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1. INTRODUCTION

The Pandemic Changed Consumers
To understand how, EPAM Continuum launched Consumers Unmasked, a four-stage
study conducted over 18-months, exploring the changing shape of customer attitudes
and behaviours across five key sectors – food, fashion, travel, fitness and home – in the
United States, the United Kingdom and Germany.
This special report explores the picture in Germany, sharing the survey results of more than
1,000 shoppers aged 18-34. For a broader view, including a comparison of the situation in
Germany with that in the US and UK, see the latest Consumers Unmasked report.
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2. THE COVID-19 PICTURE

The COVID-19 Picture
At the time of the survey in April 2022, the highly transmissible Omicron variant was driving a
fresh wave of infections across Germany. Although most federal-set restrictions in the country
had expired, masks remained compulsory in healthcare settings and on public transport.
At state levels, however, authorities were using the ‘grace period’ granted by the federal
government to maintain a broader range of restrictions into spring 2022.1

New threats
The pandemic left a legacy of damaged supply chains and growing inflation, further compounded
by the war in Ukraine and the knock-on effects for commodities and fuel. Although not explicitly
referenced by our consumers, there were indications that some of their actions were starting to be

AUGUST 2021
Stage 1:
Qualitative Study
with Consumer Council,
71 Millennial and Gen-Z
consumers in the U.K.,
the U.S. and Germany

influenced by the resulting ‘cost-of-living crisis’.
DECEMBER 2021

1

https://ourworldindata.org/covid-vaccinations

Stage 2:
Quantitative Survey
of 3,005 citizens in
the U.K., the U.S. and
Germany

CURRENT STAGE

JUNE 2022
Stage 3:
Quantitative Survey
3,000 citizens in
the U.K., the U.S. and
Germany

OCTOBER 2022
Stage 4:
Qualitative Study
with Consumer Council,
71 Millennial and Gen-Z
consumers in the U.K.,
the U.S. and Germany
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3.
Findings at
a Glance
We asked our shoppers to tell us about
their food, fashion, fitness, home and travel
buying habits. Here, in summary, is what
they told us.

3. FINDINGS AT A GL ANCE

Sector Insights

Food

Fashion

Travel

• Takeaway services favourite for
grocery delivery

• Half (48%) spend on fashion
every month

• Intent to travel is on the rise - 69% in
Stage 3 vs. 58% in Stage 2

• Four in ten spending more on eating out
and takeaways

• Hybrid shopping remains the default

• Cost is the most significant barrier to
going on a holiday

• Speed and freshness matter more than
price and discounts

• Price still key for fashion, but
sustainability is influential
• Shoppers may be becoming
less spontaneous

• Cost and ease of booking remain
the decisive factors in travel
company choice

• A fifth of consumers remain loyal to the
fashion brands they like

Fitness

Home

• A quarter of consumers stopped
their gym membership as a result
of the pandemic

• Home spending continues to rise – 80%
bought a product for the home in the
last three months

• Home exercise was the main reason for
leaving paid exercise

• Online most prominent for home
purchases, accounting for 53% of sales

• Social benefits were the main reason
for returning

• Research and cost caution top of mind
for home purchases
• IKEA remains a homeware ‘super brand’
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In Brief: Themes for a Fast-Changing World
Our survey revealed numerous sector-specific insights, but many of the broad themes arising have the
potential to affect every sector. These include:

1.

2.

3.

Price dominates, but sustainability
now a major demand

Retailers need to respond to
cost concerns

COVID-19 concerns still significant

Value and price remain the most significant
factors for consumers but, as shown across
a range of metrics, sustainability is now a
decisive factor for a substantial number
of shoppers.

Price specifically was a significant factor
for 25% of consumers and global pressures
are likely to make price an issue of growing
importance for German consumers in the
coming months.

What should brands do next?

What should brands do next?

• Think differently about what quality
means in terms of length of use,
durability and environmental friendliness
to combat price incentives.
• Offer more rental, recycling and
upcycling options.

• For brands not traditionally built on price,
the next year will need to make the case
for quality, overtly showing the longterm/life-term cost-effectiveness of their
products. Channels; turn consumers into
buyers with social commerce.

4.

5.

