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Rapidly changing behaviours in 2020 are
accelerating consumer embrace of digital,
health, and sustainability trends, says
PwC

Singapore, 9 July 2020 – The acceleration of consumer trends and behavior
that was already underway prior to the COVID-19 outbreak has taken another
leap forward and will spark consumer-facing companies and retailers to
reinvent the way they do business, according to a new PwC report.

The findings from two surveys taken before and after the COVID-19 pandemic



and published today in PwC’s 11th consecutive Global Consumer Insights
Survey focus on urban consumer purchasing habits and behaviours, and how
global disruption has forced the acceleration of a more digital way of life.
Billions of people worldwide live in cities, and this concentration has created
a new era in global consumption; cities are the hubs where economic activity
happens.

Charles Loh, Consulting Leader, PwC Singapore said:

“The disruption to the consumer and retail sector was unprecedented as a
result of the pandemic. We have seen a huge shift in consumer behaviours
and how quickly consumer companies and retailers had responded to cater to
the new normal, both physically and digitally. Health and Safety are
heightened expectations from consumers today. To be successful, companies
need to build confidence and earn trust from consumers quickly in the new
post covid economy.”

The survey results reveal that the pandemic and the ensuing social distancing
measures put in place have led to fundamental changes in how consumers
work, eat, communicate, and take care of their health.

Consumers have adapted how they shop

Social distancing measures put in place because of the coronavirus have
affected consumers in all aspects of life, including how they purchase
groceries. While in-store grocery shopping is the main channel of choice, over
a third of consumers (35%) are now buying food online, with 86% of those
who shop online planning to continue after social distancing measures are
removed. For non-food items, prior to the pandemic in-store shopping was
still dominant compared to online shopping with 47% of consumers saying
they shopped at brick-and-mortar stores daily or weekly compared to
shopping via mobile phones (30%), computers (28%) and smart voice
assistants (15%). Since then, online shopping for non-food items has seen a
substantial increase (mobile phone 45%; computer 41%; tablet 33%), the
trend is especially pronounced in China and the Middle East, with 60% and
58% of respondents respectively saying they’ve started shopping more on
their mobile phones.

The importance of connection, community and self-care is clear

https://www.pwc.com/consumerinsightsv
https://www.pwc.com/consumerinsightsv


Fifty-nine percent of millennials and 57% of those with children are placing a
greater focus on their wellbeing than other groups. Focus on self-care has
increased, with 51% of urban consumers agreeing or strongly agreeing that
they are more focused on taking care of their mental health and wellbeing,
physical health and diet as a result of COVID-19.

Urban dwellers surveyed after the outbreak, viewed safety and security, and
healthcare just as important to their quality of life as employment prospects,
with 49% and 45% of respondents saying so, respectively, compared to 45%
for employment.

Consumers and sustainability

Our research showed a clear embrace of sustainability and a sense of civic
duty. For example, in survey results taken prior to the pandemic, 45% of our
global respondents say they avoid the use of plastic whenever possible, 43%
expect businesses to be accountable for their environmental impact, and 41%
expect retailers to eliminate plastic bags and packaging for perishable items.
Interestingly, when we asked consumers who were most responsible for
encouraging sustainable behaviours in their city, 20% chose “me the
consumer,” while 15% chose “the producer or manufacturer.” When we asked
consumers about their willingness to share data, 49% said they were willing
to share their data if it helped improve their city.

Richard Skinner, Retail & Consumer Leader, PwC Singapore said:

"Even pre-COVID-19 we were seeing significant trends in consumer habits
such as buying through digital channels or a preference for products and
brands that are healthy and sustainable. COVID-19 has accelerated all of this
and much of the ‘new normal’ will be here to stay.

“At the same time, investors are eyeing the space for opportunity. Whilst deal
values may be down, many consumer sectors have been resilient or have the
opportunity to bounce back quickly. This presents a great opportunity for
both corporate or financial investors who can make deals at this time.
However, there is also still great uncertainty - no one really knows how
COVID-19 will pan out. This market is for the brave but as previous recessions
have shown, some of the best deals are made in times such as now."



Notes to editors

Global Consumer Insights Survey is PwC’s 11th consecutive survey of global
consumers. PwC conducted two separate online surveys, the first survey
collected responses from 19,098 consumers from 27 countries or territories
and 74 cities between August and September 2019. The second survey
collected responses from 4,447 consumers from 9 countries or territories and
35 cities between April and May 2020. To download the full report, visit
www.pwc.com/consumerinsights
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