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SHIFTS IN ATTITUDES & ACTIONS
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KEY OUTTAKES:
• Purchase categories are now ‘survive’ and ‘thrive’
• Non-essential purchases are out as we prepare to stay in, but the meaning of essential has
changed
• People are re-creating their worlds within their homes

• Brands that win will help customers bring the outside in
• Isolation can present an opportunity to break into habit loops
• Never previously considered brands, products & purchase modes are entering consideration sets
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Change in daily purchases
(vs the start of February)

NON-ESSENTIAL PURCHASES ARE OUT OF
FAVOUR WHILE WE PREPARE TO STAY IN
"The coronavirus pandemic has completely changed patterns of consumer
behaviour all over the world. People are afraid, and when people are afraid, they go
into survival mode" - Jesse Garcia
Born out of force and fear, our purchases have shifted from discretionary to
essential goods. 73.1% of Aussies are worried about an imminent recession. This fear
along with the force of governments mandating lockdowns has led to a collective
shift to purchasing necessities fit for long-term isolation.
What we can see from Verizon's access to purchase data is a clear shift towards
goods that are necessary to build the home into a space of continuous, long-term
occupancy.
Both ‘survive’ and ‘thrive’ purchases – such as fitness equipment, indoor games and
books.

Source: Verizon Media 1 Feb 2020 – 21 Mar 2020 | WARC & Ekas "Australians abandon travel plans as recession concerns
top COVID-19 fears" 12-16 March 2020 | South China Morning Post "Coronavirus China US Consumer Behaviour Radically
Altered as world retreats into survival mode" 1 April 2020
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SHOPPERS ARE NOW SPENDING MORE
ONLINE – BUT WILL IT BE ENOUGH?
Pre-COVID, eCommerce was already growing and as of February 2020 online
sales accounted for 6.6% of total retail turnover, up 20% year-on-year. With
shoppers stuck at home, it’s expected to grow at an even faster rate in
coming months.
Quantium data from 23 March already indicates that online retail wallet is up
17%, and many retailers are now focusing their energies on eCommerce to
orient themselves to changing consumer behaviours.
People can’t access many bricks-and-mortar stores or don’t want to – and
are finding themselves bored and browsing at home. Many are looking to
online shopping for ‘retail therapy’. Whether it’s things to do to stay
occupied, or things from outside that can’t be accessed anymore, but can
be substituted in the home – they will be in demand.
However, it would be a mistake to believe that physical sales can be fully
replaced, or that growth in online shopping will be evenly distributed.
In the USA, analysts from Moody’s Investors have predicted that ‘most brickand-mortar operations will not be able to offset the steep loss from store sales
with their online platforms’. Further, only retailers supplying for demand
specifically attributable to behaviour changes created by COVID-19 will see
positive uplift.

Sources: Quantium & ooh! Data science, 23 March 2020, ‘Impact of COVID-19 on Retail Spend – Snapshot; ABS Retail Trade, February 2020

CONSUMERS ARE RECREATING THEIR
WORLDS ENTIRELY WITHIN THEIR HOMES
The office is at home. The gym is at home. The cinema; restaurants; bars, and
more – consumers are substituting these places with at-home versions.
Retailers showing ability to bring the outside world through their consumers’ front
door are being rewarded for helping make life feel a bit more normal for
frustrated consumers just looking to continue their lifestyles.

Sources: Stage Kings, Twitter

AN OPPORTUNITY TO BREAK INTO
HABIT LOOPS
BEHAVIOUR:
CHANGE IN
HYGIENE PRACTICES

THEORY:
HABIT LOOPS
IMPLICATION:
PLANT NEW TRIGGERS
AND BOLSTER ONLINE
PRESENCE

In the current situation, consumers have been
forced to change several facets of their
behaviour – particularly around avoiding
crowds.
This change can be regarded is positive for
many industries as it offers an opportunity to
break into behaviour loops.
Attitude change often follows behaviour
change, rather than the other way around.
During this time when people may harbour a
dread of crowded shopping spaces, brands
have an opening to make a long term impact
on buying habits – through online channels.

If the consumer's experience of online is
positive, it may well enhance their disposition to
continue to engage online. This will accelerate
the naturally-occurring shifts in this direction.

WARC: Applying behavioural science to the coronavirus outbreak: Four key implications for
brands. 2020

Plant new triggers & bolster online presence:
New behaviours and lifestyle norms formed
during the pandemic period have the potential
to persist in the long-term. Using the disrupted
activity to break into habit loops and build
brand relationships may prove valuable.

OUR RECOMMENDATIONS
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KEY OUTTAKES:
• The role of all brands has fundamentally changed
• How you act now will influence how you are perceived post
• People expect brands to respond, but must be in line with your position
• Rapidly (re)define your role

• Lessons from the future in China retail
• Omnichannel, retail therapy and evolving your business model
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BRAND BUILDING MEDIA CREATES FUTURE POTENTIAL FOR RETAILERS
WHOSE CUSTOMERS ARE KEEPING MONEY IN THEIR POCKETS, FOR NOW
120

Tactful, sensitive media that focuses on building brand
rather than sales activation will ensure consistent mental
availability.

