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Introduction

During this period, Rakuten Insight has conducted various 
research in APAC, UK and the US to compare how people are 
responding to the corona virus pandemic.

We have been publishing our key learnings, and identifying how 
consumer behavior is changing, as countries started to emerge 
from lockdown, whilst giving our opinion on the Next Normal. 

This has included insights from our COVID-19 Impact report, 
think-pieces about the current status in Japan alongside 
regular short surveys among our 12 proprietary Asian panels.

Throughout this report, we summarize the key takeaways we 
found across our own surveys or through our partnership with 
some highly trusted consultancies, while looking back at 
spring/summer 2020 milestones.  
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Cultural differences Rise of localism Sustainability Category/Sector

Trust Work from Home E & M-Commerce Research insights

Themes across APAC which emerged during lockdown



Cultural differences
Framing viewpoint in local culture through local 
advice
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• ‘We’ culture vs. individualistic culture. Countries are 
responding to their respective outbreaks very differently. 
Some are responding with a more collective ‘our country / 
economy needs us’ mindset. We’ve taken a look at 3 
diverse cultures: China, Malaysia and Germany. 

• Uncertainty of the future and limitations on activities is 
leading to more stress, especially in Japan, Korea & the 
Philippines. In Japan, culturally many want to feel secure 
about what will happen in order to act appropriately and 
not cause any offence.

• In Japan, a contradiction emerges which creates a more 
negative, defeatist acceptance of the coronavirus crisis 
as a natural phenomena which is too powerful. When 
asked how you think the world will change as a result of 
the coronavirus, 84.9% felt that the economy would get 
worse, but interestingly only 25.6% of people felt that the 
state of the environment would improve.

https://insight.rakuten.com/lockdown-impact-on-consumers-in-china-malaysia-germany/?utm_source=website&utm_medium=post&utm_campaign=journal1
https://insight.rakuten.com/impact-of-covid-19-on-consumers-behaviour-report/?utm_source=website&utm_medium=post&utm_campaign=journal1
https://insight.rakuten.com/inside-rakuten-insight-the-land-of-the-rising-contradictions-ii/?utm_source=website&utm_medium=post&utm_campaign=journal1
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Rise of localism
Supporting one’s local community
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• Localism is on the rise with 50% of consumers globally 
choosing to increase spend with local businesses (SMEs) 
during COVID-19. Specifically, consumers in New Zealand, 
Australia and South Korea are most likely to shop local.

• Habits change: 40% of shoppers have expressed concerns 
over health and the desire to avoid large crowds at malls. It’s 
likely this will continue to drive consumers online to purchase 
or to local ‘mom & pop’ stores. 

• In India, consumers are tending towards supporting their 
local communities by shopping more frequently at local 
stores, ‘mom and pop’ stores

• While localism is on the rise in 2020, international shopping 
still presents an opportunity for brands. Chinese (46%) and 
Singaporean (35%) consumers are more likely to shop from 
brands within EMEA. South Korea deterred by shipping times.

https://rakutenadvertising.com/en-au/resources/road-recovery-shopping-peaks/
https://insight.rakuten.com/wordpress/wp-content/uploads/RI_Impact_of_COVID_19_Report.pdf?utm_source=website&utm_medium=post&utm_campaign=journal1


Sustainability Believers become Activists!



Category/sector

According to our Impact of COVID-19 
on consumer behaviour report, more 
emphasis is placed on core product 
attributes such as quality, durability & 
price when choosing products to 
purchase.

In July 2020, we’ve taken a closer look 
at how the pandemic affected the 
buying decision for essential and non-
essential consumer durables. 

Read more! 
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DURABLES

Will shopping habits be here to stay 
as we leave lockdown?

53% of respondents stated they 
purchased more food online 
compared to before the pandemic, 
with 85% of them thinking they would 
continue purchasing items online 
even after businesses are completely 
open. 

Read more!

FOOD/GROCERIES

76% Malaysians want to re-invent 
their lives after lockdown, to take 
more care of their health, more me-
time, more home cooking, more 
community, social charity work.

What about Chinese and Germans? 
Discover more in Duxton Consulting 
report, powered by Rakuten Insight 
data.

