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Executive 
summary

Scope of study

In the fight against Covid-19 many governments have imposed stringent protective 
measures, forcing most consumers to change their lifestyles and habits until the situation 
improves. Brands not only face a tremendous challenge to cope with new demand shifts 
and operational restrictions, they will now need to also understand the new consumer 
norms and reposition themselves to better connect with their audiences as we emerge 
into the next normal. 

To understand these new dynamics at play, we partnered with Rakuten Insight to conduct 
a 2-market study covering Singapore and Malaysia with the objective of helping brands 
understand how consumer behaviour is changing and its potential impact on businesses. 
The study covers a range of topics that allows us to understand general consumer 
sentiment, the impact Covid-19 has on their daily routine and consumption, confidence 
in future spending and activities across sectors such as Food and Technology, their 
perception towards local brands and businesses, and expectations from brand 
communications.  
   
With these insights, we hope that businesses will be better able to strategise and respond 
appropriately to new consumer needs, remain competitive and find new opportunities to 
grow and prosper.

This report presents findings from the Singapore market only.

DIA Brands partnered with Rakuten Insight to conduct a general population survey in 
Singapore in early June 2020. A total of 1,003 responses were gathered nearing the end 
of Phase 1 period. 

The aim of the study was to understand new shifts in consumer attitudes, behaviours 
and lifestyles due to Covid-19, and draw insights on new preferences and purchase 
behaviours for brands to better tailor their strategies for the foreseeable future. 

Percentages presented in this report may not add up to 100% due to rounding.
Definitions of samples here is defined as Singaporeans and PRs, with quotas 90% working
and 10% non-working conducted.

About us
Creating Business Advantage

For 25 years DIA has researched, innovated, designed and communicated brands in Asia 
and connected them to the world. Our aim is to create business advantage for our clients 
and deliver remarkable brand experiences to support their sustainable brand growth.

DIA was established in London in 1983 and was a leading consultancy in Europe before
establishing our Asia division in 1995. DIA is now an independent Singapore based
branding consultancy with a regional network in Malaysia, Indonesia, Australia and
associates in the UK.

Our deep understanding of Asian culture and business, combined with our experience in
international branding and the global markets, enable us to deliver cutting edge branding 
solutions for our clients across the region.

www.diabrands.com    contact.sg@diabrands.com   (65) 6735 3696

LINKEDIN DIA Brands

https://insight.rakuten.com    rig-sales@mail.rakuten.com   (65) 6735 3696
@RAKUTEN_INSIGHT RAKUTEN INSIGHTTWITTER LINKEDIN

As Asia’s trusted research partner, Rakuten Insight has remained at the forefront of 
consumer market research data collection in the region for over 20 years. 

Our online panels have been developed throughout 12 major Asian countries and 
regions, all of which are managed by dedicated local support teams and meet the highest 
standard of the industry. The team at Rakuten Insight offers 24-hour coverage from
10 worldwide locations, providing exceptional service for our over 400 clients across
the globe.
 
Rakuten Insight is tasked with leveraging group membership assets of Rakuten for market 
research purposes. Having access to such a diverse and unique group of research 
participants allows Rakuten Insight to remain at the forefront of online research in
the region.

https://sg.linkedin.com/company/dia-brands
https://twitter.com/rakuten_insight?lang=en
https://www.linkedin.com/company/rakuten-insight
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Consumer confidence 
is not all lost

1

At least 71% of consumers surveyed believe that
the economy will recover by 2021 or even earlier. 

More than 36% surveyed feel hopeful that things
will get better, and 32% remain neutral about the 
outlook and would wait and see how things unfold
in the future. 

expect the
economy to
recover by 2021
or earlier

Brands can build on this optimism and adopt a 
positive approach and tone in engaging consumers; 
avoid taking a negative stance or portraying a 
gloomy outlook as this will not reflect consumer 
confidence.

A good local example – FairPrice has promoted 
positivity via social media by cheering on frontline 
heroes, educating consumers on cooking and eating 
safe, and highlighting hardworking employees who 
dedicated longer working hours during the
Covid-19 period.

Other brands such as Prudential and Colgate have 
also attempted to show their support in these 
difficult times by evoking feelings of joy, warmth 
and happiness among consumers in their latest 
advertisements.

Mandate for brands

71% General consumer
sentiments

With the ongoing COVID-19 situation I have been feeling

When do you expect the country’s economy to recover?

