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This NPR/Marist Poll Reports: 

Who are America’s online shoppers? 

National online shoppers are more likely to be adults under the age of 60. Not surprisingly, a 
majority (53%) are under 45 (24% of adults 18 to 29; 29% are 30 to 44; 28% are ages 45 to 59) 
compared with Americans, as a whole, who are majority 45 plus (53%). Online shoppers are 
more likely than the average American to have an annual household income of at least $50,000 
(66%), to be male (51%), or to have a college degree (50%). 

http://www.maristpoll.marist.edu/
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National online shoppers are also more likely to make online purchases using a desktop or 
laptop computer (54%) than by another method, and a plurality (44%) say they turn to Amazon 
when they start their online shopping. National online shoppers cite each of the following as a 
major factor in deciding whether or not to shop online: the ability to shop any time day or night 
(64%), the ease in finding the item for which they are looking (62%), time saving (61%), greater 
number of product choices (58%), the ability to avoid lines and people (48%), and it’s cheaper 
(44%).  
 
National online shoppers are more likely to gravitate to a specific brand (73%) than to choose 
an item recommended by an online retailer (18%), but they divide about whether they are more 
likely to value getting the best deal (48%) or looking for a specific brand (47%). 
 
When it comes to returns, most national online shoppers (91%) rarely (65%) or never (26%) 
return purchases they make online. A majority of those who have returned such purchases 
(55%) have done so in a store rather than online, and a similar 56% say they have opted to just 
keep an online purchase they wanted to return.  
 
National online shoppers who have kept a purchase they wanted to return cite a return process 
that was a hassle (58%) as the main reason for keeping the product. Online shoppers nationally 
are also more likely than not to say they just kept (60%) the last online purchase with which they 
were not satisfied.  
 
About two-thirds of national online shoppers (66%) say they never buy something with the 
expectation of returning, at least, part of it. Many online shoppers (74%) say they never return a 
used or worn item. 
 
76% of online shoppers say a free return policy influences their decision to buy an item either a 
lot (39%) or a little (37%).  
 
Who are America’s Regular Online Shoppers? 
 
Regular online shoppers (those who make an online purchase at least once a month) are more 
likely than the average American to have an annual household income of $50,000 or more 
(73%) to be white (65%), to be under the age of 45 (57%), especially those ages 30 to 44 
(33%), to be male (53%), or to have a college degree (53%). 
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Half of regular online shoppers (50%) make their online purchases using a desktop or laptop 
computer, and 49% begin their online search using Amazon. 56% of regular online shoppers 
are Amazon Prime members. 
 
National regular online shoppers cite each of the following as a major factor in deciding whether 
or not to shop online: shopping any time day or night (72%), time saving (71%), ease in finding 
the item for which they are looking (69%), greater number of product choices (63%), ability to 
avoid lines and people (52%), and cheaper prices (50%).  
 
More than any other product, regular online shoppers buy clothes or shoes (86%) online. 
Electronics (78%) follow. Similar to national online shoppers, overall, regular online shoppers 
(72%) prefer brand over the recommendation of an online retailer. Most (90%) rarely (68%) or 
never (22%) return online items, and more than nine in ten (92%) have rarely (30%) or never 
(62%) bought something online with the expectation of returning part of the order.  
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62% of regular online shoppers have kept an item they purchased online that they wanted to 
return, but nearly all (97%) have rarely (21%) or never (76%) returned a worn or used item. 
 
79% of regular online shoppers say a free return policy influences their decision to buy online, at 
least, a little.  
 
Who are Amazon Shoppers? 
 
Like national online shoppers, Amazon shoppers are more likely than Americans overall to have 
an annual household income of $50,000 or more (69%), to be under the age of 60 (25% are 18 
to 29 years old; 29% are 30 to 44; and 28% are 45 to 59 years old), to be a college graduate 
(53%), or to be male (51%).  
 

 
 
National Amazon shoppers cite the speed in which a product is needed (40%) as the most 
important factor in deciding whether or not to buy online.  
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Amazon shoppers consider each of the following to be a major factor in deciding whether or not 
to shop online: shopping any time day or night (65%), the ease of finding the item for which they 
are looking (63%), saving time (62%), the greater number of product choices (59%), the ability 
to avoid lines and people (48%), and the lower cost of items (45%).  
 
54% of Amazon shoppers conduct their online shopping using a desktop or laptop, and nearly 
half (48%) begin their online shopping search with Amazon. 
 
