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to learn the experiences, changes, expectations and
next moves to go beyond the postOVID era.
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FOREWORD

The COVIDhas blown our everyday life that all of us, from media, KOL,
consumersto businesseshave learnt to take a new perspective a new
approach and a new mode at LIVE,WORKand PLAYWe cannot go back,

and so we haveto learn and adapt the new way and make the best out of
all thesechanges

The Madbox team, seeing the changes, feeling the uncertainties and
foreseeingthe challenges,take the initiative to conduct a surveyin mid of
2020with 150local consumers,with the hope of understandingmore about
the challenges faced by consumers of different backgrounds, roles,

. generationsand situations.

f‘" With the findings, & %=0F *a Adlv generation of consumers has been
% ,ﬁff% identified. Wehope to sharethe findings sowe canunderstand more about
g ﬁmﬁy § the impacts, the challenges and most importantly, the opportunities
g %g.‘ 5 | , aheadof us and hopefully, together we can create somemore changes,for
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Key Takeaways

ﬁ Realistic 0 Egaging

MINDSET DOMIRA* 1 H

QUALITY, PRACTICABILITY, OR
AND PRICING COME FIRST WH
MAKING A PURCHASE DECISIC

WITH INDIVIDUALS/GROUPS/
PLATFORMS THEY TRUST/SHA
THE SAME VALUE

BY NEWS/INFO THEY FEEL
CONNECTED WITH

uthentic &

Visible | @ o

TO CONSUMERS AS THEY REL % REAITIME UPDATES ARE
ON FAC'ICHECKED AND FIRST SEEN AS TRUSTED INFO FOR
HAND INFO FOR EVERYDAY CONSUMERS

DECISION




WHAT WHAT

GENREAL IMPACTS
CONSUMERS GENREAL

CARE & TRUSTCONSUMER

What consumers care at What they read, what

the very beginning, they like, what they trust
seeing what they primarily and who they listen to
care and trust when Impact significantly
facing the pandemic and where, what and how
seeing unpredictable they consume

changes in everyday life

How the behaviour has
been changed as the
pandemic evolves

. GenREAE
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\What we see from the findings
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ReALISTIC:
CONSUMERS GET PRAGMATIC, QUALITY & ORIGIN TOP THEIR
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Practicality o

69%

Origin 20

6

37%
36%

Appearance

P -

Quality, practicality and origin of products marked Top 3 co
for consumers at different stages of the pandemic, wh
only onghird still concerngaarance afproduct.
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EI\IGAGED WITH RELEVANCE

ONLINE SHOPPING & SOCIAL MEDIA BOOM
ASPIRING FOR PANDEE’IHIEE LEISURE

Not a surprise to see online shopp
becomes the main trend in H1 (74
just it is losing traction in H2 (drop
39 %) , probably b
aspiration to get away from tying tl
everyday life to takeaways and so¢
distancing measures.

Social media (Facebook 90%, Instagram
73%, YouTube 65%) dominants and
consumers rely on $elfnd information or

s flsth&nt sbServation for consumption
decisions. Online media (41%), compared
with print media, is more popular among
consumers in getting information.

Social/digital media
as major info channel

Online as new normi

Social distancing makes us feel I When asked what they want to do most

engaged and connected that reur when social distancing ends, they are all in
with friends and families become N\ | g for going out from travel (76%), sport

2nd priority. People are craving fc (37%) to exploring nature (31%), while only
§ social life and irf@rsonal 6% would keep staying home.

y engagement.

%

Craving for travel &
fresh air!

..;:, Gathering!
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AUTHENTICITY RULES
CONSUMERS3STEN & RESEARCH BEFORE PURCHASE

>50%

® @ Consider word of mouth a
“// 1| key driver to consumption
decision making

%y More consumers would
. conduct research before
making a purchase

g8~ - Word of mouth
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il 83%

8 Expect to read articles
and information when
they go online

LIVE TELLS FACTS!
CONSUMERS PREFER HARD FACTS &ARSTNFO!

