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NOW NEXTCOVID-19: What to do Now, What to do Next

How will 
COVID-19 change
the consumer?
Data-driven insights into 
consumer behavior



We’reall in this together
COVID-19 has turned into a global crisis, 
evolving at unprecedented speed and scale. 
Governments and organizations need to take 
immediate action to protect their people.

Social distancing. Self-isolation. Lockdown. 
The COVID-19 global pandemic has made 
these terms everyday words. The impact on 
consumers and the economy is profound.

Our second wave of research conducted at 
the beginning of April suggests that 
consumer behavior will be permanently 
changed by COVID-19. Consumer goods 
companies need to take action now to reflect 
these new realities. They can’t afford to wait.
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Four key trends

• Consumers are more fearful of the economic 
impact of COVID-19, rather than the risk to 
their health

• Consumers are reacting to COVID-19 in five 

different ways. These impact attitudes, behaviors 
and purchasing habits

• Trust in the government to make the right 
decisions varies greatly across countries

• Personal habits regarding hygiene, leisure, 
education and support are anticipated to change 
permanently and many have picked up hobbies 
with more time at home 

• COVID-19 is accelerating digital adoption, but 
with a third of people struggling with technology, 

companies and institutions will need to help 
breach the digital divide

• Currently, consumers aged 40+ feel more 
connected to others than in previous weeks, 
suggesting outreach efforts have been 
successful

• Initial positive reactions to working from home 
have been sustained, suggesting that we could be 
on the cusp of a home working revolution

• 30 percent of people plan to increase the amount 
they work from home in the future. Nearly half of 
those who had never worked from home 
previously now plan to work from home more 
often in
the future

Virtual 
working
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15 Markets
• Only 11 percent of people have not significantly 

changed their purchasing behavior 

• Consumers with expect new shopping habits to be 
changed permanently

• Consumers are consciously purchasing more 
locally sourced products and opting for local

and national brands

• Demand for ecommerce has surged but could 
have risen further with a more supportive 
infrastructure 

• High-frequency ecommerce users plan to reduce 
future use



The consumer 
in crisis
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Consumers are more fearful of the economic impact 
of COVID-19 than they are for their health

Source: Accenture Covid-19 Consumer Pulse, conducted 2nd – 6th April. Proportion of consumers that agree or significantly agree

I am worried about the 
impact on the economy

I am worried about the impact 
on my personal job security

I am fearful for the 
health of others

I am fearful for my 
own health

64% 82%

88%64%
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Consumers are responding in five different ways

The Indifferent

11%
Nonchalant

“This is being blown seriously 
out of proportion.”

40–55 years old, female

The Activist

8%
Looking out for others

“I want to maintain social 
distance. This is not only for my 
self preservation, this is our 
social responsibility.”

25–31 years old, female

The Worrier

21%
Fearful of the future 

“I'm a senior citizen. I have 
underlying conditions. I'm not 
willing to take chances.”

56–69 years old, male

The Individualist

22%
Looking out for themselves

“Both my hubs and I will be fine. 
I'm more concerned about 
people acting stupid and buying 
up all the toilet paper then 
selling it price gauge style.”

18–24 years old, female

The Rationalist

39%
Keeping calm and carrying on

“I'm not concerned. All I can do 
is keep things and myself clean. I 
hope others do the same.”

25–31 years old, female

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April

39 percent are less likely to feel 
stressed or anxious vs. other 
consumers

Least informed of shopper 
types

Least likely to be complying 
with government advice

59 percent are more likely to 
be shopping more for people 
beyond their immediate 
household vs. two weeks ago

Most likely to feel closer to 
immediate neighbors and the 
community

77 percent are worried about 
their own health vs. 61% for 
other consumers

25 percent are more likely to be 
stressed or anxious as a result 
of COVID-19

Only 35 percent feel more 
connected to neighbours vs. 58 
percent for worriers and 
activists

