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Introduction
Mapping Consumer Signals to Offer Marketing Guidance

As the scale and impact of the COVID-19 outbreak gains speed, unfolding at
diﬀerent paces throughout the country, consumer aAtudes and preferences are
evolving in tandem.
To help marketers navigate the shiEing road ahead, Dentsu will be regularly
publishing ﬁndings from a consumer survey (weekly in the near-term). We will map
how consumers are moving through and responding to the various stages of the
crisis and how brands can best respond.
This is the third itera9on of Dentsu’s COVID Crisis Navigator. The content highlights
shiEs in consumer behavior and senMment since the previous report, interpreMng
what those signals mean for adverMsers and marketers.
You can read the ﬁrst and second iteraMon of the COVID Crisis Navigator.
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Methodology

This survey was administered through Toluna, an online research panel,
between April 9-12, 2020. Conducted by Dentsu, this survey was
distributed among a random sample of 900+ respondents, aged 18-64
years old and residing in the United States. The survey controlled for
naMonally representaMve weighMng across age, gender and ethnicity.
AddiMonally, respondents represented a variety of backgrounds:
educaMonal, wealth and geographic.
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Executive Summary
Week over week, we have watched America progress through the stages of a new
crisis:
Week 1: Figuring it Out
The last week in March, COVID was the number one thing on consumers’ minds.
Although the health crisis appeared to be worsening, consumers sDll felt they had
control over their personal lives and ﬁnances. We saw them grapple with how they
should feel (neither posiDve nor negaDve) and a growing expectaDon for brands to
help navigate the new normal started to emerge.
Week 2: Uncertainty at its Peak
Faced with job loss and economic uncertainty, consumer outlook rapidly
deteriorated in week 2. They were sDll worried about the health crisis, but felt they
were losing control over their personal lives and ﬁnances as well. Media
consumpDon hit an all Dme high as consumers sought distracDon from what they
viewed as a worsening situaDon. Brands were expected to respond and applauded
for taking acDon.
Week 3: In Search of Stability
This week, we see a naDon in search of stability. SenDment is trending slightly less
negaDve as consumers ﬁght to regain control. We see spending paOerns ﬂaOen,
Dme spent with media reach a saturaDon point, and a heightened desire for
normalcy. Consumers not only expect brands to act, but they are paying close
aOenDon to what brands say and do in response to the pandemic.
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Recapping the Past Week: In Search of Stability (and getting antsy!)

The big thing this past week was that the rate of new COVID-19 cases in US hotspots have started to peak and ﬂa@en. Yet, as ciDzens look to these
ciDes to benchmark the situaDon, their city’s crisis may be unfolding diﬀerently. The juxtaposiDon between visible progress and realisDc Dmeline to
“normal” appears hard for the public to reconcile.
ALL EYES ON THE PEAK

YET, US EXPERIENCING CRISIS
UNEQUALLY

HARDER TO COMPREHEND
LONG RECOVERY

+4,250%

Increase in search volume for “When will
things get back to normal” across the
world over the past month

Source: Google Coronavirus Dashboard
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Our Approach: The Stages of Crisis Response
OPen, responses to pandemics follow a pa@ern. As the eﬀects of COVID-19 impact communiDes at diﬀerent rates, these stages can act as a guide to
shiPing public senDment – though consumers may not always experience them linearly.

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 rouDne.
There are moments of
frustraDon and anxiety, but I’m
trying to focus on what I can
control.
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LIVING A NEW
NORMAL

I am moving towards seOling
into a new rouDne while the
outbreak is evolving. My rouDne
is starDng to feel familiar.

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

I feel there has been progress to
reduce the outbreak in the
naDon and my community. I am
slowly starDng the journey back
to my normal rouDnes and
schedules.

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.

