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As consumers connect and increasingly
shop online, brands are expected to tap into
social media to virtually engage and build
trust with shoppers, in addition to serving
‘shoppertainment’.

Social media is now considered a top point
of research and discovery for nearly half of
all of online shoppers. Along with the uptake
in online shopping habits across the region
we have noted a significant rise in concern
from millennial shoppers regarding lead time
in product delivery. 60% of millennial online
shoppers now state shipping time as a big
hinderance to their shopping decisions. The
older generation of online shoppers prefers

a more touch and feel experience; with 53%
of the aged online shoppers attributing the
inability to physically experience the product
as the greatest challenge to online
shopping.

As eCommerce continues to blur the lines
between international borders, it’s now more
imperative than ever for brands to tailor their
marketing strategy to the locality of the
region and markets that it serves. It is time
to re-think eCommerce as a one-stop shop,
an e-business and a data haven. And
perhaps time to re-evaluate the function and
value of brick and mortar retail as an
experiential step in the eCommerce path to
purchase.

The retail landscape in APAC which is very diverse and distinct from the rest of the world, has
evolved considerably since the onset of Covid-19. The global pandemic has led to an
explosive growth in the ecommerce industry. Consumers across the APAC region have
shifted their shopping habits online to cater for life under pandemic related lockdowns and
restrictions, and these new behaviours are here to stay.



We live in a culture of instant gratification, we all
want everything here and now. Customers are
impatient and marketplaces respond to this by
offering faster delivery. A classic example is the
Amazon Prime service which guarantees a 2–24
hour delivery.

While the allure of convenience makes online an
appealing destination to browse and buy
products, not all consumers agree. We found
that 48% of shoppers still want to physically feel
and see an item before committing to purchase.
This physical experience is the most popular
reason some shoppers choose to browse in-
store compared to online, highlighting a need for
brands and retailers to build greater online trust
and confidence.

In a pre covid world, the definition of O2O was
simply Online to offline – where brands wanted
more and more footfalls to their offline stores.
However, in a post covid world, this definition
has evolved. New shopping trends like buy
online and pick up in-store (BOPIS), or research
online and purchase offline (ROPO) have
emerged as consumers want to avoid spending
extra time outdoors. The seismic events of
2020-21 have given shopping a whole new
meaning. Its all about O2O but this has reverse
engineered to offline to online.

Takeaway
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eCommerce is growing…
but APAC shoppers stillwant
a touch and feelexperience.
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Takeaway

2
Online ads aremore
influential than personal
recommendations.

Across a litany of digital channels, fresh brands we aren’t familiar with pop
up all the time. Have you ever wondered how that happens? Platforms are
now smarter than ever.

What we follow, what we browse, what we like and what we click on, makes
up our digital profile. But it’s the hidden aspects like what your friends buy
online / what they browse etc. which makes us a part of a larger “look alike
pool” this means that consumers are not interacting only with known
brands on digital media platforms. Such rich targeting capabilities clubbed
with machine learning is what exposes us to hundreds of new brands every
day via these channels.

of online shoppers are more likely to refer to personal  
recommendations compared to the APACaverage.

Moreover, other categories like restaurants and takeaway and entertainment
and leisure are still more influenced by personal recommendation. These
categories are heavily influential as they are based on sensorial
experiences.
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We looked at some drivers of online shopping in APAC. Among

the top points that encourage consumers to interact with brands,

social media was revealed to be the #1 choice.

In a post-covid world, given the inability to physically shop,

consumers have started reaching out to brands via multiple

touchpoints to gather more information before they buy. Their

primary channels of product research now also include online

retailers at a #4 position in APAC. Another Interesting point to

note here is that in our survey we saw that 1 in 2 SEA shoppers

refer to social media before they make a purchase

Despite the important role played by social media, not all markets

behave in the same way. In Markets like Japan and India, the

preferred channel for doing product research is online retailers. In

both of these markets, surprisingly 68% of the shoppers choose

online retailers to browse more product information. And for both

markets, shoppers are 75% more likely to research on online

retailers versus social media. This shows us how some markets

behave so similarly despite major cultural differences.

Takeaway

3
Social media is the
#1 driver of online  
shopping inAPAC.
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Reviews beat price. Despite that, our survey shows that APAC shoppers value reviews more than

promotional aspects. In today’s social media age, online reviews have emerged as one of the most

potent forms of social proof.

Herd behavior is a common heuristic. Humans are more likely to copy behavior of others to ‘shortcut’

decision making. We all check reviews online before dining in a new restaurant. Shoppers rarely buy

anything without first reading what previous verified buyers had to say on Amazon or Google. In

short: reviews are social proof in action. They have a significant effect on consumers’ research

process, thus impacting the overall brand perceptions.

While promotions may not be not as important, it is still one of the key factors for decision making in

some markets like Singapore and Australia. Consumers here are spoilt for choice with numerous

market places to choose and compare from, thus making them avid deal hunters.

Takeaway

4
Reviews get consumers

Prefer to buy from partners54% which have promotions

over the
final hurdle of purchase.

Promotions  

Reviews /ratings

40% of the online shoppers In Philippines preferred good reviews  
over promotion/sales as the mainpurchase trigger

https://www.reviewtrackers.com/guides/online-reviews/


Takeaway

5
Online marketplaces
are not  
created equal.
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Online marketplaces are not created equal, and each market has its own preference In the last 2 years,

the 2 ecommerce giants in SEA have been fighting head-to-head to achieve the #1 position. Our

survey revealed that in SEA, online shoppers are 40% more likely to buy on Shopee versus Lazada.

While each marketplace is relevant in their own way, some have a clear dominance over others.

In China, 67% consumers choose TMALL over other marketplaces  

as it is known to have a larger assortment compared to other e-retailers.

In Hong Kong, 78% of the online shoppers prefers HKTV Mall  as 
it has the widest selection and range of store pick up options.

For Japan, 68% online shoppers choose Amazon over other  
marketplaces as Amazon offers them fast and efficient delivery
process.



The Reprise study, which was conducted in collaboration with Google during the  

first half of 2021, interviewed 13,000 shoppers (1,000 per market), across 

Australia,  China, Hong Kong, India, Indonesia, Japan, Malaysia, the Philippines, 

Singapore,  South Korea, Taiwan, Thailand & Vietnam, to reveal the key changes 

into online  shoppers buying behaviour and preferences across the APAC region. 

If you have  any questions or would like to unpack how this research can help 

move the needle  for your brand in eCommerce, don’t hesitate to get in touch.
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Contact Us!
Let’s chat. We would love to help  
with any challenges or enquiries  
related to this subject.
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