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Introduction
Mapping Consumer Signals to Offer Marketing Guidance

As the scale and impact of the COVID-19 outbreak mounts, a flood of information
has come out that tries to crystalize the current moment. While understanding the
present is important, it is also import to acknowledge that it won’t last forever.
Consumers’ understanding of this crisis is changing daily, with the situation
unfolding at different paces throughout the country. As consumer attitudes and
preferences evolve with the changing situation, marketers will need to shift their
positioning in response.
To help marketers navigate the shifting road ahead, Dentsu will be regularly
publishing findings from a consumer survey (weekly in the near-term). The goal is
to track consumer sentiment over time.
As the crisis unfolds, we will map how consumers are responding to help marketers
understand how consumers are moving through the various stages of the crisis and
how brands can respond.
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Methodology

This survey was administered through Toluna, an online research panel,
between March 27-29, 2020. Conducted by Dentsu, this survey was
distributed among a random sample of 1000+ respondents, aged 18-64
years old and residing in the United States. The survey controlled for
nationally representative weighting across age, gender and ethnicity.
Additionally respondents represented a variety of backgrounds:
educational, racial and geographic.
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Our Approach: The Stages of Crisis Response
Often, responses to pandemics follow a pattern. As the effects of COVID-19 impact communities at different rates, these stages can act as a guide to
shifting public sentiment – though they may not always be experienced linearly. The basis of our research is understanding who is currently experiencing
these phases and how their outlooks, behaviors, and expectations of brands shift. Our goal is to profile key signals that ‘map’ to each phase.

INITIAL SHOCK

COMING TO GRIPS

The outbreak is spreading. I am
uncertain about how it might
impact my day to day life. I am
feeling confusion, fear or anger
about preparing.

I am modifying my daily routine.
There are moments of
frustration and anxiety, but I’m
trying to focus on what I can
control.

I am moving towards settling
into a new routine while the
outbreak is evolving. My routine
is starting to feel familiar.

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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LIVING A NEW
NORMAL

MOVING INTO
RECOVERY
I feel there has been progress to
reduce the outbreak in the
nation and my community. I feel
we will return to normal soon.

POST- CORONAVIRUS
LIFE
I am reconnecting to work and life
without having the threat of the
outbreak hanging over me. I am
back to my routine from before.

The majority of consumers fall into the first 3 stages
First, we asked respondents to self-identify their current situation, to the best of their understanding and perception

% of Respondents Who Identify With Each Stage:

INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

24% 33% 26% 10%
of respondents

of respondents

of respondents

Q. When it comes to a public health crisis such as the COVID-19/coronavirus outbreak, there are often “phases” of how the response unfolds. Thinking about how the
outbreak has impacted you and your daily life, which of the following phases best describes your current situation?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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of respondents

POST-CORONAVIRUS
LIFE

7%

of respondents

Those that identify with “later” stages (that reflect a
tipping point in the outbreak) exhibit symptoms of denial

9x

MOVING INTO
RECOVERY (10%)

‘Post-Coronavirus Life’
respondents are 9x more
likely to be not at all
concerned about the
outbreak (866i)

75i

‘Post-Coronavirus Life’
respondents are less likely
to say their ability to work
has been impacted

80%

of ‘Progress’ & ‘Post-Coronavirus Life’
respondents fall within age groups
who have reportedly “not taken the
outbreak as seriously*” (121 index
18-34 y.o., 150 index 55-64 y.o.)

*
POST-CORONAVIRUS
LIFE (7%)

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020. Headline images from NBC News and the New Yorker
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*

Consumer Sentiment
Consumers are coming to grips with current circumstances and seeking security and reassurance.
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The number one thing on consumers’ minds
Concern over the COVID-19 health crisis far surpasses other issues that typically characterize the American landscape such as climate change,
immigration and gun control. Other top concerns are related to the outbreak, such as the US economy and unemployment.
Top Issues Concerning Consumers
(% of respondents who said an initiative was in their top 3 choices)
63%

42%
32%

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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Q. Please pick the top three issues, in priority order, currently most concerning to you.
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Overall, concern about the outbreak is high

As efforts to mitigate the spread of the virus ramp up around the country and the rate and volume of infection rises, consumers are recognizing the
scale and significance of the outbreak. Still, almost a quarter of respondents are not yet concerned.

