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INSIDE THE ANALYTICS
PSYCHOLOGY BEHIND
THE POST-COVID CONSUMER
As the world begins to emerge from the COVID
crisis, as more people receive the vaccine each
week, and as both airport and retail traffic pick up,
consumer optimism is on the rise.

Many economists are predicting a consumerspending boom that will last for years to come.
What will this new consumer look like?
What may be called “the COVID era” has profoundly
changed the way your consumer thinks, acts,
shops, and clicks.
In this report, we share insights and predictions
based on our proprietary retailer data, consumer
analytics, and key trends from our research
partners. This data gives an insight into how
consumer psychology has changed.
We encourage brands and marketers to rethink
their own consumer’s journey – and we remain
here to guide you through the process.

1
A SHORTER SHOPPING JOURNEY

A SHORTER SHOPPING JOURNEY

THE DECLINE OF IN-STORE BROWSING

8 0 % of retailers polled reported that customers browse less and
spend half the time in their stores than they used to.

Think about your own shopping journey in the past 12 months.
The odds are, you make a list in advance, and your goal
is to be in and out of the store as quickly as possible.
For omnichannel products and brands, consumers are researching
online with clear purchase intent before making their in-store
selections.

INSIGHT
Brands need to get on the shopping list pre-purchase,
and can no longer rely on shelf browsing.

CUSTOMERS
ARE BROWSING
LESS THAN EVER.

A SHORTER SHOPPING JOURNEY

A SHORTENED ONLINE CONVERSION JOURNEY
Does the same “quick decision” process apply to online purchases,
sign-ups, and conversions?
To get a clearer picture of how the consumer online decision-making
process has changed post-COVID, we analyzed all online conversion
data from Q1 2021 over Q1 2019 across many industries:
- Retail and Direct-to-Consumer Products
- Health and Wellness, including medical and optical clinics
- Education, including both primary and higher education
organizations
- Financial Services
- B2B

The data in the following pages shows the new online consumer
journey…

A SHORTENED ONLINE CONVERSION JOURNEY
Across all industries, we can observe that the online customers are converting
faster, converting more often from an initial site visit, and requiring fewer
interactions with a brand before signing up or purchasing.
HEALTH AND WELLNESS CLIENTS

WE EVALUATED TIME LAG FROM INITIAL VISIT TO CONVERSION,
AND

HOW IT COMPARED POST-COVID vs.
PRE-COVID

AND ALSO LOOKED AT THE NUMBER OF INTERACTIONS NEEDED

PRE-COVID AS COMPARED TO POST-COVID

A SHORTENED ONLINE CONVERSION JOURNEY

RETAIL

HOW ONLINE CONVERSIONS COMPARED
POST-COVID vs. PRE-COVID

EDUCATION

PRE-COVID AS COMPARED TO
POST-COVID

A SHORTENED ONLINE CONVERSION JOURNEY

B2B

HOW ONLINE CONVERSIONS COMPARED
POST-COVID vs. PRE-COVID

FINANCIAL SERVICES

PRE-COVID AS COMPARED TO
POST-COVID

THE SHORTER SHOPPING JOURNEY
DATA CONCLUSION

Consumers are converting on
websites more often on that firstday visit than they had in the past
Consumers require fewer
interactions with a website
than they had in the past

2% – 10%
Y/Y LIFT of
Day 1

Conversion
1–5% FEWER

INTERACTIONS THAN
PRE-COVID

We also see many more
customers who are willing to
buy now from new brands on
Instagram and Facebook,
having had almost no
previous association with a
particular brand.

Insta ad comp

75%

of customers have tested
new methods of shopping,

36%

are willing to try new
brands. Of those consumers
who have tried new brands,

73%

will continue this practice
beyond the pandemic.

