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Navigating the Rocky Road to
Recovery
COVID-19 continues to impact America – from both a health and economic
angle. Simultaneously, the country continues to grapple with a history of
racism as well as the fallout from a tumultuous election cycle. It’s clear
that things cannot simply ‘return to normal.’ We must strive for a better
normal.
Businesses are crucial in driving that change. Leaders must turn their focus
towards planning long-term, for recovery. It is in this spirit that Dentsu has
created an ongoing US consumer survey track consumer sentiment towards
the outbreak and economic reopening, the results of which are packaged
into our ‘Recovery Navigator’ reports.
This report is the fifteenth iteration of Dentsu’s COVID Recovery Navigator.
You can read previous waves on dentsuaegis.com.

Survey Methodology
• Administered through an online research panel,
Toluna, on January 14, 2021
• Distributed among a random sample of 1,000+
respondents in the US
• Targeted respondents 18-65 years old
• Controlled for nationally representative weighting
across age, gender and ethnicity (using latest
publicly available US Census numbers)
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Recapping Recent Events
New Virus Variants Spread Globally

Vaccine Roll-out Confusing & Snags

Democracy Attacked

Executive Summary
Sept. 11

Oct. 6

12

13

Hunkering Down Into New
Routines
Six months out from the start of
the COVID-19 pandemic in the
US, many consumers feel the
health crisis is stabilizing and
are feeling more grounded in
their personal lives are as well.
This is translating into greater
concern for other pressing
national issues, such as the
nearing presidential election. A
majority of US consumers say
they are engaged in politics and
pay attention the political
stances of the brands they
purchase.

Nov. 11

14

Macro-level Concern, but
Micro-level Stability

Ending the Year as We Started,
With Uncertainty

While macro concerns about
the pandemic remain, on a
personal level consumers feel
things are stabilizing – they
express a slightly more
optimistic outlook and have
started to resume more
activities outside the home.

As we near the end of the year, we
ask consumers to reflect on their
outlook compared to the beginning
of the pandemic, as well as speculate
how their behaviors may change in
the future.

News has played a pivotal role
in helping consumers navigate
these trying times. Consumers
are reading more news during
the pandemic and consider it to
play a crucial role in American
society. They believe that
brands who support news
organizations through
advertising play a role in
spreading critical information.

All signs point to the US approaching
a significant tipping point in the
pandemic. American consumers feel
the worst is yet to come, while
feeling a significant send of fatigue
and mental stress. Continued distrust
in a vaccine despite recent
announcements of successful trials
illustrate failing confidence in the US.
And may result in subdued activity
even after a vaccine is available.
A tumultuous election cycle, that has
yet to come to a full resolution, has
not resolved consumer uncertainty.
One thing is clear – consumers will
continue to expect brands to step up
to issues in society.

Jan. 14

15
New Year, Little Change
As the U.S. reaches another grim
milestone in the coronavirus
pandemic, Americans continue
to feel the worst is ahead of
them. Health risks are still of
concern for home-bound
consumers, however, concern
for economic health is greater.
Amid disrupted routines, many
consumers are taking solace in
more time spent with loved
ones, on hobbies and in the
outdoors. It is clear that while
we crave a return to familiarity,
people have found silver linings.
Technology has been a driving
force of our ‘new normal’ during
the pandemic and is playing
new, more positive roles in
consumers’ lives.
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Our Framework: The Stages of Crisis Response
Often, responses to crises 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 consumers may not always experience them linearly.
INITIAL SHOCK

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.

COMING TO GRIPS

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

LIVING A NEW NORMAL

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

MOVING INTO RECOVERY

I feel there has been
progress to reduce the
outbreak in the nation and
my community. I am slowly
starting the journey back
to my normal routines and
schedules.

POST- CORONAVIRUS LIFE

I am fully reconnected to
work and life without
having the threat of the
outbreak hanging over me.
I am back to my routine
from before.

