59% of survey respondents say videos would 
make them want to purchase groceries.

Regionally, 87% say they 
are more likely to purchase 

a product if shown more  
media content. 

More Images in a Product Page 
Can Drive Sales

87%

30%

57%

11%

2% 1%
6% 3%

1% 1%

All Singapore Thailand China Japan South
Korea Australia

93% 98% 96% 65% 93% 79%

6% 4%

61%

29%

7%

17%

54%

71%

22% 25%

52%

13%

35%

44%

54%

61%

32%
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What Buyers Look For  
in Video Content
It’s not just the media format, but also what it shows. The answer to “Why video?” 
differs for different categories. For Groceries/Necessities and Beauty/Personal 
Care, shoppers like to see more product benefits and lifestyle, while for Fashion 
this means showing a more detailed and dimensional view of the product itself 
— ”just what I’m buying.” 

Video might reign supreme, but different media formats play different — 
yet complementary — roles, all of which are desired by shoppers. Within 
each category, shoppers prefer videos by a wide margin, but gave different 
reasons for liking each kind of format.

Which Media Format?

Video is most preferred 
as it allows customers to 
see more of the product. 

Lifestyle photography 
showcases the product in a 
real-life context, providing 
more information on how it 
would impact users. 

Flat shots put the products 
front and centre, providing a 
clear, concise view of what’s 
on offer. This is most suitable 
for targeted shoppers. 

59%Video

Better explains 
product benefits

Video

Video

LIfestyle

Shows me a lifestyle 
that resonated  

with me

Shows me more 
of the product

Shows exactly what 
I’m buying

Tells me how 
to use it

Tells me where and 
when I can use it 

LIfestyle

LIfestyle

Flat

Flat

Flat

64%

53%

30%

18%

24%

22%

16%

15%

GROCERIES/
NECESSITIES GROCERIES/

NECESSITIES

BEAUTY/
PERSONAL 

CARE

BEAUTY/ 
PERSONAL CARE

FASHION

FASHION

58% 56% 45%

53% 49% 41%

49% 43% 55%

45% 42% 51%

31% 40% 39%

31% 36% 31%
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Telling a Story 
with Media-Rich 
Product Pages

04.02

When shoppers are pressed for time, inundated with 
options, and have to make a choice, simple-but-basic 
lists of text specs don’t cut it anymore. Today, media-rich 
product detail pages (PDPs) are not only the norm, but 
fully expected.

The Importance of Rich Media PDPs

Basic Modular Gallery

What Kind of PDPs do Shoppers  
Like and Prefer the Most?

Some 58% of shoppers prefer modular layouts for Groceries/
Necessities for visual clarity

Gallery type is preferred by 46% and 48% of shoppers for 
Beauty/Personal Care and Fashion, respectively, for better 
highlighting of features and benefits 

Together, shoppers prefer media-rich product detail pages a 
staggering 6.7x that of simple product specs

Shoppers prefer  
media-rich PDPs  

6.7x that of simple 
product specs
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What 
Information 
Drives Sales

04.03

Consumers are researching more before they buy, looking for an average 
of at least three types of information across categories. Our survey shows 
that product specs are the most crucial element in all categories. 
People want comprehensive information about a product’s features, 
ingredients or materials, and technical details. This is true for most 
countries.

Beyond product specifications, user testimonies and ratings are the 
second most sought-after pieces of information. Prospective buyers 
value insights from fellow consumers who have used the product, seeking 
out first-hand accounts on performance, quality, and effectiveness. 

The third most important type of information varies depending 
on the category. For Groceries/Necessities and Beauty/Personal 
Care products, consumers often want to know how and where to use 
the product. This may include recommended application methods 
or frequency of use. For Fashion, production quality and process are 
significant considerations. Consumers are interested in where the 
product is manufactured and the materials used.

Across the region, product specifications are the top information consumers seek. 
Some markets are more research-heavy than others; Thailand and China seek out five 
types of information when researching products. More Thais value production quality, 
while more Chinese look for certification labels for beauty and fashion products.

Top Looked-for PDP Info

Product specifications  
(e.g. ingredients, materials, size)

User testimonies/
ratings

How and where to use 
the product

Production quality 
and process

Certification labels  
(e.g. gluten-free, organic etc)

Production unique 
selling point

GROCERIES/
NECESSITIES

BEAUTY/ 
PERSONAL CARE

FASHION

61% 60% 62%

46% 49% 46%

39% 43% 30%

37%

31%

32%

41%

42%

36%

42%

32%

35%

1 1 1

2 2 2

3 3

3
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GROCERIES / NECESSITIES

BEAUTY / PERSONAL CARE

FASHION

Top Looked-For Info on Product Pages by Category

Product 
specifications

User testimonials/
ratings

SG SG
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The Power of Media:  
The Takeaway
Brands have a responsibility to help shoppers squint 
less and buy more. The solution? Richer media on 
product pages, with different asset formats playing 
complementary roles. Keep in mind that moving 
videos on search result pages have more grabbing 
power, and videos on PDPs are decreasing scroll 
below the fold. 

When countless options 
are just a swipe away, 
shoppers are looking for 
rich, engaging product 
storytelling to help 
them make a choice. 
This means a full suite 
of image-first product 
assets, with product info 
prioritised to different 
category needs. 
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OMNICHANNEL 
BY DEFAULT

05

In APAC, marketplace platforms now dominate the online shopping space. Across all 
three surveyed categories, 58% of those surveyed report purchasing more from places like 
Shopee, Taobao, or Rakuten compared to three years ago. More choice, however, also gives rise 
to pain points such as too many similar products, and not getting enough product info. 
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Preferred Purchase Channels

Compared to Three Years Ago, 
Consumers are Shopping More At...