100

This is essential to long term growth and prepares demand
to be harvested with lower-funnel activity when the market
and social behaviour norms stabilise.
SOV (%)

The overwhelming evidence from crises from the Great
Depression to recent financial turmoil has indicated that
‘when times are good you should advertise. When times
are bad, you must advertise.’
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Source: Forbes, 2019, ‘When a Recession Comes, Don’t Stop Advertising. | Institute of Practitioners in Advertising (IPA) Marketing in
the Era of Accountability
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RETAILERS SHOULD CONSIDER CUSTOMERS’
FUNCTIONAL AND EMOTIONAL NEEDS
1. Make people aware of new ways to shop with you
Where possible, communicate that your store has ecommerce options,
delivery and any other ways of shopping, to make it as easy as possible
for consumers to shop with you.

2. Alleviate concern about bricks-and-mortar shopping
Actively inform consumers what measures your store is taking to protect
them and your staff from COVID-19. For example, hand sanitisers for
customers, extra in-store cleaning, staff keeping their distance,
contactless payment.

3. Think about the long term with emotional comms
Use media to build your brand and speak to your audience’s emotional
needs. For example, if you’re a retailers that contributes to the
community, talk to that in comms (see Walmart’s ‘United Towns’ TVC,
which is running in the USA).

Source: YouTube

LUXURY STARTED SLOWLY IN THE
ECOMMERCE RACE, BUT COULD DO WELL
OVER DISTANCE
Luxury retailers arguably face greater challenges by shifting their focus
to eCommerce, because consumers prefer to see, touch and hold
high-value products before purchasing them. As a result, they tend to
invest heavily in their in-store experience and under-prioritise their
online sales channels.
Retailers in this position should consider whether such a pivot is worth
pursuing now, deciding whether the time and investment required is
worth it given the uncertainty about how long these extraordinary
circumstances are set to continue.
They could do worse than to look at markets further along the COVID19 timeline, where a trend of ‘revenge spending’ is seeing buyers return
to luxury stores with gusto, as their personal freedoms are returned.
Luxury retailers with the means to do so should consider how best to
speak to this segment when the time comes.

Sources: Bloomberg, ABC

RAPIDLY DEFINING YOUR POSITION
FUNCTIONAL

“What do we need to tell
our consumers to keep
serving them best?”

1. Essential Services &
Supplies
• Active & essential roles
• Under pressure
• Continue to serve

3. Restricted Behaviours &
Industries
• Encourage pro-social
behaviours
• Damage limitation

HELPING

“How can we keep spirits
up without being tactless
or tasteless?”

“How can we hang in
there and help end this
crisis?”

HURTING

2. Entertainment &
Comfort
• Inform, reassure,
entertain
• Public morale & spirit

4. Discretionary Luxury
• Shift focus
• Get tone right
• Focus on future

“What else can we do
to help?”

EMOTIONAL
Source: WARC.
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RESTRICTED BEHAVIOURS
& INDUSTRIES:

DISCRETIONARY
LUXURY:

PIVOT TO FIND A MEANINGFUL WAY TO HELP

SOMETIMES, DOING NOTHING IS THE NECESSARY / RIGHT THING

Brands can and should also turn to NPD and new initiatives that
are meaningful ways to help.

It may also be the case that brands find the contribution they can
make is limited or nil.

These can be subtle service initiatives or shifts in the experience for example retailers marking out ‘socially distant queueing spots’.

Knowing when to do nothing is itself a key strategic decision

These have to be arrived at for the right reasons - empty gestures
will be seen for what they are.
That doesn’t mean there is any issue with helpful actions that raise
your brands profile in the process.

Indeed, at some point, your brand may need to self-isolate for its
own good
Trying to do the right thing in these circumstances, can backfire

Indeed, brands should be proud and visibly helping - to
encouraging others to follow, provide optimism, and build
momentum in the COVID response.

Use your brand as a vehicle to drive meaningful innovation and
support

Source: WARC.
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PEOPLE EXPECT BRANDS TO RESPOND
The vast majority of consumers do not think brands need to stop advertising during the
Covid-19 outbreak, although they do expect companies to think about their tone and
messaging, and communicate around values.
A new survey of more than 35,000 consumers globally by Kantar found that just 8%
thought brands should stop advertising. However, there is a clear expectation that
companies should play their part, with 78% of consumers believing brands should help
them in their daily lives, but 74% cautioning that companies should not exploit the
situation.

There is a high level of agreement that brands should use a reassuring tone, offer a
positive perspective and communicate brand values.
Only 30% want to see brands offering discounts and promotions, while 19% want to see
them setting up call centres to help with customer queries. This suggests consumers
understand the difficult position many companies find themselves in.

