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In this week’s consumer 
update we explore the 
challenges that people face 
as they navigate a new way of 
life and look to fulfil 
fundamental needs for 
themselves and their families

We look at what people want 
to see from brands and how 
brands can help

Survival Mode

Financial Fears

Family Stresses

The Grocery Hunt



SURVIVAL 

MODE
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Survival in the time 
of coronavirus

The coronavirus outbreak has prompted 
an unprecedented transformation in 
people’s daily lives, both in the speed 
and scale at which it has happened

This has been a time of massive 
upheaval as people’s daily habits, 
working patterns and social lives have 
changed beyond all recognition

For many it’s a time of real anxiety and 
they are in “survival” mode, with much 
focus on basic needs such as health, 
safety, finances and food

Statista’s COVID-19 Barometer reveals 
that people’s biggest concerns around 
the disease relate to the health of their 
family and loved ones, the economy, 
and being able to put food on the table
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People feel a loss of 
control over many 
aspects of their lives

Research with our Real World Britain 
panel reveals the extent to which the 
coronavirus has impacted people’s day 
to day life, as uncertainty and fear for 
the future take hold

Real World Britain is an online 
ethnographic panel of 60 households 
across the UK. All Real World Britain 
quotes are reproduced verbatim from 
our respondents – typos and all!

It's scary not to have some sort of control over your 

life and not knowing what the future may bring also is 

worrying. The closest way to describe how I feel is 

like driving a car with no brakes, and all you can do 

is hope and pray things will turn out ok.
Real World Britain respondent

I think families are kind of being broken because of 

illness and separation and potential deaths. I think 

that there are a lot of businesses that will potentially 

not recover from financial hardship as well. I am 

worried about my relatives and friends who may be 

unwell or if I lose any of them 
Real World Britain respondent
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But people still want 
to hear from brands 

And even more so in this new reality. 
There is an expectation that brands will 
do their bit to help in the effort against 
COVID-19

3 in 4 people want to hear from brands 
who are being helpful, and also believe 
that brands have a social responsibility to 
offer aid during the Coronavirus 
outbreak.  

Source: Ipsos Mori, March 2020
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Seeing brands 
advertise can bring 
a sense of security 
and fills a desire for 
positivity

Ipsos Mori asked people how they want 
advertising to make them feel during this 
crisis and used text analytics to 
understand thematically the key feelings 
they want. By far the dominant theme 
measured centred on security, likely with 
people simply wanting advertising to 
help them retain a sense of consistency 
and normality in their lives. Followed by 
this was a desire for general positivity, 
with people specifically wanting 
messages of hope, comfort and calm. 
Conversely, only 4% wanted brands to 
stop their advertising

Source: Ipsos Mori, March 2020
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Four ways brands 
can help the nation 
navigate the 
COVID-19 crisis
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Concern over the 
impact of COVID-19 
on household 
finances has 
doubled in a week

A third of Britons now believe that 
coronavirus will have a negative impact 
on their household finances – over twice 
as many as week earlier (14%).

Economic optimism at its lowest level 
since 2008 (Ipsos MORI)

People are worried about their own 
financial situation as well as the wider 
economic impact of dealing with 
coronavirus. It’s no surprise then that 71% 
of people expect that Britain’s economy 
will be in depression (19%) or recession 
(52%) within a year, according to 
YouGov.  The number of people worried 
that coronavirus will cause long-term 
unemployment jumped from 26% to 62% 
in the space of a week
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Financial worries 
have led to a nearly 
900% increase in 
search

With a 11434% increase in Coronavirus 
related searches since the start of 
January, Captify have highlighted the 
concerns which are generating the most 
search interest with consumers. 