Brick-and-mortar venues are still relevant; nearly a third of 
shoppers still go to physical stores to make their purchases. 
Omnichannel shopping is the default, with significant purchases 
also occurring on brand websites/apps, social media, and multi-
brand retailers. 

ALL SG TH CH JP KR AU

Marketplace 
platforms 

(e.g.  Shopee,  
Taobao, Amazon, 

Rakuten) 

58 67% 73% 78% 47% 51% 31%

Physical stores 32% 36% 42% 32% 21% 26% 33%

Brand websites  
or apps 

(e.g. nike.com,  
nespresso.com, sk-ii.

com)

28% 31% 29% 43% 14% 27% 26%

Social media 27% 22% 58% 36% 7% 23% 16%

Multi-brand 
retailer site  

or apps  
(e.g. Sephora, Foot 

Locker, Iconic, 
Takashimaya, iHerb)

24% 27% 31% 42% 8% 13% 20%

Others 4% 8% 2% 7% 35% 13% 27%
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platforms  
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platforms  
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%

86
%

39
%

38
%

50
%

45
%

38
%

38
%

30
%

22
%

87
%

84
%

48
%

53
%

23
%

26
%

44
%

31
%

72
%

73
%

19
%

12
%

7%
6%

17
%

26
%

10
%

68
%

73
%

27
%

21
%

15
%

16
%

29
%

29
%

11
%

12
%

23
%

79
%

52
%

9%
14

%

23
%

40
%

15
%

65%

70%

45%

39%

20%

23%

28%

34%

18%

TH

TH

TH

TH

TH

TH

TH

TH

THCN

CN

CN

CN

CN

CN

CN

CN

CNKR

KR

KR

KR

KR

KR

KR

KR

KRAU

AU

AU

AU

AU

AU

AU

AU

AUJP

JP

JP

JP

JP

JP

JP

JP

JP

GROCERIES / NECESSITIES

BEAUTY / PERSONAL CARE

FASHION

Regional Average

Marketplace  
platforms  
(e.g. Shopee, Taobao)

Brand website or 
apps (e.g. Nike.com, 
Puma.com)

SG SG

77
%

46
%

83
%

39
%

81
%

61
%

68
%

33
%

58
%

42
%

31
%

59
%

67%

46%

TH THCN CNKR KRAU AUJP JP

Social MediaMulti-brand  
retailer site or 
apps (e.g. Foot 
Locker, Iconic)

SGSG

21
%36

% 49
%

34
%

31
%

53
%

8%13
% 17

%25
%

16
%

49
%

24%
35%

THTH CNCN KRKR AUAU JPJP
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Blurring 
Between 
Online and 
Offline

05.01

Across the region, consumers mainly discover 
products online (74% vs 26% offline). This is especially 
true for Gen X and Millennial shoppers, and less so for 
Boomers+. When it comes to pre-purchase research, 
between 62 to 72% consumers do product research 
online, depending on the category. (Groceries/
Necessities are more likely to be researched offline 
than Beauty/Personal Care or Fashion.) This is true 
regardless of where the product was discovered.

Category differences start to become more evident 
once we move down the shopper’s journey. Groceries 
are almost as likely to be purchased and delivered 
online vs offline. Beauty/Personal Care and Fashion 
products are 50% more likely to be bought online 
than Groceries/Necessities. 

BROWSING BUYING

Completely online Completely online

Discovery offline, research online Purchase offline, delivery to doorstep

Discovery online, research offline Purchase online, pick up in person

Completely offline Completely offline

No research

51%

61%

63%

45%

62%

65%

12%

10%

11%

11%

12%

10%

11%

5%

5%

10%

11%

7%

13%

11%

10%

33%

33%

20%

14%

7%

9%

GROCERIES/
NECESSITIES

BEAUTY/
PERSONAL 

CARE

FASHION
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The New 
Shopper 
Journey

05.02

We know that the shopper journey is 
more multi-channel than ever, with a 
myriad of discovery, research, and delivery 
options. Our research shows a tapestry of 
behaviours, where shoppers criss-cross 
between online and offline behaviour 
throughout the journey. 

GROCERIES/NECESSITIES SHOPPER JOURNEY

70%

30%

73%

35%
41%

36%

64%

59%
42%

23%

67% 81%

24%

76%

19%33%
17%

10%

62%

25%

14%

57%

43%

57%

43%

Discover
online

Discover
offline

Research
online

Research
offline

Did not 
research

Purchase
online

Purchase
offline

Deliver to 
doorstep

Pick up  
in person  
/ collect

Discovery

Product discovery mainly 
happens online, with 
China, Thailand, and South 
Korea more prevalent 
than Singapore, Japan, and 
Australia 

Purchase

Two-thirds of purchases 
happen in the same format 
as discovery. If you found 
something online, you’ll 
purchase online

Delivery

Four out of five who purchase 
online delivers to doorstep, 
with the exception of China 
and Australia, who are more 
likely to opt collecting their 
goods via a pickup point or 
“click and collect”
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BEAUTY/PERSONAL CARE - REGIONAL SHOPPER JOURNEY FASHION - REGIONAL SHOPPER JOURNEY

Discovery

The “outliers”: Thailand 
skews significantly higher 
for online research (80%), 
Japan for offline research 
(33%), and Australia for not 
researching at all (21%)

Discovery

Product discovery mainly 
happens online, but 
offline discovery is slightly 
more prevalent in Japan

