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At boobook, we are committed to bringing consumers’
needs, perspectives and experiences at the centre of
our clients’ businesses. Two months after the crisis
hit, we launched a global study with a clear objective
to gather as much data as possible to reveal critical
insights on changes in consumers behaviour due to
COVID-19.

The study ran from the end of May until mid-June. Our
target group was a nationally representative sample
of 4,500 consumers across nine countries (USA,
Brazil, France, UK, Germany, Spain, Belgium, China,
South Africa) in various stages of the pandemic. 

In this report, we'll present the seven key insights
regarding the global trends during COVID-19 crisis.

https://boobook.world/
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MONEY DOESN'T BUY
HAPPINESS

Our first conclusion reveals the connection (or the lack of) between the financial
situation and the level of optimism. The prediction of how bright the future will
be didn’t correlate with the current economic situation. When asked to predict
how life will look like after COVID-19, people in countries with the least income
stability turned out to be the most optimistic. 

On the contrary, European countries, with functional social structures and higher
living standard, are mostly pessimistic when it comes to finances.
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Even tough nearly half the people across the nine

markets said that their household income had been

reduced in some way because of the pandemic, this

wasn't the only presentiment.



FINANCIAL STABILITY DOESN'T
DETERMINE FINANCIAL OPTIMISM.

When we asked people
about their optimism, or
otherwise, for their financial
situation in the future,
things look more nuanced.

While there appears to be
some relationship at a
national level about current
feelings of financial security
and optimism for the future,
it’s not a given.

Income stability doesn't
affect the outlook on the
future quality of life,
as countries with least
income stability
are most optimistic.

Financial Security Score is the degree to which people are more confident than not, they are able to meet their regular household expenditure needs (bills etc.)

Financial Optimism Score is the degree to which people are more optimistic than pessimistic, about their financial situation in the future



What does this mean for your

business?

We are so used to looking at hard facts and believe they determine what
people do and think. 

With the pandemic, we would expect that consumers who live in countries
that are struggling the most (financially, economically, have little
government support) are suffering the most. As much as this might be true
from a financial point of view, it's not necessarily so from a mindset point
of view. 

Of course, this has an impact on how you approach your customers.
Don't assume that "well-off" customers are the ones that need the least
attention or won't change their behaviour. In fact, they might need most
as they are protecting their safe situation.

Nicole Huyghe
CEO & Founder of boobook

        In your communication,
focus on mindset and
attitude, more so than on the
financial situation.

https://www.linkedin.com/in/nicole-huyghe/


FOUR CONSUMER TYPES
EMERGED

These topics were the basis for grouping the people into consumer segments
defined by the data we gathered. This resulted in four very distinct groups of
people, present in each country, although some groups are more prevalent in
certain regions.

By identifying these consumer segments, we enable businesses to better
understand economic and social changes and how consumers’ are reacting to
this. 
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 Comfortable optimists

 Considerate spenders

 Cautious wait-and-seers

 Financial survivors

Here are the four segments we extracted from our research:

1.

2.

3.

4.



THE FOUR SEGMENT GROUPS
EMERGING OUT OF THE CRISIS

Consumers who are still very optimistic about the future, probably
because financially they haven’t been impacted so much. Many of
them were able to save up same or even higher amounts of money
during the lockdown. Considering they are well-off financially, they
don’t feel guilty to spend money (often on high-quality brands).
Nevertheless, like the other groups, they will review their financial
plans to further optimise and grow their wealth.

They are impacted by the crisis, especially financially. Still, they are
saving more as they review their financial plans, monthly bills, and
go to cheaper stores. That's why they are optimistic about the
future as their financial plan allows them to  keep enjoying life and
treat themselves once in a while. This segment is most keen to
prioritise eco-friendly, ethical and local when purchasing products.
Prevalently younger consumers.

