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Who’s Buying Online Now

October 2006, Data Overview “US eCommerce: Five-Year Forecast And Data Overview”

Nearly 60 
MM HHs



4 Entire contents © 2006 Forrester Research, Inc. All rights reserved. 

How Much Consumers Buy Online
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Some Consumers Research Extensively Online

October 2006, Data Overview “US eCommerce: Five-Year Forecast And Data Overview”
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Where Consumers Research Online
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•Ratings
•Customer Reviews
•Suggestions
•Prices
•Product Information
•Store Details

http://www.shopzilla.com/
http://www.pricegrabber.com/
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Sources Customers Use
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Skepticism Of Sources Is High
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Why The Skepticism

Prices are easy to find…

Wow! More 
reviews than 

Sears
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But it isn’t so easy to find the truth

108 very poor 
reviews in Yahoo 

Shopping

What This Means
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What This Means

You can Google anyone…if you know where and how to look
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What This Means

You can Google anyone…if you know where and how to look
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What This Means

You can find the truth…but that can be overwhelming

Augh
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Buyer Beware
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