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Shopping behaviour is fundamentally different compared to previous years

How different will your Christmas shopping habits be this
year compared to previous years

83% of respondents

believe their holiday
shopping will be
different compared to
previous years

Very different ®Somewhat different ®m Mot at all different

Source: KASI Insight Consumer Intelligence, “2020 Holiday Shopping Survey”, Ghana, Kenya, Nigeria, South Africa & Tanzania,
CAPI survey, 18+, n=1,303, Nov 12 - 19, 2020
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#1 In-store is still hot but touching cash, not so much %I KCISi

With the ongoing pandemic
personal health & safety is the

primary concern for shoppers.

Brands must promote and
develop their online platforms,

including click & collect options

2020 Shopping preference

Primarily in-store with some online. ..

Equal n-ix of i-n'ﬂom und Unine"' _

Exclusively in-store shopping

Primarily online with some in-store...

Mo Chnstrnas shopping this year

BExclusively online shopping

Source: KASI Insight Consumer Intelligence, “2020 Holiday Shopping Survey”, Ghana, Kenya, Nigeria, South Africa & Tanzania,

CAPI survey, 18+, n=1,303, Nov 12 - 19, 2020



#2 More problems, less money %I Kasi

19%

Discounts

Better prices | 17
peediatdl RE
products 12%
Recommendation _ 99
from friends/family ?
Greater product o
selection I
Wide stock _
8%

" Brands need to develop competitive availability
Better or cheaper

shipping fees (for _ %

= Customers are more price sensitive due to

the financial uncertainties.

pricing; discounts and offers to sway oniine purchases)
Mew or different
customers. types of gifts I 5

Positive reviews
about the store or - 6%
website

Pleasant shopping o
experience . 5

Better COVID-19 o
safety precautions - 4%

Source: KASI Insight Consumer Intelligence, “2020 Holiday Shopping Survey”, Ghana, Kenya, Nigeria, South Africa & Tanzania,
CAPI survey, 18+, n=1,303, Nov 12 - 19, 2020



#3 Redefining essentials %I Kasi

Food & drinks for
entertainment

= Customers are more focused on essentials _ -
Gifts for others 23%
and necessities.

e . Gifts for yourself - 18%
"= Brands need to prioritizing meeting the
basics customer needs: food and health
Socialising away
products. from home . 6%
Travel expenses I 5%

Source: KASI Insight Consumer Intelligence, “2020 Holiday Shopping Survey”, Ghana, Kenya, Nigeria, South Africa & Tanzania,
CAPI survey, 18+, n=1,303, Nov 12 - 19, 2020



#4 In your multi-channel, prioritize TV

" Brands need to incorporate traditional
and digital media to communicate with

customers.

= Engage new audiences with social media

and retain existing one's traditional media.

71 Kast

Media channel where ads are
noticed

I Shoppers rely on
I TV and Social

I media for their

I shopping

Radio

Newspapers

Company
websites

Source: KASI Insight Consumer Intelligence, “2020 Holiday Shopping Survey”, Ghana, Kenya, Nigeria, South Africa & Tanzania,
CAPI survey, 18+, n=1,303, Nov 12 - 19, 2020



#5 Consumers are still demanding quality %I KCISi

When doing shopping for Christmas gifts what attribute/s is
most important to you

= Customer’s do not have the luxury to

experiment due to being budget drive.

"= The focus is on health therefore quality

and price are key consideration.

Price mQuality mBrand Name ®Convenience

Source: KASI Insight Consumer Intelligence, “2020 Holiday Shopping Survey”, Ghana, Kenya, Nigeria, South Africa & Tanzania,
CAPI survey, 18+, n=1,303, Nov 12 - 19, 2020



Our clients

Many companies & organizations have adopted Kasi's research approach to understand %I KGS|
the markets in Africa INSIGHT
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Contact Us

Address

Riara Corporate Suites — 3rd Floor
Nairobi, Kenya

Email
info@kasiinsight.com

Telephone
(+254) 786 511161



Win with Confidence

Find us on social media:

° Kasiinsight.com @kasiinsight o kasiinsight kasiinsight o KASlinsightinc
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https://www.kasiinsight.com/
https://www.linkedin.com/company/kasiinsight
https://twitter.com/kasiinsight
https://instagram.com/kasiinsight
https://www.facebook.com/KASIinsightinc/
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