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How will the psychological
and economical resetting
of the Indian consumer
landscape affect retail,
salons, restaurants and
multiplexes?

Highlights
We interviewed 1621 people, between April 12 and April 27, 2020.
39.75% of these people said they’d spend less than they used to on
retail and leisure.
However, 26% of these same people also said that they’re ready to pay a
premium for their “safety” in the subsequent months.
In any case, majority of consumers will pay fewer in-person visits.
But when they do, they’ll do it as a serious customer—ready to convert—
and ready to exit—as quickly as possible.
As a result of changing behaviors, the “stakes per walk-in customer”
will be critically high.
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Top 5 most prominent consumer sentiments
Home-sweet-home
A large majority of people are experiencing the joy of being home. They are
rediscovering the bond with family, doing household chores independently and the
rhythmic pace of everyday life.

Remote working
Already de rigueur in a handful of modern industries, working from home has now
penetrated more conventional spaces. Even those who were previously skeptical
about achieving eﬃciency in distributed teams are now embracing it as a new way
of working. The savings on both time and money, combined with prospects of
greater individual productivity, is giving people all the reasons to continue working
remotely even when it’s no longer a health necessity.

The Boredom Meter
When we asked the
respondents how bored
they were, we were
expecting a relatively
high “boredom meter”
reading. However, to
our surprise, 64% of
them marked 6 or less
on a 10-point scale to
quantify lockdown
boredom.

What they said

shown me life… how to
“ Itbe has
happy… how to save money.
I prefer a week’s lockdown
every year!

”

I miss going
“ IoutambutnotIbored.
do understand the

The cohort that was
most perturbed by the
lockdown comprised
those who had taken a
financial hit due to the
screeching halt on
commercial activity.

gravity of the situation. I
am going to help hyper-local
vendors who are impacted the
most right now once the
lockdown gets over.

”

Copyrights reserved

5

https://www.redquanta.com/covid-19-special-package

Most “missed” activities
There’s understandably a male-female divide here with women strongly inclining
towards shopping and salons: 67% of women said they miss going shopping;
and 56% of women said they miss nothing more than their beauty salon.
62% of men and 47% of women miss going to the movies.
Missed by

Missed by

Eating out 74%

Eating out 76%

Shopping 67%

Cinema

62%

Salon

56%

Shopping 51%

Cinema

47%

Salon

17%

On top of the charts, the vote was unanimous for “eating out”: 75% of the total
respondents said they were eager to go back to visiting dine-out venues, cafes
etc.
Meeting friends in person, going to the gym/yoga classes and leisure travel
were other common attractions our panelists told us about.

Minimalism 2.0
Previously touted as a
cult of rich, urban,
single persons,
minimalism now seems
to be making rounds of
regular households,
including those with
young children. People
have been introduced to
living with less and are
appreciating the results.

What they said

has given us time to
“ Itintrospect.
So many old

issues now seem so invalid
and non-substantial. We are
thinking about our lifestyle
and how it could be made
more environment-friendly.
We want to learn to co-exist
with nature.

A lot more than before,
people’s focus while
consuming a product or
a service will be on
quality.

”
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INDUSTRY-SPECIFIC
OBSERVATIONS
RETAIL

Answers sought to:
What are people feeling about the inability to enjoy a
simple session of retail therapy?
If people go out to shop less often than before, will they
also spend proportionally lesser than they used to—or
would they simply spend more on each spree?
To what extent will eCommerce replace shopping in a
brick-and-mortar store?
Which consumer demographic is most likely to indulge
themselves in “revenge consumption” and shop even more
than they did before?
What category/trends will consumers buy more of?

Post-COVID Visiting and Spending
Forecasts
How will consumers
alter their shopping
routines post-COVID?

41%

49%
said they’ll go shopping
as often as before

10%

plan to shop less
often than they did
before

might go shopping
more often than they
used to, pre-COVID

How much will consumers spend on
fashion and cosmetic retail post-COVID?

