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 1Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

Consumer Adoption: Although each is in a different stage of online adoption, all product categories analyzed — 
grocery, beauty/grooming, clothing — have experienced a permanent online shift as a result of COVID-19. Consumers 
aged 35+ will see the largest sustained growth in online penetration.  

Car Shopping: COVID-19 has transformed car purchasing/leasing behaviors, with consumers moving both discovery 
and consideration online. Transactions will be slower to shift online until major auto shopping sites can offer a 
touchless end-to-end experience. 

eCommerce Discovery: eCommerce discovery has forever changed as most consumers are starting their online 
shopping journey with specific retailers instead of search engines. 

Purchasing with New Online Retailers: During COVID-19, a large share of consumers has been making 
purchases from online retailers that they had not bought from before; 90% or more plan to continue shopping with 
these new online retailers in the future. Consumer intent to try new online retailers continues to be high today, creating 
opportunities for both established and emerging online shopping destinations. 

Delivery vs. Pickup: Across categories, delivery is the most popular way for consumers to receive their online 
purchases; in grocery, however, nearly half of consumers prefer curbside or in-store pickup. 

Shopping Program Memberships: More than one-quarter of households signed up for a new paid shopping 
program membership during COVID-19. As a result, the average household now pays for 1.7 memberships. Most 
households plan to keep their new memberships. 

Privacy Exchange: Within the new privacy-focused web, shoppers are willing to give online retailers access to their 
data in exchange for personalized benefits, such as better recommendations, rewards/discounts, and faster checkout.
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1. “Beauty/grooming” does not include personal care (e.g. deodorant, toothpaste, contact solution, q-tips, hand sanitizer). 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

GROWTH OUTLOOK FOR ONLINE SHOPPING 

HISTORICAL SPEED OF ONLINE ADOPTION

Slow Fast

GROCERYAUTO BEAUTY/ 
GROOMING1 CLOTHING

To determine how consumers will shop online post-COVID, we 
conducted large-scale consumer research focused on four major 
product categories, each in a different stage of online adoption



Though in varying stages of online adoption, all categories have 
experienced a permanent online shift as a result of COVID-19
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1. “Purchasers in the product category” defined as consumers who purchase in the product category at least once per year.  2. “The start of the 
COVID-19 outbreak” defined as March 2020.  3. “After the COVID-19 outbreak ends” defined as the period after social distancing fully ends and 
all mask requirements are lifted.  4. “Beauty/grooming” does not include personal care (e.g. deodorant, toothpaste, contact solution, q-tips, 
hand sanitizer). 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)
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BEFORE the start of the COVID-19 outbreak2 AFTER the COVID-19 outbreak ends3

CLOTHING

BEAUTY/
GROOMING4

GROCERY

ONLINE SHOPPER PENETRATION BY PRODUCT CATEGORY AND TIME PERIOD, U.S., 2021,  
% PURCHASERS IN THE PRODUCT CATEGORY1 AGED 18+

Historical 
Speed of 

Online 
Adoption

Slow

Fast

GROWTH OUTLOOK FOR ONLINE SHOPPING 



30% 
SUSTAINED GROWTH  

(BEFORE VS. AFTER COVID-19)

The percentage of online grocery shoppers has increased 
substantially during COVID-19; much of this increase will  
be sustained after the outbreak
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ONLINE GROCERY SHOPPER PENETRATION, U.S., 2021, % GROCERY PURCHASERS1 AGED 18+

1. “Grocery purchasers” defined as consumers who purchase groceries at least once per year.  2. “The start of the COVID-19 
outbreak” defined as March 2020.  3. “After the COVID-19 outbreak ends” defined as the period after social distancing fully ends 
and all mask requirements are lifted. 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

56%60%

43%

BEFORE the start of the  
COVID-19 outbreak2

SINCE the start of the  
COVID-19 outbreak2

AFTER the  
COVID-19 outbreak ends3

GROWTH OUTLOOK FOR ONLINE SHOPPING 



14% 
SUSTAINED GROWTH  

(BEFORE VS. AFTER COVID-19)

The share of consumers shopping online for beauty/grooming 
items has also risen; these new levels will be maintained
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ONLINE BEAUTY/GROOMING1 SHOPPER PENETRATION, U.S., 2021, % BEAUTY/GROOMING1 PURCHASERS2 AGED 18+