Purchase

Three in four purchase 
beauty/personal care 
online. But over 80%  
Chinese, Thai, and 
Korean shoppers buy 
online, while 42% Aussies 
purchase offline

Purchase

Three in four purchase 
fashion online. But similar 
to product discovery, 
Japan has the highest 
rate of offline purchase. 
Online purchase is 
highest in Thailand, South 
Korea and Singapore

Delivery

Most choose to have their 
goods delivered to their 
doorstep (68%). However, 
collecting goods via a 
pickup point or “click and 
collect” is most common 
in Australia and China

Delivery

Most shoppers (seven 
in ten) opt for doorstep 
delivery. But collecting 
goods via self-collection 
at a pickup point or 
“click and collect” is most 
prevalent in China

75%
Discover
online

72% 75% 68%
Research
online

Purchase
online

Deliver to 
doorstep

25%
21%

25% 32%

Pick up  
in person  
/ collect

8%Did not 
research

81%

13%

6%

48%

52%
44%

43%

13%

61%

39%

82%

18%

84%

16%

29%

79%

76%

79%

Discover
online

70% 76% 79%
Research
online

Purchase
online Deliver to 

doorstep

21%
21%

24% 21%

9%Did not 
research

79%

14%

7%

48%

69%

31%

35%

16%

84% 86%

14%

80%

20%

16%

54%

46%Research
offline Purchase

offline
Discover
offline

Pick up  
in person  
/ collect

Research
offline Purchase

offline
Discover
offline
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Omnichannel Shopping:  
The Takeaway 
Omnichannel shopping has ceased to be an industry 
buzzword, and is now a daily reality for most 
shoppers. Consumers are now firmly in the driving 
seat, dictating brands meet them when, where, and 
how they shop. But beyond consistently meeting 
shoppers where they shop — itself a challenge — 
leading brands must now think about how best 
to meet consumers where they live. This means 
connecting not only on transactional channels, but — 
using the example of running shoes — showing up 
where joggers join running clubs, research nutrition, 
etc. It’s about targeting a share of life, not just share  
of market.

Shoppers are omnichannel 
by default. But brand 
journeys can get fragmented, 
as internal teams are 
fragmented. Focus on charting 
a cohesive shopper journey 
map first, to smartly plan the 
production of online/offline 
assets in a unified way.
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COUNTRY
& CATEGORY 
PROFILES
While APAC is one region, its markets are anything but uniform.  Online-first 
markets, like Thailand and China, prefer digital channels and over-index  on 
social proof and influence in decision-making. More traditionalist markets, 
like Japan and Australia, prefer offline channels — especially during purchase 

— and value brand trust or brand-driven communication.

06
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INFORMATION LOOKED FOR

Product specifications 61%

User testimonies / ratings 46%

How and where to use the product 39%

Groceries/Necessities

Typical purchase channels

Marketplace platforms

Supermarket websites

Brand website or apps

Social media

Multi-brand retailer 
site or apps

18%

20%

28%

45%

65%

STEPS TAKEN BEFORE PURCHASE

Check for discounts or promotions 68%

Compare against similar products 57%

Check product reviews or ratings 55%

INFORMATION LOOKED FOR

Product specifications 62%

User testimonies / ratings 46%

Production quality and process 42%

Fashion

Typical purchase channels

Marketplace platforms

Brand website or apps

Multi-brand retailer site or 
apps

Social media 24%

35%

46%

67%

STEPS TAKEN BEFORE PURCHASE

Find out more about product 60%

Check for discounts or promotions 65%

Compare against similar products 52%

INFORMATION LOOKED FOR

Product specifications 60%

User testimonies / ratings 49%

How and where to use the product 423

Beauty/Personal Care

Typical purchase channels

Marketplace platforms

Brand website or apps

Multi-brand retailer site or 
apps

Social media 23%

34%

39%

70%

STEPS TAKEN BEFORE PURCHASE

Find out more about product 62%

Check for discounts or promotions 66%

Compare against similar products 57%

Explorers Explorers ExplorersInfluenced 
at shelf

Influenced 
at shelf

Influenced 
at shelf

46% 49% 60%70% 69%77%
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Market Archetypes

SOCIAL-ORIENTED
More influenced by content from 
creators and are more likely to trust 
their intuition when buying, without 
doing additional research

PRODUCT-ORIENTED
More influenced by content that focuses 
on informational aspects (e.g. features, 
visuals,specifications, price) — and are 
more discount-driven 

Brand & Product Trust   
Tr

ad
it

io
na

lis
t

D
ig

it
al

 H
ea

vy
Social Proof
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• Singaporean shoppers prioritise detailed 
product information, clear presentation, 
and high-quality images, reflecting a detail-
oriented shopping culture, as 58% highlights 
“insufficient product information” as 
their main pain point.

• No surprise here–bargain hunting is a national 
sport! And “checking for discounts” is the first 
thing shoppers do, even resorting to cross-
border shopping for lower prices and wider 
product variety

• Despite being digital savvy, 14% of the 
shopper journey happens completely 
offline, reflecting shopping’s role as a whole 
family, whole day social experience

• Singapore’s high trust in the delivery process 
contributes to the success of e-commerce, 
facilitated by a well-developed logistics 
infrastructure

• 82% of Singaporean shoppers experience 
a higher incidence of pain points – such as 
inconsistencies and insufficient information — 
influencing their purchasing decisions

• E-commerce and marketplace platforms are 
the dominant channels of discovery, but digital 
ads also have a larger role to play in Singapore 
compared to the region (44% vs 32%)

