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INTRODUCTION

The Coronavirus pandemic has triggered a collective uncertainty across the 
world, and more so in Kenya. What started as a health crisis has quickly 
escalated to an even more devastating economic downturn. Social disruption, 
business closures, mass unemployment and an uncertain future are just some of 
the things preoccupying the minds of Kenyans today. 

For marketers, this has meant that everything we knew about our consumers 
has been turned upside down. A few months into the partial lockdown (effected 
by the government), we have seen massive changes in the consumer 
environment as they try to adjust to this new way of living, aptly being described 
as the new normal. 

Understanding this new context will be crucial for brands as they seek to 
maintain and grow demand. This report takes a look at this changing consumer 
environment across various standpoints - behavior, consumption and culture – in 
a bid to help our clients navigate these truly unprecedented times. 

COVID-19:
The consumers we 
knew have changed
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THOUGHTS FROM OUR CEO

BEING SMALL

A Post-COVID19 World!
By Sandeep Madan, July 2020
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IS THE NEW BIG



COVID-19 has sent us running helter-skelter. As people grapple with uncertainty and anxiety in 
their lives, they are focused on fulfilling their most basic needs – food, shelter, healthcare and 

protection.

US data of those hit hardest by COVID-19, is telling:

In e-commerce channels, sales of disposable gloves are up by nearly 700%, cough and cold 
remedies by 535% and soups by 395%.

An unprecedented disruption like this causes fundamental shifts in human behaviour. When 
the storm is over, survivors of the pandemic will, undoubtedly, thank their stars. But they will 

also reflect on their own behaviour modification that enabled them to stay safe, and tide over 
the worst of times. A deep dive into 2 sectors, Retail & Travel, shows that while the former has 

had mixed fortunes, the latter has been decimated.

Retail: It’s all about proximity and familiarity

In India, e-commerce marketplaces have floundered as their employees and deliverymen have
been unable to come to work. With scattered warehouses and restrictions on movement, they

have been unable to fulfil orders.

Kirana Stores / Corner Dukas (small neighbourhood provision stores) have stepped in
to ensure families have enough supplies. Being embedded in the local community,
they understand their needs and preferences and are uniquely equipped with the intimate

Traditionally, unprecedented situations 
cause fundamental shifts in 
human behaviour & response.
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knowledge  of  the  city’s  terrain  enables  them  to  obtain  and  deliver uninterrupted supplies. 

If anything, it is the gratitude of their customers which will ensure that they are the preferred 
retail channel in the post-COVID-19 India.

Just as one can see all over Japan & Australia, we can expect vending machines to dispense 
packaged foods and consumables in apartment lobbies, offices and factories. E-commerce 

players could see this as a significant investment area in the immediate term.

While it is a phenomenon that has, thus far, been operating in a niche – pop-up stores, farmer’s 
markets, shawarma trucks, craft fairs which showcase local produce and goods – they will 
expand and reach many more customers, who will seek to buy local. Retailers, who build their 

neighbourhood clientele, will use office atriums, open spaces in shopping malls, and even bus 
stops or outside Boda / Matatu stages as locations for their new pop up dukas.

From a consumption point of view, uncertainty about income and short-term horizons will cause 
shoppers’ baskets to shrink, as they buy essentials, more of familiar products and less of 

variants. Kantar’s study in a large developing market shows that 53% of consumers pay more 
attention to prices now, and 59% buy the same products they did before. 

This is a huge opportunity to cement loyalty and provide benefits over a period of time.

Travel: Small journeys, large experiences

Travel has been one of the hardest impacted sectors in the world due to this pandemic. Not just 

leisure travel, but even business and regular travel have come to a literal halt. It does look like 
business travel has changed forever. And while the operations of locomotion will rise inevitably, 

and people will – no doubt – want a change of pace after being stuck at home, there is a fear 
that will permeate their decisions. After all, isn’t it this same travel that aided the spread of the 
pandemic?
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There is a shift in the way people are seeing the world, a reality check and inward exploration 

that these lockdowns have caused. The niche, experiential travellers have always known, 
many others are now figuring out for themselves. Regardless of whether this is the first global 

pandemic someone has seen, the global 'pause' has led to the knowledge of how small the 
world truly is.

So, just like people’s retail purchases will shift to the local, trusted, small but satisfactory – so 
will travel. Small journeys, but large experiences. Think of them as investments and loyalty 

shown towards experiences that will matter in the long-term. Stories starting to matter more than 
checklists. Because the small will play the big experience role.

