BEYOND THE CURVE
LIFE AFTER CORONAVIRUS IN AUSTRALIA

The COVID-19 paradoxes
COVID-19, the truest example of globalisation, has united the
world in the form of a pandemic that can only be eradicated by
social isolation.
The scale of the humanitarian health crisis and the economic
havoc that COVID-19 is delivering around the world will disrupt
the formidable advancement of globalisation – its very enabler.
COVID-19 is the world’s most shared, equalising experience,
where global and local are in sync, and all societies across the
world will be forced to re-evaluate the future.
This virus which, in the space of three months, has
deglobalized the world, stopping progress in its tracks, will also
be the accelerator of innovation around the world.
COVID-19 will be seen to be a progress correction. In some
instances taking us backwards, only to propel us forward
dramatically on a different path.
Source: dentsu Intelligence

Beyond the curve
The following report is a view to the post COVID-19
Australia. A view to lives changed and
transformed. Attitudes will shift, new behaviours will
emerge and some habits will cease.
Australian brands and businesses cannot afford to
hibernate, only to remerge once the winter is over. Your
customers will in some instances have more time on their
hands than ever before, ready to explore and investigate
possibilities. Some will transform their lives based on their
personal experiences of this crisis and will no longer be the
customer you knew before.
At dentsu, we will be following Australians on this journey,
understanding their different experiences and reactions
so we can ensure that our clients are well prepared
and stronger on the other side.

THE ACCELERATOR

Half-Circular Timeline and
Beyond
the
curve
Descriptions
• Insert your subtitle here.
This space is good for short
COVID-19
subtitlewill play three distinct roles during its time
on the world stage and will have a significant impact
on our future life beyond the predominant health
effects.

The virus will be the tipping point for
moderately paced trends such as a
distributed work force, e-commerce and
virtual experiences. It will fast forward
some of the ways of living we now see
as flawed.

THE RE-EVALUATOR
Many Australians will re-evaluate life
choices, attitudes and perspectives. This
will be an opportunity to challenge the
assumptions of yesterday. It will be the
ultimate test of established government
social policies.

THE DISRUPTOR
The trajectory of progress will be
disrupted and, in some instances, rerouted by the impact of the
virus COVID-19.

THE
ACCELERATOR

We just got a
glimpse of our
own futures…
Australians are taking part in a rehearsal of what the future could be. A society that has more
virtual get-togethers than in the flesh; where social media is finally the real world. A workforce
that is highly distributed; where being part of a team can be a lonely or an empowering
experience. An environment that CAN change dramatically in a short time period, with
controlled human impact. COVID-19 has exposed weaknesses in society and people will
emerge with new priorities and perspectives.

We were already social distancing
Pre-COVID less than half of Australians have F2F contact with friends and family at least once a
day1
Social isolation, social distancing and lockdown are now
being forced upon us but weren’t we heading there
anyway? With more hours than ever spent on social media
and streaming platforms, we’ve all been in training for self
isolation.
COVID-19 will cause many people to reassess the role
social media plays in their lives and its contribution to preCOVID social distancing practices. Regardless, the virus has
accelerated the growth of opportunities to come together
socially from a distance and they will be here to stay –
because they are pretty awesome.

DJ D-Nice’s Instagram Live virtual dance parties have been the
sensation of isolation, drawing upwards of 150,000 viewers

Coronavirus isolation
prompts new
#happyathome digital
movement as
community spirit soars
online.

1According

to Deloitte’s Mobile Nation Report.

Pub Choir - 29.1K subscribers. Over 1000 people from 18 countries
submitted a video of their performance of “Close To You” (The
Carpenters) in just TWO DAYS.

Virtual is the new personal
Up until 2020, real life was the domain of immersive
customer experiences. Tourism, arts and entertainment
brands are now discovering the true engagement
potential of virtual experiences.
In a time where effective one-to-one marketing is the
goal, we could now start to see virtual events and
engagement marketing become the next level of
personalised content and communication whilst still
allowing brands to engage at scale.

If your brand is not geared for virtual experiences, then
this should be at the top of your to do list because
virtual experiences and events will now be a major
growth area for brands.

The future datafication of cities
Personal data as a key element of social infrastructure is
here to stay. COVID-19 will accelerate the datafication of
cities as we know them.
South Korea has asked people in home quarantine to use
self-diagnostic apps that connect them with medical staff.
An interactive map populated with government data shows
locations infected people have visited as well as their
demographic characteristics. A popular privately developed
mobile app references the same data to send alerts to users
when they get within 100 meters (328 feet) of these
locations.
In China, the Government monitored people’s smartphones,
as well as using hundreds of millions of face-recognising
cameras and forcing people to check and report their body
temperature and medical condition. This meant that the
Chinese authorities could not only identify suspected
coronavirus carriers, but also track their movements and
identify anyone they came into contact with. A range of
mobile apps also warned people about their proximity to
infected patients.

