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Photoslurp

Photoslurp is a marketing and visual
eCommerce platform.

We help brands increase their eCommerce conversions with the collection and publication of User
Generated Content, which has been posted on social media by customers. Photoslurp integrates
this media into the websites and product pages of clients to give shoppers the opportunity to view
products being used by real consumers with the ability to click and shop directly.
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Introduction

According to an eCommerce market analysis by eCommerceDB, Mexico is the 19th largest
market for eCommerce with a total revenue of $9 billion in 2019. At the same time, it also
contributed to the worldwide growth rate of 13% with an increase of 11% and it's forecasted to
generate $16.9 billion in eCommerce retail revenue in 2020. This is only expected to continue
growing, especially following the COVID-19 outbreak.

With half of the population shopping online
thanks to growing trust and confidence in
eCommerce within the country, this strong
forecast should have brands around the world
drawing their attention to Mexico and learning
the best practices for entering the online
landscape in this market, particularly post-
pandemic.

For this reason, Photoslurp put together this
market research on the online buying practices
of Mexican people. With the insights from our
report, online brands from various industries
and countries will have the information they
need to not only enter the Mexican market but
improve their eCommerce performances in this
promising online space.
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This data was collected in July 2020 in the midst

of the COVID outbreak. Back in May 2020, Mexico began reopening some areas of the country
but will likely experience further lockdowns throughout the year. This only fuels the need for
online brands that wish to enter this market to gain a comprehensive understanding of how the
eCommerce landscape is changing throughout the pandemic.



https://ecommercedb.com/en/markets/mx/all
https://ecommercedb.com/en/markets/mx/all
https://www.practicalecommerce.com/mexicos-ecommerce-matures
https://marketing4ecommerce.mx/5-grandes-tendencias-que-presentara-en-mexico-el-ecommerce-en-2020/
https://marketing4ecommerce.mx/el-incremento-en-la-confianza-y-el-acceso-a-internet-impulsan-el-ecommerce-en-mexico/
https://www.theguardian.com/world/2020/may/18/mexico-amlo-coronavirus-covid19-restrictions-reopen
https://mexiconewsdaily.com/news/coronavirus/virus-still-out-of-control/

2020 eCommerce Trends: The online buying habits of )
the Mexican Market following the COVID-19 outbreak @ O O O O O Introduction

Mexico saw a 40% increase of online sales following the COVID outbreak with the public making
more everyday purchases online than ever before. We explore this further in the report,
investigating what products people started buying online at the beginning of the pandemic

and which online buying habits will stick post-pandemic. This includes a closer look into the
strategies that are inspiring online purchases, so that eCommerce brands can make more
informed decisions following the COVID outbreak.

With this report, we offer a valuable piece of market research that presents a comprehensive
snapshot of the actual eCommerce situation in Mexico following the COVID-19 quarantine.

Our research takes into account age, gender, and income level to give readers comprehensive
and statistically significant data for each variable to better understand the online buying

habits of the whole of Mexico following the COVID outbreak. While the data is not nationally
representative in regards to population distribution, we represent each group within the report.
Our intention was to provide an optimized report that enables brands to find their own specific
target audiences within the data.



https://marketing4ecommerce.mx/la-pandemia-acelera-el-ecommerce-mexicano-se-preve-un-incremento-del-40-este-2020/
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CHAPTER 1

The current
eCommerce market
1N Mexico

Mexico is high up on the list of Latin American countries that have grown their eCommerce
presence, inspiring many international companies to look towards this fertile market. The COVID
outbreak has also brought on a lot of welcome change for the eCommerce landscape of Mexico
including a 33% increase of free deliveries and a cultural switch towards debit/credit card use
(over the past year credit card use has increased by 53%).

However, it's important to note that 30% of the population does not have a bank account,
meaning that cash purchases remain a prominent need even for online shopping. Practical
eCommerce claims that accepting cash is crucial for eCommerce businesses to succeed in
Mexico, which can be carried out with the convenience-store method or payment on delivery.

In terms of product demand, RetailX found that Mexican consumers generally buy more services
online than physical goods, however this appears to be changing thanks to COVID-19. Now, food
supplies and health care are overtaking the purchase of services online, something that we also
see within our data.



https://marketing4ecommerce.mx/mexico-lidera-la-lista-de-los-paises-con-mayor-crecimiento-en-ecommerce-en-latam-emarketer/
https://expansion.mx/tecnologia/2020/04/24/los-envios-gratis-crecen-33-gracias-al-covid-19?utm_source=internal&utm_medium=branded
https://marketing4ecommerce.mx/las-operaciones-con-tarjeta-de-credito-en-ecommerce-se-incrementaron-53-en-mexico-en-el-ultimo-ano-condusef/
https://www.practicalecommerce.com/mexicos-ecommerce-matures
https://www.practicalecommerce.com/mexicos-ecommerce-matures
https://retailx.net/product/mexico-2020/
https://retailx.net/product/mexico-2020/
https://www.google.com/search?q=google+translate&rlz=1C5CHFA_enES786ES786&oq=google&aqs=chrome.0.69i59j69i57j69i59j69i60l3j69i65j69i60.769j0j7&sourceid=chrome&ie=UTF-8
https://www.google.com/search?q=google+translate&rlz=1C5CHFA_enES786ES786&oq=google&aqs=chrome.0.69i59j69i57j69i59j69i60l3j69i65j69i60.769j0j7&sourceid=chrome&ie=UTF-8
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As the Mexican online retail sector has grown rapidly over the course of the COVID outbreak,
this market has a lot of potential for brands looking to enter it. This is why we've taken the time
to investigate the online buying habits of Mexican people.

