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Question

How corona virus is affecting consumers buying  behavior.

Answer

The widespread outbreak of corona virus is a global pandemic. Here at criteo, we've been analyzing our data from the past several weeks to understand how retail is affected as the virus spreads. Our data includes insights drawn from across 80+ countries and two billion active monthly shoppers spending around 900 billion annually across approximately 20,000 ecommerce sites.1 from the massive data set, we are able to see trends happening globally as well as across regions, Asia, pacific, Europe, and the Americas. Amid all the uncertainty and calls for social distancing, some industries will be affected more than others. At the same time, consumers are shifting their spending habits and some companies and product categories are actually growing while circumstances continue to evolve each day, according to some researchers more than 60% of people say they will shop online more in the next two weeks as a result of COVID-19, and the other percents says they'll buy more groceries online. The numbers tell the story COVID-19 has changed the way consumers shop and what they shop for . Ecommerce sales are up . Brick and mortar traffic is down. Luxury goods are not as much in demand as they were pre corona virus. Restaurants and entertainment receipts are expected to suffer. Household staples and health related goods_ toilet paper, bottled water, hand sanitizer, face masks, bleach are in high demand. Luxury goods, not so much. We are living in a different world than we were before, in fact we are living in a world that is different from what it was 48 hours ago or 24 hours ago.  The question now is different we'll examine how COVID-19 is affecting buying consumer behavior:

_ coronavirus precautions have led to a decrease in store visits and an increase in ecommerce spending 

_ consumers are purchasing groceries and health- related products that they haven't historically bought online in large numbers 

_ habits consumers develop while self_ isolating might well lead to permanent changes in buying habits.  

When a lot of people are self_ quarantined or staying in their homes and being in a lot less public places, we're going to see a shift in behavior says the founder of retail consultancy. We've talked about how ecommerce is supposed to grow over the next few years, but this is something that's going to happen in our first quarter that is going to change behaviour in quarters two, three and four. 

Retailers understand that while the health of their employees, families and communities are the top priorities, they must also prepare for rapid changes that will affect their businesses and how they serve their customers. 

STORE VISITS ARE DOWN 3.3 IN LIGHT OF THE CORONAVIRUS 

The shift in consumer behavior in the face of the new coronavirus has already led to a 3.3% drop in store visits, it also is no doubt feeling the dramatic increase in ecommerce sales in recent weeks. Online spending in the U.s. was up In a three week first quarter stretch measured by quantum metric. That tracks with data from signifyds  commerce network, which shows a 50% increase over last year in March's online sales figures. And while the increase in online spending is understandable given health officials advice that citizens work from home and avoid crowded public places like malls and stores, retail experts say the change in shopping preferences is likely to have an effect long after people are out and about again. 

Andrew lippman, of market research firm emarketer refers to the phenomenon as a step change a short term change in reaction to a specific event that creates a new, higher plateau for a certain behavior. During the holiday, a time with more concentrated buying activity, consumers spend more time online, creating a step change meaning the consumer may not return to consumer may not return to past behavior. We may see this type of similar behavior unfold over the next few months, lippman was quoted as saying in a column Kohan wrote for Forbes.

_ GROCERY SALES ARE GOING UP

In the US online purchases of shelf stable grocery items have grown substantially in the last few days, including rice, flour, canned & jarred vegetables, canned & prepared beans, canned & dry milk compared to the first four weeks of January. And it makes sense these items are made for tough times when people may need to hunker down. They have a long shelf life, are versatile, and are frequently offered in large formats, making it easy to stock up on ingredients that last. Sales of face masks and household cleaning supplies, which can be used to reduce the chance of contracting or spreading the virus, also shot up in early 

_ SALES OF MEDICAL SUPPLIES ARE SOARING 

In Italy, people prepared to take good care of themselves at home after a partial lockdown on February 25th. Sales of medical supplies spiked by 286%+ in early March. France which has enacted a country wide quarantine, saw sales of medical supplies outpace even food products in early March, rising by nearly +600% . 

_ THE UNITED KINGDOM FAVORS NON-PERISHABLE MILK AND FRUIT 

In the uk, sales of canned &dry milk spiked by more than +350% last week, 

While canned & jarred fruits were up by +297%. Flour sales skyrocketed to 623%

_ ONLINE TRANSACTIONS IN FASHION & LUXURY REMAIN ABOVE 2019

since the top of the year, online transactions in the fashion & luxury category which includes items like fashion design clothes and luxury sales .