Destinations that are associated with authenticity, old-world charm, and lesser known 
explorations (treks, views, cultures, festivals, etc.) will become the preference. The urge to have 

hands-on experiences in learning will rise compared to the five-star indoor experience.

Take a look at Arlo Hotels for instance. It is the perfect example of the emergence of comfortable 

hotels that are well located and affordably priced. The cost of production has been greatly 
reduced through clever design and elimination of novelty features, thus creating a well-priced, 

all round experience for consumers. Hotels that make people want to stay in them.

Intrepid Travel did an interesting analysis of engagement with its social media, to see the 

interest levels of potential travellers. It found that photos from Iran, Jordan, Morocco, East Africa 
and Patagonia received twice as many comments and likes as more mainstream destinations. 

The company has now added new departures to Belarus, Moldova and East Africa to its 
selection. There isn’t a fear of the unknown so much as a curiosity for the lesser talked about.

The small hotel trend, which started in Europe and Japan, could (become) mainstream 
everywhere. In these lesser known destinations, too, expect more of postcard hotels, RosaKue

and Unhotel. Big chains launching new micro-hotel brands – such as Motto by Hilton 
and Moxy by Marriott, might just accelerate these offerings.
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In the post-COVID-19 world, small tours with a greater degree of customisation and 

personalisation will continue to see an upward trend. Small group sizes also ensure minimal 
impact on local communities and environments.

Customs and connections – the crux of what is keeping the world together right now – might 
just overcome mass production and templated travel. The horizon is ripe for a sunrise that is 

more sustainable, eco-friendly, aware and conscious. 

Humankind will do well by not falling back to the old ways of the past.
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WHAT 
THE IMPACT
HAS BEEN?

COVID-19
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IMPACT ON THE KENYAN ECONOMY 
AT A GLANCE 

Kenya’s Inflation

6.5%

2019 Average 

Pre-COVID-19 2020 
forecast

Adjusted 2020 forecast

Highlights 
§ USD 658M drop in revenue collections in the 

remaining 3 months to the 2019 / 20 fiscal year end

§ Lending, Savings and Deposit rates remain largely 
unaffected and currently average 12.24%. 4.02% and 
7.11% resp.

§ Tourism and travel contributes about 1.6m jobs (8.5% 
of total employment). Most of these jobs are at risk 
facing hotel closures & global aviation shut down

§ Kenya Shilling is under pressure due to reduced 
forex earnings mainly on account of reduced exports 

§ The flower sector is losing approximately KShs. 250m 
per day and is estimated to lose half of its value 
(KShs. 60b) by end of 2020. Approximately 30,000 
temp. workers laid off and another 40,000 
permanent sent on unpaid leave

§ Current account deficit estimated to worsen to 
between 5% to 6% of GDP in 2020

5.4% 5.7% 1.0%

2019 Average Pre-COVID-19 2020 forecast

Kenya’s GDP Growth

Adjusted 2020 forecast

5.9%

5.2%

Source: Delloite, Fitch Solution
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IMPACT ON THE KENYAN CONSUMER 
AT A GLANCE

As we’ve progressed through the pandemic, concern has shifted drastically from 
health and hygiene to the more glaring reality of financial uncertainty. 

Household income Financial situation Financial rebound

Decline in economic activity in the country’s main hubs has put immense 
financial pressure on Kenyan households and businesses.  

Increasing unemployment, underemployment and salary cuts mean that 
everyday survival has become an uphill task. 

18.4%

Decrease in mobile transactions 
above KShs. 1,000

54% 435K

Received a salary cut Relying on 
food donations

47%

Job losses

Source: BCG, Infotrak, KNBS

63%

Unable to pay rent

75% 67%

Unable to service debts Noted an increase 
in food prices

87%

Struggling to 
pay to utilities 

12



IMPACT ON CONSUMPTION BEHAVIOR 
AT A GLANCE

Shrinking wallets have sparked a drastic shifts in spend, purchase habits 
and routines as consumers try to cope with the harsh economic effects. 

