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is the leading study on 
how COVID-19 is 

behaviours, attitudes and 
expectations

Across over 50 markets and over 

3
3



For consumers, life will not 

More 
severe

Less 
severe

Time

Social distancing

At home work, entertainment and 
shopping

Demand for new products and 
services

Reduced spending

Lifestyles adapted to 
seasonal virus

Downscaling
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And for business, impact ranges 
from wild swings in demand to 
organisational changes 
More 
severe

Less 
severe

Time

Remote working

Increased shift to eCommerce

Demand 
shocks

Competitor 
shifts

Scalable 
workforce

Re-organisation
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But as tough as it feels today, the 
world will recover

Recovery shape: FMCG market in China Worldpanel household panel 
consumption data
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To respond 
effectively,
we need an holistic 
view
A successful response to COVID-19 
considers the holistic impact of the 
virus and creates action plans not just 
for today, but a plan for recovery and 
the future.

How does my 
business respond 
to the COVID-19 

Crisis?

Actions for 

TODAY

Plans for 

RECOVERY

Preparedness for the

FUTURE
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2 From An Era of Self to

An Era of Shared Humanity and Brands with Societal 
Impact

1 From Wanting It All to
A Renewed Respect for the Essentials 

5 From Reactive Organisations to

Anticipative Organisations

3 From Media As Usual to

At-Home Escape and Digital Enablers

From Modern Bricks and Mortar to

Accelerated Omnichannel4

5 Key Shifts marketers need to consider 
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From Wanting It All To A Renewed Respect For The Essentials 

In times of crisis, needs 
shift, creating dynamic 
category demand

1

Maslow exposes the insight into the 
drivers of category shifts, as 
consumers seek to meet their 
physiological needs and their need for 
safety first while higher-order needs 
become a luxury that will receive less 
spend and focus until basic needs can 
be fully met.  From basics to treasures 

Never to be taken for 
granted again 

De-prioritised and 
changing
In the short term, higher-order 
needs will receive less focus.  
Culture will drive these into 
new paradigms - goal resets, 
new pursuits 

Impacted by distancing
Needs constrained by social 
distancing but will return to 
normal post pandemic

Physiological

Safety

Love/Belonging

Esteem

Self
Actualisation
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COVID-19 has, 
or is expected to, 
impact overall 
household 

53%
households
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From Wanting It All To A Renewed Respect For The Essentials 

During the outbreak, categories 
meeting our most essential 
needs will see 
unprecedented 
demand

1

Green - increase
Red decrease
Grey - unchanged 

Gym Wealth 
Management

OOH 
Entertainment

Travel

Hair Salon/ 
Beauty

Luxury

Alcohol OOH Dining

Cosmetics Personal 
Care

AppliancesElectronics Medical 
Cosmetolog

y 

TelcoSocial 
Media

Nutritional 
Supplements

Financial 
Management

Apparel Medical 
Insuranc

e

Medical 
Prevention

Household
Clothing

Epidemic 
Prevention

MedicineFood and 
Beverage

s

Physiological

Safety

Love/Belonging

Esteem

Self
Actualisation

11



Base n=500 Total Sample Connected South Africans
Q24. Did you change your plans for purchasing goods from the following categories due to the Coronavirus?

Many planned purchases have been postponed 

I had no plan to make a purchase but will now consider it
n I had planned on making a purchase and intend to continue by using online channels
N I had planned on making a purchase and will stop considering doing so 

I had planned on making a purchase and will now delay

7%
4% 4% 4% 4% 5% 4% 4% 4% 3% 3% 3%

22%

20%
18% 17% 15% 13%

12% 12% 12%
11%

10% 9%

Travel/holidays
Home 

appliances
Car 

maintenance

Computer and 
other 

electronics
Smartphone

Investment on 
stock market

Car/automobile
Banking 
products

Property
On demand 

video/TV 
subscriptions

TV
Insurance 
products
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Physiological

Safety

Love/Belonging

Esteem

Self
Actualisation

From Wanting It All To A Renewed Respect For The Essentials 

Post the crisis, medium-term demand will return 
with new mindsets and priorities embedded