Nearly three in four Amazon shoppers (74%) say they are more likely to look for a specific brand 
than choose a recommended item from an online retailer (18%). Like online shoppers, overall, 
Amazon purchasers divide about whether they are more concerned about getting the best deal 
(48%) or looking for a specific brand (47%). 
 
Most Amazon shoppers (92%) rarely (67%) or never (25%) return their online purchases, and 
57% report they have returned an online purchase to a store.  
 
58% of national Amazon shoppers say they have kept an online purchase they wanted to return, 
and 58% of those who kept an item they would have preferred to return did so because the 
return process was a hassle. Like online shoppers in general, 60% of Amazon shoppers who 
wanted to return their last purchase but didn’t say they just held onto it and didn’t do anything 
specific with it.  
 
65% of Amazon shoppers say they never buy something online and expect to return, at least, 
part of the order. Most Amazon shoppers (98%) say they never (74%) or rarely (24%) return 
something they have used or worn.  
 
76% of Amazon shoppers report a free return policy influences their decision to shop online a lot 
(38%) or a little (38%).  
 
Nearly half of Amazon shoppers (47%) are regular Amazon shoppers. That is, they purchase 
items from the site every day (1%), weekly (16%), or at least once a month (30%). 
 
Like many online consumers, Amazon customers trust the online retailer. 70% of Amazon 
shoppers have a great deal (33%) or quite a lot of confidence (37%) in Amazon to protect their 
personal information.  
 
National Amazon shoppers are more likely to buy clothes or shoes (84%), as opposed to any 
other type of product online. Electronics (72%) is the second most cited product category. 
Fewer than half of Amazon shoppers purchase vitamins or supplements (40%), pet food or 
supplies (30%), household basics such as batteries, toothpaste, or garbage bags (27%), 
pharmaceutical basics (20%), non-perishable groceries (19%), or prescription drugs or health 
products (18%) online. 
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Close to seven in ten Amazon shoppers (69%) have their own Amazon Prime account (48%) or 
share someone else’s Prime membership (21%).  
 
Who are America’s Regular Amazon Shoppers? 
 
Regular Amazon shoppers (those who make a purchase on Amazon at least once a month) are 
more likely to have an annual household income of $50,000 or more (77%),  to be younger than 
45 (60%), especially those ages 30 to 44 (34%), or to have a college degree (60%). 
 

 
 
Regular Amazon shoppers (51%) are more likely than any other consumer group to use a smart 
phone or tablet to make online purchases, and nearly two in three (65%) say their first stop is 
Amazon when buying online.  
 
Regular Amazon shoppers cite each of the following as a major factor in deciding whether or not 
to shop online: saving time (77%), ease in finding the item for which they are looking (76%), 
shopping any time day or night (75%), the greater number of product choices (67%), the ability 
to avoid lines and people (53%), and lower prices (52%). 
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National regular Amazon shoppers are more likely than any other consumer group to purchase 
clothes or shoes online (90%). They are also more likely than other shoppers to buy electronics 
online (83%).   
 
67% of regular Amazon shoppers prefer a specific brand over the recommendation of an online 
retailer. But, they are the only group among which a majority (52%) say they prefer getting the 
best deal rather than buying a specific brand.  
 
90% of regular Amazon shoppers rarely (72%) or never (18%) return online purchases, and 
95% of regular Amazon consumers rarely (36%) or never (59%) purchase an online product 
with the intention of returning, at least part, of the order. Most (97%) also never (77%) or rarely 
(20%) return a used item. 
 
More than eight in ten regular Amazon shoppers (81%) say a free return policy influences their 
decision to shop online, at least, a little. 
 
Who are America’s Amazon Prime Members? 
 
Amazon Prime members (those who pay for a Prime account) are more likely than the average 
American to earn an annual income of $50,000 or more (74%), to have a college degree (59%), 
to be under the age of 45 (57%), or to be male (53%). 
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Amazon Prime members divide over whether it is preferable to shop in store (45%) or online 
(45%). 
 
69% of Amazon Prime members, more so than any other online consumer, first turn to Amazon 
for their online shopping needs. Half of national Amazon Prime members (50%) usually shop 
online by using a laptop or desktop computer and 49% use a smartphone or tablet.  
 
Amazon Prime members cite each of the following as a major factor in deciding whether or not 
to shop online: saving time (72%), ease in finding the item for which they are looking (69%), 
shopping any time day or night (70%), the greater selection of product choices (63%), the ability 
to avoid lines and people (48%), and saving money (48%). 
 