‘Progression’ amid the pandemic is increasingly complex

As the pandemic threatens other aspect beyond public health (the economy, politics), consumers are wrapping their heads around multiple crises at
once. This week, people identifying with Coming to Grips disperse and do not appear to move linearly: Some slide back into shock, while others are
able to move forward.
INITIAL SHOCK

% of Respondents Who Identify With Each Stage:
COMING TO GRIPS
MOVING INTO RECOVERY
LIVING A NEW NORMAL

POST- CORONAVIRUS LIFE

MAR. 27-29

24%

33%

26%

10%

7%

APR.3-4

25%

42%

25%

3%

4%

APR.9-12

27%

32%

28%

5%

7%

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 panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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Consumer Sentiment
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Overall concern about the outbreak remains high
Concern about the COVID-19/coronavirus outbreak

APR. 9-12

APR.3-4
APR. 3-4

MAR. 27-29

Not at all concerned

3% 6%

5%
2%

3% 5%

14%

14%

Slightly concerned

Moderately concerned

39%

42%

15%

Q. How concerned are you about the COVID-19/coronavirus outbreak right now?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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41%

Very Concerned

Extremely concerned

38%

38%

36%

Consumer concern shifts as economy continues to worsen

The health crisis is still a top concern, but there is less panic about catching the virus. In line with the idea that consumers are grappling with multiple
crises as fallout of the outbreak continues, the economy is now their most pressing concern.

Most Concerning Aspects of the Crisis
(Top 5)

Ranking week of
April 9-10

Ranking week of
April 3-4

The country’s economy

#1 (48%)

#2 (46%)

Family/friends catching Coronavirus

#2 (43%)

#1 (52%)

The health crisis in the US

#3 (42%)

#3 (45%)

Knowing when the crisis will end

#4 (42%)

#5 (44%)

Catching coronavirus myself

#5 (40%)

#4 (45%)

Q. Which of the following things are you most concerned about at the moment? Please select all that apply.
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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Other pressing issues ebb and flow with the news cycle
Concern over the US economy continues to climb as businesses remain shut, while concern over unemployment drops after the news surrounding
staggering job losses lessens. With news of Biden securing the Democratic nominee and the Wisconsin primaries, US politics gains attention.
Top National Issues Concerning Consumers

Since Mar. 27-29

(% of respondents who said an issue was in their top 3 choices)
Apr. 9-12

Apr. 3-4

Mar. 27-29

+8
63%

62%

63%

Since Apr. 3-4

50%

-6

48%
42%

Since Apr. 3-4
40%

34%

+6

32%

21%

22% 22%

20%

19%
14%

COVID-19/coronavir us
hea lt h crisis

US Economy

Unemployment

Clima te Change

US Political L andsca pe

Q. Please pick the top three issues, in priority order, currently most concerning to you.
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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19%

18%
15%

Terr orism

20%

18%
15%

Immigrat ion

17%

18%

19%

17%

16%

17%

17%

19%
16%

14%

13%

Income Inequality

Fr eedom of Movement

Gun C ontr ol

13%

12%

8%

8%

Gender Equality

Repr oduct ive Rights

While still negative, emotions are trending upward

Last week set the bar for respondent’s negative sentiment. While not yet positive, this week those negative feelings are more tempered. Consumers may
feel down emotionally, but they are fighting to remain prepared and in-control.
Net Emotional Sentiment

(For each respective pair: % who identified with positive emotions subtracted by % who identified with negative emotions)

APR. 9-12

ISOLATED -50
FEARFUL

-50

FRUSTRATED -50
BORED

-50

HELPLESS

-50

OVERWHELMED

-50

ANGRY

-50

-46

00

-38
-40

MAR. 27-29

APR. 3-4

|

-27
-34

-20

-26
-14

-9
-10

6

50

CONNECTED

50

HOPEFUL

|

4

50

CALM

|

4

50

ACTIVE

50

PREPARED

|

50

IN-CONTROL

|

50

GRATEFUL

|

24

New

statements

-22

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 panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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Outlook is improving and moving toward stability
After a sharp decline in respondent’s outlook last week (the percentage of respondents saying “It’s getting worse” nearly doubled for each article), things
appear to be improving. Yet, most respondents say things are stabilizing rather than getting better, and half still feel the health threat is getting worse.
Personal Outlook For Each Of the Following:
It's getting worse

It's stabilizing

It's getting better
Since Apr. 3-4

50%

The health threat to your community

33%

Your employment and personal finances

Your personal life and routines

24%

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 panels, conducted April 9-12, 2020,.
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36%

55%

55%

14%

13%

20%

Need for normalcy, freedom, leadership rising each week
As life remains upended, need states related to finding a path back to “normal” life are becoming more important to respondents.
Current Consumer Need States
(Respondents asked to select up to 3 answers)
Apr. 9-12

