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the year ahead.
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A letter from
your customers.

Itʼs been a time of change – and weʼve been thinking about what we value most.

Weʼve been loyal for a long time. But we know now that loyalty to companies doesnʼt  necessarily 
mean weʼre rewarded. In fact, itʼs easier than ever to switch the brands we use –  so youʼre going to 
have to do better to impress us.

You might be offering me the usual – the expected. But our expectations are greater now.  We deserve 
to be heard, and to have our voice make a difference. We need you to step up.  Weʼre tired of having 
to put up with bad service just because. Weʼre over needing to jump  through hoops for the basic 
right to be treated like a person.

Weʼre fed up with being expected to tolerate low-quality products and services. We want  better. We 
demand better.
Our demands are:

1. To be heard, and for our voices to change how things are done;
2. To feel like a person, instead of a number on a balance sheet;
3. To interact with you in the ways we prefer;
4. To feel like weʼre getting our moneyʼs worth, instead of accepting what we have to.

Our experience has to be better and either youʼre on board, or weʼre out. 
Your (for now)

Your Consumers

With the economy how it is, our money means less, meaning the things we buy from  you – 
travel tickets, food, insurance – have to mean more.



We asked the citizens about their  experiences with the companies they bought from 
in the last two years. As well as showing  what the experience looks like, our report 
highlights key areas companies can focus on in 2022 to have the biggest impact on their 
consumers and business.

The challenges leaders will face in 2022 are unlike what theyʼve ever faced before. The 
landscape has changed.

So have the solutions.

This report gives a brief snippet of what you might want to enquire about in 2022 to get ahead 
of the pack.

of respondents state  that 
they will not go  back to a 
shop/  company after they 
had  a bad experience

of respondents prefer  
using a brand website as 
their preferred  Online 
platform for  purchasing.

73%
of respondents feel that  
their shopping habits  
have changed since the  
beginning of COVID
-19.

72% 69%

Custom 
Experience: 
Riyadh Snapshot.



Demographics



What we
found.

1. Consumers are volatile and are looking 
around

2. Forget what you think you 
know. It’s 2022!

3. Consumers’ habit changes

4. Consumers suss out complacency



1. Customers are volatile 
and are looking around.

v
v
v



81%
of respondents would not 
go back after having a bad  
experience online.

73%

Customers  have 
had enough, 
and  theyʼre 
willing  to walk.

Bad experiences are costing businesses trillions of euro. Customers refuse to 
spend money with businesses that do  not meet their expectations. Our research, 
thus far, suggests  that irrespective of whether a bad experience was  experienced 
Online or in-person, consumers are prepared  to walk and take their business 
elsewhere.

As consumers weed out businesses that tolerate bad experiences, the risk for 
those that miss the mark is huge. And the opportunity for those that get it right is 
even greater.

“Riyadh service provider mentality. We treat clients as if they need us rather than we both 
need each other. They forget that the competition is bigger now."

of respondents would not 
go back after having a bad  
experience in person.



2. Forget what you think 
you know. It’s 2022!

v
v
v



Top 3 criteria

If you thought 2022 would be the year we went back to normal: think again.  What 
consumers buy, where they buy, and how they use their purchases  have changed – 
and continue to do so. In the face of supply chain issues  and labor shortages, 
businesses are struggling to keep up with the  knowhow, infrastructure and people 
to respond. The result? The gap  between what customers expect, and what 
companies actually deliver is  bigger than ever.

Our study found the biggest areas of improvement for companies were  Online 
resources and the type of service received whilst looking to  consume but also 
after the sale has been concluded. The majority of  respondents marked more 
than one option which they felt needed to  improve.

Toss out the 
pre-2022 business  
plans.

Respondents believe need to improve:

1. Website Navigation
2. After Sales Service
3. Consumer Support Service



Key focus  
areas for  
businesses.

Where do companies need to improve,  
according to consumers?

“Have a good selection in stock 
without having to wait for ages 
for them to get to supplier. Prove to 
me that you can offer efficient and 
most importantly effective after 
sales service. Have prices that are 
actually in line with the MSRP.“

- Anonymous respondent when asked  how 
companies can win him over



3. Consumers’ habit
changes.



As peopleʼs expectations have changed, companies havenʼt kept up perhaps  waiting 
and expecting consumers to revert back to ʻthe old way .̓ Thatʼs not going  to happen.

