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The apocalyptic vision of a virus-consumed
world is something we would have expected
to see only on a big screen. The deserted
streets, closed shops, empty workplaces, with
us all under lock down is a scenario that we
did not imagine happening during our
lifetime. Nonetheless, some did expect this to
happen and their voices, just like in the script
of a catastrophic film, have been ignored.
 
Existential risks to humanity are predictable.
Apart from biological threats, like pandemics
or sci-fi movies of asteroids hitting the Earth,
the likely dangers that can affect our future
are associated with artificial intelligence,
advanced warfare technology and the
collapse of our ecosystems. The voices
warning us of the dark future ahead are not
heard because they appear improbable and
fiction-like, just like the current pandemic
would have seemed to us only in January this
year.
 
There is also another enemy lurking in the
populistic shadows – the discrediting of
experts and scientists. The politicising of
science will have great implications for our
future too. It undermines the value of
scholarly activity, affecting public trust,
leading to confusion and potentially opening
society for manipulation (aka Fake News).
 
With the official virus death toll in the US
reaching nearly 100,000 people, it is
surprising to see citizens protesting,
demanding the release of lockdown because
of claims that the virus crisis is a hoax. 
 Similar protests were held here in the UK,
taking place in London on the 16th May. ‘Anti-
intellectual’ movements have been prevalent
in the recent years across the western world. 

The apocalyptic vision of a virus-consumed An
American sci-fi writer Issac Asimov once noted:
“There is a cult of ignorance in the United
States, and there has always been. The strain of
anti-intellectualism has been a constant thread
winding its way through our political and
cultural life, nurtured by the false notion that
democracy means that 'my ignorance is just as
good as your knowledge.”  
 
But, perhaps ignorance is not at the core of the
problem. After all, ignorance in principle is a
simple acknowledgement of the lack of
knowledge that leaves one open for debate. The
true danger comes from belief that you already
know the truth, which offers no space for doubt,
questions or further exploration. The reflection
that comes here is one about education.
Somewhere along the way, in our progressive
societies, we fail to educate people effectively
about the value of science, leaving them
vulnerable to misinformation, which is
especially prevalent in today’s digital society.
 
We are, as you would expect, dedicated
advocates of scholarly findings, and in that
spirit, we continue to find information about the
most critical current topics. In this issue, you will
find articles relating to the Covid-19 epidemic.
 
 
We hope you will find the content of this In-
Brief magazine for partners of interest and as
always, we welcome feedback or proposals of
topics you would like to hear more about.
 
Stay safe and best wishes,
 
Olga Munroe
Head of the Retail Institute
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SHOPPING BEHAVIOUR CHANGE DURING THE
COVID-19 PANDEMIC

 The global pandemic of Covid-19 virus has dramatically changed our lives.  Although
many of these changes are temporary, we do expect some of the new rules and habits to
become a norm in the future. This article debates some of the potential long-term effects
on consumer behaviour and on wider society.

High-street retail has been under pressure
for some time now and it is perhaps
unsurprising that the ongoing crisis has
been the final straw for many. The surge in
bankruptcies and store closures announced
from well-known national brands such as
Debenhams, Oasis, Warehouse and Laura
Ashley is a trend we expect to continue, with
shops unable to open until June at the
earliest. However, with the no-large-
gatherings rule in place for majority of 2020,
and social distancing likely to impact on the
way we socialise, consumer interest in
fashion is likely to drop even further.  
 
Travel, horticultural, events or hospitality
sectors, which normally would be entering
their busiest and most prosperous time of
year, are severely affected with many under
risk of losing financial stability. TUI, the
Hannover based holiday provider
announced 8,000 worldwide
redundancies[1] despite securing a loan
from the German government. The vision of
summer holidays is becoming more of a
'Fata Morgana' especially as the Health
Secretary Matt Hancock announcing that
trips to sunny (or any other) destinations are
‘unlikely’[2]. The travel supply chain is
preparing for the gloomy scenario with
companies like Hertz[3]  announcing cuts for
4,000 jobs globally.  This might present an
opportunity for domestic holidays of course,
but it might also mean limited choice of
holiday providers going forward. 

Perhaps the issue of leisure, still a luxury spend
for many, is less worrying than the fact that
global consumer spending power is likely to
decrease way beyond 2020.
 