Like the Comfortable optimists, they are also not heavily impacted
by the pandemic, at least not financially. They will keep spending at
the rate they did before the crisis, but they will most likely look for
cheaper options. However, unlike the Comfortable optimists, they
are pessimistic about the future and feel somewhat disoriented in
the “new normal”. They don’t have a clear plan on how to tackle the
crisis and are rather inert to change.

The crisis has struck people in this segment the hardest. For them,
every penny matters and they have to save on anything they can.
They have to modify their spending habits the most, and are
definitely not in the position to spend money on expensive and
unnecessary goods. As they are struggling financially, they have a
pessimistic view of the future and are worried about how they will
be able to deal with the changing economic situation.

COMFORTABLE OPTIMISTS

CONSIDERATE SPENDERS

CAUTIOUS WAIT-AND-SEERS

FINANCIAL SURVIVORS



The financial situation of a household is one of the key drivers of current and
future consumer behaviour, even more than before. Spending power is
dictating what people are buying.

Businesses need to ask themselves who of their customers are struggling with
the change, why and what kind of reassuring they need. Every consumer is
pushing a reset button, some harder than others. All consumers, regardless of
how they are dealing with the pandemic, are reviewing their needs; whether
they have to or feel they should. 

While in the last decades we got used to living in a “consumption world”,
buying what and when we need it, today consumers think twice before they
spend. “Do we really need this?” is the question many people ask themselves.
Brands and products will have to show their value adequately; otherwise, they
will fall off the shopping list.

Even if brands can show their value, some customer will still look for cheaper
options. Either because their primary concern is to pay bills, or because they
want to save money so they can afford other products.
Portfolio optimisation with possibly lower budget products will, for many
businesses, help to avoid losing too many customers.

Nicole Huyghe
CEO & Founder of boobook

        Watching the trend in spending
power, especially of key customer
groups, will be an essential part of
any sales forecasts. However, not all
behaviour can be explained by
someone’s salary. Mindset and
attitude are equally important. 

What does this mean for your

business?

https://www.linkedin.com/in/nicole-huyghe/


SAVING IT UP: SMARTER
AND LONG-TERM

Almost 46% of the overall population we surveyed in our global COVID-19
research has seen a cut in their income. By losing the sense of financial stability
together with the uncertainty about the future, many people re-evaluate their
attitude toward savings and investments. This shift in the consumers’ mindset is
starting to change their purchasing habits and putting different priorities in
place.
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 In almost all countries, more than half of the consumers did save as 
 much as before or even more
 Even for people with a pay cut, 40% of them still saved at least as much 
 as before (with 20% saved even more)
 Two-thirds of people plan to review their savings & investments in the 
 next six months
 Optimising savings is even more important than looking for cheaper 
 shops or products
 Most people will use the savings for the long term, including investing it

Here are 5 important facts that summarise the consumers’ perspective on 
long-term saving:

1.

2.

3.

4.

5.



SMARTER INVESTMENTS FOR A
BETTER FUTURE

Despite the crisis, in almost
all countries, more than
half of the consumers did
save as much as before or
even more.

Even for people with a pay
cut, 33% of them still
saved at least as much as
before. 24% were able to
save even more.

Most people will use the
savings for long term,
including investing it.

What consumers will do with
their saving differs widely
between the countries,
though long terms
savings/investments is the
number one in all countries.

I have saved about the same as before
33.3%

I have saved more than before
24.2%

I have saved less than before
24.2%

I haven't saved money as before
18.2%

33%

24%
18%

24%

I have saved more
than before

I have saved about
the same as before

I have saved less 
than before

I haven't saved 
money as before

29%

Long-term saving/investing
38.5%

Short-term saving
23.8%

Spend
23.8%

IDon't know yet
13.9%

29%

47%

17%

29%

Long-term
saving/investing

Short-term saving

Spend

Don't know yet

SAVING DURING VERSUS BEFORE COVID-19 (GLOBAL)

PLANS FOR SAVED MONEY (GLOBAL)

COMFORTABLE 
OPTIMISTS

CONSIDERATE
SPENDERS

CAUTIOUS WAIT-
AND-SEERS

FINANCIAL
SURVIVORS

Each country drives specific
differences in terms of saving
behaviour. Still, the biggest
driver of how much money
people save and what they
are planning to do with their
savings is linked to the
financial security and level of
financial optimism of the
consumer.