Wave 15: Little shift in overall sentiment since the end of the year
The stages of crisis response in which respondents identify has remained largely unchanged since last measured in
November 2020. The pandemic is still raging, with holiday travel contributing to a sharp spike in infections, and despite the
hope of vaccine distribution, mobilization has been slow and full of snags.
% of Respondents Who Identify With Each Stage:

INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

SEPT. 11
2020

21%

26%

32%

12%

8%

OCT. 6

30%

24%

24%

11%

11%

NOV. 11

24%

26%

29%

10%

11%

JAN. 14
2021

23%

26%

30%

11%

10%
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Most consumers continue to feel the pandemic is on the cusp of calamity
Two-thirds of Americans feel that the pandemic is getting worse or is out of control, while one-third of respondents feel the
pandemic is heading in a positive direction or has been mitigated.
Consumer Outlook on the Trajectory of the Pandemic

The pandemic is out of control

34%

The pandemic is getting worse,
but still controllable
The pandemic is getting better,
we are controlling it
The pandemic is under-control

The pandemic is over

16%

38%

5%

7%
No substantial change since November

Q: Which of the following statements best describes how you feel about the trajectory of the pandemic in the US.

Concern for the economy is higher than concern for their own health
67% consumers are either ‘extremely’ or ‘very’ concerned about risks to their health, compared to a whopping 80% who say
the same for the US economy. There may be a sense that personal health is within their control, while economic health is not.

Concern About Risks to Their Health

Concern About Risks to the US Economy

10%
Not
concerned

6%
39%

23%
Somewhat
Concerned

14%

Extremely
Concerned

28%
Very
Concerned

Q1: How concerned are you about the risks of the pandemic to your health? Q2: How concerned are you about the
risks of the pandemic to the American economy?

46%
34%

Consumers feel their personal health is better off than their finances
Similar to their larger concerns on the previous slide, respondents feel more their physical health is in better shape than their
personal finances, with a 23-point gap between those who feel each is in a ‘good state’. Around half of respondents feel their
mental health and personal lives are in a ‘good state’.
Current State of the Following:
Good

Neutral

Your physical health

65%

Your mental health

51%

Your personal life & routines

51%

Your personal finances

Q: Do you currently feel the following are in a good state, a neutral state or a bad state?

Bad

42%

28%

34%

38%

37%

7%

15%

11%

21%

Consumers expect 2021 to treat them the same as, if not better than 2020
In the previous slide we saw that at least half of respondents feel their physical & mental health and personal lives are currently
in a good state – around half of consumers say things will stay the same, while around 40% say things will get better in 2021.

Will the Following Will Be Better, Worse, or the Same In 2021 As 2020?

Better

Your physical health

Your mental health

Your personal life & routines

Your personal finances

Q: Do you think the following will be better, worse, or the same as you move through 2021 as
compared to last year?

The same

Worse

42%

38%

51%

51%

42%

38%

49%

45%

7%

11%

9%

17%

Emotional sentiment has largely picked up in the new year
There are several emotional indicators that consumers are feeling better about compared to November, including feeling
more hopeful, calm and connected. However, they are also feeling significantly more bored and less engaged, indicating
that social distancing and restrictions continue to impact mental health.

2021

Fearful

30%

+7

2020

Hopeful

Frustrated

Calm

42%

Isolated

+6

+4

49%

48%
52%

Q: For each of the following pairs of emotions, please select the one that best describes how you currently feel right now.

51%

Engaged

48%
53%

37%
63%

Bored

47%
58%

70%

Connected

52%

+9

43%
57%

Ongoing hesitancy about going out in public places
Consumers continue to feel divided about going out in public in general, with sentiment split 50/50. They feel most
comfortable exercising, grocery shopping and going to health or medical appointments. Consumers continue to feel least
comfortable traveling, and most are not doing it at all.

Comfort Level Out In Public

Comfort Level Doing Select Activities
I don’t do this

I do this but feel very uncomfor table
Exe rcising

Grocer y shop ping

19%
20%
Totally
Totally
Comfortable Uncomfortable

Health/Me dical-r elated appointments
Non-gr ocery shopping
So ci alizing

32%
Somewhat
Comfortable

30%
Somewhat
Uncomfortable

I do this and feel somewhat uncomfortable

28%
7%

11%

20%

20%

18%

20%

21%

39%
29%

20%
33%

24%

Di ni ng out

43%

14%

Sendi ng ki ds to camp /scho ol
Protesting or demonstrating for a cause

No substantial change since November

Q: In the context of COVID-19, how comfortable are you currently going out in public?

Internatio nal Travel

28%

18%
14%

Do mestic Tr avel

33%

30%

43%

Attendi ng religi ous services/eve nts

42%

34%

Wor ki ng at my office/place o f work

Attendi ng beauty ser vice establishmen...

