
5 Trends for the Future  
of Retail in New Zealand

August 2021



5 Key  
Consumer 
trends  
for Retail in  
New Zealand

It’s not all about online – shoppers 
appreciate in-person shopping  
for its own unique benefits:

•     Physical interactions with a product 
before buying is the top motivation  
to shop in-store – 63% of shoppers value 
the in-store experience for this reason. 
Conversely, the inability to touch or feel 
an item before purchasing (68%) is  
the main concern when shopping online.

•     36% of customers are more likely  
to return an item they purchased online 
as opposed to in-store.

•     56% see human connection and personal 
customer service as a benefit to  
in-person retail.

In-store shopping experiences  
build customer relationships:

•     7 out of 10 shoppers say buying local  
is important to them, with convenience 
(58%) and a desire to support local 
businesses (56%) being their main 
reasons why. 

•     Retailers can create community 
by offering loyalty programs (52%) 
and meeting customers’ needs for 
personalized customer service (49%)  
and human connection (48%). 

•     The majority of New Zealand shoppers 
expect to be rewarded through loyalty 
programs, both in store (68%) and online 
(63%).

Consumers expect flexible shopping options 
and omnichannel services:

•     Over half (57%) of consumers now  
expect that local businesses should offer 
click-and-collect.

•     Click-and-collect is continuing to grow 
in popularity with 26% of shoppers now 
saying they are likely to use it, compared 
to 21% before the pandemic.

•     73% of shoppers want to be able  
to make in-person returns for items 
purchased online. Over half (56%)  
of shoppers are concerned about  
the inability to return online purchases  
or having to pay a shipping fee for  
a return of items purchased online. 

•     Free shipping dominates - 77%  
of shoppers used it in the past 6 months, 
although 56% used paid shipping.  
Free shipping drives higher spend with 
41% of shoppers purchasing additional 
items to reach a minimum threshold. 

Consumers want to be able to pay 
contactless:

•     59% of consumers say it’s important  
to pay contactless in-store

•     94% of consumers used contactless 
payment while shopping in-store  
in the last 3 months.

A store’s website is an extension  
of its retail location:

•     68% 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 
(75%) or have it delivered (66%) when 
items are back in stock.

For in store purchases:

68%
For online purchases: 

63%

41%
of shoppers purchased additional items  
to reach a minimum threshold to get free shipping

35%
of shoppers selected a longer delivery time  
to pay lower shipping fees

Benefits of In-Store  
& Concerns with Online Shopping
Being able to interact with products before buying is key for helping shoppers feel confident  
with their purchase—interacting with a product before buying is the top motivation to shop in-store, 
while inability to interact with a product and concerns that the product may not match the picture 
are the top concerns for online shopping. Human connection is another key benefit consumers look 
for from the in-person shopping experience. 

Flexible Shopping Experiences
The pandemic has accelerated the popularity of Click-and-Collect, with over half (57%) of shoppers 
expecting Click-and-Collect is available from retailers. Free and easy returns are essential services  
to deliver a seamless shopping experience to customers.

Demographic Profile

Contactless Payment Methods
Nearly all shoppers in New Zealand use electronic means of payment, with over half saying being able 
to use contactless payments is important to them. 

Shipping Methods
Online shoppers in New Zealand are more likely to use free shipping vs. paid, although most  
have used both in the past 6 months. The desire to get free shipping drives higher spend –  
two-in-five shoppers report buying additional items to reach the threshold for free shipping  
in the past 6 months. One-third of shoppers are willing to compromise on shipping speed  
to lower their shipping fees. 

Retailers and Community
In addition to being located within the community, retailers that build community are expected  
to have strong customer loyalty and positive social impacts, while sharing the community’s interests 
and passions and providing human-to-human connections. Loyalty programs and good customers 
service with knowledgeably staff are commonly-cited ways shoppers say a retailer can create  
a sense of community. 

