
Preparing for 

the new reality
Session 5: Consumer and the new reality
—
15 July 2020



Agenda
– Introduction

– Consumers and the new reality – Katherine Sachun, 

KPMG Nunwood

– Discussion with Danny Scott, CoinCorner, Chris 
Gledhill, PDMS and Katherine Sachun, KPMG Nunwood

– Questions and wrap up

Simon Nicholas
Markets Partner

2

Document Classification: KPMG Public

© 2020 KPMG LLC, an Isle of Man limited liability company and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative 
(“KPMG International”), a Swiss entity. All rights reserved. The term Partner refers to a member of KPMG LLC / KPMG Audit LLC

Katherine Sachun
Insight Lead



KPMG International

home.kpmg

Consumers and  
the new reality
Preparing for changing customer  
needs, behaviors and expectations



The new  
consumer:
financially
constrained
and more  
savvy

Overview
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Globally, a new consumer is emerging — one that is financially constrained but 
more advanced in their use of digital technologies and selective in their decision-
making. The new consumer also sees COVID-19 as an opportunity to reset values 

in the world

On average, 40% of respondents are financially constrained and are, therefore, reducing their 

discretionary  spend.

Those most affected (economically and psychologically) are less inclined to pay a premium for  

branded products or nice-to-have experiential factors, and are deferring non-essential purchases.

Organizations have responded to COVID-19 with high levels of 

innovation, including greater digital access to  purchasing and 

customer support. Consumers of all ages are keen for this to continue.

Trust is  multidimensional and nuanced: put the consumer’s needs first, that the consumer 

will be safe dealing with them and that their data will be secure and protected. 

In addition, younger respondents are concerned about a company’s environmental and 

social practices.

The New 
Consume

r 

A more cautious consumer when it 
comes to spending, due to the 
economic impact of Covid-19 

A more tech savvy consumer 
ready to interact across digital 

channels 

A consumer that values organisations they 
trust, at a time when trust is becoming 

increasingly complex to build 
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Methodology

Methodology 
overview
Understanding the lasting impact 
of COVID-19 on consumers’ 
needs, behaviors and preferences 
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New segments  
emerge as
attitudes shape  
spending

Just over half of consumers feel financially 
comfortable or secure versus 43 percent who feel 

overwhelmed or vulnerable

Financially sensitive
Slightly worse off
Stopped non-essential  
purchases
Vulnerable

Financially  
comfortable
Not affected  
financially
Kept spending as  
before
Calm

28%

15%

44%

13%

Financially  
overwhelmed

Much worse off
Struggling to  cover
essentials
Overwhelmed and
anxious

Financially secure

Better off
Spending as before  
but deferred major
purchases
Optimistic

To what degree do you feel the COVID-19 situation is affecting your  household finances?
To what degree do you feel your spending behavior has changed vs. before?  How do you currently 
feel about your financial wellbeing?
Source: Consumers and the new reality, KPMG International, June 2020

Key findings — all sectors
01 Economic impact
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Value for 
money is the 
most important  
purchase driver

Organizations will need to rethink their business
and operating models. The consumer’s search for value for money is much more 
than just short-term margin dilution. It is a fundamental change in purchase priorities 
and will be prevalent for 12 months or more.

63 percent consider it the most important  
purchase driver, with country variations

Which of the following is important to you now when buying a product or service?  

Source: Consumers and the new reality, KPMG International, June 2020

Key findings — all sectors

82%
Spain, 
Brazil

51%
Mainland  

China

77%
France, Japan

76%
Canada

74%  UK
Germany

70%
Hong Kong  

(SAR), China64%  
US

80%
Italy, Australia 

Forty-seven percent say value for money is  more important 
as a result of COVID-19

01 Economic impact
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A digitally savvy
consumer  
emerges

In the future, the main channel of communication for  
customer support is likely to be increasingly digital,  

often with a human touch

Three times  more  
consumers will  use these

methods as their main 
channel of communication  

in the new reality
vs. pre-COVID (17% vs.

5%)

Key findings — all sectors

Thinking again about [SECTOR], when you need support and contact organizations,  what was your main 
way of communicating (before/now/future)?
Source: Consumers and the new reality, KPMG International, June 2020

Visiting their stores or branches

Phone call (I phone them)

Website

App  

Email

40%
26%

28%
20%

14%

5%
10%

4%
7%

SMS chat

Video call

Community-based support website

Messenger apps 

Social media 

Webchat

3%

5%
1%

0%
1%

1%

16%

1%
2%

1%
2%

1%
4%

Before COVID-19 Future, once restrictions are lifted

02 Digitally savvy consumer
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Consumers are 
now gravitating 
towards touchless 
shopping  and 
contactless 
payments.