Whilst we are all aware that post pandemic we
are likely to enter a period of global recession,
there are discussions about  what will be the
shape of the economic fallout[4], whether we
will experience a ‘V-Shaped Recession’ being a
model with a steep decline but quick recovery
or ‘U-Shaped Recession’ with longer period to
recovery. With government measures to
counter the crisis with government
spending[5], there is hope we can avoid the
worst-case scenario.

How will the virus affect our pockets?

According to a recent poll administered by
Global Web Index (GWI), 44% of UK
consumers[6] report that the crisis has already
had an impact on the household’s earning
ability and consequently their spending habits. 
A decrease in income combined with
uncertainty around job stability will make
people more conscious about expenditure, but
once the lock down is eased, we might also see
consumer anxiety relax, which might
potentially lead to spontaneous ‘treat’
purchases. What will be interesting to observe,
is which of those newly developed shopping
behaviours, mentioned further in the article,
are likely to be adopted by consumers on a
more permanent basis. This of course, is
dependent on the duration of the ongoing
pandemic, the effect of loosening of
restrictions or any future subsequent lock
downs. 
 

Page  3



Why do we panic buy?

Restrictions in movement and closures of
food outlets other than supermarkets,
resulted in panic buying; a phenomenon
frequently observed during natural disasters
or humanitarian crises. Stockpiling non-
perishable groceries, like pasta or rice, toilet
paper or cleaning detergents is what we
observed in the first weeks of the lock down.
Irrational hoarding[7] of goods is caused by
combination of limited or conflicting
information, fear of commodity scarcity
fuelled by media reporting or misinformation,
contagious nature of panic and feeling of lack
of control during uncertain times. The
stockpiling behaviour leads to increased
purchases of products considered to be
interchangeable, like nappies and kitchen
towels. This has led to issues with
infrastructure, such as blocked pipes. Future
stockpiling might occur again, if we
encounter another spike number of
infections. A research on consumer behaviour
post-earthquakes in Japan[8] tells us, that
consumers “who experienced emergency
situations appeared to internally justify the
stockpiling behaviours” post emergencies.  It
is therefore likely, that any future product
shortages might fuel  a shopping panic once
again if the virus reaches another peak.
Whether this anxiety about produce
availability continues in the long term, with
people hording non-perishables post
pandemic, is dependent on the duration of
the crisis. 

How do we spend our money?

There has been a 49% increase in grocery
spend among the UK and US households, as
reported by the aforementioned GWI poll,
with 20% or respondents spending less and
31% noting they spend as before the crisis.
The return of the weekly shop is enforced by
the pandemic measures in place, and it is
likely to turn into a more permanent feature.
People are keen to shop for limited period of
time, once a week or less, with larger, at times
double, basket sizes.  Buying in larger
quantities, with decreased sensitiveness
around product quality is dictated by
consumer unease about availability of
essential products and food. Remarkably,
GWI research showed that baby boomers are
more likely to remain faithful to their pre-
Covid shopping patterns with 45% sticking to
their usual budgets. For higher income
households the spending is slightly increased
compared to low earners (57% vs. 51%,
respectively) with more fresh food produce in
baskets (50% vs. 39%), compared to more
canned and frozen item of people with less
disposable income. It comes as no surprise
that home cooking and baking are now
prevalent among all demographic groups
and the increased demand on good such as
flour or yeast have caused shortage of these
products. Kantar reports[9] that sales of flour
were up 92% in March, compared to same
period last year, presenting a challenge to the
supply chain.  
 

For higher income households
the spending is slightly

increased compared to low
earners (57% vs. 51%,

respectively) with more fresh
food produce in baskets (50% vs.
39%), compared to more canned
and frozen item of people with

less disposable income. Page  4



The same source notes some gender
differences in shopping habits with men
(53%) more likely to make higher spend
purchases compared to women (45%).
Millennials and men are also most likely to be
planning big-ticket purchases after the crisis.
The survey results see women prioritising
necessary items and household bills, with
men placing more emphasis on maintaining
fitness and productivity at work.

