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Key Covid-19 impacts on UK retail _!Retailji:conomics

The key impacts from Covid-19 on the consumer sector
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Looking back at the impact of Covid-19 _!Retail.E.conomics

Total retail sales fell c.20% in April 2020 as the impact of the lockdown decimated sales

Store-based retail sales
fell c.30% year-on-year
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Store-based non-food sales decline sharply. Online has picked up some of the slack and remains at elevated

levels
Non-food store-based
3,500 sales fell by c.70%
year-on-year
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The closure of non-essential retail stores necessitated a shift towards online with sales rising 73% in June

Sales growth Oct 2020
2500 Year-on-year
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A step change in the proportion of online sales

40.0%

35.0%

30.0% (\/

25.0%

20.0%

15.0%

% of total retail sales online

10.0%

5.0%

0.0%

Jan-08
Oct-08
Jul-09
Apr-10
Jan-11
Oct-11
Jul-12
Apr-13
Jan-14
Oct-14
Jul-15
Apr-16
Jan-17
Oct-17
Jul-18
Apr-19
Jan-20
Oct-20

Source: ONS



Looking forward
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What habits are you likely to change permanently as a result of Covid-19?
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As perceptions around the impact of the virus have settled, sentiment towards a permanent shift in the way we
shop, work and communicate have become more entrenched
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Have you started buying any products online that you always previously bought in-store because of Covid-19?

Respondents who answered “yes”
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Step change in online sales | RetailEconomics
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Online sales expected to reach 28% in 2020
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Transference of spending

_lRetailEconomics
|

Half of household expenditure has been disrupted because of the impact of Covid-19

Percentages of total consumption

Increasing
X Furnishings,
.e pe(étte(ilc Recreation & culture goods Purchase of vehicles household equipment Clothing, footwear & personal care
|mp§ @) & maintenance
Covid-19

Housing, water & fuel Food & drink Communication, health & other
goods & services

Source: ONS & Bank calculations

Rail, road, sea & other transport Operation of vehicles

Work-related
(7%)

Delayable
(23%)

Staple
(51%)



Higher-paying jobs are more likely to be able to WFH _lRetaili?:.conomics

Affluent households are likely to have better job security and higher willingness to spend
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What does this mean for UK retail?
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Identifying vulnerable sectors
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Electricals

Clothing

Store-based sales = £10.8 bn Store-based sales = £30.3 bn

Online penetration = 50.1%

Furniture and floor
Store-based sales = £11.4bn
Online penetration = 28.9%

Homewares
Store-based sales = £9.8 bn
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