Since Mar. 27-29

39%
36%

36%

Apr. 3-4

Mar. 27-29

+5
+3
28%
25%
23%

25%
24%
22%

+3

27%
25%
23%23%23%

22%

24%
22%
21%21%

21%21%
18%
16%
15%

20%
19%

19%
17%17%

17%
15%15%

16%

15%15%
14%

16%
14%14%

15%15%
14%
12%

12%

10%

SECURITY

NORMALCY

FREEDOM

POSITIVITY

REASSURA NCE

DISTRACTION

STABILITY

Q. Thinking about how you are currently feeling about the COVID-19/coronavirus outbreak, what are the top three things you need right now? Please select up to three choices.
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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LEADERSHIP

INFORMATION

FUN

INSPIRATION

COMPANIONSHIP

EMPOWERMENT

SUPPORT

BELONGING

*Definitions in appendix

Women want a return to normal, men continue to seek control
Last week women needed reassurance and positivity – this week they don’t just want to feel better, they want a return to normal. Men continue to seek
an increased feeling of control.

Women

Men

128i

143i

More likely to need normalcy

115i

133i

More likely to need distraction

More likely to need leadership

114i

130i

More likely to need freedom

Q. Thinking about how you are currently feeling about the COVID-19/coronavirus outbreak, what are the top three things you need right now? Please select up to three choices.
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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More likely to need information

More likely to need belonging

Consumers’ return-to-normal expectations at odds with experts

A majority believe things will “return to normal” by the end of the year, a sharp contrast to the timeline needed for a vaccine – which will likely take 1218 months – and the standings of public health officials on when to lift social distancing measures. On the other hand, over ten percent believe that
society has been permanently changed by COVID-19.

When Consumers Think Life Will “Return to Normal”

Women

🌷

23%

Beginning of May

🎆

July Fourth

#

Labor Day

🎊

New Year’s

#"#! Sometime next year
It won’t return to normal

32%

16%

6%

By July Fourth

77%
By 2021

12%

11%

Q. Based on the news and updates from the government and health authorities, which of the following best matches how long you think it will take for our way of life to return mostly to normal?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted April 9-12, 2020
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55%

144i
More likely to say
it won’t return to
normal
Men

🌷

130i

More likely to say
beginning of May

Consumer Behaviors
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Spending patterns stabilize as consumers adjust
APer spending taking a dip last week (when concerns around job loss were at an all Dme high), households appear to se@le into more stable
spending pa@erns.
Household Spending Impact
Next 2 Weeks

Past 2 Weeks
It has decreased

Q1. How has the COVID-19/coronavirus outbreak affected your (and (or) your family’s) spending in the past 2 weeks?
Q2. How do you think your (and (or) your family’s) spending may change in the next 2 weeks?

26%

It has stayed the same

It has increased

22%

It will decrease

It will stay the same

It will increase

20%

26%

32%
35%

39%

51%

35%

46%

39%

30%

-9

-7

Since Apr. 3-4

Since Apr. 3-4

The
Past
2 Weeks
Mar.
27-29

Apr. 3-4

Apr. 9-12

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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Apr. 9-12

Spending continues to focus on essentials
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.

Since we last measured category spending in March, patterns have remained similar. As consumers exhibit greater caution about how they spend their
money, they prioritize essentials (groceries, HH necessities, personal care) as well as at-home entertainment.
Net Intent to Increase/Decrease Category Spending Over the Next Two Weeks

Spending Impact

62%

Feel more cautious about
how they spend their
money

-4 pts
Since Mar. 27-29

(% who said they intend to spend more money subtracted by % who said they intend to spend less money by category)
Apr 9-12

30

Are actively postponing
major purchases due to
uncertainty

No change

11
6

10

21
11
6

10
3
0

0

3

9
7

-6
-14

-20

-15
-17

-20

-24

-30

-27
-31

-30

-13
-19

-27
-33

-32
-34

-35

-40

-43

-36

-39
-42

-43

-48

-50
-60
Alcohol

Since Mar. 27-29

At-home
Enter ta inme Autom otive Baby C are
nt

Beauty

Consumer Clothing &
Food/Drink
Dining Out
Electr onics Accessories
Deliver y

Grocery

Health &
Fitness

Household
Home
Necessities
Improveme
(toilet
nt
paper,
cleaner)

Luxury
Goods

Out-ofhome
Enter ta inme
nt

Personal
Ca re &
Medicine

Tr avel
Snacks &
(hotels,
Soft Drinks airlines, car
services)

