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Mean BRI MEL PER SYD

Supermarkets and Fresh Food 1.77 1.56 2.01 1.56 1.72

Dining and Takeaway Food 3.57 3.41 3.71 4.03 3.29

Fashion and Accessories 4.48 4.75 4.28 4.86 4.38

Sport and Fitness 6.73 6.68 6.76 6.86 6.65

Personal Services (eg hairdresser) 6.22 6.21 6.51 6.05 6.02

Homewares 5.90 5.86 5.79 5.53 6.24

Entertainment and Leisure 6.46 6.55 6.32 6.39 6.59

Department Stores 5.57 5.80 5.29 5.61 5.69

Gifts, Stationery and General Retail 6.80 6.74 6.80 6.55 6.95

Technology and Communication 7.51 7.44 7.52 7.57 7.47

The context

Methodology and 
executive summary

01

The typical customer profile for the 
following research represents a near 
even gender split of 54% male and 
64% female, with 0.2% undefined. 

The dominant age of those 
represented are under 35 years 
(40.3%), followed by a middle-aged 
cohort of 35-54 years (31.2%), with 
lower representation of those aged 
55-69 years (17.6%) and 70+ years 
(10.9%). 

The high representation of younger 
and middle-aged groups are 
reflective of the key household 
types, with 25.7% living with non-
adult children (likely young families), 
and 20.7% living alone (likely 
millennials and empty-nesters/
retirees). The primary language 

spoken at home is English (89.2%), 
likely representing a dominant anglo-
saxon cohort.

The group surveyed predominantly 
represent middle income earners, 
with 60.1% having an income below 
$100,000. (9.1% did not answer). 

As a whole, the respondents attributed 
greatest spend at supermarkets and 
fresh food outlets. Thus the following 
data may reflect customers primarily 
driven by non-discretionary spend and 
‘essential’ shopping, which is the key 
mode of spend during the COVID-19 
crisis. The next highest spend is 
attributed to dining and takeaway 
food, likely a convenient pair to a 
grocery shop or social outing. 

Where respondents previously spent
Ranks spend by category (min = 1.00, max = 10.0)

4COVID-19 Business Impact Tracker - Retail_Customer Sentiment



Respondent profile

Spend on lifestyle and discretionary 
items rank lower in spend overall, 
denoting that this cohort are 
conservative with their spend, or 
that they seek other locations for 
this. Specifically, fashion was the 
third highest spend, with other 
discretionary items following 
(homewares, department stores, 
gifts, etc.). Lifestyle services (i.e., 
sports and fitness and personal 
services) attributed the least spend 
at the nominated centre, likely 
denoting that customers frequent 
other destinations. 

By location, Melbourne respondents 
attributed more spend to 
discretionary items (fashion,  

department stores and entertainment 
and leisure), and less to supermarkets 
and fresh food. This is likely indicative 
of shopping centres having different 
propositions, or the cohort having 
different spend priorities. 

By contrast, Perth respondents 
presented as more conservative 
spenders and likely prioritising 
homelife. This is attributed by the 
most spent at supermarkets and on 
homewares and the least spent on 
dining and takeaway food and fashion 
(compared to all other cities). 

Sydney and Brisbane presented a 
middle ground, but are defined by 
the highest spend on dining and 
takeaway, and on technology and 
communication respectively. 

The context

Who we asked

01_

Research methodology

The following research was 
conducted as an incentivised survey 
over 26 and 27 March 2020.

To capture a national representation, 
participants were recruited based 
on living within a 30 km radius of 
Brisbane, Melbourne, Perth and 
Sydney CBDs. 

A pre-qualifier question ensured 
the eligibility of 863 respondents, 
ensuring they had visited a shopping 
centre in the previous month. Of 
the total respondents, 813 (94.2%) 
completed most questions, as a 
result, every analysis has been 
adjusted for missing values. 