Concern about the COVID-19/coronavirus outbreak

Not at all concerned

3% 6%

14%

Slightly concerned

Moderately concerned

39%

77%

of respondents show
lesser or no concern

of respondents are
either “very” or
“extremely concerned”

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.

Extremely concerned

38%

23%
Q. How concerned are you about the COVID-19/coronavirus outbreak right now?
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Very Concerned

The health threat presents the most pressing concern
Consumers find more stability in the circumstances they have control over (personal life, routine) than those they do not (health threat).

Personal Outlook:

The health threat to your community

Your employment and personal finances

Your personal life and routines

36%

36%

27%

47%

23%

It’s getting worse

47%

It's stabilizing

Q. Describe your view on the state of the following:
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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It's getting better

28%

25%

30%

As the outbreak unfolds, consumers are unsure how to feel
A majority of consumer sentiment falls in the middle of each emotional scale, pointing to a general sense of ambiguity as consumers figure out how to
best respond to the outbreak.
Current Emotional Sentiment
Isolated
20%

Connected
30%

34%

Fearful
18%

Hopeful
29%

34%

Frustrated
19%

29%

36%

28%

36%

15%

Prepared
26%

Q. How are you currently feeling about the COVID-19/coronavirus outbreak?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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16%

Active

Helpless
12%

19%

Calm

Bored
20%

16%

43%

19%

Need-states get reprioritized amid the crisis
Consumer needs center on finding rhythm and peace-of-mind in their day-to-day lives – and in the future.
Current Need State
High Priority
Consumers most strongly prioritize Security,
Reassurance, Stability and Normalcy, broad notions
that speak both to a desire to establish a new
normal in the present as well as a desire to know
what the future holds.

SECURITY
REASSURANCE

25%

STABILITY

24%

NORMALCY

Medium Priority
Less prioritized are more superfluous needs like Fun,
Inspiration and Distraction. These may become
more important as the outbreak drags on.

36%

23%

POSITIVITY

23%

FREEDOM

22%

DISTRACTION

21%

INSPIRATION

19%

INFORMATION
Low Priority

EMPOWERMENT

Companionship and Belonging are prioritized to the
least degree – perhaps reflecting the ability of
modern technology to keep people connected
during crisis.

16%

FUN

16%

LEADERSHIP

15%

SUPPORT

15%

COMPANIONSHIP
BELONGING
Q. Thinking about how you are currently feeling about the COVID-19/coronavirus outbreak, what are the top three things you need right now?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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18%

13%
12%

29%
29%
23%
23%
Normalcy:A
Asense
senseof
ofrhythm
rhythmand
and routine
routine
Normalcy:
NORMALCY
17%

Different generations are prioritizing different needs

23%
23%

Positivity:Reminders
Remindersthat
thatgood
goodthings
things persist
persist
Positivity:
POSITIVITY

22%
22%

Freedom:To
Tolive
livewithout
withoutrestrictions
restrictionsor
orconfinement
confinement
Freedom:
FREEDOM

21%
21%
22%
22%

Total

Boomers

Total
Gen X

Boomers

Gen X

25%
25%

21%
21%
21%
21%
22%
22%
21%
21%

Distraction:A
Abreak
breakfrom
fromwhat’s
what’sgoing
going on.
on.
Distraction:
DISTRACTION

Current Need State:

27%
27%

22%
22%
20%
20%

While the youngest cohort over-index on prioritizing entertainment and community, the oldest generation seeks a sense of normalcy.

BOOMERS: Over-index across a variety of need states.
Overall, they want to feel they are in good hands and
headed towards normalcy.