Hopeful
I believe things will get better.
It will be a new way of living we will adjust to.

July to Sept 2020 3.99%

36.09%

32.90%

17.75%

13.26%

20.64%

47.06%

24.03%

4.29%

Oct to Dec 2020

2021

2022 or more

Not sure

Neutral
I will just wait and see how things unfold. I’m neither 
too positive nor too negative about the future.

Anxious
I am unclear about what lies ahead, and unsure 
about what to do.

Worried
The future looks bleak, life is likely to be quite 
difficult ahead.
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Concern about the 
future and caution 
dictates

2

Since March 2020, many companies have announced various cost-cutting measures 
via pay cuts, hiring freezes, no-pay leave and layoffs. At least 64% of respondents are 
concerned about keeping their jobs, and at least 52% of those surveyed have also 
expressed their concerns in developing new skills to remain relevant given the current 
circumstances. This comes as no surprise as many companies have reported slow 
earnings or temporary closures due to the pandemic. 

As such, consumers are also generally more cautious about how they are spending their 
money. Many have noted that they will be more prudent in their spending, with over 47% 
of respondents indicating that they will want to switch over to cheaper brands.

As economic difficulties arise, brands may have to 
factor in a much larger competitive set than before 
as consumers include new, cheaper brands for their 
consideration.

Demonstrating value in savings or getting a good 
deal may also acquire significant importance going 
forward. 

Local brands such as FairPrice and Sheng Siong are 
seen as cost-saving allies, and hence also seen as 
among the most trusted nowadays from our survey.

Brands can therefore choose to adopt more flexible 
pricing plans, temporary pricing relief schemes, 
or drive greater value by shifting product focus to 
attributes other than price.

Mandate for brands

are concerned
about job
security

will want to
switch over to 
cheaper brands64% 47%

8
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Which of the following are your main concerns about your professional 
life? Select the ones that are most relevant to you. Else, indicate “Not 
Applicable” if neither option is not applicable to you.

Keeping my job secure

Developing new skills to remain relevant

Looking to switch out of current industry

Starting my own business

Finding a new job

Not applicable

Others, please specify

Main concerns on 
professional life

64.11%

52.34%

18.64%

14.26%

25.12%

10.87%

0.80%

9
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Employees want a 
better work-life balance 
to continue

3

When surveyed, 59% of respondents indicated that they would prefer to work from home 
more often, even after the situation improves. 

However, 35% of those surveyed have also expressed that they wish to go back to the 
office and work from there. One reason may be due to the negative effects that working 
from home have on the quality of work and interaction with colleagues, which at least 
40% have highlighted in the survey. 

Nonetheless, having experienced working from home, employees are now clear about the 
benefits that both working at the office and at home each entail. Having a balance of both 
work formats is therefore emerging as the common preference.

would prefer to work 
from home more 
often even after the 
situation improves

wish to go back
to office and 
continue to work 
from there59% 35%

Employees would appreciate more flexible work 
arrangements, such as allowing various amounts of 
time working from home. 

Organisations should empower employees with the 
right training and tools to ensure that the quality 
of work and interactions do not get negatively 
impacted. For example, Google has given a financial 
allowance to employees to prepare themselves with 
the necessary equipment and furniture to be able to 
work in a conducive environment at home. 

These insightful adjustments to employee benefits 
now and for the future can greatly enhance the 
company’s employer brand.

Mandate for brands

3%
Strongly
disagree

7%
N/A

27%
Strongly
agree

11%
Disagree

19%
Neutral

33%
Agree

6%
Strongly
disagree

8%
N/A

10%
Strongly
agree

14%
Disagree

36%
Neutral26%

Agree

Work from home
versus office
I would prefer to work from 
home more often even after the 
COVID-19 situation improves.

The quality of work and interaction with 
my colleagues have been negatively 
affected during the COVID-19 situation.

I wish to go back to office and 
continue to work from there.

4%
Strongly
disagree

8%
N/A

9%
Strongly
agree

17%
Disagree

Neutral
30%32%

Agree
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Online shopping tops 
consumer spending 
preferences

4

Despite understanding that government restrictions on physical retail and activities will 
be eased, consumers still believe they may continue to purchase more online in the near 
future. At least 45% of those surveyed have indicated that they prefer to purchase online 
rather than going to the physical store.

Based on our findings, 49% of respondents have also indicated that they are most likely 
to spend more money on online food delivery, and 66% on online shopping in the coming 
few months. In fact, over 42% surveyed also see themselves ordering more fresh food 
and groceries online in the future as well. 

