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The click and collect consumer
Convenience is likely to drive global retail’s digitization
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Some pandemic - induced shopping changes
are likely to stick
The cocooning consumer

With more vaccinations administered each day in many
countries, consumers are looking forward to a post-pandemic
world. The collective experiences shoppers have gone through
over the past year have prompted new behavioral patterns,
many of which may become a permanent part of consumers’
daily lives going forward.
In the world of retail, consumers’ personal health concerns
accelerated the digitization of the consumer journey. As a result,
relatively new conveniences like click and collect (whereby
consumers place their orders online and physically pick-up their
purchases) were widely adopted, and are likely to continue well
beyond the pandemic.

A year after the start of the pandemic, vaccines offer a path
to ‘normalcy.’ More than half of the world’s consumers (54%)
expect to be fully vaccinated by September 2021.1 Despite this
optimism, safety concerns remain—and are likely to remain—for
the foreseeable future. Just over half of global consumers (54%)
say they feel safe shopping in-store.2 This statement would have
been unimaginable just over a year ago in January 2020.
After a year of collective quarantining, many consumers still
expect to cocoon at home post-pandemic (see figure 1). Global
consumers plan to stay closer to home3 for a variety of reasons,
like saving money, staying safe, and exercising lifestyle choices.
This means cutting back on in-person services, eating and
shopping out less, and relying more on delivery and services like
click and collect compared to pre-pandemic behaviors.

Figure 1. Consumers expected post-pandemic activity benchmarked against pre-pandemic levels
Post-pandemic consumers expect they will continue to avoid exposure to strangers, thus furthering
their shift toward the click and collect channel
Net post-pandemic activity level
Post-pandemic implied activity benchmarked against normal activity level pre-pandemic
Implied contraction (%)

Implied expansion (%)

Shop online for delivery*

41

Shop online for pick-up*

26

Work from home

25

Order food for takeout or delivery

13

Shop in-store

5

Driving your vehicle on a daily basis

3

Engage in person-to-person services
Eat at restaurants
Go to in-person events

-16

What will be your level of
participation in the following
activities post-pandemic?

-25

Expected net activity
post-pandemic

-28

Pre-pandemic normal point
Source: Deloitte Global State of the Consumer Tracker 2020-2021
% of respondents indicating more activity minus those indicating less activity post-pandemic
* Newly added to this wave
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Click and collect is on the rise
The COVID-19 pandemic acted as a forcing function for
consumers—especially among the older cohorts—to try out
new shopping formats and obtain essential goods during
lockdown periods. Click and collect is not a new service, and is
in fact well established in the United Kingdom and continental
Europe—but it became an essential channel offering for
retailers during the pandemic. Initially, its adoption was
accelerated due to safety concerns, but it has evolved into a
convenience factor for many shoppers. With the advantages of
being faster and cheaper than delivery service, click and collect

is overtaking in-store shopping as well as online delivery
shopping—this favors retailers with a local physical
presence.
In the United Kingdom, improved online capability and
click and collect purchases helped to lessen the impact
of declining non-essential retail sales during the second
lockdown when compared to the first one, and food
retailers suggested that click and collect orders had
boosted their online sales.4

Figure 2. Drivers of global click and collect adoption
Perceived as cheaper and faster, click and collect is a consumer trend that will likely stick post-pandemic
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Source: Deloitte Global State of the Consumer Tracker 2020-2021

This model is finding increased traction in the Americas and Asia Pacific regions, where post-pandemic shoppers say they plan to
use click and collect 1.4 to 1.5 times compared to pre-pandemic levels.

At the onset of the pandemic in the United
States, click and collect increased from 15%
of orders to 25%, a 65% share increase.5 Adobe
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In light of these findings, it is unlikely that traditional retail
channels will return to ‘normal’ after the pandemic is over. So,
what will this mean for retailers? They will need to continue to
keep up with evolving consumer preferences and invest in areas
such as:
• Physical presence: store layout and parking space
configuration
• Human capital: hours and staffing changes
• Operational strategies: fulfillment and digital capabilities
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It is clear that retailers will need to continue to develop their
digital capabilities as shoppers increasingly rely on omnichannel services. Understanding consumers’ motivations
for safer, more convenient, and affordable solutions will be
of paramount importance in order to innovate for the postpandemic future.
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References
1.		 Deloitte Global State of the Consumer Tracker. https://www2.deloitte.com/us/en/insights/industry/retail-distribution/consumerbehavior-trends-state-of-the-consumer-tracker.html
2.		 Ibid
3.		 Deloitte. Where will we eat? https://www2.deloitte.com/global/en/pages/consumer-business/articles/where-will-we-eat.html
4.		 Office for National Statistics. Retail sales, Great Britain: January 2021. https://www.ons.gov.uk/businessindustryandtrade/
retailindustry/bulletins/retailsales/january2021
5.		 Adobe. 5 e-commerce trends for 2021: What we learned from the 2020 holiday season. 12 January 2021.https://blog.adobe.com/
en/publish/2021/01/12/e-commerce-2021-what-we-learned-from-2020-holiday-season.html#gs.zfy2jy

Contacts
Evan Sheehan
Retail, Wholesale & Distribution Sector Leader
Deloitte Global
esheehan@deloitte.com

Lupine Skelly
Retail Research Leader, Consumer Industry Center
Deloitte Services LLP
lskelly@deloitte.com

Acknowledgments
Upasana Naik
Ram Sangadi

5

Deloitte refers to one or more of Deloitte Touche Tohmatsu Limited (“DTTL”), its global network of member firms,
and their related entities (collectively, the “Deloitte organization”). DTTL (also referred to as “Deloitte Global”) and
each of its member firms and related entities are legally separate and independent entities, which cannot obligate
or bind each other in respect of third parties. DTTL and each DTTL member firm and related entity is liable only
for its own acts and omissions, and not those of each other. DTTL does not provide services to clients. Please see
www.deloitte.com/about to learn more.
Deloitte is a leading global provider of audit and assurance, consulting, financial advisory, risk advisory, tax and
related services. Our global network of member firms and related entities in more than 150 countries and territories
(collectively, the “Deloitte organization”) serves four out of five Fortune Global 500 ® companies. Learn how Deloitte’s
approximately 330,000 people make an impact that matters at www.deloitte.com.
This communication contains general information only, and none of Deloitte Touche Tohmatsu Limited (“DTTL”), its
global network of member firms or their related entities (collectively, the “Deloitte organization”) is, by means of this
communication, rendering professional advice or services. Before making any decision or taking any action that may
affect your finances or your business, you should consult a qualified professional adviser.
No representations, warranties or undertakings (express or implied) are given as to the accuracy or completeness of
the information in this communication, and none of DTTL, its member firms, related entities, employees or agents
shall be liable or responsible for any loss or damage whatsoever arising directly or indirectly in connection with any
person relying on this communication. DTTL and each of its member firms, and their related entities, are legally
separate and independent entities.
© 2021. For information, contact Deloitte Global.