The age groups used for testing are 
in line with the age/risk profile for 
COVID-19. An “at risk” variable was 
created for those respondents who 
stated that they were at risk, their 
families/friends were at risk and/or 
they knew someone personally who 
was diagnosed. A positive response 
to any of these three questions was 
needed to be classified as “at risk”. 
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Executive summary –  
key areas to address

1. The most negative aspect of 
visiting a shopping centre was 
attributed to the numbers of 
other people, i.e., crowding. A 
straightforward response would 
be for retail venues to cap or limit 
the total number of customers 
allowed inside at any one time. 
This would provide spacing 
between customers and a feeling 
of reassurance that risks are 
being minimised.

2. Lack of availability was the 
second most significant 
detraction from visiting a 
retail centre. This issue can be 
addressed through a range of 

automated and manual methods, 
whether through online inventory 
or more manual methods of 
customer enquiries about stock 
availability and replenish dates. 

3. Offering a home delivery service 
(either face to face at 1.5 metres 
or contactless) were the two 
most preferred methods when 
not visiting a shopping centre. 
Landlords would be wise to 
establish an online portal and 
delivery services which combine 
the stock from all smaller 
retailers. There is a convenience 
benefit to combining one order 
across multiple retailers – not 
to mention the reduction in risk 
through unnecessary exposure. 

4. For customers who are visiting 
the retail centre, 16% indicated 
that they were not satisfied at all 
by the actions of their centre of 
choice to respond to COVID-19 
(only 11% were extremely 
satisfied). As time passes, retail 
landlords should gain a better 
sense of what their customers 
expect in terms of actions and 
communication. One theme 
present in the open-ended 
suggestions was the need to 
sanitise centres in a regular 
and visible way. This could be 
addressed through the greater 
presence of cleaners who are 
continually santising  
high-touch areas. 

5. When communicating with 
customers about COVID-19 
actions, it is worth noting that 
age is a significant factor in 
determining the best channel. 
Over all channels (39% wanted 
on-site communication, 46% 
website, 43% social media, 
50% email, 31% text message). 
Younger customers are more 
likely to desire social media and 
digital communications, while 
more mature customers prefer 
traditional in-centre messaging.

The context
01_
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Impacting
visitation,  
frequency &
dwell 

However, 
spend per visit
appears less affected

Shopping centres have taken a major hit as a result 
of COVID-19. For an asset owner the picture is rich 
and varied, depending on the customer segment 
being considered and their unique perceptions.  

Shopping behaviours across nearly all segments 
have changed. Naturally those who identify as 
being “at risk” of contracting COVID-19 reflect a 
stronger change in behaviour, compared to those 
not identifying as at risk. In particular, they are less 
likely to visit shopping centres, and have reduced 
the amount of time they stay. 

The change is real: 
the brave new world

02
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Change by age

By age group 
• There were differences in the level of agreement across the age groups for likelihood of 

visiting shopping centres and the amount of time spent there with the 55-69 years group 
recording lower levels of agreement on these factors. 

• Again, spend was not as heavily impacted by the emergence of COVID-19 as  
change in shopping method etc. 

use graph 
 
Why 55-69s, more stuck in their ways?  
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Interestingly, the 55-69 year group were less perturbed 
by changing their shopping behaviours, compared to 
other age groups. This is dissonant with other findings 
where this group rate fear of exposure to COVID-19 more 
highly than the other age groups (at 17% compared to 
about 10% in other groups). 

The disparity could likely be to this cohort feeling 
security and comfort by routine, and the fact that 
shopping centres are often a social outlet. For asset 
owners, creating services that support and connect 
with these higher risk groups presents an avenue of 
opportunity.

Generally, customers are purchasing more from 
local retailers, and purchasing more of certain 
products (such as toilet paper).

The change is real
02_
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Change by gender

At risk 
 

• the identification of being “at risk” had a significant effect on the level of agreement with the 
first three statements – with those identifying as being at risk, knowing someone at risk or 
someone diagnosed with COVID-19 changing how they shop, making them less likely to visit 
shopping centres and reducing the amount of time they stay in shopping centres compared 
with those who do not identify as being at risk. 