79% 54% 59% 31%

COMFORTABLE 
OPTIMISTS

CONSIDERATE
SPENDERS

CAUTIOUS WAIT-
AND-SEERS

FINANCIAL
SURVIVORS



         What we see is an unbalanced
financial impact of COVID-19 across
the society – an effect that could
potentially create a substantial
divide between the haves, and the
have nots.

By losing the sense of financial stability together with the uncertainty about
the future, many people re-evaluate their attitude toward savings and
investments. This shift in the consumers’ mindset is starting to change their
purchasing habits and putting different priorities in place. Even though we
witness a tremendous impact of the crisis across many sectors, the newly
adopted approach to savings and investment could turn out beneficial for
the finance industry.

While many industries have been badly hit by COVID-19, we may be
entering a boom period for the financial industry. However, it could also
potentially signal a lot of churn within the sector. Hence, companies with the
best insight into their customers have a huge opportunity if they play it right.

The biggest driver of how much money people save and what they are
planning to do with their savings is linked to the financial security and level
of financial optimism of the consumer. 

Nicole Huyghe
CEO & Founder of boobook

What does this mean for your

business?



BUYING FEWER RATHER
THAN CHEAPER

One of the positive consequences emerging from the crisis is that consumers are
shopping more consciously, meaning, they’re looking for sustainable options
passing on non-essential items. 

They are saving because the lockdown put a halt on spending on leisure/social
activities, but also because consumers are much more cautious with spending.
Interestingly, spending less means buying fewer products instead of cheaper
products.

When it comes to spending, many consumers plan to be far more careful with
what they spend money on and how often. This is a typical response, regardless
of how they are doing financially; for some that will be spending a lot less as
they don’t have the money anymore. For others, it means spending the same, but
wisely.
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WATCHING THE PENNIES

When asked what people will
do more in the next 12 months,
they rather mention that they
will be careful with what they
buy than buying cheaper
products.

This points out that they won’t
necessarily downgrade, but
more likely buy fewer products.

People would rather buy less
than downgrade which
means shopping more
consciously, looking for
sustainable options passing
on non-essential and short-
lived items.

Consumers will change their
behaviour the least when
buying food & drinks,
household goods & beauty
products.

40% 29% -30%

BE CAREFUL WITH
WHAT I  SPEND

MONEY ON

LOOK FOR CHEAPER
PRODUCTS

SPEND ON 
NON-ESSENTIAL

PRODUCTS

OUTLOOK ON BEHAVIOUR NEXT 12 MONTH (GLOBAL)
Net behaviour (% wil l  do more - % wil l  do less)

will buy the same
41%

Will buy fewer products
30%

Will buy cheaper alternatives
21%

Will stop buying
8%

30%

41%

8%

21%
will buy 
the same

will buy 
fewer products

will buy cheaper
alternatives

will stop 
buying

PLANNING TO DO IN THE NEXT 12 MONTHS (GLOBAL)
average across a wide variety of product categories

WILL BUY
THE SAME

56% 21% 22% 2%

48% 27% 22% 4%

46% 31% 16% 8%

45% 31% 19% 5%

39% 30% 24% 7%

38% 34% 23% 4%

36% 28% 25% 11%

36% 41% 14% 10%

WILL BUY
FEWER

WILL BUY
CHEAPER

WILL STOP
BUYING

FOOD

HOUSEHOLD GOODS

WINE AND SPIRITS

BEAUTY PRODUCTS

KIDS ENTERTAINMENT

FASHION PRODUCTS

HOLIDAYS IN LOCAL COUNTRY

RESTAURANTS/BARS

HOLIDAYS ABROAD 29% 27% 23% 22%

PURCHASE BEHAVIOUR IN NEXT 12 MONTHS
(by product category)



         When it comes to spending,
many consumers plan to be far more
careful with what they spend money
on and how often. This is a typical
response, regardless of how they are
doing financially; for some that will
be spending a lot less as they don’t
have the money anymore.