This shift in behaviour reflects the growing confidence and preference consumers have in 
brands and purchases online. Rather than simply going online to explore, consumers are 
now increasingly looking to complete their purchases online. 

Other spending preferences include products and services that enhance financial 
security. This is most likely influenced by the negative impact Covid-19 has on 
consumers’ financial positions.

Covid-19 has accelerated the need for brands to 
not just have an online presence but also deepen 
their consumer engagement as the digital medium 
is where consumers are now at all stages of the 
decision process – from information sourcing, 
to comparing between brands and the eventual 
decision to purchase.

Mandate for brands

now prefer to 
purchase things 
online than going to 
the physical store 45% Online shopping (grocery, clothes, entertainment) 66.10%

16.75%

49.15%

10.37%

29.21%

35.59%

4.99%

Dining in restaurants and cafes

Online food delivery

Local staycations

Health products, supplements and gadgets

Enhancing financial security (reviewing and 
investing in insurances, financial products, etc.)

Others, please specify:

Spending preferences
in the coming months
Given the COVID-19 situation, which of the 
following will you most likely spend more on ($)
in the coming months? Select the ones that apply 
to you.

13
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Consumers embrace 
technology in their 
daily lives

5

Many consumers are now used to adopting digital tools for work due to the new work-
from-home normal. This has influenced more adoption of technology in their daily lives 
as well. Over 77% of consumers surveyed will be using more digital tools in their daily 
work and life and 73% also indicated that they now want to better understand how to use 
technology to support their work and everyday needs.

Further, as consumers are increasingly adopting technology, more than 76% of those 
surveyed have also indicated that they want online activities to be made easier to 
understand and use.  

61% of business owners surveyed have also now expressed their intention to shift their 
business online to capture this fast growing digital consumer base and remain relevant.

will be using more 
technology/digital 
tools in their daily 
work and life

now want to learn 
more about how to use 
technology for their 
work and everyday use77% 73%

It is essential for brands to have a meaningful online 
presence and to engage consumers at all stages of 
the purchase decision.

With the addition of new customers and late 
adopters online, brands should review and enhance 
their digital platforms for ease of navigation and use 
to suit all consumer groups.

While these platforms should be intuitive, no 
assumptions should be made – effort is still needed 
to educate and guide consumers in their usage.

Mandate for brands

For business owners: I would 
like to take my business online 
to remain relevant.

22%

19%2%

1%

12%44% Agree

NeutralDisagree

Strongly
disagree

Strongly
agree

N/A

Technology adoption

I will be using more technology/ 
digital tools in my daily work and 
life (e.g. online shopping, tuitions 
for my children, exercise, etc).

I want online activities to be made 
easier to understand and use (e.g. 
buying food online, learning new 
skills online etc.).

I want to learn more about how 
to use technology for my work 
and in my everyday use.

1.10%
Strongly
disagree

19.76%
Strongly
agree

57.29%
Agree

18.86%

2.99%
Disagree

0.60%
Strongly
disagree

18.26%
Strongly
agree

58.68%
Agree

19.86%

2.59%
Disagree

Disagree

0.90%
Strongly
disagree

19.00%
Strongly
agree

54.20%
Agree

23.80%

2.10%
Neutral

Neutral

Neutral
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Shopping and dining 
may pull consumers 
out of home

6

Assuming proper hygiene, sanitisation, and ease of government restrictions in place, 
consumers ranked traditional retail and dining as the top outdoor activities they are most 
likely to engage in. The survey has also highlighted how consumers want to embark on 
leisure activities such as going to the cinema and playing sports outdoors. 

However, activities that are likely to involve larger crowds such as attending public shows 
and events have been ranked poorly. This may be due to concerns over a potential surge 
in virus cases should these activities be reintroduced and the risks attached to them.

Planning for any large scale indoor or outdoor events 
or activities is likely to be limited for a significant 
period following Covid-19 restrictions. This will have 
significant implications for branded sponsorships 
and related activities.

This means bringing immersive experiences online is 
a potential transition for brands that want to entertain 
and engage consumers at a large scale. 

Digital transformation is critical for all participants in 
this sector – for example, Singex (Singapore EXPO) 
is increasingly pivoting to a digital-first platform to 
enable its customers to host large-scale events and 
engagements online.