Check for discounts 
or promotions 75%

Compare against 
similar products 57%

Check product 
reviews or ratings 53%

Find out more about 
product 40%

Check product 
format 40%

Recommendations 
from friends / family 24%

I don't do anything 
before purchasing 7%

Other step(s) not 
listed 3%

Check for discounts 
or promotions 72%

Check product 
reviews or ratings 70%

Find out more about 
product 62%

Compare against 
similar products 55%

Check product 
format 32%

Recommendations 
from friends / family 32%

Other step(s) not 
listed 4%

I don't do anything 
before purchasing 3%

Check for discounts 
or promotions 75%

Check product 
format 63%

Check product 
reviews or ratings 61%

Find out more about 
product 57%

Compare against 
similar products 51%

Recommendations 
from friends / family 24%

I don't do anything 
before purchasing 3%

Other step(s) not 
listed 2%

Product 
specifications 56%

Production quality 
and process 47%

How and where to 
use the product 39%

Certification labels 36%

User testimonies / 
ratings 35%

Comparison with 
competitor products 34%

Product's unique 
selling point 31%

Product sales 30%

Brand story 18%

Ideal customer 
profile 17%

Community and 
social impact 14%

Product 
specifications 56%

Production quality 
and process 51%

Certification labels 49%

How and where to 
use the product 46%

User testimonies / 
ratings 45%

Product’s unique 
selling point 36%

Product sales 31%

Comparison with 
competitor products 30%

Ideal customer 
profile 28%

Community and 
social impact 18%

Brand story 18%

Product 
specifications 62%

Production quality 
and process 52%

User testimonies / 
ratings 42%

Product sales 35%

Product’s unique 
selling point 33%

Comparison with 
competitor products 33%

Certification labels 33%

How and where to 
use the product 27%

Ideal customer 
profile 24%

Brand story 20%

Community and 
social impact 16%

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

GROCERIES / NECESSITIES BEAUTY / PERSONAL CARE FASHION

52% 33% 13% 2%

Once every 4 
to 6 months

Once every 2 
to 3 months

A few times a 
month

At least once 
a week

43%

Completely 
online

Discover 
online, 

research 
offline

Discover 
offline, 
research 
online

Completely 
offline

Browsing behaviour: % you discover and research products...

37% 4% 15% 44%

Completely 
online

Purchase 
online and 

pickup in 
person 

Purchase 
online and 
deliver to 
doorstep

Completely 
offline

Buying behaviour: % you make a purchase....

No 
research

12%

Frequency of purchase

16% 17%13%

8% 39% 41% 11%

Once every 4 
to 6 months

Once every 2 
to 3 months

A few times a 
month

At least once a 
week

59% 11% 9%

Discover 
online, 

research 
offline

Discover 
offline, 

research 
online

Completely 
offline

Completely 
online

Browsing behaviour: % you discover and research products...

60% 10% 5% 25%

Completely 
online

Purchase 
online and 

pickup in 
person 

Purchase 
online and 
deliver to 
doorstep

Completely 
offline

Buying behaviour: % you make a purchase....

No 
research

11%

Frequency of purchase

10%

6% 30% 42% 21%

Once every 4 
to 6 months

Once every 2 
to 3 months

A few times a 
month

At least once a 
week

61% 12% 9% 13%

Completely 
online

Discover 
online, 

research 
offline

Discover 
offline, 

research 
online

Completely 
offline

Browsing behaviour: % you discover and research products...

67% 10% 5% 18%

Completely 
online

Purchase 
online and 

pickup in 
person 

Purchase 
online and 
deliver to 
doorstep

Completely 
offline

Buying behaviour: % you make a purchase....

No 
research

5%

Frequency of purchase

Singapore:
Detail-Oriented & Functional
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• Highly competitive, with millions of offerings 
— in the region’s fastest moving digital market, 
products often struggle to stand out with “Too 
many similar products” being the #1 barrier to 
product selection

• To make sense of the noise, Chinese shoppers 
are studious — on average, they look for the 
most amount of info in every category, Product 
Specs, Usage, USP, User Testimonials, & 
Certifications being top

• In a country wary of fakes, trust is an issue, which 
is why the prevalence to look for Certification 
labels and User Testimonies as proxies are so 
high

• Reflecting the country’s herd mentality (ex. “If 
others buy it, it must be good”), the region’s 
highest prevalence to check Product Sales also 
acts as a proxy for quality 

• Equally high is shopper’s attention paid to 
Community and Social Impact, which — 
alongside Thailand — is the highest in the region 

• While occurrence of inconsistent product 
information isn’t the highest in region (#2 at 
87%, vs South Korea at 88%), it most negatively 
impacts Chinese shoppers. A whopping 33% of 
shoppers say inconsistencies will greatly deter 
them from buying the product again.

• Completely offline journeys are rare compared 
to say, Singapore & Japan. Reflecting the paucity 
of building managers and secure delivery lockers, 
China has the highest incidence of online 
purchase, delivered to pick-up point.