Nine percent are less likely to 
approve of their government’s 
response

82 percent are staying more 
informed about the news

Increased purchases confined 
to personal hygiene, cleaning, 
staples and online 
entertainment products only
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39%
41% 34%

21%
19% 32%

26% 21% 14%
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Attitudes are shifting as the pandemic progresses, with the 
fewest worriers in markets where COVID-19 is stabilizing

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April. Countries grouped based on the stage of they are at in the outbreak at 
time of fielding, measured by the the time since the first 100 cases were diagnosed in each country, and the weekly increase of new cases 
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5% 4%
12%

6%

15%
8%

5%

42%

30%

39%
47%

13%

20%

24%
28%

25%

38%

21%
15%
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China has the highest proportion of rationalists where 
government-society relations and SARS experience has 
shaped consumer reactions

3%

Worriers

Indifferent

Activists

Individualists

Rationalists

U.S. Italy China

70%
trust the government to 
make the right decisions

82%
trust the government to 
make the right decisions

96%
trust the government to 
make the right decisions

Brazil

59%
trust the government to 
make the right decisions

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April.



Implications

• The almost ubiquitous lack of consumer confidence 
will pose an enormous challenge when it is time to 
restart the economy

• The fragmented ways in which consumers have 
reacted to COVID-19 reinforces the need for highly 
personalized consumer marketing

• The surprisingly high and enduring trust in the 
government reinforces the priority for consumer 
goods companies to engage with governments as part 
of their brand and consumer engagement strategies

9
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New buying
behaviors



Entertainment

Personal accomplishment

Job satisfaction

Community belonging

Hobbies

Education

Friendships

Food and medicine safety

Personal healthBasic needs

Self-fulfillment needs
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Research proves consumers are presently focused on their 
most basic needs

0%

1%

0%

1%

0%

1%

1%

29%

6%

6%

4%

51%

3%

7%

5%

3%

3%

5%

6%

80%

42%

31%

37%

78%

Proportion of consumers that rank basic needs as top 1 and top 3 priorities

Top 1

Top 3

Health of friends and family

Financial security

Personal safety

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April.
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The panic index: consumer types help show how 
purchasing is shifting

Increasing > 5% Decreasing >5%As Normal

Net purchasing*
The Worrier
21% of consumers

The Individualist
22% of consumers

The Rationalist
39% of consumers

The Activist
8% of consumers

The Indifferent
11% of consumers

Total net change
Change

Wave one-wave two

Personal hygiene 50.0% 42.5% 27.4% 29.1% 10.4% 33.7% -

Cleaning products 42.4% 25.9% 21.0% 24.4% 5.5% 25.2% -

Tinned food 40.4% 26.2% 12.6% 11.1% 5.8% 20.6% -

Fresh food 32.8% 15.1% 13.8% 15.8% 3.4% 17.1% -

Frozen food 25.2% 17.2% 4.4% 8.1% 3.4% 11.7% -

Online entertainment 20.1% 11.2% 5.1% 7.7% 2.8% 9.5% -

Communication 19.2% 2.8% 4.4% 12.8% -1.2% 7.2% -

Wellness 22.8% 6.9% 0.6% 0.9% -1.8% 6.4% -

OTC 19.8% 3.4% 0.5% 2.1% 0.9% 5.4% -

Pet care 6.3% -2.2% -6.8% -9.0% -0.6% -2.5% -

Non-alcoholic beverages 8.2% -1.0% -7.3% -6.0% -1.2% -1.9% -

Toys and games 3.6% -8.2% -12.9% -15.8% -6.1% -7.9% -

Consumer electronics -4.2% -10.8% -18.6% -25.2% -5.8% -13.0% -

Alcoholic beverages -10.8% -17.0% -15.3% -16.2% -6.7% -13.9% -

Beauty -12.5% -13.2% -23.0% -25.2% -5.2% -16.9% -

Home decor -12.2% -21.5% -27.5% -34.2% -10.4% -21.7% ↓

Fashion -23.4% -26.2% -35.3% -44.0% -16.3% -29.4% ↓

Consumption:*Net purchases measured as the % of consumers increasing purchasing, less the % decreasing purchasing vs. prior two weeks

Source: Accenture Covid-19 Consumer Pulse, conducted 2nd – 6th April.

