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This report looks at the following areas:

- The impact of COVID-19 on older generations’ online shopping behavior “Older consumers are
 Older consumers’ intent to continue shopping online in the future increasingly adopting online

> The need for omnichannel education outlets to increase their confidence . .
shopping practices across

online - .
categories. They are savvier

« Offering senior-only online shopping avenues and perks
than some might credit them,
desiring to use ecommerce
not only for health and safety
but for convenience and an
enjoyable experience as well.
As a result, many will continue
shopping online even as
COVID-19 becomes less of a
threat.”

- Katie Hansen, Retail &

eCommerce Analyst
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