Clothes and shoes (88%) and electronics (81%) are the products most often purchased online 
by Amazon Prime members. 68% still prefer to buy a specific brand than to take the 
recommendation of an online seller but that is lower than national online shoppers, overall 
(73%).  
 
90% of Amazon Prime members rarely (67%) or never (23%) return products bought online, and 
62% have kept an item they would have preferred to return. However, 97% have never (73%) or 
rarely (24%) returned a used or worn item.  
 
82% of Amazon Prime members say a free return policy influences their decision to shop online. 
  
Nearly three in four Amazon Prime members pay their subscription annually (72%) as opposed 
to monthly (21%). 
 
Who’s Not Shopping Online? 
 
Americans who do not shop online are more likely to be women (55%), 45 or older (68%) and 
especially 60 or older (48%), African American (17%), residents of the South (44%), those who 
earn less than $50,000 annually (66%), or without a college degree (76%). 
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A plurality of Americans who choose not to shop online (30%) opt not to because they prefer the 
in-store experience. 22% are concerned about privacy. 15% say they do not have internet 
access, and 10% say they are not too tech savvy. Five percent are not interested or just do not 
like to shop, and the same proportion (5%) say it is too expensive. Four percent say someone 
else does their online shopping for them, and 7% mention another reason. 
 
 



How the Survey was Conducted 
 

Nature of the Sample: NPR/Marist Poll of 1,057 National Adults 
 
This survey of 1,057 adults was conducted April 25th through May 2nd, 2018 by The Marist Poll sponsored 
in collaboration with NPR.  Adults 18 years of age and older residing in the contiguous United States 
were contacted on landline or mobile numbers and interviewed in English by telephone using live 
interviewers. Mobile telephone numbers were randomly selected based upon a list of telephone 
exchanges from throughout the nation from Survey Sampling International.  The exchanges were 
selected to ensure that each region was represented in proportion to its population. Mobile phones are 
treated as individual devices.  After validation of age, personal ownership, and non-business-use of the 
mobile phone, interviews are typically conducted with the person answering the phone. To increase 
coverage, this mobile sample was supplemented by respondents reached through random dialing of 
landline phone numbers from ASDE Survey Sampler, Inc. Within each landline household, a single 
respondent is selected through a random selection process to increase the representativeness of 
traditionally under-covered survey populations.  Assistance was provided by Luce Research for data 
collection. The samples were then combined and balanced to reflect the 2016 American Community 
Survey 1-year estimates for age, gender, income, race, and region. Results are statistically significant 
within ±3.4 percentage points. There are 729 online shoppers.  The results for this subset are statistically 
significant within ±4.1 percentage points. The error margin was adjusted for sample weights and 
increases for cross-tabulations. 
 

 

 



National Adults
n=1057, MOE +/- 3.4%

National Adults Who 
Do Not Shop Online

n=328, MOE +/- 6.2%
69% Online Shoppers n/a
31% Do Not Shop Online 100%
49% Male 45%
51% Female 55%
47% Age under 45 32%
53% Age 45 or older 68%
21% Age 18 to 29 15%
26% Age 30 to 44 18%
26% Age 45 to 59 20%
28% Age 60 or older 48%
61% White 57%
11% African American 17%
15% Latino 17%
12% Other 9%
18% Northeast 12%
21% Midwest 24%
38% South 44%
23% West 20%
43% HH Income less than $50,000 66%
57% HH Income $50,000 or more 34%
20% Has EBT or Medicaid Card 32%
58% Not college graduate 76%
42% College graduate 24%
27% Big city 27%
21% Small city 16%
18% Suburban 14%
18% Small town 22%
16% Rural 21%

NPR/Marist Poll

Profile: National Adults and National Adults Who Do Not Shop Online
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National Adults
n=1057, MOE +/- 3.4%

National Online Shoppers
n=729, MOE +/- 4.1%

69% Online Shoppers 100%
31% Do Not Shop Online n/a
49% Male 51%
51% Female 49%
47% Age under 45 53%
53% Age 45 or older 47%
21% Age 18 to 29 24%
26% Age 30 to 44 29%
26% Age 45 to 59 28%
28% Age 60 or older 19%
61% White 63%
11% African American 9%
15% Latino 13%
12% Other 14%
18% Northeast 21%
21% Midwest 20%
38% South 35%
23% West 24%
43% HH Income less than $50,000 34%
57% HH Income $50,000 or more 66%
20% Has EBT or Medicaid Card 15%
58% Not college graduate 50%
42% College graduate 50%
27% Big city 27%
21% Small city 23%
18% Suburban 21%
18% Small town 16%
16% Rural 14%

