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Introduction
The COVID-19 crisis has touched nearly every corner of the world and its effects continue to be
felt globally.
The lockdown measures implemented across Africa varied considerably. Whilst the economic
effects of these lockdowns are likely to last into the future it is important that we gauge the
impact had on citizens to understand how their behaviour and spending patterns have changed.
The aim of this report is to highlight Kenya’s handling of the crisis and to provide insights which
are both tangible and actionable for our readers.
By using our mobile enabled AI technology and experience in accessing audiences in emerging
and frontier markets we explored a range of topics including;

● How Covid19 has affected the livelihoods of the general public across specific African
countries
● Changes in consumption patterns and behaviour
● Financial concerns and stability
● Perception of government support.

1. https://www.worldometers.info/coronavirus/
2. https://covidtracker.bsg.ox.ac.uk/stringency-scattera
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Research
Methodology
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Research Methodology
With the restrictions on movement and closing of borders, our mobile survey platform proved to
be an efficient and effective way to reach respondents. All of the questions asked were designed
by the Survey54 research team and administered in English. Deployment of surveys took place
between April 10th and May 10th, respondents were located in sub-Saharan Africa namely South
Africa, Kenya, Ghana and Nigeria all key economic countries within their respective regions.
To ensure diversity of perspective surveys were deployed via our App (85%) for those with
access to the internet and 15% conducted via USSD. Giving us the opportunity to reach
audiences without access to smartphones or internet connections who tend to fall in the lower
income threshold. A total sample of 4000 surveys was collected across all countries in Africa.

Countries that were included in the survey:

- Kenya
- South Africa
- Ghana
- Nigeria
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Audience
Our respondent database consisted of
mobile subscribers in each country that had
been onboarded and pre-certified.
The sample was nationally representative of
age, race, gender and socio-economic
background. The demographic of those
surveyed was truly representative with
students, business owners, unemployed
and full/part-time employees all part of
study.

Questions asked to respondents in the survey included:
●
●
●
●
●
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Do you feel your government has supported you during Covid 19?
Have you been financially affected by Covid 19?
Have you changed or do you plan to change your spending patterns?
Have you changed or do you plan to change your spending on meal delivery & takeout?
What would make your life easier during the lockdown?

A snapshot from
the continent
Government support

Ghana

70% (yes)

30% (no)

Nigeria

18% (yes)

82% (no)

Kenya

47% (yes)

53% (no)

South Africa

32% (yes)

68% (no)

Spending on groceries""

Ghana

46% (less)

36% (more)

18% (same)

Nigeria

55% (less)

14% (same)

Kenya

48% (less)

South Africa

45% (less)

31% (more)
34% (more)
31% (more)

18% (same)
24% (same)

Spending on meal delivery

Ghana

56% (less)

Nigeria

75% (less)

Kenya

71% (less)

South Africa

75% (less)

20% (more)
15% (more)
16% (more)
12% (more)

24% (same)
10% (same)
13% (same)
13% (same)

Spending on data

Ghana

68% (more)

Nigeria

53% (more)

Kenya

70% (more)

South Africa

49% (more)

12% (less)
18% (less)

29% (same)
20% (less)

18%(less)

20% (same)
10% (same)
33% (same)

Financial concerns
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Ghana

55% (yes)

45% (no)

Nigeria

94% (yes)

6% (no)

Kenya

91% (yes)

9% (no)

South Africa

78% (yes)

22% (no)

Kenya Results
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Kenya Results
There were 1,000 respondents who covered the following demographics.
The survey was predominately answered by young people with 88% covering the 16-34 age group.

No of

Age

Gender

respondents

= 1000

16-50

Male 53%
Female 45%
Didn’t answer 2%

The employment status of those who responded to the survey showed a large proportion (28%)
were currently without a job but were looking. Only 6% were employed full time in a position which
required 40+ hours of time. This unemployment rate is higher than that reported by the World Bank
who suggest that in 2019 the unemployment rate was at circa 2.6%. The rise to 28% is likely to
reflect the economic turmoil that has befallen many countries as a result of the lockdown that each
state has imposed in order to reduce the impact brought on by COVID-19. There was also a high
proportion of students in the study with 58% of respondents currently not in employment but
studying full time.