I do this and feel fine

49%

25%

20%
21%
12%

55%

24%

21%
11%

52%

67%

18%

17%
13%

62%

19%

15%

13%

58%

22%

18%
14%

12%

14%
9%

12%

14%
12%
11%

Trust in COVID-19 vaccines continues to slide, with a surprising number of consumers planning to wait
‘Complete’ trust in the COVID-19 vaccines has dropped 11 percentage points since August 2020. While 29% of respondents
say they will be first in line once it is available, 39% plan to wait and 18% do not plan to get vaccinated at all.

Likelihood to Trust ‘COVID-19 Vaccines’
Completely trust it

Somewhat trust it

Hesitate to trust it

When Consumers Will Get Vaccinated
Not trust it
I have already been vaccinated

August

41%

32%

16%

14%

12%
I plan to be first in line to get vaccinated

November '20

-5

36%

32%

16%

17%

I plan wait to see whether it is safe and
works for others

I plan to be one of the last people to get the
vaccine to ensure its safety

January '21

30%

-6

37%

20%

29%

30%

9%

13%
I do not plan on getting vaccinated

Q1: Considering everything you know about the roll out of the Pfizer and Moderna COVID-19 vaccines in the US, how much do you ‘trust’ the safety and efficacy of those vaccines? Q2:
Once the COVID-19 vaccine is available to people like you (if it isn’t already), when will you be willing to get vaccinated?

18%

A majority of Americans believe vaccination is a personal choice
This is a particularly widespread belief among ‘never-vaxers’ who do not intend to get the COVID-19 vaccine, Black adults
and rural Americans, with 88%, 75% and 71% saying as such, respectively.
‘Never-Vaxers’
Getting vaccinated is a matter of…?

‘Hesitant Vaxers’

‘Vaccine Ready’

12%

48%

35%
88%

64%
Personal
Choice

36%
Civic
Responsibility

Black adults

Hispanic adults

25%
75%

38%
62%

Urban

29%

Q: Do you consider getting vaccinated a matter of… ?

White adults

38%
62%

Rural

71%

52%

65%

Suburban

37%
63%

40%
60%

Consumers have embraced more of a savings mindset during the pandemic
Around 4 in 5 consumers say that they both will be much more conservative with their money in the future and that their
attitude has been fundamentally shifted towards saving.

80%

AGREE: “Going forward I will
be much more conservative
in how I spend my money”

74%

AGREE: “This crisis has
fundamentally shifted my attitude
to prioritize saving money”

Similar breakdown across household income (HHI)brackets

Q: We’d like to know your attitudes towards spending versus saving money heading into 2021. How strongly do you agree or disagree with the following statements?

Almost 1 in 4 have not been able to save during the pandemic
At the same time, one-third (33%) of respondents report saving more than they have previously. Wealthier individuals and
white adults appear to have saved more, while lower income individuals and Black & Hispanic adults report not being able to
save as much. This is a stark reminder of the how the crisis has impacted the most vulnerable.
Impact of Crisis On Consumer Savings
Total

HHI $100k+

HHI $50k-$100k

HHI <$50k

Hispanic adults

White adults

Black adults

33%

I am saving more than
I was before

53%
33%

28%

I am saving more than
I was before

35%
30%

24%

33%

I am saving the same
amount as I was
before

32%
38%
31%

40%

I am saving the same
amount as I was
before

31%
32%

12%

I am saving, but less
than I was before

I am saving, but less
than I was before

11%
14%
12%

22%

I have not been able
to save much, if at all

I have not been able
to save much, if at all

4%
15%
33%

Q: Which of the following best describes how your savings have been impacted during the pandemic?

17%
12%
17%

15%
22%
21%

Stimulus money expected to go towards essentials, savings
In line with shifting priorities towards saving and more cautious spending habits, most consumers receiving stimulus expect
to use the money on essentials (51%) or to save it (47%). Wealthier individuals are more likely to save, invest or spend the
money on non-essentials. Black adults and lower income individuals are more likely to spend on essentials.
Planned Uses for Second Round of Stimulus
(Among those who expect to receive stimulus; respondents asked to select all that apply)

Q: How do you plan to use the impending second round of gov't stimulus money? Please select all that apply.

Implications for Marketers
•

Consumers are feeling optimistic in the new year but are still struggling with certain challenges. A majority of
respondents feel good about their physical & mental health and their personal lives. Emotionally,
respondents feel more hopeful, calm and connected than they did at the end of 2020. However, they are
also less optimistic about the state of their finances and feeling significantly less engaged as we near the
one-year mark of the pandemic. There is opportunity for marketers to build on moments of positivity and
also to support consumers in times of financial or emotional need.