19%
19%
18%
18%
19%
19%
20%
20%

Millennials/Gen
Z
Inspiration:
To make the most of my time

Inspiration: To make theINSPIRATION
most of my time

Millennials/Gen Z

36%
41%

Security: To feel safe from a health or financial perspective

Normalcy: 36%, 157i
Freedom: 25%, 134i
Reassurance: 30%, 120i

Security: 41%, 139i
Leadership: 19%, 127i
Positivity: 27%, 117i

Security: To feel safe from a health or financialSECURITY
perspective

19%
19%

38%

36%
Information:Greater
Greaterclarity
clarityon
onhow
howto
to shelter-at-home
shelter-at-home
INFORMATION
Information:
41%
30%
38%
30%

14%
14%

30%
30%

Reassurance: Confidence and optimism
for the future
REASSURANCE

16%
16%

12%
12%

Empowerment:Feeling
Feelingeducated
educated
andprepared.
prepared.
EMPOWERMENT
Empowerment:
and
27%

17%
17%
18%
18%

20%

27%
20%

GEN X: As the group most likely to be parents or caring for
elderly family members, Gen X prioritizes clarity and help.

Stability: To feel
in-control
STABILITY

24%

24%

Stability: To feel in-control

21%

Support: 18%, 120i

23%
Normalcy: A sense of rhythm
and
routine A sense of rhythm and routine
Normalcy:
NORMALCY

25%
21%
22%

21%
21%
22%
21%

Belonging:Connection
Connection to
toaacommunity
community
Belonging:
BELONGING

21%
21%
22%
21%

19%
18%
19%
20%

Inspiration: To make the most of my time
Q. Thinking about how you are currently feeling about the COVID-19/coronavirus outbreak, what are the top three things you need right now?
Greater
clarityfrom
on how
to shelter-at-home
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online Information:
survey panel,
conducted
March
27-29, 2020.

22%

21%
22%

Inspiration: To make theINSPIRATION
most of my time

19%
18%
19%
20%

19%

14%
23%
17%
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Information: Greater clarity on how to shelter-at-home
Empowerment: Feeling educated and prepared.

12%

18%
18%
17%
17%
14%
14%
12%
12%
14%
14%
15%
15%

Companionship:Individual
Individual connection
connection
Companionship:
COMPANIONSHIP

25%

Distraction: A break from what’s going on.

19%
19%

15%
15%

7%
7%

22%
20%

22%

Distraction: A break from
what’s going on.
DISTRACTION

14%
14%
13%
13%

27%

22%
20%

Freedom: To live without restrictions or confinement

Belonging: 18%, 150i
Fun: 22%, 147i
Stability: 29%, 121i

Support:Help
Help23%
logisticallyor
oremotionally
emotionally
Support:
logistically
SUPPORT

27%

Freedom: To live without restrictions or confinement
FREEDOM

22%
22%

17%
23%

Positivity: Reminders that good things persist

36%

21%

17%

MILLENNIALS/GEN Z: This cohort prioritizes community and
entertainment, likely missing socializing and activities that
come with being younger.

15%
15%

23%

Leadership:An
Anauthoritative
authoritativevoice
voicethat
thatgives
gives
clearguidance
guidance
Leadership:
clear
LEADERSHIP
36%

21%

Positivity: Reminders that goodPOSITIVITY
things persist

15%
15%
14%
14%

29%

29%

Information: 23%, 121i

8%
8%

21%
Fun:Amusement
Amusement
and entertainment.
entertainment.
Fun:
and
FUN

21%
21%

23%
23%

17%
17%

25%
25%

Reassurance: Confidence and optimism for the future

19%
14%
23%

16%

17%

8%
8%
9%
9%

36%
36%

21%

12%
12%
18%
18%

Consumer Behaviors
As consumers hunker down, budgets are reallocated to HH staples and time spent with media increases.
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Household spending patterns tighten, then settle

A significant amount of people have experienced an impact to their work and income. While a majority consumers report a decrease in spending over
the last two weeks, they expect their spending to largely stay the same over the next two-week period.
Income Impact

Household Spending Impact
It has decreased

40%

It has stayed the same

It has increased

Say their ability to work has
been impacted by the outbreak

It will decrease

It will stay the same

It will increase

26%

20%

35%

47%

42%

Report reduced income due to
the outbreak

Q1 Do any of the following apply to you? Please select all that apply. .
Q2. How has the COVID-19/coronavirus outbreak affected your (and (or) your family’s) spending in the past 2 weeks?
Q3. How do you think your (and (or) your family’s) spending may change in the next 2 weeks?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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39%

