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~50%

plan to maintain their changed
habits

~60%

feel uncomfortable with meeting
groups of more than 50 people

Source: BCG COVID-19 Consumer Sentiment Survey, April 17–20, 2020 (N= 1,584, unweighted, representative within ±3% of
German census)

This crisis is unique as
consumers are not
only concerned about
their economic
situation, but
sustainably change
their behavior.
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~50%

carefully cut back their
overall spend

What to do after the lockdown is lifted

One-channel
becomes even
more important

Carefully
manage
store opening

Credibility on
hygiene/safety
is key

Targeted
promotions
needed to
rejuvenate
demand
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These analyses represent only potential scenarios based on
discrete data from one point in time. They are not intended as
a prediction or forecast, and the situation is changing daily

High frequency

One-channel will
become even more
important postlockdown, especially
for high frequency
shoppers

Buy more online
because got used to it

Low frequency

11%
6%

High frequency
Medium frequency
Use omni-channel
offers more often

Low frequency

21%
7%
2%

Note: Question text: “Do you expect you will continue doing the following once the coronavirus lockdown is lifted,
i.e. non-essential brick-and-mortar stores re-open? Please select one answer for each statement that applies best."
Source: BCG COVID-19 Consumer Sentiment Survey, April 17–20, 2020 (N= 1,584, unweighted, representative within
±3% of German census)
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Medium frequency

24%

~50% will take more than 4 months to return to normal spending post-lockdown
These analyses represent only potential scenarios based on
discrete data from one point in time. They are not intended
as a prediction or forecast, and the situation is changing daily

Time to return to normal
% of respondents

49%

28

20
16
13
9

8

Immediately

Within a few weeks

In 1-3 months

In 4-6 months

In 7-12 months

Note: Question text: “After lock down is lifted, and stores reopen, when do you think your overall spending for
the following types of products would return to “normal” (i.e., similar to before the outbreak)?” N= 205 – 257
respectively | Source: BCG COVID-19 Consumer Sentiment Survey, April 17-20, 2020 (N= 1,584, unweighted,
representative within ± 3% of German census)

In more than a year

7

Might never return
to normal again
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25%
Gen Z (18-25 yrs)
vs
2%
Gen X (41-55 yrs)

Safety measures will be crucial to alleviate concerns

These analyses represent only potential
scenarios based on discrete data from one point
in time. They are not intended as a prediction or
forecast, and the situation is changing daily

Measures to increase likelihood of customers entering stores again
(% of agreeing respondents)

38%

38%

24%

38%

18%

Gen Z:
25%
Boomer:
3%

10%

Expect higher
hygiene
standards instore

Limited
number of
customers
in store

Social
distancing
enforced2

Hand
sanitizer
throughout
store

17%
8%

9%

None None Willing to Nothing
go without would
Protective Regular anti- Air purifiers Self-checkout measures convince
gear1
viral cleaning installed to possibilities
me to go
clean air
out again
inside

1. E.g., masks on all customers, gloves used by employees 2. E.g., extra spacing in lines, floor markings
Note: Question text: “Would any of the following measures make you more comfortable to visit non-essential stores (incl. DIY,
home/furniture, beauty, consumer electronics) again once they re-open after the lockdown? Select up to three measures you find useful."
Source: BCG COVID-19 Consumer Sentiment Survey, April 17–20, 2020 (N = 1,027, unweighted, representative within ±3% of German census)
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38%

These analyses represent only potential scenarios based on
discrete data from one point in time. They are not intended
as a prediction or forecast, and the situation is changing daily

30%

34%
27%
16%

24%

21%

15%
10%

will expect more
promotions going forward
GenZ
(18-25)

Trade down

Millennials
(26-40)

Gen X
(41-55)

7%

Boomer
(56+)

Trade up

Note: Top-2 values (i.e. respondents who (strongly) agreed to the statements); Question text: “Do you expect you will
continue doing the following once the coronavirus lockdown is lifted, i.e. non-essential brick-and-mortar stores re-open?
Please select one answer for each statement that applies best.“; N = 1,048 | Source: BCG COVID-19 Consumer Sentiment
Survey, April 17–20, 2020 (N= 1,584, unweighted, representative within ±3% of German census)
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Promotions will be key
to lure customers back
to store as many trade
down