A genuine appetite for all
things new

Shared values now a genuine
opportunity to win

Two fifths (37%) of participants were
excited about the metaverse and the ability
to buy virtual items in the future, and the
potential of cryptocurrencies.

For brands, the requirement to take a
position, choose a side and be authentic
in value-led communications is important
now, and could be critical in the future.

What should brands do next?

What should brands do next?

• Determine their strategy and test their
approach to ensure the gap between
consumer excitement/intent and brand
purpose is not too great.

• Combine multiple variates (issues,
sustainability, diversity) like Nike
and Adidas.

There is a greater sense of freedom among
German consumers, but greater wariness
remains than in any other
territory surveyed.
What should brands do next?
• Demonstrate understanding and
empathy for consumers’ COVID-19
attitudes and concerns.
• Maximise flexibility to fulfil the needs of
each consumer.

GAIN MORE IN-DEPTH
THEMATIC INSIGHT ON
PAGE 26

• For brands moving toward sustainability,
offer flexible options like carbon offsets
or different packaging.
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How Are Our Consumers Feeling?
Most feel free and ready to return to normality.
We asked consumers to pick a character that best represented their feelings about returning
to in-person experiences.

In Germany, the general positivity was tempered by a greater
degree of caution (compared to the US and UK) about what lies
around the corner.
More than half of consumers (59%) said they were avoiding planning
too far into the future in case restrictions are reimposed. More than
half (55%) said they were prepared to live with restrictions being
‘switched on and off’ when required to protect society.

Most Germans said they felt comfortable going to a
shopping mall (77%), eating in a restaurant (76%) or
returning to the workplace or classroom (74%). Yet
clear areas of discomfort remained. Mass gatherings
at festivals (53%) or when clubbing (54%) presented
greatest anxiety.

2

1

The most frequently expressed emotions among shoppers returning
to malls and restaurants were happiness (36%) and excitement
(35%). More than a fifth (22%) said they now felt free, safe and
spontaneous. However, 1 in 5 (20%) said they felt stressed. 16%
felt nervous. As one consumer put it: “I feel safe and happy, but
something can always happen to make you fall down.”

3

*Blobtree.com
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1

3

Most selected characters:

Middle of the tree on
the ledge (1)

What they said:
“Happy because life is slowly coming back to normal.”
“I’m happy but would like to see how safe it is ‘from above’.”
“On the way up, in a positive mood, joy.”

Stands at the top of
the tree (2)

“I’m extremely excited to go back to normal life.”
“I feel free and have a clear view of my life.”
“I want to experience more again, and I feel good about it.”

Stands on the ground
by the tree (3)

“I’m watching and I’m happy that others enjoy it, but I’ll wait and see.”
“Because it looks like it wants to get away from the situation.”
“I don’t really feel the need to visit such a place at the moment.”
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4.
Spending
Habits by
Sector
We asked our shoppers to tell us about their food,
fashion, fitness, home and travel buying habits. Their
responses show how the big themes of our study play
out in individual sectors.

4. SPENDING HABITS BY SECTOR

Food
Food delivery via app is an embedded habit.
A fifth (22%) of consumers said they were using takeaway services for their grocery deliveries, higher than any other food ordering
option popular during the pandemic. Food delivery apps (21%) and home delivery direct from the grocery store (19%) were the next most
popular options.

Most popular ways to buy food
Getting groceries delivered via takeaway
services (e.g., JustEat, Seamless, etc.)

22%

Ordering via food delivery apps

21%

Getting home delivery
from a grocery store

19%

Using click-and-collect/curbside
pickup for groceries

17%

Watching food video
tutorials online

15%

Ordering via a QR code
in a restaurant

14%

Subscription meal boxes

11%

Using meal boxes/packaged
meals from restaurants

11%

Four in ten spending more on eating out and takeaways
More than half of Germans eat out at least once a month (60%). While 68% order takeaways at least once a month. Consumers expected this
to continue over the next 12 months, with more than four in ten saying they would spend even more on eating out (43%), and nearly four in ten
increasing takeaways spend (38%).

Are you spending more or less on eating
out than you were 3 months ago?

Are you spending more or less on
takeaways than you were 3 months ago?

