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Methodology  
overview
To understand the lasting impact of
COVID-19 on consumers’ needs, 
behaviors  and preferences, KPMG 
International sponsored a consumer 
pulse survey of over 70,000 consumers 
across 12 markets in six  separate 
waves over 4 months. Each wave set 
out to determine how the evolution of  
COVID-19 is affecting consumer 
behavior  and in turn, what implications 
this will have  for organizations.
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Value for money remains the #1 driver of purchase 
decisions  and remains unchanged at 63 percent. It is 
followed by ease  of buying at 40 percent, which falls 2 
percent since W1  (May/June).

Tailoring products to individual circumstances is key 
for  banking (49 percent) and insurance (32 percent).

Consumers have lost confidence as they evaluate 
the  impact of COVID-19 in their daily lives and are 
less  inclined to go out and resume life as it was.
— One in five consumers (21 percent) are inclined 

to  stay at home, a 3 percent increase vs. our 
first  report.

— Twelve percent more consumers think 
COVID-19  will last more than a year (32 
percent) vs. W1.

— Home has now become the new hub, where 
work,  entertainment, study and socializing 
activities take  place.

— Non-essential spend is expected to be a third 
lower  than pre-COVID-19 over the next 6–12
months
(-34 percent).

— Net trust in companies is now negative
vs.pre-COVID-19 at -4 percent. This is a 
drop of  7 percent in just 11 weeks.

Consumers are viewing the effects of COVID-19 to be 
more  long lasting and they’re starting to think about their 
financial  future. Insurance purchases are up 5 percent 
to 32 percent,  as consumers want additional security. 
In addition, one in  six consumers who own a credit 
product have taken or  applied for a payment deferral, as 
they struggle financially.

Where budget and restrictions allow, eating out (35 
percent)  and holidays at home (32 percent) are the most 
popular  indulgences. But both fall in priority since W1 (-
7 percent  and -4 percent respectively).

Savings is now #1  
priority for  
disposable income

Savings is now a priority

+7%vs. W1

43%

Attitude towards financial situation remains  
unchanged

are financially  
overwhelmed or  
sensitive (same asW1*)

Consumer confidence is down

Net spend is
expected to be down

22%
over the next 6–12 months  
(vs. pre-COVID-19)

Personal safety regarding COVID-19  
becomes a basic expectation

3rd in ranking
Personal safety rises in the
hierarchy of purchase drivers  
(consistent at 40%)

Consumers need more reassurance regarding 
personal  safety to come back to stores, branches 
and outdoor  venues.

Grocery shopping baskets remain larger, with a +11
percent expected net spend vs. pre-COVID-19.
However, consumers are shopping less frequently, a -
17 percent net frequency vs. pre-COVID-19.

There’s a strong interest in local suppliers, as net  
likelihood to use more in the future rises 18 
percent in  the grocery sector and 20 percent for 
the non-grocery  sector vs. pre-COVID-19.

Safety is one of the drivers of this trend (37 
percent  grocery, 38 percent non-grocery).

What has changed since our first report in July 2020?
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Change in ranking vs.W1

-1 place

+1 place

Psychological needs

Self-fulfilment needs

Basic needs

People/environment/social
conscience/community (15–16%)

Value for money (63%)

Ease of buying (40%)

My personal safety (40%)

Trust in the brand (38%)

Customer  
experience/  

quality/range  
(33–38%)
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Key findings — all sectors

Safety is now a top three purchase driver
Personal safety moves into the top  
three purchase drivers.

Personal safety is a new consumer  
expectation that is perceived to be a basic  
need alongside value for money and ease  
of buying. These basic needs must be met  
before consumers are able to consider
psychological needs such as a great 
customer  experience or the needs of others.

Consumers continue to be thoughtful in  their 
purchase decisions, with all the factors  
illustrated on the left significantly more
important than pre-COVID-19. Personal safety
has become a clear barrier to getting back out
to stores, branches and out-of-home venues.
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Organizations must work  
much harder to reassure  
potential consumers that  
their personal safety is  
paramount and find new  
ways of engaging themto  
ease the anxiety around  
in-person interactions.



6© 2020 KPMG LLP, a Canadian limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (“KPMG International”), a Swiss entity. All 
rights reserved. The KPMG name and logo are registered trademarks or trademarks of KPMG International.

