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Consumer Sentiment and E-Commerce 

Demand for necessities, such as groceries and medication, has remained strong and 

actually strengthened for some goods whilst discretionary spending has fallen rapidly. 

Consumers are holding back on non-necessary purchases and choosing to save money 

that they would otherwise spend. While the trend towards e-commerce has been going 

on for years now, the pandemic has accelerated this change; ordering consumer goods 

on Amazon has never been more attractive. Consumers are still very cautious and need to 

feel safe before they will return to physical outlets. Regaining consumer confidence will 

take some time and the effects of Covid-19 are likely to last for months to come. With 

physical stores slowly re-opening, gaining the trust of consumers must be at the top of 

every retailer’s mind. The graph below shows the change in consumer spending across 

categories compared with last years numbers.  

https://www.theconsumergoodsforum.com/blog/consumers-and-the-new-normal-which-
retail-changes-could-become-permanent-as-a-result-of-covid-19/ 
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https://www.theconsumergoodsforum.com/blog/consumers-and-the-new-normal-which-retail-changes-could-become-permanent-as-a-result-of-covid-19/
https://www.theconsumergoodsforum.com/blog/consumers-and-the-new-normal-which-retail-changes-could-become-permanent-as-a-result-of-covid-19/


Historically Low Consumer Confidence  

Consumer confidence has fallen rapidly due to growing concerns about health, job 

security and sources of income. There is also the expectation of a recession occurring 

which has dented consumer confidence.  

Using Blockchain Technology to Streamline Processes  

Blockchain technology has the potential to help retailers move digital through fraud 

protection, efficient management, inventory tracking and admin automation.  

Survival and the Importance of Supply Chains 

For lots of consumer goods companies, the next 6 months is primarily about survival. The 

quality, flexibility and durability of supply chains are imperative in order to survive the 

pandemic.  

More here.  
 
Survey Data on Consumer Sentiment in the UK  

McKinsey has collected some ongoing data on customer sentiment in the UK.  

Business “Not” Back to Normal 

The notion that business will return to normal after a vaccine is found and Covid-19 is 

behind is a simplistic, incorrect view. This pandemic will cause permanent changes to the 

way that consumers and businesses operate. Individuals are now spending more time at 

home than ever before and this is likely to continue. Consumers are looking to purchase 

more office equipment, entertainment devices and gym equipment as they shift towards 

in-home activities. Individuals who never shopped for groceries online have now been 

forced to do so. As consumers get used to a fully online shopping experience, many of 

them will continue to do so even post-pandemic. Hence, it is imperative that consumer 

goods firms spend time understanding consumer trends and predicting areas of growth.  
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https://www2.deloitte.com/uk/en/pages/consumer-business/articles/consumer-tracker.html
https://www.theconsumergoodsforum.com/blog/a-light-at-the-end-of-the-tunnel-%e2%80%a8preparing-for-a-post-covid-19-retail-industry/
https://home.kpmg/xx/en/blogs/home/posts/2020/04/preparing-for-post-covid-19-world.html
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/survey-uk-consumer-sentiment-during-the-coronavirus-crisis


Long term changing trends in consumer habits: 

https://www.alvarezandmarsal.com/sites/default/files/uk_appendix_.pdf 

• shows several UK specific surveys regarding the changing shape of consumer 

habits and how they have been affected specifically by the pandemic  

https://www.alvarezandmarsal.com/insights/172-million1-uk-consumers-expected-make-

permanent-changes-their-shopping-habits 

• More data and insight into how consumers are expected to change their shopping 

habits, relating to frequency, channel and category of product 

• Data on how government initiatives has also contributed to the changing trends 

and long term behavioural shifts 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Consumers in the UK are quickly embracing the trend to spend a 
greater percentage of their retail expenditure online 

Consumers embracing hybrid purchasing journeys, such as relying on in-store experience 

then buying online, has been quickly replaced by ‘digital first’ taking place as the norm. 

Compared to other European countries, the UK already exhibited higher percentages of 

online retail expenditure. Further detail here. 

Accenture Report on the impact of COVID-19 on consumer goods

https://www.accenture.com/in-en/insights/consumer-goods-services/coronavirus-

consumer-goods-rapid-response 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Trends in consumer sector beyond 2020: Insights from 2 McKinsey 
Partners 

• Useful interview with 2 Mckinsey Partners drawing insights into which consumer 

trends will change and which will stick, along with what consumer good companies 

should keep as top priority. Links have been made to further data on the topic.  