Mandate for brands

16
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Shopping in retail stores
(clothes, bags etc)

Highly ranked 
activity

Low ranked 
activity

1
2
3
4
5
6
7
8

Dining out in
restaurants and cafes

Going to cinemas, playing outdoor
sports and other leisure/
entertainment activities

Traveling
overseas

Local staycations

Attending roadshows
or public events

Visiting local
tourist attractions

Face-to-face workshops
and training

Preference for activities assuming 
proper hygiene, sanitisation and 
government restrictions in place

With proper hygiene and sanitisation in order, 
along with the easing of government restrictions, 
how likely are you to embark on these activities 
again in the next few months?
Please rank in order of preference.
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Healthy eating is 
prioritised now more 
than ever

7

As the pandemic exposes the importance of a healthy diet, more than 57% of those 
surveyed have indicated that they are increasingly looking for foods that are healthy
and nutritious. 

About a third of consumers surveyed have also indicated that they are likely to spend 
more on healthcare products such as health supplements and gadgets. Additionally, 
at least 26% of respondents  have also highlighted that they now spend more time 
exercising at home to keep fit and healthy. 

Health-related brands such as Eu Yan Sang are also high in top of mind brand recall by 
consumers in our survey. All of these findings again emphasise how health is now a
top priority for most consumers.

are increasingly 
looking for food that 
is healthier/more 
nutritious57%

Consumers have become more aware of health 
related issues a result of the pandemic.
Health and safety will therefore be a top priority for 
food, beverage and health-related brands, which will 
require them to review their products, services and 
marketing to meet these changing consumer needs.
 
F&B brands can be proactive with initiatives that
cater to increasingly health-conscious consumers 
who will be looking for healthier options and are 
more aware of the need for clear labelling and better 
dietary information.

Sports brands Reebok and Nike are also 
empowering consumers to continue staying fit and 
healthy by initiating customised home workout and 
training videos.

Mandate for brands

Preference towards
healthy food 

I am increasingly looking for 
food that is healthier/ more 
nutritious.

1.20%
Strongly
disagree

6.80%
Disagree

10.70%
Strongly
agree

46.30%
Agree

35.00%
Neutral
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The new norm of 
cooking at home is 
here to stay

8

Consumers are generally confident in purchasing food from outside, with over 62% 
indicating that they feel safe to order food online or get takeaways. At least 40% of those 
surveyed have also expressed that they are open to exploring newer options other than 
the well-established F&B brands.

Despite this, at least 70% of our respondents expressed that they prefer to cook at home 
because it seems to be the cheaper option. In fact, at least a fifth of those surveyed 
indicated that they now spend more time cooking than before. 

While cost is one influencing factor, the greater flexibility enjoyed through working from 
home means consumers can afford to spend more time cooking. As consumers are 
increasingly more health and socially-conscious, cooking at home also naturally becomes 
a preferred option as it is much healthier, cheaper and more environmentally-friendly
than food delivery and take-aways.

feel that home deliveries or 
takeaways are expensive, 
and would much rather 
cook at home70%

Cooking at home has now become a familiar, positive experience that consumers will 
continue to embark on habitually. It is important for brands to swiftly respond and tailor 
marketing efforts to these new home cooks. 

Brands can be proactive in coming up with DIY kits and formats, and offer value-added 
content on their digital platforms by sharing unique recipes, cooking tips or even hosting 
short cooking lessons as consumers are now more hands-on and would appreciate 
content that enables them to explore new flavours and menu options. 

For example, IKEA has launched a DIY recipe for customers to recreate their iconic 
‘Swedish Meatballs’ at home.

Mandate for brands

I feel it’s safe to order food from 
outside or get takeaways.

Confidence in purchasing
food from outside 

Home delivered or takeaways 
seem expensive, I’d much rather 
cook at home. 

Economics of cooking at home

I will only order and buy food from 
well-known F&B establishments.

25.02%
Strongly
agree

5.58%

1.00%
Strongly
disagree

Disagree

45.36%
Agree

23.03%

6.98%

1.30%
Strongly
disagree

Disagree

12.46%
Strongly
agree

49.95%
Agree

29.31%

17.60%

3.60%
Strongly
disagree

Disagree

5.30%
Strongly
agree

34.80%
Agree

38.70%

Neutral

Neutral

Neutral
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Strong preferences for 
local F&B brands

9

At least 47% of those surveyed have also indicated that they prefer to order and buy 
food from local F&B businesses. This support can be seen by the surge in ground-up 
movements such as #savefnbsg that were initiated and supported by the public. 

