Välkommen till
sommaravslutning

Wrap up – vad har hänt, vad vet vi
och vad behöver vi när vi ska
starta igång efter sommaren
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Spring crisis - where
are we now
Covid-19 Global & local insights
•

March/April

•

April/May

•

June 25th

How have our attitude evolved?
Changes in consumption
Changes in expectations from brands
The effect on the most sustainability conscious

How have our attitude
evolved?

A consistent picture over time

What we want from
companies and brands is
very consistent
Employee welfare comes first,
then essential practical help –
maintaining supply, donating
things of immediate use

Advertising is not
unwelcome
•

Reactions to advertising are
overwhelmingly positive.

•

Advertising can be a useful
source of information

•

And the more relevant to my
community and to me, the
better

Multiple strategies for
mental health and keeping
entertained

Localism continues to rise

•

Behaviours to keep
themselves healthy during the
pandemic.

•

More media is consumed, and
platforms for connection are
•
thriving, though there are signs
of zoom and other media
fatigue.

•

Trend towards localism has
become more marked. This is
highest in the US, where it has
increased further.
A growing sense of community,
a need to support the economy
and hygiene concerns over
goods coming from ‘outside’
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Overall concern Covid-19 general public Nordic comparison during spring
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Swedes are less worried about a new spread of the virus (second wave)
Once this emergency phase is over, how worried are you that
a new, similar critical period will come back in a few months?

58

54

45

38

Denmark

Norway

Finland

Sweden

Global
67%

Very worried or slightly worried
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We have found a new routine and we are recovering some equilibrium
The things we do to manage our mental health have stabilized. Getting outdoors in the sun as much as
possible is still what Swedes prioritize the most.
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I am trying to
get as much
sunlight as is
currently
possible

I am making
more of an
effort to
connect with
others

I am trying to
exercise more

I am reading

April

I am sleeping I'm asking for
more
help if I need it

May

I am avoiding I am focusing I am trying to
alcohol
on my personal avoid the news
development

Q26. Which of the following are you doing to manage your mental health. % yes

6

5

I am working I am trying to
more
meditate and/or
practice
mindfulness
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Social relations and social activities are most valuable
Activities we’re looking forward to after the crisis:
To meet my relatives

67

To meet my friends

59

To go to restaurants/bars/pubs/etc.

48

To travel abroad

44

To go to theater/cinema/concerts

40

To travel locally

33

To practice sport

19

To go to sports events

16

To go shopping

14

To go to my workplace

13

To go to museums/exhibitions

13
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One of five economically affected in
May but less pessimistic views of the
future
March/April
47

April/May

40

38

June 24-26th

34
31
26
22

23

22

Already affected

Expect impact
in the future

Expect no impact
in the future

Hardest to give up because of the effect of the Coronavirus - Overall
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Swedes are becoming more positive in terms of economic recovery
In April/May Swedes had a far more negative outlook on
economic recovery compared to the global average
It will take a long time for the economy to recover…
March/April

April/May

June
24-26th

64%

74%

50%

60%

61%

GLOBAL

61%
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Changes in
consumption

Shopping is still different

We broaden our
channel usage and
increase eCommerce
Lack of access to physical stores
and safety concerns are driving
people online, especially for food
and beverages, cleaning products
and services.

We look for protection
and reduction of risks

What can brands and
companies do?

Hygiene concerns remain high
and we continue to buy more
protection and sanitising products.

There is an opportunity to attract
new users. We are open to new
offline and esp. online stores as
well as new brands and products.

In physical stores we try to reduce
risks by pre-planning our trip,
getting in and
out quickly, and paying
rather by card/ mobile than cash.

Brands and retailers
should ensure they offer a great
experience online, so they benefit
from the intended future use of the
new stores and brands when the
crisis lifts.
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As the crisis continues to go on more Swedes increase their online purchases
while less are going to physical stores
20% of the Swedish population say they’ve increased their
online purchases between March and May

60% of the population say they’ve decreased their physical
ones since March
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Almost 1 in 4 Swedes say the shop online because of reasons connected to the virus.
24% say they shop online because of their concern of
the on-going crisis

23% because of closed physical stores.
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But only….

