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ÅWe partnered 
with DCU start-
ǳǇ ΨOpinionXΩ to 
utilise an 
innovative survey 
tool.

ÅNationally 
representative 
(n=,1000).

ÅFieldwork Jan & 
Feb 2021.

Quantitative methodology
Online survey

Diarmuid McSweeney, 
Co-Founder

SheelinConlon, 
Founder

Ryan Scott, 
Co-Founder

Andrew Ennis, 
Head bartender 

OpinionX (Crowdsourcing)

Task primed online consumer groups

Å4 online groups 
Jan 2021.

ÅLife at home and 
purchasing 
behaviour.

ÅABC1, 24-55, 
Dublin and Cork.

Å4 X 1 hour online 
depths 

ÅLǊŜƭŀƴŘǎΩ Ƴƻǎǘ 
innovative and 
emerging 
businesses.

Nimble businesses

Qualitative methodology
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This yearõs themes

Contrasting 
realities

ΨbƻǊƳŀƭΩ ōǳǘ 
better

Human needs 
exposed

New definitions 
emerging

Our horizons have 
shrunk

Evolving purchasing 
psychology

Cautiousrelease Sustainability ςa unique 
moment in time
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A Turbulent Year
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A turbulent year in pictures

BREXIT

The clap for carersDeserted streets

Vaccine! New beginnings

Sinn Fein on top

Helen McEntee Dr. Tony Holohan

L ŎŀƴΩǘ ōǊŜŀǘƘŜ

I need to talk to you about 
Coronavirus Cancelled events

Staycations
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ò

2020 was about contrasting realities

I find I have way less time 
now.  I never have a free 
ƳƛƴǳǘŜ ǘƻ ƳȅǎŜƭŦΦ LΩƳ ǳǇ ǿƛǘƘ 
the kids all day and working. 
LǘΩǎ Ƨǳǎǘ ŜȄƘŀǳǎǘƛƴƎΦ 

No commutes Overwhelmed

Day-to-day life

I have an hour and a half 
extra in bed every 

morning. Life changing.

ò
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2020 was about contrasting realities

Shifting habits

ò
I find myself floating through 

the day..I work and then 

straight to the couch for the 

evening.

New healthy routines Struggling to adapt

The dog has never been 

healthier. Its definitely been 

the year of the dog.

ò
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2020 was about contrasting realities

Deeper bonding Isolation

Relationships

ò
Itõs a long day.. some days 

are better than others.

I have gotten a lot closer to 

every member in my family.  

Even including my brother 

who is 10 years younger 

than me.

ò
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Different contexts

2020 was about contrasting realities

Making the most of 
what we have

Iõm in an apartment so I am 

definitely feeling the 

space. I would love to be in 

a house.

The garden has been a savour, 
not so much now but during the 

summer we were out there 
constantly.

Limited by 
our spaces

òò



10 J.202460  | February 2021|  B&A SOTT 2021

2021: The impact of Covid -19

Q.15a Agreement Level ... Covid-19 has had a profound negative impact on my life

69%

64%

51%

43%
40%

-24 25-34 35-49 50-64 65+

Agree that Covid-19 has had 
a profound impact on my life

Male Female

54% 50%

¢ƘƻǎŜ ƻǾŜǊ рр ƘŀǾŜ ƘŀŘ ǘƻ ŘŜŀƭ ǿƛǘƘ ΨƘŀǊǎƘŜǊΩ ǇŜǊƛƻŘǎ ƻŦ ƭƻŎƪŘƻǿƴΣ ōǳǘ ƛǘ ƛǎ ŀŎǘǳŀƭƭȅ ȅƻǳƴƎŜǊ ǇŜƻǇƭŜ ǿƘƻ ŦŜŜƭ ƳƻǊŜ ǎǘǊƻƴƎƭȅ ǘhat
the pandemic has had a profound impact.

52%

28%

20%
Disagree 

Neither 

Agree 

A
g
e

G
e

n
d
e

r

Nationally representative n=1,000
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Despite a yearning for things to go back to normal...