1. “Beauty/grooming” does not include personal care (e.g. deodorant, toothpaste, contact solution, q-tips, hand sanitizer).   
2. “Beauty/grooming purchasers” defined as consumers who purchase beauty/grooming items at least once per year.  3. “The start 
of the COVID-19 outbreak” defined as March 2020.  4. “After the COVID-19 outbreak ends” defined as the period after social 
distancing fully ends and all mask requirements are lifted. 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

66%66%
57%

BEFORE the start of the  
COVID-19 outbreak3

SINCE the start of the  
COVID-19 outbreak3

AFTER the  
COVID-19 outbreak ends4

GROWTH OUTLOOK FOR ONLINE SHOPPING 



7% 
SUSTAINED GROWTH  

(BEFORE VS. AFTER COVID-19)

Though clothing already had a high level of online penetration, 
the category has still seen growth due to COVID-19
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ONLINE CLOTHES SHOPPER PENETRATION, U.S., 2021, % CLOTHES PURCHASERS1 AGED 18+

83%84%77%

BEFORE the start of the  
COVID-19 outbreak2

SINCE the start of the  
COVID-19 outbreak2

AFTER the  
COVID-19 outbreak ends3

  
1. “Clothes purchasers” defined as consumers who purchase clothing at least once per year.  2. “The start of the COVID-19 
outbreak” defined as March 2020.  3. “After the COVID-19 outbreak ends” defined as the period after social distancing fully ends 
and all mask requirements are lifted. 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

GROWTH OUTLOOK FOR ONLINE SHOPPING 



The majority of grocery purchasers under the age of 65 shop online 
today and expect to continue this behavior going forward

SUSTAINED 
GROWTH  

(BEFORE VS. AFTER 
COVID-19)

47%

22%

31%
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ONLINE GROCERY SHOPPER PENETRATION BY AGE GROUP, U.S., 2021, % GROCERY PURCHASERS1 AGED 18+

37%
42%

25%

57%
61%

43%

68%
73%

56%

Aged 18-34 Aged 35-64 Aged 65+

BEFORE the start of the  
COVID-19 outbreak2

SINCE the start of the  
COVID-19 outbreak2

AFTER the  
COVID-19 outbreak ends3

1. “Grocery purchasers” defined as consumers who purchase groceries at least once per year.  2. “The start of the COVID-19 outbreak” 
defined as March 2020.  3. “After the COVID-19 outbreak ends” defined as the period after social distancing fully ends and all mask 
requirements are lifted. 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

GROWTH OUTLOOK FOR ONLINE SHOPPING 



SUSTAINED 
GROWTH  

(BEFORE VS. AFTER 
COVID-19)

24%

10%

14%

For beauty/grooming, half or more of consumers in all age groups 
are now online shoppers
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ONLINE BEAUTY/GROOMING1 SHOPPER PENETRATION BY AGE GROUP, U.S., 2021, % BEAUTY/GROOMING1 PURCHASERS2 AGED 18+

50%50%

40%

65%66%

57%

78%79%

71%

Aged 18-34 Aged 35-64 Aged 65+

1. “Beauty/grooming” does not include personal care (e.g. deodorant, toothpaste, contact solution, q-tips, hand sanitizer).  2. “Beauty/grooming 
purchasers” defined as consumers who purchase beauty/grooming items at least once per year.  3. “The start of the COVID-19 outbreak” 
defined as March 2020.  4. “After the COVID-19 outbreak ends” defined as the period after social distancing fully ends and all mask 
requirements are lifted. 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

BEFORE the start of the  
COVID-19 outbreak3

SINCE the start of the  
COVID-19 outbreak3

AFTER the  
COVID-19 outbreak ends4
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SUSTAINED 
GROWTH  

(BEFORE VS. AFTER 
COVID-19)

10%

5%

7%

Within clothing, all age groups have seen increased adoption of 
online shopping, despite an already high base 
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ONLINE CLOTHES SHOPPER PENETRATION BY AGE GROUP, U.S., 2021, % CLOTHES PURCHASERS1 AGED 18+

73%75%

66%

83%84%
78%

89%91%
85%

Aged 18-34 Aged 35-64 Aged 65+

  
1. “Clothes purchasers” defined as consumers who purchase clothing at least once per year.  2. “The start of the COVID-19 outbreak” 
defined as March 2020.  3. “After the COVID-19 outbreak ends” defined as the period after social distancing fully ends and all mask 
requirements are lifted. 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