I purchase more long shelf-life food 83%

63% I bought a lot more of extra items to be prepared

50% I keep purchasing the same brands as always

Increased uncertainty has triggered 
bulk buying

Adventure as consumers try out 
new products / brands

Loss of income has meant rationing
Restricted movement has greatly 

boosted digital activity 

Source: KANTAR COVID Barometer
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COVID-19

NEW 
AUDIENCE 
SEGMENTS 
HAVE RISEN
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Same pandemic, 
different experiences
One of the things that makes this crisis unique is the fact that it is affecting every single 
person on earth, and at the same time. 

However, we shouldn’t look at this pandemic as an equalizer because as a result of 
various inequalities that existed before, different social classes are experiencing the 
effects in very different ways and intensities. 

For those on the top of the economic pyramid, the pandemic has only meant a disruption 
in their lifestyles yet for those at the bottom, it has threatened their very survival.

We have segmented the consumer base into three distinct audience segments based 
the reality detailed above:

TOPMIDDLESURVIVORS

Consists of households that have 
lost a significant part of their 
income (if not all) as a result of 
the pandemic. 

Consists of households who’ve 
lost only part of their income, 
mostly side-hustles or job cuts, 
but can still afford to stay afloat. 

Consists of households that have 
felt little to no financial impact but 
have had their social lives 
disrupted as a result.  
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SU
RV

IV
O

RS Significant loss of wage income.  
Increased reliance on social grants,  
family and community to survive

Family groups co-habiting in small  
informal shelters

No Wi-Fi, limited access to mobile data

Free to air radio, tv, GOtv, some on 
SoMo, etc.

Informal trade and transport
restrictions impact access to
essentials

Fear and uncertainty of the future

M
ID

DL
E

Loss of household income; many 
public sector workers still active; side 
hustles on hold

Family groups co-habiting in small  
apartments and homes

Access to mobile data and creating  
home income

Free to air radio, tv, GOtv, SoMo, etc.

Monthly ‘stockpile’ as income allows

Concerned about falling back; career and 
growth ambitions at risk; aspirations on hold

TO
P

Small businesses severely  impacted;
pensions and investments  at risk.

Living in suburban homes with good  
space and amenities.

Wi-Fi and Fibre to the home; working  
remotely – Zoom, Teams, Skype.

Streaming media, Netflix, YouTube, 
Apple TV, DStv; mobile.

Shifting to online shopping services  
and niche local providers

Lifestyle on lockdown. Anxiety about
global economy, impact on wellbeing
and wealth.

The segment 
profiles
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Consequently, new fears 
and desires have formed

SU
RV

IV
O

RS

M
ID

DL
E

TO
P

Everyday 
survival

Fear of 
falling back

Loss of 
lifestyle

FEARS

SU
RV

IV
O

RS

M
ID

DL
E

TO
P

Relief

Reassurance

Release

DESIRES
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NEW 
CONSUMER 
TENSIONS 
HAVE 
EMERGED

COVID-19
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Consumers are facing 
new conflicts
The pandemic has drastically changed our lives socially as well as economically.
A 9pm to 4am curfew, cessation of the movement and social distancing rules 
have forced many to reorganise their way of life.

As a result, new attitudes, perspectives and internal conflicts have formed 
as consumers continue to adapt to the new normal.

Loss of normalcy Gaining a 
new normal

Uncertainty Optimism

Catastrophising Trivialising

Fear of the 
unknown

Opportunities in 
the unknown

Media empowers Media overwhelms
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Consumers are facing 
new conflicts

Source: https://www.covid19econdatakenya.com/household-vulnerability/impact-on-financial-lives

Individuality vs Community

Increase in isolation as the government 
enforces social distancing 

Finding new ways to socialise and 
connect with community 

Health vs ‘Wealth’

About half of Kenyans are concerned about 
the health impact of the pandemic

49% 78%

However, loss of income is a more realistic 
and pressing issue for many 
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Consumers are facing 
new conflicts

Source: Twitter #Covid19ke Report

Loss of normalcy vs Gain of new normalcy

The pandemic has not only disrupted our life, 
but also daily routines that made us feel normal  

New routines are helping people regain a sense 
of safety, structure and normalcy 

Fear of the unknown vs Opportunities in the unknown

Conversation around fear / worry of the 
unknown

Conversation on finding opportunities, 
coping, socialising, etc.
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Consumers are facing 
new conflicts
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Catastrophising vs trivialising

Kenyans initially over-reacted to the 
pandemic due to the uncertainty

But overtime, they have found humor to be 
a necessary coping mechanism

Media empowers vs Media overwhelms

Playing a pivotal role in spreading 
information and hope But also in spreading gloom and panic



HOW 
BRANDS
HAVE 
REACTED

COVID-19

23



Case studies from 
around the world

Consumer 
Packaged Goods 

Finance

Tourism / Travel

Telecommunication

Hospitality /
Restaurants

Retail

For most businesses the economic outlook has been gloomy, finance departments 
are worried and marketing budgets have taken significant hits. However, this 
hasn’t stopped some brands from responding appropriately and decisively.  