In order to provide a comprehensive snapshot of this eCommerce market, we put together this
report on the online buying behavior of Mexican people. It addresses the entirety of the Mexican
eCommerce market by answering these 4 key questions:

What are the online buying habits of Mexican people?

This section is broken up into two parts. The first looks at what Mexican people were purchasing
online before the pandemic, during the pandemic, and what they plan to continue purchasing
online post pandemic.

Second, we look at how often Mexican people tend to purchase online and the amount that they
spend. This includes a look at how this has been affected by the COVID outbreak.
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What inspires Mexican people to shop online from specific
brands?

Then, we look at what inspires the Mexican market to shop online from specific brands, which
includes a look at the way that Mexican people interact on social media in relation to online
purchases for a better idea of the relationships between them.

To further explore what eCommerce brands can do to stand out against competitors within
the Mexican market, we look at brand values like price, sustainability, and ethical treatment of
workers to see what inspires the people of Mexico.

What eCommerce services and features help or encourage
Mexican consumers to buy online?

To help brands improve their eCommerce user experience, in this section we explore the
services and features that lead to conversions within the Mexican market, especially during the
COVID situation. From User Generated Content to customer service options, brands will leave
with a better idea of the best ways to get customers to convert.

What post-purchase habits do Mexican consumers follow?

Finally, we look at how Mexican consumers react after purchasing a product to get a better
idea of how to engage with customers within this market post-purchase particularly during the
COVID-19 era.

By looking at consumer behavior based on these 4 key questions, we have a comprehensive idea
of how the people of Mexico buy online in the wake of the COVID outbreak, including the types
of products, the frequency, and what gets them interested in converting.

This research will greatly help brands around the world improve eCommerce performance in
this region following the pandemic.
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Research results

CHAPTER 2

Research Results
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What are the online buying
habits of Mexican people
since the start of the COVID
outbreak?

PART 1
What are Mexican people buying online?

What did Mexican people buy
during the COVID outbreak?

Key summary: On average, Mexican people bought from 5 main categories during the COVID
outbreak: Food & Beverages, Clothing, Health & Wellness Supplements, Electronics, and Pet Care.

Key statistic: 74% of Mexican people bought Food & Beverages online during the COVID outbreak.

Among the following items, what have you
bought during the COVID outbreak?

Food & Beverages 735.8%
Health & wellness supplements 54,0%
Clothes 53.6%
Electronics 42,0%
Pet Care 40,2%
Footwear 35,0%
Cosmetics 34,6%
Home Goods / Home appliances 33.8%
Sports goods & apparel 23,8%
Baby goods 20,4%
Toys 19.6%
Fashion Accessories 18,6%
Furniture / Home Decor 14,0%
DIY Accessories 12,0%
Flowers 10,2%
Jewelry & Watches 8.0%

Other | 1,2%
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36,4%
37.2%
32,8%
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37.2%
30,4%
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21.2%
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18,0%
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72,4%
75,2%

Chapter 2:
Research results

Among the following items, what have you bought during the COVID
outbreak? (by gender)

The most popular categories among women were Food & Beverages (72%), Health & Wellness
Supplements, (58%), and Clothing (57%).

« The most popular categories among men were Food & Beverages (75%), Clothing (50%), Health
& Wellness Supplements (50%), and Electronics (49%).
* In all categories, the percentage of women buying from that category of products exceeded
the percentage of men, except for in Food & Beverages and Electronics.
» The proportion of Mexican people buying cosmetics during the COVID outbreak was 109%
higher among women than men and the proportion of people buying electronics was 39%

higher among men than women.

» Food & Beverages was the number one category for all the age groups except for Mexican

people aged 18-24 (number 2).

« Food & Beverages was the number one category for all income groups.
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Out of the things purchased online during the
COVID outbreak, what were Mexican people
buying for the first time?

Key summary: Food & Beverages and Health & Wellness Supplements were the top products that
Mexican people were purchasing for the first time online.

Key statistic: 24% of young Mexican people purchased clothing online for the first time during the
COVID outbreak.

Out of the things that you have purchased online during the COVID
outbreak, what have you bought for the first time?

Food & Beverages = 29,8%
Health & wellness supplements 26,4%
Pet Care [ 19.4%
Electronics [ 18,0%
Clothes [ 17,8%

Footwear | 15 4
Home Goods / Home appliances [ 138%

Cosmetics 13,0%

Baby goods 2.6%

Sports goods & apparel | 9.2%
Fashion Accessories | 84%
Toys | | 7.0%
DIY Accessories | 6,8%

Furniture / Home Decor | 6.8%
Jewelry & Watches | 52%

Flowers - 5,0%

Other Fu.a%
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Out of the things that you have purchased online during the COVID
outbreak, what have you bought for the first time? (by gender]

Food & Beverages 27,2% i
Health & wellness supplements AW 29,6%
Pet Care IEESEE?-E
Electronics 14,4% -
Clothes 14,8% 20.8%
Footwear Hllgég%
Home Goods / Home appliances 11;5%?
Cosmetics 8.0% 18,0%
Baby goods
Sports goods & apparel E,D‘}%n'q%
Fashion Accessories 5 8% 10,0%
Toys ﬁ-g%%
DIY Accessories "y 8,4%
Furniture / Home Decor 6%3'5
Jewelry & Watches 2% 1.2%
Flowers o 2%
Other g:g;ﬁ MJZ:'E”

* The most popular categories among women were Health & Wellness Supplements (30%) and
Food & Beverages (27%).