11%

find online shopping
a more positive
experience than
shopping at a store

15

Almost 1 in 4 Swedes say they will
continue to visit the online stores
they’ve familiarized with during the
crisis.
Another 10% say they’ve found new
products during the crisis that they
will continue to buy after it’s over.

16

All over the world, consumers have become much more in favor of products
that are have been produced locally
% slightly/far more in favor of buying goods and services produced in your own country
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Q35. In the current situation, are you more or less in favour of buying goods and services that have been produced in the below countries? Wave 4

53

53

50
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Despite difficulties, grocery stores are seen to be handling the crisis well
More friendly staff and acting on their promise consistently across countries,
although not yet truly customer centric everywhere
Many see a positive change of
experiences at their own grocery store

% trust stores to provide a safe,
hygienic way to shop

% perceive grocery stores act on
their promises

68
40

53

CX benchmark

More positive

% perceive employees are friendly
and helpful
49

12

vs. 43%

69

% perceive grocery stores are truly
customer centric

vs. 43%
CX benchmark

More negative

59

vs. 61%
CX benchmark

Italy 16% and France 13% below the
benchmark from before the crisis

Q47:Again, thinking about your grocery stores, how have your experiences as a customer changed during the crisis?, Wave 5
Q46:Thinking about the grocery stores you regularly shop at, do you agree or disagree with the following statements?, Wave 5
Benchmarks from CX+
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The crisis is potentially an opportunity for brands to gain new users
Shoppers are open to new brands, esp. in high stringency countries and households with
kids
Although known brands
offer stability needed in
some areas also during
the crisis, many try new
brands and products.

61
58

58
55

56
47

45

44
38

Some of these brands
achieve to convince
leading to high share of
people intending to
continue using them also
after the crisis.
I keep purchasing the
same brands as always

Total

High stringency countries

I've tried different brands I
will continue to buy

HH with kids

I probably continue to buy the new
products/ services when the crisis lifts

Q5. In comparison to last month, how have your shopping habits at stores, supermarkets and
shopping malls changed?, Wave 5 Q45: With the COVID-19 situation, …, Wave 5
Q38: When the COVID-19 crisis lifts, I will probably…, Wave 5
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People in the Nordics (Average of SE+DK+FI+NO) continue to increase their
consumption of all media platforms except magazines and cinema
From Feb-March net 39% estimate having
increased their usage of websites. From April
to May another net 30% estimate having
increased their website consumption.

39
30

Websites

37

33

Internet surfing

30

26

Wave 2

24

23

Social network

24

18

Wave 4

18

TV on
Instant messaging
demand/streaming systems / apps

17

17

15

e-mail

16

Online videos

10

9

Online/Streaming
radio

9

12

Listening to
podcasts
/streaming music

24
11
TV

TV

9
Radio

Newspaper

6

2

Magazines

Newspaper

Radio
(offline)

Cinema

Magazines

0

Cinema

-1
-25

-26

Q10. In general, how has the coronavirus situation impacted your use of media? With reference to the last month, are you using the
following media more or less compared to last month – net +ve/-ve scores(Wave 2 Data, Severe Restrictions markets)
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Changes in
expectations from
brands?

ONLY…

6%
.. of Nordic people say they
want brands to stop
advertising. No change in
opinion since April.
Wave 2

Talk about Brands like
they always have 51% (+2)

Communicate the brand’s Talk about their own
brand in a light and
values 42% (+2)
carefree way 36% (+2)

Wave 4

11 11
4

3

Denmark

6

5

Finland

4

5

Norway

Sweden

Communicate the brands
efforts 47% (-4)

Talk about how they can
be helpful 58% (-4)
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Positive perceptions of Covid-related advertising are high – especially among
those hardest hit as they are more receptive to Covid-related information
Consumers who described Covid-related adverts positively

Top 3 positive words used to describe Covid-related advertising
45
Informative
51