It has become 

clear to us 

thaté

ônormalõ 

was not 

working 

perfectly
Never at home The vote for change Climate crisis

Going back to ônormalõ does not feel like the right aspiration.



12 J.202460  | February 2021|  B&A SOTT 2021

We now want the best of both worlds.. 

Deeper bonding

Social collaboration 

Quality of life 
experiences

Connecting with  
nature

By

retaining
some of the 

positive 

aspects of 

Lockdown .

An opportunity to start over and to do better!
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Consumer confidence



J.1665  | Consumer Confidence Tracker |  2021
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Currentvs. Looking Forward

Consumer confidence fell in January as Covid-19 
incidence (and restrictions) increased

Q.1 Thinking about the economy as a whole, do you think that the country is better off, worse off, or about the same as last year?
Q.2 And what about the coming year, do you think that the country will be better off, worse off or about the same as this year?

Brexit vote

Covid-19

Annual Averages

The lowest 
consumer 

confidence rate 
previously reported 
was ς93 in May 2009

Looking forward
(Net Diff:Positive-Negative))

Dublin -46 
Outside Dublin -62

*Figures in the graph represent the net difference between those thinking the country will be economically 
better off minus those thinking it will be worse off.

High risk of No 
Deal Brexit

2021
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Do you feel that you have more, less or the 
same amount of money in your pocket 

compared to this time last year?

Q.11 Do you feel that you have more, less or the same amount of money in your pockets (i.e.disposable income) compared to this time last year?
Q.13 Which best describes your household?

¢ƘŜ ǳорǎΣ !./м ŀƴŘ ǘƘƻǎŜ ŦǊƻƳ 5ǳōƭƛƴ ŀǊŜ Ƴƻǎǘ ƭƛƪŜƭȅ ǘƻ ƘŀǾŜ ΨƳƻǊŜ ƳƻƴŜȅ ƛƴ ǘƘŜƛǊ ǇƻŎƪŜǘǎ ŎƻƳǇŀǊŜŘ ǘƻ ƭŀǎǘ 
ȅŜŀǊΩΦ   .ǳǘ ǘƘŜǊŜ ŀǊŜ ƭŜǎǎ ǇŜƻǇƭŜ ΨƭƛǾƛƴƎ ŎƻƳŦƻǊǘŀōƭȅΣ ŀƴŘ ƳƻǊŜ ǇŜƻǇƭŜ Ƨǳǎǘ ΨƎŜǘǘƛƴƎ ōȅΩΦ 

2021

In 2021 financial reality is more polarised

28%
Living 

comfortably

59% 
getting by 
financially 

14%
Struggling 

financially to 
make ends 

meet

Equates to 540,000 
at population level.

(17% C2DE).

More ABC1 & 
Dublin

(40%)

(48%)

(12%) 

() = 2020 data

Nationally representative n=1,000

29%

17%

37%

60%

34%

23%

More The same Less

2020
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Covid-19 Adjusted Unemployment rate

Source: CSO website (Monthly Unemployment)

28.2
26.1

23.1

17.6

15.4 15.9

20.2 21
19.4

25

0
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15

20

25

30

Apr-20 May-20 Jun-20 Jul-20 Aug-20 Sep-20 Oct-20 Nov-20 Dec-20 Jan-21

Monthly Unemployment

COVID-19 Adjusted 
Unemployment rate (%)

Nationally representative n=1,000

The COVID-19 adjusted unemployment rate for January 2021 was 25% for all persons 
including those on the Pandemic Unemployment Payment
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13

45

42

Dublin:

-21%
Outside 
Dublin:

-33%

Consumer caution towards spending has fallen back on the improvement 
experienced during the run up to Christmas 2020

Q.7 In the year ahead, do you expect to purchase more, less or the same amount of goods and services as in the past year?