* The most popular categories among men were Food & Beverages (32%), Health & Wellness
Supplements (23%), Electronics (22%) and Clothing (21%).

* There's only one category where men and women have the same percentage, which is Home
Goods (14%).

« For 3 out of the 5 age groups, Food & Beverages ranked as the top products that Mexican
people bought online for the first time. Only ages 18-24 (Clothing) and 45-54 (Health and
wellness supplements).

» Food & Beverages ranked as the top group in all three income brackets.
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Out of the things purchased during the COVID
outbreak, what will Mexican people continue
buying online moving forward?

Key summary: On average, there are two main product groups that Mexican people will continue
to purchase online moving forward: Food & Beverages and Clothing.

Key statistic: 57% of Mexican people in the High and Middle income bracket will continue to
purchase Food & Beverages online following the COVID outbreak.

Out of the things that you have purchased online
during the COVID outbreak, what do you think you
will continue buying online moving forward?

Food & Beverages 51,4%
Clothes 49,2%
Electronics 37.4%
Health & wellness supplements 37.4%
Cosmetics 30,4%
Footwear 30,4%

Pet Care 28.8%

Sports goods & apparel | 268%
Home Goods / Home appliances | 26 2%
Fashion Accessories [ 24.0%
Toys [ 18,8%
Furniture / Home Decor | 17,6%
Baby goods | 152%
DIY Accessories ([N 12,8%
Jewelry & Watches | 12,8%
Flowers | 7.4%

Other 'u,a*:—s
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Out of the things that you have purchased online during the COVID
outbreak, what do you think you will continue buying online moving
forward? (by gender]

Food & Beverages 5[]53%1%
Clothes dﬂ?.ﬁ@}éﬁ
Electronics 28, 8% R
Health & wellness supplements 3153,:?'5:%
Cosmetics 22 0% 38,8%
Footwear %3;3%
Pet Care g@qul'E%
Sports goods & apparel 35-32;{1%
Home Goods / Home appliances 22;61?15
Fashion Accessories P 30,0%
Toys 18.4%
Furniture / Home Decor 1;%-%%
Baby goods : #Ilﬂ’f’g"%
DIY Accessories 1121%-‘”5
Jewelry & Watches %ggf‘é
Flowers &Fﬂ%‘:‘é‘
Other D'E‘f% MJZ:-IE”

» The most popular categories among women were Food & Beverages (50%), followed closely by
Clothing (50%).

« The most popular categories among men were Food & Beverages (51%), followed closely by
Clothing (49%).

* In all categories, the percentage of women and men that will continue buying products online
is very similar except for Electronics where the percentage of men is 50% higher than women.

 Clothing was the most popular for younger age groups (ages 18-34), with Food & Beverages
ranking at the top for older age groups (ages 35 and above).

« Both the High and Middle income brackets chose Food & Beverages as their top choice (57%),
while Low income chose Clothing (51%).
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PART 2
How frequently are Mexican people
shopping online and how much do they spend?

How frequently are Mexican
people shopping online and how
much do they spend?

How much have Mexican people spent online
since the COVID outbreak?

Key summary: On average, Mexican people spent 3,846 MXN (around 147 Euros) online in one
month.

Key statistic: Mexican people ages 34-55 have spent the most online since the COVID outbreak at
6.6% over the average.

How much have you spent online since the COVID outbreak?

0-1500 Pesos _ 19.4%
1501-3000 Pesos [ 31,4%
3001-4500 Pesos |G 14. 6%
4501-6000 Pesos | 1 152%
6001-7500 Pesos [ 6,8%

7501-9000 Pesos [ 5,0%

9001-10500 Pesos [ 2,8%

+10500 Pesos - 4,8%

15
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How much have you spent online since the COVID outbreak?
(by household income)

0-1500 1501-3000 3001-4500 4501-4000 6001-7500 7501-92000 2001-10500 +10500
Pesos Pesos Pesos Pesos Pesos Pesos Pesos Pesos

o

Key learnings

* An average woman spent 3622 MXN (or around 139 Euros) on online shopping.

» An average man spent 4072 MXN (or around 154 Euros) on online shopping.

« Men spent on average 12.4% more than women.

» People in the age group 35-44 spent the most online with 4148 MXN (around 4148 Euros) on
average. That's 6,6% over the average.

» People in the age group 18-24 spent the least online with 3631 MXN (around 138 Euros) on
average. That's 12,2% less than the average.

* The High income bracket spent the most online with 4510 MXN (around 157 Euros) on
average. That's 16% over the average.

« Middle income people spent slightly more than the average

* Lower income people spent 25% less than the average.

16
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Once the outbreak has fully passed, will
Mexican people spend more money online
than before the pandemic?

Key summary: Mexican people expect to spend the same or more after the pandemic.

Key statistic: Mexican men expect to spend more than women following the pandemic by 24%.

Once the outbreak has passed, do you think you will spend more money
online than before the pandemic?

44 6%

37.6%
17.8%

Yes, I will spend more money I will spend the same amount No, I will spend less money

Once the outbreak has passed, do you think you will spend more money
online than before the pandemic? (by gender)

45,
43,6% e

41,2% ~ Women
Men

34,0%
22,4%

l . -

Yes, I will spend more money I will spend the same amount No, I will spend less money

17
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« 83% of Mexican people expect to spend the same or more after the pandemic.