34 percent of consumers are buying more personal hygiene products while cutting 
back on discretionary categories
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We’ve seen a huge 
increase in food staples…

increase in influencer 
mentions of “beans”
as a healthy product and 
pantry staple

69% 

is the best performing 
asset so far this year due 
to immunity boosting 
properties

Orange
juice

…but what we expect to 
be permanent is the 
increased focus on health

Source: Next Atlas, BBC News

https://www.bbc.co.uk/news/technology-52030133


14

Consumers expect their shopping habits to 
change permanently

67%

60%

54%

47%
44%

41%

36%

23% 24%

68%

59%
54%

49%
46%

41% 39%

26% 24%

Limiting 
food waste

Shopping 
more health 
consciously

Doing larger 
shops

Making more 
sustainable 

choices

Doing fewer 
shops

Shopping 
more cost 

consciously

Only buying 
brands I know 

and trust

Shopping 
in closer 

neighborhood 
stores

Shopping 
more for 

others

2nd–6th April

19th–25th March 

Source: Accenture COVID-19 Consumer Pulse, conducted 19th–25th March and 2nd–6th April.

Proportion that are likely to permanently change their shopping habits 
Proportion that agree or significantly agree with statement and are likely to sustain this post outbreak
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Will COVID-19 accelerate the threat to 
global brands from local players?

of consumers that 
are increasing their 
purchases of small 
local brands

of consumers that 
are increasing their 
purchases of large 
global brands

of consumers are 
increasing their 
purchases of 
Retailer Brands

of consumers that 
are increasing their 
purchases of 
national brands

23.0% 22.0% 0.2% 11.4%

*Net purchases measured as the % of consumers increasing purchasing, less the % of consumers 
decreasing purchasing of these brand types, vs. their purchasing habits in the prior two weeks

22.5% 18.6% -3.0% 10.6%

46% 51%

Buying more locally 
sourced products

83% 85%

Likely to continue

19th–25th March 2nd–6th April

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April.

19th–25th March 

2nd–6th April

Proportion of 
consumers:

38% 44%Overall %

Net purchasing of consumers that are prioritizing 
buying brands they trust



The brand instinctively works to ensure the best outcomes for its customers rather than 
for its own interests when unexpected situations or crises arise
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COVID-19 has reduced consumer interest in experiences, 
but some purpose-driven values have remained resilient

72%

62%

53%

53%

64%

61%

47%

63%

60%

49%

47%

38%

37%

54%

44%

38%

39%

50%

50%

36%

53%

52%

42%

42%

34%

37%
The brand connects me to others like me and gives me a sense of community

The company puts purpose before profit - it does the right thing for its
customers, employees, and the world

They make it very easy and simple to do business with them

The company treats its employees well, in accordance with the values it promotes

The brand has ethical values and demonstrates authenticity in everything it does

The brand supports and acts upon societal and cultural causes we have in common
(e.g. promoting diversity, funding charities)

They inspire me to achieve my personal aspirations

The brand takes a political stance on issues close to my heart

The brand is passionate about the products and services it sells

Every interaction is relevant, timely and personalized

The brand stands for something bigger than just the products and services it sells,
which aligns with the values I want to live by

They engage and interact with me in exciting ways

2nd - 6th April 20202019
Source: Accenture Global Consumer Pulse 2019, Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April.

Proportion of consumers indicating that brand purpose and relevancy is important, 
ranked four or five on a 1 (not important at all) to 5 (critically important) scale

-18%

-17%

-15%

-15%

-14%

-11%

-10%

-9%

-8%

-8%

-5%

-4%

0%

Difference 
vs. 2019
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Quality, safety and trust is the number one 
factor in stabilizing markets

AdvancingDeveloping Stabilizing

Taste

Price

Quality/Safety/Trust

Health benefits

Brand

Convenience

Fun

Experience

Packaging

Social impact

Taste

Price

Quality/Safety/Trust

Health benefits

Brand

Convenience

Fun

Experience
Packaging

Social impactEnvironmental impact
Environmental impact

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April.