•

Consumers are becoming more careful with their money as the pandemic continues. While the pandemic
has impacted consumers differently, there is a clear trend towards prioritizing saving over spending. For
marketers, this will mean reassessing what constitutes value for consumers and how to position their
brand accordingly. Some consumers will focus exclusively on price, while others will prioritize the
greatest possible value – efficacy, quality, reliability or otherwise.

•

Messaging for vaccination will need to strike the right tone. There is a clear need to appeal to
American’s sense of pride and community in the vaccination effort. A majority of Americans, and
especially those most mistrusting and vulnerable, view inoculation as a personal choice rather than a civic
responsibility. The vaccination campaign will need to flip this notion on its head, turning vaccination from
an exercise of personal liberties to a badge of honor and show of character. While the decision is one of
personal health, it also contributes to health of the country.

Contents
1. Recapping Recent Events
2. Our Framework: The Stages of Crisis Response
3. COVID-19: Consumer Outlook
4. The Impact of the Pandemic on Routines
5. The Impact of the Pandemic on Tech Usage

Over half say recovery for the US does not mean a ‘return to normal’

Overall, consumers are fairly split on whether recovery should mean “returning to the way things were” or “making changes
to address problems highlighted by the pandemic.” The latter view is driven by Gen Z, 67% of whom say that’s a priority.

Consumer Priority In Building a Path to Recovery

33%

46%
Millennials

Gen Z
67%

54%

Return to the way
things were before
the pandemic

Make changes to
address problems
(like inequality) that
have been
highlighted by the
pandemic

55%

Q: In building the path to post-pandemic recovery, what do you think the priority should be?

45%
47%

43%
Boomers

Gen X
53%

57%

Americans have faced varying levels of ease adjusting to changes during the pandemic
Americans are split on whether they found adjusting to the pandemic easier or harder than expected. In their own words,
some consumers told us about big disruptions – loss of income, fear and stress, isolation – while others expressed that
while inconvenient, the pandemic had not really changed anything, or had changed things for the better.
Adapting to Changes During the Pandemic

The Biggest Disruption To Consumers’ Daily Routines

“Loss of income has been the biggest. The stress of
not knowing how I'm gonna pay rent has far
outweighed the stress of being isolated.”

52%
Harder than
I expected

48%

“In a major way! I am a very social person and it has
made me a total hermit. It holds me back a lot.”

Easier than
I expected

“Just wearing a mask. everything else is the same.”

No substantial variance across audience cohorts

“We now have much more family time. It’s much
easier to exercise during the day. And I can take
whole family for afternoon walks and enjoy
outside.”

Q 1: Complete the following sentence: Adapting to changes during the pandemic has been… Q2: What is the biggest way the pandemic has disrupted your daily routine?

They are eager for daily moments of interaction to be enjoyable again
As we heard from respondents, going out in public has become a stressful disruption to life right now. Going back to
enjoying time in public was among the top three things Americans most want to do first. They also prioritize seeing loved
ones in-person, going to dinner and traveling – all things that have been transformed into stressful experiences.
Activities Consumers Will Do First Once It's Safe Again
(respondents asked to select their top 3 choices)
56%
50%

47%

45%

32%

See friends or
family

Go out to dinner Enjoy being out in
public in general

Travel/go on a
vacation

Shop in-store or
at a mall

31%

Attend a live
event (sports,
concert, theater)

Q Once enough Americans are vaccinated and normal life becomes safe again, what activities will you most want to do first? Please select your top three choices.

20%

20%

Go to the gym

Attend a beauty
service
establishment

However, they expect to adopt some pandemic habits permanently
Most respondents anticipate engaging in more in-home activities even after the pandemic is over – including, cooking,
shopping online and only engaging with close friends. When they do venture out, around half anticipate they will continue to
exercise safety precautious like using contactless pay, curbside pick-up and dining outdoors.
The Impact of Pandemic Routines Post-Pandemic
Continue to do as frequently or more often

Do less often

72%
67%
63%

61%

60%
56%
52%

50%

48%

47%

43%

46%
41%

39%
35%

32%
23%

Cooking at
home

26%

25%

Shop online

Spend time at
home

24%

Spend time Stream media
only with a
on demand
clo se gro up of...
friends

27%
23%

26%

22%

Use
Exercise at
Video chat
contactless home/ attend a fr iends/family
payment
virtual class

29%

26%
22%

Wearing a
mask/PPE

Sit outdoor s at Use curbside
a restaurant
pick-up or
delivery

Q: Consider the following COVID-19 era customs. Once the pandemic is over, do you anticipate continuing to do them at the same or greater frequency or will you

do them less often?