Source: https://www.technologyreview.com/2020/03/06/905459/coronavirus-south-korea-smartphone-app-quarantine/
https://www.wired.com/story/phones-track-spread-covid19-good-idea/

The future datafication of [Australian] cities
This will eventually provide opportunities for brands who can offer genuine benefit, however trust will be
critical
Yuval Noah Hariri, our favourite futurist, puts forward this
scenario in an article in the Financial Times
‘As a thought experiment, consider a hypothetical
government that demands that every citizen wears a
biometric bracelet that monitors body temperature and
heart-rate 24 hours a day. The resulting data is hoarded
and analysed by government algorithms. The algorithms
will know that you are sick even before you know it, and
they will also know where you have been, and who you
have met. The chains of infection could be drastically
shortened, and even cut altogether. Such a system could
arguably stop the epidemic in its tracks within days.’

David Tuffley, a senior lecturer in applied ethics and cyber
security at Griffith University told the SMH
"We are definitely moving towards a society and a future
of more intensive surveillance, that’s for sure," he said. "If
you look at how fast the trend is developing, I am pretty
sure by about 2030 we will have levels of surveillance in
Australia that are undreamed of currently."

COVID-19 will only accelerate and facilitate this shift to
citizen surveillance and will undoubtably be used to drive
reassurance and acceptance around biometric and
location-based data sharing. The Australian Government
are currently developing a mobile app to help monitor
interactions between Australians. Due to be ready by the
end of April the app will be opt in only and not mandatory.
A scenario of Australia following the examples of South Korea The app will plot people who have spent 15 minutes or
more in close proximity with a person who proves to be
and China isn’t that far fetched. Sydney is the 15th-most
COVID-19 positive. Singapore, which is considered a more
surveilled metropolitan city in the world and this will only
compliant society, has developed a similar app but only
increase. Sydney now has 12.35 cameras for every 1000
20 per cent of its citizens have agreed to share their
people according to British firm Comparitech.,
mobile phone data with the Government

Career and work decisions

COVID-19 will have a significant impact on employment choices in future.
Creativity & Production
Impact
varied
depending
on category

The grass is greener

Flexibility

Stability

The grass is safer

Service

Highest risk
A lot of gig
economy roles sit
here

The benefits and drawback of a distributed work force will be a
known quantity for all. Flexible working is here to stay. Employees,
have freedom to control their environment and avoid
commuting. Numerous studies tell us that increased WFH
opportunities correlate with higher levels of job satisfaction and
lower levels of absenteeism. Employers will take advantage of
significant corporate savings, predominantly out of overhead costs
and reduced travel expenses.
The grass is greener
Those that have experienced flexibility for the first time may not
want to go back to the pre-COVID-19 way of working.
The grass is safer
Those that experienced instability and job loss may well decide to
look to more stable public service roles or influence the career
choices of their children.

Highest risk
COVID-19 has exposed vulnerabilities in the labour force and these
will need to be addressed as part of public policy.
Source: dentsu Intelligence

Workforce transformation accelerated
20% GIG workers
20% Tech

“I estimate that 12% of business won’t survive this and while
the official unemployment might be 10%, for the next 6-12
months, another 20% of people will be in jobs that don’t fit
with their aspirations or that they are not happy with.”
- Morris Miselowski

60% permanently attached

According to Australian business futurist Morris
Miselowski this will accelerate the blended future of the
work force within organisations.

60% of a company's employee will be permanently
attached and will contribute to the delivery of the
company's vision and ethos. 20% of function will be
delivered by advanced tech – AI, drones, robots. 20% will
be casual workforce - gig workers – who are brought into
the company for their specialisation, stay with the
company for the duration of a project and move on.
Source: Morris Miselowski | AFR 9 April

This event will see the acceleration of the SLASHER //. In
order to survive financially people have to step away from
their established careers and think what other skills they
can commercialise. The concept of career may change, and
people may seek to spread the risk of their income earning
over multiple roles.
Faced with the challenge of working at home with kids,
parents are now hiring private office space. @Workspaces
has seen a 30% spike in daily inquiries since the start of stayat-home restrictions. With the changing workforce
composition we could see a resurgence in growth of the 3rd
working space – especially as people set themselves up as a
small business – leasing out the different skillsets they have

Are you prepared for the acceleration?
EXPLORING THE WORLD BEYOND OUR OWN FRIENDSHIP NETWORKS IS HERE TO STAY
Are your digital and social media strategies being re-engineered to address the increase in
group gatherings online? Does your business or brand have strategies in place to take
advantage of the increased participation in virtual experiences, e-commerce and live shop
streaming?

