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History suggests that 
despite what people 
say, they tend to return 
to past behaviour once 
global interruptions, 
such as pandemics, 
have abided.  



Consumer trends that appear to be coming out of the Pandemic
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confidence 

in the 
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Large 
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Consumer confidence sees V shaped 
recovery as vaccine rollout continues

61

71 71
79 81

86 88
93 90 89 86

82
75

80
85 86

75

66
58 58

37

59

18
11

27

52

0

10

20

30

40

50

60

70

80

90

100

Jan
'13

Jun
'13

Oct
'13

Jan
'14

Jun
'14

Oct
'14

Jan
'15

Jun
'15

Oct
'15

Jan
'16

Jun
'16

Oct
'16

Jan
'17

Jun
'17

Oct
'17

Jan
'18

Jun
'18

Oct
'18

Jan
'19

Jun
'19

Oct
'19

Jan
'20

Jun
'20

Oct
'20

Jan
'21

Jun
'21

% of consumers that believe the economy will be better/same in 
next 6 months

Consumer Mood – Jun 21
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Almost two thirds (62%) 
of Irish adults have been 
spending less during the 
pandemic, while 79% 
have either the same or 
more income.  

The Journal / RED C Poll – Mar 21
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More people than ever expect to increase spend 
on discretionary items as result

56%

Entertainment

46%

Holidays

35%

Consumer 
Goods/Services

33%

Home

Improvements

Consumer Mood – Jun 21



Initial evidence suggests this is 
already happening
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31% claim to have 
splashed out on larger 
items with cash saved 
during the pandemic.

August saw the first 
monthly decline in Irish 
household savings.

Shopping Behaviour – Sep 21
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But be careful – this doesn’t 
mean value isn’t important…

A treat mentality is emerging

“I’ve forfeited so much, I 
want to treat myself/my 
family now” 

Budgeting and value is more 
important than ever for the 
struggling/stretched

“The Haves” “The Have nots”

the gap between those who have 
and those who don’t is widening



Retail Impact 
Trends
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Protection of Time
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People gained time during the 
pandemic…and consequently 
perspective on how they want to 
spend that time.

More than ever people want time to 
be respected; need things to be easy, 
straightforward – want to focus on 
the “important things”.  

Brands need to understand what is 
important to their target and enable 
this to be achieved.
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The move to digital has 
been accelerated by the 
pandemic, rather than 
forced, and so is more 
likely to remain with us.

Digital Acceleration
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Many have shifted shopping behaviour online as result of 
the pandemic prompt

20%
Now buying more 
groceries online

46% 36%
Now buying more 
non-grocery 
products online 
from stores outside 
of Ireland

Now buying more 
non-grocery 
products online 
from Irish based 
stores

Shopping Behaviour – Sep 21
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While also changing their behaviour in bricks and mortar retail

55%
Using more local 
shops rather than 
travelling further 

afield

58%
Using more 

cashless means to 
pay in shops

63%
Avoiding shops that 

are too crowded

ATM withdrawals fell 
by 40% in 2020 
according to the 

Central Bank

In July 2021 
contactless 

payments jumped by 
29% to 2.5m 

transactions per day

Localisation Cashless Concern

Shopping Behaviour – Sep 21
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Hybrid working model means more 
time at home will persist for many, 
resulting in more time in your locality.

This has resulted in the 
functionalisation of local – consumers 
are no longer committing to local for 
emotional reasons.

Brands need to be able to support 
local and services needed at a local 
level.

Rise of Local - with a purpose



Overriding 
Consumer 
Trends
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A long period of lockdown 
has also seen many 
people re-evaluate what 
is important to them.  

Family, friends, socialising 
all come to the fore, and 
we are keen to spoil 
ourselves by spending on 
things that matter.

There is a pent up demand for experiences

What theatre can 
brands bring to their 
products and services 
to make them stand 
out from competitors?  
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Finally, we also see an 
amplification of personal 
health and wellbeing.

There is value in helping 
give direction on health in 
all its guises, if at all 
possible.



So what can you 
do to maximise 
impact in the 
months ahead?

Make sure to have physical availability –
both online and offline

Make it easy and welcoming – focus on 
it being not crowded and contactless 

Bring theatre to the experience where 
possible

Avoid wasting peoples time at all costs 
– they will simply go elsewhere

Shout about any health and wellbeing 
advantages your products or services may have 

Balance offering to appeal to those 
treating and those looking for value

Incorporating local into strategy will be 
important in a hybrid working consumer world
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