Personal health, the health of friends and family, food and medical security,
financial security and personal safety are our current top concerns, so our
behaviour will likely stay the same when buying food and drinks, household
goods and health products.

On the other side of the scale, the hospitality sector will suffer the most,
especially holidays abroad. Less than 1 out of 3 people surveyed will keep
travelling abroad as before.

Whether your business is offering products that belong in the first category
or you are struggling to keep your products/service relevant, it’s crucial to
listen to and apply what your customers need right now. The brands with
strong brand equity who position themselves as valuable and helpful will
keep their customers and continue to grow.

The COVID-19 crisis has naturally had a huge impact on many people’s
finances and shopping behaviour. Although the challenges many people
have faced will have a continued impact post-pandemic, there are many
opportunities for retailers and brands to make the best out of an unfortunate
situation by ensuring their shops and products are aligned with what people
will be looking for in the next few months.

Nicole Huyghe
CEO & Founder of boobook

What does this mean for your

business?



"CLICKS & BRICKS"
REMAINS THE BEST RETAIL
STRATEGY

Will the retail sector survive the crisis? What will the future of shopping look like?
Whatever might be the case, the retail sector (as every sector, after all) will have
to transform and adapt to a new reality.

Despite the lockdowns and store closures, online shopping didn’t grow
exponentially, or at least not as it was expected. Online shopping remains a
practical, safe and secure way of purchasing, but the crisis didn’t cause a
significant shift.

Many consumers still enjoy and will continue going to stores. 
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NEW CHALLENGES AND
OPPORTUNITIES FOR THE RETAIL
SECTOR

Across all markets, the
proportion of regularly bought
product bought online
increased from 40% to 48%
during the lockdown. However,
it’s likely to slip back to 45%
once the pandemic has
subsided. 

We identified a group of 20%
of respondents who claimed
they would significantly shift
their behaviour towards
online shopping in the future
after the pandemic recedes.

The presence of these
“shifters” is very different
across the globe with more
than 40% of South Africans
saying they would buy more
products online in the future
compared to just 12% in
Germany.

Looking at the people in this
group, age is a universal
factor with far more “shifters”
in the “under 35 age” group
compared to the “over 55
age” group.

This could well be because
younger age groups are more
digitally oriented and
typically buy more online.

40% 48% 45%

PRE-COVID DURING COVID POST-COVID

OUTLOOK ON BEHAVIOUR NEXT 12 MONTH (GLOBAL)
Net behaviour (% wil l  do more - % wil l  do less)

0% 10% 20% 30% 40% 50%

GERMANY 

BELGIUM 

FRANCE 

CHINA 

SPAIN 

US 

UK 

BRASIL 

SOUTH AFRICA 

55 +

PROPENSITY FOR DIFFERENT AGE GROUPS TO ‘SHIFT’

18 -35 36 -55

50 100 150 50 100 150 50 100 150

INFILTRATION OF "SHIFTERS" 
(BY COUNTRY)



The retail sector will continue to change and evolve as more businesses
adopt the “bricks-and-clicks” model or move online altogether.

Before the crisis hit, we already witnessed the expansion of “clicks-and-
bricks” model, and now with the economic and social changes, this
combination is still key. For older generations who perhaps have not
been impacted as much by the pandemic, stores will remain a central
component of their overall shopping behaviour but they need to feel safe
and secure. 

For younger generations who have perhaps been hit financially over the
past few months, online channels will be their channel to shopping in a
more focussed and economic way.