3. https://data.worldbank.org/indicator/SL.UEM.TOTL.ZS?locations=KE
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Consumer Spending
One of the elements of gross domestic product (GDP) is consumer spending. When this reduces it
has a knock on effect to the whole economy. How pronounced that effect is is of course dependent
on the proportion of consumer spending within GDP as a whole and the drop in spending itself. One
of the most devastating aspects of the lockdowns from a financial aspect has been the inability of
people to spend how they did before. Either because they have no work or more simply because
they cannot leave home.
In order to ascertain how the lockdown has impacted on Kenyan’s spending patterns and
behaviours we asked a series of questions relating to consumer spending which are analysed
below.

GROCERIES

During the lockdown there has been evidence of a rise in consumer spending in the groceries
sector for some countries whereas other sectors have seen falls in spending. Looking at the
situation in Kenya we can see that the situation is slightly different with 48% saying that they will be
looking to spend less on groceries with 34% saying they would be spending more. With over half of
the country potentially spending less on essentials like groceries it paints a worrying picture for
GDP going forwards. One forecast predicts a fall of 2.5% in 2020 before the metric rebounds by
2% in 2021. This would be welcome news for the country, but will be dependent on consumers
regaining confidence in their incomes and the economy as a whole.

Have you changed or do you plan to change your spending habits Groceries?

Spend less

Spend more

Spend same

48%

34%

as before 18%

4. https://eiu.bvdep.com/version-201972/cgi/template.dll
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One area which could give clues to consumer confidence is spending on luxury items. Generally
these are the first things to be dropped when there is a fall in income. The next question we asked
respondents to our survey was how they would alter spending on takeaway meals. 71% said they
would spend less on meal delivery and take out with 13% saying they would spend the same and
16% saying they would spend more. It is probable that when there is a feeling of confidence in the
future direction of the economy and jobs people will begin to spend more on luxury items such as
takeaways.

LEISURE

As citizens looked to deal with the lockdown imposed upon them by altering their spending patterns
and habits, leisure emerged as an interesting area to analyse. With so many restrictions on what
could be done, people had to adjust their expectations and the way they spent their time. One of
the questions that we asked in this survey related to how much people were expecting to spend on
online classes. 73% of respondents believed they would spend more on this with 17% saying they
would look to spend less and 10% spending the same. By comparison to other countries within the
region the number of respondents indicating they would spend more was fairly high. This suggests
that people are changing not only their spending habits but how they spend their time. Companies
in this sector will be looking to try and keep new customers when the lockdown begins to ease.
There may also be some correlation with the increase in this area and higher unemployment. People
may be looking to boost their chances in a competitive market by using their time to learn new skills
online whilst attending a class face to face is impossible.

Spend more

Spend less

Spend same

73%

17%

as before 10%

5. https://www.itv.com/news/2020-05-01/fitness-industry-exercise-home-gym-lockdown-coronaviruscovid-19-workout/
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The fitness and wellness sector has relied heavily on technological innovation to attract and retain
customers during the lockdown. Many businesses are now offering classes and courses online
using video conferencing facilities such as zoom. Our survey asked respondents how they intended
to change their spending habits on online wellness and fitness. 51% said that they would be looking
to spend more with 30% saying they would look to spend less and 19% looking to spend the same.

Spend on Fitness

51%

Spend more

30%

Spend less

19%

Spend same
as before

This trend has been observed in other areas such as the UK where the Les Mills group has seen
demand for its online classes rise by 900% as people look to replicate gym sessions in their own
homes. Companies that have adapted to changing habits have managed to keep afloat amidst the
restrictions imposed on them by governments but it is also crucial that companies are in a position
to react to people’s change in behaviour as we begin to come out of lockdown.
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Personal Finances
With consumer spending and confidence having such a profound effect on any economy the
lockdowns have created havoc as unemployment and restrictions on movement have lowered both
spending and confidence.
We looked to investigate the situation in Kenya and see how COVID-19 had affected the personal
finances of people in the country. The first question relating to this section asked our respondents
whether or not they feared for their personal finances during the lockdown. A staggering 91% said
that they did with only 9% saying that they had no fear for their finances during this time. With such
a large number of people in this position it follows that they would cut spending in order to try and
save money should their income fall or even stop which was reflected in the answer to the question
seen earlier on groceries. Unfortunately, fear and the decision to save rather than spend can have a
detrimental effect on the state of an economy.
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9% not

91%

concerned

concerned

In order to try and assess the real impact of the pandemic on personal finances we next asked if
respondents had seen a drop in income since the lockdown started. 80% said they had with the
remaining 20% not being affected.