(Source: McKinsey & Company)

2
REVENGE SPENDING

REVENGE SPENDING

CONSUMERS HAVE
STIMULUS/PENT-UP
MONEY TO
SPEND IN Q2-Q4
The great divide between
needs and wants, coupled
with evaluating actual
disposable income, was a
primary financial focus for
individuals. But, as we are
now approaching the postCOVID wave, individuals are
willing to open up their
wallets and splurge on
the experiences they felt
they were robbed of in
2020.
(Source: Real Simple)

China witnessed revenge spending as early as
last April, when COVID cases were highest
across the Pacific in America. Most notably,
Bloomberg Economics estimates:
AMERICANS MAY HAVE EXCESS
SAVINGS TOTALING TO BE ABOUT

f

(Source: Bloomberg)

2021

REVENGE SPENDING

retail sales 6.5%
retail sales 8.2%

The National Retail Federation predicts that
retail sales will grow between 6.5% and
8.2% in 2021, which would be the fastest
growth since 2004.

+21%

(Source: Forbes)

DEPARTMENT STORE SALES

After the last stimulus in January, department
store sales increased 21%. That number could
be even higher with the most recent round of
larger stimulus checks. This revenge
shopping is a signal that consumer
confidence is increasing.

(Source: Forbes)

Aspirational purchases, such as handbags,
belts and footwear – particularly those with big,
recognizable logos – are gaining
momentum, fueled by the latest
round of stimulus checks.

(Source: MSN)

3
SUPPORT OF LOCAL BUSINESSES

SUPPORT OF LOCAL BUSINESS

As states begin to emerge
from the pandemic,
businesses are adapting
to consumer shopping
shifts that have changed
for the long-term.

53%

of North
American
buyers
…said that the pandemic
has changed the way they
will shop going forward.
(Source: Shopify)

Americans hit hard by
nationwide lockdowns
…forced countless individuals
to become entrepreneurs,
leading internet-first
businesses, from products to
services. Many of these new
entrepreneurs saw success
from a very local angle.
(Source: TechCrunch)

SUPPORT OF LOCAL BUSINESS

56%
of consumers are
shopping in
neighborhood
stores or buying
more locally
sourced products,
with

79%

and

84%

Boston Consulting Group research shares that

41%

of consumers intend to buy
more locally in the future.
(Source: Forbes)

respectively
planning to continue
this practice in the
long-term.
(Source: Accenture)

57%

of Americans say
their main reason for
shopping small is to
keep money local.

38%

of shoppers say they
want to support their
community and
local creators.
(Source: Intuit)

4

CONTINUED SHIFTS ONLINE

SCHEDULE SHIFTS

People are still multitasking,
blending home/career
demands together. As a result,
their normal shopping/media

consumption
times have shifted.

INSIGHT
Dayparts for marketing
should change, as
consumers will expect to
communicate with your
brand 24/7.
The HOME was the
venue for life's various
activities for most of
2020. This will open
up in 2021.
Stay-at-home orders that
impacted personal and
professional lives also had a
ripple effect to schedule shifts
and constant multitasking.

People will continue to be
homebound, but will invest time
in planning their new outside
activities.
Consumers are spending more time online
to virtually connect with others and to
stream entertainment. The amount of time
spent online is not expected to change in
2021, despite the reopening.

NOW WHAT? THE TAKEAWAYS

The dramatic changes that drove consumer behavior and a
new consumer psychology in 2020 are likely to remain in the
future. Throw out any of your old data and assumptions.
Consider your marketing planning from a whole new
perspective. Make sure you’re planning for a much shorter
funnel as customers are shopping differently.
For direct-to-consumer and e-commerce brands, make the
one-click conversion experience magical and seamless.
Make it as easy as possible for a customer to buy from you
right away – because they will be ready to spend in Q2-Q4.
Rethink your awareness and conversion marketing activities.
The old-school awareness to conversion may not apply in
some cases. Consider a full-funnel approach, or one that is
much more dynamic and responsive.
Consumers will still want to support regional and local brands,
and community and social responsibility will remain an
important factor in 2021. Think of new ways to connect with
your community.

THANK
YOU
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