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Introduction
Background

As the vaccine rollout expands across 
America and the world, consumers are 
becoming increasingly confident to revisit 
stores and re-engage with retailers – but 
others are still concerned about safety or 
have forged long-lasting digital habits.

During the pandemic, an overwhelming 
number of consumers turn to online channels 
to meet their immediate needs. According to 
a study by IMRG, online sales grew by 36% 
in 2020, the highest growth in 13 years. 

However, as discovered in a 2020 Qudini 
survey, when consumers did visit stores they 
stuck to essential shops only (grocery stores, 
banks and pharmacies were avoided by only 
33% of people) and four out of five (82%) 
Americans avoided stores where they were 
required to queue. 

These survey insights reflect the behaviour 
reported in recent macro-finance news, 
which has highlighted the continued 
decrease in-store footfall figures. According 
to Statista, physical retail traffic was down 
96% in April 2020 compared to April of the 
previous year – by June 2020 it was down 
62% and by October it was still down by 
34%.

Qudini’s October 2020 survey found that 
safety was the biggest reason consumers 
were concerned about visiting stores at 81%, 
followed by a preference for online shopping 
at 51% and being concerned about their 
finances at 36%.

With the US vaccine program gaining pace, 
we wanted to understand how consumers 
felt about returning to stores. We also 
wanted to understand how they felt their 
shopping and banking habits have changed 
in the interim and the long-term. In May 
2021, we surveyed over 2,000 American 
consumers to get their opinions on shopping 
during and beyond the pandemic.

Who we are

At Qudini, our Retail Choreography solutions 
have been helping leading retailers and banks 
to offer a safe, engaging and efficient customer 
experience that drive sales and loyalty, both 
during and beyond the pandemic.

Solutions we’ve been supporting our clients 
with include: 

• Appointment scheduling
• Virtual queue management
• Occupancy tracking
• Task management
• Events booking

Authored by 
Imogen Wethered | Founder and CEO | 
Qudini

Passionate about business, fintech, retail and 
brands, Imogen is a thought-leader within 
retail, banking and the business world. She has 
been recognized for her achievements on the 
Forbes 30 under 30 list.
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https://www.statista.com/statistics/618327/change-in-us-physical-retail-sector-traffic-by-month/


Executive summary

Our survey of 2,022 US respondents found:

During the pandemic (compared to 
before the pandemic)

Online shopping and essential physical retail 
has grown. Non-essential physical retail has 
been the hardest hit.

• 49% of consumers are more likely to shop 
for essential products online, and 45% are 
more likely to shop for non-essential 
products online 

• 46% are more likely to visit essential 
shops

• Only 34% said they are more likely to visit 
non-essential stores when they’re open 
while an additional 27% said they are less 
likely

After the pandemic (compared to 
before the pandemic)

Online shopping will continue, but the 
growth rate could slow. Non-essential 
physical retail will bounce back, above even 
essential physical retail.

• Almost half (42%) of consumers are more 
likely to shop online for both essential and 
non-essential products ( just slightly less 
than those who are increasing their use of 
online shopping during the pandemic)

• 43% of consumers said they are more 
likely to visit non-essential stores while 
only 36% said they will be more likely to 
visit essential stores (an inverse interest 
compared to during the pandemic)

Queuing is more of a concern

• When consumers do return, 42% said 
they are more likely to be concerned about 
queuing within stores. 

• 36% of consumers will still be concerned 
about queuing within stores compared to 
before the pandemic. 

Consumers will continue to be 
concerned about visiting stores

• 42% of consumers said they are still 
concerned about shopping in stores.

• Of those consumers, 50% said they expect to 
be concerned about shopping in stores for up 
to 12 months. An additional 29% expect to 
be concerned for between one and five years. 
10% said they expect to be concerned about 
shopping in stores forever. 

The vaccine roll-out is building consumer 
confidence (but slowly)

• 30% said that as the vaccine rolls out they 
will visit stores more often than they did at 
other times during the pandemic when stores 
were open.