Importance of each factor in purchase decisions
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Demand for ecommerce has 
surged and will continue to rise

Source: Sixth Tone, Tobie Stanger, “How to Protect Yourself from Coronavirus When Grocery Shopping,” 
March 9, 2020, Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April.

INSTACART
Online delivery service 
Instacart’s subscriptions 
have grown by 10 times—
20 times in states with the 
most reported COVID-19 
cases

HEMA
Alibaba’s online supermarket
Hema reported that orders 
were up 220 percent year-
over-year during Chinese 
New Year, when the virus 
started spreading

who ordered their
last grocery purchase online,
did so for the first time;
for consumers aged 56+,
this was 

Current proportion of 
purchases made online

Proportion of online 
purchases anticipated post 
outbreak

32%

1 in 5

1 in 3

37%

http://www.sixthtone.com/news/1005303/how-covid-19-sparked-a-silver-tech-revolution-in-china
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But it could have risen even 
further: how much of an 
opportunity was missed?

Source: Quartz, Ocado Website, BBC News, Diginomica, Twitter

“I have groceries waiting in my online 
@Sainsburys account but cannot get a 
delivery date within 3 weeks.” -@MaryBCH3
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China Italy GermanyIndia
Days Since Lockdown

Index

Online out of stock levels for essential goods at lockdown
% of SKUs out of stock on retailer websites, indexed based on level at 
time of lockdown

1) China: Hubei lockdown (1/23/2020) 2) Italy: Lockdown (3/9/2020)
3) India: Lockdown (3/24/2020) 4) Germany: Lockdown (3/18/2020)

Retailers struggle to meet demand for delivery, leaving 
customers frustrated.

Source: Euromonitor Coronavirus Price and Availability Tracker

“The amount of demand is simply unprecedented.”
-Ocado CFO

According to Ocado, practically every one of the nearly 800,000 
active customers they had at the end of 2019 now want to place an 
order once a week. At the same time, the average basket size has 
grown more than 50 percent, reducing the number of orders they can 
pick and deliver. As a result, they can only serve 250,000 homes a 
week, leaving a shortfall of around 550,000 disgruntled customers.

https://qz.com/1819855/coronavirus-overwhelms-ocado-uk-online-grocery-delivery/
https://blog.ocado.com/2020/04/03/service-changes-how-youre-affected/?fbclid=IwAR3sxsYSUcKvS3rEkF8KddUWFsFsV7_Uc7hA6Xx8hMyEhzqMdF5gVE9gWyI
https://www.bbc.co.uk/news/business-51941987
https://diginomica.com/updated-view-customer-238319-virtual-queue-how-omni-channel-retail-coping-coronavirus
https://www.massgeneral.org/news/coronavirus/covid-19-symptom-research-app


20

High-frequency users plan to 
pull back on online purchases as 
demand goes unmet

0
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1000 12 37 62 87

High-frequency users
Pull back

New users
Adopting

Existing ad-hoc 
users
Maintaining

% of 
Current 
Purchases
(midpoint)

<25% 25–49% 50–74% 75–99%“Never” “Always”

% of Future Purchases

New users expect to increase
the proportion of purchases 
made online by

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April.

Average proportion of future purchases 
made online, by current frequency

10%
on average, while high-
frequency users expect 
to reduce by 

on average

9%

REVERTING TO LOCAL

High-frequency users are

2.7 times
more likely to be increasing 
their purchases of small 
local brands than new users



Implications

• The health strategy will remain a strategic differentiator 
for the foreseeable future (e.g. supporting healthy 
lifestyles for consumers, shoppers and employees)

• The increased focus on conscious consumption
requires that brands make it a key feature of their offer

• Brands should tap into the demand for local by 
highlighting local provenance

• Consumer goods companies need to substantially 
increase investment in ecommerce

21
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Personal habits are also changing

Cleaning surfaces
more often

Washing my
hands more

Proportion of those whose habits changed that are likely to continue post outbreak

6.6

12.6

Before 
COVID-19

During 
COVID-19

+90%

How many times a day 
do I wash my hands?