36%

40%

10%

14%

will continue spending
as much as before

will spend less than
they used to

were not sure about
how much they’d
spend

will expand their
shopping budgets
Copyrights reserved
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On eagerness to get back to enjoying
a session of retail therapy (oﬄine)
The
commonest preCOVID shopping
frequency

The majority of consumers might put oﬀ
discretionary spending for the time being. But
there will be a small but pivotal group of those
who’ll splurge on sprees of “revenge buying”,
akin to a trend happening in China. Brands
dealing in relatively high-end, premium goods
are the most likely to host this set of
consumers.

Once in a month
- 31% of the respondents cited
going shopping once in a
month, and a close 29%
once in a fortnight.

-

48% of them plan to
retain a similar
shopping routine
after the coronavirus
situation is relatively
under control

-

43% will reduce the
number of times they
used to go out to shop

-

9% will take even
more frequent
shopping sprees than
they did before

To further reflect upon the bright side, 67% of
female respondents called fashion shopping
their “most missed activity” during the stayat-home spell.

What they said

“ I don't think online and

offline shopping trend will
differ much. Both have their
own pros and cons. Lockdown
won't affect mine and my
family shopping pattern.
Grocery shops who are black
marketing in lockdown won't
be visited anymore and vis a
vis.

”
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Breakdown of how often
consumers plan to go shopping,
after the lockdown is lifted
often are you likely to go out to shop (for clothes,
Q. How
accessories, shoes, cosmetics, etc.) once the lockdown is
lifted in your city?
(Responses analyzed in relation to pre-COVID frequencies)
Those who used to shop once
in a fortnight pre-COVID

42%

Those who used to shop
once a month pre-COVID

43%

52%

9%

6%
Those who used to shop
once a week pre-COVID

38%

48%

Those who used to shop
less than once a month preCOVID

41%

51%
11%

44%

15%

Similar to some cross-industry ﬁndings,
Will shop less o*en than before
the edge cases are most likely to
Will shop as o*en as before
Will shop more o*en than before
increase their consumption frequency:
11% of those who shopped once every
week—and 15% of those who shopped less than once a month say they will
increase their shopping frequencies, as soon as the opportunity arises.
Copyrights reserved
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How will spending patterns change?
you plan to change the amount of money you used to spend
Q. Do
on shopping sprees (for clothing, shoes, accessories and
cosmetics) before the whole coronavirus situation happened?
Responses analyzed by age and gender cohorts

30%
39%

29%

50%
35%

40%

56%

40%

33%

45
-5
4
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35
-4
4
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25
-3
4

18
-2
4
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s

34%

11%

ye
ar
s

10%

26%

9%
11%

15%

14%

8%

11%

33%

38%

44%

37%

Female

Male

55
+

13%
7%

18%

ye
ar
s

10%

Depends! Not sure!
I might spend more than I used to! I want to have all the fun I missed out on, in the last few weeks.
My expenditure will remain more or less the same as before.
I will spend less than before. I will be on a ?ghter budget.
Once again, this time in terms of age demography, the edge cases have shown the
greatest aﬃnity towards retaining or enhancing their fashion shopping budgets. 26%
of those between ages 18 and 24 have said they will allocate a greater portion of the
budgeting pie to retail buying and 29% will keep their previous spending patterns.
Likewise, shopping budgets of consumers older than 55 will remain minimally
aﬀected by the disruption, with 56% saying with conviction that they’ll “spend as
much as before”.
Consumers between 35 and 44 years of age are most heavily inclined towards
tightening the purse strings on personal shopping spends, with 50% declaring they’ll
“spend less than before”.
Copyrights reserved
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How will spending patterns change?
Planned spending in comparison with planned frequency of
consumption
Among those who plan to
visit less often than before
13%
6%

18%

12%

9%

Among those who plan to
visit as often as before
5%

11%
8%

51%

53%

28%

28%

Female

Male

17%

23%

69%
50%

Female

Male

Among those who plan to
visit more often than before

Expenditure PaMern

13%

40%

20%

14%
31%

28%

27%

28%

Female

Male

Within the cohort that
plans to go out to shop as
often as they used to pre-COVID,
~52% say they’ll also spend as
much money as they used to, 28%
will expect to spend lesser and
~7% might increase spending.