34%
66%

26%
LESS
MORE

74%

LESS
MORE
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The 18-23 year olds were most likely to be eating out more frequently than in the previous three months, and much more likely than 30-34
year olds (50% vs 33%). The same pattern was true for takeaways (51% vs 40%).

Which statement best describes you when eating out?
I spend on this spontaneously

30%

I am money conscious

19%

I stick to the brands and retailers I like in this category

17%

I like to research before spending on this
I like to spend with sustainable brands and retailers in this category
I will only go with the best brands and retailers in this category
I am frivolous

14%
11%
10%
9%

Which statement best describes you when buying takeaways?
I spend on this spontaneously

34%

I stick to the brands and retailers I like in this category

19%

I am money conscious

18%

I like to spend with sustainable brands and retailers in this category

10%

I am frivolous

10%

I like to research before spending on this

9%

I will only go with the best brands and retailers in this category

8%

For eating out and takeaways, spontaneity was the most commonly expressed attitude to spend. Money consciousness and brand familiarity
were chosen by almost one in five.
More than eight in ten consumers said they felt comfortable eating outside at a restaurant (81%), though this fell to three quarters (76%) for
eating inside.
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Speed and freshness matter more than price and discounts
Overall, freshly prepared food and delivery speed were valued by takeaway customers more than discounts, deals and
cheap food. Consistent across the three markets in our full survey, this was especially true for Germany.

What do you value when buying takeaway food?
Freshly prepared

34%

Fast delivery

32%

Eating restaurant quality food at home

24%

Discounts and deals
Cheap food
Healthy menu options

18%
16%
13%

Sustainable sources

12%

New ways to deliver my food (e.g. through apps)

12%

Exciting experiences

11%

Ability to split bill easily

10%

Highly rated hygiene practices

9%

FAVOURED BRANDS
Rewe/JA!:
“JA! is a good sustainable alternative to
expensive brands”
“Because it is socially committed”
“Good regional assortment”

Alnatura:
“Value is placed on organic food
and sustainability”
Gut und Gustang:
“Good quality at a fair price”

Edeka:
“Good products, also regional”
“Sincere action in the field
of sustainability”
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From the Expert

Our study identified that almost one in five respondents were
getting grocery deliveries from either delivery/takeaway services or
direct from grocery stores. New players entering the market (such
as Gorillas or Wolt) are offering a fast and convenient experience
combined with a good customer service offering. They are
complementing the grocery landscape and offering regional/local
products, thus providing a platform for local growers and smaller
businesses consistent with the European Commission’s Farm to
Fork Strategy.
Technology enables these delivery service providers to be closer to
the end consumer, whether through favourite lists, live tracking of
the order or gamification that may fuel loyalty and engagement to
those providers. There’s just one caveat to the growth of grocery
delivery applications: retailers may miss out on the impulse
purchases or inspirations shoppers receive when being in a physical
grocery store. So, the value of the physical experience remains, and
offers a clear point of difference compared to the benefits offered
by delivery.”

—
Ben Bach, Vice President CPG & Retail, DACH,
EPAM Continuum
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Fashion
Half spend on fashion every month
Half of the consumers (48%) said they spend money on fashion at least once a month. Few of the consumers (7%) spend on fashion every week.
Two fifths (38%) said they were spending more than they were three months earlier, rising to 44% of 18–23-year-olds.

Hybrid shopping remains the default
Price comparison, product range and ease of shopping were the most common responses when consumers were asked why they shopped for
fashion online. A notable 13% continued to shop online for COVID-19 safety reasons.

What do you like best about buying fashion online?
I can send links to my friends
I don’t yet feel confident shopping in store because of Covid-19
I can shop on the move
I can track the order
I can read product reviews

9%
13%
14%
16%
21%

It’s cheaper

22%

There are more flexible payment options online

22%

I don’t have to travel to stores

28%

It’s easier

29%

There is a wider range of products

29%

I can compare prices

33%
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The hybrid shopping experience was clearly ingrained among consumers, however, with almost three quarters (72%) continuing to shop both
online and in-store. Consumers’ top reasons for shopping instore were trying things on (40%), being able to feel the quality (35%) and the
desire to see products in person (30%).