Apr 9-12

-6

11

-24

0

-27

-27

-35

-43

10

22

-15

-13

21

-32

-36

6

9

-39

Ma r 27-29

-14

6

-30

3

-31

-33

-20

-48

3

26

-17

-19

29

-34

-43

11

7

-42

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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29

26
22

20

-10

46%

Mar 27-29

40

Time spent with media hits a saturation point
APer conDnued gains over two-weeks, net Dme spent with media starts to drop. While respondents are sDll spending more Dme than they normally
would, there is only so much media one can consume. Analog rising; digital thresh-hold has been reached.
Net Increase/Decrease in Media Use Compared to Normal
(% who said they are spending more time subtracted by % who said they are spending less time with select media)
Apr. 9-12

Apr. 3-4

Mar. 27-29

60
50

+46
+40

40
30

+49
+37

+46
+39

+42

+40

+37

+32
+35

+35

+33

+41

+31

+32

+32
+28

+31

+30
+25

20

+23
+20
+15

10

+15
+9
+4

0

+12
+6
+4

+5
0

+3

Social media

Streaming video
services

Online news

Live TV

Video chat or
messaging
services

Online video

Streaming
audio/music

Recorded TV

Newspapers

Magazines

Radio

Apr. 9-12

35

35

33

31

31

30

25

15

15

12

0

Apr. 3-4

46

49

46

40

42

41

32

23

9

6

3

Mar. 27-29

40

37

39

32

37

32

28

20

4

4

5

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 the percentage of those who said they are spending more time from the percentage of those who said they are spending
less time on each of the following.
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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Consumers are currently hesitant to leave home

Many acDviDes are on pause for respondents right now. Most consumers are only leaving the house for necessiDes (grocery shopping, exercise) but
experience discomfort doing so.
Comfort Level Currently Felt Leaving Home For The Following Reasons
I don’t do this

I do this but feel very uncomfortable

Grocery shopping

I do this and feel somewhat uncomfortable

15%

Exer cising
Non-grocery shopping
Health/Medical-related appointments
Leisure activities

30%
35%

45%
50%

54%

21%

63%

Attending religious services/events

63%

16%

15%

20%

19%

14%

60%

18%

19%

12%

Dining out

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted April 9-12, 2020,.

31%

15%

Socializ ing
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21%

20%

53%

Q. Which of the following things, if any, do you currently do outside of the home and what is your level of comfort?

22%

18%

Working at my office/place of wor k

Children's activities

34%
13%

44%

I do this and feel fine

16%

15%
12%
11%
12%

17%

13%
14%
14%

15%
12%
12%

Women and Boomers are the least likely to feel safe
leaving their home right now
By Generation:
Boomers
feel Home
least safe
Perceived Safety
Leaving
Totally Unsafe

Unsafe

Neither safe nor unsafe

Safe

By Generation: Boomers feel least safe
Boomers
Boomers

8%

34%

By Gender: Women feel least safe

8%

25%

34%
27%

25%

Gen X

9%

20%

20%

Millennials/Gen Z

9%

20%

16%

20%

20%

31%

49% feel someMillennials/Gen
level of unsafeZ
33%

27%

11%

30%

31%

20%

feel some level of unsafe

Q. Which of the following things, if any, do you currently do outside of the home and what is your level of comfort?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted April 9-12, 2020,.
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27%

11%

62%

feel some level of unsafe

16%

Male

33%
7%

19%

22%
18%

22%

43%
45%

22%
20%

20%

9%

5%

5%
Female

67% feel some levelGenof Xunsafe9%

Totally safe

Feel some level of unsafe

35%

22%

Tech can’t solve everything; consumers miss everyday interactions
most
While Zoom has kept us connected and food delivery brings restaurant dishes to our doors, people miss the experience of hanging with friends or

enjoying a nice restaurant most! Conversely, going to the gym, the movies, a@ending events are all things that have thrived (though in new formats)
online, and respondents are missing them less.
Consumers’ Most-Missed Activities During the Shutdowns
37%

Hanging out with friends/family

35%

Dining out at restaurants/bars

30%

Shopping in stores

22%

Going on vacation/traveling

20%

Going to a movie theater

19%

Going to local shops (your coffee shop, etc.)
Working from the office

17%

Going to community gatherings (religious services, town halls)

17%
16%

Attending spor ts, concerts and other live events

15%

Going to the gym/work out class

8%

None of the above

7%

Going to school/college
Other , please specify

Q. Which of the following would you say you miss the most during this time of coronavirus-related shutdowns? Please select up to three.
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted April 9-12, 2020
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2%

