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By BRIELLE JAEKEL

Now that retail is  so heavily integrated with data, the fraud opportunities are vast and most consumers are concerned
with falling victim to an attack.

More than 87 percent of consumers are worried about credit card security when it comes to shopping, according to
a new survey from Radial. Retailers need to be sure to ease consumers' fears by providing the utmost security.

"The key take away from this report is  that consumers expect Amazon-like experiences each time they shop," said
Stefan Weitz, executive vice president of Technology Services at Radial. "They want limitless selection, quick,
flexible, and reasonably priced delivery options, speedy response times, and frictionless payments.

"Retailers need to recognize that consumers have the ability to balance cost, timing, and convenience and if they
don't meet customer's wants they'll shop somewhere else," he said. "To meet these growing expectations, retailers
need a full-stack partner that can simplify their post-click commerce and improve their customer experience."

Digital retail
The digital retail age has also made shopping easier than ever with features such as in-store shopping becoming
more prevalent and popular with consumers. For instance, 78 percent of consumers hope to see in-store pickup
from a retailer.

Reasons for the interest in in-store pickup vary as well. Forty-five percent of consumers are interested in picking up
their products from a store to receive their merchandise faster, however, 42 percent were interested just to avoid
shipping costs.
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Many retailers entice shoppers with free shipping

Customer service is becoming more sophisticated and timelier as well, with 74 percent of consumers expecting a
response within one to two days.

Major online retailers such as Amazon have pushed online delivery further as well. Only 10 percent of respondents
believe that seven to 10 days for delivery is acceptable, compared to 54 percent who believe it should be within four
to six days and 36 percent who expect three days or less.

However, consumers are still willing to wait for their products for a cheaper shipping rate, with 44 percent saying
they would wait for economy shipping prices. But 47 percent explained that it would depend on how long the
extended time frame became.

There are only a small percentage of those willing to pay more to receive their items faster, at 9 percent.

It is  imperative that retailers are transparent with their estimated shipping dates, as one out of three consumers are
willing to find another retailer if a delivery date or window is not provided at checkout.

It is  customary for retailers to provide a shipping date window.

All aspects of the purchasing experience are extremely vital, as consumers now have a multitude of platforms to
express their negative experiences. About 75 percent of social media users who have posted in regards to negative
retail experiences expect acknowledgement from the brand.
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Additional insight
As digital continues to drive forward within retail, ecommerce spend is likely to reach $23 trillion this year.

Another report from Zmags has detailed that rich content on retailers' digital properties can help consumers make
informed decisions on their purchases, acting as an in-store associate. It is  important for ecommerce platforms to
create an interactive and immersive experience for online shoppers (see more).

In their efforts to make ecommerce as feature-packed as possible, retailers may be sacrificing a key statistic of the
shopping experience: load times.

A report from Yottaa and Retail Systems Research (RSR) took a look at the top performing retailers in ecommerce
and ranked them based on factors such as loading time, features and other criteria. What they found was that by
cramming their online stores with features, many retailers are sacrificing loading speed, which can be a key metric
in keeping customers engaged all the way through to completing a transaction (see more).

"One statistic that stood out for me was that 42 percent of respondents said their primary reason for choosing in-
store pick up was to avoid shipping costs, as opposed to getting the item quickly," Mr. Weitz said. "As consumer who
is constantly on the lookout for quick delivery times, I was surprised that almost half of the respondents are still
considering price over convenience.

"One statistic that didn't surprise me one third of shoppers say they would shop with a competitor if a delivery
window isn't provided during checkout."
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