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The New Consumer
→ Launched in 2019 by longtime business 

journalist Dan Frommer 

→ Exploring how and why people spend 
their time and money 

→ Reporting, analysis, and research for 
anyone who cares what’s next 

→ newconsumer.com

https://newconsumer.com


Coefficient Capital
→ Launched in 2018 by Franklin Isacson 

and Andrew Goletka 

→ Investments in digitally powered 
consumer brands 

→ What and how consumers are buying 
is changing 

→ coefficientcap.com

https://coefficientcap.com


Coefficient Capital Portfolio

Personalized 
pet nutrition

Cooking solutions for 
the new consumer

Sustainable, functional 
hydration

Direct-to-consumer 
low-alcohol spirits

Global plant-based 
dairy leader

Low-carb 
breakfast innovator

Personalized men’s 
personal care

Content-driven 
marketplace

Direct-to-patient 
healthcare



Consumer Trends Update
→ We’re back with a special report on the 

COVID-19 “reopening.” What changed 
and what didn’t? What’s next? 

→ Special thanks to Earnest Research for 
consumer data: earnestresearch.com 

→ View the latest and our previous reports: 
newconsumer.com/trends

http://earnestresearch.com
https://newconsumer.com/trends


Consumer Trends Survey
→ We also conducted a new survey of 3,000+ US 

consumers in July 2021 

→ Focus on which new COVID-era behaviors are 
here to stay, almost 1.5 years in 

→ Powered by Toluna, “delivering real-time 
consumer insights at the speed of the on-
demand economy” tolunacorporate.com

http://tolunacorporate.com


The consumer is back. 
But it’s back differently. 

And many of the shifts to e-commerce 
and digital are here to stay.
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Data: The New York Times via GitHub, Google Community Mobility Report, The New Consumer analysis. 7-day averages.

The reopening: US consumer activity 
rebounded as COVID-19 cases declined
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Retail foot traffic bounced back differently 
by category — gym visits are still down

US foot traffic change relative to Jan. 2020 — Earnest Research

Data: Earnest Research
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E-commerce share of US retail sales, seasonally adjusted

Data: US Census Bureau, The New Consumer analysis

E-commerce stabilized, as a proportion 
of total retail sales, as stores reopened

Peak lockdown: Retail  
closures, unprecedented 
e-commerce acceleration

Reopening
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US e-commerce sales, trailing 12 months

Data: US Census Bureau, The New Consumer analysis. Seasonally adjusted.

Still, ~$250 billion (annualized) moved 
online since 2019, and it’s accelerated

$820 billion (up 38% year over year)

$577 billion (up 15% year over year)
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Less mature e-commerce categories 
kept more gains — especially grocery

Data: Earnest Research

US e-commerce penetration — Earnest Research

Peak lockdown: 20%

Reopening: 19%

Pre-pandemic: 11% of US grocery spending online



The shift to e-commerce, accelerated 
by COVID, continues to redraw the 

$1 trillion-a-year US grocery category.
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Online grocery got a huge pandemic 
boost and has maintained most of it

Online share of US grocery spending — Earnest Research

Data: Earnest Research



More online grocery shoppers prefer it 
now than before, as it’s become a habit
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Data: Consumer Trends Survey, powered by



COVID led people to shop online for food  
— convenience is keeping them there

Top reason consumers prefer shopping for groceries online

Saves me time

Easier to shop

Do not want to leave the house

Saves me money

Better selection

Access to specific products / brands
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Data: Consumer Trends Survey, powered by
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The grocery shopper of the future plans 
to spend an impressive amount online

Percentage of US consumers who say they plan to do 50% or more of 
their grocery shopping online over the next 12 months

Data: Consumer Trends Survey, powered by



What’s a grocery store?

Meals and kits DTC brandsInternet-native grocers

Expect more changes to this slide as 
e-commerce adoption drives innovation

Delivery apps15-minute delivery
NEW



15%
of Gen. Z and Millennials — and 

13% of all consumers — picked fast 
delivery as their single top 
priority for online grocery. 

That’s a robust early-adopter set 
for super-fast delivery startups.

78%
of Millennials — and 61% of all 

consumers — who prioritize fast 
delivery say they’d pay more for it.  

64% of Millennials — and 47% overall 
— say they’d sacrifice product 

assortment.

15-minute grocery delivery is coming 
next, and could find an audience

Data: Consumer Trends Survey, powered by



The big picture: The grocery shopper 
of the future is omnichannel.  

And in this category, even small 
share shifts mean big money.



The future of fitness 
looks like a hybrid digital  

and gym combination.
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Digital fitness has gradually decelerated 
as gyms have reopened

US gym traffic and online fitness share — Earnest Research

Data: Earnest Research. Foot traffic shows relative change, indexed to Jan. 2020.

Indexed foot traffic to US gyms

Online share of fitness spending



Home fitness preference remains strong 
— Pelotons aren’t fancy towel racks yet

82%
of Millennials — and 72% of all 
consumers — now say they’ve 

switched to exercising more at 
home during COVID-19.  

(Among those who switched, 
~90% have stuck with it.)

74%
of Millennials — and 67% of all 

consumers — say they prefer it.  

That’s down from 81% of Millennials 
— and about the same overall — 

when we polled last November, but 
still a significant majority.