Consumer Expectations of
Brands
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Consumers say brands are stepping up

This week there was a jump in respondents reporting that company and brand responses to the outbreak have exceeded their expectations.
Additionally, the needle is shifting on how citizens and local governments are responding.
Consumer Evaluation of Organization’s Responses to COVID-19
Fell short of my expectations

The national government

48%

30%

Media/news outlets

45%

28%

Your employer

24%

Tech/so cial media companies

24%

51%

18%

21%

+3

19%

21%

20%

58%

55%

56%

+4

+6

24%

56%

21%

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 panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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38%

33%

Your local gover nment

Local shops/businesses

Exceeded my expectations

41%

Other citizens

Companies/brands

Met my expectations

18%

23%

26%

+7

They are paying close attention to brand responses
Attention – and scrutiny - of what brands are doing/saying is heightened. At the same time there is a sizeable appetite for more COVID-response ads.

Feelings Towards # of COVID-19-Related Ads Seen

Attention Paid to Brands Right Now

I am paying MORE
attention to what brands
are doing/saying right
now
I am paying LESS attention
to what brands are
doing/saying right now
I am paying the SAME
amount of attention as
usual to what brands are
doing/saying right now

There’s too few of
them

32%

49%

18%

Q. Which of the following best applies to you?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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27%
52%

There’s just enough of
them

There’s too many of
them

21%

Q. How do you feel about the number of ads you see related to brands responding to COVID-19?

Younger generations are listening and watching the closest

Largely, Boomers are paying the same amount of attentions to ads as normal. While they shouldn’t be discounted, younger generations are really the
ones scrutinizing brands the most at this time.
Attention Paid to Brands Right Now
Boomers

54%

Gen X

Millennials/Gen Z

56%
52%

37%
28%
24%
18%

20%

11%

I am paying MORE attention to what brands are
doing/saying right now

I am paying LESS attention to what bra nds a re
doing/saying right now

Q. Which of the following best applies to you?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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I am paying the SAME amount of attention as usual to
what brands are doing/saying right now

Little change in what consumers want to see from brands

AcDons conDnue to be the most impacaul way that brands can resonate with consumers. AddiDonally, a growing share are craving communicaDons that
make them feel normal.
Initiatives Consumers Want To See From Brands

(% of respondents who said an initiative was in their top 3 choices)
Apr. 9-12

51% 50%

Mar. 27-29

Since Mar. 27-29

47% 48%

47%

Apr. 3-4

46%

44%
40%

41%

+5

35%
32%

34%

+5

22%

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

24%

25%

24%

25%
22%

24%
20% 21%

Brands offering
Brands responding to Brands helping me get Brands acknowledging Brands that help me
discounts at this time
the outbreak
through my day
the outbreak
contribute to the
response

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 panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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22%

21%

19%

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

20%
17%

15%

Brands advertising as
normal

14% 14% 14%

Brands staying silent
on the issue

Yet, consumer expectations are slowly growing
Each week, more and more acDons and communicaDons fall under the label of table stakes; pucng purpose over proﬁt conDnues to move the needle.
Impact of Select Initiatives on Consumers Perception of a Brand

17%

Brands that help me take my mind off ...

12%

50%

38%

Brands helping me get through my day

13%

49%

38%

Brands that help me contribute to the...
Brands responding to the outbrea k
Brands looking a fter their employees

11%

11%
12%

Brands donating time money products...

12%

47%

41%

41%

47%

38%

49%

38%
49%

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted March 27-29; April 3-4; April 9-12, 2020, respectively
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40%

13%

Brands offering discounts at this time

Brands staying silent on the issue

49%

50%
35%

Hurts
perceptions

53%

BUILDING TRUST

30%

Brands advertising as normal

33%

16%

Hurts
perceptions

54%

TABLE STAKES:

13%

I would think more of the brand

BUILDING EQUITY

Brands acknowledging the outbreak

I expect brands to do this

ABOVE & BEYOND:

I would think less of the brand

How Brands Can Meet
Consumer’s Shifting Needs
DENTSU AEGIS NETWORK

Attitudes Among First 3 Stages:
INITIAL SHOCK

Many are having a hard time
getting out of Initial Shock. They
were positive in week 1 but are
now overwhelmed by the gravity
of the situation.

