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COVID-19: Consumer Trends  by Generation & Geography from Yotpo explores  consumer behavior during the pandemic. Image courtesy of
Yotpo

 
By DIANNA DILWORT H

Consumers are focused on buying essentials right now and most purchases are being made online as people
around the globe respect lockdown orders amid the coronavirus pandemic.

A new report from Yotpo found that 78.8 percent of consumers are buying food, 42.5 percent are buying health and
wellness products, and 34.95 are purchasing household cleaning supplies.

"What this means for luxury marketers and brands is that they are in a position where luxury items are just that,
luxuries," said Raj Nijjer, vice president of brand marketing at Yotpo, New York.

"The shift in the focus to buying the essential items for survival could easily result in the big-ticket luxury purchases
consumers might normally make, especially with money received from tax returns, being put on hold.

"For the short term, new luxury items may be small cosmetic items to wear on a Zoom Happy Hour or Date Night,
home workout gear, bath products, essential oils or health supplements to help with mood and relaxation, and
takeout or gourmet food items that are ordered online to have a special meal."
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How people are shopping in different regions . Image courtesy of Yotpo

Digital buying
The report found that 88.15 percent of people are practicing social distancing, with 45.75 percent going out less
often and 42.4 percent staying home completely.

As non-essential stores have closed down, consumers are increasingly making purchases online. People are even
ordering food online in order to avoid coming into contact with other people.

Some 43.2 percent of people said they plan to do more of their shopping online, and 31.7 percent are only making
online purchases, foregoing physical stores completely.

"It's  difficult to tell how long people will remain shopping online, as it depends on how long stay-at-home orders
remain in place, something that currently varies from country to country and state to state," Mr. Nijjer said.

"A lesson for omnichannel retailers is to make a meaningful investment in their online channel and marketing
technology, inclusive of having a continuity plan that shifts retail workers to support online, like local fulfillment and
online customer service, should the need arise," he said.

"The longer we are home, it's  likely that consumers will adapt to the convenience of online shopping outweighing
having to head out with traffic and crowds. We will see a new market of consumers that will increasingly work from
home, and serving this segment could be a new opportunity for ecommerce brands."

These new opportunities for luxury brands are to promote upscale work-from-home clothes that are more
comfortable than traditional suits, designer office furniture and high-end audio and video equipment to help people
deck out their home offices.

"Brands like M.M. LaFleur are offering virtual styling appointments, but are also leaning into the new normal lifestyle
of working from home and touting the importance of self-care with lots of content ranging from recipes to uplifting
reads, happy viral content, and even fashion tips for Zoom meetings," Mr. Nijjer said.

Consumers  will buy from others  when their favorites  are sold out. Image courtesy of Yotpo

Loyalty among empty shelves
The report found that brand loyalty is weakening as consumers scramble to buy goods.
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Some 40.55 percent of consumers said that they would purchase an item from a less familiar brand if the brands
they love are out of stock.

Because shelter-in-place orders are different across various regions, brands likely have their hands tied when it
comes to producing more products or making their products more available.

"If brands are no longer in a position to make products available, we encourage them to keep the lines of
communication open with their customer community by offering a signup for in-stock notification on the product
pages," Mr. Nijjer said.

"Offering products when they are in-stock to these loyal customers first helps strengthen the relationship and also
encourages them to sign up for the brands' loyalty program," he said.

"Due to the captive nature of the consumer, brands can also use this time to build and strengthen their relationship
with them with helpful, supportive, and tastefully entertaining content."

While digital remains core, brands should still remember that retail is  not completely obsolete.

When the virus finally subsides, consumers who enjoy going out shopping will likely resume this behavior after the
pandemic has died off.

"People that consider shopping a social activity will likely be the first people back in the stores once it is  safe to
shop," he said.
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