• There was no discernible difference on the amount of money spent 
use graph 
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Change by risk

Gender 
• Across all factors, females reported higher levels of agreement than males with the 

statements about the impact of COVID-19 on their shopping behaviours. 
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Looking at gender, women presented as 
having more pronounced changes in shopping 
behaviours than men overall. This is potentially 
due to women being the primary caregivers to 
older parents and young children. As a result, 
women may be extra cautious in how they 
go about their day, viewing themselves as the 
linchpin for family health and function. Again, 
centres that have clear and reassuring health 
and safety measures in place will maintain loyalty 
amongst this group during the crisis. 

The change is real
02_
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The following presents a commentary on 
perceptions and behaviours arising directly 
in relation to the prevalence of COVID-19, in 
particular the level of perceived risk the virus 
presents to oneself and others, as well as the 
key factors which discourage and change 
shopping behaviours. 

The new normal:  
COVID-19

How COVID-19 is viewed by shoppers

03

Regarding COVID-19, 
approximately one-quarter 
of shoppers believe they 
are at higher risk than 
others. The main detraction 
of visiting shopping centres 
is the risk of catching 
COVID-19 from others, as 
opposed to any other single 
negative factor. 
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The new normal:  
COVID-19

03_

Meeting expectations with communications in response to COVID-19Satisfaction of actions taken to respond to COVID-19

How well did you last shopping centre visit meet your overall expectations with the 
communication of their response to the coronavirus (COVID-19) situation? 
use graph 
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On your most recent visit to your shopping centre of choice, overall how satisfied were you with the 
actions taken to respond to COVID-19? 
 
Large neutral, dissatisfied sentiment.  
use graph 
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Perceived risk of COVID-19

From the outset, prevailing medical advice 
positioned older generations as the most 
vulnerable to contracting and surviving 
COVID-19. The results from the C-BIT survey 
typically reflect responses that support this 
sentiment, with 62% of those 70 years and older 
considering themselves “at higher risk” as well 
as 36% of 55-69 year olds. 

Taking a macro view, 75% of the population 
believe they are “not more at risk” (or are “not 
sure”). This positive perception is also coupled 
by the fact that only between 3% and 12% of 
respondents know someone with COVID-19. 
This reflects a population that can mostly 
continue with their typical retail behaviours 
(albeit with respect to shifting regulations).
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2. COVID-19 Theme 

• factors which most discourage you today when considering to visit shopping centres (1 
being the most significant and 4 being the least significant – overwhelmingly the most 
significant factor is risk of contracting COVID-19 from others (72.6% ranked this as the 
most significant factor). 

• Overall, risk of violence did not factor as heavily with only 3.7% ranking this as number 
one concern. 
use graph 
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“Seventy-three per cent of respondents rank the risk of 
contracting COVID-19 from others as a significant factor 
discouraging them from visiting shopping centres today.” 

Factors discouraging visiting shopping 
centres today

Though the aforementioned medical facts 
present a positive case, there is still a series 
of factors which discourage shoppers from 
enjoying shopping as they did in pre-COVID 
times.

Overwhelmingly the most significant factor 
is the risk of contracting COVID-19 from 
others, with 72.6% of respondents ranking 
this as the most significant factor. This is to 
be expected given the mainstream media 
coverage which presents the severity of the 
situation locally and globally. 

Positively, despite occasional coverage 
of violent shopping incidents, overall the 
“risk of violence” did not factor as heavily, 
with only 4% ranking this as their number 
one concern. This might signal the effects 
of reassuring government messaging that 
negates the need to ‘panic buy’ – and 
also that violence is not part of a typical 
shopping experience.

Risk factors detracting from shopping centre visitation 

The new normal:  
COVID-19

03_
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• Fear-based decisions  

use graph  
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Factors discouraging visiting shopping centres today –  
by location and age

Different age groups naturally carry different concerns in relation to 
COVID-19, and its ability to discourage visiting shopping centres. For Under 
35s the dominant concern is centred around passing COVID-19 to others, 
with 18% ranking this as the most significant concern compared with only 
6% of the 70+ group. This is likely due to Under 35s having more social 
lifestyles on the whole – both being part of the workforce, and generally 
more exposed to people.