The Past 2 Weeks

33%

The Next 2 Weeks

While consumer spending is declining, essentials see gains

A significant amount of people are starting to postpone purchases. Declines in spend come from categories associated with lifestyle changes that are
impacted by COVID-19 (dining out, automotive, beauty, apparel). Meanwhile, essentials such as groceries, household products and personal care &
medicine see gains as consumers ”hunker down.”
Intent to Increase/Decrease Category Spending Over the Next Two Weeks

66%

Feel more cautious about
how they spend their money

46%

Are actively postponing major
purchases due to uncertainty

Purchase Category

% of Respondents
that said More Money

% of Respondents
that said Less Money

Automotive

14%

44%

Alcohol

22%

36%

Baby Care

32%

27%

Beauty

15%

46%

Clothing & Accessories

15%

48%

Consumer Electronics

39%

19%

Dining Out

13%

61%

-30
-14
+3
-31
-33
-20
-48

At-home Entertainment
(e.g. streaming services)

26%

20%

+6

Out-of-home Entertainment
(e.g. movie theatres, sport events etc.)

16%

59%

-43

Grocery

42%

16%

Food/Drink Delivery

32%

29%

Snacks & Soft Drinks

29%

22%

Health & Fitness

19%

36%

Household Necessities (toilet paper, cleaner)

40%

11%

Home Improvement

21%

41%

Luxury Goods

18%

52%

Personal Care & Medicine

28%

17%

Travel (hotels, airlines, car services)

15%

57%

+26
+3
+7
-17
+29
-19
-34
+11
-42

Q1.Do any of the following apply to you? Please select all that apply.
Q2. Over the next 2 weeks do you expect to spend more, less or the same amount of money in the following categories than usual? *Of those who said they purchase the
following. Net intent was calculated by subtracting those who said they would spend more from those who said they would spend less over the next 2 weeks.
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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Net % Increase/
Decrease in Intent

Across the board, media use is up as people stay home
Media time is up as consumers look for ways to fill their time at home. Digital mediums like social media, online news, streaming video and chat services are
seeing the highest gains, while traditional mediums such as radio, newspapers and magazines see slight upticks.
Increase/Decrease in Media Use Compared to Normal
Channel

% of Respondents that
said More Time

% of Respondents that
said Less Time

Net % Increase/Decrease
In Time Spent

Social media

51%

11%

+40

Online news

51%

12%

+39

Streaming video services

49%

12%

+37

Video chat or messaging
services

49%

12%

+37

Live TV

45%

13%

+32

Online video

44%

12%

+32

Streaming music/audio

41%

13%

+28

Recorded TV

36%

16%

+20

Radio

29%

24%

+5

Newspapers

28%

24%

+4

Magazines

28%

24%

+4

Q. Are you currently spending more, less, or the same amount of time using the following compared to how much you normally would?
*Of those who said they use the following. Net intent was calculated by subtracting those who said they are spending more time from those who said they are spending
less time on the following.
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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Consumers turn to old and new activities to pass the time

Consumers are turning to “home friendly” activities to pass the time. Activities increase across both entertainment (shows/movies, gaming) and
betterment (learning, reading books, health/wellness).
Increase/Decrease in Activity Compared to Normal
Activity

% of Respondents that said
More Time

% of Respondents that said
Less Time

Net % Increase/Decrease in
Time Spent

Watching shows/movies

54%

8%

+46

Cooking

51%

9%

+42

Gaming (video games, online
games, mobile games)

49%

14%

+35

Shopping for products online

40%

17%

+23

Reading books

38%

16%

+22

Crafts or DIY projects

36%

16%

+20

Learning new skills

35%

16%

+19

Virtual social events

37%

24%

+13

Health & wellness activities

32%

20%

+12

Creating online videos (e.g. on
YouTube)
Shopping for products in
physical stores

34%

24%

+10

17%

55%

-38

Q. Are you currently spending more, less, or the same amount of time doing the following activities compared to how much you normally would? *Of those who said they
do the following. Net intent was calculated by subtracting those who said they are spending more time from those who said they are spending less time on the following.
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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Consumer Expectations of
Brands
Consumers are looking to brands to step in where governments and other citizens are failing.
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Expectation gaps reveal opportunities for brands
Local government and local businesses are doing the best job meeting consumers’ expectations in handling the outbreak, while national government
and other citizens are falling short. This indicates the impact of both the outbreak and the response is felt strongest at the local community level.
Evaluating Responses (So Far)