Eva Vandenberge
Insights and Clients Services Director

         Despite the lockdowns and
store closures, online shopping
didn’t grow exponentially, or at
least not as it was expected.
Online shopping remains a
practical, safe and secure way of
purchasing, but the crisis didn’t
cause a significant shift.

What does this mean for your

business?



FAMILY TIME IS THE 
BEST TIME

we spend less money (which is crucial for households that saw a cut in their
income)
eating a balanced diet keeps us healthy
learning how to cook new things boosts our mood
the entire family can help and that way connect through a fun experience

At the very start of the lockdown when people were stocking up on food, and
household items, home cooking was a logical next step. As the panic buying and
hoarding decreased, some activities seem to become more than temporary trends. 

During the lockdown, we were limited to staying inside our homes and going out
to eat was no longer an option. Let’s also not forget the fact how the virus is so
easily spread and we became cautious about who is handling our food and where
we shop our groceries.

Cooking and baking became an equivalent for family time and enjoying the small
things inside your home, but it also brings other benefits:
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FAMILY TIME, INCLUDING HOME
COOKING, IS THE CENTRAL THEME
WHEN THINKING OF FUTURE
BEHAVIOUR.

When asked what will they focus on in the next 12 months, 45% of people we surveyed opted for family time, while 38% said they will do
more baking and home cooking. This opinion is very uniform, regardless of consumer profile or country.

CAUTIOUS WAIT-
AND-SEERS

FINANCIAL
SURVIVORS

SPEND TIME WITH FAMILY

HOME COOKING AND BAKING

RELY ON VIRTUAL HEALTHCARE

TREAT MYSELF

PLAY GAMES (ON PC/CONSOLE/MOBILE)

GAMBLE ONLINE / PLAY THE LOTTERY

TRAVEL ABROAD, FOR LEISURE

SOCIALISING IN BARS AND RESTAURANTS

COMFORTABLE 
OPTIMISTS

CONSIDERATE
SPENDERS

45% 49% 39% 43% 54%

38% 36% 33% 38% 49%

14% 17% 9% 14% 18%

8% 25% 13% 7% -17%

4% 7% 3% 4% 3%

-8% -5% -8% -7% -11%

-27% -23% -22% -32% -36%

-28% -22% -23% -32% -39%

GLOBAL

OUTLOOK ON BEHAVIOUR NEXT 12 MONTHS
(% will do more - % will do less)

SPEND TIME WITH FAMILY

HOME COOKING AND BAKING

RELY ON VIRTUAL HEALTHCARE

TREAT MYSELF

PLAY GAMES (ON PC/CONSOLE/MOBILE)

GAMBLE ONLINE / PLAY THE LOTTERY

TRAVEL ABROAD, FOR LEISURE

SOCIALISING IN BARS AND RESTAURANTS

42%

33%

20%

-2%

8%

-7%

-31%

-32%

40%

30%

9%

10%

1%

-7%

-25%

-24%

34%

23%

0%

8%

-3%

-5%

-21%

-21%

47%

24%

19%

-2%

1%

-9%

-44%

-40%

31%

25%

0%

10%

0%

-7%

-28%

-19%

23%

22%

14%

1%

2%

-3%

-18%

-18%

64%

61%

24%

3%

18%

-3%

-18%

-19%

56%

48%

5%

23%

-1%

-23%

-42%

-46%

70%

73%

34%

25%

12%

-5%

-21%

-34%

Virtual health care is on the rise, which only confirms how our priorities will revolve around health, care and safety.
 



        In times of distress and crisis,
we generally focus on family and
home experiences, as well as feeling
of belonging, togetherness and care.

Added to the central theme of shared family experiences like home
cooking, we also see an overall increased interest in spending money on
the home. As families are travelling much less, as well as spending less on
social activities, they are putting their effort and money in improving their
"home", which in turn will lead to better family experiences. 

From various other studies, we can see that products related to home
improvement - from small to big - are doing very well now.

It is clear that consumers want to treat themselves differently now, and
their home is one of the critical priorities now.

