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QUESTION: 1)Innotlessthan2000words,explainexplicitlyhowthe

pandemic(COVID19)hasaffectedconsumerbuyingbehavior.

ANSWER:

Apandemicisanaturaldisasterthathasneverbeenseenbeforeandthepeopledonot

knowhowtogoaboutit,meaningthattheindividualsdonothowtosolvetheissueof

thedisaster,andsoitkillsmanypeople.IntermsofCOVID19(CoronaVirus)it’sa

pandemiccomingfrom thehealthsector.TheWHO(WorldHealthOrganization)has

triedtheirbestintryingtokeepallindividualsaroundtheworldsave.

TheoutbreakoftheCOVID-19virushashadamajorimpactondailylifeandconsumer

behaviorinChinaandothercountries.WhentheepidemicpeakedinChinaatthe



beginningofMarch,itledtothelockdownofregionsandcitieswithatotalpopulation

of500millionpeoplequarantinedandaconcurrentdeclineinproduction.

Eventhoughtherewasthenegativesocialandeconomicimpact,theoutbreakquickly

ledtoanadjustmentinpeople'sbehavior–from feartoaction,tocopewiththe

unexpectedsituation–andashiftindailyactivitiesfrom offlinetoonline.Thecorona

virusoutbreakisfirstandforemostahumantragedy,affectinghundredsofthousands

ofpeople.Itisalsohavingagrowingimpactontheglobaleconomy.Thisarticleis

intendedtoprovidebusinessleaderswithaperspectiveontheevolvingsituationand

implicationsfortheircompanies.Theoutbreakismovingquickly,andsomeofthe

perspectivesinthisarticlemayfallrapidlyoutofdate.Thisarticlereflectsour

perspectiveasofMarch30,2020.Wewillupdateitregularlyastheoutbreakevolves.

COVID-19haswithoutadoubtchangedbusinessasusual.Itsspreadhasforcedevery
industrytorethinkitsbusinessmodels,productofferings,andevenhowtotransact
withitscustomers.Beforethepandemic,supermarketchainsofferedsameday
curbsidepick-upanddeliveryforordersplacedonline.Today,asaresultofcrushing
consumerdemand,thosesameonlineorderswon’tbereadyforpick-upuntilseven
daysfrom now.

ItisnosurprisethattheeffectsofCOVID-19havecreatedasurgeinmobilecommerce.
Andwiththesenewdevelopmentsnotgoingawayanytimesoon,threeimportant
questionsareemergingwhichretailerswillneedtounderstandandrespond:

 Whatshouldwedotodaytominimizebusinessdisruption?
 HowisCOVID-19effectingconsumerpsycheandexpectations?
 Willthisshiftbethe‘newnormal’andeffectlong-term buyingbehavior?

Forallofuslivinginthisglobalpandemic–nothingisnormal.Forretailersandtheir
businesspartners,thecollectiveNo.1focusisthesafetyandwell-beingoffamilies,
customersandcolleagues.Afterthat,theyturntothebusiness.

Industriesliketheconvenienceandfuelretailingchannelhavebeeninvestingindigital
transformationinitiativeswithsolutionslikemobilepaymentapps,mobilekiosks,self-
checkout,orderahead,curbsidepickupandhomedeliveryinitiatives,andacommitment
tomonitorandunderstandconsumerengagement.

Andwhilesomemaybelievethattheshiftinconsumerbehaviourfrom COVID-19is
temporary,it’sworthnotingthatothercriseshavepermanentlychangedourlives—like
airportsecurityandbaggagescreening,aftertheUSterroristattacksonSeptemberin
2001.Ifyouhaveahardtimewrappingyourheadaroundallofthepotentialimpactsof
COVID-19,thinkaboutthis:

Onceconsumershaveexperiencedthebenefitsofmobilepaymentsandtouchless
commerceasanecessarymeanstoobtainfood,beverages,fuel,personalcare,



householdgoodsandmedicalitems,willtheyswitchbacktotheirpre-COVID-19
behaviours?

Howareretailersresponding?