27%

Use
Work remotely Attend a vi rtual
telemedicine
event (concer t
show...

In their own words, consumers plan to continue changes that have made them
healthier
Improving Physical Health

Improving Wellbeing

“I will continue to shop more online and
do curbside pickup or have items
delivered to me”

“I have started exercising at home and
taking time for myself which I will
absolutely continue”

“ I’m going to be more aware of washing
hands and health all together!”

“I will continue to spend quality time with
my daughter and my partner, take my dog
for walks, and of course, continue learning
the art of cooking”

“Continuing to wash my hands on a
regular basis and use hand sanitizer
regularly. Also still continuing social
distancing”

“I’ll keep checking prices of things that I
buy and considering if I really need or not.”

Q: What are some COVID-19 era habits you’ve picked up that you plan to or want to continue doing once the pandemic is over?

Consumer values have shifted during the pandemic
We are more aware of the value of our time – both valuing time with friends and family more, as well as our personal time and
using it to learn new things. Stability is also valued more – the stability of finances, physical and mental health, and our
personal lives. And our experience matters more – we value attending events, feeling safe in society and experiencing a sense
of community.
Things Consumers Value MORE Since the Pandemic Began
49%
45%
42%

41%

41%

41%
38%

36%

35%

34%

33%

32%

32%

23%

Time with
Per so nal time
family/friends

Physical
health

Financial
security

Per so nal
stability

Mental health

Q Do you find yourself valuing the following things, more, less, or the same since the pandemic began?

Learning &
trying new
things

Experiences
and events

Societal
stability

Sense of
community

Per so nal
success

Social justice

Work-life
balance

Mater ial
possessions

Gen Z and Millennials experience greater shifts to their values
Gen Z report placing higher value on experiences and Millennials on stability and social justice during the pandemic. Boomers
and Gen X report placing higher value on physical health and time spent with friends and family

“Do you find yourself valuing the following things MORE since the pandemic began?”

Gen Z

Experiences/Events
(108i, 39%)

Personal Success
(106i, 36%)

Learning/Trying New
Things
(105i, 41%)

Mental Health
(102i, 42%)

Millennials

Personal Success
(121i, 40%)

Social Justice
(116i, 37%)

Social Stability
(114i, 40%)

Financial Security
(112i, 46%)

Q: Do you find yourself valuing the following things, more, less, or the same since the pandemic began?

Gen X

Boomers

Personal Time

Physical Health

Time with Friends &
Family

Time with Friends &
Family

(107i, 48%)

(100i, 50%)

Physical Health
(100i, 41%)

(100i, 42%)

(98i, 49%)

Black & Hispanic adults place higher value on success & mental health
Black adults are also more likely to place higher value on social justice and societal stability after a tumultuous year that
brought the conversation of police brutality and anti-Black racism to the fore. Hispanic adults are also more likely to place
higher value on learning and community, which may contribute to their mental health and sense of success.
“Do you find yourself valuing the following things MORE since the pandemic began?”

Black adults

Hispanic adults

Social Justice

Personal Success

Learning/Trying
New Things

Societal Stability

Mental Health

Sense of Community

(140i, 45%)

(111i, 39%)

(118i, 39%)

(112i, 46%)

Q: Do you find yourself valuing the following things, more, less, or the same since the pandemic began?

Personal Success
Mental Health

(94i, 31%)

(95i, 46%)

(94i, 32%)

(90i, 37%)

Americans believe returning to pre-pandemic routines is risky right now
Boomers are most likely to assign high risk to returning to pre-pandemic routines, while younger generations are more
likely to assign moderate risk. Interestingly, Gen Z is least likely to say a return carries no risk right now (4%).

Risk Level Associated with Returning to
Pre-Pandemic Routines Right Now

Boomers
7%

10%

13%

No risk
9%
Low risk
13%

Gen X

10%

42%

51%
29%

38%

High risk
39%

78%
say returning
to normal is
risky right now

Moderate risk
39%

Millennials

4%
11%
13%

42%

Q: How much of a risk do you think it would be to return to your pre-pandemic life and routines right now?