COVID-19 HAS BROUGHT THE BENEFIT OF BIG DATA TO THE MASSES
We are at a data sharing tipping point. Are there opportunities for your business in the
trend to sharing data for safety and welfare? What help can your brand offer people in
challenging times
THE WORKPLACE TRANSFORMATION WILL IMPACT ALMOST EVERY CATEGORY IN SOME WAY
Is your organisation ready for the workforce transformation? This is relevant for your own
business as well as your customers. Do you have the logistics in place to help support a
customer base that is widely distributed? Do you have the flexibility to meet the changing
demands and hours of a decentralised workforce no longer working 9-5?

THE
RE-EVALUATOR

My biggest fear is that
life WILL go back to
normal, that nothing will
change, that we won’t
learn from any of the
lessons that this will
offer

Hilary 38 Sydney
Currently socially isolating with 9 month old and hubby

We know who we
were; we know who
we might have to be
in the short term; the
opportunity is: who
do we want to
be? We will need
to reset and reboot
Morris Miselowski
Business Futurist

People will be changed
62% of Australians agree that this is the reset we needed to re-evaluate how we were living
From TIME
POOR to
TIME RICH

1

The Lab COVID-19 report
* Based on a million jobs being lost

United in
Crisis

Australians have gained
approximately 1 billions hours
back.* Social isolation is shifting
the never-have-time-fors to
#coronagoals. People can take
the opportunity learn that
language and buy that drum kit.

Australians that live life on fast
forward normally may have the
opportunity to live the slow life,
re-evaluating how they might
emerge once the doors to
‘normal’ life open once more

Living the
SLOW life

People tend to come together in
times of crisis. It is critical for
brands to match the social
instinct. People will remember
brands that don’t. Treat staff and
customers kindly…

If brands didn’t have their
purpose sorted before, they
should use this time to find it.
More so than ever
consumption will be aligned
with core values

A new
PURPOSE
FOR
PURPOSE

“Post-war” emotions

Brands will need to acknowledge and support
as this impacts the relationship they have with
their customers
The epic battle that Australians are waging against
COVID-19 will leave an emotional legacy that lasts
months if not years. It will range from significant
feelings of relief through to post traumatic stress and
anxiety.

This was evidenced in Canada post SARS. A 2004 study
of 129 people who were voluntarily quarantined during
the outbreak found that nearly 33% exhibited symptoms
of post-traumatic stress disorder or depression.
Critically it is not just people personally affected by
Coronavirus that will suffer. The scale and intensity of
news coverage and exposure across social media will
affect people adversely. Studies post 9/11 showed that
people who spent many hours in front of the television
or looking at their smart phones were at high risk for
psychopathology, including PTSD, depression and
anxiety.
Source: https://encyclopedia.1914-1918-online.net/article/post-war_societies

I learnt to appreciate better the joy of being alive. I eat,
I drink, I breathe. I sleep with pleasure. Through this
precious good humour I am inclined not to worry much
about minor matters. […] I learnt to like broad shoes and
soft collars because for a long time I wore poor man’s
clothing. Finally, I have lost that bourgeois habit that I
used to have, of wanting to impress by appearances.
It’s one less thing to worry about.
French philosopher Alain (the pseudonym of Émile-Auguste Chartier
(1868-1951))

Health & safety
Safety is now the top Australian value
overtaking honestly 1
The focus on health will be amplified. With warnings
that we can expect more epidemics in future, people
will create emergency stockpiles of masks, hand
sanitiser and disinfectant well after this crisis is over.
According to Kantar* 83% Chinese
consumers surveyed will still stock up masks and
disinfectant post outbreak. Wearing a mask will
become a daily behaviour for 65% people; 76% will pay
attention to the bacteria killing feature of personal
care and household cleaning products and 63% will
consider buy home appliances for disinfecting
purposes.
Health workers will experience a new form of
celebrity, but health systems will be
scrutinised. COVID-19 has exposed the weakness and
lack of preparedness of national health systems
around the world.
Source: *https://www.kantar.com/Inspiration/Coronavirus/Measuring-the-impact-of-the-coronavirus-on-Chinas-consumption;
1 Now and Next report The Lab: nature

Back to basics
A simpler life
According to Kantar* Chinese attitudes will become
more conservative and more driven by experiences and
personal growth than possessions and instant
gratification.

There are more people agreeing to “save up for rainy
days”, “reduce unnecessary spending” than agreeing to
“enjoy instant pleasure”.
People will treasure things that money cannot buy, such
as “spending more time with family and friends”, “richer
spiritual world”, “becoming a better self”.
The experiences of 2020 will impact people's attitudes
to brands with people stating that they will “pay more to
buy from socially responsible brands”, “pay more for
cleaner environment and services” and “pay more
attention to environmental protection and
sustainability”.

