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The past 18 months have seen unprecedented  change in 
the global economy



The impact of the downturn has taken several forms

ÅMany existing trends have been accelerated
ÁDrive for fuel efficiency,  reduction of carbon footprint, new cleaner forms of energy

ÁUse of technology to reduce costs and facilitate new forms of collaboration

ÁIncreasing exercise of pricing power by large buyers

ÁCustomer demand for differentiated services and offers

ÅBuyer values have changed, resulting in major shifts in purchasing 
behaviour
ÁTrust has eroded and confidence has plummeted

ÁSpending has been cut back as consumers, businesses and government look to preserve 
cash and reduce costs

ÁPrice sensitivity has increased sharply

ÅNew pressures have been introduced
ÁRegulatory intervention has increased

ÁShortage of credit has led to bankruptcies, asset sales, and constrained investment in 
infrastructure and innovation

ÁVolatility in markets, exchange rates and commodity prices have impeded planning
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Industries have been affected to different degrees

.

4

TransformationIncremental  

Degree of Change

Telecom

MediaTechnology
Aerospace
& Defense

Insurance

Retail Banking

Manufacturing

Healthcare
Capital 

Markets
Retail

Automotive
Consumer 
Goods

Chemicals

Sector Impact

Pharma

Consumer
Electronics

Energy

© 2009 Accenture. All rights reserved.



5

Growth
Opportunities

Leadership 
and Talent

Business 
Model

Supply 
Disruption

Customer 
Needs and 

Buying 
Behaviour

New Competitors

Substitution

Businesses need to prepare for 5 dimensions of change
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Customer Needs and Buying Behaviour

ÅThrift is in, conspicuous consumption is out

ÁTrading down, postponing replacement, doing without are all òcooló

ÁLikely to endure as consumers pay down debt and adjust to lower investment 
values and higher taxes

ÅConsumers are becoming more discerning

ÁPaying more attention to issues like sustainability, social responsibility

ÁLooking for distinctive experiences

ÅBusiness buyers are increasing their use of professional purchasing

ÅNew ownership models that preserve cash are growing in popularity

ÅHaving a presence in faster growing emerging markets has increased in 
importance.
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The Rise of the Frugal Consumer
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the money they have, and that should 
affect consumption.  This is a cultural 
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Andrew Tilton

Economist, Goldman Sachs

The New York Times
òReluctance to Spend May Be Legacy of 
Recessionó

29 August 2009 
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David Novak

Chairman and CEO Yum Brands Inc.

Quoted by CNBC.com

7 October 2009
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Source: US Federal Reserve Bank, Consumer Credit Report.  October 7, 2009
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