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OVERVIEW



Building engagement campaigns to put customers at the 
heart of building reopening strategies has been a key focus 
during this time across all our clients. By understanding 
their customers attitudes to future behavior, our clients 
have been able to shape post lockdown operations with a 
real customer centric approach. 

With engagement rates across these campaigns standing 
at almost double that of industry average* its clear that 
customers are expecting to be engaged with and are 
valuing being a part of the shaping this uncertain future of 
the brands they love. 

Across three key industries effected by the pandemic 
(Hospitality, Travel and Health and Fitness) we had over  
53,000 survey responses which have helped us draw some 
insightful conclusions on how consumers expect their 
behavior to change and what they expect from businesses 
as lockdown eases.
. 

OVERVIEW

* https://mailchimp.com/resources/email-marketing-benchmarks/
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CHANGE IN BEHAVIOUR



Across all three industries there is a definite shift  in predicted behavior 
patterns from pre to post lockdown. However, across all industries over 
50% of customers imagine their behavior to either stay the same or 
increase post lockdown. 

Although Travel and Fitness industries are looking like they are going to be 
the most affected with people reducing their need for their services (ie
working from home and not needing to travel, working out from home), 
still over 50% see their behavior patterns going back to what they were pre 
lockdown within the first month of reopening. 

For the Restaurant industry, when reflecting on pre-lockdown behavior, 
96% of  people said they used to eat out at restaurants at least once a 
month and 50% said they would usually eat out at least once every two 
weeks. 

Positively, around 75% of people said they would expect to be eating out 
again either with the same, or in some cases with even higher frequency, 
than they did before.  72% of people also said they would be expecting to 
make their visit within the first month of reopening and only 2% said they 
wouldn’t be visiting a restaurant for at least 6 months. 
. 

BEHAVIOUR CHANGE TRAIN TRAVEL

50% customers expect to travel again 
within  the first month of lockdown 
ending
Only 2% say they don’t think they will 
use train travel until 2021

RESTAURANTS
75% of people  expect their dining out 

behavior to match or even increase 
pre lockdown levels

HEALTH AND FITNESS

50% customers their behavior 
patterns to go back to pre 
lockdown levels within a month



VISIT CONCERNS



Overall, respondents in the hospitality industry are most (67%)  
concerned about social distancing measures being taken. 
There isn’t as much attention needed around staff wearing 
PPE, although around 32% still do believe this is necessary. 
This is however still significant and should be taken into 
consideration.

Concerns for the train industry vary slightly to hospitality. 
There is a 50/50 even split around the need for social 
distancing. This is likely due to there being less contact 
involved when boarding or using a train service between 
passengers and staff. The consideration for social distancing 
measures should be around staggering seat tickets, checking 
tickets while in open space before boarding and avoiding 
snack services so minimise human contact where possible.

Concerned around social distancing?

SAFETY CONCERNS
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Across both hospitality and train travel industries, there is an 
obvious concern around ensuring measures are enforced to ensure 
a positive and safe experience for all.

For restaurants, there needs to be a consideration for all aspects so 
that a customer feels safe and will therefore be more willing to use 
your service. Respondents specifically expect an awareness of 
regular cleaning (77%), social distancing measures (67%) and hand 
sanitiser (52%) to be present as the base top 3 factors.

Interestingly, face masks didn’t appear as important to be present 
on trains as only 5% deemed this as necessary. However, current 
Government guidelines have made this mandatory for all public 
transport so will need to be adhered to. For trains, social distancing 
measures are the most crucial factor for customers to feel safe 
while travelling. This will begin from having staggered queues to 
purchase or collect tickets and when board trains as well as spaced 
out seating arrangements when on the train.

SPECIFIC MEASURES EXPECTED

0% 20% 40% 60% 80% 100%

Face Masks

Gloves

Regular Cleaning

Hand Sanitiser

Not Sharing items

Contactless Payments

Social Distance

Trains Restaurants



It’s essential that measures are taken within the Leisure industry to 
ensure that customers feel safe and comfortable to use facilities.  

Overall, the majority would use the gym with social distancing 
measures. With this in place, 41% would be happy to do group 
exercises and 38% casual swimming. Less popular activities include 
badminton or tennis in sports halls (11%) and swimming lessons (5%) 
which suggests that if there is a staged opening, for these to open last. 

Pre booking time slots of gym classes is necessary through online 
portals and apps in order to manage class sizes. The majority (78%) of 
respondents would be happy with 50 min classes as opposed to 60 
min, which gives time for safe change overs.

20% would still prefer virtual classes at home, so offering a mix of in 
house and out of house activities is essential in remaining relevant 
when open. Last but not least, a small percentage (15%) will not use 
gyms at all.

SAFETY IN LEISURE 
59% are happy to use the gym 
during social distancing

76% are happy to use classes with 
reduced sizes

98% would use card payments 
to reduce physical contact

50% will use gyms about the same 
if reopen with online gyms and 

classes available 



TAKEAWAY + 
CLICK&COLLECT



For restaurants, there appears to be an even split on using 
some form of takeaway service and also between using 
takeaway or Click&Collect. Results here are likely to vary 
depending on how transportable your product is.

Naturally, customers are going to use a takeaway service 
based on what is offered on the menu (59%). Popularity is 
likely going to be based around either foods which can’t 
easily be cooked at home or if they are loyal to your unique 
product offering. Although menu items appears to be the 
most important reason why customers would or wouldn’t 
use a delivery service, the price and ease of using the 
service is significant and should be taken into 
consideration. Questions to ask:

• How much more will it cost to deliver? – create a 
discount on delivery

• How easy is your product to package and transport?

WHAT WOULD YOU CHOOSE?

47%
59%

35%

Price Menu Ease

What would effect your decision?

53%

47%

Would you do 
takeaway?

Yes No

47%
45%

Would you do 
Click&Collect?

Yes No



SUPPORTING FACTORS

Yes

No

Overall, the majority of respondents would 
be happy to pay a small fee of £3-£5 for 
delivery and a small percentage (24%) 
expecting delivery costs to be included in 
the price of the meal. This will differ 
dependant on the type of restaurant 
(everyday Vs high end), as some may 
expect to pay slightly more (£5-£10) for the 
delivery of luxury meals.

Would you pay for delivery?



ADDITIONAL INSIGHTS



ADDITIONAL INSIGHTS

75% are likely or 
very likely to 

visits as soon as 
restaurants 

open

Overall, customers 
are more likely to 

dine in restaurants 
in smaller groups

There is a concern for 
proper ventilation 
inside restaurant. 

Encouraging outdoor 
seating to begin with to 

minimise this

Customers would 
also be encouraged 

to use a click and 
collect service if 

there was a loyalty 
scheme involved as 

an incentive. 

For some restaurants, the primary 
reason for visiting certain venues is 

for meetings in the city. It’s likely 
that it will take a while for The City 

to return to full capacity and to 
keep dine in options to a minimum 
in these areas and focus on outer 

City venues



ADDITIONAL INSIGHTS

23% would be interested in 
a bespoke home exercise 

programme – by phone or 
video call

66% would expect 
on-demand workouts 
and live classes to be 

included in 
membership

23% are concerned 
around the 

unpredictability of 
other customers 

31% would expect to 
pay only 50% 

membership if 
reopening for gym 
and classes. 20% 

would pay full price 
The necessity of seat 

reservations was 
highlighted as the 

most desired method 
to ensure distancing 
and confidence when 

travelling



FIND OUT MORE
ACTEOL 

https://www.acteol-crm.com/contact
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