The Boom of Online

Generational differences in shopping
behaviours activities paint an interesting
picture.  The adoption of online grocery
shopping has been more prevalent among
older consumers. It might be prudent to
assume that due to social distancing
measures which are likely to continue for
some time past 2020 (if no vaccine is widely
available), we might see this most  vulnerable
group in our society remaining reliant on
online food delivery models. Older internet
users are more concerned about availability
of items, with over half of Gen X and baby
boomers thinking that compared to 31% of
Gen Z, GWI reports. Gen Z and millennials are
more likely to be stocking up on frozen foods
than canned, while the reverse is true for Gen
X and baby boomers. Overall, the millennials
are showing most widespread dependence
on online channels for food to other
generations, with 36% relying on takeout
deliveries or meal subscriptions (10%). Whilst
millennials enjoy streaming of media services
for entertainment, Generation Z maintained
their interested in fashion.
 
With the growing demand for online,
customers find themselves frustrated by the
inability to book deliveries, unavailability of
favourite items or are unsatisfied with
substitutes. This new demand is forcing
businesses to expand their online operations,
with Amazon US adding 100,000 new
positions to its delivery network (including
across Amazon Fresh and Whole Foods)[10].
Closer to home, the UK fashion retailer Next
was forced to close their online shop due to
overwhelming demand hours after it opened
for the first time.[11]  
 
 

At the end of April, the CEO of Tesco, Dave
Lewis disclosed that the retailer has “broken
through the one million online delivery slots a
week for the first time” [12], achieving an
“increase in online capacity of 103% in the
space of a few weeks, growth which would
normally take years.” An analysis from
Kantar[13] states that the online grocery now
accounts for 10.2%, compared to 7.4% a
month before (March). They also note that
over-65s spend 94% on online deliveries than
a year ago. 
 
 

Ocado, the online food retailer, saw their
revenue soar 40%[14] in the second quarter,
compared to 10% in the first quarter of this
year. To cope with the demand, the company
limited bottled water deliveries, to free their
vehicles to transport more goods to more
customers. The surge of demand, left some of
the Ocado “smart pass” customers more than
disappointed. The loyalty scheme that costs
customers £70 annually for a range of priority
benefits, including free deliveries, left shoppers
unable to book a time slot or even access the
website at times. Customers took to Twitter to
vent their frustrations and anger, not
particularly empathetic to challenging times,
demanding better communication from the
retailer. 
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The pandemic led to an increase in sales for
health and wellness products[15], including 
 supplements and immunity boosters. This is
of course in addition to house cleaning
products and Covid specific items, such as
masks or gloves. Keeping healthy, when it
comes to nutrition or physical activity, has
been widely talked about. For Millennials[16],
mental health has been a priority. People on
lower income put slightly more pressure on
keeping a positive attitude (61%) in
comparison to higher earners (49%). These
latter groups appear to put more value  on
keeping up their fitness.  The health trend has
been prevalent before the pandemic and is
likely to continue, especially that for some
lock down limited our ability to exercise and
tested our fridge-related will power. Despite
consumers stressing the importance of
health, the sales figures for alcohol show
another story. The off-licence alcohol figures
soared to 31% in volume, and online
purchases for this category increased by 4%
compared to 2019[17].  It has been estimated
that over “8.6 million UK adults are drinking
more frequently under lockdown”[18] leaving
some charities concerned it will contribute to
more long term habits, that apart from health
risks, include fires or domestic violence.
 
 

On a lighter note, (or potentially a heavier
note in the long term), we see stable figures
for mainstream chocolate consumption, with
some struggle in the gifting category.[19]
 
It has been noted that the levels of hospital
admissions[20] of patients with strokes and
heart disease has dramatically declined,
along with other acute conditions. The
reasons for this phenomenon are not
completely clear as yet, but some theories
claim that people who are experiencing
health emergencies are not seeking help due
to fears of contracting a virus in hospital
environment, or that the lock down has
removed some of the triggers for these
incapacitating conditions such as stress,
excessive eating or drinking.  The latter is
seen by medical doctors as less likely. Air
pollution might also be a factor, we already
know it affects asthma or coronary heart
disease. Whilst we fight and fear the
coronavirus, it’s worth remembering that it is
cardiovascular disease which remains the
number one cause of death in the world[21],
taking 17.9 million lives annually. 
 

The off-licence alcohol figures soared to 31% in

volume, and online purchases for this category

increased by 4% compared to 2019.  It has been

estimated that over 8.6 million UK adults are

drinking more frequently under lockdown (...). 
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What about the environment?

The global restrictions in human mobility
provided our planet with a welcome
‘breather’ from carbon impact. The UN[22]
reports that a reduction in road traffic,
manufacturing, and 60% drop in global air
traffic provided a temporary improvement on
air pollution figures, reduction in noise
pollution encouraging wildlife to reclaim the
world, and at times, even our town or cities. 

