
American Shopping Behavior Evolving Weekly Amidst COVID-19 Crisis

Essential items remain out-of-stock on store shelves, consumers tightening belts on non-
essential items

REDWOOD CITY, Calif. – April 29, 2020 -- As COVID-19 continues to impact Americans’ daily 
lives, new updates and stricter regulations paired with growing concerns about the virus have 
led to drastic changes in consumer shopping behavior in just a matter of weeks, according to a 
new survey by Shopkick. After comparing the new data with two previous surveys – the first in 
mid-March, the other in early April – the leading shopping rewards app found key differences in 
consumer behavior related to in-store shopping, spending on non-essential items, health 
precautions and more.

In this latest study, Shopkick surveyed more than 20,000 consumers across the country 
between April 16-20, 2020 to gain insights into how consumer behavior has changed as the 
COVID-19 situation evolves. 

Key findings include:
! Growing concerns are changing shopping behavior. In the March survey, 76 percent 

of consumers said concerns about the virus were affecting their shopping habits. Now, 
with national stay-at-home orders in effect and people having a much clearer 
understanding of how the virus spreads, that number has jumped to 82 percent, with 45 
percent of consumers also saying they were more concerned.

! Consumers are frequenting new retailers more often. Consumers remain open to 
trying new brands and products, with more taking advantage of varied inventory at 
different types of retailers. The number of consumers visiting a wider range of store 
types increased in the latest survey, with a higher percentage saying they were shopping 
in grocery stores (77 percent in April, 72 percent in March), big box retailers (72 percent 
in April, 69 percent in March), drug stores (45 percent in April, 42 percent in March), 
dollar stores (35 percent in April, 32 percent in March), club stores (29 percent in April, 
27 percent in March) and convenience stores (20 percent in April, 19 percent in March).

! Americans are only braving stores once a week. In the March survey, 50 percent of 
consumers said they averaged one trip to the store per week. Now, with social 
distancing orders in effect across the country, that number has increased to 60 percent, 
with a near 10 percent drop in more frequent shopping trips across the board. 

! Health precautions now include wearing gloves and masks. Ninety-one percent of 
consumers now take additional health precautions while shopping in-store, compared to 
85 percent previously. These precautions include disinfecting hands and shopping carts 
(89 percent), using debit/credit cards to avoid exchanging cash (68 percent), shopping at 
less busy times (67 percent) and using self-checkout (53 percent). Due to new 
government regulations, many shoppers are also wearing protective masks (78 percent) 
and gloves (42 percent) while in stores. 

https://www.shopkick.com/
https://www.shopkick.com/wp-content/themes/shopkick/dist/documents/pressreleases/COVID-19_Consumer_Shopping_Habits.pdf
https://www.shopkick.com/wp-content/themes/shopkick/dist/documents/pressreleases/COVID-19-In-Store-Survey.pdf


! Younger shoppers are still stocking up. America’s youngest consumers are 
continuing to fill their shopping carts with essential items. Most Gen Zers (67 percent) 
and Millennials (58 percent) said they were still stocking up this month, compared to less 
than half of Gen Xers (49 percent) and Boomers (42 percent).

! Consumers are spending less on non-essential purchases. In March, slightly more 
than half of consumers said they were spending less on non-essential purchases (52 
percent). Now, that number has increased to 67 percent.

! Toilet paper is still out of stock. Americans are still struggling to find essential items on 
store shelves, with 64 percent reporting these items as sold out or low-in-stock. 
Consumers said the most out-of-stock essentials included toilet paper (91 percent), 
cleaning supplies (81 percent), paper towels (71 percent) and medical items like masks 
and gloves (59 percent). Meanwhile, other essentials like soups and canned goods (37 
percent), baby wipes (35 percent), pasta (33 percent), painkillers and medicine (23 
percent) and pet supplies (eight percent) appeared to be making their way back to 
shelves. 

Similar data was uncovered by Trax, the parent company of Shopkick. The leading global 
provider of computer vision solutions and analytics for retail looked at two weeks of shelf 
inventory data (March 30 – April 10) from more than 300 stores across a variety of U.S. 
retailers. Trax processed over 50,000 images of shelves carrying 10 essential product 
categories to understand the reality of shelf availability in store.

This broad picture of actual product availability depicts similar findings to what consumers 
reported seeing  totally out-of-stock and low-in-stock items included toilet paper (92 percent), 
cleaning supplies (53 percent) and baby wipes (46 percent). Meanwhile, painkillers, pasta, 
soups and pet supplies were mostly in-stock. 

“As the realities of COVID-19 sink in and we get a better grasp on how to combat the virus, 
consumers will continue to change their shopping behaviors to match,” said Dave Fisch, general 
manager of Shopkick. “We have already seen ebbs and flows in actual purchasing behavior as 
Americans figure out how to navigate the situation for themselves and their families. We hope 
that by providing the most up-to-date data, we can help paint the full picture of what retailers 
and consumers are experiencing during these rapidly changing times.”

###

About Shopkick, Inc. 
Shopkick, a Trax company, is a leading shopping rewards app, bringing moments of joy to 
everyday shopping - both on- and off-line. For brands and retailers, Shopkick provides high 
consumer engagement along the entire path to purchase. The company’s unique pay for 
performance model has been proven to deliver high ROI, while driving incremental traffic, 
product engagement, and sales. Some of its leading brand and retail partners include Kraft-
Heinz, Barilla, Best Buy, eBay, GE, Kellogg's, TJ Maxx and Unilever, among others.

https://traxretail.com/


Shopkick is available for free on iPhone from the App Store and for Android from Google Play. 
For more information, please visit www.shopkick.com. 
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