Q. How do you feel the following organizations have or have not met your expectations in handling the COVID-19/coronavirus outbreak so far?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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Brand actions speak louder than brand communications
While consumers want to see relevant communication from brands, actions speak louder than words. Consumers are most looking for brands to put
people before profits – donating to those in-need and taking care of their employees – over simply acknowledging the outbreak.
Initiatives Consumers Want To See From Brands
(% of respondents who said an initiative was in their top 3 choices)
50%

48%
41%
34%
25%

22%

21%

19%
15%

Brands donating Brands looking Brands offering
time, money,
after their
discounts at this
products, to
employees
time
causes/those in
need

Brands
responding to
the outbreak

Brands helping
me get through
my day

Brands
Brands that help Brands that help
Brands
acknowledging me contribute to me take my mind advertising as
the outbreak
the response
off of what is
normal
going on

Q. Many brands and companies are trying to decide how best to respond to the COVID-19/coronavirus outbreak. Which of the following do you MOST want to see from
brands? Please pick your top 3 in priority order.
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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14%

Brands staying
silent on the
issue

Speaking to generations warrants varied responses

While Boomers want to see a strong brand response, but be passive themselves, younger generations are more likely to want to participate.
Boomers: Take action.
• Donating Money/Resources: 68%, 142i
• Looking After Employees: 65%, 138i
• Responding To The Outbreak: 43%, 126i
• Offering Discounts: 45%, 113i

Chart Title
Total

Boomer

Gen X

Millennials/Gen Z

Gen X: Help me or don’t bother.
• Help Me Get Through The Day: 31%, 119i
• Help Me Contribute: 27%, 123i
• Stay Silent: 20%, 133i

68%
65%

48%

46%

47%
44%

38%

38%

45%
40%

Millennials/Gen Z: Speak to me like normal.
While not over-indexing as overtly, compared to Boomers they
want to see brands: Help Me Get Through The Day, Help Me
Contribute, Take My Mind Off It and Advertise as Normal.

43%

39%
37%
34%

35%
28%

26%

31%
28%

26%
23%
21%
21%

14%

27%
22%

23%
20%

23%22%

20%
16%

12%

11%

16%

20%
15%

15%

9%
5%

Brands donating time,
mone y, produ cts, to
cau ses/those in need

Brands looking afte r
their employe es
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Brands off ering
discounts at this time

Brands responding to
the outbre ak

Brands helping me get Brands acknowledging
throu gh my day
the outbre ak

Brands that help me
contribute to the
response

Brands that help me
take my mind of f of
what is going on

Brands advertising as
normal

Brands staying silent
on the issue

Staying silent is saying something
Brands have the most to lose from staying silent about the outbreak, with over half of respondents claiming they think more of brands who acknowledge
the crisis. Brands who take action in the form of donating or looking after employees benefit from increased consumer perception.

Impact on Perception:

I would think less of the b rand

I would think less of the b rand

I expect brands to do this

I expect brands to do this

I would think mo re of th e brand

I would think mo re of th e brand

BRANDS THAT HELP ME TAKE MY
MIND OFF OF WHAT IS GOING ON
BRANDS ACKNOWLEDGING
THE
BRANDS ACKNOWLEDGING THE O
UTBREAK
B R A N D10%
S ACKNOWLEDGING
OUTBREAK

BRANDS RESPONDING
TO THE
BRANDS RESPONDING TO THE OUTBREAK
OUTBREAK

T H E O U T B56%
REAK

12%

47%

11%

PRODUCTS...

BRANDS HELPING ME GET B R A N D S
BRAN
D S H EDAY
LPING ME GET THROUGH MY DAY
THROUGH
MY

33%

11%

DONATING TIME

12%

41%

12%

38%

11%

33%

MONEY

47%

38%

51%

BRANDS OFFERING DISCOUNTS
AT THIS TIME

56%

PRODUCTS...