Source: * https://www.kantar.com/Inspiration/Coronavirus/Measuring-the-impact-of-the-coronavirus-on-Chinasconsumption;

Climate change
A dress rehearsal

COVID-19 has both highlighted and
overshadowed the even more serious
threat of climate crisis. Satellite photos
have compared the pre-COVID-19 skies
filled with smog vs the clear
skies. People have also seen evidence of
mother nature reclaiming what is hers
with goats and deer venturing back into
villages across the UK.
Stanford University scientist Marshall Burke estimated that, in China alone,
emission reductions since the start of the pandemic had in effect saved the
lives of at least 1,400 children under five and 51,700 adults over 70.
Meanwhile, people around the world are witnessing just what an impact
humans have and what could be possible if we changed the way we live.
This plain-sight proof of the difference we can make in such a short period
of time may cause even the sceptics to re-evaluate their views on human
impact on the climate. This coupled with a glimpse of what we would have
to endure as a society even with the mildest effects of climate change, will
increase the awareness of the critical importance of this issue.
https://siepr.stanford.edu/news/we-can-t-go-back-normal-how-will-coronavirus-change-world

And the people stayed home.
And read books, and listened, and rested,
and exercised, and made art, and played games,
and learned new ways of being, and were still.
And listened more deeply.
Some meditated, some prayed, some danced.
Some met their shadows.
And the people began to think differently.
And the people healed.
And, in the absence of people living in ignorant,
dangerous, mindless, and heartless ways,
the earth began to heal.
And when the danger passed, and the people joined together again,
they grieved their losses, and made new choices, and dreamed new images,
and created new ways to live and heal the earth fully,
as they had been healed.
By Catherine O’Meara
2020 Blog post that went viral, mispresented as an 1860’s poem
Its popularity signifying peoples’ need to find a hope and purpose within this crisis

Are you prepared for re-evaluation?
IT’S START AGAIN TIME FOR UNDERSTANDING CUSTOMERS’ JOURNEYS
People will be changed. What they expect from brands will change too. The customer you try to
reconnect with after lockdown will NOT be the customer you knew previously.
Do you have a research programme in place to understand how your customers have changed
during this crisis? Your role in their lives might be very different now. Do you understand how
to re-engage? Do you understand the impact that the recent months have had on their path to
purchase?
PEOPLE WILL HAVE SUFFERED THROUGH THIS ORDEAL AND IT WILL AFFECT THEIR
ATTITUDES TO BRANDS
Do you have a strategy devised to support demonstrating empathy for your customers? How
can you meaningfully contribute to their lives now beyond the sale?

CLIMATE CHANGE WILL HAVE WIDER SUPPORT AND A RENEWED ENERGY AS WE
EMERGE FROM THE COVID-19 FOG
Do you have a position on climate change? Can you support that position with brand
behaviour and messaging?

THE
DISRUPTOR

The gap widens

COVID -19 will exacerbate inequality
COVID-19 is exposing a wide range of inequality in the
world, geographical, economical and social. It is also
unveiling less obvious inequalities, such as those in the
workforce; between white collar workers whose jobs can
be done at home on a computer, and less-educated
workers in jobs that require human contact.
In Australia, Indigenous equality is again highlighted with
high risk individuals being declared as people over 70,
people 60+ with underlying health issues and indigenous
50+ with underlying health issues.

Additionally, gender inequalities are still an issue, with
women mainly being responsible for remote schooling as
well as their own professional responsibilities.
It is times like this that brands need to double down on
diversity, help support their own staff and their customers.
A great example is the Victorian government choosing to
protect the homeless community of Melbourne by
providing them free hotel accommodation for a month.
Source:https://www.weforum.org/agenda/2020/03/coronavirus-pandemic-inequality-among-workers/;;
https://www.bloomberg.com/news/articles/2020-03-11/coronavirus-will-make-gender-inequality-worse ;
https://www.nytimes.com/2020/03/15/world/europe/coronavirus-inequality.html

Translife in the US are using the concept of social distancing to highlight
the mental health challenges faced by the trans community. No one
should feel isolated because of their identity, and in a time where social
distancing and communications are of the utmost importance
#WeSeeUs shows just how great the impact can be when we have the
strength to share and the vulnerability to express ourselves.