What do you like best about buying fashion in-store?
It’s cheaper in store
There is more choice
I enjoy the social aspect of shopping
I can return items easily
I like to support local stores
I prefer to have the items straight away
I like seeing products in person
I prefer to touch items to know the quality
I like to try things on

12%
13%
17%
21%
22%
24%
30%
35%
40%

Price still key for fashion,
but sustainability influential
Overall, the most important factors when purchasing fashion
items remain as they were at Stage 2 of Consumers Unmasked:
price (45%), fit/cut (28%) and style (23%).
One in six (12%) mentioned environmental impact as important
to them. The same proportion (12%) said they are concerned
about sustainable fashion and are trying to have a positive impact.

16

4. SPENDING HABITS BY SECTOR

Which factors matter most when buying fashion?
Payment options

9%

Organic textiles

10%

Social impact (e.g. fair wages of manufacturers, safe working conditions)

10%

Environmental impact (e.g. toxic chemicals, water use, landfill waste)

12%

Brand

12%

Availability (e.g. how quickly you can get the item)

13%

Returns policy

13%

Animal welfare

13%

Trends/fashion

15%

Quality materials

20%

Durability

23%

Style

23%

Fit/cut

28%

Price

45%

Shoppers becoming less spontaneous?
Almost a fifth (19%) of consumers described themselves as spontaneous fashion shoppers. Yet here and elsewhere in the survey, levels of
spontaneity differed significantly depending on whether they were asked about spontaneity of non-essential buying in a general sense
(41% spontaneous), or in relation to a specific sector.
For fashion, money consciousness (23%) and research before spending (21%) were the most popular descriptors of buying state of mind.

What best describes you when spending on fashion?
I am money conscious

23%

I stick to the brands and retailers I like in this category

22%

I like to research before spending on this

21%

I spend on this spontaneously

19%

I like to spend with sustainable brands and retailers in this category

17%

I will only go with the best brands and retailers in this category
I am frivolous

12%
6%
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A fifth of consumers remain loyal to the fashion brands they like
A fifth of consumers (22%) stick to their favourite brands and retailers when shopping for fashion. One in eight (12%) will only shop with those
brands and retailers.

FAVOURED BRANDS
Nike:
“Shoes last a long time and
are beautiful”
“Good quality”

H&M:
“Latest trends for good money”
“Sustainable fabrics and fair conditions”

Zara:
“Chic but affordable”
“Trendy”
“Stylish”

From the Expert

Choice of Channels Driving Loyalty
Loyalty is not a one-way street, nor a onesided form of communication. It is important
to constantly find new channels to bind more
consumers to brands. Of course, lockdowns and
pandemic measures meant bricks-and-mortar
retail were hit hard, but perhaps this has given
brands an opportunity to think about the
importance and significance of physical stores.
Even beyond these channels, the metaverse and
Web 3.0, for example, have great potential to build
brand loyalty. We are already actively supporting
fashion brands in these areas.”

—
Ben Bach, Vice President CPG & Retail, DACH,
EPAM Continuum
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Fitness
A quarter of consumers stopped their gym membership as a result of the pandemic
Just over a quarter (26%) of Germans said they had a gym membership before the pandemic but no longer do, which is the same
proportion for those who attended in-person exercise or sports classes (26%). 19% said they no longer visited a personal trainer or
had one-on-one sessions.

Shifts in exercise habits pre / post pandemic
Wear fitness device

32%

Buy equipment

30%

Outside exercise
19%

Personal trainer

20%

Gym membership
Did Before: Still Do

15%

22%
18%
19%

24%

32%
22%

15%

19%

22%

34%

16%

42%

Online exercise

In person classes

19%

47%

12%
26%
26%

Did Before: Now Don’t

19%

50%
13%
14%
Didn’t Before: Do Now

39%
37%
Never Have

From the Expert

Fostering Sense of Community
The 22% increase in outside sporting activities (either individually
or jointly with others) may be an effect of breaking free from
pandemic isolation, enjoying being around others and getting
motivated by others too. Sports fashion or fitness equipment
brands (e.g. Adidas, Nike, Peloton) have used fitness tech to
foster a virtual sense of community that taps into this spirit of
engagement. This may also explain why so many respondents in
our study no longer felt the need for gym memberships.”