Source: Captify 2020, Global data of 
100.6 million global Coronavirus related 
searches
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People are trying to 
unpick how the 
Government 
financial schemes 
will work

Breakout and rising queries on Google for 
the middle of March include ‘3 month 
mortgage holiday’, ‘help for self 
employed’, ‘Covid business loan’, ‘are 
my savings safe’ and ‘universal credit’ 

Source: Google, March 2020
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Financial pressures 
are felt in different 
ways

These are felt most keenly by those who 
have been furloughed or have lost their 
jobs

And for those who are self-employed or 
run businesses, there is the added pressure 
of trying to keep things going and being 
responsible for the livelihoods of others

Even for those in work, the challenges of 
adapting to working from home and 
managing childcare, and uncertainty over 
their future employment are cause for 
concern

As more and more people lose jobs and 
see their incomes reduced, the last two 
weeks have seen 1 million people apply for 
universal credit (DWP)

This is causing a strain on people’s mental 
health and relationships

I work in a cocktail bar so it has closed and will be reviewed 'in a 
months time'. I am not sure what is happening with wages. I am 
waiting to hear back about the 80% furlough money. I have no idea 
when I will be back at work
Real World Britain respondent

I run a business and I'm really frightened. I have responsibility for 20 
members of staff…. my wife and I have spent lots of time trying to 
figure out how to rescue our business. I'm mildly mentally depressed. 
I have too much free time; which is personally not good for me. 
Real World Britain respondent

My life has changed, I now work from home and so does my family. 
It’s hard to sell what I am selling as funding and apprenticeship is the 
last thing on businesses mind who are reinforcing to live or survive. 
My work is now making redundancies which are frightening
Real World Britain respondent
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FINANCIAL FEARS 

IMPLICATIONS & OPPORTUNITIES

We're already seeing this with brands in the financial sector providing 

reassurance to their customers and offering interventions such as mortgage 

holidays and removing charges 

What can your brand do to provide reassurance to consumers?

If job losses and income reductions continue then consumer confidence and 

'climate for major purchases' will see a drop which will have implications for 

big discretionary purchases of all types

How can your brand look to help people in the longer term?

As with the last financial crisis in 2007-2009 it's likely that we will see an increase 

in everyday luxuries as people still want to treat themselves but on a pocket 

money budget

How can you help people treat themselves and their families on a shoestring?



FAMILY 

PRESSURES
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Life in lockdown can 
have a negative 
impact on family life

The UK’s lockdown has taken effect and 
people are less likely to leave their house 
than they were a week ago. According to 
YouGov research, 47% of people had left 
their home on the previous day, versus 60% 
the week before

The reality of long periods of time indoors 
with families and housemates, with many 
people working from home and trying to 
manage childcare, means that 
relationships are under a huge amount of 
pressure

A confined space will bring out the worst in anyone - I find 
my patience is running thin (not good with a small child 
around) and I’m taking my frustrations (caused by anxiety 
about things I cannot control) out in my poor husband. I think 
he does his best not to reciprocate - he’s better at it then me! 
Real World Britain respondent
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People no longer 
have an out of home 
outlet for their 
interests and 
energies

Most people  were previously finding 
outlets to enjoy their alone time outside of 
their family homes - gyms, friends, work, 
their commute. With routines getting 
disrupted, people are having to find new 
ways of reclaiming personal time in their 
shared living spaces without disrupting 
relationships. The added anxiety around 
COVID-19 and job security is adding to the 
pressure (source: MediaCom Real World 
Britain)

24% of people who live with someone else 
say living under lockdown has put a strain 
on their relationship (source: YouGov)
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And not being 
“locked down” 
brings its own 
pressures

It’s important to remember that not 
everyone is working from home

46% of people are still going to work as 
before (source: YouGov), many of them 
key workers. And this brings with it fears of 
becoming infected themselves or of 
bringing the virus into their homes and 
infecting their families

I have a 16-year-old who is going stir crazy! Also, 
the possible risk of catching the infection and 
bring it home as I still have to work. my partner is 
working from home, so he’s home constantly – it 
is a living breathing being in doors nightmare. 
Real World Britain respondent
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One in five 
people are 
alone during 
lockdown

A significant percentage of 
the population live alone

This rises with age, with a third 
of over 65s living alone and 
many of these people likely to 
be vulnerable
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But there is a positive 
side to family life 
under lockdown

To counter the pressures on family life at 
close quarters, we are seeing a rise in 
people trying to create quality shared 
moments, including  putting more effort 
into cooking from scratch, eating meals 
together, having games and movie nights, 
and creating new family routines 