Thefuelretailindustry–Sayingthankyou

AfuelretailerinAsia-Pacificisdoingtheirparttosaythankyoutoessentialworkers
whoneedtobeoutontheroad.Bydownloadingtheirmobileapp,consumersgain
accesstomobileapppayatpump,andtakeadvantageofa10centsoffperliter
discountfortheentiremonthofApril.Consumersunfamiliarwiththeapparegiven
clearinstructionsonhowtodownloadit,includingaddingapaymentmethod.Atthe
heartofthiscampaigniscompliancewithCOVID-19rules,suchassocialdistancing
andreducingcashhandling.Iftheirconsumersjustneedtofuel,thisretailerisusing
digitaltechnologiestokeepthem assafeaspossible,whilerewardingwithasignificant
discount.

Theconveniencestoreindustry–Contactlessdelivery

AleadingconveniencestoreinNorthAmericawithhighadoptionoftheirmobileapp
duetofeaturessuchpre-order,pre-payanddelivery,isseeingasignificantupliftin
transactionssincethethreatofCOVID-19surfaced.Nowwithconsumerconcernsover
socialdistancing,theyhaveaddedanadditionalfeatureandoptionofcontactless
delivery,allowingconsumerstohavetheirproductsleftattheirfrontdoorbythedriver.
Similartothefuelretailer,theyarerewardingconsumerswhochoosethisoption,with
freedeliveryfortheentiremonthofApril.

TheQuickServiceRestaurant(QSR)industry–Curbsidepickupfortrucks

Asmorereststopsandrestaurantscloseeachday,itleavesmillionsoftruckdrivers
withlittletonooptionsforfoodwhileontheroad.AleadingQSRinNorthAmericais
allowingdriverstoorderaheadandprepay,andcollecttheirorderinadesignated
truckercurbsidepick-uparea.Thisnewmobileapporderingsystem isahugewayto
earnmoney.

Nooneknowshowlongthecurrentcrisiswilllast,butCOVID-19haschangedhow
consumerswanttodobusiness.Consumerswillcontinuetoseekdigitalcapabilities
andexperiencesfrom retailersandbrandsthathaveapositiveimpactontheirlives.
Thesenewdigitalexperiencesarealreadyshowinga42%increaseinonlineshopping,a
13%increaseinclickandcollect,a12%increaseinorderedtakeoutforthefirsttime
and 19%orderingtakeoutmorefrequently.So,wemustask:Arethesenewbehaviors
becomingpartofeverydaylife?AndIfso,howwillconvenienceandfuelretailers
competewithoutthem?Iftheanswerisyes,thenwemustbepreparedtodoonething:
change.Changerequiresadeeplookatthepeople,processesandtechnologyneeded
toprepareforthefuture.Itrequiresaseriouslookatwhatinsidethebusinessmodel
needstobeadjustedoralltogetherscrapped.Andfinally,itwarrantsaserious



discussionregardingwhatlifelessonsweretakenfrom theexperiencethatwillhelp
drivefutureevents.

MobileCommercechannelisadigitalinitiativeretailersareworkingonatrapidspeedto
accommodatetheshiftinconsumerbehavior

Evenduringapandemic,keepingapulseonconsumerbehaviorisimperative.
Interestinglyenough,it'sduringthesetimeswhenconsumerscreatenewhabits.By
buildinguponexistingdigitaltechnologies,innovating,andlisteningtoconsumers,retail
merchantswillmitigatetheriskoffallingbehind.Wearelikelytoseeanaccelerationin
thedepthandbreadthof“contactless”clickandcollectandhomedeliveryservices,and
retailersrealizethecriticalityofservicinganeedanddesire,forgedoutoftheadversity
ofCOVID-19.

COVID-19hasremindedtheconveniencestoreindustryaboutsomethingthey'veknown
foralongtime.Inthefuture,investinginbrickandmortarwon'tgetyouasfaras
investingindigitalinitiativesthatletyouconnectwithconsumers.Todaytherearemany
conveniencestoresthataren'tgettingmuchuse.It'stimetoinvestininitiativesthat
createawesomedigitalexperiencesforconsumers.Ifwedon'tdisruptourbusiness
model,someoneelsewill.

 

WrittenbyBradJones.ManagingDirectorAsia-Pacific;P97Networks.P97Networksis
aSoftwareasaServiceproviderspecializinginconsumerengagement,mobile
commerceandtouchlesscommerce.

InNigeriatheconsumer’sbehaviorhasbeenchangingsincetheCOVID19pandemic
cameintoNigeria.

Nigeria’sConsumerMarket

Nigeria’spopulationwasmostrecentlyestimatedat 198millionpeople,whichisclose

to3timesthesizeofSouthAfrica’spopulationandisthelargestpopulationinAfrica.