Life disrupted: Future cities
COVID-19 has exposed flaws in our urban landscape. The
environmentally friendly shift to high density living and
interconnected transport systems are not appropriate social
frameworks for pandemic responses.
Rates of infection are increased in shared social spaces and social
isolation is more difficult when your unit doesn’t have a balcony, or
you can’t access a backyard or a courtyard.
The future of cities in Australia will still remain at a higher density
however this experience will teach people the value of having
access to private open spaces connected to their homes.
There will be a renewed emphasis on local shopping areas as we
start to see the demise of the shopping mall and more people
working from home.

The new approach to cities could provide new solutions to
society’s most vulnerable. COVID-19 has thrust the vulnerabilities
of the elderly, those in nursing homes and the homeless into the
wider social consciousness. This will remain after COVID-19
passes and will become a priority for social and urban planning.
Source: dentsu Intelligence

Life disrupted: Future cities
As COVID-19 hastens the decline of bricks and mortar
retail, the transformation of shopping malls will be
accelerated. We are more likely to see levels that once
hosted the book and homewares stores converted to
apartments as these malls become multi use mini cities
of their own.
The inevitable move towards a distributed work force,
with many working from home at increased rates, will
accelerate the declining cost of distance. This has huge
implications for urban planning and could give rise to a
new wave of village living and local shopping.
For the people still having to commute there will be a
shift to bikes, scooters and cars. We would expect to
see a heightened anxiety around use of public transport
once stay-at-home restrictions are lifted.

Source: dentsu Intelligence

Local love
The COVID-19 influenced environment will see an emphasis on the values of safety and honesty. Local
retail, local manufacturing and local travel will be the beneficiaries of this. The importance of supporting the
local economy will also be a huge focus of the Government and socially aware citizens.
High Street
Revival

Changes to the Australian psyche
could see the revival of the local
shopping strip
• Fear of venturing out to
crowded malls
• An increase in people working
from home will see more local
shopping and café traffic

The impact of the coronavirus
crisis has exposed where
Australia has become too
reliant on overseas supplies,
Australian Industry Group CEO
Innes Willox predicted that
after this crisis there will be a
push towards doing more
manufacturing in Australia.
"I think self-reliance will
become more of a mantra,".

Highway
Holidays

Home
grown

Any travel in the near future will
be domestic driven not only
because of travel restrictions.
Safety associations with
Australia as well as a desire to
support the areas affected by
bush fires will see local travel to
be the priority

There is a valuable role for brands to play in
helping and supporting
82% DO NOT FEEL
THAT COMPANIES
SHOULD STOP
ADVERTISING
DURING COVID-19
BUT 19% BELIEVE IT’S
ONLY APPROPRIATE FOR
SOME BRANDS TO
ADVERTISE

32%

Be practical and realistic

66%

Show how they can be
helpful in the new
everyday life

60%

Not exploit coronavirus
to promote the brand

Aussies are
looking for
authenticity
from brands.
For them,
brands
should:

20%

Be an example to guide
change

69%

Use a reassuring tone

69%

Inform about their efforts
to face the situation

17%

Reduce anxiety and
understand consumers
concerns

Brands that choose to go dark will struggle on the other side
Source: Kantar Research

GO DARK AND RISK
HAVING TO START AGAIN

THE WORLD MOVED ON WHILE
YOU WERE GONE…

Over the last 30 years our economy has shifted
from a balanced goods and services economy to
one heavily geared to services.

Brands and businesses should not
underestimate the value of maintaining
share of mind.
In a time where so many people are in
need – either emotionally or materially there are genuine opportunities for any
brand to pivot or contribute
meaningfully and add value to peoples'
lives. The worst thing a brand can do is
remove itself from the narrative and
become irrelevant in such a crucial time
in history.

COVID-19
has disrupted
that trend.
The
pendulum
has swung
back sharply
the other way. In recent weeks supermarket
spending has increased 40% and alcohol by 20%
year-on-year. There has also been a 22% rise in electronic
purchases.1 We will also likely see an increase in home
maintenance, home appliances, furnishings and toys. This will
be temporary. However, over the next three-six months we
will see brands and businesses go dark and disappear from
peoples' lives and minds - dramatically changing the
landscape. During those three-six months, people will
change. Their values, priorities and choices will shift. Some
brands will need to start again.
ANZ
1

Creativity and survival are great partners
Brand stretch will become the base line

Restaurants do takeaway food and
cocktails + delivery

Coffee Club care kits

Pubs that become grocery stores, florists turn into fruit
shops, contactless delivery, up-market restaurants that
embrace home delivery. Small businesses are pivoting to
survive.
This crisis will undoubtably shine a light on Australianbased manufacturing as the government calls on
manufacturers to re-tool to produce front line supplies to
keep people alive.
The swift pivoting that we are seeing as manufacturers
switch from gin to hand sanitiser, packaging companies
start producing surgical masks and car companies design
ventilators shows what is possible for businesses who
want to expand their brand potential

Source: https://www.entrepreneur.com/article/347502

Sydney’s One Drop Brewing Co does Beep for
Beer

The age of trial
This is both a risk and opportunity for all brands, both protecting your base and driving
trial should be a priority
During this period, consumers have had to contend
with:
o restricted shopping hours,
o decreased mobility,
o scarcity of core product lines,
o restrictions and delays on deliveries, and
o fear of being in public
These have all contributed to, what we anticipate to be,
one the most significant amount of forced crosscategory trial of packaged good and retailers that we’ve
ever seen.
This could see a big shift in patterns of habitual
purchasing and retailer preference.

