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"As consumers across the US stay at home due to the
COVID-19 outbreak, the use of technology and digital
services has surged. While the short term impact of
COVID-19 highlights the importance of technology,
medium term there will be significant pricing pressure due
to the economic impact. In the longer term, physical
distancing will accelerate digital adoption."
- Buddy Lo, Senior Technology Analyst

This report looks at the following areas:
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The impact of COVID-19 on consumer behavior in the digital and tech space. RE PO RT NOW
How digital hardware and services will fare the post-COVID-19 slowdown
Home and personal electronics ownership and purchase intent
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While social isolation measures are in place to combat the spread of COVID-19, consumers resort to
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Telecommuting will shift home electronics spending from entertainment to productivity in the mid-term
Economic uncertainty will increase focus on pricing

Gaming industry to thrive amidst the lockdown and retain its audience

Consumer electronics manufacturing completely upended

How the crisis will affect key consumer segments

Increased digital usage among 55+

Impact among younger tech users will be economic

How a COVID-19 recession will reshape the industry

Discretionary spending cuts will hit consumer electronics

Telecoms won't be able to go back to pricing as usual
Figure 13: AT&T Instagram post - “Pledging To Keep You Connected,” March 2020

Figure 14: Verizon Instagram post — “We're here. And we're ready.,” March 2020

Recession could delay 5G device adoption
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Grocery delivery and big box retailers see record app downloads
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Third-party delivery companies forgo fees for restaurants
Figure 19: Uber Eats COVID-19 email, March 2020

Sustainability initiatives gain prominence within tech operations

What's Struggling

Higher data usage hits unprepared services
EU urged video streaming services to lower video quality to lessen the strain
Video game servers crash amidst rush to online gaming
Figure 20: #xboxlivedown tweet, March 2020
Robinhood investing service experiences outages during extremely volatile trading sessions

Supply concerns have retailers bracing for hoarding behaviors

What to Watch

Streaming services launch content earlier than anticipated during social distancing
Figure 21: Disney+ Frozen 2 Twitter response, May 2020

The Consumer - What You Need to Know

COVID-19 will shift consumer digital behaviors

Smartphones and laptops top personal electronics purchase intent
Online reviews remain a top resource for electronics shoppers
Younger women are app power users

More than half of the market relies on apps for three or more services
Higher-income, younger consumers seek sustainability from their tech
Multicultural consumers view wearable tech as success symbols

Younger consumers view apps as a more secure platform

Home Electronics Ownership and Purchase Intent

COVID-19 will likely depress purchase intent for various household electronics

4K UHD TV ownership holds at around 30%
Figure 22: Home electronics ownership and purchase intent, February 2020

Figure 23: UHD TV ownership and purchase intent, by UHD owners and non-owners, February 2020

Opportunity to increase wireless router ownership
Figure 24: Router ownership, by household income, February 2020

Smart speaker ownership continues to grow at a modest rate
Figure 25: Smart speaker ownership and purchase intent, August 2019 and February 2020

Entertainment products should get a boost amidst social distancing
Figure 26: Home electronics ownership and purchase intent, by age, February 2020

Personal Electronics Purchase Intent

COVID-19 will depress sales of personal electronics
Figure 27: Personal electronics purchase intent, February 2020

Earbuds more popular than headphones in hearables space
Figure 28: Personal electronics purchase intent, by age, February 2020
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Essential Resources for Tech Purchases

Two thirds of consumers found hands-on essential before COVID-19
Figure 29: Essential resources for tech purchases, February 2020

Figure 30: Essential resources for tech purchases (NET) - Across any surveyed products, February 2020

In-market shoppers want more resources before buying
Hearable technology

Smartphone shoppers

Laptop shoppers

UHD TV shoppers

Smartwatch/activity tracker shoppers

Tablet shoppers

Streaming media player shoppers

Video game console shoppers

Smart speaker shoppers
Figure 31: Essential resources for tech purchases, by in-market shoppers, February 2020

Services Most Accessed Using an App

App usage somewhat limited before COVID-19
Figure 32: Services most accessed using an app, February 2020

Millennials and Gen X most likely to use an app as the primary access method for financial services
Figure 33: Services most accessed using an app - Financial services, by generation, February 2020

COVID-19 could change age dependent behaviors
Figure 34: Services most accessed using an app, by age, February 2020

Younger women are more app reliant for apparel and food
Figure 35: Services most accessed using an app, by gender and age, February 2020

Repertoire Analysis of Services Most Accessed Using an App

Majority of consumers use apps to access three or more services
Figure 36: Number of services most accessed by an app, February 2020

Younger women lead app usage across categories, except investing
Figure 37: Number of services most accessed by an app, by gender and age, February 2020

Figure 38: Services most accessed by an app - Financial services, by gender and age, February 2020

Attitudes toward Technology and the Environment

Environmental and sustainability initiatives should increase consideration
Figure 39: Attitudes toward tech and the environment, February 2020

Younger Millennials willing to put their money where their environment is
Figure 40: Attitudes toward tech and the environment, by age, February 2020

Age, along with household income, drives willingness to switch
Figure 41: Attitudes toward tech and the environment, by age and household income, February 2020

Attitudes toward Technology and Image
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Age and income are strongly correlated with tech and image attitudes
Figure 42: Attitudes toward tech and electronics — Tech and self-image, by age and household income, February 2020

Multicultural consumers view wearable tech as status symbols
Figure 43: Attitudes toward tech and electronics - Tech and self-image, by race/Hispanic origin, February 2020

Men more likely to be self-conscious of their smartphone
Figure 44: Attitudes toward tech and electronics — Tech and self-image, by gender and age, February 2020

Attitudes toward Apps

Apps need to have continuous value for consumers to download them
Figure 45: Attitudes toward tech and electronics - Apps, February 2020

Nearly half of Millennials willing to pay for an app
Figure 46: Attitudes toward tech and electronics - Downloading and paying for apps, by generation, February 2020
Figure 47: CHAID analysis of “I am willing to pay for an app,” February 2020

App security is an issue - younger consumers have more confidence
Figure 48: Attitudes toward tech and electronics — App security, by age, February 2020

Appendix - Data Sources and Abbreviations

Data sources

Consumer survey data
Direct marketing creative
Abbreviations and terms
Abbreviations

Terms
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