An opportunity for local F&B brands is to bring in more international flavours in their 
products as more than 52% surveyed have indicated this as a preference. This trend  
may be due to travel restrictions, where most consumers are not looking to travel for 
leisure or work anytime soon as a result of border closures and quarantine restrictions.

prefer to
buy and order
food from local
F&B outlets47%

Local F&B brands can leverage on the favourable consumer sentiments by ensuring 
visibility and communications on the various platforms available.

Opportunities in international flavours and experiences that can be replicated in products 
and home dining experiences can also be explored.

Mandate for brands

1.40%
Strongly
disagree

46.30%

Disagree

Disagree

5.00%

5.80%
Strongly
agree

41.50%
Agree

1.30%
Strongly
disagree

42.67%

3.79%

10.37%
Strongly
agree

41.87%
Agree

I prefer to order and buy food from 
loca F&B outlets.

Perception towards
local F&B brands

I want Singapore food brands to 
bring in more international flavours 
in their products.

Neutral

Neutral
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Support for local 
brands, but loyalty is 
still not high

10

In general, consumers think positively of local brands – at least 52% of those surveyed 
have expressed that they will trust Singapore-made brands and products more than 
before, and at least 63% will support local and home businesses and buy more
from them. 

However, while consumers are generally supportive, brand loyalty is not strong as not 
many are strong advocates for local brands. In fact, about a third of those surveyed still 
prefer international brands that they are used to. When prompted to name a few local 
brands, some respondents have also implied difficulty in local brand recall, and some 
even mistake non-local brands as local.

Given the confusion between what is a local versus 
an international brand (e.g. Watsons, Foodpanda), 
clarity needs to be built for generating loyalty.

‘Made in Singapore’ branding has a generally 
positive connotation among consumers. Local 
brands should therefore show pride in their origins 
and emphasise their Singapore roots.

Mandate for brands

will trust
Singapore-made 
products/brands 
more than before

will support
local businesses
and buy more
from them52% 63%

I will trust Singapore-made
products / brands more than
before.

General perception towards
local brands

I will support local and home 
businesses and buy more from 
them.

I still prefer international brands
that I have been using.

I would recommend homegrown 
brands to my friends and family.

3.79%

0.90%
Strongly
disagree

Disagree

7.88%
Strongly
agree

44.77%
Agree

42.67%

3.09%

0.40%
Strongly
disagree

Disagree

12.28%
Strongly
agree

50.90%
Agree

33.33%

32.63%
Agree

4.49%
Strongly
agree

54.79%

7.09%
Disagree

Disagree

1.00%
Strongly
disagree

40.86%

0.50%
Strongly
disagree

48.15%
Agree

7.39%
Strongly
agree

3.10%

25

Neutral

Neutral

Neutral

Neutral
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Daily essential 
local brands emerge 
as top-of-mind

11

When we asked consumers to name a few local brands that they trust more these 
days, the majority named local grocery chains, F&B brands, delivery services, banks, 
telecommunication providers and e-commerce platforms. 

These local brands are mass, essential and heritage brands that consumers interact with 
or have purchased from most during Covid-19 restrictions. This indicates that consumers 
are going back to the basics and turning to the the brands they are familiar with and trust 
most as they prioritise daily needs in a new home-centric life, with safety and security 
also as top of mind as they face an uncertain future.

The most visible 
international brands 
are also the most 
trusted

12

Similarly, international brands that are commonly used and visible in everyday life top the 
survey when we asked consumers to name those that they trust more following Covid-19 
restrictions.

These brands cover a spectrum from smartphone brands such as Apple and Samsung,
to e-commerce sites such as Amazon and Lazada, basic apparel brands such as 
Nike and Uniqlo, F&B brands such as McDonald’s, consumer brands such as Nestle, 
streaming site Netflix and all pervasive platform Google, which are named most often. 
This again, amplifies how consumers are trending back to basics, where international 
brands that are not only the most visible, but also best fulfil daily essential needs, are 
trusted and remain at top of mind.

Back to overview



2928Copyright © 2020 DIA Brands & Rakuten. All rights reserved.

Brand loyalty is 
threatened as pricing 
and accessibility rule

13

Brand loyalty is not just a concern for local brands – only half of 
those surveyed indicated that they will stay loyal to their favourite 
brands. Given the circumstances, new factors have come to play 
with a greater influence on the decision to switch out to new brands. 

