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2020 CEO Outlook survey: Covid-19 special edition: i

70%

1 in 3

of CEOs worldwide say 
Covid-19 has accelerated  
digital progress

are concerned about 
organizing effectively  
for digital

70%

90%

say this has resulted 
in a more seamless 
customer experience

say their corporate purpose  
is driving action, 70% have a 
stronger connection to their 
purpose since the pandemic began
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From the UAE Customer Experience 
Excellence report:ii
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The UAE’s overall 
performance on customer 
experience has increased 

by 7% since 2018

Entertainment & 
Leisure is the leading 
sector for customer 
experience

Emirates Airline is 
again the number 

one brand, leading 
across The Six Pillars

Expectations and Empathy 
show the biggest 
improvement since 2018:  
+12% and +8%

7%

The top ten brands have 
put innovation at the 

center of their strategy
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Embracing the New Customer

Much has been written in the past on digital disruption and “the age of the customer”. 
The research suggests these previous movements, whilst relevant at the time, will be 
historical footnotes to the level of change businesses may now face. 
Through the difficulties of Covid-19, a changed customer has emerged with adapted behavior; some of the traits 
were already present but have been accelerated or sharpened. Some are timeless, long term, habitual psycho-social 
behaviors, but many attributes and refinements to purchase are new. This New Customer will be a hybrid of all of these 
and represents a paradigm shift in a post-Covid-19 world. 

Globally, consumers believe they will be living their lives very differently for the foreseeable future. They expect the 
brands they interact with – digitally or, as lockdown eases, physically – to deliver better, safer, and more seamless 
interaction at a lower cost.

More digitally savvy 

Covid-19 has amplified the need for easy access to products, services and information. Many 
customers are now comfortable using online channels to buy what they need. They are reducing 
physical purchase occasions and gravitating towards touchless shopping and contactless payment. 
Eighty-two percent of global consumers stated they are more likely to use digital wallets or cards in the 
future, as per the KPMG Global Covid-19 Tracker, Customer Connections: Competing in the new reality 
June 2020.iii

Use of chat technologies and social media has grown with a threefold increase in consumers who 
claim they use social channels, webchat, messenger apps and SMS chat as their main means of 
communicating with organizations.

Trust becomes multi-dimensional 

Integrity and trust are therefore two sides of the same coin. Integrity is how the organization thinks 
and behaves and trust is the outcome gained as a result. 

During lockdown, many customers have become more aware of environmental and corporate 
behavior. They are more questioning as to whether brands behave credibly when it comes to their 
environmental and social obligation. They have added further dimensions such as safety and support of 
the local community. They are concerned about data privacy and the security of interactions. They seek 
reassurance that all elements of trust are being controlled. 
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Customers benefited from the 
production or delivery capability 
of the business. They had little 
choice and bought products that 
were available and the best that 
could be achieved at the time.

The principles of Customer 1.0 
were still alive, supported by the 
development of consumerism and 
marketing. The concept of a brand 
first emerges, and demand for 
products and services were heavily 
driven by marketing.

Customer 1.0 Customer 2.0 Customer 3.0 Customer 4.0 Customer 5.0

Customer 5.0

Customer 4.0

Customer 2.0

Customer 3.0
Customer 1.0

(Pre-1950s) (1950-2000) (2000-2015) (2015-2020) 2020+

The customer evolution

The principles of Customer 1.0 and 
2.0 continue, though expanded by 
the explosion of globalization and 
the internet. Customer retention 
and loyalty are key features, and the 
focus of competitive action is on 
delivering the best possible customer 
experience.

The principles of Customer 1.0, 2.0 and 3.0 continue to evolve, 
but are now complicated by vast choices, online platforms 
and the emergence of a new type of customer. Influenced by 
Millennial and Generation Z values, the New Customer is one 
whose personal goals outweigh persuasive marketing: one 
who seeks to influence and be influenced by other customers; 
who employs new ways of working and thinking, who has high 
expectations that a provider will change the way they deliver 
to fit with their needs. And where the customer’s journey is 
their unique journey, businesses play a part in enabling them to 
achieve their goals.

The principles of Customer 1.0, 2.0, 3.0 and 4.0 
continue to evolve but have been heavily altered by 
Covid-19. The majority of customers will likely have 

moved online to a large extent, reduced their physical 
purchase occasions and gravitated towards touchless 

shopping and contactless payment. Self-service 
will prevail in a multitude of different ways and the 
desire to feel safe and secure will be ever present 

for the foreseeable future. Purchasing patterns have 
changed as many consumers shift from discretionary 

spending to essentials. Value and price will now 
be at least as important as other aspects of the 

experience. They are also changing more deeply, 
psychologically, as the New Customer may be more 

purpose-driven and demand integrity. A company’s 
environmental and social credentials will become an 
increasingly important factor in purchase decisions.
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