• One in five consumers said essential retail 
stores (20%) and banks (20%) should make 
vaccine passports mandatory. 

• Slightly fewer consumers (17%) felt vaccine 
passports were needed in non-essential retail 
stores.

• 37% of consumers said airlines and transport 
companies should make COVID-19 passports 
mandatory. Restaurants (30%), nightclubs 
and bars (27%) and beauty salons (26%) also 
received significant support. 

A new normal for retailers & banks

These insights show that consumers want to 
get back to stores, particularly non-essential 
retail stores, but they still have concerns. As a 
result, retailers should work towards offering a 
safer and more efficient in-store experience that 
blends with their online experience. 

We’re seeing many retailers respond to these 
challenges by using appointment software to 
enable customers to schedule in-store and 
virtual video appointments. In addition, many 
retailers are also using virtual queuing systems 
and occupancy tracking apps to combat queues, 
control capacity and to offer seamless curbside 
pickup of online orders (where their customers 
can check-in by phone when they arrive).
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Audience breakdown
Demographic details of the 2,022 consumers we surveyed:
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Consumers that visited this business type 
before COVID-19

Gender of respondents

Age of respondents Belief in COVID-19

Job seniority

Vaccine passports



Consumer shopping habits since the outbreak 
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We asked consumers how their interactions with stores (when open) and banks have changed 
compared to before the pandemic, and how they expect it to change after the pandemic. 

During the pandemic (when compared to 
pre-pandemic)
49% of consumers are more likely to shop 
online for essential products and 45% are 
more likely to shop online for non-essential 
products. 

Almost half (46%) of consumers have been 
more likely to visit essential shops and only 
17% have been less likely to do so. However, 
only 34% were more likely to visit 
non-essential stores (when open) – while 
27% were less likely. 

This suggests that COVID-19 has driven a 
growth in online shopping for both essential 
and non-essential retail. Research shows 
that online accounted for 21% of all retail 
sales in 2020. This graph also shows 
essential physical retail has grown, while 
non-essential physical retail has seen the 
least growth.

After the pandemic (compared to pre-pandemic), 
consumers will be more or less likely to do the 
following:

After the pandemic (when compared to before 
the pandemic)
41% of consumers say they are more likely to 
shop online for essential and non-essential 
products than pre-pandemic. This is a slight 
decrease from the 47% during the pandemic. It 
suggests that online shopping habits have 
changed for the long term and will continue to 
grow, but growth will be slower after the 
pandemic.

Almost half (43%) of consumers said they are 
more likely to visit non-essential stores after 
the pandemic. Only 36% said they are more 
likely to visit essential stores after the pandemic 
compared to before. This indicates that sales in 
non-essential physical retail will grow more 
than both essential physical retail and online 
retail after the pandemic ends. While essential 
physical retail could shrink, enhanced 
omnichannel strategies will therefore be 
essential for retailers to capitalize.

During the pandemic (compared to pre-pandemic), 
consumers will be more or less likely to do the 
following:



Consumer shopping habits since the outbreak 
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During and after the pandemic, age groups that 
that are more likely to 

Comparing these changes in habits by age 
demographic shows that consumer shopping 
habits online will remain largely the same 
after the pandemic. However, as the vaccine 
roll-out continues, more consumers will visit 
non-essential stores, particularly those in the 
younger age groups.

Our insights have consistently shown that 
these younger, digitally-savvy consumers 
have greater customer experience 
expectations and are more likely to want 
retailers to use digital tools to manage their 
experience. Retailers should start preparing 
their store experience for the return of these 
customer demographics.

What these insights prove…

Millennial and GenZ consumers are equally 
likely to shop online for non-essential 
products during (44%) and after the pandemic 
(43%). They are slightly more likely to shop 
online for essential products after the 
pandemic (48%), compared to during (44%).

Baby Boomer consumers are slightly more 
likely to shop online for non-essential 
products during the pandemic (45%) 
compared to after the pandemic (40%). They 
are 30% more likely to shop online for 
essential products during the pandemic (49%) 
compared to after (38%).