Gen Z

34%

17%

50%

29%

Americans optimistic about returning to routines within 9 months
68% of Americans either anticipate returning to their pre-pandemic routines within 9 months or already have done so,
while the other 32% say it will take another year or more. Boomers have the most long-term view with 39% predicting
12+ months, while only 26% of Gen Zers say the same.
When Consumers Anticipate Resuming Pre-Pandemic Routines
All

Boomers

14%

6%

23%

17%

Gen X

16%

Millennials

17%

Gen Z

23%

9%

Within 3 months

32%

30%

22%

39%

20%

28%

26%

Within 6 months

8%

68% say within 9 months or less

8%

61% say within 9 months or less

7%

65% say within 9 months or less

35%

18%

29%

Within 9 months

28%

9%

72% say within 9 months or less

26%

10%

74% say within 9 months or less

12 months or more

ItI already have
has

Q: Based on the news and your personal experiences, when do you think you will be able to return to your pre-pandemic life and routines?

Consumers do not expect brands to ‘return to normal’ after pandemic

COVID-19 has accelerated the retail evolution and consumers want to see new practices here to stay. Around 80% expect
brands to continue to offer online, virtual and curb-side services even after the pandemic ends. 70% believe brands should
continue to take a stand on social issues.
Expectations for How Brands Should Return to Normal
Strongly Agree

Somewhat Agree

Continue to offer online ordering

47%

Continue to implement safety measures for employees and
customers

45%

37%

Continue to offer discounts until the economy fully recovers

44%

39%

42%

Continue to offer curbside pickup and/or delivery
Continue to offer virtual services/solutions
Continue to take a stand on social issues

40%

35%
31%

Go back to pre-pandemic protocols and operations

25%

Rely less on brick-and-mortar stores

24%

Q: After the pandemic is over, what are your expectations for how brands should return to normal?

38%

45%
38%
37%
35%

Implications for Marketers
•

Brand activism is here to stay. Throughout 2020 we saw
consumers demand more – accountability, transparency, action –
and brands respond in kind. This will continue into 2021 as many
consumers do not want to ‘return to normal’ but build a ‘better
normal.’ Marketers should be conscious of this shift, but also be
highly-aware and committed to where they stand. Brands can
maintain their purpose without taking a stand on every issue.

•

Individual experiences during the pandemic have been varied. Some
consumers found themselves with more time to pick up a new
hobby or connect with family, while others were forced to juggle
work with remote learning or stop by a food bank for support.
Marketers need to be highly tuned-in to their unique audiences’
experiences as 2021 continues to evolve.

•

•

Local will only grow in importance. Consumers continue to be
wary of traveling far from home, and with many remain hesitant of
the vaccine it may remain that way for the foreseeable future. Now
almost one year into the pandemic, for many, ”home” has also come
to encompass the broader community of frequented local
businesses, neighborhood parks, community organizations.
Marketers should look at how their brand can intersect with or
support what consumers are doing locally (e.g. Lowe’s hosting a
curbside trick-or-treat this Halloween, The North Face celebrating
local explorers).

•

Be cautious that consumers underestimate how much more their
lifestyles could change. While most consumers acknowledge that
returning to normal life is highly risky right now, a clear majority
believe that they will be able to resume their routines within 9
months. In reality, consumer work patterns and lifestyles may
continue to be in flux until 2022 or later. The bias to
underestimate change not only leads consumers to miscalculate
future needs and preferences but also leads to and ongoing
feelings of dissatisfaction.

•

E-Commerce and digital experiences are major priorities in 2021.
Looking ahead, the eCommerce, delivery and virtual “band-aids”
many marketers put in place at the start of the pandemic have
come to be expected by consumers. Now is the time for marketers
to rethink the role of eCommerce as the keystone of their brand
experience and scale up digital engagement channels.

Assess how your brand can integrate into consumers new ‘healthy
habits’. Consumers are keen to continue pursuing some of the
‘silver linings’ of the pandemic – from quality time with loved ones
to reconnecting to hobbies to exercising. Brands can actively
nurture these pursuits by harnessing at-home media moments. (As
examples: Netflix Party, virtual wine tastings and Peloton classes.)
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During the pandemic, tech use has grown most around entertainment & leisure
Around 40% of Americans are relying more on tech for entertainment and leisure activities as well as managing aspects of
their lives like shopping and personal health. A third of Americans are relying more on tech for productivity during the
pandemic.
Use of Technology to Perform Daily Activities Compared to Before Pandemic
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43%

Entertainment
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8%

51%

41%
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Less often

10%

53%

37%

Per so nal productivity

14%

53%

34%

Education (children or
adult learni ng)

Q: Compared to before the pandemic began, in which of the following aspects of your daily life do you currently use technology more often, less often, or the same amount?