However, we face new challenges. Global
quarantine measures brought the closures of
recycling centres and waste sites resulting in
an increase in fly tipping[23].  Littering has
also not gone away despite lockdown
restricting availability of convenience goods –
and the place of our ‘favourite’ littering items,
such as plastic bottles or chocolate wrappers,
has been taken by much more hazardous
waste like protective gloves and face masks
(not to mention vermin attracting dog waste
bags) that can potentially harbour virus. This
highlights our troubled relationship with
waste and environment, exposing the true
culprit behind this casual and mindless
polluting behaviours.  
 
There is also a debate over increased volumes
of agricultural goods[24], caused by the
temporary spike in food purchasing, which in
effect led to increased food waste. The
organic waste presents an environmental
challenge due to levels of methane
emissions.  There is no data of course on
household food waste during this period
however, we should not assume that
consumers manage resources better with
less frequent shops, because simultaneously
we are experiencing over-purchasing of fresh,
perishable goods and these, that when not
consumed, will end up in the bin.  
 
There has been some interesting
developments in the recent shift towards
reduced packaging and plastic pollution
efforts. The coffee chain Starbucks has
banned use of personal cups to reduce risks
of contamination[25], temporarily returning
to single use cups.  In the US, where at the
end of last year nine states have committed
to implement bans on single-use plastic 
 

bags[26], the fears of contamination from
reusable grocery bags paused the
implementation of the legislation, and consumer
are encouraged to use single use bags instead. A
recent study from International Food Information
Council[27] showed that 43% of survey
respondents said that they buy more packaged
goods, however there is no insights into whether
that’s due to retailers removing an option of fresh
loose produce or consumer perceptions of foods
being protected by plastics. It is possible, that the
health and contamination worries, temporarily
alleviate concerns about the environmental
pollution and perceived over-reliance of plastic.
 
 
 

What the Covid-19 pandemic has sadly
highlighted is a lack of processes for global
cooperation in developing joint, mass scale
solutions for global crises. There has been a  lack
of frameworks for sharing best practice.    This
includes the wider adaptation of the already live
and functional South Korean App for tracking
infections.  There has also of  global mobility
with compulsory health checks or quarantine
for travellers and missing coordination on lock
downs.  These all contributed to the escalation
of the pandemic, and are not a great omen for
future collaborative international effort to avoid
the pending humanitarian and environmental
catastrophe of climate change.

Image: Guardian, Llandudno goes from ghost town to goats’ town
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Dr Helen Holmes & Prof Michael
Shaver,  University of Manchester

HOW CORONAVIRUS REVEALS OUR
UNBREAKABLE BOND WITH SINGLE

USE PLASTIC

We have all seen or read the news reports –
panic buying hand sanitiser, rationing
antibacterial wipes; extortionate prices for
protective masks on the internet; Starbucks
and other cafes banning the use of personal
cups in its stores for fear of contamination,
prior to their temporary closure. As
coronavirus bears down on society, single use
plastic steps up in an unprecedented way.
Just as David Attenborough’s Blue Planet II
bought about a ‘plastic revolution’ (Guardian,
2019), revealing the devastating global effects
of our reliance on plastic, so coronavirus is
showcasing it. Recent environmental wins
such as the growing widespread use of re-
usable products, such as coffee cups and
water bottles, and heightened public
awareness of the challenges of single use
plastic pale in comparison to the threat of a
global pandemic.
 
And who can blame people for wanting to
protect themselves and their families through
whatever means they can? With so many
unknowns about coronavirus, precautionary
measures to ensure good hygiene and keep
germs at bay seem sensible regardless of the
materials involved. The unique features of
plastics have led to its dominance of the
healthcare, food retail and manufacturing
industries for the last 50 years: exceptional
protection against oxygen and water,
exemplary hygienic qualities are coupled to
value for money and low carbon footprint.
Disposable plastic has revolutionised modern
healthcare enabling time consuming,
energetically demanding, and costly
sterilisation practices to be replaced with a
plethora of flexible, low-cost polymers which
can be made into all manner of hygienic
medical equipment – masks, aprons, wipes,
surgical instruments, IV bags, cannulas,
blister packs, medicine bottles, scrubs – the
list is endless (National Geographic, 2019).
Single use plastic has quite literally been a
global life saver.
 