NPR/Marist Poll

Profile: National Adults and National Online Shoppers
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National Adults
n=1057, MOE +/- 3.4%

National Regular 
Online Shoppers*

n=453, MOE +/- 5.2%
43% Regular Online Shoppers 100%
49% Male 53%
51% Female 47%
47% Age under 45 57%
53% Age 45 or older 43%
21% Age 18 to 29 24%
26% Age 30 to 44 33%
26% Age 45 to 59 26%
28% Age 60 or older 18%
61% White 65%
11% African American 8%
15% Latino 14%
12% Other 13%
18% Northeast 22%
21% Midwest 20%
38% South 33%
23% West 25%
43% HH Income less than $50,000 27%
57% HH Income $50,000 or more 73%
20% Has EBT or Medicaid Card 13%
58% Not college graduate 47%
42% College graduate 53%
27% Big city 27%
21% Small city 22%
18% Suburban 21%
18% Small town 15%
16% Rural 14%

NPR/Marist Poll
*Shop online at least once a month

Profile: National Adults and National Regular Online Shoppers
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National Adults
n=1057, MOE +/- 3.4%

National Amazon Shoppers
n=664, MOE +/- 4.3%

63% Amazon Shoppers 100%
49% Male 51%
51% Female 49%
47% Age under 45 55%
53% Age 45 or older 45%
21% Age 18 to 29 25%
26% Age 30 to 44 29%
26% Age 45 to 59 28%
28% Age 60 or older 17%
61% White 64%
11% African American 8%
15% Latino 13%
12% Other 14%
18% Northeast 20%
21% Midwest 20%
38% South 35%
23% West 25%
43% HH Income less than $50,000 31%
57% HH Income $50,000 or more 69%
20% Has EBT or Medicaid Card 12%
58% Not college graduate 47%
42% College graduate 53%
27% Big city 27%
21% Small city 22%
18% Suburban 22%
18% Small town 15%
16% Rural 13%

NPR/Marist Poll

Profile: National Adults and National Amazon Shoppers
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National Adults
n=1057, MOE +/- 3.4%

National Regular 
Amazon Shoppers*

n=312, MOE +/- 6.3%
30% Regular Amazon Shoppers 100%
49% Male 50%
51% Female 50%
47% Age under 45 60%
53% Age 45 or older 40%
21% Age 18 to 29 27%
26% Age 30 to 44 34%
26% Age 45 to 59 24%
28% Age 60 or older 16%
61% White 65%
11% African American 7%
15% Latino 11%
12% Other 17%
18% Northeast 21%
21% Midwest 21%
38% South 34%
23% West 24%
43% HH Income less than $50,000 23%
57% HH Income $50,000 or more 77%
20% Has EBT or Medicaid Card 9%
58% Not college graduate 40%
42% College graduate 60%
27% Big city 29%
21% Small city 23%
18% Suburban 22%
18% Small town 12%
16% Rural 14%

NPR/Marist Poll
*Shop on Amazon at least once a month

Profile: National Adults and National Regular Amazon Shoppers
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National Adults
n=1057, MOE +/- 3.4%

National Amazon 
Prime Members*

n=321, MOE+/- 6.2%
30% Amazon Prime Members 100%
49% Male 53%
51% Female 47%
47% Age under 45 57%
53% Age 45 or older 43%
21% Age 18 to 29 25%
26% Age 30 to 44 32%
26% Age 45 to 59 26%
28% Age 60 or older 17%
61% White 63%
11% African American 7%
15% Latino 13%
12% Other 17%
18% Northeast 22%
21% Midwest 19%
38% South 35%
23% West 25%
43% HH Income less than $50,000 26%
57% HH Income $50,000 or more 74%
20% Has EBT or Medicaid Card 10%
58% Not college graduate 41%
42% College graduate 59%
27% Big city 24%
21% Small city 24%
18% Suburban 23%
18% Small town 16%
16% Rural 13%

NPR/Marist Poll
*Online shoppers who have their own Amazon Prime account

Profile: National Adults and National Amazon Prime Members
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National Adults
n=1057, MOE +/- 3.4%