Lagosalonehousesanestimated21millionpeopleandis Africa’slargestcityby

population.

Nigeria’spopulationskewsyoungwitha medianageof20yearsold. 65millionpeople

inNigeriaare14yearsoldoryounger,whichpointstoanevenlargerconsumermarket

tocomeinthenextdecade.The middleclassinNigeriamakesup23%ofthe

population andhasanestimatedpotentialmarketvalueofover$28billionUSD, which

willonlygrowasthemiddleclassexpandsoverthecomingyears.

In2017,Nigeria’sGDPwas 375.77inbillionsofUSdollars.TheoverallGDPGrowthRate



forNigeriais2.90,theAnnualGDPGrowthRateis1.50,andtheGDPPerCapitais

2412.41,accordingto TradingEconomics.Withthissaid,itisimportanttonotethe

prevalenceofinformaltradeinNigeria.Accordingtoresearchconductedby Business

Chief,“87percentofthetradinginNigeriahappensininformalmarkets.”Informaltrade

isnottrackedorincludedinoverallGrossDomesticProductcalculations,whichmeans

Nigeria’seconomyismoreprosperousthanGDPalonecanrepresent.

Today,businessesshouldbetakingnoteoftheNigerianmarketduetothecashflow

throughoutthenationandtheprojectedgrowthtrajectoryofthemarket.Thelargest

populationinAfricaisinNigeriaandthemajorityofthesepeopleareyoung.Asthe

economycontinuestoflourishandthepopulationgetsolder,theirbuyingpowerwill

continuetoincrease,andcompanieslookingtoexpandcouldbenefitfrom learning

moreaboutthispowerfulsetofconsumers.

WiththekindofConsumer’spopulationthatNigeriahaseachindividualreactstothe

pandemicdifferentlyindifferentlocations,asinNigeriadifferentstateshavebeen

lockeddown,andsoboththesellersandtheconsumershavenotbeenabletomove

freelyasbefore,samegoesformanyothercountriesoftheworld.Thepandemichas

beenagreatissuetotheconsumersofNigeria,andbecauseofit,individualshave

becomeverycareful,inordernottobeinfectedbythevirus.Therehasbeenanew

grownsentimentconcerningbuyingandsellingofphysicalgoodsbecausetheyare

tryingtopreventphysicalcontacts.

Allthatsaid,consumershadbeguntodothingsdifferently.Onthefirstweek

Ilearnedthat:

Menandwomenareequallyconcernedabouttheirrisksofcontractingthevirus,but

womenweremorelikelytochangetheirday-to-dayroutinesinanefforttomanagethem.

The30-to40-year-oldbridgemillennialwerethemostconcernedofalldemographic

groups

Higher-incomeindividualsshoppedmoreonline,whilethoseearninglessthan$50,000

ayearjustdidn’tdomuchshoppingatall.

Allconsumersreportedeatingoutless,particularlyatrestaurantswithtableservice,

andsaidtheyuseddeliveryaggregators,boughtpreparedfoodsatgrocerystoresand

usedmobileorder-aheadlessthantheydidbeforethatweek.



EvenbeforeMarchMadnesswascanceledandsportsteamspushedpause(orstop)on

liveevents,consumershadputsocialdistancebetweenthemselvesandsportsarenas,

aswellasmovietheatres.

Consumersjustsaidnotogettingonplanes—especiallyifthosetripsweretoNew

Yorkoranyinternationaldestinationforworkorpleasure.Thesameheldtruefor

bookingvacationrentalsandB&BSandusingpublictransportation,atalesserdegree.

Consumersalsoreportedeatingathomemorethantheydidbeforereportsofthe

outbreakintheU.S.,andwereusingmealdeliveryservices,aggregatorsandmobile

order-aheadserviceslessoften.

Consumersvoluntarilyputthemselvesunderpartialquarantinebyworkingfrom home

andbycommutingviacarratherthanusingpublictransitiftheyweregoingtowork.

Theyalsomadedecisionstocancelwork-relatedgatheringsandleisurelyplansofall

sorts,from attendingsportseventsandconcertstowatchingfilmsintheaters—even

beforethesportsfranchiseesdecidedtotakeunprecedentedmeasuresanddothatfor

them.

Thissituationhastaughtus,howunpredictabletheconsumer’sbehaviorisandwhyit

shouldbewatched,alsohowitreactstobeingenlightenedatdifferentstages.
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