GROWTH OUTLOOK FOR ONLINE SHOPPING 

BEFORE the start of the  
COVID-19 outbreak2

SINCE the start of the  
COVID-19 outbreak2

AFTER the  
COVID-19 outbreak ends3



+31%

+48%

+12%

14%

32%

47%

13%

22%

36%

During COVID-19, consumers have been moving their car purchasing/
leasing journey online; most of the shift has occurred within the discovery 
and consideration phases, as online options for transacting are limited 
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SHARE OF CONSUMERS WHO COMPLETED THE CAR PURCHASING/LEASING PHASE ENTIRELY ONLINE,  
U.S., 2021, % ADULTS AGED 18+ WHO PURCHASED/LEASED A CAR DURING THE TIME PERIOD 

1. “The start of the COVID-19 outbreak” defined as March 2020.  2. Examples include researching safety systems, gas-powered vs. electric, 
and all-wheel drive vs. front-wheel drive.  3. Examples include comparing specific makes/models and identifying which sellers have cars that 
match the consumer’s needs.  4. Examples include negotiating the price/terms, signing the contract, and making / setting up payments. 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913), Company sites

Purchased/leased a car in the 12 months  
PRIOR to the start of the COVID-19 outbreak1

Purchased/leased a car SINCE  
the start of the COVID-19 outbreak1

PHASE 1: DISCOVERY 
Doing the initial research to 

determine which overall car features 
are most important2

PHASE 2: CONSIDERATION 
Determining the  

specific desired car and  
where it is available3

PHASE 3: TRANSACTION 
Completing the deal  

for the car4 

• For both new and used car transacting, 
there are few online end-to-end 
experiences available today (e.g. Tesla, 
Carvana, CarMax) 

• Select car listing sites are in the process 
of building capabilities to deliver a 
touchless end-to-end experience

GROWTH OUTLOOK FOR ONLINE SHOPPING 



As a consequence of COVID-19 constraints, car purchasers and 
lessees transitioned from in-person to remote shopping
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EFFECTS OF THE COVID-19 OUTBREAK ON CAR PURCHASING/LEASING,  
U.S., 2021, % ADULTS AGED 18+ WHO PURCHASED/LEASED A CAR DURING THE COVID-19 OUTBREAK1

1. “During the COVID-19 outbreak” defined as the period since the start of the COVID-19 outbreak (i.e. since March 2020). 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

I did more of the car shopping process online

I visited fewer car dealerships in person

I had the car delivered to me

I only communicated with car dealerships  
via phone, text, online chat, and/or email

I used a car dealership that allowed me  
to build my deal online 8%

9%

9%

17%

17%

The COVID-19 outbreak had the following effect(s) on my car shopping process…

GROWTH OUTLOOK FOR ONLINE SHOPPING 



There is pent-up demand for touchless options to finalize car 
transactions; as more options become available, the adoption of 
online car shopping will further accelerate
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1. “During the COVID-19 outbreak” defined as the period since the start of the COVID-19 outbreak (i.e. since March 2020).  
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

Calculate personalized 
monthly payments 

online

Compare different 
monthly payment 

options/terms online

Find and apply 
incentives/rebates 

online

Obtain an offer for a  
trade-in online

Complete a credit 
application online

Negotiate the deal 
remotely  

(via phone, text, chat,  
and/or email)

18%
21%

20%
22%

29%30%

14%13%

16%

11%

18%19%

When purchasing/leasing a car DURING the COVID-19 outbreak1, I USED the following online/remote options… 

When purchasing/leasing a car in the NEXT 12 months, I PLAN TO USE the following online/remote options…

USAGE VS. EXPECTED USAGE OF ONLINE/REMOTE CAR PURCHASING/LEASING OPTIONS, U.S., 2021, 
% ADULTS AGED 18+ WHO PURCHASED/LEASED VS. PLAN TO PURCHASE/LEASE A CAR DURING THE TIME PERIOD 

CAR TRANSACTION PROCESS FLOW

GROWTH OUTLOOK FOR ONLINE SHOPPING 
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When shopping for groceries online, 60% of consumers typically 
start on Amazon or Walmart; search engines make up a very 
small percentage
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FIRST WEBSITE/APP VISITED WHEN GROCERY SHOPPING ONLINE,  
U.S., 2021, % ONLINE GROCERY SHOPPERS1 AGED 18+