Source: The Lab/Nature COVID-19 study

Industry disrupted: Retail
There is no doubt that the retail-scape that we find once
we emerge from this phase in social distancing will be
very different to what existed in March.
Some smaller local retailers may well be gone and larger
chains will be using this as an opportunity to trim
unprofitable stores from their footprint.
Unless a retailer is in the supermarket category, their
focus should be on the online fulfillment. Linen sellers
Adairs has shifted its entire distribution team from restocking its 160 stores to fulfilling online orders, in what
chief executive Mark Ronan labelled a "partial pivot". This
will accelerate the dependence of online shopfronts for a
lot of retailers.
Data from warehouse and supply chain consultancy TM
Insight shows sales for pure-play online retailers
increased 15% in February and March, but shot up by 30%
to 50% for traditional bricks and mortar retailers. In some
cases this had been 100%, which could see many
traditional retailers to review their sales strategy.

https://www.smh.com.au/business/companies/new-normal-traditional-retailers-prepare-to-downsize-amid-massive-online-shopping-shift20200403-p54gs7.html

This is a different
scenario to what
occurred after the
GFC during which
spending was
depressed across
the board. We might
not see the huge rebound we saw in retail post the
GFC. We are currently seeing categories that cater to the
state of being home bound increase and those associate
with public life and travelling decrease. (see next two
slides).
Post the relaxation of socialisation guidelines we will see a
more cautious return to bricks and mortar shopping. We
should however be
prepared for a more
subdued Christmas in 2020
with unemployment rates
predicted to peak at 13%
between now and
September.

Australian’s spending big on Home Improvement
The stay at home measures are reflected in
the shift in spending in Australia
Spending has shifted to supermarkets – due
to stockpiling but also with the increase to
home preparation of food across more meals.
Online spending has also increased across
categories that would normally have a larger
share offline such as alcohol and tobacco and
gambling.

Source : SMH 09 April 2020

Food, indoor activities, hygiene and DIY everything

COVID-19 has destroyed normal seasonality and occasion-based influences on purchases. Its impact will be
felt from now, over Christmas and through to 2022. Setting budgets and sales targets will be a challenge
across almost all businesses for the next two years
Stackline, a US consultancy firm reviewed
e-commerce sales across the U.S. and
compiled a list of the Top 100 Gaining and
Top 100 Declining categories in March.
- Increased sales of home hygiene, pantry,
packaged & canned foods, pet food,
pharmaceuticals and anything to do with
baking bread.
- Increase in toys, craft and puzzles.
- A surge in home fitness products.
- Increase in demand for home office
equipment.
- Declines in luggage & suitcases,
briefcase, and camera categories as well
as formal apparel categories including
bridal and men’s suits.

Direct to customer

After three phone calls on Monday, March 16 from some of the most
renowned restaurants in the country cancelling their top end Wagyu beef
orders, Gary Green had a huge problem.

Mr Wagyu

COVID-19 will disrupt retail further through growth of
the D2C channel. Born out of necessity and
opportunity, it will continue to grow one-to-one
relationships between brands and customers

"We realise now that under the Mr Wagyu
brand we want to build a community that
we want to keep… This is an integral part
of our business model now. We think it
will strengthen our brand because we
actually have a customer base that is
educated on our product that gives us a
bit of strength and power for when we do
go back in and deal with the restaurants
again.

As retailers and restaurants shut their doors, losing
traditional access to their markets, they are forging new
pathways to their customers.
PFD Food Services, a supplier to pubs and restaurants,
have launched 'PFD 2 Home’, and Sydneybased FoodByUs, are also opening up their wholesale range
to the wider community in their time of need.

"I was probably old school, coming from
the bush you know, where it's face-toface. But it's amazing making money
while you sleep. I wake up in the morning
and there's these Shopify orders in the
cart. I'm like a kid at Christmas."

Shoppers can save up to
20% on brand-name cereal
like All Bran, 15% to 50% on
dry goods like brown sugar
and hazelnut meal, and up
to 70% on pasta such as
linguine.
Source: Mi3

Within 24 hours, Green Agri Solutions decided it had to build a directto-consumer business if it was going to survive the collapse in the
high-end restaurant trade resulting from the Coronavirus pandemic.