—
Ben Bach, Vice President
CPG & Retail, DACH, EPAM Continuum
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Why do you no longer pay for exercise ?
I don’t enjoy the culture of the gym / exercise classes
I can exercise more easily with my friends

16%
17%

I found cheaper alternatives

18%

I bought the equipment I need

18%

I can no longer afford it

18%

I don’t feel comfortable going into shared spaces

18%

I feel judged exercising in public

19%

I feel anxious about going in during a pandemic

19%

I prefer to exercise at home

28%

Why do you exercise outside of the home ?
I enjoy the culture of classes
Exercising with a personal trainer motivates me
I like being involved in a fitness community
I enjoy the company at the gym

19%
20%
21%
23%

Paying for exercise motivates me to do it

24%

I don’t have any gym equipment at home

25%

Exercising around other people motivates me

25%

I can exercise more easily with my friends

25%

FAVOURED BRANDS
Nike:
“Good design, durable, popular
(status symbol)”

Adidas:
“Attempt to reduce plastic waste in
the environment
“It’s my favourite brand”

Decathlon:
“Good value for money”

20

4. SPENDING HABITS BY SECTOR

Travel
Future travel plans are strong
Two fifths of respondents (40%) had been on holiday in the last three months, a noticeable drop compared to Stage 2 of Consumers Unmasked
when over half (53%) said they have been on a holiday in the 3 months prior to completing the survey. This drop applies to both international
(29% v 21% Stage 2 vs Stage 3) and domestic travel (28% v 23% Stage 2 vs Stage 3).
A combination of seasonal variation and the relaxation of COVID-19 restrictions is likely behind the increase in those saying they will be going
on holiday in the next six months, up to 69% from 58% in Stage 2.

Travel plans (% of all respondents)
PAS T 3 M O NTHS
Yes, abroad

NEX T 6 M ON T H S

21%
29%

Yes, in my country

Stage 2

35%
21%

34%

29%
No

Stage 3

43%

30%
21%

22%

29%

30%

Cost is the more significant barrier to going on a holiday
Among those not planning a holiday, almost two fifths said this was because they could not afford it. COVID-19 concerns remain in a
prominent second place.

Why won’t you be going on holiday ?
I can’t afford to

37%

I’m worried about catching Covid-19

24%

I am worried I may need to quarantine

22%

I’m worried about losing money due to cancellations

20%

I’m worried restrictions will change whilst I am away

20%

I don’t understand the restrictions in other countries
I don’t enjoy going on holiday

13%
11%
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Price, convenience and trust the most important factors for consumers
When choosing their travel company, price was the most important factor—but only just. Numbers choosing convenience of booking
online were so close that the percentage figure was identical (27%). Two allied factors—the reputation of the company (22%) and brand
trust (20%)—were the next most popular options, as lingering COVID-19 concerns led consumers to choose brands they feel safe with.

Why do you choose the companies you travel with?
The prices are cheap

27%

I can book online

27%

They have a good reputation

22%

I trust the travel company

20%

They guarantee a refund

17%

I like their customer service
My friends recommend them

16%
15%

They have been established for a long time

12%

They have good safety procedures

12%

FAVOURED BRANDS
TUI:
“High-quality travel offers at
fair prices”

Booking.com:
“Good offers and
payback points”

Lufthansa:
“Always pleasant to fly
with them”

Ryanair:
“Super cheap”

From the Expert

Pandemic Created Challenges for Premium Services
Pandemic isolation fueled people’s urge to travel, meet new people and discover new experiences. Yet the pandemic also hit
the travel industry, and we are now seeing the pent-up demand from consumers clashing with airline and airport operations
as they attempt to return to business as usual. Staff shortages and delayed or cancelled flights are leaving premium airlines
struggling to do their premium-aspiring customers justice.”
—
Ben Bach, Vice President
CPG & Retail, DACH, EPAM Continuum
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Home
Home spending continues to rise
Four fifths of German consumers (80%) bought a home item within the last 3 months, most notably decorative pieces (43%), home appliances
(36%), furniture (30%) and gaming consoles (18%). Spend increased for many, with 38% saying they spent more on home accessories and 33%
spending more on home furnishings than in the previous three months.

Online most prominent for home purchases
Online sales accounted for 53% of home purchases among German consumers surveyed, with major online retailers such as Amazon taking
the largest share of purchases. Yet local stores remain highly popular, and far more popular than in the US or UK.

