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L’ IMPATTO DEL COVID-19 SU CONSUMER SENTIMENT & BEHAVIOUR

I consumatori reagiscono con atteggiamenti e
comportamenti che testimoniano gli effetti
economici del COVID-19 oltre a rappresentare
indicatori significativi dei trends economici
futuri.

« La diffusione di informazioni su decessi e
contagi, sulla crisi economica, oltre agli effetti
esperitl direttamente attraverso la possibile
diminuzione delle entrate producono effetti
negativi sul ‘CONSUMER SENTIMENT,
determinando la flessione delle intenzioni di
acquisto anche nel medio e lungo termine.




L’ IMPATTO DEL COVID-19 SU CONSUMER SENTIMENT & BEHAVIOUR

» Ricerche condotte globalmente dimostrano che 1 paesi europel sono 1 meno ottimistici, mentre la
Cina s1 distingue come 1l paese piu ottimista.

» La diffusione globale del virus si accompagna a concorrenti trend di aumento di consumi
alimentari mentre universalmente si registra la diminuzione dei consumi piu discrezionali.

* La crescita dell’e-commerce registrata a livello mondiale ¢ comunque lontana dal poter
compensare la riduzione della spesa generale.

ALCUNE DOMANDE DI RICERCA:

» PER QUANTO TEMPO SI PROTRARRA’ LA DIMINUZIONE DI QUESTI CONSUMI?

» QUALI SARANNO LE CATEGORIE DI PRODOTTI CHE POTRANNO RIPRENDERE PIU’
RAPIDAMENTE?

» QUALI CAMBIAMENTI POTREBBERO ESSERE DURATURI?

» QUALI NUOVI BISOGNI EMERGONO E COME FARE FRONTE AD UN NUOVO TIPO DI
DOMANDA?

» QUALI CULTURAL DIFFERENCES PER IL MARKETING STRATEGICO
INTERNAZIONALE?




IL CONSUMER SENTIMENT VARIA SIGNIFICATIVAMENTE FRA I PAESI COLPITI
DAL COVID-19

Optimism about Country’s economic recovery after
COVID-19

@ Americas @ APAC Europe @ Africa/Middle East

United States o e o e
razi

Russia 26 Oce:
UK 23 19 15
F 18 14 14
Indial
German y 25 27 25 Gcea
h
Spi 19 14 15
Italy 13 1 14
Japai [ ]

apan .

O
Korea . .
A

March 17 March 29 April B

very optimistic
nd April 6, 2020



Il CONSUMER SENTIMENT E° CORRELATO ALLE INTENZIONI DI SPESA FUTURA

Optimism and anticipated spending are largely correlated globally.
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Household spending? expectations for next 2 weeks

' *How is your overall confidence fevel on economic condifions after the COWVIO-19 situation?" — Rated from 1 "very apfimistic” to & “very pessimistic.”
20y *How do you think your overall spending may change in the next fwo weeks?"
Source: McKinsey & Company COVID-19 Consumer Pulse surveys, conducted globally between March 15 and April 6, 2020



L’IMPATTO DEL COVID-19 SUI CONSUMATORI IN ITALIA

* I consumatori italiani rivelano un sentiment
negativo, la maggioranza (86%) ritiene che 1l
COVID-19 avra effetti negativi durevoli
sull’economia del paese e sul proprio reddito.

 Le preoccupazioni per il futuro condizionano le
previsioni di spesa e di risparmio

« Le previsioni di spesa delle settimane in
lockdown s1 concentrano su ‘groceries’ (in store) e
home entertainment (e-commerce)

* Il lockdown promuove nuovi consumi digitali

QUALI SARANNO I TRENDS FUTURI?



Confidence in Italy is still low—but improving

Confidence in own country’s economic recovery after COVID-19?
% of respondents

Italy
March 20-22 March 26-29 _ April 2-5

. Optimistic: The economy will rebound
within 2-3 months and grow just as
strong as or stronger than before
CcoviD-19

51
Unsure: The economy will be impacted 54 54
for 6-12 months or longer and will

stagnate or show slow growth thereafter

. Pessimistic: COVID-19 will have lasting
impact on the economy and show
regression/fall into lengthy recession

! 0 How s your overall confidence level on ecomomic condficns after the COWID-19 situstion? Rated from 1 “very optmistc” 1o & “very pessimisic”; figures maynot sum o 100%, because of rounding

Source: McKinsey & Company COVID-19 laly Consumer Puke Suvey 42452020, n = 1.009: 3/26-3292020, n = 1.005: 3/20-%22020. n= 1,003. sampled and weighted 1o maich ltaly's general
population 18+ years

Mckinsey & Compary 1

Declining spending among discretionary categories remains
consistent, with the exception of groceries and home entertainment

M Decrease

Stay thesame [l Increase

Expected spending per category over the next 2 weeks compared to usual’
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Half of Italian consumers expect a further reduction in income and
savings
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' Q: How has the COWD-19 situstan affected your (family's) overall svaliable income, sperding. and ssuings in the past two weeks?, figuses may nat sumte 100%. because of rounding.
203; How do yeu think pour overall avalable income, spending, and sauings may change in the next iwo weeks?; figures may nol sum %o 100%, because o raunding.

Source: McKinsey & Comgany COVID-19 laly Consumer Puke Survey 42-4'52020, n = 1.003: 326-3292020. n = 1.005; sampled and waighied to maich taly's general population 18+ yeas McKinsey & Company 3

‘While spending on home entertainment shifts online, consumers
expect to buy more groceries in-store

@ Household essentials
@ Discretionary
@ Entertainment athome

Expected change in shopping channel per category over the next 2 weeks'
Axes show net intent,? bubble size relative to share of respondents that have purchased category in last 6 months
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McKinsey & Compary 5



LA GESTIONE DEL CONSUMER SENTIMENT COME STRUMENTO PER LA

PROMOZIONE DELLA RIPRESA ECONOMICA

v I1 ruolo delle aspettative sul Consumer
Sentiment  suggerisce  I'importanza  di
monitorare le percezioni dei consumatori per
la previsione dei trends di consumo post-
lockdown

v Emerge infine lindicazione di intervenire
attraverso strategie ad hoc alla promozione di
sentiment positivi a supporto degli interventi
di politica economica

(|
The Italian economy remains the top concern for Italians, followed

by public health and uncertainty about the duration of the situation

Largest concerns of the Italian population related to COVID-19' u :;?enw?ﬂo:ﬁgema "
% of respondents who are very concerned or extremely concerned
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<= Not being able to make ends meet COVID-19 situation,
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Not being able to get the supplies | need previous week (77%)

< Impact on upcoming travel plans
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Source: McKinsey & Company COVID-19 laly Consumer Pube Suvey 42—4/S2020, n= 1,009; sampied and weighied 1o match aly's general poputation 18+ yeans McKinsey & Compary 8

Per approfondimenti su questa presentazione si prega di contattare nadia.olivero@unimib.it
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