Industry disrupted: Travel
Domestic tourism will be the biggest winner here
Travel will be a priority for many as we emerge from this crisis. Many
Australians will want to reconnect with relatives and friends both locally and
internationally in person soon as they can. The reality is however that
Australian borders may be closed for another 12 months. Even when the
borders open, we expect there to be a cautious reticence to travel abroad
exercised by a lot of Australians. Travel will more than likely be restricted to
domestic travel.
China, which has started easing travel restrictions is using smartphone
technology to control population movement. People are allowed leave their
local area if they have a green QR code on their mobile phones. This code acts
as an indicator of people’s health status. The colours are assigned according to
whether people have been diagnosed as confirmed, suspected or asymptomatic
cases. People with a fever will receive the red colour code; their close contacts
will receive the yellow code; and people without any record in the database will
get the green code - meaning they’re healthy and safe to travel.
The concept of a passport and special travel concessions created for those with
immunity is being considered by several countries. This would allow those at
low risk to return to work and life outside home. This is of course contingent on
immunity being proven to actually occur once someone has been with ill with
COVID-19 or a vaccine being produced.
https://www.abc.net.au/news/2020-04-01/china-wuhan-lifts-coronavirus-covid-19-lockdown/12084782

Rushing back to
family

Travel restrictions were introduced by the QLD state
government in early April 1919 and became stricter through
the month as the first wave of Spanish influenza peaked.

Industry disrupted: Education
The Australian education sector has been thrown into
chaos. From pre-school to universities, educators are scrambling
to adjust to the restrictions necessary due to COVID-19. This
crisis has particularly highlighted the vulnerable business models
of universities. 25% of their income comes from international
students. This is at risk not only because of COVID-19.

“As China continues to build its capacity and quality to educate its
own people, the appetite of its students for offshore study could
diminish in the coming years,” Angel Calderon, a principal advisor for
institutional research and planning at RMIT University in Melbourne

The federal government has announced a $18.6 billion bailout for
the university sector designed to support the locally enrolled. A
range of tertiary courses will be subsidised to help fill skill
shortages once the pandemic is over. The government will
provide 20,000 places in six-month diplomas or graduate
certificates delivered remotely by universities or private
institutions. Designed to support those that are staying home,
these online courses starting in May will focus on what are
deemed to be “areas of national priority”, such as nursing,
teaching, counselling, IT and science.
https://www.abc.net.au/news/2020-04-12/government-announces-coronavirus-higher-education-relief-package/12142752

https://www.universityworldnews.com/post.php?story=20200305085747259

Overall however it will become necessary for
universities to lift the cap on domestic students
and make education more affordable and
accessible.
The stay-at-home restrictions has given millions of
Australians the chance to take advantage of a huge
range of free short education courses available
online.
How do you feel about an increased use of
online learning in the following sectors?

How the global pandemic is shaping the sentiment, behaviour
and outlook of Australians. Mccrindle Research A P R I L 2 0 2 0

Are you ready to disrupt your own business?
CRISES MAGNIFY THE CHALLENGES OF THOSE THAT ARE ALREADY SOCIALLY MARGINALISED
Diversity is such a critical issue for brands and businesses. Whether it is for your own staff or your
customers – have you designed a diversity support framework for those that are being disproportionately
affected by the current crisis?
DON’T GO DARK! SHARE OF MIND & HEART IS CRITICAL DURING THE CRISIS
When considering your marketing spend over the next six months have you considered the consequences
of losing share of mind and share of heart, as well as share of voice & market? You should be considering
how your brand can stay connected in an empathetic manner with your customers, adding value to the
current situation. If your current message is not relevant, find out what people need and connect with
them based on needs.

SURVIVAL OF THE AGILE - GROW YOUR BUSINESS BY FULFILLING NEEDS
In assessing how you can add value to the current situation, have you thought about what else your brand
could be doing in this environment. Are there ways your brand could be stretched to deliver brand growth?
Are you in a position to take advantage of the way changing Australian behaviour is affecting your
category ?
A CRISIS IS A HARSH TEST OF LOYALTY
Do you understand which competitive brands your customers have interacted with over the last two
months? Do you know what impact those brands have had on your customers and how it might have
changed their perceptions of the category – or even you?

Guidelines for the beyond the curve
The post COVID-19
consumer journey

Your customer is no longer the person you knew before.
Its start again time. It is more critical than ever to direct your customers journey. Your customer has
spent more time online than ever before. They have been through emotional and financial
upheaval. They will be feeling things more deeply - reacting to brands with gratitude or disgust.

