
• COVID-19 pandemic have increased consumers uncertainty about
what, when and where they shop.

• In the US, more than 75% of consumers changed or tried new
shopping methods because of COVID-19 (McKinsey & Company,
2020).

• In April 2020, consumer spending declined by 12.6% (Routley,
2020).

• In response to government mandates and/or with the hope of
pleasing consumers (i.e., increase consumer’s safety), retail
stores have implemented a wide variety of changes (e.g., required
masks, acquiring certification of cleaning standards, changes in
store hours, etc.)

• This thesis seeks to analyze the effects that the most common
policies aimed at limiting the spread of COVID-19 had on
consumers’ willing to shop at retail stores during first wave of
pandemic (April-June 2020).
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𝑚𝑖𝑑𝑝𝑎𝑛𝑑𝑒𝑚𝑖𝑐𝑡𝑟𝑖𝑝𝑠𝑝𝑒𝑟𝑤𝑒𝑒𝑘 =
𝛽0 + 𝛽1 𝑐𝑙𝑒𝑎𝑛𝑖𝑛𝑔𝑠𝑡𝑎𝑛𝑑𝑎𝑟𝑑𝑠 + 𝛽1 𝑐𝑙𝑒𝑎𝑛𝑖𝑛𝑔𝑠𝑡𝑎𝑛𝑑𝑎𝑟𝑑𝑠 +
𝛽2 𝑚𝑎𝑠𝑘𝑟𝑒𝑞𝑢𝑖𝑟𝑒𝑚𝑒𝑛𝑡 + 𝛽3 𝑣𝑖𝑠𝑎𝑏𝑖𝑙𝑖𝑡𝑦 𝑜𝑓 𝑠𝑡𝑎𝑛𝑑𝑎𝑟𝑑𝑠 +
𝛽4 𝑜𝑐𝑐𝑢𝑝𝑎𝑛𝑐𝑦 + 𝛽5 ℎ𝑜𝑢𝑟𝑠 + 𝛽6 𝑙𝑎𝑦𝑜𝑢𝑡 + 𝛽7 𝑐𝑢𝑟𝑏𝑠𝑖𝑑𝑒 +
𝛽8 𝑎𝑔𝑒 + 𝛽9 𝑙𝑜𝑐𝑎𝑡𝑖𝑜𝑛 + 𝜀

where

𝑚𝑖𝑑𝑝𝑎𝑛𝑑𝑒𝑚𝑖𝑐𝑡𝑟𝑖𝑝𝑠𝑝𝑒𝑟𝑤𝑒𝑒𝑘 is the dependent variable representing a consumer’s
willingness to shop at a retail store during April-June 2020 measured as the number
of trips per week.

cleantingstandards, maskrequirement, visibilityofstandards, occupancy, hours, layout,
curbside, and elderlyhours, are variables reflecting the the extent to which each of
the eight policy implementation affect willingness to shop (measured from 0-4)

Age measures how old the participants are in 2021.

smalltown, smallcity, and largecity are dummy variables that account for the size of
the area where consumers were living during April-June 2020.

• This regression model is estimated through Ordinary Least Squares (OLS).
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• Descriptive statistics suggest that 7 of the 8 policy changes
positively impacted consumers’ willingness to shop. Being the
requirement of masks the store policy with a higher impact,
followed by the visibility of cleaning standards.

• However, preliminary regression results indicate that only curbside
pickup and altered store hours had significant effects on the
number of trips per week during April-June 2020.

• Further analysis to be conducted by incorporating other factors
(such as self-safety feeling while shopping) that might affect
willingness to shop as the significant coefficient for the constant in
the regression indicates.

• Results cannot be generalized but might be helpful for retailers to
gauge what changes affect consumers and how often they go to
retail stores.
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• The COVID-19 pandemic might have long-lasting effects, similar

to those of the September 11th terrorist attacks, affecting

consumer behavior (Standish and Bossi, 2020).

• Expanded shopping hours affects weekly consumer shopping

patterns (Grünhagen, 2003).

• Access to the store, parking facilities, and hours of operation are

also key factors affecting consumer expectations at convenience

stores (Bianchi, 2009).

• Personal and psychological factors have a stronger effect than

cultural and social factors on consumer behavior (i.e., willingness

to buy) at convenience stores (Boulaouane, 2013).

• A total of 𝑁 = 303 responses were collected.

• 48.18% (𝑁 = 145 ) of total respondents indicate that changes in retail stores

affected their willingness to shop during April-June 2020.

Note: Number of responses drops to 𝑁 = 145 to only account for

consumers who indicated policies had an effect on their willingness to

shop