 Overall, all of the age groups expect to spend the same or more by at least 75%.

» Mexican people aged 18-24 expect to spend the same (42% said the same).

« Mexican people ages 35-44 expect to spend more (49% said more).

» The High income bracket said they are more likely to spend more (only 9% said they will spend

less).
* The Middle and Low income brackets also expect to spend the same or more.

Before the COVID outbreak, most Mexican people were making purchases online
once a month.

42% of respondents were making purchases online once a month, with 25% making
purchases online once a week and 19% every 3 months.

Before the outbreak, how frequently were you making purchases online?

41,8%

24.6%

18,8%

13,4%

1.4%

Once a day Once a week Once a month Every 3 months  Every 6 months
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Before the outbreak, how frequently were you making purchases online?
(by household income)

45,8%
41,2% . Low
38,3% Middle
. High
29,7%
26,2% 24 6%
18,0% 18,6%
11,9%
?.7%

0 6% 1.8% 1,8%

Once a day Once a week Once a month Every 3 months Every 6 months

o

Key learnings

« Both men and women bought mainly once a month.

» The second highest frequency for men was once a week.

« Before the outbreak, there were no major differences between how frequently the different
age groups made purchases online. They all bought mainly once a month, and the second
highest frequencies were once a week and once every 3 months.

» The Middle and High income brackets bought mainly once a month or once a week.

* The Low income bracket bought mainly once a month or once every 3 months.

19
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Once the outbreak has passed, how frequently do
Mexican people expect to be making purchases
online?

Key summary: There is a clear increase towards Mexican people purchasing online more frequently
following the COVID outbreak.

Key statistic: The number of Mexican people who make purchases once a week increased by 25%
following the COVID outbreak.

Once the outbreak has passed, how frequently do you expect to be making
purchases online?

44 0% i
: " Pre-COVID
35,6% Post-COVID
24 .6%
18,8%
13.4%
9.0%
6.0% 5,4%
1.4%
I

Once a day Once a week Once a month Every 3 months Every & months

Once the outbreak has passed, how frequently do you expect to be making
purchases online? (by household income]

50,9%

45,8% . Low
Middle

I High

Once a day Once a week Once a month Every 3 months  Every 6 months

20
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« 52% of men will buy at least once a week.

* There is almost the same percentage of women expecting to buy every week than women
expecting to buy every month (36% and 39%).

« After the outbreak, Mexican people aged 18-24 are still more likely to buy once a month.

» All of the other age groups expect to buy once a week instead of once a month.

 Although the Lower income bracket shifts towards buying online more frequently, the main
expectation is still to buy once a month.

« The Middle and High income brackets will also shift their expectations towards more frequent
online purchases with purchases once a week selected as the highest frequency for both
groups.

Insight Analysis:

The two biggest takeaways from this section of
the report are:

1. The COVID outbreak incited a move

to eCommerce within the Mexican market
particularly for products like Food &
Beverages, Clothing, and Health & Wellness
Supplements.

2. This new wave of shopping online
following COVID is expected to continue and
grow well-past the pandemic.

What we can see is that COVID-19 has had a
huge impact on the online buying behavior of
the Mexican market in terms of the kinds of
products that are being purchased and how
frequently.

Starting with the products, the industries that
saw the most action during the pandemic are Food & Beverages, Clothing, Health & Wellness
Supplements, Electronics, and Pet Care. But of these products, Food & Beverages and Health
& Wellness Supplements were the ones that Mexican people started buying for the first time
because of the COVID outbreak.

What we discovered in our report is that Mexican people expect to continue purchasing Food
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& Beverages and Clothing post-COVID, meaning that particularly the brands within these
industries must be doing their best to stand out amongst competitors. We'll get into how they

can do this further on in the report.

The average amount spent by Mexican shoppers per month during the COVID outbreak was
3,867 MXN or around 147 Euros and 83% of respondents said that they would be spending the

same or more online following the pandemic.

Our data also indicates a clear push towards Mexican people shopping online more frequently,
as the number of respondents saying that they’'ll shop once a week grows from 25% during the
pandemic to 45% post-pandemic. This makes a lot of sense as Mexican people are purchasing
more Food & Beverages online, something that is bought on a weekly basis. We see similar
positive results across almost all of the age groups and income brackets.

These long lasting effects on the habits of Mexican purchasing behavior is very promising for
eCommerce brands. Based on this data, we can see that the potential for finding new customers
within the Mexican market is only growing, no matter your target audience. The next step is
discovering and employing the best methods for getting Mexican people to choose your brand.

SE<C<c<<c<et

"I
8
W
'
H:.
el
i
# :-"..'.-':
i,._
(¥
s
Rrs
wlly
1l o
X

22



2020 eCommerce Trends: The online buying habits of Chapter 2:
the Mexican Market following the COVID-19 outbreak Q Q @ Q Q Q Research results

What inspires Mexican people
to shop online from specific
brands following the COVID
outbreak?

Do Mexican people search for other customers on
social media before purchasing products online?

Key summary: Most Mexican people search on social media before purchasing products online.

Key statistic: 82% of young Mexican people search online before purchasing online.

Do you search for photos of other customers on social media before
purchasing products online?