1

Gym Wealth 
Managementt

OOH 
Entertainment

Travel

Hair 
Salon/Beaut

y

Luxury

Alcohol OOH Dining

Cosmetics Personal 
Care

Appliances Electronics Medical 
Cosmetolog

y 

TelcoSocial 
Media

Nutritional 
Supplements

Financial 
Management

Apparel Medical 
Insuranc

e

Medical 
Prevention

Household
Clothing

Epidemic 
Prevention

MedicineFood and 
Beverage

s

Changes
New forms of self-actualisation will emerge, 
and some demand will be restored

Peak and flatten
People will have strong desires to 
reconnect, this will settle into the 
medium term

Never neglected
Health, sustenance and 
security will continue to 
be a new priority

Shift away
Decline in luxury goods as people 
reprioritise 
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From Wanting It All To A Renewed Respect For The Essentials 

Business need to be agile and creative
to respond to shifting demand 

1

Alcohol manufacturers 
AB InBev, Distell and 
Diageo innovated their 
alcohol production lines 
to manufacture hand 
sanitiser to meet the 
urgent and high demand 
in communities that need 
it the most

Adapting supply to meet dynamic demand
Understanding category dynamics is an essential to ensure sufficient 
and efficient supply that meets the peaks and troughs of shifting 
demand.

Collaborate collaborate collaborate 
Now is the time to curate and not compete, competitors could become 
allies. 

Production pivoting 
Pivoting your production capability to deliver/ deploy new utility 

Anticipate a change in the value equation
Impacted by the economic downturn of COVID-19, consumers will have 
less to spend.  How can your brand offer long-term value to retain 
users and win share?  
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2
From An Era of Self to

An Era of Shared Humanity
and Brands with Societal 
Impact
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74% were concerned on 16 March two weeks later this is up to 82%

An Era of Shared Humanity and Brands with Societal Impact

The human experience 
is under shock

2

#lockdown and self-quarantine 
threaten the fundamental human 
cravings for  freedom, choices and 
physical connections.  The result -
people are stressed, anxious and 
concerned, even more so than in 
most European markets or the US.

But what will be the effect of 
these uncharted experiences on 
our mindsets, attitudes and 
behaviours beyond the crisis? 

The situation concerns me hugely

Of South Africans are 
concerned about the impact 
of COVID-19

82
%

93

82

64
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2

THE HUMAN CONDITION THE COVID-19 EXPERIENCE AMPLIFIES VALUES OF

People are social beings
and have an innate need 
for connection

An era of 
individualism and 
status

Consumerism and 
conspicuous consumption, 
instant gratification

Isolation

Scarcity and 
insecurity

• Community and 
connectedness

• Co-operation
• A revival of Ubuntu
• Generosity
• Simplicity
• Wellbeing

Hardship and 
sacrifice

Shared humanity

COVID-19 shakes the world as we know it, 
amplifying values that have existed all along

Era of Shared Humanity and Brands with Societal Impact
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The greatest impact goes beyond the individual to be societal

Societal purpose shifts from 

society collectively seeks for 
ways to deal with COVID-19. 

Post-crisis, this level of 
expectation remains: and 
what was important pre-
crisis, is no longer enough to 
build a brand. 

Stages of brand development 

Im
p

a
c
t 

B
ra

n
d

s 
D

e
liv

e
r

Functional

Emotional

Societal

Aspirational

New normal: 
During and post-
crisis

12 years brand value growth

+ 70%

LOW

+ 175%

HIGH

Brands that Make a Positive Difference

+ 86%

MEDIUM

From Era of Shared Humanity and Brands with Societal Impact2
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Brands and companies can create experiences to 

lock-down

https://wildearth.tv/
https://www.facebook.com/jeremyloops/
https://www.facebook.com/watch/?v=547305829093150

Live streamed sunrise and 
sunset game drives - SANPARKS

Live streamed concerts from 
home

Free online fitness classes

19
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Meaningful action now 
unlocks future growth

Brands that create societal impact can 
enter recovery stronger than before. This 
takes active contribution in-crisis. 

A passive response now creates little 
opportunity for societal impact and 
growth. Acting to maximise social 
impact will unlock new growth for today, 
and tomorrow. 

How will your brand respond?

Brand response

Example:
Donating resources

Impact to people: 
Tactical support

Impact to business:
Growth likely to decline or 
maintain

Example: 
New channels and 
touchpoints

Impact to people: 
Practical support

Impact to business:
Growth likely maintain or 
grow somewhat

Example: 
Category redefinition
and disruption 

Impact to people: 
Resolves new tensions
and meets new needs 

Impact to business:
Long term incremental 
growth

CSR baseline New business models Category leadership

Societal impact

From Era of Shared Humanity and Brands with Societal Impact2
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Era of Shared Humanity and Brands with Societal Impact2

How you show up tomorrow should amplify shared 
values

Demonstrate that you are aligned to new values 
Brands need to be relevant and tackle issues, changing 
attitudes and beliefs of the collective.