% of respondents planning to trade up/down

Consumer sentiment Mar 27-30

These analyses represent only potential scenarios based on
discrete data from one point in time. They are not intended as a
prediction or forecast, and the situation is changing daily

What we can expect: Consumer sentiment will become more positive over time
Percentage of respondents agreeing with "I believe the worst impacts are ahead"

77%

85%

86%

86%
75%

US

France

UK

Germany

Italy

China

Note: Question text: “How much do you agree with each of the following statements about the coronavirus?"
Source: BCG COVID-19 Consumer Sentiment Survey, March 27-30 (N= 2,916 China; 2,985 France; 2,150 Italy; 2,984 UK; 2,944 US; 3,085 Germany), unweighted, representative
within ±3% of census/national demographics)
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40%
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Markus Hepp is a Managing Director and Senior Partner at
Boston Consulting Group’s office in Cologne and the firm’s
retail sector lead in Europe.
You may contact him by e-mail at hepp.markus@bcg.com.

The services and materials provided by Boston Consulting Group (BCG) are subject to BCG's Standard Terms
(a copy of which is available upon request) or such other agreement as may have been previously executed by BCG.
BCG does not provide legal, accounting, or tax advice. The Client is responsible for obtaining independent advice
concerning these matters. This advice may affect the guidance given by BCG. Further, BCG has made no undertaking
to update these materials after the date hereof, notwithstanding that such information may become outdated
or inaccurate.

BCG does not provide fairness opinions or valuations of market transactions, and these materials should not be relied on
or construed as such. Further, the financial evaluations, projected market and financial information, and conclusions
contained in these materials are based upon standard valuation methodologies, are not definitive forecasts, and are not
guaranteed by BCG. BCG has used public and/or confidential data and assumptions provided to BCG by the Client.
BCG has not independently verified the data and assumptions used in these analyses. Changes in the underlying data or
operating assumptions will clearly impact the analyses and conclusions.
The situation surrounding COVID-19 is dynamic and rapidly evolving, on a daily basis. Although we have taken great
care prior to producing this presentation, it represents BCG’s view at a particular point in time. BCG does not
guarantee or make any representation or warranty as to the accuracy, reliability, completeness, or currency of the
information in this document nor its usefulness in achieving any purpose. This presentation is not intended to: ( i )
constitute medical or safety advice, nor be a substitute for the same; nor (ii) be seen as a formal endorsement or
recommendation of a particular response. As such you are advised to make your own assessment as to the
appropriate course of action to take, using this presentation as guidance. Please carefully consider local laws and
guidance in your area, particularly the most recent advice issued by your local (and national) health authorities,
before making any decision.
No recipient shall rely on this document for any purpose and BCG will not be liable for any loss, damage, cost, or
expense incurred or arising by reason of any person using or relying on information in this document. BCG shall have
no liability whatsoever to any party, and any person using this document hereby waives any rights and claims it may
have at any time against BCG with regard to the document. Receipt and review of this document shall be deemed
agreement with and consideration for the foregoing.
The summary is for internal use only and not for commercial use by the recipients. Apart from any use as permitted
under the copyright Act 1975, no part may be reproduced in any form.
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The materials contained in this presentation are designed for the sole use by the board of directors or senior
management of the Client and solely for the limited purposes described in the presentation. The materials shall not be
copied or given to any person or entity other than the Client (“Third Party”) without the prior written consent of BCG.
These materials serve only as the focus for discussion; they are incomplete without the accompanying oral commentary
and may not be relied on as a stand-alone document. Further, Third Parties may not, and it is unreasonable for any
Third Party to, rely on these materials for any purpose whatsoever. To the fullest extent permitted by law (and except
to the extent otherwise agreed in a signed writing by BCG), BCG shall have no liability whatsoever to any Third Party,
and any Third Party hereby waives any rights and claims it may have at any time against BCG with regard to the
services, this presentation, or other materials, including the accuracy or completeness thereof. Receipt and review of
this document shall be deemed agreement with and consideration for the foregoing.
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