Depends! Not sure!
I might spend more than I used to! I want to have all the fun I missed out on, in the last few weeks.
My expenditure will remain more or less the same as before.
I will spend less than before. I will be on a ?ghter budget.
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Cultural trends likely to impact
retail businesses
Minimalism 2.0
As spoken about earlier, the brewing belief in “less is more” will shape
the way people consume fashion. Fast fashion and impulse buying will
be replaced by quality-rich, timeless investments that can be banked
upon for a long time.

The Move to Online
There will be a considerable increase in online buying; however, our
research predicts that it may not be as radical as one might imagine.
62% of consumers still plan to keep a sizable chunk of their shopping in
brick-and-mortar stores.

38% will move most of their shopping online
49% will buy online more often than they
used to, yet continue going out to shop

+

13% plan NOT to make any remarkable
shift to online

Copyrights reserved
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Cultural trends likely to impact
retail businesses
The Lipstick Eﬀect
Faced with a short-term cash deficit, consumers may forgo big-ticket
retail items like a luxury bag in favor of a small but still premium product
like a good quality lipstick. The lipstick eﬀect has been invariably
experienced in markets during economic downturns—and now should
be no diﬀerent—for the coming few months at least. Brands selling
reasonably priced feel-good indulgences or accessories will benefit.

Home-leisure trend—
and head & neck
accessories
Emerging from the work-fromhome culture among urban
professionals, the focus of most
apparel buying may shift to
comfort wear.

What they said

“ I think it is better that

stores offer appointments
for shopping..just like for
hospitals, beauty parlors,
etc… and limited time should
be given to each customer to
shop… this way everyone gets
a chance to shop with no
more than two customers
entering the store at any
time.

An overlap of lounge-wear and
sleep-wear, a special category
of clothing called home-leisure
may just become the highest
selling trend on the racks.
At the same time, as a great
many business (and even
personal) meetings move to
computer screens, people may
start paying a disproportionate
amount of attention to head and
neck accessories—precisely
what the webcams see!

Moreover, no mask-no entry
should be made a rule in all
public places.

”
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Commonly expected sanitation and
distancing measures
We presented before our survey takers a collection of sanitation and distancing
steps that would encourage them to go out to do their shopping. They were free to
choose one or more of the choices and give additional inputs if they wanted to.
measures should a retail store take to encourage you to go
Q. What
out to shop once again?

Sanitation and Distancing Measure

Respondents who
feel strongly about it
being implemented

Disposable foot liners for everybody who wants to try
96%
a shoe on
Floor markings near billing counters

96%

Disallowing trial of clothes, accessories and cosmetic
94%
products
Sterilization of all high-touch services and floors every
84%
few hours, and fumigation of the air twice a day
Keeping doors and windows open, and the air
conditioning oﬀ

81%

Digital payments-only

76%

Limited number of staﬀ in stores—greater ease of
self-service

71%

Appointment-based/token-based store entry

63%

I don’t think any of these is necessary. The virus will
find a way to spread even after all this!

6%

Copyrights reserved
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INDUSTRY-SPECIFIC
OBSERVATIONS
BEAUTY & GROOMING
SERVICES
Answers sought to:
How will patterns of availing beauty/grooming services
change?

-

Will people visit salons as often as before?
Will they reduce their visit frequencies—and also how much
they spend?

Which cultural trends will impact the industry on the
whole? What will people expect when they go out to a
beauty salon?
Will at-home visits and consultations take precedence?
How much are they missing their beauty and wellness
routines?

Post-COVID Visiting and Spending
Forecasts
How will consumers
alter their visit
frequency to beauty
salons post-COVID?

39%

57%
said they’ll visit as
often as before

4%
might visit even more
often than they used to,
pre-COVID

plan to visit less
often than they did
before

How much will they spend on
grooming services post-COVID?

46%

30%

6%

18%

will continue spending
as much as before

will spend less than
they used to

were not sure about
how much they’d
spend

will expand their
beauty & wellness
budgets
Copyrights reserved
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On eagerness to get back to salons
and spas
Expect similar
spending
patterns!
Beauty & wellness
came out to be the
top category where
consumers admitted to
keeping their prior
budgets with no cuts.

43% of the respondents
cited their pre-COVID
salon frequency as “once a
month”.
Of these, 64% plan to
keep the same frequency,
34% plan to reduce their
visits and 2% said they’d
increase the number of
times they frequented
beauty salons.