Be a connector
Think about how your brand can facilitate connection or add 
value to new tribes.

Be generous
Think about how your brand can bring joy, generosity, and 
kindness.  Offer value in creative ways that consumers will 
need more than ever post the crisis.

Support resourcefulness
Respond to the mindset of simplicity and smart spending.  
Encouraging different ways consumers can do with less. 

Starbucks extended its mental 
health benefits by offering 
personalised, confidential mental 
health care, 20 free in-person or 
video sessions every year for 
partners and each of their eligible 
family members, as well as access 
to headspace. 

In response to COVID-19 DStv
Lived their purpose Enriching 
Lives by giving all news and 
certain sport, Kids and other 
channels away for free

Ubuntu Beds links hospitality 
businesses across the country 
with health care workers by 

travel  long distances to their 
family and risk infecting 
them.
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3 From Media as Usual to

At Home Escape and Digital Enablers
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only3%

believe that 
companies should 
stop advertising

However we know 
budgets are under 
increasing pressure so 
fresh thinking is 
required

Kantar COVID-19 barometer (Wave 2) global average 23



The ad took my 

mind off my 
worries while 
watching it

People need 

a diversion from 
what is going on. 
More people are 

watching tv.

At times like 

these, normalcy is 
key to not going 
crazy or over 

worrying.

Businesses are 

fighting for 
survival, fighting 
for jobs and 
a healthier 
economy. Why 
would you not 

advertise?

We all need to 

buy things and we 
need reminders 
that life will 
eventually get 

back to normal.

even though we 

are social 
distancing we must 
still see ads for 
products so the 
economy can go 
on. There is also an 
entertainment 

factor to ads.

Advertising also adds colour to channels like TV that consumers are engaging 
with more since the start of the pandemic. It is a welcome distraction, 
reminding most of more normal times

Kantar Link parallel testing  (USA/UK) open question: What do you think of advertising during this time? Why do you say that?

From Media as Usual to At Home Escape and Digital Enablers 3
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Consumers want brands to 
continue advertising and not to 
exploit COVID-19 for brand 
promotion authenticity is key
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Reach

25%

Frequency

16%

Media synergy

9%

Creative quality

50%

And please remember 

that Creative quality 

is the single biggest 

driver that explains 

growth on brand 

exposure

KANTAR KNOWS

Drivers of salience: 
Overall campaign level
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6
You don’t have to 

reference coronavirus –

but you mustn’t exploit it 

either

Don’t be obsessive about 

social distancing

There is no need 

to avoid humour 

– with care

There is a place for 

functional product 

messaging for some 

brands

Otherwise continue to 

brand build

Be helpful and reassuring, 

display solidarity and 

togetherness, but don’t 

disappear in a sea of 

sameness 

1. 2. 3.

4. 5. 6.



Source: Kantar Barometer: Base n=500 Total Sample Connected South Africans q10 In general, how has the coronavirus situation impacted 
your use of media?  With reference to the last month, are you using more or less of the following media?

*Source: Coronavirus Impact Survey Highlights from EMEA & LATAM 23 March 2020

In short term optimise media plans for 
go dark

Websites +46%

Social Networks +45%

+42%

+42%

+41%

TV

Online Video

Instant 
Messaging/email

Online/ Streaming R

Online/ Streaming Radio +31%

+30%

+29%

+3%

Radio

Streaming music/podcasts

Newspaper

Net % change increase of 
claimed touchpoint usage 

during coronavirus epidemic

From Media as Usual to At Home Escape and Digital Enablers 3

Playing New Mobile Games +32%*

Magazines

+14%

TV on demand/ Streaming +38%
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From Media as Usual to At Home Escape and Digital Enablers 

TV ratings are increasing 
in the short term and 
this may last as budgets 
for going out will be 
under pressure for some 
time to come

Net claimed increase in TV 
viewing from Kantar Barometer

+42%

+198%  
News

+66% Kids 
Shows

+61%  Life 
Style & 
Culture

+37% Local 
Movies

+62% 
General 

Local 
Entertainment

3

Source: Kantar Barometer, Base n=500 Total Sample Connected South Africans q10 In general, how has the coronavirus situation impacted 
your use of media? With reference to the last month, are you using more or less of the following media?

