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The AlixPartners Home Delivery Survey
Cost and ease of shipping emerge as key decision drivers in online shopping

F

ew shopping trends have disrupted
traditional models as much as online
s h o p p i n g . I n 1 9 95 , A m a z o n .c o m
launched as a tiny online bookseller;
today, it stocks more than 20 million products,

from consumer electronics to clothes to groceries
to industrial supplies. And it competes with
countless other retailers for a piece of the
e-commerce market—estimated at $219 billion in
the U.S. alone 1.

FIGURE 1: TOP FACTORS DRIVING PURCHASES

FIGURE 2: TOP REASONS FOR NOT ORDERING

Select the top 3 factors/benefits that influence
your decision to make a purchase from an online store,
catalog, or television program or commercial
52%

Ease and comfort of shopping from home

51%

Cost of products
Selection of products

38%

Availability of products

36%
25%

Cost of delivery
Save time spent to drive and
shop in local store

23%

Avoid cost of driving to the store to
shop and/or purchase
Convenience of user reviews online/
demonstrations of products on television

20%
14%

Ease of return/exchange 10%
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Time to receive your order

9%

Difficulty of getting item from the store
to/into the house 8%
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What are the top 3 reasons that keep you from
ordering these products from an online store, catalog,
or television program or commercial?
Need to see/touch item before purchasing
Cost of delivery too high
Concerns about quality or freshness of product
26%
Ease of returning item
20%
Loss or damage in transit
17%
Concerns about the size or fit
16%
Better selection in local store
15%
Concern about getting the right part or item
13%
Better total price in local store
13%
Installation service unavailable
11%
Arranging for removal of old item
11%
Difficult to get item into the house once delivered
10%
Not at home during the day to receive shipments
10%
Too long to deliver
10%
Service on item after purchase
9%
Concerned with getting a different item than ordered
7%
Privacy concerns 4%
Can’t track the item while in transit
3%
Weekend delivery required
3%

37%
36%
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AlixPartners

1

THE ALIXPARTNERS HOME DELIVERY SURVEY

FIGURE 3: IMPACT OF FREE SHIPPING

FIGURE 4: DELIVERY TIME
When buying from an online store, catalog, or television
program or commercial, what is the maximum delivery time
you are willing to accept in order to receive free shipping?

When ordering from an online store, catalog, or television
program or commercial, how does the choice of free
shipping impact your ordering decision?

50%

64%

24%

31%
5%
Greatly impacts
my ordering
decision

Somewhat
impacts my
ordering decision

Not a
consideration

4%

9%

12%

2 days

3 days

4 days

5 days

1 week

DAYS DELIVERY FROM ORDER DATE

The rise of online shopping has been a boon for
shippers—and it could mean big business for
logistics companies. According to the AlixPartners
Home Delivery Survey, more than 75% of consumers
have shopped at home in the last year, and nearly
one-third of those make online purchases at least
once per month 2. Of those, 95% say shipping
concerns impact their purchase decisions.
This puts logistics front and center in
driving sales: those who find ways to address
these
consumer
concerns
and
drive
p u rc h a s e s m a y u n l o c k s i g n i f i c a n t g r ow t h
opportunities.

THE IMPORTANCE OF SHIPPING
Consumers choose to shop online for many reasons, including convenience, cost, and selection
of products (figure 1). And shipping plays a critical role in driving this decision; two of the top
three factors that prevent consumers from buying
online are shipping-related (figure 2). Consumers
say they are least likely to purchase food, large
appliances, and large electronics—largely due to
concerns around shipping and ease of returns.

FIGURE 5: DELIVERY COST

FIGURE 6: DISCOUNTED-SHIPPING MEMBERSHIPS

Which statement best describes the cost you are willing to pay
for shipping and handling when shopping from an online store,
catalog, or television program or commercial?
48%

Attractive shipping options can and do impact
consumer purchase decisions: 95% say free

Have you ever signed up
for a discounted shipping membership
with an online retailer, for example,
Amazon Prime?

33%

73%
19%

Any cost for shipping
and handling, as long
as the total cost on
my order
is the lowest

A pre-set discounted cost
for shipping and handling
so I feel I am receiving a
good value for both the
product and for shipping
and handling

I always select free
shipping even if the total
cost is a little more than
if I paid for shipping for
the same product from a
different retailer

Do you believe this discounted
shipping membership led
you to purchase more items
from that retailer?

67%

33%

27%

Yes

No

Yes

No

The AlixPartners Home Delivery Survey polled a demographically representative sample of 1,000 adults in the U.S. from March 22-25, 2012 about their
activities, expectations, and preferences around shopping from home.
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shipping impacts the decision to buy (figure 3) and
74% say they’re willing to wait longer for delivery if
it means it will ship free (figure 4). And when paying
for shipping, consumers express a clear preference
for discounted-shipping programs (figures 5 and 6).
KEY AREAS OF OPPORTUNITY
Companies
can
differentiate
themselves
and attract and convert customers by offering attractive shipping options. Specifically,
we see significant opportunity for growth in four key
areas:
Low-Cost, Deferred Delivery Services
Consumers have made it clear that they expect free/
discounted shipping and they are willing to wait
five or more days or more to receive it. Regional
courier companies are already offering lower-cost
delivery solutions to retailers.
Reverse Logistics Some companies (i.e., Zappos)
have overcome the online purchasing barriers by

making the exchange and return process easier.
Newgistics is an example of a growing company that
offers small package delivery and reverse logistics
solutions to help address those consumer concerns.
Premium Delivery
To compete even more
effectively with brick and mortar competitors,
Amazon.com is leading the push to same-day
delivery.
We expect cost-effective, same-day
delivery services in key markets to be an important
area of growth going forward.
Large Item Delivery
Shipping companies
specializing in larger, bulkier freight delivered to
the home can offer solutions to help retailers
increase online purchases of products in that
category. Deploying assets to achieve four-houror-less delivery windows c an offer significant
differentiation for the retailers and carriers alike.
For example, carriers now offer “white glove”
home delivery and set-up of certain electronics and
appliances.
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AlixPartners, LLP is a global firm of senior business and consulting professionals that specializes in improving corporate
financial and operational performance, executing corporate turnarounds and providing litigation consulting and forensic
accounting services when it really matters—in urgent, high-impact situations. To learn more, visit www.alixpartners.com.
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