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Finding items quickly
is the top reason consumers shop online
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Trying products before buying

is the top reason consumers shop in-store
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Get the full report here

ViSenze 4th Annual Shopping Survey, 2020 (US, UK)

Over 1500 consumers from the US and the UK participated in the survey. They shared how Covid-19 has impacted their shopping behavior for
non-essentials, such as fashion items, and their expectations from shopping experiences. They also shared their inspiration, discovery, search, and buying
process for products online and offline.

About ViSenze

ViSenze is the global Visual Al solutions provider for retailers, brands, and marketplaces. We power visual commerce at scale for retailers and publishers. We deliver intelligent
image recognition solutions that shorten the path to conversion as consumers search and discover in-store and online. We have helped +900 global brands and retailers such
as Rakuten, TOD'’S, Uniglo and Urban Outfitters to improve their conversion rates and grow revenues.

For more information please visit: www.visenze.com
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