37
Helpful
43

30
Reassuring
32
0

10

Total

20

30

40

50

60

Financially impacted

Q42. Which of these words would you use to describe the advertising from brands about how they’re responding to coronavirus?
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Not all advertising is resonating – being vague and unimaginative are the most
common criticisms
% of consumers who described Covid-related advertising
negatively

Negative words used to describe Covid-related advertising

Vague

15

Unimaginative

14

Weak

13

Boring

11

Selfish

Ridiculous

9

8

Q42. Which of these words would you use to describe the advertising from brands about how they’re responding to coronavirus?
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Swedes expectations of brands also indicates a move from passive to active
engagement and a need for leadership

73%
60%

59%
47%

46%

37%

35%
31%

28%
22%

Be practical and realistic Be an example and guide
and help consumers in their
the change
everyday life

Attack the crisis and
demonstrate that it can be
fought

Wave 2

Wave 4

35%

Use their knowledge to
explain and inform

Be optimistic and think in an
unconventional way

19%

Reduce anxiety and
understand consumers’
concerns

Q3. What is the main thing that brands should do at the moment? What other actions should be taken?
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In Sweden the message to advertisers is still the same: Don’t exploit the
crisis but show how you can be helpful
68%

73%

78

62%

77
62

62

57

58

55

53

49

52

47

47

44

44
36

35
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Should NOT
Should talk about
exploit the
how they could be
coronavirus
helpful in the new
situation to
everyday life
promote the brand

Should offer a
positive
perspective
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Should inform Should talk about
Should use a
Should talk about
Should
Should avoid
about their efforts their own brand in reassuring tone brands like they communicate the humorous tones
to face the
a carefree and
have always done brand values
situation
light way

Wave 2

Wave 4

And in this situation, how should brands advertise? Advertisement today
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The effect on the most
sustainability conscious

Using Kantar’s validated sustainability classification, we
group people according to their level of overall engagement
toward sustainability to understand how the most
sustainability conscious are experiencing the crisis.
Each respondent is
assigned an overall
sustainability engagement
score according to their
answers to a battery of
statements. This score
indicates their position on
the sustainability attitudinal
continuum, relative to the
rest of the sample.

More details in appendix

We cluster people in 4
groups according to their
level of engagement and
commitment toward
sustainability. The group
called “Actives” are the
most engaged and
committed to sustainable
living and likely to
expand the norm on
these topics. This
chapter focuses on the
group of “Actives” to
understand how they are
experiencing this
disruptive crisis.

Level of engagement toward sustainability

Previous waves of the
barometer have
highlighted how
accentuated concerns
around hygiene during
the pandemic could
pose a challenge to
sustainability.

+

Actives
Top c.20%

Engaged
Next c.30%

Laggards
Next c.30%

Sceptics

-

Bottom c.20%

28

What else is different about the most committed to sustainability
compared to the general population during the crisis?

They prefer shopping in
stores close to home

They keep purchasing the
same brands as always

They pay more attention
to the origin of products

59% (+9)

80% (+7)

37% (+10)

They are far more in
favour of products from
Sweden
45% (+18)

(in comparison to the general population)
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And high expectations of brands to show leadership and demonstrate
their purpose
In this situation, how should brands advertise?
How they can be helpful
in the new everyday life

Inform about their
efforts to face the
situation

Offer a positive
perspective

73%

67%

65%

45%

Amongst sustainability
conscious

Amongst sustainability
conscious

Amongst sustainability
conscious

Amongst sustainability
conscious

Vs 62% in Total

Vs 53% in Total

Vs 58% in Total

Vs 35% in Total

Q12. And in this situation, how should brands advertise? Advertisements today … Top “ Agree % - Wave 4 Global
Sustainability clusters using Kantar’s Sustainability Classification – see definition in appendix

Communicate their
brand values
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Some covid19 learnings

What consumers want from
brands

Shopper behaviour and
customer experience

How will we adapt to a new life
post pandemic?

