The commerce
shortfall report
A report on consumer expectations
for the future of commerce
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What’s next for consumer behavior
and shopping expectations?
Controlling how product information flows
across fast-changing commerce channels
including the metaverse is a constant battle.
For example, information about a sweater’s color,
size, and price moves from a manufacturer’s
system to a retailer’s system and eventually
a consumer-facing platform. This happens
daily for trillions of items across thousands of
channels creating total commerce anarchy.

The key takeaways from the study provide an understanding of how companies
can reach their full global potential amidst commerce anarchy by:
Driving sales and building brand loyalty in the metaverse
Communicating the right information for sustainable shopping
Tailoring experiences for the physical, digital, and virtual world
Appealing to consumers based on their age and location

One way companies are gaining more control
over their product information value chains is
through a product-to-consumer (P2C) strategy.
This approach simplifies the path that product
data takes as it moves between suppliers and
buyers.
But considering new shopping trends appear
frequently, we set out to discover how
today’s buyers think and what they expect
from brands and retailers. This report reveals
how product experiences are falling short of
customers’ expectations.
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Research methodology:
Censuswide independently surveyed 5,698
consumers aged 16+ across Europe and the US,
posing questions around whether consumer
shopping experiences are falling short of
expectations. Questions focused on expectations
for the metaverse, sustainable shopping, and other
hybrid shopping experiences. This report outlines the
global findings and provides a guide to delivering the
experiences consumers expect, but often don’t get.
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Speed and mixed reality products
are essential for metaverse success
The global commerce potential for the
metaverse is huge with revenues expected
to reach $800 billion by 2024. As uncharted
territory, it creates an immense opportunity
for brands, retailers, marketplaces, and service
providers to experiment with never-beforeseen experiences and innovative products
that will expand their customer base, improve
brand engagement, and ultimately, drive more
sales. However, success is only possible if
metaverse experiences are designed with
consumer preferences in mind.
Almost half (46%) of consumers said
experiencing life-like features virtually, such
as seeing a digital painting in their home using
augmented reality glasses, is the leading
factor that would entice them to make a
purchase in the metaverse. This is closely
followed by a faster return processing time
(45%) and the ability to place an order in
the metaverse for a physical product that is
delivered in the real world (44%).
While the metaverse is still in development,
these are the types of products and services
companies should be building toward.

% of consumers who would buy a product in the metaverse if it provides life-like experiences by nationality:
*life-like experiences include features like using AR glasses to view virtual products in the physical world

67%

53%
49%

47%

44% AVERAGE
46%

43%

42%

40%

38%

37%
33%

% of consumers who would buy a product in the metaverse if they could complete purchases faster by nationality:

71%
61%
51%

47% AVERAGE
48%

47%

47%

46%

45%

44%
34%
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33%

34%

32%
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Consumers don’t know what they want from the
metaverse, but they do know they want it all…
When asked how shopping in the metaverse will differ from the physical
world, most respondents globally (27%) expect it to be the same
experience. Leading metaverse pioneers have promised limitless space for
innovation in the virtual world, so this data suggests consumers still have a
lack of understanding of what the metaverse can offer.
Given consumer expectations were split evenly overall, consumers might
not know how the metaverse will differ from the real world, but they do
expect it to be bigger and better.

Top 5 consumer expectations in the metaverse:

1.

2.

3.

26%

26%

25%

Virtual assistants
with more product
information

More dynamic, enriching
product information

4.

5.

24%

23%

Faster purchasing
transactions
productsup.com

More personalization

Products from
metaverse-only
brands
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Buyers growing up in the metaverse
How will Gen Z’s (ages 16-24) purchasing behavior be affected now that they are coming to age
at the same time as the rise of the metaverse? Gen Z shoppers are almost twice as likely to make a
purchase in the metaverse compared with those aged 55+.
Consumers who would be enticed to make a purchase in the metaverse based on the following factors:

51%

50%

52%

32%
26%

Virtual-only
products

51%

33%

31%

51%

33%

24%

Virtual and
physical products

Physical product
delivered in the
real world

16-24 YEARS OLD
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54%

Virtually
experiencing
life-like features
of a product

Completing the
purchase faster
than in real life

Processing returns
faster than in real
life

55+ YEARS OLD

5

Four ways brands, retailers, marketplaces, and
service providers can reach sustainable shoppers

1.

