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Overwhelmed with the
uncertainty.

The pandemic has heighted Canadians feelings
about what they are experiencing, younger
Canadians especially are lonely.

SOURCE: COVID-19 IMPACT STUDY ABACUS DATA, APRIL 2020
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How long will this last?

Most say it will take at least 4+ months before
things can go back to normal.
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Almost half feeling a real impact.

Over half see the outbreak influencing their own financial situation.

H Great deal

19% 19% /3

Moderate &
. "
amount 7 . . 5
Not much '
= Not at all 3 ‘ F’

- " ‘ . .
m—‘ i\ =YXl }3 DATA

SOURCE: COVID-19 IMPACT STUDY ABACUS DATA, APRIL 2020 ' "



CONSUMER
BEHAVIOUR IN A

POST-COVID

1.

* WHATSTHE [ JYyYW oAt
NEW NORMAL? C "




WHAT WILL & WON'T
CHANGE?

‘NG -54cus YSEY
ABACUS LNV,
NEW NORMAL? —, n—




MARCH 24

3%

COOKING
MORE

¥ NHATSPSE

NEW NORMAL? ] T

SOURCE: COVID-19 IMPACT STUDY ABACUS DATA, APRIL 2020



LEGAL RESTRICTIONS

POST-COVID
LEVELS

PRE-COVID | ... @ FREE TO
LEVELS * “RETURN

- RESEARCH QUESTIONS

1. HEALTH CONSIDERATIONS (EXPECTATION)
2. REPUTATION OF PROVIDER (TRUST)

3. NEW HABITS (REPLACEMENT)

4. CHANGING:-COMPETITION
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INSIGHTS SPECIFIC TO
FRESH PRODUCE
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HOW ARE BUSINESSES
HANDLING THE SITUATION?

MARCH 22
VERY WELL/WELL

Grocery retailers % 52% +11

Food producers and

<)
manufacturers % 38% +11

Restaurants and food

O/ O,
service providers o 40% +6

m Well mAs can be expected

How do you think the following types of Canadian businesses are handling the coronavirus ABACUS §I»J:\7:\

situation when it comes to dealing with customers and the public... ' "
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TARGET SHOPPING
LARGER BASKETS

LONGEVITY
SAFETY

— PACKAGING
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1. DEPENDS ON: LENGTF

DETERIORATION & WHETHER A VACCINE EMERGES.

2. HOUSEHOLD FINANCES AND NEW INTERESTS MAY ALTER
LONG-TERM BEHAVIOURS.

3. COMPETE TO FIND NEW SOLUTIONS TO FIT A NEW
NORMAL.

4. RETHINK YOUR SALES STRATEGY.
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THE DRIVERS OF
CONSUMER BEHAVIOUR IN THE
COVID AGE?
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If you have any questions, or
would like access to more data,
please contact David Coletto
David@abacusata.ca
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