Interestingly, variations also occur by capital city. Sydney and Perth 
respondents consider passing on COVID-19 as the most significant risk 
(both at 17%). This was compared with approximately 10% for Melbourne 
and Brisbane. This could be due to the different approaches taken 
by the NSW and WA state governments versus the other states, with 
Victoria and Queenland having more stringent measures. Sydney’s high 
population may present as a perceived fear, and conversely, Perth’s 
insular, tighter knit population may raise concern of spread.

Other potential negative factors which may discourage 
customers from visiting shopping centres*
 
Looking at the in-store experience specifically, there are a number of 
factors which are also detracting customers from visiting centres. 

It is not surprising that 59% of responses pertain to metrics regarding 
human exposure. Here respondents rated either shopping crowds and 
queues (32%) and being exposed to human contact generally (28%) 
as their number one factor that would discourage them from visiting a 
centre. This points largely to a fear-based sentiment that is in line with 
points previously discussed.

Unfortunately, product, or lack thereof, is also becoming a signficant 
detractor for shopping centres. Panic buying and lack of store 
communications regarding inventory and availability of essential 
items can prevent customers from visiting altogether. Naturally, this is 
exacerbated by the fact that customers are curtailing the frequency at 
which they visit retail centres.

(*This is as opposed to other potential negative factors, such as passing the virus on, 
panic buying, and encountering violent behaviour.) 

The new normal:  
COVID-19

03_



Changing shopping behaviours
 
Since COVID-19 has emerged, retail 
behaviours have significantly changed 
in response to constantly changing 
information and regulations. Social 
distancing rules have seen shoppers 
take multiple measures to limit their 
exposure and time spent in retail 
outlets. The C-BIT survey revealed 
that more purchases are occurring 
online, with 30% of respondents 
electing this as a behavioural change. 
Further to this, 40% of respondents 
are purchasing less in-store and 31% 
are purchasing larger amounts but 
less frequently, particularly in a bid to 
reduce shopping trips.  

 
Coupled with this is a propensity to 
bulk-buy certain products, typically 
a means of preparation for potential 
lockdowns.

The changes also present good 
news for local businesses. With 
shoppers averse to travelling longer 
distances to larger centres, there is an 
inclination to stay local and purchase 
from local retailers, with 28% of 
respondents supporting this.

Risk perceptions amongst customers

 
 

• Approximately 25% of the population believe they are at higher risk to COVID-19 than the 
general population 

 use graph 
 
 
 

 
 
 
 

• The message about age-related risk factors is clearly understood 
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Since COVID-19 has emerged as a factor, how have you changed your retail behaviours to 
suit?  
In-store footfall taking a hit, but likely compensated by online.  
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The new normal:  
COVID-19
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Within the current climate of extreme uncertainty, 
the main focus is how the present COVID-19 
challenge will impact on future retail behaviours. 
Whether past retail behaviours will ever fully 
resume is a valid concern. Based on the initial 
April findings of the research, a certain (albeit 
very small) 2% proportion of the population 
believe that they will “never” shop as they had 
previously.  

If not going in-centre, 
customers desire 
alternative home delivery 
options – 35% would only 
consider home delivery 
with face-to-face drop off, 
55% contactless home 
delivery and 11% personal 
(locker) delivery.

The future: what to expect

How to adapt to COVID-19
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For the remaining customers who 
return to their previous behaviours, 
there will be some elements of 
lasting change. This may include 
the following: continuing to order 
certain products online, staying for 
a reduced amount of time, visiting 
less frequently and taking active 
precautions to negate the spread of 
inflections. 

When asked about the immediate 
impact on retail behaviours, the 
overwhelming response expressed 
by customers was to ‘visit only the 
retailers I need’. This behaviour 
will be practised by two-thirds of 
customers (67%), while other more 
cautious approaches represent 
smaller proportions; not visiting at 
all (13%) and only using contactless 
click-and-collect services (7%). 