What our clients are doing

Converting H&S 
activity into 

marketing/branding 
opportunities

Communication 
plans Store ops 

re-design

Re-training

Hiring 
epidemiologists 

Real-time D&A 
implementation

Store traffic / 
layout re-design
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Optimized store layout identified by in-store analytics



Financial outlook remains weak with 43 percent  
feeling overwhelmed or vulnerable.

28%

15%

45%

12%

Financially sensitive  
Slightly worse off  
Stopped non-essential  
purchases
Vulnerable
Financially  
comfortable
Not affected financially  
Kept spending as  
before
Calm

Financially  
overwhelmed  

Much worse off 
Struggling tocover

essentials  
Overwhelmed and

anxious
Financially secure

Better off  
Spending as before  

but deferred major
purchases  
Optimistic

To what degree do you feel the COVID-19 situation is affecting your 
household  finances?

To what degree do you feel your spending behavior has changed vs. 
before?  How do you currently feel about your financial wellbeing?

Savings

Rank

Change  
sinceW1

Eating out Holidays at  
home

+ 7 % -7% -4%

Fewer people want to spend on eating out or holidays,  
with saving taking more of a priority vs. W1.

1st 2nd 3rd

8 Consumers and the new reality

Key findings — all sectors

Consumers
have lost  
confidence
Since our first report, published in July 2020,  
consumers have lost confidence in their  
interactions with the outside world.

They are less inclined to go out and more likely to feel  
that the impact of COVID-19 will last more than a year.

Overall net spend across all categories in the next 6–12  
months is 22 percent lower vs. pre-COVID-19 and spend  
on non-essential purchases, is expected to drop by
34 percent.

Globally, 21 percent of consumers want to stay at home  
as much as possible (+3 percent vs. W1).

A third (32 percent) now think the situation will last more
than a year, a rise of 12 percent vs. W1. This is seen most
among the financially overwhelmed (39 percent).

Organizations will need to  
focus on reassurance and  
implement initiatives that  
restore consumer confidence.
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Who is the most cautious?

Those more likely to want to stay at home are  
younger consumers (25 percent, 18–44 years old vs.  
18 percent 45+ years old) and those in Hong
Kong (SAR), China (33 percent), the US (32 
percent)  and Brazil (31 percent).

This group is more inclined to be found among the  
financially overwhelmed or sensitive (24 percent).

Whereas older people (32 percent 45+ years old vs.  
28 percent 18–44 years old), the financially secure or  
comfortable (32 and 33 percent respectively), Italians
(45 percent) and those in mainland China (41 percent) are  
the most likely to want to return to pre-COVID-19 habits  
with extra caution.

This belief that COVID-19 will last more than a year is  
higher among those aged 45+ vs. younger consumers  
(35 percent vs. 28 percent) and most evident in Japan  
(44 percent) and Canada (43 percent).

This is more commonly felt among the financially  
overwhelmed (39 percent) and sensitive (34 percent).

The decline in net spend is expected to be highest in  
France and Japan (-28 percent respectively).

Non-essential spend is expected to fall most steeply  
in Spain (-43 percent) and France (-40 percent).
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What our clients are doing

Product line / sku 
analysis

Expansion into 
non-tradition 

product 
categories (within 

reason)

Joint ventures / 
partnerships to 

create 
complimentary 

baskets

Focus on home 
as central hub



Net trust decreases vs.W1

Percentage showing net trust, i.e. trust more than before minus 
less  than before
And to what extent do you trust each type of company now, 
compared  with before the start of the COVID-19 situation?

Source: Consumers and the new reality, KPMG International, 
August 2020

-4%

Net trust in  
companies is now
-4% vs.
pre-COVID-19, a
drop of -7% in  
11 weeks.

Net trust by sector now vs. pre-COVID-19.

W1 W5 Change

Grocery 8 % -2% -10%

Non-grocery 3 % -5% -8%

Banking 1 % -2% -3%

Insurance 4 % 1 % -3%

Entertainment & Leisure n/a -15% n/a

Travel & Tourism -9% -15% -6%

Consumers and the new reality 10

Key findings — all sectors

Brand trust
has  declined
As consumer confidence dips, companies  
may have not reacted strongly or quickly  
enough to counteract concerns.

In our first report, net trust across all sectors globally,  
was stronger than pre-COVID-19 (+3 percent). 
Now, net trust has declined to -4 percent.