1. Which consumer trends will stick? 

• Sajal Kohli: Few consistent shifts that we’re seeing across the globe. Consumer 

spending is “overpronating” massively toward value, and there’s a material flight to 

online. What’s happening to e-marketplaces is quite astounding in terms of the 

meteoric growth. Discounters as a format are truly running up market share and 

continuing their steady rise across the globe. We’re also seeing another seminal 

trend: a real shock to loyalty. We are seeing consumers, on the one hand, shift to 

trusted A brands. On the other hand, there is a lot of pervasive promiscuity 
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https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/global-surveys-of-consumer-sentiment-during-the-coronavirus-crisis
https://www.mckinsey.com/industries/retail/our-insights/redefining-value-and-affordability-in-retails-next-normal
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-future-of-brand-strategy-its-time-to-go-electric


because consumers have so much choice as they’ve shifted online that their 

consideration set has expanded quite dramatically. 

• Liz Hilton Segel: A shift to more people cooking at home, maybe making more 

healthy eating choices, or the increase in in-home exercise equipment. Shifts to 

digital will be permanent. Mall traffic and department-store visits will be 

challenged.  

2. What will be the top priority for consumer companies? 

• Sajal Kohli: Aggressively look at new growth opportunities through inorganic 

routes—so make acquisitions but also equally focus on divestitures.  Renew how 

you organize yourself and how you think about decision making, especially for 

speed. Accelerate productivity and reset your cost structure to be more 

competitive going forward. This is much more than the budgeting process of 2 to 3 

percent productivity gains to beat inflation. It is actually a 20 to 30 percent reset in 

your cost structure so you’re competitively fit. 

• Liz Hilton Segel: Consumer companies should double, triple, quadruple their 

ambition around the scale and pace of their digital transformation—whether that’s 

the adoption of analytics or whether that’s improving the productivity and the 

experience of digital channels. Take reskilling seriously as a competency in your 

organization. 
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https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/the-covid-19-recovery-will-be-digital-a-plan-for-the-first-90-days
https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/the-covid-19-recovery-will-be-digital-a-plan-for-the-first-90-days
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-next-normal-in-consumer-implications-for-consumer-goods-m-and-a
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-next-normal-in-consumer-implications-for-consumer-goods-m-and-a
https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/three-degrees-of-separation-how-to-successfully-execute-divestitures
https://www.mckinsey.com/business-functions/organization/our-insights/good-decisions-dont-have-to-be-slow-ones
https://www.mckinsey.com/business-functions/organization/our-insights/good-decisions-dont-have-to-be-slow-ones
https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/welcome-to-the-digital-factory-the-answer-to-how-to-scale-your-digital-transformation
https://www.mckinsey.com/business-functions/organization/our-insights/to-emerge-stronger-from-the-covid-19-crisis-companies-should-start-reskilling-their-workforces-now


Following a report by the Office of National Statistics UK retail and consumer goods sales 

dropped 22.7% in April 2020. Following a UK consumer sentiment survey from June 2020 

conducted with 1002 consumers implies that consumers’ intent on spending in the next 

months will be lower looking at all categories except for home entertainment and 

groceries.  

• Survey results can be found here: https://www.mckinsey.com/business-functions/

marketing-and-sales/our-insights/survey-uk-consumer-sentiment-during-the-

coronavirus-crisis)  

• shock to brand loyalties: 17% of consumers have decided to switch brands 

• switches due to changes in consumers’ trust in brands, switches due to preference 

for discount stores, switches due to seeking best value options  

  Adidas Case Study  

• Adidas has placed more emphasis on their online presence and the majority of 

their physical stores have been closed worldwide  

• They are focusing on digital acceleration and looking to digitise as much of the 

value chain as possible  

• Adidas has focused on their products that will be used as the majority of 

consumers are stuck at home, also includes giving premium access to their fitness 

apps  

• Using this time to make use of AI software to predict consumer trends and help 

streamline supply chain management  

• Lots of investment into additive manufacturing technologies as manufacturing 

processes become less labour intensive  

This article was written by Avik Agarwal (avikagarwal.reshape@gmail.com) and Veer Abrol 

(veerabrol.reshape@gmail.com) 

Get in touch with the research team: insights.reshape@gmail.com
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