 

As society has recognised the pollution power of
disposable plastics, is the response going too far?
Images of dead baby turtles, their stomachs filled
with multiple pieces of plastic (Guardian, 2019), soil
riddled with ill-marketed biodegradable plastic
bags (BBC, 2019), or the growing realisation of nano
and micro-plastics released from plastic products
and finding their way into terrestrial, marine and
atmospheric environments (UN Environment
Programme, 2018) have incited a backlash. We
know our reliance on plastic needs addressing
urgently; and none more so than single-use.
 
Are we to do away with plastic?  Should we live in a
plastic free world? Coronavirus, and indeed our
entire remarkable medical practice highlights the
dangerous consequences.
 
 
 
 
 
So what about reframing how we think about
plastics? Rather than seeing them as something
disposable and of little residual value once they
have protected our food, or sterilised a surface with
an antibacterial wipe (Surprise! Those are polymer
based!), what if we redefine their material value?
The food recovery sector (food banks, food
redistribution networks) has highlighted that food
waste, such as the 1.9 million tonnes wasted by the
UK food industry each year (WRAP, 2016), needs to
be re-categorised not as waste but as surplus.
What can and should we do with our single use
plastic surplus? And how might this negate the
sudden surge in single use plastics from
coronavirus fears?
 
At present only 34% (WRAP, 2018) of UK plastic
waste gets recycled. Even this recycled component
is fraught with problems: 60% of UK plastic waste is
shipped to countries in the Global South to deal
with, reshaping the life cycle assessment of what
should be a circular

So what about reframing
how we think about plastics?
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process by increasing its carbon footprint
through moving the waste thousands of
miles. Furthermore, much of the waste which
is exported is incinerated, not recycled. As
countries are shutting their doors to exported
plastic waste, citing issues of contamination
and low return on investment, new end-of-
life pathways are urgently required
(Guardian, 2019). In sum, currently plastic
recycling is minimal, inefficient and hindered
by contamination from other sources. 
 
Our interdisciplinary research team joins
together social science with material science
to develop a circular economy of plastics. In
keeping with WRAP’s UK Plastic Pact our
work seeks to keep plastic out of the
environment and ensure that all plastic is
either re-used or recycled. Our aim is to
revalorise plastic waste (our plastic surplus)
and to provide a hierarchy for plastic
recycling. A bit like the food waste
pyramid the plastic hierarchy determines
whether plastic should be:
 
 

What we choose to do is the process which
retains the most value, meaning that
something intensive like chemical recycling is
ideal for contaminated health waste or “non-
recyclable” mixed plastics. The surge in single
use hygiene items following coronavirus could
then be recycled if we have the right
infrastructure!So how do we deliver on this
potential future? A key component is the
standardisation of waste management
systems. UK household waste management is
fragmented and confusing – what goes in
what coloured wheelie bin really depends on
your local authority’s priorities (BBC, 2014). Not
only does this lead to confusion but it also
leads to contamination as items end up in the
wrong bins. We are developing the concept of
“One Bin” to standardise plastic waste
collection meaning there is one bin for all
plastic waste – including our wipes, masks and
sanitiser bottles. The surplus plastic in One Bin
will then be sorted and valued according to the
plastic hierarchy and all waste/surplus will be
recycled.
 
We certainly do not condone panic buying,
and urge caution in forgetting the efforts we
have put into shifting towards a reuse
economy, but we do realise that this global
crisis has heightened plastic product visibility.
Whilst coronavirus may have us stocking up on
products which overtly or covertly contain
plastic, we can take heart in knowing that once
this is all over we can go back to our growing
ethos of re-use (Independent, 2018) and know
that should another pandemic strike, our
recycling systems may next time have a robust
One Bin system to ensure no plastic is released
into the environment.
 
 

Re-used (the primary and most desirable

route, but not always feasible – we’re not

going to reuse those facemasks!) 

Mechanically recycled (reprocessing of

plastic without changing the chemical

structure – turning a bottle into a new

bottle, or at worst downcycled into a

cheaper product)

Chemically recycled (plastic is broken

down to its molecular components –

polymer to monomer – through either

selective processes like depolymerisation

or unselective transformations like

pyrolysis which can then be used to make

virgin plastic).

1.

2.

3.

