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Top 5 Most Frequently Asked Questions 
by Multi-Channel Retailers

1. What are the incremental offline sales attributable my Web site?

2. What is the ‘true’ ROI of my Web site?

3. Do online sales cannibalize store sales?

4. How much of my shopping cart abandonment is attributable to customers 
that purchase in my store?

5. How do I balance management’s desire for growth in the sales and 
profitability of the Web site with management’s vague mandate to exploit 
synergies between channels?
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Research Methodology

Online surveys executed in May 2008
Pet Food Buyers

- Pet food buyers n=1,294

- Online pet food buyers n=122

Consumer Electronics

- People that had made a consumer electronics purchase w/in 60 days n=659

- People that had bought consumer electronics online within past 60 days n=206

Analysis of Homescan Online data (n=20,000)
People that had shopped at Sam’s, Costco, Target, Walgreen, Wal-Mart or CVS 
offline

People that had visited the Web sites of sites listed above
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Channel choice motivations

Multi-channel behaviors

The multi-channel payoff

Multi-channel research alternatives

Multi-channel best practices

Agenda
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In High-Consideration Categories, 
There are Many Reasons to Buy Online 

Nielsen Online MegaPanel survey, 05/08  N=659
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I like to read consumer reviews

I felt that I had access to more information
online

I was able to choose from a much broader
selection online than in a local store 

I can more easily shop across a multiple
retailers

Home delivery is more convenient than
store purchase

It is easier to compare prices online than
shopping in local stores 

I felt that I could get a better price online
than in a local store 

Consumer Electronics

Question: Why did you make your most 
recent CE purchase online, rather than in a 
local store?

Among those that had made a CE 
purchase within the past 60 days that 
indicated that they had bought online
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Even in Low-Consideration Categories, there 
are Reasons to Buy Online

Nielsen Online MegaPanel survey.  May 2008.  N=1,297
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Like to read consumer reviews first

I have more access to  information online
than in a store

It was easy to add a pet food item to an
order that I was already placing

It was more convenient

I felt that I could get a better price online

I am able to find hard-to-find selection
online

Question: Why have you chosen to buy pet 
food online in the past?

Pet Food

Among those that indicated that they have visited 
Web sites with information about pet food
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However, Reasons NOT to Buy Online 
Dominate Low-Consideration Categories…

Nielsen Online MegaPanel survey.  May 2008.  N=1,297

Question: Have you ever 
purchased pet food online?

(among those that indicated that they have visited 
Web sites with information about pet food)

Yes – 9%

No – 91%

Primary motivator
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Question: Why wouldn’t 
you buy pet food online?

Among those that indicated that they 
would NOT buy pet food online

Didn’t want to pay high shipping and 
handling prices for bulky items

Didn’t want to wait for product to ship

Price online was too high

Wasn’t sure anyone would be home 
when the item was delivered by a third-

party shipper

Thought it would be difficult or 
impossible to redeem coupons for 

items purchased online

Motivating factor



Confidential & Proprietary
© 2008 The Nielsen Company

…and in High-Consideration Categories Offline 
Purchase is Nearly Twice as Likely as Online

Nielsen Online MegaPanel survey.  May 2008.  N=659

Online

Question: Where did you 
make your most recent 
consumer electronics 
purchase?

Other

(among those that have 
made CE purchases 
within past 60 days)
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59%
31%

Local 
Store
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Wanted to physically evaluate product 
before purchasing

Didn’t want to wait for product to ship

Didn’t want to pay shipping and handling

Wanted to talk to a sales person, in 
person, before purchasing

Thought I could get a better price in-store

Wasn’t sure anyone would be home when 
the item was delivered by a third-party 

shipper

Wanted to support a local business

None of the above

Question: Why did you 
make your most recent 
consumer electronics 
purchase in a local 
store, rather than 
online?

Among those that indicated that 
they researched online but 
purchased offline
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What Does This Show?

Benefits of In-Store
• Allows consumers to physically 

evaluate products

• Instant gratification

• No shipping cost is incurred

• Consumers can talk to 
salesperson Benefits of the Site

• Price

• Convenience

• Breadth of selection

• Breadth of information

Clearly, in-store and Web channels complement each other 
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What are People Researching Online?
Online research regarding pet food

Nielsen Online MegaPanel survey. May 2008.  n= 1,279

16%

25%

36%

40%

40%

45%

45%

48%

6%

0% 25% 50% 75% 100%
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Read consumer reviews

Find local store that sells product

Evaluate and compare prices

Find sales/promotions

Learn more about safety issues

Learn about recalls

Learn about product ingredients

Learn about nutritional specifications

Question: What kinds of 
information were you looking 
for when you visited the site?

Among those that indicated that 
they had visited a Web site 
looking for pet food informationQuestion: Have you ever 

visited a Web site with the 
intent of learning about 
pet food or issues related 
to pet food?

No
56%

Yes
44%

(among those that indicated that 
they were pet food buyers)
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Regarding Types of Online Research They Do, 
Little Difference Between ROBO and Non-
ROBO

41%
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Other

General category-level research

Read consumer reviews

Looked at product imagery

Read detailed product specifications 

Compared different products to each other 

Looked for promotions and deals 

Compared prices across retailers 

Non-ROBO buyers

ROBO buyers

Question: What were you trying 
to learn when you engaged in 
online research prior to your 
most recent CE purchase?