Data: Consumer Trends Survey, powered by



COVID forced people to exercise at home 
— cost and convenience keep them there

Top reason consumers prefer exercising at home

Saves me money

I don’t have to leave my house

Saves me time

I see better results

I don’t need to exercise in front of other people

It’s more fun

Lets me avoid locker rooms
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Data: Consumer Trends Survey, powered by



Home fitness is still the story, but most 
people want at least some gym access

100% at home, 0% in gym/studio

75% at home, 25% in gym/studio

50% at home, 50% in gym/studio

25% at home, 75% in gym/studio

0% at home, 100% in gym/studio
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Expected fitness routine split over the next 12 months

Data: Consumer Trends Survey, powered by



Many consumer behaviors 
have rebounded  

as US cities reopened.
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Data: TSA, The New Consumer analysis. 7-day average, same weekday.

Air travel has now recovered around 
80% in the US, led by leisure travel
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Restaurant dining is almost back to 
normal in the US — at least for now
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Data: Yelp Economic Average

New US business openings by month on Yelp

New US businesses are opening faster 
than before the pandemic



But attitudes around work 
have clearly shifted.
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Office occupancy in major US cities, weekly average

Data: Kastle

Office workers still mostly haven’t 
returned — though it varies by city

End of July: 
● Dallas metro: 50% 
● Top 10 metros: 34% 

● New York City metro: 24%
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New York City Subway daily ridership, 7-day average

Data: MTA, The New Consumer analysis

NYC Subway ridership is still down ~50% 
— but Saturdays are only down ~40%



83%
of US consumers say they believe  

they have a right to work remotely  
if technology and the nature 

of their work permits it.  

This is consistent across genders, COVID-19 vaccination 
status, and broadly across income groups.  

Younger generations, consumers who live in urban 
environments, and those in the highest income brackets 

agree in even higher proportions.

Data: Consumer Trends Survey, powered by



The pandemic highlighted vast 
inequalities in the US, which 

continue through a “K-shaped” 
reopening recovery.
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Data: Consumer Trends Survey, powered by



Most Americans say they believe in the 
American Dream — but it varies

Overall

Male

Female

Gen. Z

Millennial

Gen. X

Boomers

Silent Generation

Fully vaccinated for COVID-19

Not fully vaccinated

Under $50k household income

Over $100k household income
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Data: Consumer Trends Survey, powered by



Send children to college

Start my own business

Make enough money to retire comfortably

Access childcare for young children

Buy a home as a primary residence

Feel confident changing jobs or careers

Make more money than my parents
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Inequality has kept the American Dream 
a fantasy for many

Send children to college

Start my own business

Make enough money to retire comfortably

Access childcare for young children

Buy a home as a primary residence

Feel confident changing jobs or careers

Make more money than my parents
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Percentage who say it would be ‘extremely’ or ‘moderately’ easy:

Under $50,000 
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Over $100,000 
household income

Data: Consumer Trends Survey, powered by



This remains an important area for 
government policy — and an 

opportunity for entrepreneurs —  
to help narrow the gap.



“Roaring ‘20s?” remains 
a major question mark.
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Data: The New York Times via GitHub, The New Consumer analysis.

The Delta variant has caused US case 
counts — and uncertainty — to rise again
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As cities reopen, consumers still have 
mixed feelings about their behavior

44%
of Millennials — and 27% of all 
consumers — say they plan to 

socialize more today than they did 
before the pandemic. 

66%
of Millennials — and 64% of all 

consumers — say they will still be 
cautious when interacting with 

other people.

Those fully vaccinated and higher earners were more likely to agree with both statements.

Data: Consumer Trends Survey, powered by



Instagram posts mentioning a ‘night 
out’ are on the rise, but still down ~40%

-80%

-60%

-40%

-20%

0%

20%

1/20 2/20 3/20 4/20 5/20 6/20 7/20 8/20 9/20 10/20 11/20 12/20 1/21 2/21 3/21 4/21 5/21 6/21

Instagram ‘night out’ posts indexed to Jan. 2020 — Social Standards

Data: Social Standards

Related topics on the rise: bowling, bingo, and trivia.  
On the decline: partying, raves, ‘turn up’, and bar hopping.



Wearing a mask — or not — will continue 
to be a divisive, confusing topic

At a doctor’s office or hospital

Public transportation

Airports and airplanes

Indoor stores

Taxi or Uber-like car rides

Indoor restaurants

At work or school

At the gym

Never wearing again unless required
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In which situations do you plan to wear a mask?

Those unvaccinated, in lower income groups, and in rural areas 
are less likely to favor masks.

Data: Consumer Trends Survey, powered by



Spend time outdoors

Travel

Go to restaurants

Go out with friends

Go on romantic dates

Go to parties

Host parties
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The great outdoors remains the place 
to be for the foreseeable future
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Data: Consumer Trends Survey, powered by



Data: Chipotle Mexican Grill

Restaurants learned to operate digitally 
— handy, even if no future lockdowns
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Consumers are now bracing for more, 
longer disruption from the Delta 
variant — and whatever is to come
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The bottom line: Those who learned how to 
operate in a digital-first world should prove 

resilient as the COVID-19 pandemic 
continues unpredictably. 

We’ll be keeping an eye — and will be back  
at the end of the year with a new report. 



Special Thanks: 
Arpon Ray 

Natalie Borowski 
Andrew Goletka 
Franklin Isacson 

Toluna 
Earnest Research



Access all Consumer Trends reports: 
newconsumer.com/trends 

Become a member for exclusive deep-dives: 
newconsumer.com/subscribe 

Questions or feedback: 
dan@newconsumer.com

http://newconsumer.com/trends
http://newconsumer.com/subscribe
mailto:dan@newconsumer.com