C
U

R
R

E
N

T
A

F
T

E
R

Proportion of consumers whose personal habits have changed 
in the last two weeks

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April. Source: Accenture COVID-19 Consumer Pulse, conducted 19th–25th March

78%89%

86%87%
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Virtual self-care is booming

60%

During the last week of March 2020, users 
completing a calming exercise on the meditation 
app Headspace increased 19-fold while those 
completing an anxiety reframing session grew 14-
fold.

57%

Downloads of the top 10 health and fitness apps 
globally increased 60 percent between December 

2019 and late March 2020. Eight of these were fitness 
apps including “at home” or “home workouts” in 

their names or descriptions as of April 6th.

Peloton updated its app name from “Peloton—Live 
workout classes” to “Peloton—at home fitness” in 

March to capitalize on the trend.

Physical health Mental health

Source: App Annie, The Economist, Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April.

are spending more time on self-
care and mental wellbeing

of consumers have started 
exercising more at home

https://www.appannie.com/en/insights/market-data/at-home-fitness-apps-in-demand-coronavirus/
https://www.economist.com/international/2020/04/04/with-millions-stuck-at-home-the-online-wellness-industry-is-booming
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New activities are 
expected to be sustained

64%

58%

42% 41%

34% 34%

61%

55%

44%
41%

34% 34%

Keeping more 
informed with 

the news

Using technology 
to access health 

care

Spending more 
time with my 

family

Spending 
more time 

online

Spending 
more time on 
entertainment

Learning new skills 
or completing 

education online

19th–25th March

2nd–6th April
1 in 3

46%

Proportion of consumers who are likely to permanently change their leisure activities
Proportion that agree or significantly agree with statement and are likely to sustain this post outbreak

consumers started a new hobby 
or resumed a prior hobby and 
plan to keep it going

of consumers who are working 
from home are spending more 
time on home improvement, and 
will continue to do so

Source: Accenture COVID-19 Consumer Pulse, conducted 19th–25th March and 2nd–6th April.
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Technology is creating new ways for 
consumers to explore personal pursuits

Focused on socialization, people are 
doing virtual dinner parties/drinks and 
playing games. The week of March 15th, 
Houseparty saw 735x growth in global 
downloads from the previous week.

COVID Symptom Tracker asks people to 
self-report symptoms in an effort to gather 
valuable information. It amassed 
750,000 downloads within 24 hours of 
its UK launch and had almost 2 million 
users before its April release in the US.

Disney+ launched in Europe on March 24th

and garnered 5 million app downloads in 
24 hours. The streaming service hit 50 
million subscribers in April, 
accomplishing within five months of 
launch what took Netflix seven years 
since it started streaming.

Rank App

Change in 
Rank since UK 

day-zero* Rank App

Change in 
Rank since UK 

day-zero*

1 Disney+ 10 Park Master

2 Houseparty 11 Perfect Cream

3 Zoom 12 Ultimate Disc

4 COVID Symptom Tracker 13 Skype

5 Microsoft Teams 14 Instagram

6 TikTok 15 Google Classroom

7 WhatsApp Messenger 21 UK Breaking News

8 Blend it 3D 22 BBC News

9 Spiral Roll

NEW

+200

+200

NEW

+86

-1

-3

+200

NEW

NEW

NEW

NEW

+200

-6

+200

+33

+55

Zoom’s maximum daily meeting 
participants increased from 10 million in 
December 2019 to 200 million in March 
2020. As of March 31st, it is the #1 
business app in iPhone daily downloads in 
141 markets, compared to one market at 
the end of 2019.