Read more!

HEALTH

https://insight.rakuten.com/quick-facts-consumer-durables/?utm_source=website&utm_medium=post&utm_campaign=journal1
https://insight.rakuten.com/quick-facts-online-shopping-during-and-post-pandemic/?utm_source=website&utm_medium=post&utm_campaign=journal1
https://insight.rakuten.com/lockdown-impact-on-consumers-in-china-malaysia-germany/?utm_source=website&utm_medium=post&utm_campaign=journal1


Category/sector

People believe social distancing is 
going to last, so they are looking into 
ways to keep entertained in the 
comfort of their homes.

We asked our respondents about 
social distancing entertainment and 3 
out of 4 stated they have more free 
time for streaming, e-books, video 
games.

Read more! 
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GAMING/STREAMING

With spending habits changing so 
much in recent times and large 
purchases put on hold, we checked 
what our respondents are thinking 
about buying a new vehicle these 
days.

1 in 5 are currently buying or planning 
to buy a car soon.  Motivated, 
possibly by avoiding public transport.

Read more!

AUTOMOTIVE

One of the findings of our Impact of 
COVID-19 report was the lower 
emphasis on spending on luxury items, 
especially in China & Hong Kong.

This has been backed up by Tofugear's
Digital Consumer in Asia 2020 Report, 
powered by Rakuten Insight data, that 
found luxury brands and retailers 
selling big ticket items will be hardest 
hit as consumers cut back spending.

Read more!

LUXURY

https://insight.rakuten.com/quick-facts-consumer-durables/?utm_source=website&utm_medium=post&utm_campaign=journal1
https://insight.rakuten.com/quick-facts-car-purchasing-behaviour/?utm_source=website&utm_medium=post&utm_campaign=journal1
https://insight.rakuten.com/digital-consumer-in-asia-2020-report/?utm_source=website&utm_medium=post&utm_campaign=journal1


Trust
Lower confidence in social media influencers in 
more developed markets
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• Marked contrast between Japan & China in trusting 
experts & influencers on social media, with trust 
much higher in China & lower in Japan.

• News on traditional forms of media, TV, radio 
continues to be a highly trusted source of 
information even in the digital age.

• With regards to trust in data usage, Japan alone 
feels contradictory. Although sensitive to data being 
misused, they seemingly don’t make any efforts to 
get familiar with the laws. Two important values in 
Japanese business culture shed light on this 
situation – convenience & omottenashi (customer 
first / ‘okyakusama wa kamisama desu’ or 
‘Customers are Gods’). Japanese consumers have 
high expectations towards those who use their data.

https://insight.rakuten.com/impact-of-covid-19-on-consumers-behaviour-report/?utm_source=website&utm_medium=post&utm_campaign=journal1
https://grbn.org/grbn-global-trust-survey-gods-not-kings/


Work from Home
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• Most markets believe there will be more working from 
home in the future which will increase family bonds. Lower 
confidence in Japan, Korea, Hong Kong & Taiwan.

• The reality of working from home in Japan is very different. 
And it is true that society is starting to change its 
perceptions towards working from home. Hashtag 
#remoteservices have experienced a boom during the 
hashtag#COVID19 crisis, with many Japanese YouTubers 
streaming their ‘on-nomi’ (online drinking meetups) for all 
to see. More efforts are required for back office functions 
to support home working e.g. usage of ‘hanko’ stamp, 
paper records & work cultures such as presenteeism.

• 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.

Balance of work formats preferred 

https://insight.rakuten.com/inside-rakuten-insight-the-land-of-the-rising-contradictions-iii/?utm_source=website&utm_medium=post&utm_campaign=journal1
https://insight.rakuten.com/the-next-normal-covid-19-consumer-survey-2020-sg-my/?utm_source=website&utm_medium=post&utm_campaign=journal1


E & M-Commerce

rig-sales@mail.rakuten.com

• Consumers in Asia are now truly digital. Compared with 
research in 2018, there is a much greater willingness 
among consumers of all ages to use technologies in 
stores that provide a more convenient shopping 
journey.

