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Shoppers are utilizing direct-to-consumer (D2C) channels
more frequently to shop and pay for consumer packaged goods (CPG) during the pandemic.
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A MAJORITY OF CONSUMERS TRIED NEW BRANDS DURING THE PANDEMIC,
AND YOUNGER CONSUMERS WERE MOST LIKELY TO DO SO.
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THIS ONLINE SHIFT HAS BEEN ESPECIALLY PRONOUNCED
AMONG D2C SHOPPERS, WHO WERE MORE LIKELY TO INCREASE
THEIR USE OF DIRECT CHANNELS THAN MARKETPLACE USERS WERE
IN SEVERAL KEY PRODUCT AREAS.

Share of online D2C users
who increased D2C channel use during pandemic:
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Share of marketplace users
who increased use of marketplaces:
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WAS A MAIN DRIVER OF D2C
USE DURING THE PANDEMIC.
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CHANGES IN
PURCHASING HABITS

ARE LIKELY TO LAST
WELL BEYOND THE PANDEMIC,
ESPECIALLY AMONG D2C USERS.

APPROXIMATELY 80 O/ O

of consumers plan to maintain
some or all of their new shopping
habits over the next three years.

83.3 percent of D2C users
intend to do the same.
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D2C And The New Brand Loyalty Opportunity, a collaboration with

examines what merchants must do to t
space. The study is based on a survey o

nrive in a competitive, evolving D2C
- 2,188 U.S. consumers.
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