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Summary
In January, US inflation hit its highest point since 1982 causing prices 
to rise 7.9% from 20211. Overall spending is still up year-over-year, but 
consumer confidence is at it’s lowest level2 since April 2020. Americans 
across all incomes say they’re cutting back. In a recent goTRG survey, Gen X, 
Millennials, and Gen Z shoppers said they plan to focus on in-store sales and 
online deals on the secondary market. While they tighten their budgets, 
shoppers also told us they plan to prioritize convenience in every aspect of 
the experience from purchase to returns. As a result, retailers will have to 
pay attention to shopper demands to continue earning invaluable loyalty.

Here we review the latest consumer spending, shopping, and returning 
preferences for Spring 2022.

1 Source: https://www.bls.gov/news.release/pdf/cpi.pdf
2 Source: http://www.sca.isr.umich.edu/files/chiccr.pdf

https://www.bls.gov/news.release/pdf/cpi.pdf
http://www.sca.isr.umich.edu/files/chiccr.pdf


What shoppers told us
Consumers plan to reduce spending over the next 
12 months, creating an opportunity for secondary 
market sales

Amidst rising gas prices and inflation, consumers are reassessing their 
financial spending in the months ahead. According to goTRG’s Spring 
survey, 58% of people plan to spend less in the next 12 months. Gen X, 
Millennials, and Gen Z are all feeling the impact of the U.S. economy most 
of all and will be altering their shopping habits more than any demographic.

Despite the rise in e-commerce, brick-and-mortar 
retailers still offer one essential feature consumers 
can’t get online

E-commerce has grown by 17.9% year-over-year, and consumers are 
projected to spend $933.3 billion online in 2022. However, brick-and-mortar 
still offers a consumer experience tough to rival - tangible goods, ability 
to try things on, in-person experiences, people to ask questions to, and 
convenient returns. According to goTRG’s survey, 60% of people are more 
likely to shop with a retailer that has physical locations vs. online.

The majority of consumers don’t feel green guilt 
over excessive online shopping, and there are a few 
reasons for that

Shopping at brick-and-mortar stores is more eco-friendly than online 
ordering. That’s because people tend to buy more items and purchase 
more frequently online–leading to excess packaging waste and 
transportation emissions. The reason may be a lack of understanding 
and trust in retailers: New research from goTRG shows that at least 70% 
of consumers don’t understand the weight of exuberant online shopping 
habits. Additionally, nearly three out four of consumers noted skepticism 
towards retailer’s sustainability claims.

Consumers say simple changes would vastly improve 
the returns experience

Retailers have made strides in improving the omnichannel returns 
process. Still, returns are daunting for the average consumer. Consumers 
indicated that having to print out a return label, pay shipping fees, locate 
a dropbox or package up the product are all obstacles. New data from 
goTRG revealed that consumers have simple requests to improve the 
returns experience.
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 Consumers are hurting financially, and their shopping habits will 
reflect the challenges

58% of consumers, especially Gen X, Millennials, and Gen Z, are planning 
to reduce spending over the next 12 months, creating an opportunity for 
secondary market sales.

Given the current outlook, how will your discretionary spending 
be affected in the next 12 months?

Spend less

No change

Spend more

58%32%

10%

58% of people plan to spend less in the next 12 months.

Given the current economic outlook, how will your shopping habits 
change in the next 12 months?

Buy from bulk stores

More clearance/discounted items

Buying second-hand/refurbished

Doing more research

0% 10% 20% 30% 40% 50%

23.58%

49.64%

32.03%

41.28%

• 50% of Gen X, Millennials, and Gen Z shoppers plan to look for more 
clearance items.

• 47% of people have already been purchasing recycled, second-hand, 
or refurbished products in the last 12 months because they found 
products they needed at a lower price.

• 41% plan to do research before making purchases.

• 32% intend to buy more second-hand/refurbished products.

1.
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Brick-and-mortar stores still have the edge over eCommerce brands

Despite the rise in e-commerce, brick-and-mortar retailers still offer one 
thing consumers can’t get online: convenient returns.

Are you more likely to shop with a retailer that has physical locations vs 
online-only so that you can handle returns in person?

Yes, for convenient and 
sustainable returns

No, it doesn’t make 
a difference

61%39%

• 60% of people are more likely to shop with a retailer that has physical 
locations vs. online-only so that they can handle returns in person.

• Gen Z prefers physical stores more than any demographic, with 80% 
choosing to shop this way for seamless returns.

Consumers don’t feel the connection between online shopping and 
environmental harm

Most consumers don't feel green guilt over excessive online shopping, 
mainly because they’re unaware of the impact.

Do you feel green guilt over the number of online orders you have delivered 
because you’re worried about the impact on the environment?

Gen Z

Millenials

Gen X

Baby Boomers

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

57.25%

57.73%

61.77%

82.97%

2.
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• 65% of people claimed they do not feel “green guilt” over the 
number of online orders they place.

• Baby Boomers felt the least guilt, with 83% saying they don’t feel 
“green guilt.”

An education gap, along with retail skepticism, could be to blame.

Are you skeptical of sustainability pledges and promises 
from brands and retailers?

Yes

No

70%

30%

• 70% of consumers are skeptical of sustainability pledges from brands 
and retailers.

• 70% of consumers believe that products they return end up back on 
retailers’ shelves (or online marketplaces) — but this is not true — 
approximately only 5% of returned items make it back to retailers’ 
shelves. The other 95% go through an inefficient logistics pipeline, 
sometimes ending up in landfills.

For those who are concerned with the environmental impact of returns:

• 63% are more intentional about how many items they purchase to 
limit the number of returns.

• 59% wait to consolidate orders into groups instead of ordering one 
(or a few) items at a time.

• 38% don’t order items online that they can easily buy locally.

continued from previous page  
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Consumers say simple changes would vastly improve the 
returns experience

Consumers state pre-printed return labels and sustainable packaging 
would improve the returns experience.

What would make the returns experience better for you?
What’s your biggest priority?

Ability to leave packages 
outside the door

13.04%

Return labels included 
and sustainable

37.80%

Instant refunds

33.63%

Returnless refunds

15.53%

• 38% of people would be happy to see return labels included in their 
original packages and sustainable packaging for returns.

• 33% of consumers said they want instant refunds.

• 15% would appreciate the option for a returnless refund.

4.
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The bottom line
US inflation and economic uncertainty are top of mind for customers today. Shoppers have 
less expendable income, and they plan to be much pickier about where they spend their 
extra cash. That means retailers will have to go out of their way to make shopping and returns 
as easy as possible. Large omnichannel brands with significant logistics resources have an 
advantage. However, even boutique retailers and online-only brands have an opportunity to 
win customer favor by offering simple conveniences like returns labels, sustainable packaging, 
and instant refunds.
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