Consumer Electronics

Nielsen Online MegaPanel survey. May 2008.  n=659

Among those that indicated that they had 
made a CE purchase within the past 60 
days, that had used the Internet prior
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Consumers Employ Wide Array of Tactics 
Preceding High-Consideration Purchases
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None of the above

Read reviews in newspapers/magazines

I sought advice from friends and family 

Looked through advertising circulars

Visited local stores - talk to sales staff

Visited Web sites of objective 3rd parties

Visited manufacturers' Web sites

Visited local stores - see/touch/evaluate product

Visited Web sites of retailers that sell the product

Question: Thinking about your 
most recent consumer electronics 
purchase, what types of research 
did you do prior to making the 
purchase?

Nielsen Online MegaPanel survey.  May 2008.  n=659

Consumer Electronics

Among those that indicated that they had 
made a CE purchase within the past 60 
days
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When Looking Broadly at Channel Behaviors, 
We See a High Degree of Overlap

64% Percent of those that visited local stores to research the 
CE purchase that also used the Web to research the 
purchase

50% Percent of those that used the Web to research the CE 
purchase that also visited the store

Consumer Electronics
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As Consumers Consume Product Info a la carte, 
the Internet is the Most Popular Menu Item 

Nielsen Online MegaPanel survey. May 2008.  n=659

Consumer Electronics
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The Internet

Visits to local stores

Reviews in 
newspapers/magazines

Friends and family

Other

Question: If you were only able to 
use one source of information to 
support your next CE purchase, 
which would you choose?

Among those that indicated that they had made 
a CE purchase within the past 60 days
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Even Among In-Store Buyers, the Internet is 
Considered Most Valuable Source of Information

Nielsen Online MegaPanel survey.  May 2008.  n=659

All CE buyers

Store buyers only

Consumer Electronics

The Internet

Visits to local stores

Reviews in 
newspapers/magazines

Friends and family

Other
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Question: If you were only able 
to use one source of 
information to support your 
next CE purchase, which would 
you choose?

Among those that indicated that they had 
made a CE purchase within the past 60 
days



Confidential & Proprietary
© 2008 The Nielsen Company

Channel choice motivations

Multi-channel behaviors

The multi-channel payoff

Multi-channel research alternatives

Multi-channel best practices

Agenda



Confidential & Proprietary
© 2008 The Nielsen Company

Casual or Not, Multi-Channel Shoppers 
are the Most Valuable

Total Spend Index*
Nielsen Online, Homescan Online

* Total dollars spent per year in the brick and mortar store
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Nielsen Online, Homescan Online

* Total dollars spent per year in the brick and mortar store

Total Spend Index*
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Casual or Not, Multi-Channel Shoppers 
are the Most Valuable 
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Bottom Line
Supporting Research Online is Table Stakes 
for Brick-and-Mortar Retailers

Thinking about your most recent consumer electronics purchase….

Question: Did you buy from the local store of 
the retailer where you had spent the MOST 
TIME doing online research?

No 
47% Yes

53%

No 
20%

Yes
80%

Question: Did you buy from a local store 
whose Web site you had visited as you were 
doing online research?
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Measurement of Multi-Channel Impact
The precise volume of online impacted offline sales will never be known.
However, we can get pretty close: 
• Online surveys following site visitation 

Intent to purchase surveys immediately following site visitation

Self reported surveys delayed from site visitation

• In Store Measurement

Self reported purchase influence surveys outside of store

Employee field observation

Checkout queries

• Ethnographic Research

• Database matches (HomeScan Online & proprietary matches)

Match store buyer databases with panel-based data sources

- Evaluate aggregate shopping behavior

- Visitor/Non-visitor analysis of spending, trips, average order size

- Evaluate category specific shopping behavior

- Visitor/Non-visitor analysis at the category level
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Circuit City: Encouraging Printing on 
Every Page Circuit City enables 

consumers to print the 
contents of most pages 
without the trouble that 
screenshots bring

Best Practices
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Best Buy: In-Store Inventory Availability 
gives Critical Edge to Retailers  

Best Practices
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Safeway: Printable Recipes Linked to 
Shopping List

Best Practices
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Walmart.com: The Multi-Channel Leader 
Among Discount Department Stores

Best Practices
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Lowe’s: How-To Content > Product Info> 
Store Availability

Best Practices
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Retailers Need to Organize Content 
Portability as Media Companies Have Done

Best Practices
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KraftFoods.com: Deploys Content to a 
Number of Different Platforms

Best Practices
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Principles of Multi-Channel Retailing
• Great product and category-level content is the critical foundational element

• Key pieces of content must be portable:

Easily-enabled printing

Mobile devices

In-store devices (kiosks, employee devices, etc….)

○ The retailer must be agnostic as to which channel the customer 
purchases in (and this agnosticism should be obvious in the customer 
experience)

○ Systems for estimating the impact of the Web site on the store must be 
established. All parties must recognize that the unavailability of perfect 
information should not preclude efforts to best estimate the impact. Best 
estimates should fuel investment decisions.