What we want from companies
and brands is very consistent

We look for protection
and reduction of risks

We are longing for life after
lockdown, but remain cautious

Advertising is not unwelcome , but
should acknowledge that things
are not normal.

We broaden our channel usage
and increase eCommerce

Government approval alone does
not allay our concerns

There is an opportunity to attract
new users

Brands will need to ensure their
products are safe and reassert
their relevance in these new
environments.

Localism continues to rise

Brands should ensure they offer a
great experience online to be
ready when the crisis lifts
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Summing up
Global Brand strength
– Brand Z
2019-2020
How have brands been affected
and what factors have been
important for brand strength 20192020

Launch of Brand Z 30 June 2020

The largest brand
building platform
in the world

3.8m

17k

Consumer
interviews

Brands

512

51

Categories

Markets

5.3bn

BRAND VALUE =
FINANCIAL VALUE
X BRAND
CONTRIBUTION

Data points

Current demand = Power
Price Premium = Premium
Future demand and price =
Potential
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Despite the Covid-19
pandemic, total value
of the Top 100
did not decline:
it grew by

$277 billion
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Brand Z confirm the importance of a strong brand value

35
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•

Brands that enabled people to navigate life with digital
devices, and achieve convenience and comfort, generally
increased in value or at least outperformed their category.

•

These brands had anticipated, even invented, the onlineoffline dynamics of modern life that became indispensable
for survival during the lockdown
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Only six of the 14 categories examined in the 2020 BrandZ™ Global Top 100 increased in
value, led by retail, up 21 percent, following a 25 percent increase a year ago, and technology,
which rose 10 percent compared with a 4 percent increase a year ago.
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Retail

1. Lead the change Consumers expect retail
operations to maximize both convenience and
sustainability. But convenient delivery adds packaging and
carbon emissions.

2. Be local Retail is a service that varies according to
the needs of the local community. Recognizing distinctive
needs and tastes—featuring locally-produced foods or
other products—strengthens distinctiveness and
connection.

3. Sustain trust
4. Add friction the brand experience is an
important opportunity
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Apparel – on trend – embrace inclusivity, wellness, sustainability
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Only six of the 14 categories examined in the 2020 BrandZ™ Global Top 100 increased in
value, led by retail, up 21 percent, following a 25 percent increase a year ago, and technology,
which rose 10 percent compared with a 4 percent increase a year ago.
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B R ANDZ™ TOP 1 0 0 MOS T VALUAB L E G LOBAL B R AND S 20 2 0

Selection of drivers–
Brand Value
Brand Z 2020
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Summary Brand Z tm 2020

Strong brand
equity proves
its worth
The Top 100 Most
Valuable Global Brands
show resilience and
preserve value in the
face of Covid-19 and
the looming recession.

Marketing’s
decade of
improvement
Improved marketing
capability and
effectiveness
demonstrated by the
stronger brand equity of
the Top 100 in 2020
compared to the start of
the 2008 recession.

Difference is
the key

Creating a distinct
territory, owning an
occasion or offering a
wider ecosystem of
benefits is the strongest
route to growth now
and in the future.

Practical
creativity is
the path
Consumers are looking
for ingenuity and
flexibility from their
brands – new solutions
that work differently.

Trust is
the goal

The ‘feeling of rightness’
resulting from traditional
consistency or developing
identification with new
consumer values.
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“Back to school
season”….

Vad är viktigast?

GLAD
SOMMAR &
TA HAND OM ER
VI SES I AUGUSTI MED FULL
KRAFT
Men om ni behöver oss så är alltid
någon i teamet tillgängliga

Ranking methodology

Step

Step

Step

01

02

03

Financial value ($)

Brand contribution (%)

Brand value ($)

Financial value created
by a brand

Proportion of financial value
generated by the brand’s ability to
increase purchase volume and
charge premium.

Source: Step 1 – Bloomberg, Kantar; Step 2 – BrandZ
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A brand’s Difference is composed of
both emotional and rational components
including product quality, corporate
reputation and how well the brand
engages with consumers
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