46%

11%

41%

BRANDS ADVERTISING AS
NORMAL

51%

BRANDS LOOKING AFTER THEIR EMPLOYEES

BRANDS DONATING TIME,
MONEY,
PRODUCTS, TO
BRANDS DONATING TIME MONEY
CAUSES/THOSE IN NEED

56%

BRANDS THAT HELP ME
CONTRIBUTE TO THE RESPONSE

BRANDS RESPONDING TO THE OUTBREAK

BRANDS LOOKING AFTER THEIR
BRANDS LOOKING AFTER THEIR EMPLOYEES
EMPLOYEES

33%

10%

33%

56%

BRANDS STAYING SILENT ON THE
ISSUE

42%

Q. If a brand did any of the following things how would it impact your perception of that brand?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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BRANDS THAT HELP ME TAKE MY MIND OFF ...

12%

47%

BRANDS HELPING ME GET THROUGH MY DAY

41%

12%

46%

42%

How Brands Can Meet
Consumer’s Shifting Needs
Expectations for brand responses shift as consumers progress through the crisis.
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Expectations climb as consumers progress through the crisis
The number one initiative all groups want to see brands take is to donate time, money or products to causes or those in need. The more
consumers experience the crisis, the more they expect brands to take an active role helping them move through it.
INITIAL SHOCK

COMING TO GRIPS

40% 54%

LIVING A NEW NORMAL

59%

of consumers who want to see brands donate time, money, or products, to causes/those in need
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Profiling consumers in the first three stages
Audiences in each stage exhibit different outlooks, emotions, needs and brand expectations.

INITIAL SHOCK
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COMING TO GRIPS

Their mindset is still at odds
with the reality of the outbreak

Internalizing the ramifications,
uncertainty is at a high

LET ME KNOW IT WILL BE OK

IN NEED OF A HELPING HAND

LIVING A NEW NORMAL

They have adjusted the best they
can, now in need of leadership

IN NEED OF LEADERSHIP

60% M I 40% F

Initial Shock: Let Me Know It Will Be OK

47% 18-34 I 44% 34-54 I 9% 55+

Their view is still at odds with the reality of the outbreak.

29% Republican I 34% Independent I 39%
Democrat

Behaviors
Preparing to tighten
their budget
•

•

•

52% say their
income has been
negatively
impacted (124i)
49% say work has
been negatively
impacted (123i)
52% are postponing
major purchases
(i113)

Sentiment
Positive, almost to
a fault
•

50% believe the
health outlook is
improving (172i)

•

They feel
connected (186i)
and hopeful (179i)

•

But their positivity
leaves them feeling
helpless (147i) and
frustrated (110i)

Need States

Brand
Expectations

Looking for guidance
and support

A little goes a
long way

• Information (110i) &
Support (146i)

•

• Companionship (121i)
& Belonging (142i)

39% say they
would think more
of a brand that
simply
acknowledges the
outbreak (118i)

BRAND ACTIONS: ACKNOWLEDGE THE CRISIS I REAFFIRM MY HOPE I PROVIDE INFORMATION & CONNECTION
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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40% M I 60% F

Coming to Grips: In Need Of A Helping Hand

36% 18-34 I 33% 34-54 I 31% 55+

They are internalizing the ramifications; uncertainty is at a high.

29% Republican I 24% Independent I 45%
Democrat

Behaviors
Exhibiting more
cautious behaviors
•

•

46% say their
household spend
has decreased over
past 2 wks (118i)
74% are feeling
more cautious
about their
spending (115i)

Sentiment
Uncertainty is at its
peak
•

46% believe the
health outlook is
worsening (128i)

•

They are more
likely to feel
isolated (124i) and
fearful (123i)

•

They are also
frustrated (135i)
and bored (120i)

Need States

Brand
Expectations

Craving a sense of
security

Appreciate a
helping hand

• This group needs
security far more
than the other
groups (133i)

•

48% think more
of brands that
“help me take my
mind off of what
is going on”
(117i)

•

47% think more
of brands who
“help me get
through my day”
(112i)

BRAND ACTIONS: TAKE MY MIND OFF IT I PROVIDE A SENSE OF SECURITY I HELP ME GET THROUGH MY DAY
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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50% M I 50% F

Living a New Normal: In Need Of Leadership

30% 18-34 I 36% 34-54 I 34% 55+

They have adjusted the best they can on their own, and now need leadership.