For example, pricing is now playing a greater role as consumers 
are more cautious with their spending. More than 47% of those 
surveyed have indicated they would like to switch over to cheaper 
brands. The increased variety of choices is also an influencing 
factor as more than 70% of consumers surveyed now express their 
interest in exploring new brands online. Given new geographical 
restrictions, over 48% of those surveyed also indicated that they 
now prefer to buy from brands that are near them.

Under difficult times, brands need to consider 
consumers’ heightened sensitivities and respond in 
a relevant manner by making sure that their products 
remain affordable and accessible.

The importance of brand associations is emphasised 
as these elements now play a much more crucial 
role in influencing consumers decisions to continue 
supporting their preferred brands and not switch out. 

Mandate for brands

now prefer
to buy from
brands that are
near them

would like to
explore other brands 
as they get more
choices online48% 70%

41.93%

0.70%
Strongly
disagree

43.63%
Agree

7.92%
Strongly
agree

5.82%
Disagree

I will stay loyal to my favourite 
brands.

I will like to switch over to
cheaper brands.

I will like to explore other brands
as I get more choice online.

I prefer to buy from brands that
are near me.

Attitudes towards
brand loyalty 

1.10%
Strongly
disagree

6.91%
Strongly
agree

41.78%
Agree

42.38%

7.82%
Disagree

0.50%
Strongly
disagree

11.80%
Strongly
agree

58.60%
Agree

26.40%

2.70%
Disagree

0.60%
Strongly
disagree

7.10%
Strongly
agree

41.50%
Agree

45.10%

5.70%
Disagree

Neutral

Neutral

Neutral

Neutral
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While pricing remains 
important, it is not 
everything

14

Brand associations such as quality and trust are factors that brands will need to 
emphasise, as these qualities are the influencing factors that will override price in the
long run. 

Although 81% of consumers are keen to receive discounted offers and promotions, at 
least 61% surveyed have indicated that they would still prioritise the quality and safety 
of products over heavy discounts. This is because, while consumers are concerned 
about their spending, health and safety have emerged as a key consideration given the 
circumstances. As such, even though pricing is an important consideration, consumers 
may still turn to their preferred brands as they trust that the required level of quality and 
safety is a given with those brands.

Brands that extend their offer to include product and service enhancements that ‘give 
back’ to consumers will win out over over discounts as concerns over safety and
security rise.

Many brands are changing their offer in response to new needs. Grab has pivoted from
a transport provider to an enabler of a range of online services, filling the gap from food 
to shopping, insurance, gifting, travel, hotels and more under Covid-19 and beyond.

Retail brands have been under pressure to keep prices low and affordable for necessities. 
FairPrice has strengthened its supply network to ensure essential products continue to be 
available. In addition, they have also upgraded ‘FairPrice on Wheels’ online home delivery 
service to connect customers reluctant or unable to shop out of home.

Mandate for brands

are keen
to receive 
discounted offers 
and promotions

would still rather 
choose the quality and 
safety of products than
heavy discounts81% 61%

1.10%
Strongly
disagree

14.87%

1.90%
Disagree

Disagree

44.87%
Agree

37.33%
Strongly
agree

1.00%
Strongly
disagree

32.00%

4.89%

49.15%
Agree

12.96%
Strongly
agree

I am keen to receive discounted 
offers and promotions.

I’d rather have the quality and
safety of products than heavy 
discounts.

Neutral

Neutral

Attitudes towards sales 
promotions
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Consumers want 
brands that bring 
social good

15

Social responsibility and sustainability are increasingly top of mind as consumers want to 
see brands step up in becoming more responsible. This is confirmed by respondents as 
60% of those surveyed have indicated that they prefer brands that combine function with 
social good. 

Studies have also found a positive correlation between social good and brand trust, 
where consumers are more likely to trust a brand that is socially conscious, and are also 
more likely to purchase more products from brands that act responsibly.

As consumers prioritise social good, it is important now more than ever for brands to 
commit to supporting the community and showing that their products and services are 
environmentally friendly and sustainable.
 
Finding opportunities that are connected to the brand is key. Skechers is showing their 
support to the essential workers who are battling against Covid-19 by offering their 
comfort walking shoe GOwalk at $20 (retail price up to $129) to all 11,000 staff members 
of Tan Tock Seng Hospital and NCID, including doctors, nurses and all staff.

Pomelo has enhanced its brand by introducing anti-bacterial fabric masks that are eco-
friendly in nature and also serves as a social initiative as 100% of profits from each 
purchase goes to crucial medical supplies for partner health organisations. 