Retailer Attributes that Build Community

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

Shipping Type Used in Past 6 Months Actions Taken to Get Free Shipping/Lower Delivery Cost

Services a Retailer Can Provide to Create Community

Concerns about Online Shopping

Base: All respondents (1,008)
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?
Q10. Which of the following concerns, if any, do you have about shopping online?

Base: All respondents (1,008)
Q9. Post-pandemic, what services do you expect from retailers? / Q4. Thinking of purchasing  non-grocery items before and after the pandemic,  
which purchasing methods are you likely to use? / Q18. How important or unimportant are the following benefits to you?
Q6. In the past 6 months, have you done any of the following? Base: Online shoppers (807)
Q10. Which of the following concerns, if any, do you have about shopping online? 
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?

Base: Online Shoppers (n=807)
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 (1,008)
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?
Q18. How important or unimportant are the following benefits to you?

Base: All respondents (1,008)
Q18. How important or unimportant are the following benefits to you?
Q17. In the last 3 months, what payment methods have you used to shop in-store?

Base: All Respondents (n=1008)
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?

Key Findings

They are located within your local area

Human connection

Credit cards

Physical interactions 
 with a product 

Browsing shops for new ideas 
and trends

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

Personalisation of products

Unsure

In-store only sales

Product recommendations

Other

They facilitate wellbeing

Discovery of new trends 

Other 

They help create a feeling of belonging within the community

Customer service 

Cash

Personal customer service

Less likely to return item

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

Other 

Creating content that shoppers are interested in

Unsure Physical space to hold events for customers

They have loyalty among their consumers

Staff expertise

Buy now, pay later

Human connection/interaction

Social aspect –  
shopping with friends/family 

They create positive social impact

Partnerships & Sponsorships with other orgs.

Mobile wallet

Sharing company history and values

They share the community’s interests and passions

Loyalty program

Debit cards

Engagement with store owners, 
staff, other shoppers

COVID-19 safety protocols

Store events

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

Online & offline events 

Click-and-Collect Shopping

Importance of Shopping Local

Benefits of Shopping Local Barriers to Shopping Local

Importance of Contactless Payments Payment Method Used in the Past 3 Months All Methods Used

More shoppers are likely to use click and collect 
now compared to pre-pandemic:

Likely to use Click-and-collect: 

Returns – Experience and Expectations

Gender Age Household income Children in household

Employment statusRegion Marital status

Free regular shipping  
(4+ days)

Free fast shipping  
(1-3 days)

Don’t remember

Paid regular shipping  
(4+ days)

Paid expedited shipping  
(1-3 days)

35%

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

•    Omnichannel buying behavior 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 1,008 New Zealand 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 New Zealand 
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

30%
of shoppers made returns of items 

purchased online (in the past 6 months)

56%
of shoppers are concerned about 
returns when buying items online

36%
of shoppers are less likely to return 

items if they buy them in person 

Shipping speed: Regular shipping: 78%

Fast shipping: 55%

Not having an online 
presence is a significant 
barrier for younger 
consumers (32% among 
18-24; 31% among 25-39)

Connection 
Net: 56%

Product 
interaction 
Net: 68%

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

Having to pay for the delivery

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

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

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

Having to pay a shipment fee  
for a return

My item could arrive damaged

Missing/stolen items

Not comfortable using  
credit card online

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

are concerned about  
having to pay a shipment 
fee for a return

are concerned about  
inability to return products

Inability to return products

Other

Made a free return by post  
of an item purchased online

Long shipping turnaround  
(no fast delivery option)

None of these

Paid for a return by post  
of an item purchased online

77%
sed FREE 
Shipping

56%
used PAID 
shipping

Before

21%
After

26%

In-Stock/Out-of-Stock Items
Maintaining accurate online inventory is important for retailers to provide customers  
with a positive shopping experience – two thirds (68%) of consumers are likely to check in-stock 
information online before heading to a physical store. 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 than delivery. 