56% of the female participants expressed a
keen interest in getting back to their salons,
while 25% chose spas as a most missed
leisure activity.
Numbers were far lower for males.
However, this was the only category where
a sharp majority voted in favor of spending
as much as they did before.
Prospects of recovery are bright but a
paradigm shift in terms of hygiene
expectations and choice of services should
be expected.

What they said

“ I am a Healthcare Worker.

Life for us is more hectic
than ever. It has become
impossible for me to relax
physically as well as
mentally. A day at the spa
can do wonders for the mind
and body in such a
condition, but unfortunately
it’s not a possibility.

Planned expenditure
however, told a diﬀerent
story, implying that plenty
of people would reduce
their visits, but spend more
on each visit.

”

Copyrights reserved

18

https://www.redquanta.com/covid-19-special-package

Breakdown of how often
consumers plan to visit beauty
salons, after the lockdown is lifted
often will you go to the beauty salon once the
Q. How
lockdown is lifted in your city?
(Responses analyzed in relation to pre-COVID frequencies)
Those who used to visit
once a week pre-COVID

26%

Those who used to visit once
in a fortnight pre-COVID

63%

11%

7%
Those who used to visit less
than once a month pre-COVID

Those who used to visit
once a month pre-COVID

34%

56%

64%
2%

42%
2%

Additionally, home visits by therapists
and beauty professionals will replace
some of the services earlier sought in
salons, thereby causing a change in visit
routines.
Copyrights reserved
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How will spending patterns change?
you plan to change the amount of money you used to
Q. Do
spend on salon services before the whole coronavirus
situation happened?

Among all other age
groups, the majority
comprises those who plan
NOT to disrupt their
personal grooming
expenses.

19%
7%

17%
3%

13%
6%

22%

48%

49%

44%

32%

32%

34%

35
-4
4

25
-3
4

ye
ar
s
55
+

29%
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29%
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32%

45
-5
4

45%
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16%
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However, similar to the
trend in other industries,
the youngest cohort (18-24
year old) showed
maximum inclination
towards expanding their
budgets.

23%

18
-2
4

A contrast to other
industries, only about
30% of the respondents,
in all, said with conviction
that they’d reduce
spending on beauty
services.

18%

15%

8%

12%

28%

29%

46%

43%

Female

Male

Depends! Not sure!
I might spend more than I used to! I want to have all the fun I missed out on, in the last few weeks.
My expenditure will remain more or less the same as before.
I will spend less than before. I will be on a ?ghter budget.
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How will spending patterns change?
15%
4%

61%

15%
6%

55%

20%

24%

Female

Male

Those who plan to visit
less often than before

Planned expenditure on
beauty services

Those who plan to visit
as often as before

22%

22%

5%

6%

36%

37%
Female

25%

47%

Male

Those who plan to visit
more often than before

40%

33%

36% of women and 25% of
men who said they’ll visit
salons less frequently, said
they’ll still retain their prior
budgets. A small minority
even plan to increase
spending in spite of
lowering visit frequency.

25%
60%

33%
8%

Female

Male

Depends! Not sure!
I might spend more than I used to! I want to have all the fun I missed out on, in the last few weeks.
My expenditure will remain more or less the same as before.
I will spend less than before. I will be on a ?ghter budget.
Copyrights reserved

21

https://www.redquanta.com/covid-19-special-package

Cultural trends likely to impact
beauty & wellness businesses
Slow living
meaning: slow living is a lifestyle emphasizing slower approaches to aspects
of everyday life

It was, so far, a niche associated with idyllic countryside resorts and
rich retirees; but the extended weeks of staying home with near-zero
extrinsic distractors, have been a demonstration of it for the
professional urban populace.
When people learn to live slow, they begin to savor the natural, the
sustainable and the local. Applied to the beauty and wellness domain,
this will precipitate a greater demand for products and services that
deliver long-term results, as opposed to quick fixes. Consumers will be
willing to invest their time in gradually and sustainably improving their
health and appearance.
Another implication: they will want to know more deeply about what
goes into their products and the specifics of service techniques used.

