











BEAUTY SHOPPERS:

KEY TAKEAWAYS

Beauty shoppers embrace Al for product discovery and comparison

Beauty category notices increased buying; skincare maintains lead

Product ingredients become most important factor in cosmetics purchases

Beauty shoppers have a digital-first mindset but value in-store options

Perks drive customer loyalty, but thoughtful packaging choices matter
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Beauty shoppers embrace Al for product

discovery and comparison

Shoppers who reported using Al-powered search or
shopping assistants (e.g., tools that help you search
for or compare products):

Beauty Shoppers All Shoppers

Note: Percentages may not total 100% due to rounding and/or because respondents could select more than one answer.
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Beauty category notices increased buying;
skincare maintains lead

Products beauty shoppers purchase regularly:

100
90 ) (
Skincare (sunscreen
o 83% 86% ’
W . moisturizer, lotion, etc.)
80 ./
0 k
77% 70% 1% . Makeup
70 2
62% 64% 61% 63% . Specialty haircare
60 /\ and hair styling
‘o/ products
58% 55%
50
2023 2024 2025 2026

Note: Percentages may not total 100% due to rounding and/or because respondents could select more than one answer.
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Factors that play the biggest role in
P I‘Od U Ct cosmetic/beauty product purchases:

ingredients
become most | N "

30 N 36% 38%

Price Ingredients used in the products

50

important factor : ”
In cosmetics

20

2023 2024 2025 2026
*Represents largest single-year change 2023 2024 2025 2026
p u rc a S e S across answer choices since 2023
Company’s/product’s environmental impact Company’s ethical standards and policies
50 50
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30 30
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20 20 18/° o
12% 14% 13% 12% 17%
10 # 10
8% 9%
0 0
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Note: Percentages may not total 100% due to rounding and/or
because respondents could select more than one answer.
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Beauty shoppers have a digital-first
mindset but value in-store options

Where shoppers prefer to buy beauty products:
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On a third-party marketplace
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In a brand’s physical retail location
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Directly from a brand’s website

27%
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24% 24%
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At a department or convenience store
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“If an online-only beauty brand you shop with

Ever better."

began carrying products in a physical store near
you, how would it affect how you shop with

the brand?”

2%

q 44%

20%

Note: Percentages may not total 100% due to rounding and/or

because respondents could select more than one answer.

. “I would be more likely to shop
in-store than online.” (+13% YOY)

. “l would shop in-store only
when | need to try on/test
an item.” (-7% YOY)

“I would still shop exclusively
online.” (+2% YOY)

. “l would shop in-store only
when I'm already in the store.”
(-5% YOY)

. “I don’t shop with any
online-only brands.” (-3% YOY)
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Perks drive
customer loyalty,

but thoughtful
packaging
choices matter

BEAUTY r "- @

" YOus

Hey beautiful!

%> LOYALTY PERKS

Thank gou

for being amazing!

100 POINTS EARNED
You earned 100 points
with your recent purchase.

15% OFF
Enjoy 15% off your
next purchase.

BIRTHDAY GIFT
A special treat is waiting
for you on your birthday!

VIP ACCESS

You now have early access

Vws glesc oeigrasos

You've unlocked new loyalty perks!

o—

to new arrivals & exclusives.

Thyger,
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“When thinking about the experience of opening up a package
you ordered online, what factor is MOST likely to make you
want to shop with the same brand again in the future?”

no, 4%

L &

23%

Coupons, discounts, or credit
toward a future purchase (-9% Yov)

Free product samples (-5% YOY)

Sustainable packaging (+6% yov)

A premium experience (unique
packaging, tissue paper, twine,
ribbon, etc.) (+7% oY)

A personal note (no change)

Swag (stickers, keychains, etc.)
(no change)

Note: Percentages may not total 100% due to rounding and/or
because respondents could select more than one answer.
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APPAREL SHOPPERS:

KEY TAKEAWAYS

Physical and digital shopping channel preferences strike balance

Despite losing ground to delivery speed, free shipping remains key
influence in apparel shoppers' purchasing decisions

Returns are deciding factor in apparel e-commerce loyalty

Price influence declines for apparel shoppers as other values
gain ground




Thyger,
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Physical and digital shopping channel
preferences strike balance

Where apparel shoppers prefer to buy clothing:
Return method preference

o
176 o for online purchases:
In-Store
. In a brand’s physical . Return in-store Return via mail/drop box
retail location

o
22 /o . At a department store

(+3% YOY)