Millennial and GenZ consumers  are equally 
likely to visit essential shops during the 
pandemic (45%) as they are after (52%), as 
are Baby Boomers at 47% during and 52% 
after.

Millennial and GenZ consumers are more 
likely to visit non-essential shops than Baby 
Boomers. These younger age groups are 22% 
more likely to visit stores after the pandemic 
than they are during the pandemic. 

However, they are still less likely to visit than 
older generations. Baby Boomers are 44% 
more likely to visit non-essential shops after 
the pandemic than they are during the 
pandemic.



Consumers’ concerns with queuing

7

We asked consumers whether they were more likely to be concerned by queuing during the 
pandemic compared to before. We found that concerns around queuing have increased, 
particularly amongst younger generations, and this will largely continue beyond the pandemic.

Consumers that will be more or less concerned by 
queuing during and after the pandemic42% of consumers are more likely to 

avoid queuing in stores during the 
pandemic. Even after the pandemic, 36% 
still expect to be more concerned about 
queuing than they were before the 
pandemic.

This aligns with a Q4 2020 Qudini survey 
which showed that during the pandemic, 
over half (53%) of consumers were more 
likely to walk out of stores without a 
purchase because of queues. This has the 
potential to cost a staggering $91 million 
in lost annual revenues (for a 250 store 
retailer with a footfall of 2,000 customers 
and an average transaction value of $75).

Consumers that will be more concerned by queuing 
during and after the pandemic by age group

Interestingly, younger Millennial and GenZ 
consumers are more concerned by queuing 
both during (45%) and after the pandemic 
(38%), than their Baby Boomer counterparts. 
Just over a third (34%) of Baby Boomers said 
they are more likely to be concerned during 
the pandemic, while only 28% said after the 
pandemic.

This is important for retailers to take note of. 
Millennials are the largest consumer group 
worldwide and GenZ consumers are growing 
in both spend and social media power.

Retailers need to minimize waiting friction 
points within their stores in order to build 
customer confidence to visit. Appointment 
scheduling software and virtual queuing 
systems can help retailers to do so.

People more 
concerned by queuing 
after pandemic than 
they were before the 
pandemic 

--our solutions 



How will the decrease in COVID-19 cases impact 
consumer shopping and banking habits?

30% of consumers said the mass vaccination 
program will drive them to visit stores more 
than they have throughout the pandemic. 
31% felt it would have no impact on their 
shopping and banking habits. Despite more 
customers returning to stores, only 17% said 
they would do less online shopping. To 
support the growth of store footfall 
alongside the continued interest in online 
shopping, retailers should work to blend 
online and offline experiences together to 
further enhance their omnichannel 
strategies.
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We asked consumers how the mass vaccination rollout matched with declining COVID-19 cases 
will impact their shopping and banking habits. Many said they will visit stores more often, while 
some said it won’t have an impage.

How the vaccination roll-out impacts consumer 
shopping habits

Of the 74% who believe COVID-19 is real, 
almost a third (32%) said they will visit 
stores more as the vaccine rolls out than 
they have throughout the pandemic.

A quarter (26%) of these consumers said 
they would feel happier visiting stores that 
monitor vaccine passports.

All generations are equally eager to visit 
stores more often. They are also equally 
likely to feel happier visiting stores that 
monitor vaccine passports. Interestingly, 
younger generations are considerably less 
likely to shop online as the vaccine rolls 
out. In previous questions, younger 
generations revealed they are only slightly 
more likely to uptake online shopping more 
during the pandemic.

Consumers who think COVID-19 is or isn’t real

People want to 
get back to 
stores angle 

How the decline of COVID-19 impacts consumer 
habits by generation



Should businesses use COVID-19 passports?

Airlines and transport companies were the 
top business locations (37%) that should 
make COVID-19 passports mandatory, 
according to our respondents. Restaurants 
(30%), nightclubs and bars (27%) and 
beauty salons (26%) also received 
significant support. Only one in five (20%) 
of consumers said essential retail stores 
and banks should make passports 
mandatory, while 17% said so for 
non-essential retail stores.
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We asked consumers which business locations should use vaccine passports to only allow 
entry to people who have had the COVID-19 vaccine. It was deemed mandatory by many at 
airlines and transport companies, while only a fifth thought it necessary at stores and banks.