Where do you go to buy most of your household items from?
7%

7%

O nl i ne R e tai l e rs e . g. A m azo n

37%

16%

Lo cal Sto re s
O nl i ne Sp e ci al i s ts
Large R e tai l P ark s

33%

O the r

Consumers opted for online for its convenience (42%), choice (37%) and availability (36%). Those preferring to shop locally did so for the same
reasons (convenience (29%), availability (29%), and choice (28%). Enjoying the experience was also of importance to local shoppers (26%).
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Research and cost caution are top of mind for home purchases
Although 1 in 5 (19%) admitted to spending spontaneously on home purchases, money consciousness (23%) and careful research (25%) were
the most prevalent consumer concerns when buying for the home.

How would you describe your home furnishings spend?
I like to research before spending on this

25%

I am money conscious

23%

I spend on this spontaneously

20%

I like to spend with sustainable brands and retailers in this category

13%

I stick to the brands and retailers I like in this category

13%

I will only go with the best brands and retailers in this category
I am frivolous

11%
7%

FAVOURED BRANDS
IKEA:
“Always new things that correspond
exactly to my style”
“Always a nice experience”

DEPOT:
“Good quality at low prices”

Amazon:
“Cheap and lots of choice

IKEA remains a homeware
“super brand.”
Heavily mentioned across each of our markets, IKEA’s success
appears to be based on a combination of value for money,
customer support and a move to more sustainable products.
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Subscriptions
Do you use any of the following subscription services?
64%

TV
46%

Music

42%

Delivery Services
16%

Fitness
Meal Kits
Make-up & Beauty
Clothing
Alcohol

12%
10%
9%
7%

Of those that use a subscription service, 41% said they do so because they find it value for money. 37% like convenience. Other benefits of
subscriptions included flexibility (33%), being able to try new products or see new content (24%) and the greater likelihood of using a service
once a subscriber (21%).

Gaming
Most Germans (81%) said they spent time playing video games in an average week. Figures were higher still for men (92%) and those aged
18-23 (88%). In a typical week, respondents said they spend 6.2 hours playing video games (8.8 hours for men vs 5 hours
for women).

Are you spending more or less on gaming now than you were 3 months ago?
Average monthly spend among regular gamers from games
and associated content was €21, rising to €26 among men.

NET MORE
15%

NET LESS
36%

From the Expert

Social connection through gaming
Currently, there are about three billion gamers worldwide, with $180 billion generated in 2021 by the industry. Video games
have become a major form of socialization, competing with social networks like TikTok, Instagram, Snapchat and Facebook.
Players come for the content (events, shows, eSports), but they stay for the social connections fostered through shared gaming
experiences. Personal expression and identity have become vital for players. Gaming is the ultimate source of entertainment
and a baseline of virtual worlds as the metaverse grows.“
—
Vitalii Vashchuk, Director of Gaming Solutions, EPAM Continuum
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5.
Themes for a
Fast-Changing
World
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5 . T H E M E S F O R A FA S T- C H A N G I N G W O R L D

1.
Price dominates, but sustainability now a major demand
In a straight comparison between price and sustainability, price wins by a large margin (68% vs. 32%). When comparing buying new over
secondhand, the response was almost as resounding (64% vs. 36%). Yet the size of the margin belies the fact that a third of shoppers now
identify as sustainable consumers.

I like to get the best price

68%

I like to buy new

32%

64%

I like to save

36%

55%

I like shopping online

45%

64%

I like spending on experiences

51%

I am a spontaneous shopper

41%

Traditional payment methods

36%
49%
59%

60%

I like to shop sustainably
I like to buy second hand
I like to indulge
I like shopping instore
I like spending on products
I like to research before I buy

40%

New ways to pay

The data show areas of conflict. The same consumers that said price beat sustainability 2:1 also said by 55% to 45% that environmental factors
(as distinct from broader ‘sustainability’) were now either more important or as important as cost.

Cost is more important to me than environmental factors
Agree
Disagree
Neither Agree or Disagree

29%

23%

12%

Over the next 12 months, over two fifths of consumers (41%) said they would buy second hand more and almost half (46%) will buy sustainably
where possible. 49% of consumers anticipated repairing and upcycling their existing products instead of buying new ones, with 16% stating
they would do this a lot more over the coming year.