Products and services havenʼt been updated to what consumers need now, and as 
people flocked to digital over the past months, companies have failed to  respond, 
leading to fragmented and frustrating customer journeys and support  as they switch 
from one channel to the next.

59%
of respondents stated  their preferred 
method  of payment is Revolut  (or 
other instant  banking methods)

69%
of respondents stated  that their 
favourite  platform to shop on  was to 
use the Brand Website.

37% of respondent state  that 
they shop Online  weekly

50% of respondents  
shopped in person  on a 
weekly basis

E-commerce 
and digital.



A quick overview of how 
our respondents
shop in different  
categories.

Over 60% of respondents buy 
cleaning items and groceries in 
store.

52% of our respondents buy books 
online. 

59% of respondents buy food both 
online and in-store while 48% of 
respondents buy clothing online 
and in-store. 



In-store shopping, is still a popular 
phenomenon in Riyadl, however one 
can not deny that online shopping is 
increasing on a daily basis. 



As we move into a new era post COVID-19, you need to re-evaluate your vision to 
understand the crux of things that work and those that do not, and identify options to 
minimise the gap between your business and your customers.

of respondents felt that there purchasing 
habits changed as a result of COVID-19.

of respondents felt that they experienced at least one 
change, in their consumer habits, over the last 2 
years.

Results so far have shown that over 
the past two years, these particular 
respondents have purchased 
more Online and feel they are 
more on the lookout for 
discounts and value for money. 

72% 100%



The way
forward.

For 2022, acknowledge that things have changed, there has been a 
shift. Consumers are experimenting and exploring different channels. 

One needs to make sure that the customersʼ experience is a 
positive one no matter what channel they decide to use. As 
consumer needs and habits change, so must the market to reflect the 
changes happening but to also acknowledge and let customers know 
that they as a company have been observing and listening to what 
their customers truly need.



v
v
v

4. Consumers suss out 
complacency.



Customers will 
stop engaging,  
unless you  
take action.

“Be always consistent in their  
approach and make me feel wanted”

- Anonymous Respondent stating how  
companies can win them over.

Consumers in this study have expressed what for them is 
the most  important criteria. What emerged as the highest 
rated criteria was that  respondents in this study as 
consumers would want a company/ brand  that always 
meets their expectations.

This was followed by consumers in this study that wish 
companies and  brands provide exceptional customer 
service.

35%
of our respondents believe 
that companies should  meet 
expectations.



Riyadh people  
and their  
relationships  
with internet.

63% 
of our respondents trust foreign brands / companies 
more when shopping online. 

16%
of our respondents reported to have increased  their 
online shopping during COVID-19.

1%
claimed to have purchased online for the first time.



81%
of digital purchase is clothes, footwear,  
jewellery, bags and take away foods.

53%
Buy from Riyadh websites.

82%
of Riyadh go through internet with their  
smartphone.



94% uses internet for news
93% uses internet for social media
79% to buy products / services

Main activities
(daily basis)

Main online shops
57% uses Ebay
53% uses Amazon
26% uses Asos



For 2022, youʼll need to show that you are willing to change and reflect 
the changes consumers have gone through whilst demonstrating that 
you hear them and appreciate their custom. 

Consumers expect companies to take on board the feedback and 
suggestions they are given. Expecting to receive excellent customer 
service at every interaction has now become the norm, loyalty is no 
longer a guarantee. 

The way
forward.

Listen, wherever your customers are. Channel preferences have evolved, so your 
listening program should too.

See the whole picture. Make indirect feedback part of your strategy so you can 
understand what customers are saying, wherever theyʼre saying it.

Inquire and be curious. Find out what your customerʼs experiences and level of 
satisfaction are. Listen to their feedback.



5. Being taken for granted
is a thing of the past. 

v
v
v



Consumers have re-evaluated the relationships they have with businesses.  They 
have more choice than ever, and their tolerance for bad experiences is  as low as 
itʼs ever been. They expect businesses to treat them as people, and to put them and 
their needs first.