We take a look at these best practices: 
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Case studies from 
around the world

Consumer Packaged Goods

MadeGood Foods

MadeGood Foods has now launched 
the MadeGood Moments campaign in 
May, to spread positivity & encourage 
parents, families, and anyone that’s 
currently staying at home with easy 
recipes and stay-at-home activities. 

https://www.snackandbakery.com/articles/94632-
madegood-foods-expands-philanthropic-efforts-to-ease-
covid-19-stress-with-madegood-moments-program

Remote Snacks

As many businesses are working 
remotely, ‘RemoteSnacks’ encourages 
businesses to care for their employees 
with a simple snack box. For every 
snack box purchased, ‘remotesnacks’ 
will donate one to someone helping on 
the front lines.

https://www.remotesnacks.com/

Pub-in-a-Box

The bundles contain a mix of core beers 
in 330ml cans, one signature brew glass, 
some snacks, some beer mats, different 
Spotify playlists curated by music 
journalists to accompany each beer, and 
lastly a music quiz – everything to bring 
the pub to your home.

hhttps://www.signaturebrew.co.uk/products/pub-in-a-
box-24x-cans-2x-glasses-nuts-pretzel-pieces-music-
quiz-playlists

Retail

Twiga x Jumia

E-Commerce platform Jumia Kenya and 
Farm produce aggregator, Twiga have 
partnered to enable consumers to buy 

fresh produce from the platform during the 
pandemic.

https://www.businessdailyafrica.com/corporate/companies/Twig
a-Foods-signs-deal-with-Jumia-to-distribute-fresh-

produce/4003102-5531760-cveibj/index.html

Kroger Digitilisation Retail 

Kroger, in partnership with Microsoft Azure 
has launched a handheld tool that displays 

prices and promotions digitally allowing 
consumers to shop smarter.

https:https://news.microsoft.com/2019/01/07/kroger-and-
microsoft-partner-to-redefine-customer-experience-introduce-

digital-solutions-for-retail-industry/

Tops Market - Thailand

Tops Market, a supermarket chain in 
Bangkok, placed a robot at the front of the 

store that can read customers’ 
temperatures then trigger an alarm and 

deny entry if it is too high.

https://asia.nikkei.com/Business/Technology/Video-Thai-
businesses-develop-robots-to-adapt-to-coronavirus-era
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Case studies from 
around the world

AIA insurance announced that it is 
offering free COVID-19 coverage to all 
its 14 million affected subscribers in 
Singapore. This was highly news worthy 
and every newspaper and website 
carried this initiative. 
https:https://news.microsoft.com/2019/01/07/kroger-and-
microsoft-partner-to-redefine-customer-experience-
introduce-digital-solutions-for-retail-industry/

AIA Insurance

Via Video, clients of SEB (an Estonian 
Bank) can have an overview of their 
financial matters at a comprehensive 
consultation or open an account for a 
retail or business client.

https://www.seb.ee/eng/video

SEB Bank – Video Consultations

As more than 70% of transactions are 
made in cash in Latin America, Mexican 
design agency NOS, launched money 
sanitizers: the device has an upper and 
lower surface of UVC LED lamps that emit 
light on both sides of coins and bills 
reducing substantially the risk of infections.

http://nos.mx/en/proyecto/uvc_money_sanitizer/

NOS – Money Sanitisers

Finance

Tourism / Travel

Airbnb announced that it will now offer 
exotic ‘experiences’ that are entirely 
digital so travelers who’re practicing 
social distancing / staying at home can 
find activities to do remotely.

https://www.airbnb.com/s/experiences/online?fbclid=IwAR
0m_2B9pI-NPNRs3z1RvHoljDtL3o13CQ-
UFRIYeR13r6OGBOHs6czFkvg

Airbnb – Experiences Japan Tourism Agency

The Japanese Government plans to 
allocate US$12.5b to a new holiday 
subsidies program. The initiative is 
said to cover domestic travel 
expenses in the form of discounts & 
vouchers to encourage tourists to 
explore more of the country.