Another example is SaladStop!, which gave away free healthy meals to frontline workers 
in the medical community over a few weeks, supporting how its purpose extends beyond 
its commercial agenda.

Mandate for brands

prefer brands
that combine 
function with
social good60%

I prefer brands that combine 
function with social good.

Preference towards
socially-conscious brands 

0.60%
Strongly
disagree

34.93%

3.89%
Disagree

50.10%
Agree

10.48%
Strongly
agree

Neutral
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Packaging is important, 
and consumers do care

16

Packaging is no longer an afterthought as consumers are increasingly mindful of pollution 
and safety, and these factors do influence their purchase decisions. 

Consumers have become more aware and conscious of their plastic and waste 
consumption, especially since recent reports shed light on the astonishing amount
of waste generated from product delivery and food take-outs during the circuit
breaker period.

This reflects why over 64% of our respondents have indicated that they would want 
their packaging to be environmentally-friendly and recyclable. In addition, at least 55% 
surveyed have also indicated that they prefer safe and hygienic food packaging now 
more than before.

In times of crisis, the fundamentals of packaging are emphasised as consumers now 
require more safety, hygiene and protection of their goods and this has also encouraged an 
enhanced awareness of environmental issues. 

Foodpanda has recently announced its collaboration with BarePack to offer reusable food 
containers in an attempt to combat the increasing waste problem due to covid-19. They 
have also introduced sanitising measures to eliminate hygiene risks during the pandemic.

Authenticity and clear motivations are essential for brands when looking at social
marketing opportunities.

Mandate for brands

would like their 
packaging to be 
environmentally-
friendly & recyclable

prefer safe and 
hygienic food 
packaging now 
more than before64% 55%
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I would like my food packaging to 
be environmentally friendly and 
recyclable.

Nowadays, I prefer safer and 
hygienic food packaging more
than before.

0.90%
Strongly
disagree

17.90%
Strongly
agree

47.00%
Agree

30.40%

3.80%
Disagree

1.50%
Strongly
disagree

11.90%
Strongly
agree

43.50%
Agree

38.20%

4.90%
Disagree

Views on food packaging

Neutral

Neutral
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Digital is a key
source of information 
for all ages

17

Consumers across all age groups now seek and gather new information on brands 
mostly via digital mediums. Besides the expected search engines like Google, social 
media platforms such as Instagram and Facebook emerge as the top communication 
channels consumers use, followed by e-commerce sites such as Lazada and Shopee, 
and online chat platforms such as WhatsApp and Telegram. 

Word of mouth still plays an important part with 45% of consumers surveyed indicating 
that they trust recommendations made by their close family and friends.

Brands must accelerate their digital transformation as consumers are fast becoming 
comfortable from search to purchase online as a preferred option. 

Many new approaches to online retail have been accelerated as a result of Covid-19. 
Facebook Shops has been introduced to help struggling businesses set up an 
e-commerce store easily and reach out to consumers online. Businesses can choose the 
products they want to feature that best showcase their brand. 

Lazada has seen an uplift in sales as more consumers purchase online. Video game 
consoles, home office furniture and fitness equipment are among the top-ranked 
categories of goods bought during this period, with each category growing more than 
1,000 per cent in sales volume.

Names such as JD.com and Alibaba have led the way, but China’s Pinduoduo is 
breaking through with a new ’shoppertainment’ approach to social commerce combining 
entertainment with sales and connecting producers directly to consumers in platforms 
such as duoduo orchard.

At the same time, Shopee is finding success tapping into regional variations and 
localising its formats to meet different consumer needs and purchase patterns.

Mandate for brands

Social media platforms E-commerce sites Word of mouth Online chat platforms

71% 56% 45% 44%
Top channels consumers now go more often to seek and gather new information on brands

Social media (eg. Facebook, Instagram etc.) 71.68%

44.57%

35.09%

28.22%

56.53%

22.33%

38.19%

45.86%

2.89%

Online chat platforms (eg. Whatsapp, Telegram etc.)

Apps (eg. Grab, Fave etc.)

Marketplaces (eg. Carousell)

E-commerce sites (eg. Lazada, Amazon etc.)