A mere 6% of customers intend 
on visiting all retailers (assuming 
they remained open). In this sense, 
retailers are justified in calling for 
government intervention to officially 
close business types. With only 
6% of customers willing to visit all 
retailers, it would only be a matter 
of time before those businesses that 
remained open would fail.

Future Shopping Behaviours and Buying Intentions 
 
 

• 67% of customer plan to only visit the retailers ‘they need to’ 
• use graph 

 

 
 
 

• When asked about alternate means for obtaining goods, 547 responded.  Of these, 52.8% 
said they would consider home delivery with face to face drop-off, 66.9% home contactless 
home delivery and 22.9% personal delivery (multiple responses were permitted). 

• 367 people gave only one response – 34.9% would only consider home delivery with face-to-
face drop off, 54.5% contactless home delivery and 10.6% personal delivery. 

 
 
In response to “Which of the following actions would be most valuable to you as shopping centres 
consider options to address the evolving COVID-19 situation? “ respondents were more heavily in 
favour of keeping locations open with precautionary measures (32%) 
use graph 
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Customers indicated that they are 
already more likely to purchase 
online and order home-delivered 
food products than pre-COVID.

The Future: What to Expect
04_
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Customer preferences regarding future lockdown scenarios

For retail owners trying to remain relevant in this context, one major 
consideration is how best to deliver retailer products to an off-site 
location. When asked about alternate means for obtaining goods, 547 
responded. Of these, 53% said they would consider home delivery 
with face-to-face drop-off, 67% contactless home delivery and 23% 
personal delivery to lockers (multiple responses were permitted). From 
this data we can gather that most customers would prefer purchases 
to be delivered to their homes (for convenience) and for the drop-off to 
be contactless (for safety). 

In response to ‘which of the following actions would be most valuable 
to you as shopping centres consider options to address the evolving 
COVID-19 situation?’, respondents were more heavily in favour of 
keeping locations open with precautionary measures (32%). In 
supporting the value of physical essential retail, the option to close all 
locations temporarily (complete retail shutdown) was only endorsed 
by 19% of customers. When asked to comment on potential solutions 
to this challenge, customers also noted the need to keep essential 
retailers open longer (to spread the customer load and support 
social distancing), and also providing certain time periods for older or 
medically compromised people. Both of these have been explored by 
retailers and governments. 

The future: what to expect
04_
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The situation is changing on a daily, if not hourly, basis. As such, a number of 
scenarios were tested with customers which are now a present reality. When 
asking about suburb lockdowns, where people are contained to a defined area 
(usually a suburb), 47% of customers indicated live in the same suburb as their 
centre of choice. Essentially just over half of all customers under this limitation 
would not be able to visit their centre of choice.  
 

Under a stage 3 lockdown scenario (limited movement for essential purposes 
only), 55% of customers indicated that this would have a moderate to significant 
impact on their ability and desire to visit their shopping centre of choice. Overall, 
customers believed this type of present scenario would represent either a 
significant (31%) or moderate (24%) change in their desire to visit. However, 
whether this also translates to a change in their necessity to visit is questionable.  

 
• If suburb lockdowns proceed, 47% of customer live in the same suburb as their centre of choice 
• Under a stage 3 lockdown scenario (limited movement for essential purposes only), 55% of 

customers indicated that this would have a moderate to significant impact on their ability and 
desire to visit their shopping centre of choice 
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When assessed by age, gender, etc, all had the most common response as 3-6 months. 

