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Here are 
5 key 
consumer 
trends: 

The in-store shopping experience still reigns

•     60% of shoppers value the in-store 
experience because they want to interact 
with products in real life. Conversely,  
the inability to touch or feel an item 
before purchasing (68%) is the main 
concern online.

•     41% of customers are more likely  
to return an item they purchased online 
as opposed to in-store.

•     Despite 40% of consumers 
acknowledging that COVID-19 is a barrier 
to shopping in store, 55% see human 
connection and personal customer 
service as a benefit to in-person retail.

Retail stores are a key point for building 
customer relationships

•     8 out of 10 shoppers say buying local  
is important to them, with proximity (77%) 
and a desire to support local (60%)  
being their main reasons why.

•     Retailers can create community  
by meeting customers’ needs for human 
connection (47%) and personalized 
customer service (46%).

•     The majority of Australian shoppers 
expect to be rewarded through loyalty 
programs, both online (71%)  
or in store (63%).

Life is slowly returning to normal for retail stores and shoppers, but it’s clear that  
the pandemic has changed some things for good. We surveyed over 1,000 Australian 
shoppers to learn how their buying behaviours have changed. In this report,  
we’ve sifted through the data and identified 5 key trends.
The good news is that the majority of Australians still prefer to shop in-store (64%)  
but this preference has declined from pre-pandemic rates (79%). Online shopping  
is becoming increasingly popular, with predictions that online shopping behaviours  
will likely double from pre-pandemic levels. With these fundamental shifts between  
online and in-person shopping, it is crucial that you have the necessary tools  
to innovate your in-store experience and adapt to customers’ new expectations.

Flexible shopping options are table stakes

•     Click-and-collect is continuing to grow 
in popularity with 23% of shoppers now 
opting for local pickup, compared to 17% 
before the pandemic.

•     Over half (52%) of consumers now  
expect that local businesses should  
offer click-and-collect.

•     Free shipping is a valuable motivator  
with 46% of customers purchasing 
additional items to reach a minimum 
threshold and 74% of Australians 
identifying free, regular shipping  
as their method of choice.

Contactless payments continue  
to be valuable to consumers post-pandemic

•     67% of consumers say it’s important  
to pay contactless in-store

•     93% of consumers used contactless 
payment while shopping in-store  
in the last 6 months.

A brand’s website is now an extension  
of their retail store

•     66% of shoppers will check in-store 
availability before making a visit.

•     When stock is unavailable, customers  
still expect to be able to complete  
the purchase online and pick up  
in-store (77%) or have it delivered (67%) 
when items are back in stock.

Primary Shopping Mode – Overall Trend
One quarter of shoppers switched to buying non-grocery items primarily online as a result  
of the pandemic. The share of shoppers buying mostly online may double post-pandemic  
vs. pre-pandemic.

Change in Purchasing Methods
Omnichannel shopping behaviour will continue post-pandemic – the share of shoppers  
buying online for a pick-up or delivery will increase compared to pre-pandemic.

In-Stock/Out-of-Stock Items
Maintaining accurate online inventory is important for shops to provide customers  
with a positive shopping experience – two thirds (66%) of consumers are likely to check in-stock 
information online before heading to a physical shop. Most shoppers would like to have an option  
of an out-of-stock item being shipped to their home or available for a pick up at a shop.  
Availability for pick-up is of higher importance of the two.

Importance and Meaning of Shopping Local
8 in 10 of shoppers say buying local is important to them. For 70% of shoppers, “shopping local” 
means proximity – the shop is either within their town or city. Half consider “shopping local”  
when they buy from a small or an independent shop.

Demographic Profile

In-Store Behaviour Trends
While shopping patterns have been significantly affected by the pandemic, most shoppers expect  
to return to pre-pandemic behaviours when things are “back to normal”. Yet, there is likely  
to be a shift compared to pre-pandemic – shoppers are less likely to engage in typical in-store 
behaviours such as browsing in-store, product touching, etc. Ordering of products in-store  
for delivery and ordering online for in-store pick up (click and collect) are likely to increase.

Benefits of In-Store Shopping
The ability to see products up close and interact with them is the key benefit consumers  
look for in the in-person experience. Many enjoy visiting shops to take advantage of in-store sales  
and indicate they are less likely to return an item by shopping in-store. Seeking out new ideas  
or trends are also an enjoyable aspect of the in-store experience. Covid-19 risks are likely  
to continue impacting the in-store shopping at present.

Past 3 Month Payment Method Usage
The majority of consumers have utilized a non-cash means of payment while shopping in store  
in the past 3 months. Debit card usage is most common, however more than half of consumers 
indicate having used cash.