1. “Online grocery shoppers” defined as consumers who purchase groceries at least once per year and who have shopped online 
for groceries since the start of the COVID-19 outbreak (i.e. since March 2020).  
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

When shopping online for groceries, I typically start on…

ECOMMERCE DISCOVERY 

<1% <1%

Amazon Walmart
Grocery store  

(e.g. Kroger, 
Albertsons,  

Whole Foods)

Grocery 
delivery 
service  

(e.g. FreshDirect, 
Instacart, Shipt)

Target

Membership 
warehouse 

club  
(e.g. Costco,  

Sam’s Club, BJ’s)

Search engine  
(e.g. Google, Bing, 

Yahoo!)

Specific food 
brand  

(e.g. Clif Bar, Oreo, 
Impossible Meat)

Drugstore  
(e.g. CVS, 

Walgreens,  
Rite Aid)

Other

2%3%
4%5%

8%

17%

29%
31%



Within beauty/grooming, Amazon is the dominant leader in online 
shopping discovery
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FIRST WEBSITE/APP VISITED WHEN BEAUTY/GROOMING1 SHOPPING ONLINE,  
U.S., 2021, % ONLINE BEAUTY/GROOMING1 SHOPPERS2 AGED 18+

Note: Figures do not sum due to rounding.  1. “Beauty/grooming” does not include personal care (e.g. deodorant, toothpaste, contact solution, 
q-tips, hand sanitizer).  2. “Online beauty/grooming shoppers” defined as consumers who purchase beauty/grooming items at least once per 
year and who have shopped online for beauty/grooming items since the start of the COVID-19 outbreak (i.e. since March 2020).  
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

Amazon Walmart

Beauty / 
grooming1 

store 
(e.g. Sephora, 

Ulta, Dermstore, 
Birchbox)

Target
Search engine  
(e.g. Google, Bing, 

Yahoo!)

Specific 
beauty/

grooming1 
brand 

(e.g. Kiehl’s, Kylie 
Cosmetics, Harry’s 
Razors, Maybelline)

Drugstore  
(e.g. CVS, 

Walgreens,  
Rite Aid)

Department 
store 

(e.g. Nordstrom, 
Macy’s, Kohl’s)

Membership 
warehouse 

club  
(e.g. Costco,  

Sam’s Club, BJ’s)

Other

When shopping online for beauty/grooming1 items, I typically start on…

ECOMMERCE DISCOVERY 

38%

16%
13%

8%
6% 5% 4% 4% 3%2%



For clothing, a large share of consumers are beginning their online 
shopping journey outside of Amazon; over one-third visit department 
stores, multi-brand clothing stores, or specific clothing brands first
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FIRST WEBSITE/APP VISITED WHEN CLOTHES SHOPPING ONLINE,  
U.S., 2021, % ONLINE CLOTHES SHOPPERS1 AGED 18+

Note: Figures do not sum due to rounding.  1. “Online clothes shoppers” defined as consumers who purchase clothing at least 
once per year and who have shopped online for clothing since the start of the COVID-19 outbreak (i.e. since March 2020).  
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

Amazon
Department 

store 
(e.g. Nordstrom, 

Macy’s, JCPenney)

Clothing store  
(e.g. Farfetch, 

Urban Outfitters, 
Zappos, Men’s 
Wearhouse)

Specific 
clothing brand 

(e.g. Nike, Gucci, 
Lululemon, Levi’s) 

Walmart
Search engine 
(e.g. Google, Bing, 

Yahoo!)
Target

Membership 
warehouse club  

(e.g. Costco,  
Sam’s Club, BJ’s)

Other

When shopping online for clothing, I typically start on…

ECOMMERCE DISCOVERY 

36%

17%

10% 9% 9%
7%

5%4%
2%
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9%

84%

14%

11%

75%

11%

34%

56%

Delivery is the most popular way for consumers to receive their 
online purchases; in grocery, however, nearly half of consumers 
prefer curbside or in-store pickup 
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DELIVERY/PICKUP OPTION MOST FREQUENTLY USED FOR ONLINE PURCHASES BY PRODUCT CATEGORY, 
 U.S., 2021, % ONLINE PURCHASERS IN THE PRODUCT CATEGORY1 AGED 18+