Drop in income

same as

80%

before 20%

This represents a large proportion of the survey and reflects the decision of those seen in the
previous questions that have decided to constrict their spending as a result. One of the most
striking differences in government’s responses to the crisis is how they have attempted to support
those that have been affected. Globally the levels of support have differed, in some regions
employees have been able to ask for 80% of pay if they are not able to work as a result of
COVID-19 and are at risk of redundancy. In Kenya this support is limited to less than 50% of
income that has been lost. Clearly the ability to offer this type of support depends on the financial
stability of the nation and the nature of the work, with the informal sector being a significant
contributor to the Kenyan economy. However, maintaining or restoring confidence in the economy
is likely to be crucial to navigate away from the possible recessions that will occur as a result of the
lockdowns.
The next question that was asked in this series related to how much respondents income had fallen
as a result of the pandemic. 53% said that they now had no income which is a huge amount and is
worrying not only for those individuals but also the wider economy. 24% said they had seen cuts to
income of 30% with 15% saying that they had had cuts of 20% and 8% experiencing a cut of 10%.
It is vital that those that need support are provided with it in order to maintain a reasonable
standard of living. It will be interesting to see how people change their habits when the lockdowns
are completely relaxed and as they enter recovery mode.
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Public Sentiment
During the survey we attempted to ascertain the general feeling of the population in Kenya. One of
the questions relating to the infrastructure within the country was ‘Are you confident in your
healthcare system to manage the virus?’ The response was relatively even with 57% saying that
they were not confident and 42% feeling confident in the healthcare system. By contrast when the
same question was asked in Ghana 66% of respondents expressed confidence in the healthcare
system. Whilst the almost 50/50 split in response has been a relatively common feeling around the
world, the level of government assistance and communication has as evidenced from our findings
impacted whether sentiment is positive or negative.
Of those interviewed 47% felt that the government had provided support during the pandemic,
however the majority (53%) expressed they felt there was not enough support given. To better
understand the reasons for these numbers we asked ‘what more could your government do to help
you during this pandemic?’ The most popular answers were linked to food provisions and financial
support, closely followed by the desire for testing and personal protective equipment to fight the
disease itself. Indicating that financial support remains the paramount area of concern during this
period of time.

What more could your government do to support you?

Financial

Food

PPE

support

provisions

provisions
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Conclusion
As the world begins to come out of lockdowns it has become apparent that most
people have started adjusting to the ‘new normal.’ However the long term impact of
COVID-19 on work, the economy, social interactions and schooling are yet to be seen,
with many suggesting the full extent won’t be known until 2021.
Our study confirms that over the last few months the crisis has fundamentally
changed how and what consumers in Kenya buy. With uncertainty surrounding the
next phase, organisations must look to develop new products and systems for life
post pandemic, it will be a delicate balancing act between stabilising revenues and
putting the wellbeing of customers first. This in itself presents an opportunity for
innovation.
From a governance standpoint it is vital that the most vulnerable are protected and
that communication remains consistent. Our results indicate that opinions of the
Kenyan people are almost split in terms of sentiments surrounding the government,
building trust through communication and recovery assistance schemes could boost
public sentiments and encourage confidence in the economic state of the country.
One thing for certain is that people will adapt and in this current climate institutions
must follow suit by adapting to new and uncertain market conditions.
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Recommendations
With many organisations and governments now looking to understand how they can begin the
process of recovery, we outline some key points that should be considered in realising
opportunities within the current climate.
1) Develop specific data on trends that affect your business

Data is key to decision making and will influence how successful the initiatives that
businesses take up become

2) Use the trends you are seeing to innovate how you offer your product

People are changing the way in which they behave and spend their money as a result of the
lockdown. Innovation will be key to retain and gain customers
Deploying a clear, data-led market strategy ensures you can target resources and audiences
in the best possible way

3) Speak to your customers

Make sure that your customer base is heard, particularly during these trying times.
People-led research can assist in helping you to build a deeper understanding of new
demand spaces amongst existing or a new customer base.
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About
Survey 54
allows organisations to survey millions within Africa, the Middle East, and
amongst the African American community with thousands of respondents ready to take
surveys. This is all done remotely through the power of mobile.
Survey 54

As an automated data platform we bring you closer to your consumers using mobile-led
data collection methods and smart insights. Our technology enables businesses to get
the answers they need to make decisions. We provide stats based on the audience and
reach requirements by the business, enabling you to:
●
●
●

Test brand awareness
Run product-market fit assessments
Real-time opinion polls

We pride ourselves on helping you make quick data-driven decisions with on-demand
and transparent insights from Africa & emerging markets.
For further information on the impact of COVID-19 in emerging markets report and to find
out more about Survey54, get in touch with us at info@survey54.com or Visit https://
survey54.com/
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