I think because we are 'forced' to spend this time together 
it feels less like quality time and because we have to do 
everything indoors, we have to give ourselves space 
which can be hard so it's easy for everyone to get on top 
of each other. On the plus side I am trying to make 
everything seem normal indoors so recreating movie 
nights, making our kitchen like a restaurant - i.e. creating 
quality time -
Real World Britain respondent

We gather together for lunch then have an 
evening walk with the dog and then have dinner.  
We have fell into a good routine and it has been 
nice in some ways. However, weeks/months of 
this might be more testing
Real World Britain respondent
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FAMILY PRESSURES

IMPLICATIONS & OPPORTUNITIES

As we head further into lockdown, pressure on families and households will 

intensify and they will be seeking ways to relieve family tensions

What can your brand do to help manage day to day living under lockdown?

It’s not just about families, and not just about people juggling  working from 

home and childcare. Shared houses, people living alone and key workers who 

are still going out to work all face their own pressures and challenges

How can you help non-traditional household types? Key workers? The 

vulnerable?

Currently people are in survival mode, but they are also looking for ways to 

connect and create meaningful shared experiences

How can you help people connect and create quality moments with family 

and friends?



THE GROCERY 

HUNT
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March was the 
record month for 
grocery sales

In March, grocery sales grew by an 
enormous 20% - £10.8 billion sales in total.

The latest grocery market share figures 
from Kantar show year-on-year 
supermarket sales grew by the fastest 
rate in over a decade during the past 12 
weeks – increasing by 7.6%. The rate of 
growth in the most recent four weeks 
was nearly three times higher at 20.6%, 
making March the biggest month of 
grocery sales ever recorded.

That’s even higher than levels seen at 
Christmas, the busiest time of year under 
normal circumstances.

Source: Kantar, 30,000 participants, 4 
weeks ending 22nd March 2020
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The lockdown has 
created 403 million 
additional at home 
occasions for 
feeding families

With everyone now at home, here are 
the increases in food, drink and snacking 
occasions that now need to be catered 
for each week. Breakfast +25 million, 
lunch +129 million, evening meals +86 
million, snacking +163 million. So that is 
403 million more at home occasions to 
serve up or in some cases ordered in

Source: Kantar, 30,000 participants, 4 
weeks ending 22nd March 2020
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Unable to deliver on 
the demand for 
deliveries 

Grocery spend online was 13% higher 
than the same period in 2019 and the 
average online basket size surged to 
£81.88 this month, over £6 more than in 
March 2019. Government advice may 
have been to get groceries delivered if 
possible, but limited delivery slots meant 
that only 14.6% of households received 
an online delivery in the past four weeks, 
up from 13.8% in March 2019 but 
probably well below actual demand.

Source: Kantar, 30,000 participants, 4 
weeks ending 22nd March 2020
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Accidental 
stockpilers are 
driving shelf 
shortages

Data from Kantar suggests that extra 
demand in supermarket is largely being 
driven by people adding a few extra 
items to their basket and making more 
trips rather than shoppers ‘panic buying’.  
For example, only 6% of liquid soap 
buyers have taken home extraordinary 
quantities.  Sales of toilet tissue rose 60% 
yoy, dry pasta up 55% and baked beans 
48%

Source: Kantar, 100,000 participants, Mar 
2020
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Shoppers are 
spending £63 extra 
a month on their 
shopping

Growth has been primarily driven by 
people making additional shopping trips 
and buying slightly more, rather than a 
widespread increase in very large 
trolleys. The average household spent 
an extra £62.92 during the past four 
weeks, equivalent to adding five days 
worth of groceries. Shoppers in London, 
where the outbreak is reported to be a 
few weeks ahead of other regions, 
increased their spending the most, up 
by 26% during the month. Those with 
children over the age of 16 spent £508 
this month on average, £88.13 more 
than they did in March 2019 – a trend 
that likely reflects students returning 
home from college and university.

Source: Kantar, 30,000 participants, 4 
weeks ending 22nd March 2020
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42 million extra 
shopping trips in 4 
days

On average, each household went 
shopping for groceries twenty times in 
these four weeks. In the week of 22nd 
March that meant one third more trips 
than the week before Christmas. 