Mainland China stands out as being exceptionally  
trusting of organizations at this time (up 27 percent 
vs. pre-COVID-19).

However, all other markets see a negative net
trust of between -2 percent in the US and -15
percent in France vs. pre-COVID-19.

The drop in net trust over the past couple of months 
since  W1 has been greatest for Spain and Italy (-15 
percentand -13 percent respectively).

Grocery and non-grocery retail, early beneficiaries of 
consumer  trust, have suffered the most. The two sectors 
new to our  survey, Entertainment & Leisure and Travel & 
Tourism, have  also suffered a significant drop in trust vs.
pre-COVID-19.

Companies must do much more  
to build trust.
Organizations need to clearly  
communicate and demonstrate  
their ongoing commitment to  
rebuilding trust.
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Sector focus
Consumer and Retail

Net trust has declined for both grocery and non-grocery retail — with more customers now saying they have less  
trust in the sector thanbefore.

August 2020

May 2020

Grocery Non-grocery
Percentage showing net trust, i.e. trust more than before minus less than before
And to what extent do you trust each type of company now, compared with before the start of the COVID-19
situation?

+3%

+8%

-5%

-2%

I trust the sector more  
than before COVID-19

I trust the sector less  
than before COVID-19

Trust in retail
has been  
eroded

Retail, and grocery retail in particular, was initially seen positively during the COVID-19 
situation. Trust  in these sectors was higher than any other — however as time has
passed, this trust has eroded with  a significant decline compared to W1 (-10 percent for 
grocery, -8 percent for non-grocery). Net trust is  now negative for both sectors.

Decline in trust is seen across all markets. Even those with current high net trust, such as mainland China (currently at 
+15  percent net trust) have seen a negative change (-11 percent for grocery, -8 percent for non-grocery).

Trust is driven by retailers demonstrating the same values that customers hold themselves — customers are  
expecting retailers to focus even more on protecting customer safety.

#1 driver of trust in grocery  
retail (#2 non-grocery)

Brand’s values  
match my own

#1 focus expected by customers:

More social distancing  
and hygiene safety  
measures in store
May/June +4%
Increase in
importance since

Drivers analytics, importance of purchasing attributes  
against trust in sectors
Which of the following is important to you now when  
buying a product or service?
Thinking about you as a customer, what type of things  
do you think grocery/non-grocery retailers should be  
focusing on now, as a result of COVID-19?

Source: Consumers and the new reality,  
KPMG International, May–August 2020

Consumers and the new reality 11
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Retailers need to demonstrate  
that they are still taking  
personal safety seriously in  
order to rebuild consumer trust.  
It requires a restoration of visible  
aspects of customer safety that  were 
evident during periods of  lockdown.
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What our clients are doing

Trust with home 
delivery / click & 
collect (online)

Trust in digital 
interaction –

privacy

H&S trust at 
the physical 

store
Trust in the 

product itself

Defining trust and & addressing each element separately

Employee 
confidence / 
comfort level



Sector focus  
Consumer and Retail  

Baskets
are larger, but  
filled less often
Consumer spend has increased — reflecting
the necessity faced by many customers to
consume more at home.

This is in contrast to spend on non-grocery 
— across almost all markets, particularly
Hong Kong (SAR), China (+33
percent), mainland China (+24
percent) and Brazil (+19 percent vs. 
pre-COVID-19). France is the 
exception (-1 percent).

Customers are shopping less often and are
much  more thoughtful about where they 
choose to  shop — especially in Canada and 
France,where frequency is even further 
reduced (-45 percent and -29 percent 
respectively vs. pre-COVID-19).

Net spend on grocery is expected to increase as more customers consume at home…

Pre-COVID-19 Next 6–12months

Percentage showing net spend, i.e. spend more than before minus less than before
And thinking about your monthly spending, how do you think this will change in the next 6–12 months compared with before
COVID-19?

Source: Consumers and the new reality, KPMG International, August 2020

+11%
Net spend
Financially secure 
customers  feel they will 
spend more  (16 percent) 
with even  financially 
overwhelmed  customers 
spending more  than pre-
COVID-19
(+8 percent)

… but they are shopping less often than before COVID-19.

Percentage showing net frequency, i.e. shop more often than before minus less often than 
before  Are you shopping for groceries more often, the same or less often now than before
COVID-19?