Source Increased Viewership by Genre, DStv Media Sales Update March 2020

But sport viewing is 
declining as a result of live 
sporting events being 
postponed or cancelled.

-45% 
Sport
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Base n=500 Total Sample Connected South Africans q10 In general, how has the coronavirus situation impacted your use of media? 
With reference to the last month, are you using more or less of the following media?

From Media as Usual to At Home Escape and Digital Enablers 

Connect with Radio audiences creatively

Podcasts offer an 
opportunity for
business to keep 
in touch with 
clients
Offering tips and 
advice for dealing 
with the pandemic 
and implications for 
business and next 
steps.

Net claimed increase in 
Radio listening from 
Kantar Barometer

30%
Net claimed increase in 
listening to Podcasts/  

streaming music

29%+

3

Opportunities for 
content that highlight 
brand relevance for 
those isolated at home
Food brands can relay 
recipe tips and advice, 
cleaning brands could offer 
advise on washing and 
hygiene, stationery brands 
can look at activities for 
kids at home.

+

30



Tread carefully if you are 

demonstrating anything that goes 

against what government has asked 

us not to do – call out categories are 

food and alcohol – check assets for 

demonstrating signs of large 

gatherings / weak hygiene habits / 

sharing of food / licking of fingers 

/offering international holidays as 

prizes etc?

Start mining your bank of assets!



Ensure your communication 

Avoid creative tactics that fail to add 
real value 

Be responsive about depicting 
situations that will feel uncomfortable

Amplify messages that connect and
add value to societal good

KFC demonstrated agility by quickly replacing 
-

became a hot topic
their logo tactic, which makes no real positive 
impact

Castle Lager has pledged to donate all 
marketing funds for the shutdown to the 
Solidarity Fund, as they step up to support 
those on the frontline of the crisis

From Media as Usual to At Home Escape and Digital Enablers 3
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Be Brave, 
Authentic, 
Purposeful
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Source: Global Kantar Connect Database 1000+ studies, 1mil+ consumers

From Media as Usual to At Home Escape and Digital Enablers 

Remember the 
importance of non 
media touch points 
in driving brand ROI

Impact by non media 
paid touchpoints

75%

Of Brand ROI impact is 
driven by PAID Media

25%

3

15%+ WOM & Recommendation

15%+ Customer Experience
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Maximise non- media brand touch points in driving brand ROI

Ensure great customer experience through digital 
platforms is prioritised
Optimise your Website/ App/ Call Centre/ Digital platforms/ WhatsApp 
to deliver exceptional experiences

Have a clear brand voice and drive positive sentiment
Monitor online chatter and respond appropriately. Positive Word of 
Mouth and Recommendation deliver 15%+ brand equity growth. 
Utilise platforms to amplify relevant brand messages during this time.

Offer digitally relevant experiences where appropriate
Many services have adapted quickly to offering online classes, and 
lower rated offers. 

webafrica sent a mailer to all 
clients explaining operating 
procedures during this time. 
They also noted how all staff 
would be working from home, 
that call centres will be 
affected and suggested using 
their WhatsApp Live chat for 
the fastest response

FITPRO is already established 
in delivering online fitness 
courses in South Africa, 
however during the national 
lockdown, they are offering 
an online training platform 
FREE for the first 3 months of 
sign up.

From Media as Usual to At Home Escape and Digital Enablers 3

35



4 From Modern Bricks and Mortar to

Accelerated OmniChannel
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Source: KANTAR SA Barometer Study March 2020

4 From Modern Bricks and Mortar to

Accelerated OmniChannel

COVID-19 is a catalyst for changes to retailing a force that will change the way 
we buy and shop today and after the crisis. 

Shoppers will continue to shop in physical stores, but are looking online to reduce 
shopping trips and access a different experience.  

22%
Of SA shoppers are already 
shopping online more+300%

Increase in order volumes 
since the onset of 
coronavirus
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Retailers have taken active measures, both in-store and online to support 
shoppers, provide greater assurance in-store and prevent spread of the 
disease 

https://www.facebook.com/KloofSpar/: 
https://www.capetalk.co.za/features/380/covid-19-coronavirus-explained/378056/special-shopping-hours-introduced-for-pensioners-at-pick-n-pay

1

Spar

Various creative solutions including 
personal shoppers, WhatsApp services 
and 24 hour shopping hours at some 
local Spar stores, to facilitate social 
distancing while shopping.