 
 
If in red, the numbers have not been adjusted and should be reviewed  
  

4. Good news: There is  a silver lining 
• Recent experiences positive – NPS+ 
• The best performing metric of four – COVID-19 has reduced the amount I’m spending (Still 

Spending) 
• While around one quarter of customers mention being at higher risk of COVID-19, only 7% 

mentioned being personally aware of someone they knew who had been diagnosed 
• 38% of customer believe that COVID-19 has only had some to no effect on their shopping 

behaviours (low given the situation) 
• 32% of customers want to keep all locations open with precautionary measures, only 20% want 

to close all location temporarily 
• Using the wisdom of crowds – the average assessment by customers of when they will resume 

their typical retail behaviours is 3-6 months with 54% estimating less than 6 months 
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The future: what to expect
04_
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In terms of the most impacted retail 
categories, these include: Sport and 
Fitness (53% said they would not visit at 
all), Entertainment and Leisure (55%) and 
Personal Service (45%). Unsurprisingly, the 
least impacted category was Supermarkets 
and Fresh food (24% no change).

Continue to 
visit as usual 
(no change)

Minor 
changes to 
how I visit

Moderate 
changes to 
how I visit

Significant 
changes to how 
I visit

Would not 
visit at all

Supermarkets and  
Fresh Food

24.2% 21.6% 23.4% 24.8% 6.0%

Dining and  
Take-away Food

8.0% 12.7% 17.8% 28.5% 33.0%

Fashion and Accessories 6.7% 8.3% 15.9% 23.4% 45.8%

Sport and Fitness 5.6% 7.5% 15.9% 18.4% 52.6%

Personal Services  
(e.g. hairdresser)

7.9% 7.8% 16.2% 23.0% 45.1%

Homewares 7.9% 8.0% 17.3% 22.4% 44.4%

Entertainment  
and Leisure

6.3% 4.7% 14.3% 19.6% 55.1%

Department Stores 7.4% 8.8% 19.7% 27.8% 36.4%

Gifts, Stationery  
and General Retail

7.4% 11.6% 17.9% 21.5% 41.6%

Technology and 
Communication

7.6% 9.0% 17.4% 22.1% 43.9%

The future: what to expect
04_
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Naturally, in this situation of extreme uncertainty, 
most landlords would like to know when 
behaviours will return to their pre-COVID state. 
Using the wisdom of crowds, we can gain a sense 
of when customers believe they will return to their 
typical retail patterns. When assessed by age, 
gender, and other variables, all groups had the 
most common response as ‘3-6 months’, with 54% 
estimating less than 6 months. When considering 
the full set of responses, the average duration is 
approximately 4 months. 

Only 2% say they will 
“never” resume typical 
retail habits and a further 
4% say it will take them 
“more than 12 months”. 
Positively, this only 
represents a very small 
proportion of the market. 

The good news

How to adapt to COVID-19
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The results also suggest that when 
things return to their pre-COVID-19 
state, customers are likely to return to 
their centre of choice. Based on their 
feedback on the last pre-COVID-19 
visit, customers are generally 
satisfied and loyal. Certainly, the 
numbers for the NPS+ metrics are 
no lower than the previous retail 
benchmarks conducted in 2019. 

Even during the COVID-19 period, 
there are positives to be seen. The 
best performing metric relating to 
how COVID-19 has changed retail 
behaviours was associated with 
spend. While customers may be 
visiting less frequently and staying 
less time, they are more likely to be 
less impacted with spend. 

At this early stage in the spread of 
COVID-19, only 7% mentioned being 
personally aware of someone they 
knew who had been diagnosed, 
and only around one-quarter felt at 
higher risk. Inversely, three-quarters 
should in theory be more open to 
continue their usual retail behaviours, 
with precautions. 

The final piece of positive news is 
that customers clearly see a role for 
retail centres as an essential part 
of their daily lives: they are not the 
problem, but part of the solution. 
When given options for managing 
the ‘openness’ of centres, customer 
endorse the most open option – 32% 
want to keep all locations open with 
precautionary measures, and by 
contrast only 19% want to close all 
locations temporarily.

OPEN
CLOSED

There is a silver lining: 
the C-BIT survey revealed that  
32% of customers want to 
keep all locations open with 
precautionary measures, and 
only 20% per cent want all 
locations temporarily closed.