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 Jan 
19

May 
19

July 
19

Sept 
19

Nov 
19

Jan 
20

Apr 
20

Jun 
20

July 
20

Aug 
20

Sept 
20

Oct 
20

Nov 
20

Jan 
21

Gap +5% -29% -63% -47% -52% -45% -37% -19% -13% -4% = +2% -3% -4% -7% -16% -9% -5% -46% -38% -37% -33% -36% -35% -25% -29%

High levels of consumer caution 
towards spending remains evident 

across the country.

More

The same

Lower

*Net Diff (GAP) -29%

January
2021

%

0

-47

-33

-27
-30

-34

-25
-21

-7

-46

-39

-35 -38 -36

-25

-33

-12

-40
-38

-31
-35

-40

-21

-31

-3

-52

-41

-43 -41

-33 -33
-37

-6

-44
-37

-31
-37 -34

-21

-30

-60

-50

-40

-30

-20

-10

0

10

Jan April July Aug Sept Oct Nov Jan-21

Dublin Outside Dublin Rest of Leinster Munster Conn/Ulster

Nationally representative n=1,000
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New perspectives
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Progression & 
growth

Core human needs have been exposed

What weneed and 

what isreally

important has 
ōŜŎƻƳŜ ŎƭŜŀǊŜǊΧ

With this new perspective, we are reassessing our priorities

ΨtǳƴŎǘǳŀǘƛƻƴ 
ǇƻƛƴǘǎΩin our 

day

Social animals

Collaborate & 
co-operate

We have continually
adjusted to changing 
circumstances...

Individual Social

Control

Release
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With our ôlife goalsõ and 

yearly plans disruptedé

We are rewarding 

ourselves in the kitchen 

with a bit of nostalgia 

and traditioné

ôRewardõ in the kitchen

A shift from ôcontrol seekingõ to ôreward seekingõ behaviours in our kitchens

MENU

2019 2020
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Ma

Solving for our needs

People have found new ways to solve for many of their needs 

Over time, this 

has transitioned 

into an innate 

need for 

challenge and 

to find outlets 

for our 

creativity. 

Greater appreciation for 
our agency

Confidence in our 
abilities

The initial shock 

in March 2020 

made us retreat 

to things that 

gave us a 

perceived sense 

of control over 

our lives.

Stocking up

tǊƻǾƛƴƎ ΨǿŜ ŎŀƴΩ
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. 

New habits are ôbedding inõ

I have taken up sewing. Using a sewing 

machine and altering my clothes and my 

kidõs clothes and making different things 

out of old clothes and stuff. 

ò

We should not assume that consumers will revert to all of their prior habits 

òWe have a couple of new cookbooks that we are 

using now. Like a tin of chopped tomatoes for 

example, I would have never bought this before. 
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New definitions: ôConvenience +õ

Buying local 

ÅLocal businesses are now 
firmly on our radar.

ÅWe have becomeaware of the 
uniquenessand authenticity 
of what is available on our 
doorsteps.

Tech enabled

ÅConsumers are unwilling to 
forfeit choice for ease.

ÅSlick multichannel 
engagement is now expected, 
regardless of company size.

Premiumised

Å¢ƘŜ ǘǊŜƴŘ ǘƻǿŀǊŘǎ Ψǉǳŀƭƛǘȅ 
ŎƻƴǾŜƴƛŜƴŎŜΩ Ƙŀǎ accelerated
(particularly in food and 
drink).
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New definitions: ôTotal wellnessõ

2020/2021, mental health became mainstream

51%

22%

27%Covid-19 has been 
bad for my mental 
health because I 
am spending more 
time at home

-35s:    65%
35-54:47%
55+:     42%

There has been a significant shift in our attitudes towards our health and our 
openness with each other in managing it.

Allocating time to our self-care (e.g. reducing stress)

Due to Covid-19, 
I have become 
more health 
conscious 61%

27%

12%

-35s:     56% 
35-54: 55%   
55+:       71%

Any agree
Neither agree nor disagree
Any disagree

Nationally representative n=1,000
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55%

25%

20%

I prefer working from 
home

67%

18%

15%

76%

11%

13%

New definitions: ôThe world of workõ

But we do miss the social 
aspect

I want to work from home at 
least a few days a week from 

now on

Working from home has 
been positive for many

The central workplace that was left behind and the one that we return to is 
unlikely to be the same.