Shopping Local:  
Importance, Benefits and Barriers
Convenience is a major reason for shopping local, with seven-in-ten shoppers saying proximity  
is an important factor in their purchase decisions overall. Shoppers also cite a desire to support local 
business and helping the economy as reasons to shop local, although higher prices can be a barrier.

Likelihood of Checking In-Store Stock  
Before Visiting

Importance of Access to Out-of-Stock Items

Base: All respondents (1,008)
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 (1,008)
Q21. How important or unimportant is it to you to buy local?
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?

Very important

Somewhat important

Neither important nor unimportant

Somewhat unimportant

Very unimportant

Very likely

Somewhat likely

Neither likely nor unlikely

Somewhat unlikely

Very unlikely

Convenience Price

Sense of community Inconvenience

Want to support local business owners Selection

Customer service Other

Helping the economy Slow, expensive, or non-existent delivery options

Quality None of these

Proximity In-store only (no online)

Local delivery/pickup options

Price Distance

Selection

Other

Local area is very important  
to 65+ (71%), while positive social 

impact is important  
to 18-24 year olds (62%)

Older consumers are more 
concerned with customer service, 
staff expertise and on-site treats 

while social media presence, trend 
discovery and styling are more 

important to younger shoppers.

59%
of shoppers say 

the ability to pay 
contactless in-store 
is important to them

94%
of shoppers have used 

an electronic means 
of payment while 
shopping in-store

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

2%

72 %
Indicate 

that a store’s 
proximity is 

important factor 
in purchase 

decision

Importance of Loyalty Rewards: 

When items are out of stock,  
access to home shipping is very important  

to younger consumers, 25-39 year olds  
are particularly interested (76%)

25 to 39 year olds  
are most likely  

to check stock levels 
(75%)

58% 60%

56% 52%

52%63%

56% 35%

53% 49%

52%40%

49% 30%

52% 48%

47%32%

42% 23%

50% 46%

45%22%

42% 20%

49% 43%

24%

42%45%

40 % 16%

47% 40%

23%

42%37%

42%

17%

42%

36%

36%

42%

13%

26%

36%

10%

23%

28%

21%

6%

18%

17%

2% 2%

38% 2%

37% 32%

21%

35% 14%

35% 31%

20%

7%

28%

32% 25%

1%

22%

9 % 24%

1 %

60%

48%

6%

46%

18%

10%

48 %
Male

Northland
4%

Bay of Plenty
6%

Gisborne
1%

Waikato
9%

Taranaki
2%

Manawatu-Wanganui
5%

West Coast
1%

Southland
2%

Nelson
1%

Tasman
1%

Auckland
34%

Hawke’s Bay
4%

Wellington
11%Marlborough

1%

Canterbury
13%

Otago
5%

51 %
Female

30%

42%

18%

36%

46% 56%

27%

16% 28%

16%

17% 7%

9%

8% 4%

1%

2%

10%

4% 4%

1%

9%

Employed full-time

Retired

Employed part-time

Seeking opportunities

Student

Other

Married/ partnership

Single/never married

Divorced

Separated

Widowed

Over

Prefer not to say

Less than $60,000

$60,000 - $99,999

$100,000 - $139,999

$140,000 - $199,999

$200,000 or more

Prefer not to say18-24 25-39 40-64 65+
One or more children 
in household

33%30%

35%

25%

42%

20%

75%
% Important 

(Very/Somewhat)

4%7%

1%2%

32%

36%

17%

8%

7%

66%
% Important 

(Very/Somewhat)

68%
Very/Somewhat
Likely

71%
of shoppers say 

shopping local is 
important to them

70%

54%

49%

25%

11%

57%
of shoppers expect  

retailers to offer  
click-and-collect 

service

73%
of shoppers say 

it’s important to them 
to be able to make  
in-person returns 

for items purchased 
online

Shipped to your home Available for pick-up when it arrives in store