23
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Do you search for photos of other customers on social media before
purchasing products online? (by age)

I Yes No
100,0% 100,0% 100,0% 100,0% 100,0%
18,0% 21,0% 19.0% 23,0%
18 - 24 25 - 34 35 -44 45 - 54 54+

o

Key learnings

« Women are more likely to check social media before making a purchase (78%) over men (74%).

« The most likely age group to check social media before purchasing is aged 18-24 (82%).

» The least likely age group to check social media before purchasing is Mexican people older
than 54 (58%).

« The most likely income brackets to check social media before purchasing are Low and Middle
income (77%).

» The least likely income bracket to check social media before purchasing is High income (73%).

24
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What kind of brand values inspire you to purchase
from a specific brand?

Key summary: Guaranteed Low Cost is the most important brand value for Mexican people.

Key statistic: 45% of Mexican people want products that are made by materials that are Free
Trade and 40% value products that are Naturally Made.

What kind of brand values inspire you to purchase from a specific brand?

Guaranteed low cost

Materials sourced on fair trade

Free of Toxic Chemicals [naturally made)
Made locally

Ethical treatment of workers

Sustainable production [ex: carbon free]
Interesting brand story

Heritage brand

Donates some of proceeds

Handmade

25
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What kind of brand values inspire you to purchase from a specific brand?
(by household income)

54,5%

50,3% . Low
7 Middle

42 9% ~ High
40.6%

8.2% 473%

Ll 41,2%

37,1%
35.5%  35.2% 34,5% 34.5%

26,2%

Guaranteed low cost Materials sourced Free of Toxic Made locally Ethical treatment
on fair trade Chemicals of workers
[naturally made]

o

Key learnings

» The top values for women are Guaranteed Low Cost (48%), Materials that are Free Trade (42%),
and Naturally Made Products (44%).

» The top values for men are Guaranteed Low Cost (52%), Materials that are Free Trade 47%),
and Naturally Made Products (37%).

« There was no major difference between men and women except for the value of Handmade
Products, which are valued by women 46% more, and heritage brands, which are valued by
men 50% more.

» The proportion of men that care about the price factor is 15% higher than the proportion of
women.

» Guaranteed Low Cost is the top pick for 3 of the 5 age groups (18-24, 35-44, and 45-54).

» Guaranteed Low Cost is the main value that each income bracket takes into consideration but
with different proportions: Low income (54%), Middle income (48%), and High income (47%).

» People of all of the income groups share the same priorities when it comes to brand values,
in the same order: Guaranteed Low Price, Materials that are Free Trade, and Naturally Made
Products.
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Insight Analysis:

The most important aspect of creating a successful eCommerce store in a crowded market is
standing out against your competition. This section gives brands an advantage when it comes to
understanding what contributes to Mexican people’s interest in buying from specific brands.

We first looked towards social media, one of the main modes of communication between brands
and the public in our post-COVID world. By asking if Mexican people search on social media
before making a purchase online, we can understand what role these kinds of social networks
have on making an impact in the market.

Our research found that 76% of Mexican people search on social media before making a
purchase online, validating the need for a strong social presence. What this data indicates is that
your customers are starting on social before even reaching your eCommerce store, meaning
that you need to stand out on these platforms to outperform competitors.

Now that we know how impactful social media is to the online shopping journey, we'd like to
take a look at what else inspires Mexican people to choose specific brands. More often than not,
brand values play a contributing role in how customers choose which eCommerce store to land
on, and this is something that we saw reflected back in our study.

On average, guaranteed low price was the most important brand value for Mexican people.
But this is closely tailed by Materials that are Free Trade and Naturally Made products. All three
of these brand values stand out amongst all income groups, as well as with both men and
women, meaning that you should definitely keep them in mind when building up your brand in
the Mexican market.

What we can see is that the materials used to create products are important to Mexican people.
They want to see that they're ethically sourced and naturally made - but without sacrificing a
good deal.

There are no major differences between the values of men and women except for Handmade
Products, which are valued by women 46% more, and heritage brands, which are valued by men
50% more. This is important to keep in mind depending on your target audience, and again

we encourage you to find your target within our data to discover the best information for your
market segment.

Now that we have an idea of how brands can be competitive within their industries in Mexico,
we're eager to learn how brands can improve their eCommerce stores for converting Mexican
customers. Our next section will enable us to learn the best optimization tools for increasing
conversion rates once customers land on your website.



2020 eCommerce Trends: The online buying habits of Chapter 2:
the Mexican Market following the COVID-19 outbreak Q Q @ Q Q Q Research results

What eCommerce services and
features help or encourage
Mexican consumers to buy
online following the COVID
outbreak?

When comparing multiple brands with similar
products online, what helps Mexican people make
their final decision?

Key summary: User Reviews (written and visual) are almost as important to Mexican people as
Price/Discounts, which is the most valued feature that helps Mexican people make buying decisions.

Key statistic: 72% of young Mexican people care about seeing User Reviews when making a final
purchase decision.

When comparing multiple brands with similar products online, what helps
you make your final decision?