15%

56%

29%

Workplace productivity

15%

60%

25%

Home automation

Gen Z and Millennials have integrated tech into more activities, both personal and professional
While all generations have increased their usage of tech within entertainment and personal activities, Gen Z and Millennials
are also more likely to use it for education and work. Although a third of Boomers have increased their use of tech, they are
still the generation less likely to use it more.
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Q: Compared to before the pandemic began, in which of the following aspects of your daily life do you currently use technology more often, less often, or the same amount?
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Home Automation

Device use has been wide and varied during the pandemic
Smartphone usage grew the most during the pandemic, followed by computers and smart TVs. One third of consumers also
increased their usage of gaming consoles, tablets and voice assistants.
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Devices Used to Connect Online Compared to Before Pandemic
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Q: Compared to before the pandemic began, which of the following devices do you currently use to connect online more often, less often, or the same amount?

Voice assistant

While Smartphone and Computer usage increased for all, Boomers were less likely to
increase use of entertainment platforms like Smart TVs and Gaming consoles
Voice Assistant usage grew most among Gen X and Millennials, likely used for more productively managing their busy HHs

Devices Used to Connect Online MORE Compared to Before Pandemic
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Q: Compared to before the pandemic began, which of the following devices do you currently use to connect online more often, less often, or the same amount?

Voice Assistant

While urban consumers are more likely to have increased usage across devices,
rural and suburban consumers are more likely to rely on their smartphones
This may indicate the growing impact of the digital divide as rural audiences rely on wireless service.
Devices Used to Connect Online MORE Compared to Before Pandemic
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Q: Compared to before the pandemic began, which of the following devices do you currently use to connect online more often, less often, or the same amount?

Voice Assistant

Half of Americans have a more positive view of technology than before the pandemic
Americans who live in urban areas are far more likely to have a more positive view of technology, while Americans in rural
areas are far more likely to have a more negative view – indicating that people in rural areas may feel left behind by
some of the technological advancements that have been made (due to poor service or slower adoption).

Suburban

Urban

Likelihood to View Technology as Positive Due
to Pandemic
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Q: Complete the following sentence: Compared to before the pandemic, I am now _________ to consider technology a positive thing?

38%

-

Urban populations are most
likely to view tech as more
positive (129i)

-

Suburban populations are
most likely to remain
unchanged (131i)

-

Rural populations are most
likely to view tech as more
negative (171i)

While helpful, technology is often not universal
Consumers don’t see virtual communication as a replacement for in-person interaction – rather a helpful supplement.

Comparing Virtual Interactions To In-person Interactions

“

Both serve their purpose and
have their own benefits but I
really miss doing trainings for
work in person and having a
more intimate setting

“

“

Q: How do you feel about virtual or online interactions with other people compared to in-person interactions with other people? Is one better than the other?

“

I prefer in person interactions
with family and friends,
although I am grateful for
virtual.

“

“

Although I prefer in person
interactions with other
people, I have to say that I
am thankful for the
technology to be able to
see my children and
grandchildren through face
time

Implications for Marketers
•

Prepare for consumers to demand more creative, entertaining, and
immersive experiences. The pandemic has accelerated tech
adoption across a variety of aspects of our lives. Consumers are
becoming ready for new forms of digital consumption that enhance
their happiness and well-being. Consumers will channel this energy
into the brands that help them restore the variety and excitement
they’ve felt deprived of during 2020.

•

Assess how your brand can fit onto the different devices consumers
have adopted. Consumer consumption habits have certainly shifted
during the pandemic. With increased media consumption there is an
opportunity for marketers to explore new partnership with devices
and services. Marketers should also keep tabs on where their
audience is spending their time and whether new devices are
superseding old favorites.

•

Recognize that, though helpful, virtual experiences are a
”necessary evil”. While consumers are grateful for all the ways
technology has kept them engaged and connected during the
pandemic, it is a matter of necessity and safety, not choice. This ups
the ante for marketers to make at-home experiences more
pleasurable.