Top apps from UK Play Store on March 26th

Source: App Annie. Apps with +200 in change cannot be given a more precise ranking as visibility only extends to top 200. * (March 4th, 2020) 
Source: CNET, Variety, Netflix, CNN, App Annie, Quartz, 
TechCrunch, Zoom Blog, Massachusetts General Hospital

https://www.cnet.com/news/disney-plus-surpasses-50-million-subscribers-in-five-months/
https://variety.com/2020/digital/news/disney-plus-europe-5-million-app-downloads-launch-day-1203545088/
https://media.netflix.com/en/about-netflix
https://money.cnn.com/2014/07/21/technology/netflix-subscribers/
https://www.appannie.com/en/insights/market-data/weekly-time-spent-in-apps-grows-20-year-over-year-as-people-hunker-down-at-home
https://qz.com/1295240/the-future-of-social-media-feels-a-lot-like-the-past/
https://techcrunch.com/2020/03/25/self-reporting-app-for-covid-19-symptoms-for-uk-research-sees-650k-downloads-in-24-hours/?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAAFGZMAiPKE6d52BB3regz3RWRFW_DO9smYZhgXzgrNO_0jjpTAwzun9j9D7NE9Ll6I6COIkaA8SXikFTocKoqMZjk8q6fg1OGxhPVuk7Ai-ljkdNEPL4_1D-XzwKqET_VxGzIaniBBI-dq7XVKY3p3qBiHIk9StsLgyXAOTKIqNA
https://blog.zoom.us/wordpress/2020/04/01/a-message-to-our-users/
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COVID-19 is accelerating digital adoption

58% 57% 57%
53% 54%

75%

Proportion of consumers who are likely to buy or increase usage of technology

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April.

Voice-enabled 
digital 

assistants

Online 
recommendation 

apps

Self-service 
apps

Intelligent home 
devices

Wearables Home 
Wi-Fi
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What does the digital divide look like?
About a third of people are struggling with technology

70%
62% 57%

43%

-30%
-38% -43%

-57%
Technology makes my 

life easier Technology has brought 
me closer to my friends 

and family

I enjoy using new types 
of technology

I need help with using new 
forms of technology (e.g. 

from family or friends)

Proportion of consumers who are comfortable using technology during COVID-19

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April.
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Communities across the globe are 
coming together in different ways

In Brazil, where government 
intervention has so far been limited, 
drug gangs are taking it upon 
themselves to enforce social 
distancing and curfews across the 
country’s favelas in order to stop the 
virus spreading

Worriers and Activists
report the strongest connections 
with their family, friends, 
neighbors and the community

80%
of consumers feel more 

connected to their 
communities

Community in actionCommunity support groups

200,000 people in the UK are now 
members of more than 300 local 
support groups set up for the virus; 
new data puts the total number of 
groups at over 1000

Volunteering “Clap for Carers”

In the UK, the NHS had to 
temporarily pause recruitment of 
NHS volunteer responders as 
applications reached 750,000. The 
volunteers will provide four primary 
tasks, supporting delivery of 
medicine, transport of patients to 
and from appointments and calling 
those in isolation

The public have taken to their 
doorsteps, balconies and gardens in 
countries across the globe to 
applaud those working in healthcare, 
as a demonstration of their 
appreciation, support and solidarity

Source: Accenture Covid-19 Consumer Pulse, conducted 19th – 25th March.

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April. BBC News. The Metro. NBC News. Financial Times. 

https://www.bbc.co.uk/news/uk-england-51978388
https://metro.co.uk/2020/03/29/call-nhs-volunteers-paused-as750000-sign-12473430/
https://www.nbcnews.com/video/around-the-world-citizens-applaud-healthcare-workers-as-they-change-shifts-81254469536
https://www.ft.com/content/aaef1591-2fc5-4e6f-ab84-0e83b5a146ca
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Consumers aged 40+ feel more connected than in previous 
weeks and are more likely to feel the connections will continue

52%

70+18-24 25-31

50%

40-55 56 -6932-39

57% 56% 56% 55% 50% 54%
43%

54%
47%

55%

C
u

rr
e

n
t

A
ft

e
r

90%
80%

86%84% 88%86% 89% 90% 90% 89% 90% 92%

Proportion of consumers who feel more connected to family, friends, immediate neighbors and the community
Average of those who agree or significantly agree across stakeholders

Proportion of consumers who expect strengthened connections to continue

Source: Accenture COVID-19 Consumer Pulse, conducted 19th–25th March and 2nd–6th April.