Price / Discounts _ 60,8%
User Reviews - Written or Visual _ 55,0%
Delivery options [\ 37,0%
High-quality visual content || 27,4%

Payment methods

Brand Values

Customer service

The ease of using a website

Word-of-Mouth Recommendations
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When comparing multiple brands with similar products online, what helps
you make your final decision? (TOP 3 by age)

User Reviews - Written or Visual 72.0%
18-24 Price / Discounts 61,0%

High-quality visual content 32,0%

25-34

Price / Discounts

User Reviews - Written or Visual

Delivery options

Price / Discounts

42,0%

65.0%

57.,0%

67,02

35-44 | User Reviews - Written or Visual 60,0%

Delivery options 44.0%

Price / Discounts 54,0%
45-54 | User Reviews - Written or Visual 47.0%

Brand Values 34.0%

Price / Discounts 87.0%
84+ | User Reviews - Written or Visual 32.0%

Delivery options 38,0%

« Men and women share the same opinion regarding what helps them make decisions when
buying online.

» For both men and women, User Reviews (written and visual) are the second most important
factor making them an important asset to have within eCommerce.

« Women (58%) gave more importance to User Reviews than men (52%).

« Mexican people ages 18-24 care the most about User Reviews (72%).

« User Reviews are almost as important as Price/Discounts for the age groups 25-34, 35-44 and
45-54,

» People from the Low and Middle income give almost the same importance to Price/Discounts
(average 65%) as to User Reviews (average 60%).

» The High income bracket also has the same top pick (Price/Discounts), followed by User
Reviews.

» The Low and Middle income brackets clearly prefer their top 2 choices over the rest, while the
High income bracket has more evenly distributed preferences.
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Once on the product page of an eCommerce,
what features help Mexican people purchase the
product?

Key summary: User recommendations (social media pictures, star rankings, user reviews) are the
most valued features.

Key statistic: 59% of respondents look for written customer reviews to help make their final
decision, followed closely by detailed product descriptions (55%) photos of real clients using the
product (41%), images/videos from different angles and star rankings (40%).

Once you're on the product page of an eCommerce, what features help you
to purchase the product?

Text reviews from previous customers

Detailed product descriptions

Real photos of customers from social media
Multiple angles of product images

Star ratings

Video of the products

Size guides

One click purchase

Related products
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Once you're on the product page of an eCommerce, what features help you
to purchase the product? (TOP 3 by age)

Text reviews from previous customers 64 0%
18-24 |Real photos of customers from social media 55,0%
Detailed product descriptions 43,0%
Text reviews from previous customers 62,0%
25-34 Real photos of customers from social media 48,0%
Detailed product descriptions 46,0%
Text reviews from previous customers 66,0%
35-44 Detailed product descriptions 56,0%
Star ratings 44,0%
Detailed product descriptions 59.0%
45-54 Text reviews from previous customers 51,0%
Multiple angles of product images 42,0%
Detailed product descriptions 69.0%
54+ Text reviews from previous customers 50,0%
Multiple angles of product images 49,0%

» The top features for women are written customer reviews (59%), detailed product descriptions
(55%), and photos of real people using the product (49%).

» The top features for men are written customer reviews (58%), detailed product descriptions
(54%), and star rankings (43%).

« Men and women have almost the same preferences on features that help them buy the
product. However, women prefer real pictures of clients using the product 44% more than
men.

» Size guides are the other feature where women have a preference of 170% more than men.

* On the other hand, men prefer product videos 76% more than women.

» Written customer reviews were the top feature for the younger age groups (younger than 44),
with detailed product descriptions as the top for the older age groups (above 45),

» The younger in age, the more Mexican people prefer real pictures of clients using the product.

» All of the answers are equally distributed by income, though client reviews are still the top
feature.
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When looking at imaqges/videos of products
online, which visuals help make the purchase
decision easier in the Mexican market?

Key summary: Real images/videos of the product being used by other clients are the most helpful
visuals when making the decision to buy.

Key statistic: 93% of young Mexicans look for real images/videos of the product being used by
other clients when shopping online.

When looking at images/videos of products online, which visuals help you
to make the purchase decision earlier?

79.6%

Real Phatos/videos Zoomable Staged product Product

imuEeshideas from different photos/videos in a lifestyle photos/videos
of the product angles / 360 environment /[ on a plain

being used by rotatable model background
other customers photos/videos

When looking at images/videos of products online, which visuals help you
to make the purchase decision earlier? (by age)

18 - 24 25 - 34 35 - 44 45 - 54 54+

" Real images/videos of the product being used by other customers
I Photos/videos from different angles / 360 rotatable
| Zoomable photos/videos
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* Pictures on a plain background and staged pictures are the least helpful when making the
purchase decision.

« Both men and women state that the most useful visuals are real images/videos of the product
being used by other clients. However, women prefer real images/videos of the product being
used by other clients 7% as compared to men.

« The second most helpful visual for both genders is images/videos from different angles,
although men prefer it 5% as compared to women.

« Real images/videos of the product being used by other clients are considered to be the most
useful visual for all age groups except for Mexican people over 54.

* 93% of Mexican people ages 18-24 have chosen real images/videos of the product being used
by other clients as the most helpful visual.

« Real images/videos of the product being used by other clients are the most helpful visual
selected by people at every income level, while the second choice is pictures and videos of the
product from different angles

Online chat is the most important customer service feature in the Mexican market.

Though 71% of respondents chose the Online Chat as the top service feature for
eCommerce in Mexico, 51% are interested in seeing email as an option and 50% want Frequently
Asked Questions as a customer service feature.

At support level, what options should be offered in an online store?

70,6%

51,0% :
R 47,2%

32,2% 30,8%

18,4%

0,2%

Online / Contact Email Phone call FAQ's page Text message Local in- Video call Other
Live Chat store support
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At support level, what options should be offered in an online store?