Lack of Free and Fast Shipping Options
Retailers that don’t offer free shipping risk driving potential buyers to competitors – when faced 
with a lack of free shipping, half of shoppers would look for another online retailer that offers free 
shipping. Consumers are more willing to proceed with the transaction if fast shipping is not available 
– two-in-five would wait for the longer delivery. In both scenarios, over one-quarter of shoppers 
would check for an option of picking up an item from a physical store location.

Retailers and Positive Social Impact
Over half of consumers state their preference for shopping at stores/brands that create social 
impact. However, the lack of awareness may be one of the reasons preventing them from following 
through on that intention. Less than half of consumers could name retailers that create a positive 
social impact.

Shopping Local: Motivators and Barriers
Convenience/proximity and supporting local business owners and the economy at large 
are the main motivators for shopping local. Competitive pricing is important to shoppers  
– price is most likely to discourage shoppers from buying local.

Retailers and Community
Human connection and customer service are the strongest measures retailers can provide to build  
a sense of community. Being located within a local community is an important contributing factor  
to helping communities come together.

Past 6 Month Online Shopping Experiences
Free regular and free fast shipping were the most commonly used shipping types for online 
purchases in the past 6 months. Close to half of consumers purchased additional items to reach  
a minimum threshold to secure free shipping, 4 in 10 selected a longer delivery window in order  
to pay lower shipping fees. One-third returned items purchased online.

Post-Pandemic Retailer Expectations
Post-pandemic, consumers will continue to expect free shipping, easy returns and efficient  
customer service. Half of shoppers expect ‘click & collect’ shopping to continue.

Concerns with Online Shopping
Product concerns surrounding inability to preview an item before making a purchase  
are the greatest barriers to online shopping. Over half are concerned about potential returns. 
Receiving wrong or damaged items are other top worries of online shoppers.

In Person Shopping Channels
Superstores and large/medium sized retailers are the most common shopping venues consumers 
expect to shop at in person today. Half of consumers will shop at a market stall.

In-Store Retailer Benefits
For most shoppers it’s important that shops keep accurate inventory for checking in-stock  
items online and that returns can be made in-store for items that were purchased online.  
Merchant rewards and contactless payment are also popular benefits to consumers.

Primary Shopping Mode 
– Before, During and After the Pandemic

Use of Purchasing Methods  
– Before, During and After the Pandemic

Likelihood of Checking In-Store Stock Before Visiting

Importance of Shopping Local

Reasons for Shopping Locally

Retailer Attributes that Build Community

Shipping Type Used in Past 6 Months

Post-Pandemic Shopping Expectations

Consumer Concerns with Online Shopping

Shopping Venues Likely to Visit In Person Today

Importance of In-Store Retailer Benefits

Barriers to Shopping Locally

Services a Retailer Can Provide to Create Community

Online Shopping and Returns in Past 6 Months

Meaning of “Shopping Local”

Importance of Access to Out-of-Stock Items

Base: All respondents (1,009)
Q1. Thinking of shopping for non-grocery items BEFORE  
the COVID-19 pandemic, where would you say you did  
the majority of your shopping?
Q2. Over the COVID-19 pandemic, where would you say  
you were doing the majority of your non-grocery shopping?
Q3. Where do you do the majority of your non-grocery  
shopping now that restrictions have eased?

Base: All respondents (1,009)
Q4. Thinking of purchasing non-grocery items before the pandemic.  
Which purchasing methods are you likely to use?

Base: All respondents (1,009)
Q13. How likely are you to check if something is in stock prior to visiting a physical retail location?
Q14. If a product is not in stock at a particular location, how important is your ability to have it  
[shipped to your home/available for pickup when it arrives in store]?

Base: All respondents (1,009)
Q15. What benefits of in-store shopping are most likely to compel you to shop in person  
vs. online since the COVID-19 restrictions have been lifted?
Q16. What are some of the barriers today that discourage you from making a purchase in-store?

Base: All respondents (1,009)
Q22. What are some of the reasons today that you decide to make a purchase 
from a local business?
Q23. What are some of the barriers today that discourage you from making  
a purchase from a local business?
Q24. How important or unimportant is a store’s proximity to you when it comes 
to making a purchase decision?

Base: Online Shoppers (n=813)
Q5. Which of the following types of shipment have you used in the past 6 months?
Q6. In the past 6 months, have you done any of the following?

Base: All respondents (1,009)
Q25. How likely are you to shop  
at the following types of retail stores  
in-person today?