Besides ease of purchase and delivery, after sale services and price also  
claimed to be extremely important criteria for the respondents of this  
study.

Consumers expect you to go further, they are less willing to be taken for granted. 
Loyalty has become pretentious. 

They expect you to do the hard work to create genuine relationships with  
them.They are not just a number. That means interpreting the signals theyʼre giving 
you, understanding  what they need and then tailoring your response.

Treat customers 
as people, not 
commodities.

- Samples of Anonymous respondents direct quotes.

56%
of our respondents stated that ease of 
purchase is the most important criteria to 
them as a consumer

56%
of our respondents find that having a 
reliable delivery service is an extremely 
important criteria for them

“Remember my name. It works wonders. A welcome 
back Xxx whether it is a hotel, coffee shop, restaurant 
or clothes shop”

“Treat me as a person and answer 
any  questions I may have”

“Be more sustainable and customer centric”



Customers suggestions 
of how, you can win 
them over. Top 5 changes consumers want to witness:

 “Show prices of different products, as well as 
detailed info on each, on their websites. Also, improve 
their after-sales service and bring it to international 
standards.”

“Provide better quality products and services”

“Maintain or upgrade the quality standards”
“Not give priority to the transactional aspect but the 
relational”

“Offer an exceptional service before, during and after 
my purchase.”

“Start with fair prices”



Companies that can make use of customer feedback and data and 
find innovative ways to personalise the experience will differentiate 
themselves and stand out in the future. Itʼs not all about human 
intervention either — with the right infrastructure in place, you can 
effectively tailor and personalise experiences. 

The way
forward.

Turn data into insight. Gather both requested and uninvited feedback from any 
channel – online, over the phone, or in person – and combine it into a consistent, 
360-degree view of every experience so you can understand where you can improve.

Sense and respond. Identify issues that may have already caused friction in your 
most valuable client journeys, and use consumer warning signs and signals as triggers 
to act, so you can intervene swiftly and get them back on track.

Make one-to-many, feel one-to-one. Instead of merely demographics, create new 
group category models based on experience data. You may design customised 
offerings that feel 1:1 and deliver them at scale by grouping clients based on their 
specified requirements and preferences.



Some important information we 
gathered from secondary data,

for your benefit. 



+500%
Year over year increase of searches  
containing “24 / 7 service”

Year over year increase of searches  
containing “late-night services”

People are looking for services that  are 
available immediately, everytime.

+100%

Service availability



82%

Google search for “electrical vehicle charging”  YOY.

of consumers say that sustainability is more  
top of mind now than it was before COVID-19.

78%
of consumers said that big businesses have a  
role to play in helping to fight climate change.

100%

Sustainability



30%
YOY increase of searches  

containing “Recycled 
Bubble  Wrap”.

30%
YOY increase of 

searches  containing 
“Bamboo  clothing”.

30%
YOY increase of searches  

containing 
“Eco-responsible  

packaging”.

The increase of pro-environmental 
practices.



The need of
wellbeing. +40%

Research for “best time to take
vitamins” year over year.

+100%
Research of sunscreen for  
face YOY.

People are more sensitive
about their health.



The need of
wellbeing.

People are more sensitive 
about their career.

research of “good career
path” face YOY

+300%

+10.000%
Research for “address 
change us post office” YOY.

+60%
research for “how to write a
resignation letter” YOY.



Develop
themselves.

+60%
research of “how to invest” YOY.

+50%
research of “painting for beginner” YOY.

Global eLearning is on a pace to hit $325  
billions before 2025, and to gross about
$10.8 millions for those who productize their  
knowledge.



+200%

Google search for “electrical vehicle
charging” YOY.

Google searches for ʻCalculator home loans” 
YOY.

Google searches for “car prices” YOY.
+70%

+400%

Enquiring to develop



+200%

Google searches for “tv wall design” YOY.
 search for “electrical vehicle

Google image searches for ʻbudget small  
bathroom ideas” YOY.

Google image searches for “walk-in shower”  
YOY.

+70%

+400%

Google searches for “yard landscape ideas” YOY.
+100%

Enquiring and investing.



We’re your 
Partner

Contact us:
anchovyinc.com  |  hello@anchovyinc.com  