[TOP 3 by age]

18-24

25-34

35-44

45-54

54+

Online [ Live Chat
FAQ's page

Contact email

Online /[ Live Chat
FAQ's page

Contact email

Online [/ Live Chat
Phone call

FAQ's page

Online [/ Live Chat
Contact email

FAQ's page

Online [ Live Chat
Contact email

Phone call

64,0%
63,0%

61,0%

64,0%
52,0%

£1,0%

71,0%
56,0%

49.0%

82,0%
47.0%

42.0%

72,0%
47.0%

47,0%

* Video Call is the least popular customer service feature in the Mexican market.
« Both men and women have picked online chat as the first option, and there are no remarkable

differences between the choices of men and women.

« Amongst all age groups, online chat is very clearly the preferred customer service feature in

the Mexican market.

« Amongst all income brackets, online chat is the preferred customer service feature in the

Mexican market.
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Insight Analysis:

From Customer Support to User Generated Content, this section is about conversions and,
specifically, what helps eCommerce brands in Mexico convert customers.

Once customers land on the page, there are
many ways to get them interested enough in
your products to convert. But our research
shows that some features are worth their
weight in gold within the Mexican eCommerce
market.

For one, our research clearly shows the
significance of user reviews (both written and
visual) to an eCommerce store in the Mexican
market. User reviews ranked in the top two
factors, right below Price/Discounts, that helps
Mexican people make purchase decisions
across income, age, and gender. This is
especially true for Mexican people aged 18-24
who care the most about seeing User Reviews
when making purchase decisions.

We saw the same results when Mexican
customers land on the product page,

with the most valued features being user
recommendations (social media pictures, star
rankings, user reviews).

The top three features in the Mexican market that help convert are written customer reviews,
detailed product descriptions, and photos of real clients using the product - these three land
in the top across income, age, and gender. What this tells us is that customers want to see a
product page rich in information, not only provided by the brand itself, but also by previous
customers sharing their recommendations in the form of written reviews and visual imagery.

This point is also validated in the following question, where we see that real images/videos of
the product being used by other clients are the most important visuals when making a final
purchase decision. Again, this is particularly true for the youngest age group (93%).

Both written and visual reviews are converting tools that can be easily implemented into an
eCommerce strategy, and we can see here that this would have a positive effect within the
Mexican market. Especially considering that our research shows that staged product images and
pictures on a plain background are the least inspiring for Mexican consumers.
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What we can really see from this data is that brands who are entering the Mexican market,
specifically with a young target audience, will benefit greatly from a User Generated Content
strategy. This means that including images from social media taken by real life customers,
written reviews, or both together throughout the online shopping journey will help brands in this
market increase their conversion rates.

Finally, our research shows that the most important support option for Mexican people is hands-
down an online chat option. This is the same no matter the age, income, or gender so if you're
not using a chat option on your website - don’t wait!

While this section may help us get more customers to convert, there’s still a little bit of work left
in the process.

Our final section takes a look at how your brand can leverage each sale you make into future

sales. Let's take a look at the post-purchasing habits of Mexican consumers, so that you can turn
them into strategies that will increase eCommerce revenue.
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What post-purchase habits do
Mexican consumers follow?

If happy with the product, what kind of
post-purchase habits do Mexican people follow?

Key summary: The top 3 post-purchase habits for Mexican people if they're happy with the product
are recommending to friends and family, writing a product review, and posting a photo or video with

the product on social media.

Key statistic: 98% of respondents take some action after buying a product online if they're happy
with it.

If you are happy with the product, what kind of post-purchase habits do
you follow?

82,8%
71,2%

41,6%
30,4%

2,2%
EET——
Recommend to Write a Send a direct Post a photo Neothing
friends / family product review message to the or video on
brand via social media

social media or
their website
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If you are happy with the product, what kind of post-purchase habits do

you follow? (TOP 3 by age]

Write a product review
18-24 Recommend to friends / family

Post a photo or video on social media

Recommend to friends / family
25-34 Write a product review

Post a photo or video on social media

Write a product review
35-44 Recommend to friends / family

Post a photo or video on social media

Recommend to friends / family
45-54 Write a product review

Post a photo or video on social media

Recommend to friends / family
54+ Write a product review

Send a direct message to the brand

81,0%
16,0%
51,0%
82,0%
74,0%
53,0%
81,0%
80,0%
35,0%
20,0%
66,0%
41,0%
86,0%
24,0%
58,0%

« Both women and men have the same top 3 post-purchase habits: recommending to friends
and family, writing a product review, and posting a photo or video with the product on social

media.

« While younger generations are almost equally likely to write a review than to recommend to a
friend/family, the two oldest age groups are over 50% more likely to recommend than to write

a review.

« The younger the age the more likely they are to post a photo or video on social media.
« The High income bracket is over 40% more likely to post a picture or video on social media

than the Low and Middle income brackets.

« The High income bracket is the most likely to take action, while middle income people are the

least likely to do so.
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Insight Analysis:

The intention of this section of the research report is to give brands a better idea of the actions
that Mexican people are most likely to take after they make a purchase that they are happy with.
This information can help brands understand the best post-purchase strategies to follow and
learn how to leverage these practices into future purchases.

What our analysis tells us is that the Mexican market is eager to follow post-purchasing
processes with 98% of respondents saying that they’'ll take some action if they're happy with the
product. This basically means that if you're not asking customers to take action after purchase -
then you're missing out on a crucial avenue for improving brand engagement and sales.