Remove sustainability
information blindspots

Poorly presented product information is preventing
consumers from making purchases. Consumers are
more likely to make a purchase if a product is reusable
(71%) or recyclable (70%). Despite this, consumers
say information on a product’s reusability (34%) and recyclability (30%)
is difficult to find. Making more detailed product information easily
accessible is key to filling the sustainability sales gap.
Sustainability factors that influence buying decisions vs. information that is difficult to find:
Top sustainability factors affecting buying decisions:

productsup.com

vs

Information consumers have difficulty finding:

REUSABILITY 71%

1

1

41%

MINIMAL CARBON FOOTPRINT

RECYCLABILITY 70%

2

2

41%

ETHICALLY SOURCED/PRODUCED

GOOD SUSTAINABILITY CREDENTIALS 67%

3

3

37%

GOOD SUSTAINABILITY CREDENTIALS

ETHICALLY SOURCED/PRODUCED 66%

4

4

34%

REUSABILITY

COUNTRY OF ORIGIN 62%

5

5

34%

COUNTRY OF ORIGIN

MINIMAL CARBON FOOTPRINT 61%

6

6

30%

RECYCLABILITY
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2.

Understand the generation gap

More product information is
key to raising awareness of a
product’s sustainability.
However, there’s a steep
generational divide: younger demographics want
sustainability information delivered across all
touchpoints and in different formats, whereas
older respondents specifically prefer information
included in product descriptions and easy to
find. For respondents aged 16-24 the leading
solution is to provide an online comparison
(40%), followed closely by giving more detailed
information in product descriptions (39%) and
providing a QR code on packaging that gives more
information (37%).

productsup.com

The sustainability generational divide
Consumer needs for product sustainability information by age:
16-24

25-34

35-44

45-54

55+

40%

20%
Make it easier to
provide customer
feedback about
a product’s
sustainability

Provide an online
comparison of
the product’s
sustainability
credentials with other
products (including
other brands)

Provide a QR code on
packaging that gives
you more information
on the product’s
sustainability

Make a product’s
sustainability
information easier to
find

Give more detailed
sustainability
information in product
descriptions
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3.

Customize
per region

Sustainability is important
to 88% of global consumers,
but how people from
different countries feel about
finding product sustainability information varies.
Brands and retailers must tailor sustainability
information to each market they sell in.
For example, 40% of consumers in the
Netherlands think online comparisons are the
second most effective way to raise awareness
of a product’s sustainability. In comparison,
45% of Spanish and 40% of Italian consumers
think packaging should have QR codes with
sustainability information.

Preferences for product sustainability information by nationality:
60%

40%

20%

0%

Give more detailed
sustainability information in
product descriptions

Make it easier to provide
customer feedback about a
product’s sustainability

Make a product’s
sustainability information
easier to find

Provide a QR code on
packaging that gives you
more information on the
product’s sustainability

Provide an online comparison
of the product’s sustainability
credentials with other
products (including other
brands)

productsup.com
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4.

Avoid causewashing

While a product’s sustainability information influences
purchasing, it’s not enough to just add a “Fair Trade” or
“Biodegradable” label. Providing further explanation of what
makes a product organic, free-range, or eco-friendly is the
leading step to boost consumer trust in ethical brands and products (43%).
In general, better product information is more conducive to building trust across all
demographics. Initiatives like partnering with global non-governmental organizations
(26%) and generating positive press about ethical practices (22%) are the least influential
ways to build trust. These actions could be seen as “causewashing,” especially by
shoppers aged 55+ (22%) who are less trusting of brands than those aged 16-24 (30%).
How to build trust in sustainability labels
Consumers would trust a brand’s sustainability labels more based on the
following factors:
Explanation of what makes a product organic /
free-range / eco-friendly / animal cruelty-free, etc.