_ HOME FURNISHING SALES STAY HIGH 

As offices close and employees are encouraged to work from home, many may be outfitting their spaces with items that let them work comfortably and efficiently. In the US, sales of home improvement, gardening, and interior design products_ which includes things like office furniture lamps, and area rugs_  were up + 13% in  early March and still up by +8% last week, compared to january 2019.

The challenges facing the world right now are shaking up global economies, pushing healthcare systems to their limits, and upheaving people's daily lives. Currently, more than one_ third of the world's population is under some form of lockdown. To put it simply: there isn't a business government, or person that hasn't felt the effects of coronavirus, even to some degree. One very noticeable impact of the outbreak is its influence on how and what people purchase. This is having a knock_ on effect on various industries and key groups. Our latest COVID-19 research, conducted between 16th-20th march among 12,845 internet users across 13 markets, shows how purchase behaviors are changing amid the crisis and what this means for brands. 

TRAVEL PURCHASES ARE TAKING THE BRUNT 

more expensive purchases, and those that involve travel, are the most likely to be delayed while the outbreak is still ongoing. For example, 41% of global consumers have delayed purchasing vacations and holidays. This rises to 53%  in China, a country that has been in lockdown for over 6 weeks and is only starting to re-emerge on the other side.

LUXURY IS TAKING A BACKSEAT ESPECIALLY IN CHINA

The luxury market is also taking a hit, with 15% of consumers delaying purchases of luxury items. This rises to 22% in the phillipines and 20% in China. And among an audience of affluent, luxury buyers in China, around 2 in 5 say they're delaying purchases of luxury items. For brands operating in China, this presents a serious blow as this country currently dominates the luxury purchases and in fact, is expected to account for 41% share of the global luxury market by 2025. On singles day last year, Alibaba saw revenues of $38.4 billion. In addition, our global research found that 65% of chinese consumers say they try to buy the premium version of a product, compared to 55% of global internet users. This underlines the challenges facing brands in the luxury sector who rely heavily on Chinese consumers. Age is also a strong influence for delaying purchases.  We found that Gen z are most likely to be delaying purchases in several categories, no doubt in part to their lower average income levels. Notably, over 20% of Gen z say they're delaying buying technology devices such as smartphones. This is important because Gen zs are the biggest users of mobiles, spending an average of 4 hours and 9 minutes globally per day on their smartphone. 

PURCHASES COULD BE DELAYED FOR QUITE SOME TIME 

it's clear that purchasing habits could take a long time to return to normal. 

Over 40% of consumers say they will buy major purchases only when the outbreak decreases or ends in their country. But close to 20% say they will wait until the outbreak decreases or is over globally. Younger generations are also more inclined to wait until the outbreak improves on a national level. Similarly, the top income group are most open to making their purchases once the national situation begins to improve. All categories risk being affected significantly until the crisis is over. Looking at our breakdown, around half of consumers who are delaying purchases of flights and technology devices say they will buy these only when the outbreak is over in their country or globally. Consumers aren't just delaying purchases either, when it comes to travel, many are abandoning their plans entirely. 22% of global consumers say they have canceled planned trips to another country ( rising to 49%  in Singapore) and 35% have canceled planned trips within their own country (rising to 46% in china). 

CONSUMERS ARE STRUGGLING TO BUY ESSENTIALS 

Many of us are now familiar with the sight of empty supermarket shelves, devoid of the essentials we usually buy. Fear has undoubtedly taken over consumer's usual shopping behaviors. Pasta, toilet rolls, hand sanitizer, and other long life foods are just some of the products that consumers have been loading up on in recent weeks. 45% of consumers globally say they've purchased extra food and drink supplies. While 43% say they have purchased extra household supplies such as toilet rolls, cleaning supplies. There's £1bn more food in people's houses than there was three weeks ago. Retailers are facing the level of demand that's typically seen around Christmas time, which unlike now, is expected and they have time to plan for.

PPE AND MEDICAL SUPPLIES ARE IN HIGH DEMAND. 

face masks and hand sanitizers gel are the top items globally that consumers are struggling to purchase. This is a common occurrence across most countries. Google searches for hand sanitizer have skyrocketed, while many pharmacies and stores have sold out. With the increased demand, Amazon and Walmart sellers have also been criticized for price gouging 

THE ONUS IS ON BRANDS TO DO MORE 

More than ever before, consumers are expecting brands to take action. As we covered recently, brands are being put to the test to see how they respond and consumers are taking note. Around 80% of global consumers agree that brands should close non- essential stores. But there are notable country differences here. 