WHAT SHOULD BRANDS DO NEX T ?
A key dynamic that brands should be considering is how to demonstrate what quality means. This is about demonstrating affordability and
value over pure price, emphasising quality, durability and environmental friendliness to combat fast fashion incentives. Another option may
be building a marketplace that provides upcycle and repair programs for certain brands. It shows a commitment to longevity and even
improvement of existing products.
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2.
Retailers need to respond to cost concerns
Earlier stages of Consumers Unmasked found value to be the overall dominant factor rather than price alone, although the price was always an
important element in consumers’ value calculations.
At Stage 3, value for money remained of greatest importance to our consumers (42%), ahead of product quality (30%) and discounts (18%).
Yet price specifically was a significant factor for 25% of consumers.
The expectation must be that global inflationary pressures, supply chain issues and the war in Ukraine will exert a growing influence on German
consumers and make price an issue of growing importance in the coming months.

WHAT SHOULD BRANDS DO NEX T ?
For brands not traditionally built on price, the next year will need to be one of making the case for quality, overtly showing the
long-term/life-term cost effectiveness of their products.

From the Expert

Pricing Measures During Crisis
With inflation hitting hard and gas shortages a growing concern, all measures that can stabilise consumers’ share of wallet
become elementary. For brands, discounts will play a crucial part in encouraging consumer spend.”
—
Ben Bach, Vice President CPG & Retail, DACH, EPAM Continuum

From the Expert

Flexibility continues to be in demand
Pandemic-induced trends will certainly remain, however, as consumers have more flexibility in their options (i.e. buy online,
pick up in-store, curbside), consumer buying preferences become more of an issue of convenience rather than customer/
worker safety. As food brands look to make sure they’re meeting their customers’ demands, they should maximise flexibility,
as customers can now think about variables such as, ‘What’s the fastest or cheapest option?’ or ‘Should I pay extra to prioritise
my delivery?’. This will depend on their individual situation, rather than something impacting consumers across the board.”
—
Jen Jones, Chief Marketing Officer, commercetools
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3.
COVID-19 concerns still significant
COVID-19 was, unsurprisingly, less of a dominant factor in the latest stage of Consumers Unmasked. Yet across the territories surveyed, it
remained of most significant concern to Germans, who were considerably less comfortable than their UK or US counterparts to go clubbing or
attend mass events.
There is a greater sense of freedom among German consumers than in previous months, but wariness remains.

WHAT SHOULD BRANDS DO NEX T ?
Brands should continue to demonstrate understanding and empathy for consumers’ COVID-19 attitudes and concerns, maximising flexibility to
fulfil individual needs.

4.
A genuine appetite for all things new
Two fifths (37%) of participants were excited about the metaverse and the ability to buy virtual items in the future, rising to 45% of men.
Similarly, two fifths (38%) of consumers want to be able to pay for items using cryptocurrencies and NFTs, rising to 50% amongst men
compared to just 32% of women.

WHAT SHOULD BRANDS DO NEX T ?
There is clear potential for brands to engage in this space - although there is much uncertainty about the metaverse space. Brands need to
determine their strategy and test their approach to ensure the gap between consumer excitement/intent and brand purpose is not too great.
Digging deeper into local attitudes and behaviours will support pilots and launch planning.

5.
Shared values now a genuine opportunity to win
Almost a third (32%) of consumers would stop using brands if they treated staff badly. Cynical use of social movements was looked on poorly
and more than 1 in 4 would stop using a brand whose values differed from their own.

What would make you stop using a brand?
If they have been reported to treat staff badly

32%

If they only use social movements to advertise rather than truly support

30%

If they advertise values that differ to my own

27%

If I found out they didn’t have a sustainable supply chain
If they don’t speak up in social movements

21%
16%

Even more striking was consumers’ views of what they believed would be important in the future. After value, quality and price, social responsibility
was the most frequent response, and significantly more important than convenience, choice, discounts and other traditionally important factors.
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Which areas do you think will become more important to you in the future?
Value for money

Good digital services

29%

The quality of the products / offering

22%

Low price

20%

12%

Wide product range / choice

11%

Variety of payment options

11%

Socially responsible (e.g. giving back, paying a fair wage)

16%

Speed of service

11%

Whether the product / offering is sustainably sourced

16%

They understand me and look after me well

11%

Convenience

14%

They are local

10%

They offer me discounts

13%

How they communicate with me

10%

The availability of products (e.g. fast delivery, in stock)

13%

Easy to deal with (e.g. if I have an issue)

10%

A brand that shares my morals and values

13%

They have a loyalty programme

10%

How it reflects my image

06%

For brands, the requirement to take a position, choose a side and be authentic in value-led communications is important now, and could be
critical in the future.