Pre-COVID-19 Now

Net frequency-17% Financially overwhelmed
customers are shopping  
less often (-19 percent)

Grocery spending is up despite a loss of trust.  
Retailers will need to better understand the 
motivations  behind this behavior if they are to 
encourage customers  to stay loyal once 
restrictions are lifted.

13 Consumers and the new reality

© 2020 KPMG International Cooperative (“KPMG International”). KPMG International provides no client serv ices and is a Swiss entity with which the independent member firms of the KPMG network are affiliated.



Major reductions are seen in spend on non-groceryretail…

Percentage showing net spend, i.e. spend more than before minus less than before
And thinking about your monthly spending, how do you think this will change in the next 6–12 months compared with before COVID-19?

Pre-COVID-19 Next 6–12months

-34%
Net spendtotal  
Even financially  
comfortable/secure
customers predict they will
spend less (-23 percent vs.
pre-COVID-19).

… with the majority of customers either stopping or reviewing non-essential spending.

To what degree do you feel your spending behavior has changed vs before?  

1 in 5 customers stopped all non-essential spend(21%)

2 in 5 customers more selective in alltheir purchases (42%)

Sector focus  
Consumer and Retail  
Non-grocery

Dramatic drop
seen in non-
grocery spending
Customers believe they will spend far less in
the  future on their non-grocery retail.

This pattern is reflected in all markets. Retailers  
need to consider what steps can be taken to
restore  customer confidence.

Similar to grocery, personal safety is a key
driver of customers to online channels and a
necessity in store.

Decreased spend on non-grocery is seen across all 
markets. US  (-20 percent), Germany (-25 percent) and 
mainland China (-25 percent) see a slightly smaller degree 
of reduced spend but  still significant compared with pre-
COVID-19.

Consumers and the new reality 14

Non-grocery retailers need to provide compelling reasons as to why customers should visit their stores or websites and 
make  purchases in the short-term.
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-23%

-39%

+14 %

+ 2 4 %
+ 2 1 %

Website channels have risen in use for retail while use of large stores has fallen dramatically.
+ 3 5 %

Large  
supermarkets /  

stores

Large retailer  
websites

Other online 
for grocery

Grocery Non-grocery
How have your shopping habits with retailers changed during COVID-19?  

E as ier to E asier
find what I to pay  
want

Quicker  
process

Use of online channels is driven by a desire for personal safety and convenience of the channel. For grocery, safety is  
even more of a concern for financially overwhelmed customers (53 percent).

Grocery

Non-grocery

26% 27 % 30% 50%

Safety/Don't need to  
interact with people

Easier to compare  
products

Easier to find  
what I want

Flexible delivery  
options

38 % 44% 56%

Safety/Don't need to  
interact with other people

44%

Sector focus
Consumer and Retail

Why do you think you will continue buying online/your groceries more online? 12

With digital the undisputed  
channel of growth and being  
a key way to meet customers’
new expectations, brands must  
ensure their online offerings  
are easy to use and integrate  
seamlessly with their overall  
omni-channel offering.
The profitability of the channel will  
also need to be reviewed carefully  
as in many cases, online is far  
superior to the physical store.

What does this mean that the  role 
of the physical store? Do  retailers 
need to think about how  to best 
use their physical space  to 
maximize their returns? The  
industry will also need to assess
many of its traditional KPIs such as  
sales per square meter and how  
they suit this new reality.
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Online shopping
services, e.g.

Amazon
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Only 1 in 3 customers express a strong desire to return to large supermarkets/stores in the future — there is still a lot  
to do to build consumer confidence.

35% 36%

What would a supermarket/large store need to do to encourage you to go back to a store, in the near future?  

1 Sanitized baskets/trolleys 1 Enforced social distancing

2 Provide hand sanitizer 2 Provide hand sanitizer

3 Enforced social distancing 3 Limited number of customers

4 Lower prices 4 Lower prices

5 Staff wearing PPE 5 Sanitized baskets/trolleys

Grocery Non-grocery

Do you miss going to supermarkets/large retail stores as often as you used to? Answering Yes, and seeking to return as soon as possible.  

Customers expect visible evidence that retailers are addressing their expectations for safety, before they would be more 
willing to return.

What would convince you to return to largestores?