Understand and align with
issues that are important to
your customers.

This is a time for meaningful conversations.
A clear brand purpose is vital. We expect to see increases in attitudes like “save up for rainy
days”, “reduce unnecessary spending”, “spending more time with family and friends”, “richer spiritual
world”, “becoming a better self”, “pay more to buy from socially responsible brands”. As people reevaluate what is important to them, you will need keep pace with trends that are now hyperaccelerated

Time to be a virtual brand

Post COVID-19 flex

Virtual experiences are an opportunity for every brand.
Celebrities understand that. The lead singer of Coldplay, Chris Martin and John Legend, performed a
#TogetherAtHome gigs on Instagram. Social consumption functions in existing platforms will become
more popular, like Google Chrome’s Netflix Party extension to binge-watch remotely with your
friends.
No two categories are the same.
This virus has destroyed norms. You can no longer view the future through the lens of the past. You
must understand your category and its role in the new normal. You might have to consider pivoting to
create a new normal for your own brand. This will be important even past the critical stages of this crisis
because your customers will carry their new habits and rituals forward with them and your brand will
need to flex with that

Brands doing well

Louis Vuitton & BrewDog’s
Sanitiser - LVMH, the French
luxury conglomerate, and
BrewDog, an independent
multinational brewery and pub
chain, have begun making
hand sanitiser amid shortages
driven by coronavirus fears.
Their sanitisers will be given
away for free to local charities,
health authorities and
communities in need.

Chipotle’s Together Hangouts
- Chipotle Mexican Grill, an
American chain of fast casual
restaurants, is hosting virtual
lunchtime hangouts on the
Zoom meeting app, to help
people cope with social
distancing. The brand has
teamed up with famous brand
super fans, and each hangout
will feature celebrity
appearances, Q&A, exclusive
content, and much more.

https://www.becausexm.com/blog/our-top-10-brand-responses-to-covid-19

Free online exercise videos
from Planet Fitness - To
promote the importance of
physical and mental health
during isolation, Planet fitness
are motivating its PF family to
stay fit and healthy with free
content on their app, including
more than 500 exercises that
can be done at home.

Shopping hours for pensioners
from Woolworths and Pick n
Pay - To ensure their older
customers limit the number of
times they are in close contact
with shoppers, and get the
essentials they need, these
two grocery stores have
introduced shopping hours
restricted to pensioners only.

Masks for health workers from
Zara - Zara has converted its
factories to produce cotton
face masks and other
protective equipment to curb
the shortage hospitals and first
responders are facing in the
United States.

Free audio books for kids from
Amazon audible - Audible
Stories has made its
audiobooks free to the public
to help parents looking to
entertain their kids during
social distancing. This will be
free for children and students
of all ages for as long as
schools are closed.

Cafe Gelato’s free meals to
school-aged children - Cafe
Gelato knows that there are
families in their area that rely
on the local school system to
provide meals for their
children. They are now
offering free kids’ meals to
school aged children in need
through their drive-through

https://www.becausexm.com/blog/our-top-10-brand-responses-to-covid-19

Webtickets’ Food Flow Webtickets has collaborated with
local farmers in South Africa to
get the produce that would have
gone to restaurants, to those in
need during this very difficult
time. People who will otherwise
go hungry. By purchasing a bag of
produce from the ticketing
website, you will be providing
fresh food to a family in the
township communities, whose
children normally rely on school
feeding.

Guinness gives back to
bar staff - Guinness is
donating £1,000,000 to
support the drinks
industry and bar staff
facing reduced hours
during social distancing.

Huge donations from
Versace, Dolce & Gabbana,
Giorgio Armani and Bulgari from ICU units, to necessary
research equipment and
more, incredibly generous
financial donations from
these iconic brands will go a
very long way to curbing the
global crisis.

Brand Aussie & Kiwi: resilient with humour

An Aussie Facebook group has gone global as taking the bins out becomes
hottest thing to do. Danielle Askew began dressing up in costume to walk her
bin to the kerb for a dare, She created a Facebook group for people to share
their 'bin outing' costumes, attracting over 145,000 people across the
world. The group is helping to brighten peoples' days as they struggle with
living in isolation during the coronavirus pandemic. She adheres to the "just
stay home" message to practice social distancing during the coronavirus
pandemic, which has meant when Ms Askew walks her bins to the kerb each
week it has become an exciting "outing".

A new version of Do Re Mi for the age of corona.
Let's start at the very beginning / A sore throat, a
cough in Wuhan
And in no time at all, there were 1, 2, 3
And one went on a plane - took it overseas

Created by New Zealand school principal and
photographer Shirley Serban

THANK YOU
For further information please contact christine.mckinnon@dentsuaegis.com