Email (eg. EDMs)

Blogs and websites

Word of mouth

Others, please specify:

Top communication channels
as source of information
Which channels do you go to more often now to 
find and gather information on brands? Select all 
that apply.
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Positive and 
trustworthy brand 
communications are 
now a priority

18

While there are some surveyed that are worried and anxious about what the future holds,  
consumers are generally feeling positive about recovering from the Covid-19 situation. 
Positive and trustworthy communications are what at least 82% of consumers surveyed 
expressed they need now to gain more confidence and are placing high importance on 
trust, quality and safety.

It is time for brands to tap into residual consumer confidence and the need for optimism 
in a seemingly negative world. The majority have indicated that they would like to see 
brands adopt a more positive attitude in their communications and bring solutions that 
meet new needs.

Bringing optimism to the fore and supporting consumers with positive value creation will 
be key to maintaining confidence and building brand affinity. 

Finding the right response takes innovative thinking. Car maker Škoda has released a 
set of three new stop-frame adverts entirely shot from home using toy cars, to show how 
‘creativity beats crisis’ and is bringing a fresh attitude to car marketing.

Likewise TIME Magazine is helping readers to think through covid and has launched 
a suite of offerings aimed at helping audiences improve their lives, and navigate the 
widespread challenges of the pandemic.

Guinness has addressed cancellations in events and celebrations due to Covid-19 in a 
calm and positive note by emphasising safety, kindness and support. It has also pledged 
financial relief for affected communities in Ireland.

Mandate for brands

want to see 
more positive 
and trustworthy 
communications82%

20.26%
Strongly
agree

Agree
15.17%

2.30%

0.20%
Strongly
disagree

Disagree

Attitudes towards brand 
communications

I want to see more 
positive and trustworthy 
communications.

Neutral
62.08%
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Conclusion
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Home and family 
Home and family has become the major focus for many as we try to navigate 
new ways of shopping, dining, exercising, educating and entertaining in the home 
environment. These new ways have become new habits and we need to consider
what this means for brands in the next normal.

Work and life
Work and life are more irreversibly integrated than ever and this has resulted in a
re-evaluation of employment with a more blended approach to working from home and 
office. This will have implications for employers and a wide range of service providers, 
as well as real estate developers and owners. 

Digital connectivity
Digital connectivity has been the great enabler of survival and new opportunities in 
this situation. Whether it’s social through connecting family and friends, fulfilling needs 
through e-commerce, or acquiring information and ways of navigating the challenges 
we face, the pace of change has accelerated.

Local brands
Local brands score well and people are re-evaluating their choices based on familiarity, 
trust and convenience. International brands still have advantages but value is more 
than ever a decision driver. The impact of Covid-19 has also elevated related issues 
such as the environment and sustainable packaging. Brands must find ways to 
support communities and enhance authenticity as consumers look for choices that are 
closer to home.

We hope that brands will be able to leverage these new opportunities identified 
through this study, strengthen their business and relationship with consumers, 
and continue to remain relevant as we begin to understand the needs of the
next normal.

As we transition to the new way of work and living, brands will continue facing 
tremendous challenges in all aspects of business. Through this study, we hope that 
brand managers are able to better understand consumers with new learnings on their 
attitudes, behaviours, preferences and consumption habits as we gradually emerge 
from Covid-19. 

These changes are likely to stay for the longer term and have lasting implications on 
businesses in the future. In spite of the negative health impacts and socio-economic 
disruptions of the pandemic, there is a strong thread of optimism captured as many 
people find new opportunities as a result. 
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Technology is changing the way people interact and brands are now part of that 
conversation. So everything your company does influences the way people think and talk 
about your brand. DIA’s approach aims to empower your brand to be where it makes the 
difference, at the heart of your business.

Review brand impact
We provide market research and insight methodologies to help understand and vision 
the future for brands. Qualitative, quantitative, ethnographic and semiotic techniques 
combine to help develop a deep understanding of customers, markets, and cultures for a 
unique perspective on each brand we engage.

Reframe brand strategy
We connect brands to customers in new ways through award-winning strategy
and design.
• Strategy that is centred on customers, that imagines new futures, then engages 

and re-frames the purpose and value the brand brings to all its participants.
• Design that brings the brand story to life with a focus on simplicity and consistency, 

providing unique solutions across all touchpoints and customer experiences.

Regrow brand strength
Strong brands build long-term loyalty and create business advantage. We combine 
marketing strategies with the tools to manage your brand across all customer touch 
points. This is supported by brand culture building to ensure a shared brand message 
across your people, partners and customers.

Growing Brand Driven Business

Review. Reframe. Regrow.
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