DIY
In spite of being one of the
worst hit industries by the
pandemic, business will pick
up albeit some very basic
services will hop into the
realm of DIY-at-home—and
salons/spas will primarily be
sought for the real specialist’s
touch. Therefore, the best,
most specialized
professionals in the industry
will thrive.

What they said

were being bought
“ Essentials
all at one time so we have a
specific amount of money
that we know we have spent.
It has caused huge reduction
in overspending on shopping.

”
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Cultural trends likely to impact
beauty & wellness businesses
Seeking services at home
The virus-induced paranoia is here to stay for a while. And home will
continue to feel like a much safer place. More and more consumers will
seek professional service at home—particularly those organized by
reputed salons that are consistently communicating about their
sanitation measures to consumers.

What they said

mobile salon van
“ Provide
that goes in different
societies and offers
services there

Otherwise, the recent
inventions of sanitization
tunnels may be installed at
entry points.

”

services of extremely
“ Avoid
close contact with the face

like threading, facials etc.

”
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Commonly expected sanitation and
distancing measures
We presented before our survey takers a collection of sanitation and distancing
steps that would ease their inhibitions about visiting beauty salons again. They
were free to choose one or more of the choices and give additional inputs if they
wanted to.
measures should your beauty salon/spa take to make you
Q. What
feel confident about visiting again?

Sanitation and Distancing Measure

Respondents who
feel strongly about it
being implemented

Sanitize all surfaces and equipment every half an hour 85%
All staﬀ members should be wearing masks and
gloves

85%

Disposable chair covers and aprons that are changed 78%
for every customer
Customers accepted only with appointment; no walk- 68%
ins are entertained to avoid crowding
Take every visitor’s body temperature before entering
Wax pots are emptied and sterilized after each
session
I don’t think any of these is necessary. The virus will
find a way to spread even after all this

Copyrights reserved
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INDUSTRY-SPECIFIC
OBSERVATIONS
RESTAURANTS/CAFÉS

Answers sought to:
How will “eating out” patterns change?

-

Will people eat out as often as before?
Will they reduce their visit frequencies—and also how much
they spend?
What kind of consumer is most likely to continue patronizing
eating joints just as they did before?

Which cultural trends will impact the industry on the
whole? What will people expect when they go out to a
restaurant or café?
How much are they missing the activity of spending time in
a nice restaurant or café?

Post-COVID Visiting and Spending
Forecasts
How will consumers
alter their visit
frequency to
restaurants and cafés?

53%

40%
said they’ll visit as
often as before

7%
might visit even more
often than they used to,
pre-COVID

plan to visit less
often than they did
before

How much will they spend on
eating out post-COVID?

29%

44%

11%

16%

will continue spending
as much as before

will spend less than
they used to

were not sure about
how much they’d
spend

will expand their
eating out budgets
Copyrights reserved
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On eagerness to get back to
visiting dine-out venues

Ponder-some Fact
11% of the respondents
said they’d be willing
to spend even more on
eating out than they did
before.

Who are these 11% people?

With 75% of the respondents seriously
missing their favorite restaurants, eating out
turned out to be the most “missed” activity
during the lockdown. Once convinced of
safety, consumers are highly likely to return to
dine-out venues, even though there may be a
shift in the typical frequencies, spend-per-visit
and expectations on food and nutrition.

What they said

customer at entrance
“ Each
must sanitize hands. At

Primarily male
(73% of the cohort)

crowded places with high
foot fall, self-sanitizing
shower at entrance walkway
should help..

Aged 25-34 years
With previous
consumption
frequency of once
a week or more

“

Copyrights reserved
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manager come to the table
once to inform about the
safety measures taken

https://www.redquanta.com/covid-19-special-package

”

Breakdown of how often
consumers expect to be patronizing
restaurants and cafés, after the
lockdown is lifted
Q.

How often will you go to eat out at a restaurant/café once
the lockdown is lifted in your city?

On the whole, 40% of the
respondents said they’d
keep their restaurant/café
visits just about as frequent
as before, and 7% plan for
some “revenge
consumption” by going out
more often than before.
The cohorts that were most
likely to retain their old
routines were from two
extremes: ﬁrst, those who
had a high frequency to
begin with (once a week or
more of restaurant/café
visits)—and second, those
who had the lowest
frequency of all (less than
once a month).
Other groups have majorly
chosen to reduce
consumption in the
department.