Of course, it's always positive for users to share with friends and family that they're happy with a
product, as there’s no better way to market to customers than word-of-mouth. But that doesn't
mean that you have to sit back and wait for the job to be done for you.

We already know that user reviews are a hugely important factor for Mexican people when
shopping online (it's second only to Prices/Discounts). And 71% of respondents said that they
would take the action of leaving a product review if they're happy with the product.

This means that if you encourage customers to leave reviews on your eCommerce, the Mexican
market will not only take this action - but will be much more likely to convert because of it.

Plus, 42% of respondents also said that they would post an image on social media if they were
happy with a purchase. This is a great opportunity for brands in the Mexcian market to leverage
this interest into their User Generated Content strategy, which we already learned before
would be a successful way to stand out in Mexico.

So it becomes a self-generating cycle: the brand would be providing useful user reviews and
images of customers over staged images - while also keeping in mind their customers’ desire
to take action after happily purchasing a product. Meaning more material to encourage future
customers to purchase, more engagement - and the cycle continues.
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CHAPTER 3

Using the results to
improve eCommerce
strateqies

Now that we've seen the results, let's look at the best tactics for using these insights to improve
our eCommerce revenue. This section explores how our insights from the data can be integrated
across the sales funnel to ultimately increase online conversions in the Mexican market.

Before the customer lands on the page

The most important insight to understand before configuring your eCommerce strategy in the
Mexican market is that Mexican people are planning on spending more of their money online
this year and next year. Especially with the uncertainty of the COVID situation catapulting
eCommerce into the forefront of daily life, we can expect to see online buying remaining a main
channel for making purchases based on our research.

Brands interested in entering the Mexican market, or who are already there, have the potential
to convert more customers - it's just a matter of discovering new ways to encourage them to do
SO.

It's also crucial to note before customers land on your page that the Mexican market values price
above all. This is an important consideration for brands to keep in mind when marketing in this
country.
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People in this market want to know that when they're buying your products, they're getting
good value for their money. This insight can help you in how you market to the Mexican market,
including discounts and promotions, and could be something that you bring into the design of
your eCommerce store.

It's equally important to note that the
materials used to create products are also

on the brain of the Mexican market. Use

the brand values of Fair Trade and Naturally
Made products to leverage your marketing
campaigns and inspire more people to follow
your brand.

Once the customer
is on the page

Now that more customers in the Mexican
market are landing on your page, it's a good
moment to optimize it for the tastes of Mexico

When it comes to converting customers, we
can see from our results that authenticity is a
good way to win them over. And what's more
authentic than reviews from actual customers?

You can talk your heart out about how
good your products are, but it always goes
down much smoother through the eyes of a real buyer. That's why customer reviews are an
important converting tool in your eCommerce store.

This can be Written Reviews, Five Star Reviews, or Visual Reviews. They all help for different
purposes and are usually most effective when implemented together. What we can see from
our results is that User Generated Content is an effective way to connect the social shopping
aspect of social media with your eCommerce - meaning an increase in conversions.

All of these tactics are easy to implement into your eCommerce store with tools like Photoslurp
for UGC and Trusted Shops for written reviews. They make collecting and integrating customer
reviews of all kinds easy and effective.

Finally, the last point we'd like to discuss about on page optimization is your customer service
options. From the survey, we can see that online chats are the most important feature to have in
your eCommerce.


http://hi.photoslurp.com
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So if you don't already work with a company like Drift that provides online chat services to
eCommerce brands, then you better get to it! Because without it, you'll likely be missing out on
crucial conversions that will move onto a store that's easier to reach according to the tastes of
Mexico.

With all of these points configured into your eCommerce, your brand will have a handle on
online conversions in the Mexican market.

After the customer has made
a purchase

Once your customers convert, thanks to your
freshly optimized eCommerce store, our study
shows that there are a few tricks you can use
to get your customers coming back.

98% of respondents said that they would
take action if they are happy with a product.
That's basically all of the Mexican market! This
means the large majority of your customers
would happily help your brand market to
future customers.

If you're not following any post-purchase processes, then you're missing out on future sales.
Period. But luckily, our research shows us exactly what brands can do to leverage this kind of
engagement into more revenue.

As discussed before and shown throughout our research, customer reviews are gold to a brand
in the Mexican market. The most important thing you can do is ask your customers to leave a
written review on your site or post an image with your product on social media.

Both of these actions will help you convert customers in the future - just think of all of the
customer images and videos you'll be collecting to integrate into your store! That means more
smiling faces from social media within your online page showing shoppers just how well your
products work.

This is a crucial step if you truly want to optimize your eCommerce, so don't forget to take the

insights from this study and implement them into your strategy based on your own target
audience.
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the Mexican Market following the COVID-19 outbreak

CHAPTER 4

Methodology

This research was conducted in the Mexican market through Pollfish. It surveyed 500 people -
women (250) and men (250) 18 years and older. A 15 question survey asked consumers about
their purchasing habits online.

O

Details

® Country: Mexico

® Number of respondents: 500

® Women and Men Aged 18+

® Surveyed on a mix of i0S, Android, and Web

e Fieldwork date July 2020

e Statistically significant for Sex, Age and Income
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2020 eCommerce Trends: The online buying habits of
the Mexican Market following the COVID-19 outbreak
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Photoslurp

If you want to find out more about how Photoslurp can help brands like yours increase the
conversion and engagement with customers photos, contact us to setup a free demo.

info@photoslurp.com