Note: Figures do not sum due to rounding.  1. “Online purchasers in the product category” defined as consumers who have 
purchased in the product category online since the start of the COVID-19 outbreak (i.e. since March 2020).  2. “Beauty/grooming” 
does not include personal care (e.g. deodorant, toothpaste, contact solution, q-tips, hand sanitizer).   
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

GROCERY BEAUTY/GROOMING2 CLOTHING

When purchasing online, I most frequently use…

7%
IN-STORE PICKUP

DELIVERY

CURBSIDE PICKUP

DELIVERY VS. PICKUP 
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GROCERY BEAUTY/ 
GROOMING5

CLOTHING

During COVID-19, consumers have been making purchases from online 
retailers that they had not bought from before; 90% or more plan to 
continue shopping with these new online retailers going forward
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PURCHASING FROM NEW WEBSITES/APPS1 DURING THE COVID-19 OUTBREAK2 BY PRODUCT CATEGORY,  
U.S., 2021, % ONLINE PURCHASERS IN THE PRODUCT CATEGORY3 AGED 18+

1. “New website/app” defined as a website/app from which the consumer had not previously purchased in the product category.  2. “During 
the COVID-19 outbreak” defined as the period since the start of the COVID-19 outbreak (i.e. since March 2020).  3. “Online purchasers in the 
product category” defined as consumers who have purchased in the product category online since the start of the COVID-19 outbreak (i.e. 
since March 2020).  4. “After the COVID-19 outbreak ends” defined as the period after social distancing fully ends and all mask requirements 
are lifted.  5. “Beauty/grooming” does not include personal care (e.g. deodorant, toothpaste, contact solution, q-tips, hand sanitizer).   
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

50% 35%29%

90% 97%98%

Purchased from  
at least one new 
website/app1  
during the COVID-19 
outbreak2

Plan to continue 
shopping with at 
least some of these 
new websites/apps1 
after the COVID-19 
outbreak ends4

PURCHASING WITH NEW ONLINE RETAILERS 



Word of mouth

Advertisement

Social media

Search engine

Blog or article

Other

Consumers use different sources to find new online retailers based on 
the product category; social media is now the top choice for clothing 
and beauty/grooming, while word of mouth is most popular for grocery
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1. “New website/app” defined as a website/app from which the consumer had not previously purchased in the product category.  2. “During 
the COVID-19 outbreak” defined as the period since the start of the COVID-19 outbreak (i.e. since March 2020).  3. “Beauty/grooming” does 
not include personal care (e.g. deodorant, toothpaste, contact solution, q-tips, hand sanitizer).   
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

49%

40%

39%

34%

7%

6%

53%

39%

36%

34%

11%

4%

37%

37%

49%

38%

8%

6%

BEAUTY/GROOMING3 CLOTHINGGROCERY

SOURCES USED TO DISCOVER THE NEW WEBSITES/APPS1 PURCHASED FROM DURING THE COVID-19 OUTBREAK2  
BY PRODUCT CATEGORY, U.S., 2021, % ADULTS AGED 18+ WHO PURCHASED IN THE PRODUCT CATEGORY 

FROM A NEW WEBSITE/APP1 DURING THE COVID-19 OUTBREAK2

Driven by the expansion of shopping features (e.g. ability to browse shops, try on 
products, make purchases) on major social platforms (e.g. Instagram, Pinterest,  

TikTok, Facebook), social media has become the top discovery source 

PURCHASING WITH NEW ONLINE RETAILERS 



Across product categories, consumer intent to try new online 
retailers continues to be high today; roughly two-thirds are 
interested in finding more retailers for their online shopping
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INTEREST IN FINDING NEW WEBSITES/APPS1 FOR ONLINE SHOPPING BY PRODUCT CATEGORY,  
U.S., 2021, % ONLINE SHOPPERS IN THE PRODUCT CATEGORY2 AGED 18+

I am currently  
actively looking  
for new websites/apps1  
for my online shopping

I am currently not 
interested in trying  
new websites/apps1  
for my online shopping 