Base: All respondents (1,009)
Q18. How important or unimportant  
are the following benefits to you?

Base: All respondents (1,009)
Q17. In the last 3 months, what payment 
methods have you used to shop in-store?

Base: All respondents (1,009)
Q12. Think of your shopping behaviours 
before/during/after the pandemic.  
Which behaviours are you likely to engage  
in at a physical retail location?

Base: Online Shoppers (n=813)
Q7. If an online store doesn’t provide free 
shipping on a product you want to buy, 
what are you most likely going to do?
Q8. If an online store doesn’t provide fast 
shipping on a product you want to buy, 
what are you most likely going to do?

Base: All respondents (1,009)
Q26. To what extent do you agree or 
disagree with the following statements?

Base: All respondents (1,009)
Q27. What are the attributes of a retailer 
that can help communities come together?
Q28. What services can a retailer provide  
to help to create a sense of community?

Base: All respondents (1,009)
Q10. Which of the following concerns, if any, 
do you have about shopping online?

Base: All respondents (1,009)
Q9. Post-pandemic, what services  
do you expect from retailers?

Base: All Respondents (n=1009)
S1. Gender/ S2. Age
Q34. Region / Q30. Marital Status
Q31. HH Income / Q32. Employment status
Q33. Do you have children under 18 years old living in your household?

Buy in-store

Buy online,  
deliver to your home

Buy online,  
pick up in-store 
(Click & Collect)

Buy through social 
media

Browse online,  
try on and  
purchase in-store

Buy in-store,  
delivery  
to your home

Before  
COVID-19

Shipped  
to your home

Available  
for pick-up  

when 
it arrives  
in store

During  
COVID-19

After 
restrictions 

eased

All/ Mostly in a physical shop

About half in person, half online

All/ Mostly online

Very important

Somewhat important

Neither important nor unimportant

Somewhat unimportant

Very unimportant

Very likely

Somewhat likely

Neither likely nor unlikely

Somewhat unlikely

Very unlikely

Shopping Behaviour

Shopping Local

In-Store Shopping

Before During After

% Important  
(Very/Somewhat)

Store is within my town, city or suburb

Store is small and/or independently owned

Store is within walking distance

I’m within the store’s local delivery range

Store is within my state

Store is within my country

Other

Convenience

They are located within your local area Human connection

Free regular shipping  
(4+ days)

Price

Purchased additional items to reach a minimum 
threshold to get free shipping

Sense of community

They accept and encourage people’s individuality Engagement through Social Media

Online & offline events 

Unsure

Don’t remember

In-store only (no online)

Purchased an item online after receiving a notification 
that the item you wanted was back in stock

Local delivery/pick-up options

They facilitate wellbeing Discovery of new trends 

Other 

Want to support  
local business owners

They help create a feeling of belonging within the community Customer service 

Free fast shipping  
(1-3 days)

Selection

Collected loyalty rewards for items 
purchased online

Quality

They provide a human-to-human connection Social impact initiatives

Creating content that shoppers are interested in

Distance

Made a return to a physical retail location  
of an item purchased online

Selection

Unsure Physical space to hold events for customers

Proximity

They have loyalty among their consumers Staff expertise

Paid regular shipping  
(4+ days)

Slow, expensive 
or non-existent delivery options

Selected a longer delivery time 
to pay lower shipping fees

Price

They create positive social impact Partnerships & Sponsorships with other orgs.

Sharing company history and values

Other

Made a free return by post of an item purchased online

Other 

Helping the economy

They share the community’s interests and passions Loyalty program

Paid expedited shipping  
(1-3 days)

Inconvenience

Signed up for an alert to know when an item 
you’d like to buy would be back in stock

Customer service

The retailer has a brand purpose the community can identify with Offering food & beverage onsite

Personalisation of products

None of these

Paid for a return by post of an item purchased online

Made a return using an extended return policy

None of these

Very likely

Somewhat likely

Neither likely nor unlikely

Somewhat unlikely

Very unlikely

Somewhat important

Very important

% Likely 
(Very/somewhat)

% Likely 
(Very/Somewhat)

Shopping Behaviours at Physical Retail Location 
– Before, During and After the Pandemic

What In-Store Benefits will Persuade you  
to Shop In Person vs. Online

Barriers to In-Store Shopping

Payment Method Usage

Online Store Doesn’t Provide FREE SHIPPING

Agreement with Statements about Retailer Social Impact

“I could name at least a few retail stores  
that create a positive social impact”

“I am more likely to shop at stores/brands 
that create a positive social impact”

Online Store Doesn’t Provide FAST SHIPPING

Gender Age Household income Children in household

Employment statusRegion Marital status

Browsing in-store

Free shipping

Inability to touch/feel/see  
the size of the item

Having to pay for the delivery

Missing/stolen items

The item may not look  
like a picture (e.g. colours  
are different)

The delivery may be delayed/
will not get my item on time

Long shipping turnaround  
(no fast delivery option)

Receiving a wrong item  
(e.g. colour, size, etc.)