The good news
05_
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Action 1
The most negative aspect of visiting a 
shopping centre was attributed to the 
numbers of other people, i.e., crowding. 
Given the social distancing measures at 
play, this concern is well founded and 
thankfully something landlords can address. 
In a similar way to the manner in which 
hospitality venues monitor and regulate 
traffic in and out, retail venues could cap or 
limit the total number of customers allowed 
inside at any one time. This would provide 
spacing between customers and a feeling of 
reassurance that risks are being minimised. 

Action 2
Lack of availability was the second most 
significant detraction from visiting retail 
centres, again an aspect which can be 
addressed. This issue can be addressed 
through a range of methods, whether through 
online inventory or stating dates when stock 
is expected to return. 

 
 
 

Action 3
Offering a home delivery service (either face 
to face at 1.5 m or contactless) were the two 
most preferred methods when not visiting a 
shopping centre. Landlords would be wise 
to establish an online portal and delivery 
service which combines the stock from all 
smaller retailers. There is a central role for 
the landlord to play because unlike one-off 
online orders, the use of online and home 
delivery at this point is seen as a replacement 
for the typical in-centre (multi-retailer) shop. 
There is a convenience benefit to combining 
one order across multiple retailers – not 
to mention the reduction in risk through 
unnecessary person-to-person exposure. For 
those centres with operating food courts, one 
of the logical starting points for a pilot home 
delivery service would be takeaway food. 

The way forward

What are the logical changes?
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Action 4
For customers who are visiting the retail 
centre, 16% indicated that they were not 
satisfied at all by the actions of their centre 
of choice to respond to COVID-19 (only 
11% extremely satisfied). Likewise 70% of 
customers were either ‘not satisfied’ or only 
‘slightly satisfied’ by the communications 
of their centre of choice in responding to 
COVID-19. Both of these areas represent 
opportunities for improvement. As time 
passes, retail landlords should gain a better 
sense of what their customers expect 
in terms of actions and communication. 
One theme present in the open-ended 
suggestions was the need to sanitise centres 
in a regular and visible way. This could be 
addressed through the greater presence of 
cleaners who are continually santising high-
touch areas. 

Action 5
When communicating with customers about 
COVID-19 actions, it is worth noting that age 
is a significant factor in determining the best 
channel. Over all channels (39% wanted 
on-site communication, 46% website, 43% 
social media, 50% email, 31% text message). 
However, as the graph displays, younger 
customers are more likely to desire social 
media and digital communications, while 
more mature customers prefer traditional 
in-centre messaging. 

The way forward

What are the logical changes?
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COVID-19 Business Impact Tracker (C-BIT) is 
quantitative research designed specifically for landlords 
and will provide your organisation with benchmarked 
industry data. Delivered via electronic means, the 
monthly research is conducted with your tenants and 
your customers.

Custom research

How are your tenants and customers 
responding to COVID-19?
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What information will it provide me?
• How your current customers have adjusted 

their retail behaviours with the emergence of 
COVID-19

• What direct impacts COVID-19 is having on 
your tenants’ businesses and the financial 
capacity to meet their requirements

• How you can better support your customers 
to help retain them long term

• How to predict the rate of recovery, based on 
past improvement

• How your customer and tenant sentiment 
benchmarks against your competitors

Value of this research

Anticipate
change

Support 
relationships

Minimise 
exposure

Capitalise 
on recovery

Tailor 
responses

07_
Custom research

How are your tenants and 
customers responding to 
COVID-19?
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What this information will allow you to do
• Minimise risk from the downturn by 

identifying exposed tenants or assets

• Support key tenants through this time of 
significant change

• Take action informed by how your 
portfolio compares to others within the 
market

• Prepare for the market rebound by 
identifying how best to manage the 
transition back to recovery

Timing
As this situation is quickly evolving, round 1 
of benchmarked research will commence in 
April 2020, with ongoing monthly results.

Pricing
Custom research can be conducted to meet 
your needs. Please contact us for further 
information.

Custom research

How are your tenants and 
customers responding to 
COVID-19?
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Value of this research

Anticipate
change

Support 
relationships

Minimise 
exposure

Capitalise 
on recovery

Tailor 
responses
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