21% Republican I 32% Independent I 44%
Democrat

Behaviors
Getting into the
groove of things
•

•

All prepped to
hunker down,
46% say their
household spend
has increased
over the past 2
wks (177i)
54% predict their
spending will
remain consistent
(117i)

Sentiment
Calm, cool, and as
collected as possible
•

•

•

60% say their personal
life is getting better
(200i)
Feelings of calm are at
their highest compared
to other stages (54%,
i103)
They feel more
prepared than other
stages (60%, i100)

Need States
Want to understand
their trajectory
• Cohort with the
highest ranking for
normalcy (122i) and
leadership (126i),
indicating they want
to understand the
trajectory of their
situation

Brand
Expectations
Expect brands to
help, want them to
lead
• 50% expect brands to
“help me get through
my day” (i109)
• The national gov’t
and other citizens
have fallen short of
their expectations,
and they want
someone to step in

BRAND ACTIONS: BE PART OF MY ROUTINE I MAKE ME FEEL ‘NORMAL’ I STEP IN WHERE OTHERS AREN’T
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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Implications for Brands By Stage:

Brands can tailor their communications to speak to consumers in different stages of Social Response.
INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW NORMAL

Consumers are looking for
empathy and a sense of
connection. Brands should
adjust communications to
offer a sense of hope and
community.

Consumers need help
adjusting and want to take
their mind off the crisis.
Brands can offer value by
providing experiences that
enhance/enable daily
routines.

Consumers have adjusted as
best they can and need
brands to act as leaders.
Demonstrate action at macro
level (help with crisis) and
micro level (add magic to the
mundane)

BRAND ACTION:
ACKNOWLEDGE

BRAND ACTION: HELP

BRAND ACTION: LEAD

•

Acknowledge the crisis

•

Reaffirm my hope

•

Provide information &
connection

•

Take my mind off it

•

Be part of my routine

•

Provide a sense of security

•

Make me feel ‘normal’

•

Help me get through my day

•

Step in where others aren’t

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.
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Key Themes &
Implications
for Marketers
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•

Need states have reprioritized in favor of stability: Consumers are stripping down to the essentials
as they prepare for an uncertain future. Brands should focus on the role they can play in consumer’s
new routines.

•

Media usage is up as people stay home: Digital & TV are seeing the highest gains, as they play
multiple roles in consumer’s lives – social connection, entertainment and information. Brands should
design content strategies around consumers’ media needs to benefit from increased attention and
time spent.

•

Brand actions speak loudly; silence speaks louder: Consumers are looking to brands to lead and to fill
the void left by national government. Brands need to pivot communications to acknowledge the crisis
and demonstrate the role they can play in helping (helping consumers, helping communities, helping
society).

•

Impact is felt closest to home: Consumers express highest satisfaction in responses from local
government and local businesses. Consider localizing communications and defining your brand’s role
in local communities.

•

Brand expectations climb as consumers progress through the crisis: Consumers move from wanting
acknowledgement, to help, to leadership. Brands who plan both shorter and longer-term responses
will be most effective in reaching consumers’ shifting needs and maintaining a lasting relationship.

•

Experiences matter more than ever: Consumers are settling into new routines they will need help
navigating. Brands can add value by recreating experiences to fit these shifting habits and by
enhancing consumers’ lives as new routines become mundane.

About Dentsu Aegis Network

THANK YOU

Part of Dentsu Inc., Dentsu Aegis Network is made up of ten global network
brands - Carat, Dentsu, dentsu X, iProspect, Isobar, mcgarrybowen, Merkle,
MKTG, Posterscope and Vizeum and supported by its specialist/multimarket brands. Dentsu Aegis Network is Innovating the Way Brands Are
Built for its clients through its best-in-class expertise and capabilities in
media, digital and creative communications services. Offering a
distinctive and innovative range of products and services, Dentsu Aegis
Network is headquartered in London and operates in 145 countries
worldwide with more than 40,000 dedicated specialists.
www.dentsuaegisnetwork.com
For more information about Dentsu, please
contact clientsUSA@dentsuaegis.com.
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