I miss my work 
colleagues

We now want the best of 
both worlds

Any agree
Neither agree nor disagree
Any disagree

-44:    60%
+45:    45%

-44:    80%
+45:    66%

Of those working from home n = 354
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The future of work?

ôZoom shamingõ? ôWorkplace creepõ?

²ƛƭƭ ΨǇǊŜǎŜƴŎŜΩ ōŜŎƻƳŜ 
a differentiator? 

The need to manage new 
expectations around 

technology?

48%

25%

27%

Productivity gaps?

...I find that I get more work done when I 
am in the office.

Will productivity gaps 
emerge between the home 

and the office?

Any agree
Neither agree nor disagree
Any disagree

Of those working from home n = 354
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Source: B&A/RTÉ Mood of the Nation Sept 2020

Broadband is now more important than roads for 
almost half the population!

Technology

Tech is crucial to making this pandemic bearable

19182021
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Base:  All adults 16+ - 1,003 (July 2020)
Evolution in technology usage during the pandemic

Q.3 Which of these do you do nowadays anywhere?

79

76

72

71

66

65

48

47

46

43

35

31

75

73

69

63

66

69

45

45

42

37

29

31

67

66

64

51

57

64

36

42

38

35

22

17

61

55

48

43

56

27

26

27

Use personal email

Watch or listen to content on YouTube

Use instant messaging (e.g. WhatsApp, Facebook
Messenger, Snapchat, Viber, Discord, Skype etc.)

Watch Netflix

Online banking (e.g. your banking website app or login
to their website

Call someone using Whatsapp, Viber, etc.

Stream music (eg via Spotify, Youtube etc.)

Use catch-up TV services like RTE Player, TV3 Player,
пƻ5Σ ±ƛǊƎƛƴ ŀƴŘ {ƪȅ hƴ 5ŜƳŀƴŘ ŜǘŎ ƻƴΧ

Use video calling/conferencing (e.g. Zoom, Microsoft
Teams, Skype, Google, Duo, Facetime etc.)

Use work email

Listen to podcasts (e.g. radio programme etc.)

Watch or stream Live sports or other events online

Barometer (face-to-face omnibus) trended 2018 - 2020 

28

21

20

19

18

18

15

5

10

67

31

16

24

21

15

19

7

13

64

24

7

17

0

18

Use cloud applications (e.g. WeTransfer, One Drive,
Dropbox, iCloud, Google Drive, Evernote etc)

Watch Amazon Prime

Watch an online streaming service such as Twitch,
Mixer, YouTube Gaming

Watch Disney+

Watch/stream movies/shows etc. via sites such as
Showbox, Putlocker , etc.

Digital financial products / banks such as Revolut, N26,
Monzo

Play games online with others (e.g. World of Warcraft,
League of Legends, Fortnite etc.)

Bet or gamble online.

None of these

- ANY Netflix/Amazon Prime

Jul-20

Feb-20

2019

2018

B&A 
Techscape

2021 report 
coming 
soon!
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74

70

44

35

28

27

21

19

16

14

8

5

4

2

2

2

68

68

43

33

31

30

18

19

8

16

10

3

5

2

2

2

65

68

35

26

29

30

20

18

0

12

9

5

5

1

2

4

55

67

31

22

27

24

19

15

0

12

6

0

5

0

0

3

²ƘŀǘΩǎ !ǇǇ

Facebook *

Instagram *

Spotify

Snapchat *

Viber/ Viber Messenger

Twitter *

LinkedIn *

TikTok

Pinterest *

Sound Cloud

Reddit

Tinder +

Bumble +

Plenty Of Fish +

Tumblr

Jul-20

Feb-20

2019

2018

Base:  All Adults 16+ - 1,003
Social Media ever used nowadays?