Products and services linked to increased home and/or family
experiences should be highlighted! Of course, as long as they are safe
and healthy.

What does this mean for your

business?

Eva Vandenberge
Insights and Clients Services Director



ECO-FRIENDLY AND
ETHICAL AS THE
INCREASING DRIVERS OF
CONSUMERS’ PURCHASING
DECISIONS

We asked 4,500 people in 9 countries across the globe to rank purchase drivers
based on absolute importance. The top three answers were price, quality and safe
for my health. These factors have always been important to consumers, but
they’ve become even more crucial now. 

Being eco-friendly and ethical showed up as the most popular drivers among the
non-price/quality-related product factors. Both product characteristics can
sustain a price premium in people's minds, more so than for locally sourced
products.
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SAFE FOR MY HEALTH

ON PROMO

1

3

1

2

3

2

1

3

2

1

3

1

3

2

THE RISE OF ECO-FRIENDLINESS
AND ETHICAL DIMENSIONS

RANKING OF INCREASED IMPORTANCE OF PURCHASE DRIVERS SINCE COVID-19
Question:  Thinking about these factors again,  how much more or less important have they become, s ince the COVIC-19 outbreak;

when shopping for typical  grocery or fashion products.

PRICE

HIGH QUALITY

WELL-KNOWN/TRUSTED BRAND

ECO-FRIENDLY/SUSTAINABLE

AVAILABLE/FAST-DELIVERY

LOCAL PRODUCT/COMPANY

COMFORTABLE 
OPTIMISTS

CONSIDERATE
SPENDERS

CAUTIOUS WAIT-
AND-SEERS

FINANCIAL
SURVIVORS

2

9

10

7

8

6

GLOBAL

CAN BE BOUGHT ONLINE

ETHICAL BRAND/RETAILER

5

4

9

5

8

10

7

6

4

6

10

5

4
8

7

9

7

10

4

9

8

5

6

9

10

7

5

6

4

8

When it came to ranking purchase drivers with increased importance since COVID-19, many people have paid more attention to eco-
friendliness and ethical products. Looking at our customer segment groups, the “Considerate spenders” stand out the most as they put eco and

ethical considerations high on their list.
 

PRICE

HIGH QUALITY

SAFE FOR MY HEALTH

WELL-KNOWN/TRUSTED BRAND

ON PROMO

ECO-FRIENDLY/SUSTAINABLE

AVAILABLE/FAST-DELIVERY

LOCAL PRODUCT/COMPANY

COMFORTABLE 
OPTIMISTS

CONSIDERATE
SPENDERS

CAUTIOUS WAIT-
AND-SEERS

FINANCIAL
SURVIVORS

1

2

3

4

5

6

7

8

CAN BE BOUGHT ONLINE

ETHICAL BRAND/RETAILER

9

10

2

1

3

4

5

6

8

7

10

9

1

2

3

5

4

6

7

8

9

10

1

2

3

4

5

6

7

8

9

10

1

3

4

5

2

6

7

8

9

10

GLOBAL

RANKING OF ABSOLUTE IMPORTANCE OF PURCHASE DRIVERS
Question:  Thinking about shopping for typical  grocery or fashion products ,  please indicate which factors are most important for you.

Please indicate the top 10,  with 1 being the most important factor .



Based on the data and our findings, we can suggest to businesses to
find a way to position their brand and products as environmentally
friendly and sustainable. 

The consumer prefers to pay more for eco-friendly/sustainable or ethical
than for local products. Ideally businesses should offer a product or a
service that fulfils all three criteria.

What does this mean for your

business?

         Ideally businesses should
offer a product or a service that
fulfils all three criteria: eco-
friendly, ethical and local.

Nicole Huyghe
CEO & Founder of boobook



Interested to know more 

about how consumers' mindset

changed due COVID-19? 

Get in touch with us at info@boobook.world
and we'll help you apply these insights to
your business!

https://boobook.world/
http://boobook.world/
http://boobook.world/