Live from Aus

Australian Tourism Board is set to 
broadcast a live programme of virtual 
travel events to encourage Australians 
to plan their next domestic getaway. 

https://travelandynews.com/tourism-australia-campaign-
to-live-stream-the-best-of-australia-share-ideas-for-future-
holidays-within-the-country/
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Case studies from 
around the world

The luxury hotel group has developed 
the ‘Kempinski White Glove Service’, 
comprehensive measures to continue 
offering exemplary service while 
guaranteeing compliance to regional 
safety and health regulations. 

https://www.youtube.com/watch?v=tB14OIqiPf0

Villa Rosa KempinskiBumper TablesBurger King

Fast food chain, BK, is testing ‘social 
distance crowns’ that keeps customers 
six feet away from each other, as 
restaurants reopen dine-in service.

https://www.designboom.com/design/burger-king-
social-distance-crowns-05-22-2020/

Fish Tales Bar & Grill in Maryland has 
brought new ‘Bumper tables’ that are 
surrounded by large inner tubes to 
keep customers from getting too close.

Hospitality / Restaurants

https://www.youtube.com/watch?v=7jSuSttxPbY

Vodacom x Discovery

Vodacom in partnership with Discovery 
announces free access to fully funded 
COVID-19 Online Doctor Consultations, to 
all South Africans, during the pandemic. 
These consultations will enable access to 
reliable information, risk screening and an 
online doctor consultation when needed.  

A weekly livestream starring the 
biggest names in entertainment 
supporting small businesses. By 
providing grants of up to US $ 10,000 
to businesses facing immediate 
financial pressure as a result of 
COVID-19.

Funds raised: US$ 7.5m 

https://www.verizon.com/pay-it-forward-live/

Verizon – Pay it Forward

Telecommunication
Safaricom – Bonga for Good

In a bid to give Kenyans a relief following 
the pandemic, Safaricom has amplified its 
loyalty program – Bonga Points - enabling 
customers to pay for goods, utilities and 
donate to those in need. The initiative has 
been widely received across the country. 

26M Bonga points redeemed daily
KShs. 200m+ total cash disbursed
200K+ beneficiaries
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WHAT 
CAN 
BRANDS 
LEARN?

COVID-19
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One size doesn’t fit all
The COVID-19 pandemic is a simultaneous crisis in public health, a brake on 
economic activity, and a disruption to everyday life. 

This means its unlike any of its predecessors and so we can’t look at it with a 
historical perspective. However, we can take lessons on how consumers are 
adapting, how businesses are adjusting and in how brands have reacted. 

That being said, this is firstly a humanitarian crisis and therefore not an opportunity 
to capitalise on. Instead this is a time for brands to take responsibility, 
to lead & serve. 

We have identified three key principles that can help brands continue to stay 
meaningful in the lives of consumers, in this dynamic new normal.  

Action beyond communication

Serve new needs

Maintain brand momentum
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Three key principles 
explained

Action Beyond Communication

Serve New Needs

Maintain Brand Momentum

Consumers have been faced with real socio-economic 
challenges. Therefore this is not a time for mere 
platitudes in the name of ads, it’s a time for tangible 
brand interventions. 

COVID-19 has surfaced new consumer needs, 
behaviors, fears and desires. With immediate 
financial pressure, health & sanitisation concerns, 
etc., identify how your business can incorporate 
these new needs into your product proposition. 

It has been a few months into the pandemic, and 
pockets of economic recovery can be seen across the 
country. Demand will eventually return fully in the mid to 
long terms. As a brand you want to be in the forefront as 
this unfolds. 

30



The 3R Brand Response 
Framework

Consumer need 

Principle

Brand Role

Transitioning to the new 
way of life –
experiencing shock & grief

Reconstruction of a new normal, 
seeking guidance & direction

Facing new circumstances as 
they try to cope, seeking 
tangible emotional support

3R Framework

Action beyond 
communication

Maintain brand momentumServe new needs

Inform + Respond Educate + InspireAid + Encourage

Phase 1:
REACT

Phase 3:
RENEW

Phase 2:
RESPOND

SHORT-TERM MEDIUM-TERM
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Lastly, there is no monopoly on good advice in moments like these. 
And so in compiling this report we have had to borrow wisdom from 
various sources. 

Below are the references. 
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Thank You

Feel free to reach us via info@scanad.com
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