Younger consumers are more likely than older 
generations to think vaccine passports should 
be mandatory at non-essential stores and 
banks, with an average of 21% of GenZ and 
18% of Millennial consumers wanting this. 
Millennials (22%) are slightly more likely than 
other generations to think essential stores 
should make COVID-19 passports mandatory. 

Baby Boomers are significantly more interested 
in vaccine passports within airlines and 
transport companies than other generations.

Consumer vaccine passport demand by industry

Vaccine passport demand by age demographic

Vaccine passport demand by belief in COVID-19

Out of the consumers who believe 
COVID-19 is real, 44% said they believe 
COVID-19 passports should be in place at 
airlines and transport companies, while 
34% said restaurants and 32% said 
nightclubs and bars. 

Interest within stores and banks was only 
2-3% higher when discounting consumers 
who don’t believe COVID-19 is real. 

Covid believe insights 



Are consumers concerned about shopping in stores?

Almost half (46%) of consumers that 
believe COVID-19 is real said they are still 
concerned about shopping in stores, while 
54% said they aren’t. 

Retailers need to do more to reassure their 
customers that social distancing measures 
are in place within stores. Contactless 
payments, mask policies and hand 
sanitzers, as well as providing customers 
with the ability to schedule visits, skip 
lines and collect orders at the curbside, 
have all proven to help allay customer 
concerns. 
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Respondents were asked how concerned they are when it comes to shopping in stores and the 
results show considerable worry. Retailers need to do more to put their customers’ minds at ease. 

Consumers that are concerned about shopping 
in-stores

Younger consumers are more concerned about 
shopping in stores than older generations, 
with 48% of GenZ and 44% of Millennial 
consumers expressing concern.

In previous Qudini surveys, older consumers 
expressed more concern around their safety – 
A possibility for increase in confidence could 
be because they are more likely to have 
received a vaccine than younger consumers. 

Consumers that are concerned about shopping 
in-stores by generation

People wanting 
to get back to 
stores



How long will consumers stay concerned about 
shopping in stores? 

Half of consumers (50%) said they expect 
to be concerned about shopping in stores 
for up to 12 months (27% expect under 6 
months and 21% between 7-11 months). 

29% expect to be concerned between 
one and five years (21% expect under 
1-2 years and 8% said 3-5 years). 
10% of consumers say they expect to be 
concerned about shopping in stores 
forever. 
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Respondents were asked how long they felt COVID-19 will be a lingering problem. The results 
found an even mix of optimism and pessimism, with some thinking months and others thinking 
years (or forever).

Previous insights showed that Millennial and 
GenZ consumers are more likely to be 
concerned about shopping than older 
generations, but when asked how long it will 
last, they seemed to have a more optimistic 
outlook. Younger consumers said they are likely 
to be concerned for less than 11 months. Baby 
Boomers, however, were more likely to expect 
the pandemic to last 1-2 years and more Baby 
Boomers and GenX generations felt they would 
be concerned about shopping in stores forever.

How long consumers expect to be 
concerned about shopping in stores

How long consumers expect to be concerned 
about shopping in stores by generation

These insights suggest that retailers should be deploying long-term strategies that address 
consumer concerns with visiting stores by making it safer and easier and by enabling 
consumers to feel in control. This is why many leading retailers are turning to software to 
offer in-store and video appointment scheduling, curbside pickup and virtual queue 
management, and Qudini is extremely proud to be helping brands with these initiatives.

Wanting to get back 
to stores

And in vaccine 
passport release



Thank you for reading

We hope you found this report useful.

To discuss how we can help you to future-proof your business with 
innovative appointment scheduling use cases get in touch: 

info@qudini.com
www.qudini.com
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Qudini

Drive sales and 
loyalty across your 
stores and website
with scheduled appointments for 
in-store services, virtual services 
and in-store visits.