Check product 
reviews or ratings 78%

Find out more about 
product 71%

Check for discounts 
or promotions 64%

Compare against 
similar products 63%

Check product 
format 56%

Recommendations 
from friends / family 32%

Other step(s) not 
listed 4%

I don't do anything 
before purchasing 2%

Find out more about 
product 80%

Check product 
reviews or ratings 75%

Compare against 
similar products 61%

Check for discounts 
or promotions 56%

Check product 
format 49%

Recommendations 
from friends / family 32%

Other step(s) not 
listed 4%

I don't do anything 
before purchasing 1%

Check product 
format 78%

Find out more about 
product 75%

Check product 
reviews or ratings 65%

Compare against 
similar products 59%

Check for discounts 
or promotions 55%

Recommendations 
from friends / family 36%

Other step(s) not 
listed 7%

I don't do anything 
before purchasing 1%

Product 
specifications 74%

User testimonies / 
ratings 64%

How and where to 
use the product 52%

Product's unique 
selling point 49%

Certification labels 44%

Product sales 41%

Production quality 
and process 40%

Comparison with 
competitor products 31%

Community and 
social impact 25%

Ideal customer 
profile 19%

Brand story 17%

Product 
specifications 68%

Certification labels 56%

User testimonies / 
ratings 55%

How and where to 
use the product 53%

Product’s unique 
selling point 52%

Production quality 
and process 42%

Product sales 31%

Comparison with 
competitor products 27%

Community and 
social impact 25%

Ideal customer 
profile 24%

Brand story 15%

Product 
specifications 62%

Certification labels 53%

Product’s unique 
selling point 51%

User testimonies / 
ratings 47%

Production quality 
and process 46%

How and where to 
use the product 45%

Product sales 39%

Community and 
social impact 33%

Ideal customer 
profile 28%

Comparison with 
competitor products 27%

Brand story 26%

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

BEAUTY / PERSONAL CARE FASHION

Once every 2 
to 3 months

Completely 
online

Discover 
online, 

research 
offline

Discover 
offline, 

research 
online

Completely 
offline

Browsing behaviour: % you discover and research products...

Completely 
online

Completely 
online

Completely 
online

Purchase 
online and 

pickup in 
person 

Purchase 
online and 

pickup in 
person 

Purchase 
online and 

pickup in 
person 

Purchase 
online and 

deliver to 
doorstep

Purchase 
online and 

deliver to 
doorstep

Purchase 
online and 

deliver to 
doorstep

Completely 
offline

Completely 
offline

Completely 
offline

Buying behaviour: % you make a purchase....

No 
research

No 
research

No 
research

Frequency of purchase

At least once 
a week

Once every 4 
to 6 months

A few times a 
month

Once every 2 
to 3 months

A few times a 
month

At least once a 
week

Once every 4 
to 6 months

Discover 
online, 

research 
offline

Discover 
online, 

research 
offline

Discover 
offline, 

research 
online

Discover 
offline, 

research 
online

Completely 
offline

Completely 
offline

Completely 
online

Completely 
online

Browsing behaviour: % you discover and research products...

Buying behaviour: % you make a purchase....

Frequency of purchase

Once every 4 
to 6 months

Once every 2 
to 3 months

A few times a 
month

At least once 
a week

Browsing behaviour: % you discover and research products...

Buying behaviour: % you make a purchase....

Frequency of purchase

56% 37% 5% 1% 9% 36% 45% 10% 12% 45% 34% 9%

64% 11% 14% 7% 4% 62% 10% 13% 3%11% 62% 15% 12% 9% 3%

48% 35% 5% 12% 57% 25% 4% 15% 57% 22% 5% 16%

China:
Info-Hungry - “More is Better”

GROCERIES / NECESSITIES
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• Mirroring another high-touch market (Japan), 
the two markets have shown the least amount 
of change in Discovery and Research phase 
behaviour vs. three years ago. This can mean 
slower pace of change, but also an opportunity to 
learn from faster markets.

• Australian shoppers still prefer physical 
stores over other channels. Discovery and 
purchase are done offline more commonly than 
other markets.

• Only 1/3 of Australians prefer to shop for 
groceries online. With high shipping costs, of 
those that do, nearly 3/4 choose to take their 
purchases home from a pick-up point (Click 
& Collect) rather than being delivered to their 
doorstep. 

• As a high trust market where consumers are 
consistently “Made in Australia” proud, Aussies 
look at the least number of pieces of info 
to research (2.8 on average) compared to the 
region. Better in-store experiences, with 41% 
having live chat assistance (according to separate 
Newstore research) might also help

• But is that due to not needing them, or to 
unavailability of information? 79% of shoppers 
say more product images will entice them to buy 
more, but 48% say there’s insufficient product info 
— the #1 pain point to product selection 

67% 67% 67%
Check for discounts 

or promotions 67%

Compare against 
similar products 42%

Check product 
format 31%

Find out more about 
product 25%

Check product 
reviews or ratings 22%

Recommendations 
from friends / family 17%

I don't do anything 
before purchasing 17%

Other step(s) not 
listed 5%

Check for discounts 
or promotions 67%

Compare against 
similar products 42%

Check product 
format 31%

Find out more about 
product 25%

Check product 
reviews or ratings 22%

Recommendations 
from friends / family 17%

I don't do anything 
before purchasing 17%

Other step(s) not 
listed 5%

Check for discounts 
or promotions 67%

Compare against 
similar products 42%

Check product 
format 31%

Find out more about 
product 25%

Check product 
reviews or ratings 22%

Recommendations 
from friends / family 17%

I don't do anything 
before purchasing 17%

Other step(s) not 
listed 5%

Product 
specifications 52%

How and where to 
use the product 33%

Production quality 
and process 32%

Certification labels 29%

Comparison with 
competitor products 27%

Product sales 24%

User testimonies / 
ratings 20%

Product's unique 
selling point 19%

Ideal customer 
profile 14%

Brand story 12%

Community and 
social impact 10%

How and where to 
use the product 49%

Product 
specifications 45%

Certification labels 39%

Production quality 
and process 35%

User testimonies / 
ratings 33%

Comparison with 
competitor products 29%

Product’s unique 
selling point 24%

Product sales 23%

Ideal customer 
profile 17%

Brand story 17%

Community and 
social impact 10%

Product 
specifications 60%

Production quality 
and process 42%

User testimonies / 
ratings 37%

Certification labels 31%

Product sales 28%

Product’s unique 
selling point 27%

Comparison with 
competitor products 27%

Ideal customer 
profile 21%

How and where to 
use the product 21%

Brand story 13%

Community and 
social impact 7%

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

BEAUTY / PERSONAL CARE FASHION

Once every 2 
to 3 months

Completely 
online

Discover 
online, 

research 
offline

Discover 
offline, 
research 
online

Completely 
offline

Browsing behaviour: % you discover and research products...