Those who used to visit
more than once a week

46%

41%

53%

46%

6%

8%
Those who used to visit
less than once a month

47%

42%
Will visit less o*en than before
Will visit as o*en as before
Will visit more o*en than before

11%

Those who used to visit
once a month

60%

34%

Those who used to visit
once in a fortnight

63%

6%
Copyrights reserved
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33%
4%

How will spending patterns change?
you plan to change the amount of money you used to
Q. Do
spend on restaurants and cafés before the whole coronavirus
situation happened?

Those in the 55+ age group
have demonstrated a
relatively lower spending
sensitivity, with a majority
believing their expenditure
will remain the same as
before.

28%

31%

43%

45%

25
-3
4

44%

51%
33%

45
-5
4

42%

35
-4
4

19%

28%
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7%

22%

55
+

13%
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26%

17%
4%
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17%
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16%
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Those between 45 and 54
years of age, however, oﬀer a
stark contrast, with 51%
saying they’ll tighten their
budgets.

13%

18
-2
4

The youngest demographic
has shown to be the most
passionate about their coﬀee
and restaurant meal
consumptions: 26% of those
in the 18-24 age bracket say
they look forward to
increasing their eating out
budgets.

18%

15%

8%

12%

28%

29%

46%

43%

Female

Male

Depends! Not sure!
I might spend more than I used to! I want to have all the fun I missed out on, in the last few weeks.
My expenditure will remain more or less the same as before.
I will spend less than before. I will be on a ?ghter budget.

Copyrights reserved

29

https://www.redquanta.com/covid-19-special-package

Cultural trends likely to impact the
“eating out” industry
Vegetarianism
The link between coronavirus and eating meat may as well be a rumor;
but the sentiment is going strong among the masses and is likely to
produce many ardent vegetarians and vegans in times to come. Coupled
with already flowing streams of climate change concerns among
environmentalists, there can be expected to be numerous dropouts from
the meat-eating cohort. In view of the situation, it may do restaurants
some serious good to have a prominent and well-designed vegetarian/
vegan menu.

Healthy eating
People have grown to be even
more aware of what goes into
their food than they already
were, to begin with. Besides
demanding transparency of
the kitchen to be able to
assess hygiene standards,
they will also appreciate being
told about ingredients,
cooking styles and nutritional
content. Customizations to
menu items will be an added
bonus.

What they said

an eye opener in
“ Ittermshasofbeenteaching
hygiene,
healthy living, immunity
building… as well as family
bonding.

”

take the example
“ Weof should
Japan… being self-

disciplined, wearing mask &
taking all other sanitary
measures on our own.

Customer Experience SOPs
that equip serving staﬀ with
the requisite knowledge and
communication skills on this
front will be a smart step.

”
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People will incline towards relatively more “premium” places
On being asked about what would change in their consumption patterns on dining
out, 59% of the respondents said they’d prefer reliable and reputed brands over
local vendors and street food for the coming few months.
The same is corroborated by the statistic that 53% respondents said they’d go out
less often but only 44% said they’d spend less than they used to.

53%

44%

would eat out
less often

would spend less
than they used to

Remote work and
distributed teams
As stated earlier, remote work—
or working-from-home—is here
to stay for the long run.
Expectedly so, cafés that oﬀer
an infrastructure conducive to
working professionals will
experience a surge.

What they said

now people used to seem
“ Till
quite comfortable eating at
small time unhygienic food
joints and public places. I
think this will change going
forward. People will choose
premium, hygienic places to
spend their time outside.

Besides a refuge for individual
workers seeking a break, these
joints can also expect to host
frequent business meetings,
given that many oﬃces will only
exist on a cloud. Uninterrupted
Wi-Fi, healthy food and drink fit
for routine consumption and a
relaxed ambience would do the
trick.

“

”
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Lockdown has shown that it
is possible to WFH and save
commute time. There’s been
more ease of life as we
didn't have to go anywhere.
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Commonly expected sanitation and
distancing measures
We presented before our survey takers a collection of sanitation and distancing
steps that would make them feel confident about going to a restaurant. They were
free to choose one or more of the choices and give additional inputs if they wanted
to.
measures should your favorite restaurant/café take to make
Q. What
you feel confident about visiting again?