2

Pick n Pay

Drive-thru, WhatsApp shopping services 
during lockdown, as well as special 

exclusive use of the store. Also plastic 
shields to protect staff at the tills.

Bottles app now delivering PNP

3

Checkers

WhatsApp services, virtual grocery 
vouchers, priority checkouts for the 
elderly and essential workers, and 
bonuses for staff in thanks for working 
on the frontline. 

CheckerSixty (60 minute delivery) 
seeing exponential growth

38
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Source:  KANTAR US and China Shopper Studies and KANTAR SA Barometer March 2020

In bricks and mortar, consumers are 
shopping local, buying trusted brand and 
local production 

4

Of SA shoppers are 
choosing to shop nearer to 
home avoiding the crowds73%
Aim to continue choosing 
the same brands they 
always buy preferring 
trusted, reliable favourites!63%

WATCH OUT! In
the face of out of 
stocks, consumers will 
try new brands!

Pay more attention to the 
origins of the products I buy. 
Safety becomes a fear, and 
maybe local really is lekker.45%

Extraordinary measures 
to enforce social 
distancing in crowded 
grocery stores

From Modern Bricks and Mortar To Accelerated OmniChannel
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The immediate battle is for availability and agile supply and we 
need to prepare new omnichannel strategies now to delight 
shoppers post recovery

4

Secure agile supply and availability

Think and act fast on e-Commerce

Adjust your promotional strategy
Multi-buys rather than price discounting, meeting the need for 
stock up.  

Evaluate the right portfolio for returning shopper 
sentiments
Understand shopper journeys and sentiments, track behaviours, use 
these to guide strategic planning.

From Modern Bricks and Mortar To Accelerated OmniChannel
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5 From Reactive Organisations to

Anticipative Organisations
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It is not the strongest of the 
species, nor the most 
intelligent that survives.

It is the one that is most 
adaptable to change

Charles Darwin 
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The world is changing very fast.  
Big will not beat small anymore.  
It will be the fast beating the slow.

Rupert Murdoch



Source https://instituteforrealgrowth.com/

Winning companies are 
more responsive to change

From Reactive to Anticipative Organisations 5

66% 14%Competitive agility

67% 35%Internal connectivity

64% 40%Bring diversity to decision making

77% 22%Deliver ever-evolving experiences

Overperformers

Underperformers

44
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Today, enable your people to 
find growth in a 

From Reactive to Anticipative Organisations 5

Agile ways of working
An agile business can respond to change and times of crisis, 
with greater speed and co-ordination. Empowered, 
customer-focused teams can innovate at speed.

Cross Functional Teams
More important than ever to breakdown silos and be 
responsive- sprints, test and learn mindset

Marketing and sales capability
Digital and e-Commerce capability are radically important 
for growth. E-Learning provides a safe way to learn during 
downtime.

Tools
Fosters collaboration 
and increases speed 

of delivery

Process
Iterative and 
separated into 2-4 
week sprints with 
weekly evaluations 
and daily stand-ups 
for clarity

Structure
Cross-functional teams 
working interdependently 
supported by monthly 
resource optimisation

People
a culture of fluidity, 

experimentation and 
learning, building 

specialists in key areas

People

Structure

Tools Process
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4 actions from the toolbox you can take right now

Review existing executions 
and media choices

Stay connected with your 
users in a purposeful, more 
collaborative way capitalize 
on increased media 
consumption for TV, Radio 
and online

Post lockdown back to 
outdoor/cinema

Anticipate a change in the 
value equation

Impacted by the economic 
downturn of COVID-19, 
consumers will have less to 
spend.  

Review how your brand offers 
long-term value to retain 
users and win share 

.

1 2 3 4
Embrace Omnichannel

Actively explore all your 
touchpoints and accelerate 
online purchase adoption for 
your brands/services

Be open to new 
collaborations and 
partnerships to drive growth

.

Consumers World views 
have been shaken review 
impact on your category

Build cross functional teams 
to review consumer shifts 
and reimagine brand 
demand drivers and 
relevance in the short, 
medium and long term  

.
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Thank-you

Feel free to reach out

Matlalas@gibs.co.za
Karin.DuChenne@kantar.com 
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