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Consumer Food Insights Series

LO Cal FOO d SYStemS * Highlights from nationwide survey of food behavior
Re Sp onse ‘to C OVI D during COVID-19 pandemic

¢ Sample size = 5000 respondents
* Conducted Fall 2020 (Oct. - Nov.) and captures
behavior in 3 time periods (September 2019, April 2020,
i September 2020) i
* Objective: Understand changes in U.S. consumer food
behavior during COVID-19

» Specific focus on implications for local and regional
food systems
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Online shopping increased dramatically from September 2019
Online to September 2020. We asked survey respondents if they
. purchased online (“At-home Delivery”, “Curbside /In-store Pick
FOOd Shopplng up”, or both) from any of the channels where they shopped in
three time periods—September 2019 (pre-COVID-19), April
Trends 2020, and September 2020. Figure 1 depicts the percent of
consumers in the sample using any form of online shopping in
one or more market channels.

In September 2020, 49% of all survey
respondents stated that they shopped online for
food from one or more market channels. The

In September 2019, results show that 33% of all
survey respondents shopped online (for delivery,
pick-up, or both) across all food market channels.
This number increased to 43% in April 2020, which
represents a time period when business

percentage of respondents shopping online

remained higher than the previous year with

. almost half of all consumers shopping online, even

restrictions and stay-at-home orders were - i :
after many of the restrictions seen in April 2020

implemented across the country. had been lifted.

Fig. 1. Percentage of
Consumers
Using Online
Food Shopping
Methods
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Online Food Shopping Across Market Channels

Certain market channels experienced a higher rate of online purchasing from their
shoppers than others. Figure 2 shows the percentage of shoppers in each food-at-home
market channel category who shopped online in September 2019 and September 2020.

All channels saw an increase from September 2019 to September 2020

Online food shopping use in each of these market channel categories increased an average of 11%
from September 2019 to September 2020, ranging from 6% (Convenience and Discount stores) to
20% online when shoppers were buying from Supercenters.

Certain market channels, such as Food Box/Meal Kit Delivery and Farmers Markets /Direct-
from-Producer have a much higher percentage of online shoppers, as might be expected given
the nature of their business model and, in some cases, the existence of online infrastructure
prior to COVID-19.

Figure 3 shows trends in online shopping in the two food-away-from-home market channel
categories—Large, National Restaurants and Local, and Independent Restaurants. Online
purchasing in both of these channels showed a very similar pattern, with an increase from ~24%
of shoppers in September 2019 to ~41% in September 2020 across all channels, and there is
anecdotal evidence that independent restaurants are exploring new models to reinforce their
linkages to local buying and delivery platforms.
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Online Shopping: Do Age & Perceived COVID-19

Risk Make a Difference?

Survey results show that online shopping has increased across the time period of the pandemic in
all market channels. To go a step further, we looked at online shopping across different age groups in
our survey to understand how usage patterns vary. These trends can be seen in Figure 4.

Not surprisingly, the youngest respondents (18-44) report a much higher use of online shopping
(Figure 4). Overall, 60% of the 18-34 age groups (“18-24" and “25-34" combined) shopped online in at
least one market channel in September 2020, up from 44% in September 2019. Similarly, 44% and
62% of the “35-44" age group reported shopping online in September 2019 and September 2020,
respectively.

» The use of online shopping begins to decrease among the “45-54” and “55-64" age groups. The “65
and older” age group has the lowest reported use of online food shopping methods with 29% using
online shopping in September 2020, which is still an increase from 13% usage in September 2019.
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35%
30% Group
25%
20;7: All age groups exhibited increases in
iz; online shopping from September
5 I I II 2019 to September 2020, reporting
0% increases of 13-17%.

18-34 35-44 45-54 55-64

R

N September 2019 ™ April 2020 ® September 2020

Fig. 5. Online Shopping K&
Frequency by Perceived g

COVID'lg RiSk 40%
A potential factor influencing online
purchasing behavior is perceived risk
of illness due to COVID-19. We asked
respondents “Are you, someone you
live with, or someone you are in close

physical contact with, at high risk for Yes Other (1 don't know/Prefer
developing complications related to N eiH2d] i 2 ""'2) “°t( g "5’::)"”)
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their perceived COVID-19 risk.