Q.5 Which of the following, if any, do you ever use nowadays?
Pre-January 2017 comparable data from eir Connected Living Survey 2015
Reddit, Plenty of Fish and Bumble added in 2018
* = Social media          + = Dating Sites

Barometer 2018 - 2020 

55% 18-24 year olds

For Gen Z, spending 
more time on TikTok
and Instagram (82%) 
during the pandemic
has been an escape

Base:  OpinionX 

B&A 
Techscape

2021 report 
coming 
soon!
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A changing grocery context
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Q.11 Do you feel that you have more, less or the same amount of money in your pockets (i.e.disposable income) compared to this time last year?
Q.13 Which best describes your household?

Our grocery shopping experiences have become much more 
functional, efficient and less enjoyable in the pandemic era.

²ŜΩǾŜ ƎƻƴŜ ŦǊƻƳ ŜȄǇŜǊƛŜƴŎŜǎ ǘƘŀǘ Ƴŀƴȅ ŦƻǳƴŘ ŜƳƻǘƛƻƴŀƭƭȅ ǊŜǿŀǊŘƛƴƎ ǘƻ ƻƴŜ ǘƘŀǘ 
we want over as quickly as possible.

Are making lists before 
shopping

Find it impossible 
to browse

No longer enjoy the 
shopping experience

Have been put off 
grocery shopping 

because of the queuing 

Grocery habits have changed

85% 62% 56% 45%

With speed and safety top of mind it's all about getting 'in and out' as fast as we can:
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Capitalise on online interest

As the supermarket became a more anxious and less engaging place to be during 
lockdown, more and more of us are looking into onlineand remote options

This represents a significant financial opportunity for the supermarket brands 
who can develop an effective and compelling proposition.

Of shoppers nominate 
online as their main 

grocery channel

Say they will definitely shop 
online in the next month

While, However, Additionally,

10% 15% 30% 38%

And,

Attempted to shop 
for grocery online during 

the crisis but were 
unsuccessful

Are interested in click and 
collect options
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! ǊŜǘŀƛƭ ΨǎƘƻǊǘƭƛǎǘΩ ƛǎ ƭƛƪŜƭȅ ƛƴ нлнм

When shops opened again in 2020 Irishshoppers focused on a smaller number 
ƻŦ ΨƛƴƴŜǊ ŎƛǊŎƭŜΩ ǊŜǘŀƛƭ ōǊŀƴŘǎΦ  ²ƛƭƭ ǘƘŜȅ Řƻ ǘƘŜ ǎŀƳŜ ƛƴ нлнмΚ

Grocery shopping shifted from multiple 
ǎƘƻǇǎ ǘƻ ƻƴŜ ΨōƛƎΩ ƎǊƻŎŜǊȅ ǘǊƛǇ

ò
Having to shop for the whole week 
ŀǘ ƻƴŎŜ ǊŜŀƭƭȅ ǘƘǊŜǿ ƳŜΦ LΩŘ ƴŜǾŜǊ 
done that. A level of planning that 
LΩŘ ƴŜǾŜǊ ŜƴŎƻǳƴǘŜǊŜŘ ōŜŦƻǊŜΦ

Shopper Dublin

ò
Penney's was on my mind throughout 
lockdown. I used to shop in loads of 
places, but Penney's was the only one 
I really missed.

òI went into town on Tuesday but with 
ŀƭƭ ǘƘŜ ǉǳŜǳƛƴƎ L ǿƻƴΩǘ ōŜ ŘƻƛƴƎ ǘƘŀǘ 
again or even going to that many 
shopsΦ ¢ƘŜȅΩƭƭ ƘŀǾŜ ǘƻ ōŜ ǿƻǊǘƘ ƛǘΦ

As non-essential retail opened up, we 
focused on the one or two shops we 

really missed.

Going forward, queuing and logistics 
ƳŀƪŜ ƛǘ ƭƛƪŜƭȅ ǘƘŀǘ ǿŜΩƭƭ ŎƻƴǘƛƴǳŜ ǘƻ 

prioritise the stores that really 
matter to us.