27%

(+1% YOY) Online

On a third-party
marketplace

Directly from a

brand’s website
49%
o o (+2% YOY)
297 21% Other

(+4% YOY) (-6% YOY)

Note: Percentages may not total 100% due to rounding and,/or because respondents could select more than one answer. APPAREL SHOPPERS | 46
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Despite lOSin g Factors that play the biggest role in deciding
ground to
delivery speed,
free shipping
remains key

where to make an online purchase:

5% 5% (-2% YOY)

(+4% YOY) | ‘

27%

(+11% YOY)

. Free shipping

. Fast shipping

. Choosing my own
package delivery date

. Free returns

63%

(-13% YOY)

influence in
apparel

shoppers'
purchasing 72% 75%

. . of apparel shoppers of apparel shoppers have
d ecisions have abandoned added more items to
carts upon seeing their online carts to
unanticipated shipping qualify for free shipping. 4 g
costs. (-1% yoy) (+2% YOY)

ercentages may not total 100% due to rounding and/or because respondents could select more than one answer.
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Returns are deciding factor in apparel
e-commerce loyalty

In the past year, 49% of apparel

. . o, of apparel shoppers will not make an online purchase
shoppers reported returning CIOthlng 52 A from a brand that doesn’t offer free returns. (-5% yYov)

they purchased online.

More than ever. bein g offered a returnless Specifically related to returning online orders:
’

refund makes apparel shoppers want to shop 80¢y of apparel shoppers had an experience that prevented
with a brand again: O them from continuing to shop with a company. (+7% yov)

80 Of those, the 3 most common experiences were:

“I had to pay shipping fees for an item | returned.”

:

“The company only provided me with the option for an exchange or
store credit rather than a full refund via cash/credit card.”

41%

60

50

“The window to return my online purchase was too small.”
40
2021 2022 2023 2024 2025 2026

Note: Percentages may not total 100% due to rounding and/or because respondents could select more than one answer. APPAREL SHOPPERS | 48




Price influence
declines for
apparel
shoppers as
other values
gain ground

Thyger,

Ever better.

Factors that play the biggest role in apparel purchases:

Price
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54%
.| 58% 59%

e
47%
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Materials used in the products
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Company’s ethical standards
and policies

0% N% 1%

6%

: .

2023 2024 2025 2026

Company’s/product’s
environmental impact

12%
8% 9% _»
6%
2023 2024 2025 2026

Note: Percentages may not total 100% due to rounding and/or because respondents

could select more than one answer.
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METHODOLOGY

In March 2026, Ryder hired a third-party

research company to survey 1160 consumers Gender breakdown: Age breakdown: Regional breakdown:
who reported shopping online either “often,”

“sometimes,” or “all the time” about behavior, Male: 48% 18-29:13% South: 35%
preferences, experiences, and expectations Female: 52% 30-44: 35% West: 24%

pertaining to their online and in-store activity her: < 19 oo : oo
:<1% 45-60: 30% : 21%
from 2025 to 2026. Subject matter comprised DR = 1 >-60: 30% Midwest: 21%

purchasing behavior, packaging, shipping, returns, >60: 21% Northeast 20%
sustainability, and omnichannel experience.
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ABOUT
RYDER SYSTEM, INC.

Ryder System, Inc. (NYSE: R) is a nearly $13 billion leading
provider of outsourced logistics and transportation services
throughout the United States, Canada, and Mexico. Ryder
offers supply chain, dedicated transportation, and fleet
management solutions that integrate every step of the supply
chain port to door, including cross-border logistics, fleet and
transportation management, warehousing and distribution, and
final delivery to customers’ doorsteps. Ryder’s broad portfolio
of services encompasses managed transportation, freight
brokerage, dedicated contract carriage with professional
drivers, full service fleet leasing and maintenance, commercial
truck rental, automation and robotics, digital technologies,
contract manufacturing and packaging, omnichannel retail
fulfillment including e-commerce and last-mile delivery, and
used vehicle sales. Serving more than 20 industries, Ryder
manages approximately 240,000 commercial vehicles, operates
nearly 800 maintenance locations, and runs approximately 320
warehouses totaling more than 100 million square feet. Ryder is
consistently recognized for technology driven innovation and
industry leading practices in safety, health, security, talent
acquisition, and environmental management, and was most
recently named to Fortune’s “America’s Most Innovative
Companies” list.

www.ryder.com
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