Completely 
online

Purchase 
online and 

pickup in 
person 

Purchase 
online and 
deliver to 
doorstep

Completely 
offline

Buying behaviour: % you make a purchase....

No 
research

Frequency of purchase

At least once 
a week

Once every 4 
to 6 months

A few times a 
month

Once every 2 
to 3 months

A few times a 
month

At least once a 
week

Once every 4 
to 6 months

Discover 
online, 

research 
offline

Discover 
offline, 

research 
online

Completely 
offline

Completely 
online

Browsing behaviour: % you discover and research products...

Completely 
online

Purchase 
online and 

pickup in 
person 

Purchase 
online and 
deliver to 
doorstep

Completely 
offline

Buying behaviour: % you make a purchase....

No 
research

Frequency of purchase

Once every 4 
to 6 months

Once every 2 
to 3 months

A few times a 
month

At least once 
a week

Completely 
online

Discover 
online, 

research 
offline

Discover 
offline, 
research 
online

Completely 
offline

Browsing behaviour: % you discover and research products...

Completely 
online

Purchase 
online and 

pickup in 
person 

Purchase 
online and 
deliver to 
doorstep

Completely 
offline

Buying behaviour: % you make a purchase....

No 
research

Frequency of purchase

70% 21% 8%2% 9% 42% 42% 8% 4% 27% 45% 24%

29% 13% 7% 14% 38% 48% 9% 14% 9% 21% 56% 6% 8% 9% 22%

20% 13% 8% 59% 47% 12% 5% 36% 63% 8% 4% 25%

Australia:
High-Touch, High Trust 

GROCERIES / NECESSITIES
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Check for discounts 
or promotions 81%

Compare against 
similar products 76%

Find out more about 
product 61%

Check product 
reviews or ratings 56%

Check product 
format 43%

Recommendations 
from friends / family 33%

Other step(s) not 
listed 12%

I don't do anything 
before purchasing 1%

Check for discounts 
or promotions 82%

Compare against 
similar products 73%

Find out more about 
product 71%

Check product 
reviews or ratings 66%

Check product 
format 49%

Recommendations 
from friends / family 34%

Other step(s) not 
listed 10%

I don't do anything 
before purchasing 0%

Check for discounts 
or promotions 77%

Check product 
format 71%

Find out more about 
product 67%

Compare against 
similar products 63%

Check product 
reviews or ratings 61%

Recommendations 
from friends / family 35%

Other step(s) not 
listed 10%

I don't do anything 
before purchasing 1%

Product 
specifications 61%

Production quality 
and process 58%

Product's unique 
selling point 46%

Certification labels 46%

User testimonies / 
ratings 44%

Comparison with 
competitor products 41%

How and where to 
use the product 39%

Ideal customer 
profile 29%

Brand story 28%

Product sales 28%

Community and 
social impact 25%

Product 
specifications 67%

Production quality 
and process 65%

Certification labels 54%

User testimonies / 
ratings 47%

Product’s unique 
selling point 46%

How and where to 
use the product 38%

Comparison with 
competitor products 32%

Brand story 29%

Ideal customer 
profile 28%

Product sales 22%

Community and 
social impact 21%

Production quality 
and process 62%

Product 
specifications 60%

Product’s unique 
selling point 51%

Certification labels 46%

User testimonies / 
ratings 40%

Brand story 36%

Comparison with 
competitor products 35%

How and where to 
use the product 34%

Product sales 33%

Ideal customer 
profile 32%

Community and 
social impact 28%

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

BEAUTY / PERSONAL CARE FASHION

Once every 2 
to 3 months

Completely 
online

Discover 
online, 

research 
offline

Discover 
offline, 

research 
online

Completely 
offline

Browsing behaviour: % you discover and research products...

Completely 
online

Completely 
online

Completely 
online

Purchase 
online and 

pickup in 
person 

Purchase 
online and 

pickup in 
person 

Purchase 
online and 

pickup in 
person 

Purchase 
online and 

deliver to 
doorstep

Purchase 
online and 

deliver to 
doorstep

Purchase 
online and 

deliver to 
doorstep

Completely 
offline

Completely 
offline

Completely 
offline

Buying behaviour: % you make a purchase....

No 
research

No 
research

No 
research

Frequency of purchase

At least once 
a week

Once every 4 
to 6 months

A few times a 
month

Once every 2 
to 3 months

A few times a 
month

At least once a 
week

Once every 4 
to 6 months

Discover 
online, 

research 
offline

Discover 
online, 

research 
offline

Discover 
offline, 

research 
online

Discover 
offline, 

research 
online

Completely 
offline

Completely 
offline

Completely 
online

Completely 
online

Browsing behaviour: % you discover and research products...

Buying behaviour: % you make a purchase....

Frequency of purchase

Once every 4 
to 6 months

Once every 2 
to 3 months

A few times a 
month

At least once 
a week

Browsing behaviour: % you discover and research products...

Buying behaviour: % you make a purchase....

