Understanding the
2020 consumer
Wave 13 Global Barometer Study

A year of change
Today’s consumer is making new decisions - about

their health, their families, their finances, the
products they buy and more.
Understanding this consumer is critical. We field

our 2020 Consumer Barometer to better
understand consumer changes as they happen.

Sentiment tracker
• As the COVID-19 pandemic continues, global satisfaction is
slightly down compared to the previous wave (-3)
• Around half remain concerned about a second wave of COVID-19

85% are as concerned or MORE concerned about another wave of
COVID-19 now than they were during the first wave
• Consumer confidence remains consistent with the previous wave
– just 18% globally are confident spending money
• Global levels of optimism remain similar. Europe has
bounced back from the decrease last wave

Looking ahead to the vaccine
• Fieldwork took place during a period of high profile media coverage
about the vaccine
• 41% believe it will be approved in their country and ready to use in
January
• Three quarters would choose to be vaccinated if available, showing an
understandable appetite to put the pandemic behind us
There is a degree of caution though – while 30% say ‘ASAP’,
46% would want to wait for further proof of effectiveness
• If people were to receive the vaccine and restrictions
were lifted, consumers are most confident about
seeing family and returning to shopping in-store.
There is less confidence about spending money
generally, as well as visiting pubs and bars and
holidaying abroad

Shopping and spending habits as the
pandemic continues
• For most items, there is a tendency to favour in-person purchasing going
forwards, perhaps driven by a need for normality.
Technology is one area where consumers continue to prefer to buy online
• Only 16% are now unwilling to consider purchasing
directly from manufacturers
• The Americas are most likely to embrace direct
purchasing with 31% already doing so and another 59%
considering it
• Looking forwards to 2021 spend, consumers will still
prioritise necessities with few people expecting to cut
back on hygiene, cleaning and health

Wave 13: Markets studied and
field schedule

Completed
Interviews

Market

Fieldwork took place between
20th – 25th November 2020
•

•

Data has been weighted by age, gender
and region to be Census representative
in all markets (except UAE where
regions are not weighted)
In France, data is also weighted to
reflect social grade

UK

1089

France

1101

Germany

1091

Italy

1139

Spain

1118

US

1027

Brazil

1106

Australia

1089

Singapore

552

Japan

1113

Korea

1121

China

1004

Hong Kong

577

UAE

541

Russia

1127

Turkey

562

Sentiment Tracker

Less than 1/3 of consumers
feel satisfied with their lives
Global satisfaction is slightly down (previously 33%)

Barometer Wave 13

30%
globally have felt satisfied with
their life over the last 2 weeks
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Just…

As the pandemic continues,
optimism about the future
remains at a similar level
globally to the previous wave
whilst Europe remains behind
the global average it has
bounced back a little from the
decrease seen in wave 12
Barometer Wave 13

30%
globally say they feel
optimistic about the
future

25%
in Europe

+3
In Europe since the
previous wave
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Around half remain very
concerned about a second
wave of COVID-19

51%

globally are very concerned about a
second wave of COVID-19

-3

85% are now as concerned or MORE
concerned about another wave of
COVID-19 than they were during
the first wave

Barometer Wave 13

since previous wave
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Concern for another wave
of COVID-19 is slightly
higher than for an economic
downturn

50%

Globally are more concerned about a
further wave of COVID-19

44%

Globally are more concerned about an
economic downturn
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35%

• Concern about personal financial
security has remained at the same
level as last wave globally, but is
+3 in Europe (now 33%)

of people are very concerned about
their personal financial security
with regards to the pandemic

• Consumers are particularly
concerned in the Americas
(47%), driven most strongly
by 55% in Brazil (+3 since last
wave)

Barometer Wave 13
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Personal financial situations globally remain consistent with the previous wave

47%

I am much less well off now

14%

I am a bit less well off now

33%

No change

of people are less well off
now compared to before
the pandemic (no change
since last wave)

I am a bit better off now
I am much better off now

Barometer Wave 13

43%

7%

2%
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Remaining static on the previous wave, job security continues to be a concern across the globe

24%

Worried about employment

In reduced employment
27%

23%
20%

feel worried about their
employment

14%
12%

Europe

Barometer Wave 13

11%

The Americas
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18%

39%

globally are confident spending
money over the coming months
due to the pandemic (no change
since last wave).

plan to think more carefully
about what they spend money
on

This remains at the same level to last
wave.