I am currently  
open to trying  
new websites/apps1 
for my online shopping

GROCERY BEAUTY/ 
GROOMING3 CLOTHING

Note: Figures do not sum due to rounding.  1. “New website/app” defined as a website/app from which the consumer has not previously 
purchased in the product category.  2. “Online shoppers in the product category” defined as consumers who purchase items in the product 
category at least once per year and who have shopped online for items in the product category since the start of the COVID-19 outbreak (i.e. 
since March 2020).  3. “Beauty/grooming” does not include personal care (e.g. deodorant, toothpaste, contact solution, q-tips, hand sanitizer). 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)  

PURCHASING WITH NEW ONLINE RETAILERS 

35% 34% 29%
14% 10% 12%

52% 56% 59%
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More than one-quarter of households signed up for a new paid 
shopping program membership during COVID-19; most plan to 
keep their new memberships
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SIGNING UP FOR NEW PAID SHOPPING PROGRAM MEMBERSHIPS1,2 DURING THE COVID-19 OUTBREAK3 
FOR SELECT MAJOR SHOPPING PROGRAMS, U.S., 2021, % HOUSEHOLDS

1. “New paid shopping program membership” defined as a paid shopping program membership for which the household had not previously 
signed up.  2. “Paid shopping program memberships” do not include free loyalty program memberships.  3. “During the COVID-19 outbreak” 
refers to the period since the start of the COVID-19 outbreak (i.e. since March 2020).  4. “Plan to keep” defined as definitely plan to keep or will 
likely keep.  5. Albertsons Unlimited Delivery Club has since been rebranded as Albertsons FreshPass.  
Sources: Activate analysis, Activate COVID Consumer Tech & Media Study May 2021 (n = 2,913)

PAID SHOPPING PROGRAM MEMBERSHIPS2 TESTED

Unlimited Delivery Club5

Everyday

plan to keep4 at least one of  
these new paid shopping  

program memberships1,2 over  
the next 12 months

83%27%
of households signed up for a 
new paid shopping program  

membership1,2 during the 
COVID-19 outbreak3

SHOPPING PROGRAM MEMBERSHIPS 

DeliveryPass



The paid membership bases of all of the major shopping programs 
have expanded during COVID-19
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TIMING OF THE INITIAL SIGNUP FOR THE PAID SHOPPING PROGRAM MEMBERSHIP1 BY SELECT MAJOR SHOPPING PROGRAMS2, 
U.S., 2021, % HOUSEHOLDS THAT PAY FOR A MEMBERSHIP TO THE SHOPPING PROGRAM

1. “Paid shopping program memberships” do not include free loyalty program memberships.  2. Walmart+ not listed because the shopping 
program launched during the COVID-19 outbreak (September 2020).  3. “The start of the COVID-19 outbreak” defined as March 2020.   
4. Albertsons Unlimited Delivery Club has since been rebranded as Albertsons FreshPass. 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

87%

85%

84%

80%

69%

51%

49%

46%

44%

32%

13%

15%

16%

20%

31%

49%

51%

54%

56%

68%

Unlimited Delivery Club4

Everyday

First signed up AFTER the start 
of the COVID-19 outbreak3

First signed up BEFORE the start 
of the COVID-19 outbreak3

Grocery delivery services 
saw especially large 

growth during COVID-19 
— roughly half of each 
service’s current paid 

membership base was 
acquired after the start 

of the outbreak

SHOPPING PROGRAM MEMBERSHIPS 

DeliveryPass



As a result, 80% of households now pay for at least one shopping 
program membership
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1. “Paid shopping program memberships” do not include free loyalty program memberships.  2. “Warehouse clubs” include Costco, 
Sam’s Club, and BJ’s. 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

PAID SHOPPING PROGRAM MEMBERSHIP1 HOUSEHOLD PENETRATION FOR SELECT MAJOR SHOPPING PROGRAMS, U.S., 2021

SHOPPING PROGRAM MEMBERSHIPS 

Share of households that pay for at least one shopping program 
membership1

Number of shopping program memberships1 for which the average 
household pays

Share of households that pay for an Amazon Prime membership

Share of households that pay for at least one warehouse club2 
membership

Launched 6 months into the COVID-19 outbreak (Sept. 2020),  
Walmart+ has rapidly become the fourth most popular program