Frequency of purchase

51% 36% 12% 1% 23% 44% 30% 2% 22% 44% 26% 8%

70% 5% 6%9%11% 73% 5% 3%8%11% 70% 15% 5% 6% 5%

67% 5% 11% 17% 73% 9% 7% 11% 77% 8% 5% 10%

Thailand:
Social Shoppers

GROCERIES / NECESSITIES

• Thais are more likely to go through the entire 
shopping journey online — from discovery 
to delivery. But there is still an urban-rural 
divide, where urbanites look for quality and 
lifestyle affirmation, the mass blue collar driving 
livestreaming, and rural populations more tied to 
traditional trade.

• They’re also the most social of shoppers — either 
#1 or #2 in region in terms of increased follows 
of brands on social media, influencers, and 
livestreaming — the latter letting viewers access, 
review, and buy a wide array of products with richer 
engagement 

• This extends to shopping on social media. Almost 
half of Thais have shopped on social media 
platforms such as Line & TikTok Shop, across 
all categories — reflecting how common it is for 
local influencers to create their own products and 
brands 

• Like China, Thais review the most pieces 
of product info. Special attention is given to 
Production Quality and Certification Labels, 
reflecting functional needs for trust. But on the 
other hand, Thais are the most open and attracted 
to the romance of Brand Stories as well.

• Reflecting the culture’s strong value for social 
capital and proof, Thais look heavily to influencers 
for product discovery and research, and most fit 
into the explorer + easily influenced category

• Brand trust is built through reviews, and Thais rely a 
lot on product comparisons for research. They’re 
also highly visual shoppers, with a whopping 54% 
strongly saying that “more images will make me buy 
more”
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• Digital-first and digital-heavy, most of Koreans’ 
journey happens online, where users stick to 
big platforms such as Coupang and Naver — not 
least because users tend to stay loyal due to 
complicated payment systems

• Social signalling and proof is key. Koreans are 
highly influenced by celebrity endorsements, and 
by each other, with User Testimonies being the top 
looked-for product info across categories, at 55%

• Koreans place high trust in established brands 
and resellers, making them the least likely to stop 
buying a product after encountering product & 
info inconsistency. Even so, 54% say they will be 
negatively impacted in terms willingness to buy

• On the flip side, Koreans are quick to notice 
when a product is of low quality. 53% report 
poor product quality as the most common 
inconsistency encountered — the highest in region

• Pages with too little info or with too-short Product 
Detail pages are seen to be not trustworthy. But 
the attention span wanes with too much info. 
Hence, PDPs with impactful GIFs, videos, and 
imagery cut through the clutter best

Check for discounts 
or promotions 68%

Check product 
reviews or ratings 65%

Find out more about 
product 47%

Compare against 
similar products 47%

Check product 
format 37%

Recommendations 
from friends / family 24%

Other step(s) not 
listed 2%

I don't do anything 
before purchasing 2%

Check product 
reviews or ratings 72%

Check for discounts 
or promotions 67%

Find out more about 
product 56%

Compare against 
similar products 49%

Check product 
format 31%

Recommendations 
from friends / family 31%

Other step(s) not 
listed 3%

I don't do anything 
before purchasing 1%

Check product  
reviews or ratings 62%

Check for discounts  
or promotions 61%

Find out more  
about product 59%

Check product format 
(e.g. size, style) 58%

Compare against 
similar products 37%

Recommendations 
from friends / family 21%

Other step(s)  
not listed 4%

I don't do anything 
before purchasing 1%

User testimonies / 
ratings 63%

Product 
specifications 62%

How and where to 
use the product 30%

Comparison with 
competitor products 27%

Production quality 
and process 22%

Certification labels 21%

Product's unique 
selling point 17%

Product sales 13%

Brand story 10%

Ideal customer 
profile 9%

Community and 
social impact 8%

User testimonies / 
ratings 62%

Product 
specifications 60%

How and where to 
use the product 32%

Comparison with 
competitor products 28%

Certification labels 26%

Production quality 
and process 25%

Product’s unique 
selling point 18%

Ideal customer 
profile 13%

Brand story 13%

Product sales 13%

Community and 
social impact 9%

User testimonies / 
ratings 64%

Product 
specifications 60%

Comparison with 
competitor products 26%

Production quality 
and process 25%

Product’s unique 
selling point 24%

How and where to 
use the product 22%

Certification labels 20%

Brand story 15%

Product sales 13%

Ideal customer 
profile 11%

Community and 
social impact 10%

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

BEAUTY / PERSONAL CARE FASHION

Once every 2 
to 3 months

Completely 
online

Discover 
online, 

research 
offline

Discover 
offline, 

research 
online

Completely 
offline

Browsing behaviour: % you discover and research products...

Completely 
online

Completely 
online

Completely 
online

Purchase 
online and 

pickup in 
person 

Purchase 
online and 

pickup in 
person 

Purchase 
online and 

pickup in 
person 

Purchase 
online and 

deliver to 
doorstep

Purchase 
online and 

deliver to 
doorstep

Purchase 
online and 

deliver to 
doorstep

Completely 
offline

Completely 
offline

Completely 
offline

Buying behaviour: % you make a purchase....

No 
research

No 
research

No 
research

Frequency of purchase

At least once 
a week

Once every 4 
to 6 months

A few times a 
month

Once every 2 
to 3 months

A few times a 
month

At least once a 
week

Once every 4 
to 6 months

Discover 
online, 

research 
offline

Discover 
online, 

research 
offline

Discover 
offline, 

research 
online

Discover 
offline, 

research 
online

Completely 
offline

Completely 
offline

Completely 
online

Completely 
online

Browsing behaviour: % you discover and research products...