• Mobile commerce continues to thrive in Asia with 
consumers preferring to shop online using their mobile, 
rather than desktops or laptops. This emphasizes the 
importance of local advice as m-commerce could be 
wrongly confused with e-commerce.

• Services such as food and grocery delivery, ‘buy online 
pick-up instore’ and video-on-demand (VOD) saw a 
significant uplift in usage during the COVID-19 
outbreak, and these habits are here to stay. 

• Consumers are increasingly expecting retail apps that 
have fully integrated incentives and loyalty 
programmes for that enhanced shopping experience.

Mobile commerce continues to thrive in Asia

https://insight.rakuten.com/digital-consumer-in-asia-2020-report/?utm_source=website&utm_medium=post&utm_campaign=journal1
https://rakutenadvertising.com/en-au/resources/2020-ecommerce-apac-report/
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DIA Brands – The Next Normal in 
SG & MY

DIA Brand’s report, powered by Rakuten
Insight data, examines 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. 

Download here!

Duxton Consulting  - COVID-19 
Impact assessment CN, MY, DE

The online survey powered by Rakuten
Insight Global was conducted in mid-
April 2020 among 2,280 respondents 
equally sampled from China, Malaysia 
and Germany.
The objectives of this study were to 
compare how people in different 
countries are responding to Covid-19 
virus & gauge their intentions and 
aspirations post-virus.

Download here!

Rakuten Insight – Impact of  
COVID-19

With the objective of understanding 
further the impact of COVID-19 in Asian 
countries and beyond, Rakuten Insight 
conducted an online survey in mid-April 
2020 among 13,000 respondents equally 
sampled from China, Hong Kong, India, 
Indonesia, Japan, South Korea, Malaysia, 
Philippines, Singapore, Taiwan, Thailand, 
United States and Vietnam.

Download here!

Tofugear – Digital Consumer in 
Asia 2020 Report

Rakuten Insight, as Tofugear’s research 
partner in this report, provided 6,000 
respondents across 12 Asian markets 
from our industry-leading research 
panels to try to answer some of the 
burning questions that retailers and 
brands may have.
This report helps understand the 
shopping behaviours and preferences of 
consumers across Asia in great detail.

Download here!

Research Insights

https://diabrands.com/navigating-the-next-normal-for-brands/
https://insight.rakuten.com/lockdown-impact-on-consumers-in-china-malaysia-germany/?utm_source=website&utm_medium=post&utm_campaign=journal1
https://insight.rakuten.com/wordpress/wp-content/uploads/RI_Impact_of_COVID_19_Report.pdf?utm_source=website&utm_medium=post&utm_campaign=journal1
https://tofugear.com/digital-consumer-in-asia-2020-report/


Conclusion 
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Coming up

“If ever there was a time to know who your customer is - this is it”

“What you need to know about your customer in the Next Normal”

This report has summarized the key findings in the various research that Rakuten Insight has conducted in APAC, UK and 
the US throughout Spring/Summer 2020. Comparing & learning how people are responding to the COVID-19 crisis.

Key insights have been revealed in shopping habits, sustainability, localism & lifestyle. The most important theme has been 
to leverage & respect local advice to understand the local cultural framework the consumer is surrounded by in order to 
ensure that products, services and brands resonate with the consumer. This has always been true but is more important 
than ever in these changing & uncertain times. 

The next survey will focus on the Next Normal for consumers in APAC, UK & US. Which habits have been continued, which 
behaviours are envisaged to be long term and which ones will be forgotten once the world emerges from COVID 19 into the 
Next Normal.

Our latest reports will be shared on our website and social media channels, so follow us for updates/ sign up to our 
newsletter and we will keep you posted with the new releases. 

https://www.linkedin.com/company/rakuten-insight/
mailto:rig-sales@mail.rakuten.com
https://insight.rakuten.com/
https://twitter.com/Rakuten_Insight
https://www.facebook.com/RakutenInsightGlobal


About  RakutenInsight

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 markets, 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 11 worldwide locations, 
providing exceptional service for our over 500 clients 
across the globe.

Rakuten Insight  Global is tasked with leveraging the 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.
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https://insight.rakuten.com/

https://insight.rakuten.com/?utm_source=website&utm_medium=post&utm_campaign=journal1
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