 

  
Thank you to Discover Society, Dr Helen Holmes  and Prof
Michael Shaver for sharing this article with the Retail Institute.   
 Dr Helen Holmes is a Lecturer in Sociology at the University of
Manchester.  Her work focuses on materiality, consumption and
diverse forms of economy. Prof. Michael Shaver is the Sustainable
Materials Champion for the Henry Royce Institute and Professor
of Polymer Science at the University of Manchester.  
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Lobbying government through the GPMA (Graphics, Print & Media Alliance) and by
working with other trade associations such as the BCF (British Coatings Federation).  
Offering free places on the EFIA on-line training Academy for furloughed staff
Launching new benefits such as support in human resources and health and safety

The board of The European Flexographic Industry Association (EFIA) has reported that the
flexographic printing and converting industry has remained buoyant in the UK and Ireland
despite the impact of the COVID crisis in recent weeks.
 
Many of EFIA’s members supply the food, drink, hygiene and pharmaceutical sectors.  Most
companies are doing well and remain buoyant.  This is despite the many challenges of
adhering to Government guidelines on keeping employees safe and shortages on supply
such as ethanol, one of the key components for the inks for the flexible packaging sector.
 
Packaging is critical to supply chain efficiency and therefore it is absolutely correct that it
has been deemed an essential sector. However, it is also tremendously important that EFIA’s
members can operate safely and successfully during this period
 
As the industry’s trade association, EFIA is doing all that it can to support member
companies affected including: 
 

 
What we do know is that this is a fantastic sector and while things may be a little different
when we emerge from this healthcare crisis, the flexo industry will continue to be strong
and adapt to whatever comes its way.

EFIA REPORTS THAT THE FLEXO
INDUSTRY IS BUOYANT DESPITE

THE COVID CRISIS
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BRITISH GLASS IS JOINING THE PAN-
EUROPEAN CONSUMER MOVEMENT
FRIENDS OF GLASS IN CALLING ON
BRANDS TO MAKE THE SWITCH     

 BACK TO GLASS.

The move comes after a new survey shows that shoppers are reporting that 
their favourite brands have started using less glass packaging.
 
The independent survey* of more than 10,000 consumers across 13 European countries, found
that in the UK, 32% could no longer choose to buy their regular shopping favourites in glass.
 
However, despite this drop in availability of popular products in glass, the same survey
showed that 57% of consumers in the UK still prefer glass because of its superior
environmental credentials.
 
Victoria Adams, Senior Communications Officer at British Glass, which manages Friends of
Glass in the UK, said:“While it is disappointing to see a shift away from glass by certain
brands, the survey confirms that glass continues to enjoy the strong support of the
consumer, who recognise it as one of the most sustainable forms of packaging.“Not only is
glass infinitely recyclable without a drop in quality, recycled glass is also a vital resource for
making new bottles and jars, helping to reduce CO2 emissions and raw material use”.
 
According to the survey, the environmental impact of packaging is seen as an important
decision driver in food and beverage purchases across Europe, with the majority of
consumers (3 in 4) ‘highly concerned’ about littering of food containers and 1 in 3
respondents citing this as their most important consideration. At the same time, 46% of
Europeans state that they have significantly decreased their consumption of plastic to
prevent littering in the environment.
 
Glass consistently scores as the most environmentally-friendly packaging material too:
overwhelmingly, it comes out on top in addressing contamination and environmental issues,
particularly when it comes to avoiding food littering (43%), avoiding packaging waste (43%)
and addressing climate change (48%).
 
Mrs Adams added:“As we prepare to mark another Earth Day, it’s great to see that not only is
glass recycling performing well  in the UK, with a collection rate of 67%, but that the benefits
of glass packaging and recycling strongly resonate with consumers.“Our ambition, alongside
that of our European colleagues, is to increase recycling rates by achieving a collection rate of
90% by 2030 and the full recycling of collected glass packaging through the European Close
the Glass Loop project, as well as increasing recycling targets for glass in the UK – We want
people not just to recycle, but recycle more and better.“Ultimately, we all get out what we
put in, which is why we’re urging everyone to join us in our effort to collect and recycle every
single glass bottle, to look after our environment now and for generations to come.

Page 12



The increasing spread of COVID-19 worldwide has caused unprecedented circumstances in times of
peace, and consequently, food retail has found itself at the forefront of the emergency due to its very
function of supplying the population with basic goods – notably food.  
 