/ Information matters

JAN - JUN

n 81%

Social Issues
62%

52%

G ealth & wellbeing
48%

™ Online Shopping
46%

U\OMADBOX

JUL - DEC

n 13%
% Social Issues
57%
== Travel Info
51%

. | Health 8 wellbeing
51%

50%

2%

watch live when they go
online

" LIVE = EIRSHAND

ANews and information (COVID/social/general 1
becomes the most concerned information duri
the pandemic, while lifestyle news dropping oL
peopl eds minds

AAs COVID develops, people slightly moves
eyeballs from pure COMRS to wedkeing
iInformation

ATravel, together with entertainment news and 1
& culture news, are seemingly out during H1 b
travel Is expected to pick up in H2 as consume
Interest jumped by alr368%.
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CONSUMERS VALUE GENUINE SHARING

Jani Jun mJuli Dec
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Word of mouth Celebrity/KOL endorsement Advertising

Consumers, though listen, have been selective to whom they listen. Celebrity
advertising may seem to be less considered when making a purchase decisio
brands may try adding value to such sharing with emphasis of genuineness s
through refined strategy and smart choice of KOLs OR mixed content / format
e.g. unboxing, live broadcast, product review to bring your brand close to whe
consumers really like to see.



PRICING AND JETSO
BETTER GO WITH VALUE

0% 20% 40% 60% 80% 100%
- Jani Jun

Pricing

Jetso promotions

Consumerareconsciouaboupricin@ndliikepromotiongtsoshowever,

as theyplacequalityas a moredominantactonn affectingheirconsumer
decisiongrandsieedofinda wayto showandtellthevalugormoneynd

Va

pricecutalonanaynotbeabletochange o n s ummd r s O
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SOCIAL SENTIMENT AS
SUBTLE GAMEHANGER

consumers read and watch news
and information about social issues (Top 2), whic
| mpl 1 es consumer so dec
by what they see In everyday life.

0, .
5 6 /(Ldmitted that social iIssue Is the TOFL
chase

5 factor that they will take Into accounts upon pur
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CONSUMERS?




WHAT YOU WANSRa ,
TO DGFIRSTE="==
AFTER. |
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ASocial distancing makes us feel less engaged so reunion with friends and families becomes what consumefs w
priority)
AConsumersecomemore health-conscious(37%)
ADining is core of many Hong Kong ; G F K MHaily livés, and with the gathering measures, Hong Kong
mr consumers are missing good meals at restaurants so when possible, they aspire for an enjoyable dining
MADBOX : : :
experienceout of home (no more food delivery NORhome cooking)



HIGHER LEVEL OF CONSCIOUSNESS
AS PEOPLE CONSUME

Consumers agree that online shopping and takeaway make the r
normal, while the pandemic has pushed consumers to a complet
new normal in terms of everyday life that over 50% of them woul
care more about product information, brand belief which are mor
factual and objective , while more than half (58%) keep special
economy In their consumption radar.

Online shopping / takeaway makes a trend 63%
Care more about product info 063%
Emphasis on brand belief and special economy 58%
Rise of HK products/brands 489%

0% 20% 40% 60% 80%100%
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HOW TO
COMMUNICATE
WITHGerRREAL




@MADBOX

E REAL & ENGag ING!

i

LEVERAGE
MEDIA/NEWS/PLATFORMS/FORMA
TS TRUSTED & VALUED BY
CONSUMERS ESP

YOUR TARGET AUDIENCE

DELIVERLEAR, UNTWISTED
MESSAGES & FACTUALLY
CORRECT INFO
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TELL MORE ABOUT YOUR USPs
ORIGIN, QUALITY, VALUE, BELIEF W]
CONSUMERS FEEL RESONANT WITF

FOCUS ON QUALITY & VALUE
OFFERED, EXCEPT FOR PRICE
OF QUALITY NECESSITIES
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IDENTIFY & PARTNER WITH EXPLORE NEW FORMS OF
MEDIAMOLSWHO SHARE SAME COMMUNICATIONS TO TALK AND

VALUE AS YOUR TARGET INTERACT DIRECTLY WITH
AUDIENCE AND TALK GENUINELYS CONSUMERS WITH MEASURABLE
EVERYTHING GO REAL! CONVERSION AND PERFORMANCE




DESI RE T O BREAK AWAY FR

AS BOTH MARKET AND CONSUMERS STAY SENSITIVE TO THE BEST
EVOLVE RAPIDLY EVHRYY ITIS POSSIBLE TIMING TO TALK TO
WORTHWHILE TO CONSIDER CONDUC YOUR AUDIENCE AND PLAN AHEAD
REGULAR BUSINESS REVIEW, I\/IARKE.

FOR NEW CAMPAIGNS TO GET
RESEARCH AND LEVERAGE BIG DATA YOUR BRAND READY ONCE THE

TO KNOW MORE ABOUT YOUR MARKET IS READY
CUSTOMERS
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