43%

More information on the packaging to
prove the product aligns with the label

40%

More online information to look
up sustainability credentials
Supports causes in line with the
labels the brand/retailer uses
Partners with a global nongovernment organization
Receives positive press
about ethical practices

productsup.com

33%
27%
26%
22%
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Sustainable shoppers
in the metaverse
It’s important not to overlook how
eco-conscious consumers feel about shopping
in the metaverse. The data reveals that
consumers who are more likely to buy products
based on their sustainability are more than
twice as likely to make a purchase in the
metaverse compared to consumers who are
less eco-conscious.

Eco-conscious consumers that would purchase in the metaverse based on the following factors:
49%

20%

48%

19%

47%

47%

21%

Life-like virtual Faster returns Physical product
experiences
delivered

43%

Not eco-conscious

21%

Faster
completion

Eco-conscious

42%

16%

17%

Virtual-only Virtual + physical
products
products

It’s not about physical, digital,or virtual commerce
It’s about hybrid experiences
To meet consumer expectations, companies
need to deliver experiences tailored to where
consumers shop – in-store, online, and soon, in
the metaverse.
Exclusive deals both online (55%) and
in-store (54%) are the top factors persuading
purchases, showing consumers want to shop
in various dimensions. Additionally, these
experiences need to be blended – a mobile app
that provides more product information while
shopping in-store was the third most popular
feature to sway purchasing decisions (47%).

productsup.com

% of consumers that would make a purchase based on the following:
55%

Exclusive discounts offered for online-only purchases

54%

Exclusive discounts offered for in-store-only purchases
A brand/retailer’s mobile app that provides more
product information while shopping in-store

47%

Online virtual and augmented reality (eg. VR filters that let you place
virtual furniture in your home to see what it would look like in real life)

42%

In-store augmented reality (AR) experiences (eg. AR mirrors where you
can see yourself in potential outfits without physically trying them on)

41%

Personalized product recommendations in online advertisements
In-app purchases directly from pictures on social media
(eg. a top worn by an influencer in a post)
Live-stream shopping events on social media platforms
(eg. similar to shopping channels on TV)

40%
36%
34%
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Key takeaway: customer
experiences are falling short
The top priorities for meeting today’s – and
tomorrow’s – consumer expectations:

The metaverse is young, but growing fast
Today’s metaverse experiences fall short of
consumers’ expectations for “life-like virtual
experiences”, feeling like something that
resembles a 3D version of The Sims. However,
there is plenty of room for this new commerce
space to adapt, shaping consumer expectations
as it grows.
If brands and retailers want to conquer the
metaverse, they need to understand consumer
behaviors and desires to deliver the right
experiences. Some 73% of consumers expect
a different experience to shopping in the
metaverse compared to shopping online or instore.

Sustainability has a communications
problem
For 88% of consumers, sustainability is vital
when making a shopping choice, and yet more
needs to be done to educate consumers on
a product’s sustainability credentials. More
detailed product information is therefore key
– not only to raising awareness but also to
increasing trust in a product’s sustainability
credentials.

productsup.com

Metaverse buying experiences
Transparency in sustainability
Hybrid shopping experiences

Top 5 steps companies can take to boost their
sustainability credentials:

1.

46%

Give more detailed sustainability information in product
descriptions

2.

45%

Make a product’s sustainability information easier to find

3.

34%

Provide a QR code on packaging that gives more information

4.

34% credentials with other products (including other brands)

5.

29% sustainability

Provide an online comparison of the product’s sustainability
Make it easier to provide customer feedback about a product’s
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Consumers want price, experience,
and product – in every dimension
Consumers aren’t loyal to any single shopping dimension (ie. physical,
online, or virtual), and instead, follow the best price, product, or
experience. The top factor influencing purchasing decisions is when
exclusive deals are offered – both online (55%) and in-store (54%).
Despite headlines about physical store closures, it’s not enough for
companies to focus on ecommerce, or vice versa. The same will be true
of the metaverse, when commerce on the platform eventually takes off.

