
Retail in a 1.5-meter society: 
Adapting to changing consumer behavior

Consumer activities, priorities and preferences have shifted dramatically over the last few months due to the COVID-19 pandemic. Having learned from the 2008-2009 recession, we 
expect part of this behavior to ‘stick’. For example, more and more consumers will get more comfortable with online shopping. In order to stay relevant in the market, it’s crucial for 
retailers to understand the new consumer and take pragmatic action to respond to his needs. 

The pandemic has given way to five distinct archetypes who face their own COVID-19-related challenges and consequently have different buying priorities. Getting in the minds of these 
consumers provides the key input when creating your organization’s renewed roadmap.



What pragmatic steps can you take?
We have identified concrete steps you might take along the retail value chain to ensure the 
action you take is relevant to the customer archetypes discussed on page 1.

Looking to (re)evaluate your strategy? We can help.

Retail future readiness scan
Capability assessment to evaluate your maturity within the retail value chain.

Future of Retail Game
Scenario-based gaming experience to simulate responses to COVID-19 
challenges.

Our  broader Consumer Markets team is here to help as well
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This article is part of the series ‘Retail in a 1.5-meter society: Uncover opportunities in crisis’. We invite you to visit our website for more information.

Awareness1

Enhance brand emotional 
intelligence - Right now, 
your most important 
stakeholder is a human 
being who is craving comfort 
and connection. Ensure your 
marketing campaigns touch 
that sentiment.

Adjust acquisition strategy 
- Tailor it based on consumer 
preferences. For instance, 
47% of people in the 
Netherlands have increased 
the use of messaging apps, 
a channel retailers can
heavily rely on.

Selection2

Provide ‘wow’ experiences 
responsibly - For instance, 
Perfect Corp, an AI & AR 
beauty tech has launched a 
service to perform AI-based 
skin diagnostic tests, 
make-up simulation, etc. via    
WeChat.

Promote creatively - 
Humane marketing will play 
a big part in triggering 
customers to buy. This may 
come via social marketing, 
newsletters, targeted 
discounting offers, etc.

Purchase3

Strengthen demand 
sensing and forecasting - 
Sharpening your 
organization’s nervous 
system by predictive 
analytics technologies to 
adapt rapidly to changing 
demands. Simplify your 
assortment while keeping 
customer conscience in 
mind.

Simplify the payment 
process - Make one-click 
ordering and reordering 
easy. Integration with digital 
wallets could also help.

Delivery4

Offer flexibility - Provide 
customers with delivery 
options they are most 
comfortable with, for 
instance curbside pickups, 
collect from pickup lockers or 
simply contactless delivery.

Share your firm’s story - 
Another way to connect with 
consumers is to share your 
firm’s story succinctly - about 
changes you made, how 
your organization
adapted, etc. 

Service5

Ask for feedback, 
implement it quickly - 
Given the fact that we are in 
the midst of something 
unprecedented, it will be 
easier to optimize if you 
have a pulse on consumer 
sentiment. Embedding 
aftercare services such as a 
365-day return policy and 
pick up from home could 
help you to differentiate as 
most detailers in the 
Netherlands have a 
30-60-day return limit only.

Promotion6

Foster brand loyalty - 
Consumers are much more 
susceptible to changing 
preferences in a crisis 
scenario. Retain existing or 
acquire new customers by 
launching new loyalty 
campaigns or innovate by 
introducing a recommerce 
model.

Cross-sell and upsell 
based on customer 
archetypes - Being sensitive 
to an archetype’s needs can 
go a long way in building 
trust.

https://www.pwc.nl/en/industries/retail-and-consumer/perspectives-on-getting-ready-for-the-new-normal.html