19th–25th March

2nd–6th April



78%
74%

63% 63%
60%

54%

78%

71%

63%
60% 61%

54%

RetailersHealth 
institutions

Educational 
institutions 

(e.g. colleges, 
schools)

Product 
manufacturers

Government Other 
companies
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Some companies will face backlash 
over their response to COVID-19

39 percent of 
consumers do not think 
product 
manufacturers have 
responded well to the 
COVID-19 situation.

There is a big 
opportunity for CPGs
to get ahead of this to 
ensure consumer 
perception is positive 
when the situation 
calms down.

Proportion of consumers who feel the following 
organizations are dealing with the situation well

19th–25th March

2nd–6th April

Source: Accenture COVID-19 Consumer Pulse, conducted 19th–25th March and 2nd–6th April.
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One third of employers may suffer reputational damage

Employee’s rating of employer’s 
response to COVID-19

Employee’s attitudes towards employer
% that agree or significantly agree

Bad 
8%

Good
35%

Very good
22%

Neutral 
33%

V
e

ry
 b

a
d

2
%

57%
positive

My employer has given me 
the necessary tools to work 

in this environment

68%

64%

62%

66%
My employer keeps me well informed 

about the last COVID-19 updates

My employer has taken active
steps to protect my health

I feel supported by my employer

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April.
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The majority of people see potential positive 
outcomesfrom the pandemic

75%
65% 61% 61% 57% 53% 50%

42%

-6% -10% -11% -11% -14% -16% -20% -26%

Proportion of consumers who think COVID-19 will have a lasting societal impact
% who agree vs. % who disagree

Increase the 
focus on 

health

Increase the 
focus on the 
environment

Unite people 
from different 
backgrounds

Strengthen 
local 

communities

Increase 
global 

collaboration

Increase the 
focus on 
reducing 
income 

inequality

Reinforce 
confidence in 
government

Heal political 
divisions

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April.



Implications

• Increase focus on any opportunities for 
personal hygiene within your portfolio

• Increase the relative focus on digital vs. 
traditional tools to engage with consumers 
and improve experiences

• Authentically engaging with local 
communities could be a highly successful 
company or brand strategy

34
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Are we going to have a home-working revolution?

I am more productive at home than I am in the office

78%

I have the right tools to be able to work from home

I am more professionally satisfied at home than I am in the office

I can collaborate easily with my colleagues

55%

82%

I enjoy working from home

I have an appropriate space in my house from which to work from

I miss the social interaction I get from work

55%

I have not yet established a good routine for working from home

I can collaborate more easily with people from other organizations

86%

83%

74%

74%

62%

69%

65%

65%

61%

56%

73%

58%

35%
56%

Regularly worked from home previously Never or irregularly worked from home previously

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April, N = 1,118 respondents working from home

Proportion of consumers that significantly agree or agree with statements
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30 percent of people plan to 
increase the amount they work from 
home in the future

Less

13%

More

30%

Same

57%

46 percent of 
people who never 
worked from 
home previously 
now plan to work 
from home more 
often in the future

Change in work-from-home frequency from pre to post outbreak

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April, N = 1,118 respondents working from home
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Implications

• Create a virtual working strategy that will 
differentiate your employee value proposition 
and reflects new employee preferences

• Explore new pools of talent that are 
unconstrained by physical location

• Fully leverage virtual collaboration tools, which 
have clearly demonstrated success 

• Proactively define your new norms for business 
travel in the future, they will be different



Whatever it is, [COVID-19] has made the mighty 
kneel and brought the world to a halt like 
nothing else could. Our minds are still racing 
back and forth, longing for a return to 
‘normality’, trying to stitch our future and our 
past and refusing to acknowledge the rupture. 
But the rupture exists. And in the midst of this 
terrible despair, it offers us a chance to rethink 
the doomsday machine we have built for 
ourselves. Nothing could be worse than a return 
to normality. 