Source: Kantar COVID-19 barometer report March 2020 .
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PEOPLE WANT HELP RATHER THAN DEALS / PROMOTIONS
Q: “How should brands respond?”
90%
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0%
Should talk about
how they are
helping with our
new daily lives

Should inform
Should NOT exploit
about their efforts
the coronavirus
to face the
situation to
situation
promote the brand

Source: Kantar COVID-19 barometer report March 2020 .
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LESSONS FROM THE FUTURE: HOW CHINESE RETAILERS ARE RECOVERING
ACCORDING TO CHINESE THINK TANK EVERGRANDE
1. Go Beyond the Product
The importance of not hard-selling at this moment can’t be overstated – but at
the same time, the opportunity to participate in and demonstrate value as a
member of the national community is a valuable one, as it ensures your
customers are familiar with the vocabulary of your brand, and can respond well
once they are ready to spend again.
2. Make Retail Therapy Real
Emphasise your service capability by providing as much personal service as
possible through online channels. This could include live chat, making over-thephone contact available, or even video chat so customers can talk to your
experts and see the products in use, or arranging flexible delivery options such as
leave-at-the-door.
3. Evolve your business model
Creativity is key to survival: COVID-19 is forcing retailers to think about how to do
things differently. Both business operations and the act of selling & service itself
are possible online, even for products that in the past such an option might be
dismissed – China’s advice is to find a way.
4. Go Omnichannel Now
The entry barriers to developing a compelling eCommerce presence have never
been so low, and the rewards so high. If you have the resources & will to do so
quickly, now is the time.
Sources: WARC, The Guardian
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BEST & BAD PRACTICE
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RETOOLING FOR A CRISIS
In the kind of nationalised re-tasking not seen since the second World
War, retailers and manufacturers around Australia are retooling their
factories to produce urgently needed medical supplies and equipment.
From the many distilleries and breweries now making hand sanitiser to
internationally recognised designers like Scanlan Theodore making
masks and surgical gowns, businesses have been able to rapidly
reorganise capability around ‘the greater good’. In a market of such
soft demand for their normal products, this is a clear win: a way to keep
employees on the tools, income on the balance sheet, and a boon to
the brand from national feeling.

Sources: Dezeen, Ragtrader
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NIKE ARE ENCOURAGING PEOPLE TO
“PLAY INSIDE” WITH LOCALISED MEDIA
Nike is another retailer who has been forced to close stores globally,
and they’ve responded with a global media campaign designed to
keep their brand top of mind for people exercising at home.
Launched with the support of their wide-reaching network of superstar
athletes and influencers – think Serena Williams, Cristiano Ronaldo –
they’ve shared a range of UGC-quality, self-shot videos of them
exercising at home and encouraging others to do the same.
Perhaps most interestingly for Australian retailers, Nike has released a
range of localised videos for markets and cities around the world,
featuring Nike talent and everyday people – think tennis player Dylan
Alcott and Survivor contestant Brooke Jowett.
This is in addition to several other initiatives designed to support people
through isolation, like streaming workouts on YouTube, plus more
tangible help for the community, like donations to healthcare
operations around the world from Nike’s leadership team and the Nike
Foundation.

Source: Facebook, Nike, DigiDay, YouTube
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LULULEMON IS LEANING INTO THEIR CORE
IDENTITY TO STRENGTHEN BRAND EQUITY
Premium athletic and leisure apparel retailer Lululemon may have closed its stores, but its
marketing efforts continue unabated.
Their paid media budget has softened so they are using owned and earned channels to
build their brand with key communities.
Rather than resorting to heavy discounting and risking their brand and price positioning,
they’re instead touting four key strengths they believe can secure the business’s future:
1.

Leveraging multi-channel opportunities. The fitness world is a highly connected and
technologically savvy one. From activity tracking with Strava and Keep to image
building on Instagram, Lululemon has multiple access points for eCom leads.

2.

Evergreen products. Yoga mats, blocks, and other home workout gear shows no sign
of slowing down, fed by the closure of gyms around the world.

3.

Underlying category drivers. The brand is showing people that lockdown gives them
a chance to focus on their health and fitness.

4.

Investing in technology. Inventory management technology like RFID tags are
enabling reduced staff contact through the shipping process and increasing
logistical efficiency.

Source: WARC Exclusive, March 2020, ‘Lululemon draws on core brand strengths in response to Coronavirus
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HARVEY NORMAN’S OWNER MISREAD
THE NATIONAL MOOD
Australians on social media called for a boycott on the nation's biggest
advertiser, Harvey Norman, after its billionaire owner Gerry Harvey
described the virus outbreak as an “opportunity” during an interview on
Nine’s 60 Minutes.
Harvey told of his company’s sales growth, but in an interview with the
Sydney Morning Herald has said he now regrets appearing on the show –
“Now everyone thinks I’m this callous old bastard out making a profit on
other people’s misery… but believe me, that was not my intention.”
Harvey Norman has since seen some less-than-ideal developments – the
retailer has cancelled its interim dividend to preserve cash, the executive
team have taken 20% pay cuts, and some of the company’s international
stores have dropped sales significantly.
None of these outcomes are directly attributable to Harvey’s comments,
but they reveal just how short-sighted they were. The comments have
hardly done any favours to brand perceptions from a country that is now
collectively concerned about the virus.

Sources: AFR, SMH, Inside Retail
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