


About this study

ITWP companies Toluna, Harris Interactive and
KuRunData have developed an ongoing study
to understand the impact that the Coronavirus .

has on daily life.

The study will be conducted every 2 weeks
and started on March 31.

This report covers 19 markets.

Findings highlight the importance of consumer
insights for brands and businesses as they
consider ‘The Next Normal.’

We’ve created a series first focused on the
immediate impact and disruption, and
embarked on a second chapter in our series
which looks at how people feel as they
move out of quarantine.
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Wave 6: Markets studied

and field schedule

Below is the field schedule and number of completed interviews by
market included in this wave of research. Data has been weighted by
age, gender and region to be Census representative in all markets
(except UAE and the Philippines where regions are not weighted, and
India where we’re Internet representative). In France, data is also

weighted to reflect social grade.
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Consequences of

or services as normal

In Japan there are fewer consequences of not being able to access products and services. Philippines, India and Thailand

seem to have greater consequences.
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Consequences of not being able to access products or services as normal

Logically, online shopping is among the biggest consequences of not being able to access products or services around the world.

(Europe, Americas, even in Asia: Australia, Singapore, Japan...) many people are paying more than usual for products.
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Willingness to buy a similar product from a different brand if a preferred brand isn’t available

Consumers in China (and Hong Kong) are less likely to buy a different brand in the same category compared to the start of the pandemic, whilst willingness to buy
another brand is increasing in the UK, Spain, Australia, Singapore and the US.
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Alternatives if not able to get one’s preferred product from the usual shopping place

Except UK, the European markets have become more willing to seek an alternative physical retailer while Asian markets are more willing to seek
an online alternative. The highest levels of willingness to go directly to the product manufacturer remains in the USA and Thailand.
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Are you getting sufficient communications about safety measures put in place to provide reassurance
about Coronavirus?

Consumers generally feel sufficiently communicated with about safety measures from brands and retailers. Agreement that communication has been sufficient from both of
these is highest in Asian markets (Thailand, Malaysia, Indonesia, Singapore, Philippines and India), while in Brazil and Korea, retailers could make some improvements.
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Are you getting sufficient communications about safety measures put in place to provide reassurance
about Coronavirus?

Consumer opinions around the communications received from restaurants is mixed across markets, with the UK least likely to find them sufficient.
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that they have not received sufficient communication about safety measures from gyms — more is needed to reassure consumers as they begin to re-open.
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Are you getting sufficient communications about safety measures put in place to provide reassuran
about Coronavirus?

For hairdressers and beauty salons, consumers in Thailand and ltaly feel the most reassured about safety measures through the communications provided, wi

and the Philippines have the lowest scores.
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Health before preservation of the environment

While European countries are less willing to have excess packaging on products, respondents in Asia are more inclined to accept this (especially in Indonesia, where 3
out of 4 don’t mind).
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