However, when diving deeper into what makes shoppers from different
age groups choose one retailer over another, we see a stark contrast.
Younger buyers are swayed more by recommendations from influencers,
whereas older generations are more cost-conscious.

Consumers would choose one retailer over another based on the following factors by age:
An influencer I follow recommends the brand/retailer
Shipping fees are included in the price
40%

20%

0%
16-24

productsup.com

25-34

35-44

45-54

55+
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The value of
product information
Getting the right product information to the right
customer matters and is essential for preventing
consumers from shopping with competitors. Including
shipping fees in the price (35%) and knowing more
detailed information about products (35%) were the
top two factors that would make someone choose
one brand or retailer over another.

Avoiding commerce anarchy
However, delivering consistent product experiences
that are rich with detailed, personalized, and accurate
product data has become nearly impossible. The
increasing number of channels to reach consumers
on is incredibly complex for brands and retailers
to manage. As a result, consumers encounter
conflicting prices and descriptions that don’t match
products. This puts sales and brand loyalty at risk, so
businesses need to find a way to tame the anarchy
and gain back control of their product information
value chains.

The age of product-to-consumer (P2C)
Reducing the number of systems needed to manage
the pathway of product data between vendors and
customers brings order to commerce anarchy and
is only achievable through P2C management – a
new commerce approach identified by Constellation
Research.

productsup.com

A P2C strategy allows companies to turn complexity
into advantage, using the latest technologies and
trends to stand out from the competition.
Productsup helps brands, retailers, marketplaces,
and service providers take advantage of the
opportunities P2C management offers.
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Talk to one of our experts today to find
out how to bring order to commerce
anarchy with a P2C strategy, ensuring
you deliver the experiences your
consumers expect wherever they are.
hello@productsup.com

productsup.com
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Glossary
•

•

•

Commerce - all marketing and selling
engagements with consumers. Commerce
takes place via traditional, non-digital
channels, as well as online, digital channels.
Limited feedback.
Ecommerce – marketing and selling
engagements with consumers via online
and mobile channels specifically. Limited
feedback via ecommerce channels.
Hybrid shopping – the use of offline and
offline channels throughout the shopping
journey, such as for product discovery,
purchasing transactions, order fulfillment,
customer feedback, and more.

•

Commerce anarchy – the struggle faced
by brands, retailers, service providers, and
marketplaces to manage the increasingly
complex and interlinked paths between
products, services, and consumers.

•

Product information value chain (PIVC) –
the path that product data takes as it flows
between brands, retailers, marketplaces,
service providers, and consumers. PIVCs are
made up of all the information flows needed

productsup.com

to enable commerce transactions, including
supply chain logistics, product information
management, and social media interactions.
•

•

2D commerce – traditional one-way product
information value chains where information
flows are outbound only. No longer adequate
for digital commerce.
3D commerce – the ability to look at product
information value chains holistically from
multiple angles, including product lines, AB
testing, channel feeds, promotional tactics,
feedback loops, and more.

•

Product-to-consumer (P2C) management
– a category of technology solutions aimed
at mapping, understanding, and ultimately
controlling all 3D product information
value chains (PIVCs). P2C management
offers brands, retailers, service providers,
and marketplaces a systematic approach to
controlling, directing, and maximizing their
commerce ecosystems.

•

Metaverse – the metaverse is a virtual reality
world where users can interact, game, and
experience things as they would in the

real world. The metaverse can be accessed
through several different technology
products and offers immersive experiences
in areas like shopping, gaming, and work
collaboration – think Fortnite and Roblox, for
example.
•

Reusability – the amount of times a product
can meet its intended use before being
discarded.

•

Recyclability – the ease of which a product
can be reused at the end of its usable life to
minimize waste, pollution, and resource use.

•

Sustainability credentials – voluntary
guidelines used by producers, manufacturers,
retailers, and service providers to
demonstrate their commitment to good
environmental, social, ethical, and food safety
practices. There are over 400 sustainability
credentials across the world, such as
Fair Trade or Carbon Neutral, which are
standardized by industry experts.
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