Having to pay a shipment fee 
for a return

Not comfortable 
using credit card online

My item could arrive damaged

Inability to return products

Other

None of these

Physical interaction with a product

Debit Cards

COVID-19 risks

Entering a shop  
to buy a specific item

Free & Easy returns

In-store only sales

Cash

Distance

Less likely to return item

Credit Cards

Inconvenience

Browsing shops for new ideas and trends

Buy Now, Pay Later (e.g. Afterpay)

Slower shopping experience

In-store events or sales

Regular shipping (4+ days)

Extended return periods

Personal customer service

Mobile wallet

Inability to compare pricing and products

Human connection/interaction

Other

Selection

Engagement with store owners, staff, other shoppers None of these

Store events

Ordering a product in-store 
for delivery 

Physical product assessment  
(touch, feel, fit)

Fast & efficient customer 
service

Social shopping  
with friends

Fast shipping (1-3 days)

None of these

Other

Window shopping

Click & Collect

Loyalty rewards

Picking up an order  
that was purchased online 
(Click & Collect)

COVID-19 safety protocols Inability to collect online only incentives

Product recommendations

Social aspect – shopping with friends/family Other

Other

Before During
∆

during
-before

∆
after

-before
After

-40

-20

-32

-23

-20

-21

+16

+3

+4

-8

-4

-5

-7

-4

-3

+10

+5

=

Wait for the longer delivery

Check if another online retailer sells the same product 
at the same price with fast shipping

Check if a product can be picked up from a physical 
retail location near me

Pay the delivery fee without checking for other alternative

Check if another online retailer sells the same product  
at the same price with free shipping

Check if a product can be picked up from a physical retail 
location near me

39%

Study 
Shopify commissioned a study with Angus Reid Group to gather 
responses from Australian consumers to understand the changing 
landscape of retail shopping in Australia as a result of the COVID-19 
pandemic. Specifically, the survey was designed to understand: 

•    Omnichannel buying behaviour and experiences

•    Impact on the in-store shopping experiences 

•    Shopping local: importance, motivators and barriers

•    The importance of human connection in shoppers’ experience 

•     Consumer perceptions towards creating a sense of community 
around stores and retail brands

Sample and field dates 
These are the findings of a Shopify survey conducted from  
May 3 to 8, 2021 with a sample of 1,009 Australian shoppers  
aged 18 or older who have a primary or shared responsibility  
for buying non-grocery items for the household and shopped,  
either in person or online, for non-grocery items in the past  
3 months. All respondents are members of online panels that  
are partners of the Angus Reid Forum network. The sample frame  
was balanced on age, gender and region to be representative  
of the Australian population. 

For comparison purposes only, a probability sample of this size 
would yield a margin of error of +/- 3.1%, 19 times of out 20.  
All sample surveys and polls may be subject to other sources  
of error, including, but not limited to coverage error, and 
measurement error. 

Methodology

Consumers  
aged 65 and older 
were more inclined 

to shop in-store 
regardless 

 of the stage  
of the pandemic

Older consumers are more 
inclined wait for the longer 
delivery; 65+ (57%), 40-64 (45%)

Awareness and likelihood to shop 
at retailers that create a positive 

social impact is higher among 
younger consumers

65+ are more inclined 
to pay the delivery 
fee instead of looking 
elsewhere (27%)

18-39 year olds are likely  
to look elsewhere (41%)

Look & Feel (Net): 68%

Returns (Net): 54%

Base: All respondents (1,009)
Q20. What does shopping “local” mean to you?
Q21. How important or unimportant is it to you to buy local?

Very important

Somewhat important

Neither important, not unimportant

Unimportant

Shopping local 
is more important 

to consumers 
aged 65+ (89%)

Proximity, convenience 
and a desire to support 

the economy,  
both local and at large  

are more important  
to older consumers.