National Amazon 
Prime Users*

n=465, MOE +/- 5.2%
44% Amazon Prime Users 100%
49% Male 52%
51% Female 48%
47% Age under 45 58%
53% Age 45 or older 42%
21% Age 18 to 29 28%
26% Age 30 to 44 30%
26% Age 45 to 59 25%
28% Age 60 or older 17%
61% White 65%
11% African American 7%
15% Latino 13%
12% Other 14%
18% Northeast 21%
21% Midwest 20%
38% South 34%
23% West 25%
43% HH Income less than $50,000 27%
57% HH Income $50,000 or more 73%
20% Has EBT or Medicaid Card 9%
58% Not college graduate 43%
42% College graduate 57%
27% Big city 28%
21% Small city 20%
18% Suburban 24%
18% Small town 15%
16% Rural 13%

NPR/Marist Poll
*Online shoppers who have their own Amazon Prime account or share someone else's

Profile: National Adults and National Amazon Prime Users
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National Online Shoppers
n=729, MOE +/- 4.1%

National Regular 
Online Shoppers*

n=453, MOE +/- 5.2%
51% Male 53%
49% Female 47%
53% Age under 45 57%
47% Age 45 or older 43%
24% Age 18 to 29 24%
29% Age 30 to 44 33%
28% Age 45 to 59 26%
19% Age 60 or older 18%
63% White 65%
9% African American 8%

13% Latino 14%
14% Other 13%
21% Northeast 22%
20% Midwest 20%
35% South 33%
24% West 25%
34% HH Income less than $50,000 27%
66% HH Income $50,000 or more 73%
15% Has EBT or Medicaid Card 13%
50% Not college graduate 47%
50% College graduate 53%
27% Big city 27%
23% Small city 22%
21% Suburban 21%
16% Small town 15%
14% Rural 14%

NPR/Marist Poll
*Shop online at least once a month

Profile: National Online Shoppers and National Regular Online Shoppers
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National Amazon Shoppers
n=664, MOE +/- 4.3%

National Regular 
Amazon Shoppers*

n=312, MOE +/- 6.3%
51% Male 50%
49% Female 50%
55% Age under 45 60%
45% Age 45 or older 40%
25% Age 18 to 29 27%
29% Age 30 to 44 34%
28% Age 45 to 59 24%
17% Age 60 or older 16%
64% White 65%
8% African American 7%

13% Latino 11%
14% Other 17%
20% Northeast 21%
20% Midwest 21%
35% South 34%
25% West 24%
31% HH Income less than $50,000 23%
69% HH Income $50,000 or more 77%
12% Has EBT or Medicaid Card 9%
47% Not college graduate 40%
53% College graduate 60%
27% Big city 29%
22% Small city 23%
22% Suburban 22%
15% Small town 12%
13% Rural 14%

NPR/Marist Poll
*Shop on Amazon at least once a month

Profile: National Amazon Shoppers and National Regular Amazon Shoppers
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National Amazon 
Prime Members*

n=321, MOE +/- 6.2%

National Amazon 
Prime Users **

n=465, MOE +/- 5.2%
53% Male 52%
47% Female 48%
57% Age under 45 58%
43% Age 45 or older 42%
25% Age 18 to 29 28%
32% Age 30 to 44 30%
26% Age 45 to 59 25%
17% Age 60 or older 17%
63% White 65%
7% African American 7%

13% Latino 13%
17% Other 14%
22% Northeast 21%
19% Midwest 20%
35% South 34%
25% West 25%
26% HH Income less than $50,000 27%
74% HH Income $50,000 or more 73%
10% Has EBT or Medicaid Card 9%
41% Not college graduate 43%
59% College graduate 57%
24% Big city 28%
24% Small city 20%
23% Suburban 24%
16% Small town 15%
13% Rural 13%

NPR/Marist Poll
*Online shoppers who have their own Amazon Prime account
**Online shoppers who have their own Amazon Prime account or share someone else's

Profile: National Amazon Prime Members and National Amazon Prime Users

10


	NPR_Marist Poll_Summary of the Profiles_May 2018.pdf
	NPR_Marist Poll_Profile Tables_May 2018.pdf
	Profile_Adults vs Do not Shop Online
	Sheet1

	Profile_Adults vs Online Shoppers
	Sheet1

	Profile_Adults vs Regular Online Shoppers
	Sheet1

	Profile_Adults vs Amazon Shoppers
	Sheet1

	Profile_Adults vs Regular Amazon Shoppers
	Sheet1

	Profile_Adults vs Amazon Prime Members
	Sheet1

	Profile_Adults vs Amazon Prime Users
	Sheet1

	Profile_Online Shoppers vs Regular Online Shoppers
	Sheet1

	Profile_Amazon Shoppers vs Regular Amazon Shoppers
	Sheet1

	Profile_Amazon Prime Users vs Prime Members
	Sheet1