Buying behaviour: % you make a purchase....

Frequency of purchase

Once every 4 
to 6 months

Once every 2 
to 3 months

A few times a 
month

At least once 
a week

Browsing behaviour: % you discover and research products...

Buying behaviour: % you make a purchase....

Frequency of purchase

9%11% 8%11%

61% 32% 6% 1% 12% 47% 31% 10% 9% 37% 37% 17%

61% 11% 12% 8%6% 68% 9% 8% 10% 5% 70% 8% 8% 11% 3%

62% 2% 11% 24% 73% 7% 6% 14% 69% 9% 6% 17%

South Korea
Digital Savvy,  
Social Proof Needed 

GROCERIES / NECESSITIES
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• Japanese shoppers  thrive a bit more  on familiarity: 
over two-thirds report that nothing has changed 
in their patterns in the past three years 

• Least likely to say “More imagery will drive more 
sales”: Japanese shoppers are uniquely by culture 
more text– vs. visual–driven, highlighting greater 
needs for SEO and copywriting that converts  

• While professing to be targeted shoppers, especially 
in Groceries/Necessities (42%) and Beauty/Personal 
Care (37%), Japanese shoppers are nevertheless still 
open to influence, leading to impulse purchases

• Japanese shoppers take the fewest steps before 
any category purchase (on par with Australia), 
and look for the fewest pieces of information 
(around three). This can signal a high context/
trust culture, where shoppers have a baseline 
expectation of quality, or more efficiency-focused, 
in/out shopper missions 

• Physical retail is still highly relevant. Given 
easy access to retail and convenience stores in 
dense urban areas, Japanese consumers are 
hybrid shoppers,  involving online research, 
physical product examination at stores, and online 
purchases to find better deals or accumulate points

Check for discounts 
or promotions 54%

Compare against 
similar products 54%

Check product 
reviews or ratings 50%

Find out more about 
product 35%

Check product 
format 34%

Recommendations 
from friends / family 12%

I don't do anything 
before purchasing 8%

Other step(s)  
not listed 3%

Check product 
reviews or ratings 63%

Check for discounts 
or promotions 54%

Find out more about 
product 53%

Compare against 
similar products 53%

Check product 
format 33%

Recommendations 
from friends / family 15%

I don't do anything 
before purchasing 3%

Other step(s)  
not listed 2%

Check product format 
(e.g. size, style) 67%

Check product 
reviews or ratings 59%

Check for discounts 
or promotions 58%

Find out more about 
product 56%

Compare against 
similar products 51%

Recommendations 
from friends / family 13%

I don't do anything 
before purchasing 4%

Other step(s) 
not listed 1%

Product 
specifications 59%

User testimonies / 
ratings 43%

How and where to 
use the product 38%

Comparison with 
competitor products 33%

Product's unique 
selling point 30%

Production quality 
and process 22%

Ideal customer 
profile 10%

Brand story 10%

Product sales 10%

Certification labels 9%

Community and 
social impact 6%

Product 
specifications 59%

User testimonies / 
ratings 49%

How and where to 
use the product 41%

Product’s unique 
selling point 35%

Production quality 
and process 22%

Comparison with 
competitor products 21%

Certification labels 19%

Ideal customer 
profile 14%

Brand story 10%

Product sales 8%

Community and 
social impact 5%

Product 
specifications 66%

User testimonies / 
ratings 42%

How and where to 
use the product 28%

Comparison with 
competitor products 28%

Product’s unique 
selling point 25%

Production quality 
and process 24%

Ideal customer 
profile 16%

Brand story 12%

Product sales 12%

Certification labels 8%

Community and 
social impact 6%

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

Steps taken before 
they make a purchase

Types of information 
looked for before purchase

BEAUTY / PERSONAL CARE FASHION

Once every 2 
to 3 months

Completely 
online

Completely 
online

Completely 
online

Discover 
online, 

research 
offline

Discover 
online, 

research 
offline

Discover 
online, 

research 
offline

Discover 
offline, 

research 
online

Discover 
offline, 

research 
online

Discover 
offline, 

research 
online

Completely 
offline

Completely 
offline

Completely 
offline

Browsing behaviour: % you discover and research products...

Completely 
online

Completely 
online

Completely 
online

Purchase 
online and 

pickup in 
person 

Purchase 
online and 

pickup in 
person 

Purchase 
online and 

pickup in 
person 

Purchase 
online and 
deliver to 
doorstep

Purchase 
online and 

deliver to 
doorstep

Purchase 
online and 

deliver to 
doorstep

Completely 
offline

Completely 
offline

Completely 
offline

Buying behaviour: % you make a purchase....

No 
research

No 
research

No 
research

Frequency of purchase

At least once 
a week

Once every 4 
to 6 months

A few times a 
month

Once every 2 
to 3 months

A few times a 
month

At least once 
a week

Once every 4 
to 6 months

Browsing behaviour: % you discover and research products...

Buying behaviour: % you make a purchase....

Frequency of purchase

Once every 4 
to 6 months

Once every 2 
to 3 months

A few times a 
month

At least once 
a week

Browsing behaviour: % you discover and research products...

Buying behaviour: % you make a purchase....

Frequency of purchase

Japan
Info-First, Function-Focused 
Shoppers

41% 28% 20% 10% 4% 24% 50% 23% 2% 19% 47% 31%

36% 17% 13% 21% 13% 46% 11% 14% 23% 7% 54% 13% 7% 16% 11%

37% 1% 14% 47% 66% 3%5% 26% 61% 5% 5% 29%

GROCERIES / NECESSITIES
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