Barometer Wave 13
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Activities likely to undertake in the next 1-2 months
Shopping in a store (for groceries, clothes, houshold items)

Going out for food
continues to be a
top priority for
consumers as
restrictions ease…

48%

Go out to eat

42%

Online shopping (for groceries, clothes, houshold items)

42%

Think more carefully about what I spend my money on

39%
37%

Eat more healthy food
Go to the hairdressers/ salon

32%

Be more environmentally conscious

28%

Go to the cinema/ theatre

25%

Take more vitaminas or other health suplements

24%

Treat myself (and family) to a holiday in my country

22%

Go to the gym
Return to workplace
Send kids to school/ daycare

17%
15%
13%

Treat myself (and family) to a holiday abroad

11%

Buy something of significant value

11%

Spend more money generally

11%

Volunteer

Barometer Wave 13
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Consumers are most comfortable booking an event or holiday
Spring / early Summer 2021.
would not be
comfortable with any
of these months

29%

3 in 10

Event taking place
in…

globally remain uncomfortable
in booking any event or holiday
within the next year

20%
16%

Dec 20 - March 21

April - July 21

29%

Aug-Nov 21

29%
23%
16%

30%

Holiday taking
place in…
Dec 20 - March 21

Barometer Wave 13

April - July 21
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Looking ahead to the vaccine
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With high profile news about vaccine development
occurring before and during fieldwork…

41%

Perceived likelihood is diluted with
only 11% believing it ‘very likely’
At 15% this is highest in the Americas,
driven by the US at 20% believing the
vaccine is very likely in January

feel it will be approved and ready to use in January

* data collected prior to any market approving a vaccine
Barometer Wave 13
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There is a degree of caution
though – while 30% say they
would choose to be vaccinated
‘ASAP’, 46% say they want it,
but would wait for further
proof of effectiveness

76%

would choose to be
vaccinated if approved and
available, showing an
understandable appetite to
put the pandemic behind us

Barometer Wave 13

24% say ‘never or not for the
foreseeable future’ when it comes
to the vaccine

This rises to 30% in Europe where
consumers are most reticent about
taking the vaccine (particularly in
France where 44% say no)
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Consumers were asked ‘If you were to have the vaccine, and restrictions were lifted, how confident
would you be to do each of the following?’…
Seeing family and in-store shopping sees more confidence.
There is less confidence in returning to pubs and bars and holidaying abroad.

There seems to
remain a financial
influence with the
highest spend items
seeing least consumer
confidence

Return to seeing family

45%

Return to in-store shopping

45%

Go out to eat

38%

Go to the hairdressers/ salon

37%

Go on a holiday in my country

36%

Return to workplace regularly

36%

Go to the cinema/ theatre

41%
43%

23%

Go on a holiday abroad

22%

Go to the gym

22%

Buy something of significant value

21%

Spend more money generally

20%

7% 3%

46%

11% 5%

44%
45%
38%

41%
41%

8%

13%

7%

17%

15%
21%

12%

18%

47%

21%
20%

54%
3-7

9%
15%

25%

40%

Confident (8-10)

10%

9%

46%

30%

Go to pubs, bars and clubs

7% 6%

11%

19%
Not confident (0-2)

7%

Not applicable

Asia is most confident on a number of different types of elements, including leisure activities and workplace return
Barometer Wave 13
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Shopping and spending habits as
the pandemic continues

Consumers are looking forward to some more human interaction with
a desire for in person/ in-store shopping for some product areas

For many items,
there is a
tendency to look
forward to inperson purchasing

Still an intention (perhaps driven by a wish for normality) to shop in-person, the
main exception being technology
Technology

42%

32%

Cosmetics, beauty products and
fragrance

26%

Clothing

24%

Personal care, toiletries & hygiene
products

21%

Household cleaning

21%

Drinks

15%

Groceries

14%

26%

41%

35%

41%

35%

37%

42%

35%

44%

33%

52%

32%
Online (0-2)

54%
3-7

In person (8-10)

There is also a mix of preference on fast food with 44% opting for delivery and 27% pick-up, the stronger delivery
preference being seen in all three regions
Barometer Wave 13
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…but with only
The Americas are most likely
to embrace direct purchasing
with 31% already doing so and
another 59% considering it

16%
unwilling to consider
purchasing directly from
manufacturers it is clear
that consumers leave their
options open

As seen with the vaccine,
France is more reluctant, with
27% unwilling to consider
purchasing directly from the
manufacturer

Barometer Wave 13
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Where will consumers cut back in 2021?
For luxury non-essential spends such as holidays, eating out or buying a car, the
intention to cut back next year is apparent

Consumers continue
to prioritise
necessities over
luxuries in the
coming 12 months

Going out to eat
Vacations/holidays
Buying a car
Entertainment and subscriptions
Leisure activities
Leisure clothing
Work clothing
Hobbies
Home improvement
Investments
Networking apps (ie groups)
Books/magazines
School supplies
Utility bills
Car insurance
Home insurance/liability insurances
Healthcare
Household cleaning
Personal care and hygiene
None of these

Barometer Wave 13

34%
32%
26%
25%
24%
23%
21%
21%
20%
20%
18%
17%
16%

16%
14%

13%
9%

8%
7%
21%
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