Grocery Non-grocery

Sector focus
Consumer and Retail

Consumers and the new reality 16

Customers state a willingnessto  
return to stores but only if their  
concerns over personal safety  
are alleviated. This will require  
detailed store planning to improve  
safety by minimizing touchpoint  
exposure and reducing potentially  
harmful interactions.
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Financially comfortable / 
financially secure dominated by 

those aged 45+

Those most concerned 
about impact of COVID-19 

are aged 55+

Baby boomers (aged 
56 – 74)

The rise in online shopping is not temporary

Pre-COVID, 74% of baby 
boomers preferred to shop 

in store [source:  Oracle 
smartercx], higher than any 

other generation

Translation  baby boomers 
have money, are concerned 

about their health, have been 
forced to try more online 

shopping… and they liked it

28%

15%

45%

12%

Financially 
sensitive  
Slightly worse off  
Stopped non-
essential  purchases
Vulnerable
Financially  
comfortable
Not affected financially  
Kept spending as  
before
Calm

Financially  
overwhelmed  
Much worse off 

Struggling tocover
essentials  

Overwhelmed and
anxious

Financially
secure

Better off  
Spending as before  

but deferred major
purchases  
Optimistic
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The new PHYGITAL CUSTOMER JOURNEY: Enabling solutions
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Critical e-commerce errors to avoid
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Using data 
• External signals now key
• Location selection
• Customer segmentation & analysis

The customer journey
1. The user accesses website and 

starts navigation
2. The user is profiled on 

psychological traits that can be 
inferred from his/her website 
behaviour (clicks, pages 
browsed)

3. A specific Persona is created 
and linked to the user

4. The Persona’s specific traits can 
be subjected to effective 
personalized content and offers 
from website CMS

5. Personalized webpages, more 
suitable to the Persona’s traits, 
will increase engagement and 
responsiveness

6. The Company will leverage a 
real time mapping of the 
Personas and their behaviour

Psychometric analytics & user insights



Sector focus
Consumer and Retail

Consumers will pay
more to support  
their community
While value for moneyremains  
the most important driverof
consumption retailers andsuppliers  
should try and avoid a race to
the bottom. We are experiencing a  
significant trend towards supporting  local 
suppliers and this could offer an  
opportunity to counteract this price  
pressure. Many consumers tell us that
they would pay more to support their local  
community. This may have implications  for 
large retailers who could partner with  local 
suppliers and global brands who may  
consider localizing their brand strategy.

Support for local suppliers has continued over the past months, with a strong desire to  
support the community as well as the perception that local goods are higher quality.
Predicted  use of local suppliers has decreased slightly over the past months, but still 
remainshigh.

Consumers continue to feel strongly that they will make greater use of local suppliers in the future and they  
are also still willing to pay more for goods when they do.

When you buy from local suppliers,  
would you be willing to pay more for  
locally sourced products in the
future?

Grocery Non-grocery
Percentage showing the net change (% more likely to use, minus % less likely to use) post-
COVID-19)
Thinking about your personal preferences in grocery/non-grocery shopping, how do you
think your brand preference will change in the future, once all restrictions are lifted,
compared with before the COVID-19 situation? Less/same/more
Source: Consumers and the new reality, KPMG International, August 2020

18% 20%
Predicted increase in Will pay more for some/allgoods  
use of local supplier

Down5%  
vs.W1

Down3%  
vs.W1 85% 88%

Want to support local community

Less travel time

Beneath the surface desires to support the local community, there is an undercurrent of safety conscious  
behavior — including perceived safety of buying locally, and wishing to travel less distance.

Why do Iwant to  
use local suppliers  

more infuture?

Why do you say you will buy more from local suppliers once all restrictions are

62%

48%
47% Products are made/sourced locally

37%
38% Safer to buy locally

38%
31% 

36%
34%

36%
32%

Better for environment

Products better quality

72%

21 Consumers and the new reality
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What our clients are doing

Supply chain 
analysis for local 
options (where 

feasible)

Partnerships with 
“local” not-for-

profits and 
community 
programs

Margin 
rationalization

Re-designing 
marketing 
focused on 

“shop local” –
what is local?



Discussion
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We want to hear from you

What topics do you want to discuss with us next?

An open 
conversation with 
retailers and mall 
owners/operators 

Data & analytics Other?The future of 
retail supply 

chains
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