Sanitation and Distancing Measure

Respondents who
feel strongly about it
being implemented

All staﬀ members should be wearing masks and
gloves

85%

Sterilize all surfaces every half an hour

84%

Giving you more visibility on the workings of kitchen
69%
staﬀ: so you can see how your food is being prepared
and if plates and cutlery are being thoroughly
sterilized
Take every visitor’s body temperature before entering

62%

I don’t think any of these is necessary. The virus will
find a way to spread even after all this.

6%

Tables should be further apart, leaving more space
between every table

3%

Watch this short video clip on maximizing the potential of your food joint in the
coming few months.
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INDUSTRY-SPECIFIC
OBSERVATIONS
MULTIPLEXES

Answers sought to:
Are people missing cinema in spite of the ﬂurry of on-demand
content available to them?
Would post-COVID consumption habits change? And will
spendings be commensurate with the changed frequency of
consumption?
Which demographic is most eager to get back to enjoying a
movie in a cinema hall?
What health safety measures would make people conﬁdent
about going out to watch a movie? And how willing would they
be to pay a price premium for these measures being put to
place?

Post-COVID Visiting and Spending
Forecasts
How will consumers
alter their moviegoing frequency postCOVID?

49%

43%
said they’ll go as
often as before

8%
might indulge even
more often than they
used to, pre-COVID

plan to watch fewer
movies than they did
before

How much will they spend on outof-home entertainment post-COVID?

28%

45%

9%

18%

will continue spending
as much as before

will spend less than
they used to

were not sure about
how much they’d
spend

will expand their
movie outing budgets
Copyrights reserved
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On eagerness to get back to enjoying
a movie in a cinema hall
The commonest
pre-COVID moviegoing frequency
Once in a fortnight
- 36% of the respondents
cited going to the
movies every other week.

-

46% of them plan to
retain a similar
consumption rate
after the coronavirus
situation is relatively
under control

-

47% will reduce the
number of times they
used to go out to
watch a movie

-

7% will start going
out even more
frequently

In spite of all the buzz around entertainment
now becoming an at-home indulgence, 43%
of our respondents said they’ll still continue
going to the movies with the same frequency
as before.
55% chose “going out to watch a movie” as
an activity they missed most during the
lockdown.
More than a quarter of the respondents said
they’d gladly pay a price premium for
enjoying a movie in a hall, if their safety is
perfectly well taken care of.

What they said

“We’re already spoilt for

choice with entertainment
options at home. But some
movies one can only enjoy
with special sound and
visual effects in a hall.
Also, I miss the popcorn!
Sometimes I used to go to
the movies for popcorn
alone!

”
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Breakdown of how often
consumers plan to go to the
movies, after the lockdown is lifted
often are you likely to go to the movies once the
Q. How
lockdown is lifted in your city?
(Responses analyzed in relation to pre-COVID frequencies)
Those who used to indulge
once a month pre-COVID

Those who used to indulge
once a week pre-COVID

54%

35%

Those who used to indulge
once in a fortnight pre-COVID

51%
11%

11%
47%
Those who used to indulge
more than once a week preCOVID

43%

38%

46%
7%

Those who used to indulge
less than once a month preCOVID

60%

52%

33%
7%

5%

Will visit less o*en than before
Will visit as o*en as before
Will visit more o*en than before

Those who went to the movies once a month or
less are most bent on further reducing their
frequencies. Similar patterns are formed around
spending—with the biggest spenders likely to retain old budgets, or even leave
room for an increased spending, and small budgets likely to shrink further.
Copyrights reserved
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How will spending patterns change?
you plan to change the amount of money you used to spend
Q. Do
on movie outings before the whole coronavirus situation
happened?
Responses analyzed in relation to pre-COVID monthly spending
(Pre-COVID spending is on a monthly basis and includes F&B
consumption during the movie.)

