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Consumers  are skittish in this  COVID-19-driven environment, fraught with worry over their economic wellbeing. Image credit: As tound Commerce

 
By DIANNA DILWORT H

Consumers are hesitant to make purchases as they fear for their health and economic situation amid the ongoing
coronavirus pandemic, which is also negatively impacting the sale of luxury goods.

Half of consumers have reported that their incomes have already become compromised as a result of the lockdown
measures COVID-19 outbreak, according to a new report from Astound Commerce. Seventy-seven percent of
consumers are fearful of the economic future.

"Consumers have been in survival mode and this reflects their mindset during the height of uncertainty," said Renata
Akers, senior digital analyst at digital commerce specialist Astound Commerce, San Francisco.

"Once restrictions have been eased and we are no longer in a state of emergency, consumers will begin to feel
more optimistic. Consumers might also have less expendable income as a result of this pandemic and will initially
be more cognizant of their spending habits," she said.

Social anxiety
Many consumers report spending their days reading social media posts and news feeds, but this only helps to fuel
their anxiety about the virus and the bad economic outlook.

Some 72 percent of consumers said that conversations with family and friends online do little to calm their fears.
Sixty-three percent said that these engagements give them a sense of angst.

"Social media can be ripe with misinformation," said said Kylee Magno, senior digital analyst at Astound
Commerce.

"There you have an ecosystem where each individual can post their fears and anxieties and it becomes multiplied,"
she said. "There is nothing that acts as a countermeasure to temper all of the negativity so it can be toxic at times."

As people are sheltering in place at home, many are spending hours on social networks and watching broadcast
television where COVID-19 is dominating.
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"Whether it's  watching Instagram tutorials on how to sew your own facial mask or Pinterest boards that once
contained your favorite cookie recipes now replaced with recipes for hand sanitizer and do-it-yourself disinfectant
wipes," Ms. Magno said.

"It can become overwhelming and cause anxiety as it doesn't seem there's an escape from it," she said.

Consumers  have cut back on luxury items  s ince the pandemic outbreak. Image courtesy of As tound Ins ights

Utilitarian value
While some consumers find shopping to be a pleasant distraction, under the current circumstances many are cutting
back on purchases.

Consumers are buying fewer luxury items under lockdown, according to the study.

Thirty-four percent of those surveyed said they are shopping for apparel and luxury goods less often since the
pandemic hit, which has increased since earlier in March when only 19 percent of people said so.

When consumers do shop, they are looking for utilitarian value in purchases, per the report.

The perception of basic value in consumer goods has shifted as an outcome from the pandemic.

"When the crisis hit, the playing field was suddenly leveled," the report said. "It didn't matter if you were wearing
Gucci jeans or Levi'sthe important thing was that you had a pair of pants to wear. No one is checking your label when
you are stockpiling toilet paper.

"Brands like Timberland, the North Face and Ice Breakers are going to increase. They're high quality, and they'll
actually help you survive a crisis. Luxury and fashion brands that have no additional utilitarian value will take much
longer to recoverif they can recover at all."
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Creative marketing
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In these uncertain times, luxury brands should be connecting with loyal customers and offering soft messages that
help boost their morale.

"Marketers need to get creative by using social platforms like TikTok or Facebook Live and newer technologies such
as Zoom or Slack to connect with younger shoppers," Ms. Akers said.

"But authentic messaging is key," she said. "They should acknowledge the current situation and be more customer-
centric in their approach.

"Customer service is the foundation of luxury. Showcase how they are helping the community and their associates, if
applicable. Consumers will reward those charitable brands."

Additionally, luxury brands should be offering free shipping and generous return policies to show goodwill at this
time.

"Offer curbside pick-up or contactless delivery," Ms. Akers said. "Create themes around things that currently matter to
consumers, like items that fit with a work-from-home lifestyle."
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Retail therapy
While there will likely be an initial impact on the luxury market due to the COVID-19 lockdowns, Astound
Commerce's report suggests that it will bounce back like it did after the downturn of 2008-09.

Once consumers feel safe in the store environment again, they will slowly return to stores again. The report
suggests that it will begin with younger generations who crave the socializing aspect of shopping.

After isolation, consumers looking for a sense of normalcy again will likely head to stores, even if only to window
shop at first.

"The luxury market has a more engaged and loyal set of customers, coupled with brands now having more direct
relationships selling to consumers and more control over their inventory, which will help them survive and thrive,"
Ms. Magno said.

"When consumers buy luxury goods, they are buying into a lifestyle," she said. "They may cut back on purchases, but
will never eliminate it altogether.

"For some, it's  a way of life, and for others, luxury items are a way to treat themselves and lift their spirits. After
undergoing limited activity for months on end and mainly purchasing essential supplies, people will want to
splurge. Retail therapy is always the best therapy."
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