80%

1.7

64%

50%

Top 4



The overwhelming majority of households plan to keep paying for 
their shopping program memberships over the next year; many of 
the programs will retain 85% or more of their memberships
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INTENT TO KEEP THE PAID SHOPPING PROGRAM MEMBERSHIP1 OVER THE NEXT 12 MONTHS BY SELECT MAJOR PROGRAMS,  
U.S., 2021, % HOUSEHOLDS THAT PAY FOR A MEMBERSHIP TO THE SHOPPING PROGRAM

1. “Paid shopping program memberships” do not include free loyalty program memberships.  2. Albertsons Unlimited Delivery Club 
has since been rebranded as Albertsons FreshPass. 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

Unlim
ite

d Delivery Club2

Everyday

Definitely plan to keep or will likely keep  
the membership over the next 12 months

71%72%74%75%

85%85%
89%89%90%91%94%

SHOPPING PROGRAM MEMBERSHIPS 

DeliveryPass
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1. “Online shoppers” defined as consumers who shop online at least once per year. 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

Within the new privacy-focused web, shoppers are willing to give 
online retailers access to their data in exchange for a personalized 
experience

When told that by sharing personal data to create a user account/profile with an 
online retailer, they may receive personalized benefits such as the abilities below…

…the average online shopper1 is comfortable sharing 6.3 types of personal data 
with the online retailers that they shop with

Full name Age / date of birth Ethnicity/race Gender Household income Personal  
email address

Personal  
phone number

Home address Location while using 
the website/app

Browsing/search 
history on the  
website/app

Physical  
characteristics  

(e.g. height, skin tone,  
hair type)

Health information  
(e.g. allergies, conditions, 

exercise)

• Speed up checkout  

• Create wish lists
• Receive better item recommendations 

• View order history and tracking status
• Post reviews/ratings 

• Receive loyalty rewards/discounts

TYPES OF 
PERSONAL 

DATA

AVERAGE NUMBER OF PERSONAL DATA TYPES THAT ONLINE SHOPPERS1 AGED 18+ ARE COMFORTABLE SHARING TO CREATE A  
USER ACCOUNT/PROFILE WITH THE WEBSITES/APPS USED TO SHOP ONLINE IN EXCHANGE FOR PERSONALIZED BENEFITS, U.S., 2021

CONSUMER DATA SHARING ON THE PRIVACY-FOCUSED WEB 
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WILLINGNESS TO SHARE PERSONAL DATA TO CREATE A USER ACCOUNT/PROFILE WITH THE WEBSITES/APPS  
USED TO SHOP ONLINE IN EXCHANGE FOR PERSONALIZED BENEFITS1, U.S., 2021, % ONLINE SHOPPERS2 AGED 18+

Note: Figures do not sum due to rounding.  1. “Personalized benefits” may include the ability to: speed up checkout, receive better 
item recommendations, create wish lists, view order history and tracking status, post reviews/ratings, and receive loyalty  
rewards/discounts.  2. “Online shoppers” defined as consumers who shop online at least once per year. 
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

Gender

Ethnicity/race

Full name

Age / date of birth

Personal email address

Home address

Physical characteristics 
(e.g. height, skin tone, hair type)

Household income

Health information 
(e.g. allergies, conditions, exercise)

Location while using  
the website/app

Browsing/search history  
on the website/app

Personal phone number 26%

27%

24%

25%

20%

24%

22%

13%

11%

10%

8%

6%

39%

38%

39%

32%

37%

32%

29%

29%

28%

22%

19%

17%

35%

35%

37%

43%

43%

44%

48%

58%

62%

68%

74%

78%

I am comfortable sharing 
this information

I might share this information, 
but would prefer not to

I would never share  
this information

Consumers are most comfortable sharing their personal demographic 
information with online retailers 

CONSUMER DATA SHARING ON THE PRIVACY-FOCUSED WEB 



Online shoppers are trading their personal privacy for monetary 
benefits
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SHARING OF PERSONAL DATA WITH ONLINE RETAILERS IN EXCHANGE FOR MONETARY BENEFITS,  
U.S., 2021, % ONLINE SHOPPERS1 AGED 18+

1. “Online shoppers” defined as consumers who shop online at least once per year.  
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

67% 57% 32%66%

CONSUMER DATA SHARING ON THE PRIVACY-FOCUSED WEB 

Signed up online for a  
retailer’s email list to  

receive a welcome reward 
(e.g. discount on first purchase, 

free shipping on first order)