Those who used to spend more than Rs. 1500

31%

32%

18%

19%

Those who spent between Rs. 1000 and Rs. 1500

48%

26% 10% 16%

Those who spent between Rs. 500 and Rs. 1000

47%

29% 5% 19%

52%

Those who used to spend less than Rs. 500

0%

25%

50%

25% 2% 20%
75%

100%

I will spend less than before. I will be on a ?ghter budget
My expenditure will remain more or less the same as before.
I might spend more than I used to! I want to have all the fun I missed out on, in the last few weeks.
Depends! Not sure!
Responses analyzed by age and gender cohorts

10%

19%

19%

10%

26%

29%

18%
4%
30%

21%
6%

17%

11%

19%

5%
11%

23%
31%

22%

27%

44%
45%

42%

48%

51%

47%

43%

Female

Male

ye
ar
s
55
+

ye
ar
s
45
-5
4

ye
ar
s
35
-4
4

ye
ar
s
25
-3
4

18
-2
4

ye
ar
s

22%
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How will spending patterns change?
The 55+ age group has emerged as the most potent consumer cohort for cinemas
and multiplexes. Findings for this age demographic are signiﬁcantly diﬀerent from
all others, with 44% planning to retain prior budgets and another substantial
portion saying they’ll spend more than before on movie outings.

Planned spending in comparison with planned frequency of
consumption
Among those who plan to
visit less often than before

17%
3%

25%

18%

6%
13%

Among those who plan to
visit as often as before

19%
7%
44%

62%

Female

14%
10%
40%

56%

Male

30%

36%

Female

Male

Among those who plan to
visit more often than before

8%

46%

12%
40%

32%
46%
16%
Female

Within the cohort that
plans to go to the movies as
often as they used to pre-COVID,
~40% say they’ll also spend as
much money as they used to,
about one-third will expect to
spend lesser and ~9% might
increase spending.

Male

Depends! Not sure!
I might spend more than I used to! I want to have all the fun I missed out on, in the last few weeks.
My expenditure will remain more or less the same as before.
I will spend less than before. I will be on a ?ghter budget.
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On willingness to pay a price
premium
We put forth people a scenario where cinemas are taking the distancing measure
of booking only a limited number of seats of the auditorium, say, alternate seats,
leaving a vacant seat between any two persons.
Then we asked them the price premium they’d be willing to pay for the safety
arrangement.

Q.

For a movie ticket that used to cost Rs. 200, what’s the price
you’ll be comfortable paying in the coming few months, if all the
requisite sanitation and distancing measures are followed?

48% would NOT pay the price premium
10% would be okay paying Rs. 220
9% would be okay paying Rs. 240
7% would be okay paying Rs. 260
26% won’t mind paying up to Rs. 300
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Commonly expected sanitation and
distancing measures
We presented before our survey takers a collection of sanitation and distancing
steps that would encourage them to go out to watch a movie. They were free to
choose one or more of the choices and give additional inputs if they wanted to.
measures should a cinema hall take to make you feel easy
Q. What
about going out to watch a movie once again?

Sanitation and Distancing Measure

Booking alternate seats

87%

Seat covers changed after every show

87%

Sterilizing seats after every show

82%

Removing carpets and rugs from all areas

71%

Taking every patron’s body temperature on entrance

63%

Turning oﬀ the air conditioning and installing fans
instead

62%

I don’t think any of these is necessary. The virus will
find a way to spread even after all this

6%
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feel strongly about it
being implemented
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How redquanta can help you
Customer Experience Solutions
CX Management, CX Consulting, CX
Technology, CX Implementation

Consumer Research

Technology driven deep consumer
and market intelligence

Covid Rapid Response Suite
CX design for post-COVID
world, safety monitoring
technology and inspections
Digital CX Management

Crowdtesting and research to build robust
digital products and services
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How our COVID Rapid
Response Suite will work

1
2
3

COVID-prevention SOPs

Design sanitation and distancing SOPs that minimize
vulnerabilities of customers and employees alike

Stringent Technology-led Monitoring

RedQuanta’s proprietary technology lets you monitor the
frontline in real time

Take a “safety barometer” reading from real
customers

Choose a set of consumers to match your TG to evaluate
all customer touch points
About redquanta
A global consumer intelligence ﬁrm. Our winning approach is Outside–In.
We enable businesses to truly listen to customer expectations outside and
make transformational changes inside. Over a decade in business, we have
helped some of the world’s most iconic brands deliver memorable
customer experiences and make strategic decisions based on accurate
consumer data.
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