While week-on-week sales were growing 
strongly at the beginning of the month, it 
was on Monday 16 March that the 
public headed to the shops in unusually 
high numbers. Between Monday 16 and 
Thursday 19 March, 88% of households 
visited a grocer, making five trips on 
average – adding up to 42 million extra 
shopping trips across four days.

Source: Kantar, 30,000 participants, 4 
weeks ending 22nd March 2020
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Younger customers 
are consciously 
doing larger shops 
than usual

People between the ages of 18-44 are 
most likely to be doing larger shops.  
Which is understandable given these are 
the ages range who are most likely to 
have school age children in the house 
and will likely be having to provide 
additional meals that would have 
previously been eaten at school, bought 
during lunch breaks or in the evening for 
entertainment purposes. 

Source: dunhumby, 2789 participants, 
March 20th 2020”

“I have gone mad in the last 2 weeks, bought double or triple of 
everything I bought in sheer panic mode as I have 5 sons.  But am 
stocked up now and can survive a month to be honest, don’t want 
to go out at the moment.  Tried online shopping but all the slots were 
taken up until end of April”
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Boosting alcohol 
sales 

Those already missing their favourite 
haunts have been stocking up to 
recreate trips to the pub with friends over 
apps like Houseparty and FaceTime –
boosting alcohol sales by 22%, an 
additional £199 million in the past month

Source: Kantar, 30,000 participants, 4 
weeks ending 22nd March 2020
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The youngest and 
oldest customers 
have seen the 
biggest increase in 
online shopping 

5% of customers have switched to or 
started shopping online.  The audiences 
that have seen the highest increase in 
this switch are 18-35s at 7% and 65+ at 
8%.

Source: dunhumby, participants 2789, 
March 2020
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Bargain stores and 
Healthcare 
specialists are 
benefiting from the 
hunt for stock

The extra footfall that stores are seeing is 
benefiting bargain stores and health 
care specialists as people look to 
stockpile, hunt for scarce essentials or 
indeed to complete their regular shops 
due to low stock availability  Split shops 
are also likely to be on the increase as 
people are unable to complete all their 
shopping in one place.  

Source: Kantar w/c 23rd Feb 2020
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Local ‘Corner Shops’ 
are likely to benefit 
as communities see 
a return to ‘localism’

Convenience stores appeared to benefit 
from people shopping more often and 
following guidance to stay closer to 
home. Collectively, smaller branches of 
the major retailers and independently-
owned outlets increased their share of 
spend to 13.3%, growing sales by 30% 
compared with the same four weeks a 
year ago.

Local shop keepers are seeing more 
people rely on them for essentials.  Some 
shopkeepers have even seen the way 
that people treat them have changed.  
For some who experienced xenophobia, 
the experience is turning into gratitude 
from the community they have served for 
years 

Source: Kantar, 30,000 participants, 4 
weeks ending 22nd March 2020, Express 
and Star, Joe.co.uk

https://www.expressandstar.com/news/business/2020/03/23/why-local-shops-are-playing-an-important-role-in-the-wake-of-panic-buying/
https://www.joe.co.uk/health/the-corner-shop-heroes-feeding-their-communities-243075
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We’re seeing this 
‘localism’ behaviour 
with our Real World 
Britain ethnography 
panel

I am going to more expensive shops such as a 

fishmonger rather than the supermarkets. I have 

been trying to stick to like Aldi and Lidl because I 

don't want to go to big supermarkets. I figure that I 

am not spending money on petrol so it should 

balance out if I am paying more for food. I also 
think it's really important to support local businesses

Real World Britain Respondent



THE GROCERY HUNT

IMPLICATIONS & OPPORTUNITIES
Non-grocer retailers are seeing a big hit to footfall and retail due to the lockdown 

closing all non-essential stores. H

How can your brand get products directly to your audience?

Local retailers are doing well as people stay closer to home and look to avoid larger 

stores. 

How can brands establish or maintain their relationships with corner shops during the 

lockdown period and beyond?

Supermarkets are considering simplifying their product lines

How will your brand ensure your customers can still access their favourite products 

outside of this simplification? 

403 million additional in-home eating occasions per week have been created as a 

result of the lockdown.

How can your brands helps people looking for inspiration or working out how to use 

their store cupboard ingredients?
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