Consumers believe that they will use cards and 
digital  wallet options more than cash for future 

purchases

Key findings — all sectors

-9%

6%%

28%

Digital wallet

Credit

Debit

Cash

31%

-10% 23%

-44% 9%

Respondents saying they would use each method the same as before are not shown
Considering your future purchases, do you think you will use cash, cards or digital wallets more, the same or less than
before the COVID-19 situation? Please consider your future purchases once all restrictions are lifted
Source: Consumers and the new reality, KPMG International, June 2020

Organizations will need to  invest in new 
digital methods of  communication and
payments.
Organizations will have to consider  releasing 
cash from existing channels  and shifting into 
digital. Prioritizing  digital security will be key.

Less than pre-COVID-19 More than pre-COVID-19
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Brand trust is  
multidimensional

Trust in the brand is associated with perceptions of safety,  
as well as an organization's conduct towards their  

community, employees and the environment

% is those saying more important
Thinking again about those same things, have they become more or less  important to you as a result of COVID-19?

Source: Consumers and the new reality, KPMG International, June 2020

Key findings — all sectors

56%

43%

42%

42%

38%

34%

Local communities

Social conscience

People policy

Approach to 
environment
Brand’s values 
match mine

Personal safety

03 Trust in multidimensional
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We saw a net 
increase in trust, 
with organisations  
putting customers 
and employees 
wellbeing ahead of 
profit Organizations will need to review  their sense of purpose and  ensure it is 

aligned to the unique  environmental and social impacts  that the 
individual company can  make. Tight adherence to social
distancing and personal safety will be  demanded across every interaction.
Organizations will need to identify  where they can build trust and  ensure that 
actions that erode trust  are eradicated.

On balance, slightly more customers are trusting 
of organizations now compared with before 

COVID-19

Less than before

More than before

75%14%

11%

The same as before

Key findings — all sectors

To what extent do you trust each type of company now, compared with  before the COVID-19 situation?

Source: Consumers and the new reality, KPMG International, June 2020

03 Trust in multidimensional
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Market focus
The stage of virus maturity, along with  
cultural factors, the government response to  
COVID-19 and average age of population, all  
impact consumers’ decision-making.

Currently at the epicenter,  
US consumers are more  
willing to adhere to social  
distancing rules and
less concerned about  
environmental and social  
policies at this stage.

Consumers in Brazil,  
another current  
epicenter, focus much  
more on brand trust  
(68 percent), personal
safety (71 percent)
and ease of buying
(73 percent).

At the start of the easing of  
restrictions, UK consumers will  
follow government guidelines  
of staying at home as much as
possible, with a higher proportion  
of consumers who will keep  
working from home in the future.

Consumers in  
Canada are much  
more likely to  
rate customer  
experience
as important  
(59 percent) vs.  
other markets.

After Germany,  
France’s  
population feels  
less financially  
affected by  
COVID-19.

Ready to go back to  
previous COVID-19 activity,  
as the government starts  
to ease restrictions,  
Spanish consumers  
nevertheless have the  
second highest proportion  
of those who are  
financially overwhelmed.

Once the epicenter of  
COVID-19 and one of the  
most affected markets,  
Italians declare they have  
been strongly financially hit  
by the situation. However,  
consumers are ready to
go back to their previous  
behaviors with extra caution.

In the strongest financial  
position, Germany’s  
population claim to be  
less financially affected  
by COVID-19. German  
consumers are more  
likely to rate staff/  
people policy higher in  
importance (40 percent)  
vs. other markets.

Japan is the most  
cautious country  
in terms of social
distancing, financials  
and behavior.
Japanese consumers  
feel much more  
economically  
impacted and are  
much less likely
to rate customer  
experience
as important  
(14 percent).

Australian  
consumers  
are more likely  
to rate value  
for money
(80 percent) as  
important.

A  population that  
declares to have been  
only slightly financially  
affected, Hong Kong  
(SAR), China is also  
almost back to normal  
levels and perceive  
customer experience  
(57 percent) as more  
important now.

A population slightly  
financially affected  
but more secure  
and optimistic. Now  
almost in their ‘new  
reality’, Chinese  
consumers rate  
value for money as  
much less important
(51 percent) vs. other  
markets.

US

Lockdown

Reopening

BR UK CA FR ES IT DE JP AU HK CN

Key findings — all sectors
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Global Head of Banking  
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KPMG International
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Discussion
Katherine Sachun, KPMG Nunwood

Danny Scott, CoinCorner

Chris Gledhill, PDMS

Moderated: Simon Nicholas, KPMG Isle of Man
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Wrap up and 
questions

Simon Nicholas - Markets Partner



Thank you
Simon Nicholas
Markets Partner
KPMG Isle of Man
T: +44 (0) 1624 681002
E: snicholas@kpmg.co.im
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