Our members have acted swiftly and coherently in managing the crisis. This has entailed complying
with far-reaching measures made mandatory by national governments in the overall effort to contain
the spread of the virus, which has required varying degrees of re-arranging in-store operations so as to
guarantee at all times a safe environment for consumers and personnel.
 
In addition, members have seen interrupted opening hours and without exception, the challenge of
guaranteeing supplies in spite of rampant panic buying.
 
E-commerce 
The big winner from this crisis. Food retailers with strong e-commerce channels saw their operations
grow exponentially while others needed to quickly cope with the emerging situation. The purchase of
food products was traditionally not so strong online but the situation evolved rapidly with more
customers preferring the mouse click over the shop visit due to safety concerns.
 
However, this often resulted in an e-commerce overload, so businesses have had to prioritise
deliveries according to the citizens most in need. A recent move saw the offer of pre-packed
boxes of essential goods for delivery, an initiative which is likely to be massively emulated.
     
Trends in the e-commerce field indicate that we all may see our grocery shopping delivered
home by robots and drones in the not so distant future, with many retailers gurus preconizing that the
biggest threat to brick-and-mortar retail is the current version of themselves, meaning that only who will
now go boldly and courageously online will be able to make it through the crisis.   
    
Examples of extended responsibility from our members:
 
 1. Coop Norway teams up with the postal service for food shopping home deliveries. A new home
delivery service for groceries has been launched through an effective online  ordering platform on
Coop's website. Deliveries are ever-faster now "through the mail"
 
2.. The Co-op (UK)  delivers food to the needy. Using Deliveroo, it has begun a secret trial in one area of
Wales taking orders via a hotline and using local Co-op volunteers to deliver food to vulnerable and
elderly locals. 
 
3. Coop Italy launches new TV commercial to communicate action during COVID19 pandemic.  A
shopping list full of wishes and expectations: this is the idea of the new TV commercial launched to
show Coop's commitment to the Italian population during these difficult times. 
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RESEARCH SNIPPETS 
A flash of interesting research & industry headlines 

Coronavirus Outbreak To Cost  Retail Sector Almost £13bn  
The impact of coronavirus crisis will wipe £12.6bn from retail sales this
year, according to preliminary forecasts by analysts at GlobalData. This
is equivalent to more than Aldi’s total UK sales last year. 

Our ability to focus may falter after eating one meal high in saturated fat
Fatty food may feel like a friend during these troubled times, but new
research suggests that eating just one meal high in saturated fat can
hinder our ability to concentrate -not great news for people whose diets
have 'gone south' while they're working at home during the COVID-19
pandemic.

Doctor says NHS applause is leading to spike in injuries
An A&E medic is warning that the weekly nationwide clap for NHS staff has resulted in a spike
in accidents and injuries. Dr Richard Pilling, a consultant surgeon in Yorkshire, says there have
been “interesting little peaks in accident rates” following the rounds of applause on Thursday
nights. In one incident, a woman fell and cut her knee. Dr Pilling urges people to “be a bit more
cautious”. 
 

Superdrug becomes first retailer to offer DIY kit to test for Covid-19 antibodies
 It costs £69 and users need to take a blood sample at home which is sent off for testing
Superdrug said it was “confident” in the accuracy and reliability of the test but experts have
expressed caution.  

Orange-juice prices soar with Americans seeking immunity boost
Orange juice prices are soaring, making it this year's best-performing commodity, as
Americans load up on the beverage in an effort to boost their immune systems. 
US retail sales in the four-week period ending April 11 increased 46% from a year earlier to 44
million gallons, the most since January 2015, according to the Florida Department of Citrus,
which cited data from Nielsen. 

Animals take over during COVID 19 Lockdown. 
As Mumbai's humans are told to stay at home, the flamingos are taking over the city. 
 Millions of the city's human residents are at home to limit the spread of COVID-19.  But
tens of thousands of flamingos have arrived to turn the lakes and wetlands pink. Flamingos
are among the migratory birds that come to southern and western India's coastal regions
after their breeding cycle of mating. But it is rare to see them arrive in such numbers.
Clearer skies, quieter streets and cleaner air are thought to have made the usually polluted
city more attractive to bird life.  Also, Ducks have been seen wandering along the roads of
central Paris, deer in urban Japan, pumas in Chile, peacocks in Dubai, and cows sitting on
beaches in Corsica.  
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