WHAT SHOULD BRANDS DO NEX T ?
This presents genuine opportunities for businesses to differentiate and win customers, community, social media accolades and more.
The positive sentiment toward Airbnb’s support for Ukraine and the ability of Nike and Adidas to combine multiple variates (issues, sustainability,
diversity, product range), serve as powerful examples.

From the Expert

Consumers and brands bonding in the metaverse
Metaverse is about community engagement and investing in a strong digital
presence. It will fuel new economies and next-generation commerce within
interoperable ecosystems aimed at building communities. This is where Gen
Z, Gen Alpha and, to a certain extent, digital-savvy millennials, are looking
to bond with brands beyond the transaction.
Web3 also gives people property rights through NFTs on Blockchain,
which basically means the ability to own a piece of the next iteration of a
decentralised web. For brands, content creation is one area to focus. As
an example, Ralph Lauren on Roblox is leveraging historical catalogues,
digitising past collections and making money from this.”

—
Ward De Kruiff, Head of Metaverse Practice, EPAM Continuum
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6. CONCLUSION

Wrapping Up Stage 3
Consumers Unmasked was conceived because we knew the impact
of COVID-19 would give rise to a set of unprecedented behaviours.
Rather than a static report, we wanted to study those behaviors over
a period of time to apply understanding to the ongoing changes.
Now at Stage 3, the importance of a longitudinal study has borne out.
What is striking is the rapid retreat of COVID-19 from
people’s day-to-day decision-making. That is not to belittle
the cost and impact of the pandemic on so many lives, and
wariness remains, particularly in Germany compared with
the other territories studied, but we are largely back to doing
what we do best – socialising. The pent-up demand to return
to social settings has been clear throughout the duration
of Consumers Unmasked. As COVID-19-driven unease has
receded so consumers have grasped their freedoms. They
have spent more on eating out together. They have booked
(or are planning to book) vacations.

It is a reminder that, however else they attract consumers, a key
success factor for brands is to connect at a human level and
provide them with an informed, personalised experience
to reinforce loyalty.
Big questions remain regarding how hybrid our in-home and
out-of-home lives will be. This is particularly true as it pertains
to work.
Some of the early predictions of working from home as the
norm have given way to a more balanced view and, in some
cases, a concerted full return to the office mentality. For some
demographics, the prospect of returning to in-person/in-office
work will be appealing. For others remote work has become a
more permanent part of their lifestyle choices.
These fundamental differences in beliefs and attitudes are
perhaps one of the most consistent trends we can derive from
these reports.

COVID-19 has fractured previous normative behaviours that were
readily accepted by society as a whole. Ironically, given its profound
effect on our freedoms, the pandemic has created more choice in
how people live their lives. In response, brands need to be able to
deal with consumers in an even more segmented way than they
have previously.
On top of this, attitudes to the metaverse and cryptocurrency
points to a future of continual waves of high impact and fastpaced change, for which brands will need to develop resilience and
systematic ways to manage.
On the specific point of being able to react to fast-paced
change, this stage of Consumers Unmasked paints a picture of a
predominantly happy consumer. Emerging from two years of the
pandemic, our consumers feel free and ready to return to normality.
However, we are seeing signs of cost-of-living pressures impacting
purchasing behaviours.
Brands need to be able to take everything learned about consumer
behaviour through the course of these reports and translate the
learnings into factors that will support consumers through some
difficult months ahead. There is an opportunity to develop deeper
and more meaningful connections that are not merely about
discounts. They are about demonstrating a deep and personalised
understanding of individual consumers, rewarding loyalty, providing
moments of joy, showing the power of community, and harnessing
innovative partnerships.
We hope you enjoyed both the big themes and small insights found
in this report.
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