Historically, pandemics have forced humans to 
break with the past and imagine their world 
anew. This one is no different. 
It is a portal, a gateway between one world and 
the next.

We can choose to walk through it, dragging the 
carcasses of our prejudice and hatred, our 
avarice, our data banks and dead ideas, our dead 
rivers and smoky skies behind us. Or we can 
walk through lightly, with little luggage, ready to 
imagine another world. And ready to fight for 
it.

Arundhati Roy (2020) ‘The pandemic is a portal’, Financial Times, 3rd April
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https://www.ft.com/content/10d8f5e8-74eb-11ea-95fe-fcd274e920ca
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The COVID-19 Consumer Pulse research

14%

18%

20%
25%

14%

9%

32–39

18–2470+

25–31

40–55

56–69

Age

17%

22%

49%

12%

Continuing 
normal 
routines

Social
distancing

Self-isolating

Lockdown

41%

35%

16%

8%

Working from
home

Sent home

Unable to work

Social 
situation 

Work 
situation

Accenture’s COVID-19 Consumer Pulse is monitoring the changing attitudes, behaviors and habits of consumers 
worldwide as they adapt to a new reality during the COVID-19 outbreak. It also explores which of these changes are likely to 
have a lasting impact once the crisis is over. 

The second wave of this survey was conducted from April 2nd –6th and includes 3,074 consumers in 15 markets around the 
globe. This survey will continue to be rerun to track changes as this situation evolves.

SpainAustralia Brazil Canada China France Germany Japan Mexico U.K. U.S.ItalyIndia S. Korea UAE

Continuing 
normal 
routines

Wave two

Source: Accenture COVID-19 Consumer Pulse, conducted 2nd–6th April



Markets were grouped into three stages of the COVID-19 outbreak. The classification took into account the time since first 100 cases were diagnosed in 
each country and the weekly increase of new cases.

Developing Advancing Stabilizing

Source: Accenture Research analysis of data from Johns Hopkins University, Center for Systems Science and Engineering Coronavirus Resource Center
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The 15 markets were split into three types based on the stage 
of outbreak at time of fielding

• France
• Germany
• Italy
• Spain

• UK
• US
• Canada
• Brazil

• Australia
• India
• Mexico
• United Arab Emirates

• China
• Japan
• South Korea



43

Government restrictions in place at time of fielding

Market School closings
Workplace 

closings
Public events 

canceled

Public 
transportation 

restrictions

Internal 
movement 

restrictions

International 
travel 

restrictions
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UAE
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Brazil

Canada

France

Germany

Italy

Spain

UK

USA

S
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b
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-
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g

China

Japan

South Korea

No restrictions Local restrictions Nationwide restrictions

Source: Oxford COVID-19 Government Response Tracker

Restrictions:
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To help our clients navigate both the 
human and business impact of COVID-19,
we’ve created a hub of all of our latest 
thinking on a variety of topics.

Each topic highlights specific actions which 
can be taken now, and what to consider next
as industries move towards a new normal.

From leadership essentials to ensuring 
productivity for your employees and 
customer service groups to building supply 
chain resilience and much more, our hub 
will be constantly updated. Check 
back regularly for more insights.

VISIT OUR HUB HERE

https://www.accenture.com/ie-en/about/company/coronavirus-business-economic-impact


45

Contacts

If you need help or advice in relation to this, please contact: cvthoughtleadership@accenture.com 

Oliver Wright

Consumer Goods & Services Global Lead

Oliver.Wright@accenture.com

Emma Blackburn

Consumer Research Manager
Emma.J.Blackburn@accenture.com

mailto:CVThoughtLeadership@accenture.com?subject=COVID-19%20Consumer%20Behaviors
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