Not having an online  
presence is a more significant  
barrier for younger consumers  
(27% among 18-24;  
25% among 25-39)

Strongly agree

Somewhat agree

Neither agree nor disagree

Somewhat disagree

Strongly disagree

93%
Have used 

a non-cash means 
of payment while 
shopping in-store

(e.g., debit card, credit 
card, mobile wallet)

Net Free  
Shipping 
90%

Net Paid 
Shipping 
46%

79%

54%
64%

14%

16%

21%

7%

31%
15%

69%

Net  
Online  
44%

Net  
Online  
66%

Net  
Online  
53%

Alerts

35% made a return 
of an item purchased 
online. Most returns 
were free.

62%41%

37% 43%56%

17% 23%22%

5% 6%16%

28% 26%5%

15% 14%10%

29%

29%

37%

17%

11%

33%

38%

43%

22%

17%

7%
5%

4% 2%

6%

67% 77%

70%

30%

50%

17%

3%

50%

34 %

33%

15%

11%

1%

80%
Very important

or Somewhat 
important

77 %
Indicate 

that a store’s 
proximity is 

important factor 
in purchase 

decision

Free regular shipping is the top shipping 
method used across all age groups.  

However, younger consumers utilize  
fast shipping (free and paid) much more often 

than those over 40 years old. 

Shipping speed 
Regular shipping: 84%

Fast Shipping: 54%

The expectation of fast shipping  
is higher among  

younger consumers 
(under 40 years old). 

Younger consumers are more 
concerned about shipping delays 

and long turnaround times. 

There is also increased worry that 
items will arrive damaged 

(63% among 18-24 year olds).

Older consumers are considerably 
more concerned about  

the inability to see/touch items 
(79%) and having to pay shipping 

fees for returns (51%). 

They are also less comfortable  
using their credit card online.

Customer service  
is of utmost importance  

to older consumers  
(65 years or older).

61 %

59% 47%

57 %

46%

60 %

48% 46%

28 %

43%

48 %

48% 45%

28 %

40%

43 %

47% 42%

74%

50%

37%

17%

2%

20 %

27%

39 %

46% 41%

20%

16 %

23%

38 %

44% 36%

18%

16 %

20%

19%

9%

11%

18%

37 %

37% 30%

17%

1 %

35 %

35% 28%

15%

8%

17 %

25 %

30% 23%

1%

18 %

7 % 20%

1 %

18%

28%

30%

12%

37% 37%
28% 30%

24%
16%

41% 40%

43% 37%
39%

29%

11%

42%

45%

43% 39%
25% 26%

18%

79%

78%

72%

67%

76%

77%

50%

63%

77%

71%

45%

19%

6%

14%

26%

32%

3%
10%

36%

12%
5%

51%

14%

5%
4%

38%

13%

6%
4% 5%

Shopping 
centre/

mall

The ability  
to check online 
to see inventory 
available in-store

You can make  
in-person 

returns for items 
purchased online

A merchant  
can reward you  
for purchases 
made in-store

The ability  
to pay contactless 

in-store

A merchant  
can reward you  
for purchases 
made online

A merchant offers 
personalised 

recommendations  
(in-store and online) 
based on previous 

purchases you’ve made

Large chain 
retailer

Medium 
sized 

retailer

Small 
retailer

Market 
Stall

66%

64%

55%

44%

39%

51%

43%

27%

47%

42%

20%

46%

36%

1%

7%

60%

69%

40%

66%

58%

42%

58%

33%

31%

49%

30%

35%

18%

19%

24% 22%

14%

27% 1%

1 %

55%

57%

41%

41%

27%

27%

47%

3%

31%

2%

15%

14%

2%

40%

52%

45%

39%

25%

25%

23%

31% 12%

12%

26%

46%

11%

17%

23%

6%

6%

17%

39%

58%

62%

27%

19%

50%

24%

2%

33%

33%

19%

39%

19%

34%

38%

27%

35%

52%

29%

10%

48 %
Male

Western Australia
10%

Northern 
Territory

2%
Queensland

21%

South Australia
7%

New South Wales
32%

Victoria
26%

Tasmania
2%

52 %
Female

30%

42%

18%

40%

36% 56%

25%

21% 26%

16%

20% 9%

11%

9% 5%

3%

6%

4% 3%

10%

Employed full-time

Retired

Employed part-time

Seeking opportunities

Student

Other

Married/ partnership

Single/never married

Divorced

Separated

Widowed

Less than $60,000

$60,000 - $99,999

$100,000 - $139,999

$140,000 - $199,999

$200,000 or more

Prefer not to say

Pop-up 
shop

18-24 25-39 40-64 65+
One or more children 
in household

57%
Strongly agree 
or Somewhat 

agree

5%12%

34%

33%

46%
Strongly agree 
or Somewhat 

agree

16%

5% 3%

66%
Very likely 

or  
somewhat likely