 Shared their date of birth  
with a retailer online to  

receive a birthday reward 
(e.g. free item, discount, store credit)

Signed up online for a  
retailer’s loyalty program  

to receive rewards  
(e.g. points on every purchase that  
can be redeemed for store credit)

Signed up online for a  
retailer’s credit card to  

receive rewards 
(e.g. cash back on card purchases,  

discount on first purchase with card)



CLOTHING
TYPES OF PERSONAL DATA 

• Height  
• Weight 
• Body shape/build  

(e.g. athletic, hourglass) 
• Bra size  
• Disabilities  

(e.g. wheelchair or prosthetic use) 
• Exercise activities  

(e.g. running, yoga) 
• Clothing preferences  

(e.g. vegan, ethically-made)

GROCERY
TYPES OF PERSONAL DATA 

• Allergies  
• Health restrictions  

(e.g. diabetes, heart condition) 
• Religious restrictions  

(e.g. kosher, halal) 
• Dietary preferences  

(e.g. vegan, organic) 
• Diet plans  

(e.g. keto, Atkins) 
• Health/fitness goals  

(e.g. lower cholesterol, lose weight) 
• Exercise activities  

(e.g. running, yoga)

Consumers are more willing to share personal data in exchange 
for better item recommendations when shopping within product 
categories that feature more complex and customizable items
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SHARING OF PERSONAL DATA WITH ONLINE RETAILERS IN EXCHANGE FOR BETTER/MORE PERSONALIZED  
ITEM RECOMMENDATIONS BY PRODUCT CATEGORY, U.S., 2021, % ONLINE SHOPPERS IN THE PRODUCT CATEGORY1 AGED 18+

1. “Online shoppers in the product category” defined as consumers who purchase items in the product category at least once per 
year and who have shopped online for items in the product category since the start of the COVID-19 outbreak (i.e. since March 
2020).  2. “Beauty/grooming” does not include personal care (e.g. deodorant, toothpaste, contact solution, q-tips, hand sanitizer).  
Sources: Activate analysis, Activate COVID-19 Consumer Tech & Media Study May 2021 (n = 2,913)

36%

BEAUTY/GROOMING2

TYPES OF PERSONAL DATA 
• Skin tone  
• Skin type  
• Hair color 
• Hair type 
• Facial hair 
• Eye color 
• Age range 
• Allergies  
• Beauty/grooming concerns  

(e.g. wrinkles, acne) 
• Ingredient preferences  

(e.g. natural, cruelty-free)

52%
47%

Added at least one type of personal data to a user account/profile with an online retailer  
in order to receive better/more personalized item recommendations

For more complex product categories, consumers have a greater need for retailer suggestions  
to help them find items addressing their specific demands; this is reflected in a higher  

willingness to share private data to improve the quality and quantity of retailer suggestions

CONSUMER DATA SHARING ON THE PRIVACY-FOCUSED WEB 
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www.activate.com

GET IN TOUCH: 

Seref Turkmenoglu 
seref@activate.com

Michael J. Wolf 
michael@activate.com

ACTIVATE@ACTIVATE.COM

Activate growth. 
Own the future. 

Technology. Internet. Media. Entertainment. These are the industries we’ve shaped, but the future is 
where we live.   

Activate Consulting helps technology, internet, media, and eCommerce companies drive revenue growth, 
identify new strategic opportunities, understand their users, and position their businesses for the future.  

Our experience spans the leading companies and innovators, as well as private equity and growth 
investors, focused on the the major businesses across the ecosystem:  

 

As the leading management consulting firm for these industries, we know what success looks like 
because we’ve helped our clients achieve it in the key areas that will impact their top and bottom lines. 

11 Madison Square North, 18th Floor 
New York, NY 10010 
212 316 4444

• Technology 
• Media and Entertainment 
• Internet 
• Telecom

• eCommerce and Marketplaces 
• Advertising 
• Sports 
• B2B Software and Information

http://www.activate.com
http://www.activate.com
mailto:seref@activate.com
mailto:michael@activate.com
mailto:activate@activate.com


Activate Consulting’s Capabilities: Focused on Driving Growth
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ABOUT ACTIVATE

IMPLEMENTATION AND PROGRAM MANAGEMENT TO 
 EXECUTE STRATEGY AND DELIVER PERFORMANCE IMPROVEMENT INITIATIVES 

ACTIVATE 
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