HELP ME COPE
DENTSU AEGIS NETWORK

COMING TO GRIPS

Their outlook is sDll negaDve,
but to a lesser degree. They
are sDll focused on managing
personal needs but are ready
to feel upliPed.

HELP ME MANAGE

LIVING A NEW NORMAL

They want brands to lead on
larger issues so they can
focus on improving their daily
lives

LEAD & UPLIFT

Top Concerns: Coping
Caring for others (27%, 127i)
Feeling isolated (54%, 138i)

New vs. last week

Initial Shock: Help Me Cope
As people experience Initial Shock, they are overwhelmed by the gravity of the situation.

Losing my job (25%, 142i)
Life events being canceled (27%, 132i)

Behaviors

Brand
Expectations

Sentiment

Need States

AcNvely decreasing
spend

Fearful, helpless and
overwhelmed

• 46% report their HH
spend has decreased
over the past 2 weeks
(118i)

• 61% believe the health
crisis is geBng worse
(i121)

Need support &
connection at the local
level

Most want help, some
don’t want to hear
about it

• Many are entering this
stage later than others
and need information
(125i) and empowerment
(135i)

• 45% expect brands to
donate (123i), look
aMer employees (112i)
or oﬀer discounts
(115i)

• They feel isolated and
need a community
connection - support
(141i), companionship
(113i), and belonging
(139i)

• A smaller group (22%)
prefers that brands stay
silent (132i) or
adver=se as normal
(141i)

• 40% say it will con=nue
to decrease over the
next 2 weeks (101i)

• They feel isolated (54%,
181i), fearful (52%,
178i), helpless (43%,
199i) and frustrated
(47%, 157i)
• Many have not
progressed to the next
stage and are feeling
overwhelmed (45%,
i189)

BRAND ACTIONS: EMPOWER ME TO FIND MY WAY OUT I DON’T OVERWHELM ME I INFORM & CONNECT AT THE LOCAL LEVEL
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from March 27-29, 2020.

DENTSU AEGIS NETWORK

Top Concerns: Personal
When will the crisis end? (51%, 121i)

Coming to Grips: Help Me Manage

Buying necessities (41%, 130i)

Their outlook is still negative, but to a lesser degree than last week. They are focused on
managing personal needs but are ready to infuse some fun into their routine.

Catching COVID (52%, 129i)

Need States

Brand
Expectations

FROM: Craving a
sense of security

Appreciate a helping
hand

TO: Needing
positivity and fun

• 56% think more of
brands who donate to
causes/those in need
(109i) or who offer
discounts (116i)

My mental health (35%, 128i)

Behaviors
Feeling the financial
impact
•

•

Both their ability to
work (38%, 113i) and
their income (43%,
130i) has been
negatively impacted
40% say their
household spend has
decreased over past
2 weeks (121i)

Sentiment
NegaNve, but to a lesser
(“somewhat”) degree
•

52% believe the health
outlook is worsening –
down from 71%

•

They feel somewhat
isolated (48%, 124i), fearful
(43%, 124i), and helpless
(43%, 131i) – but to a lesser
degree than last week

•

They feel somewhat
frustrated (47%, 134i) and
bored (42%, 113i)

• Shifting from
stability to a focus
on positivity (110i)
and fun (111i)
• Still seeking
reassurance (122i)

• 42% think more of
brands who “help me
get through my day”
(110i)
• 36% think more of
brands who
acknowledge the crisis
(110i)

BRAND ACTIONS: ACKNOWLEDGE THE CRISIS I REASSURE ME I HELP ME GET THROUGH MY DAY (& UPLIFT IT)
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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New vs. last week

Top Concerns: Societal
Safety of loved ones (48%, 112i)

Living a New Normal: In Need Of Leadership

The US economy (54%, 114i)

They want brands to lead on larger issues so they can focus on improving their daily
lives.

Knowing when the crisis will end (47%,
112i)
Businesses collapsing (33%, 110i)

Behaviors
GeZng into the
groove of things,
cauNously
•

•

60% say their
household spend
will stabilize over
the next 2 weeks
(160i)
72% are feeling
more cau=ous
about how they
spend their money
(116i)

Sentiment

Need States

Calm, cool, and as collected
as possible

Want to upli[ their
rouNnes

They believe that life is
starting to stabilize – from
the health crisis (137i), to
their personal lives (138i)
to their finances (121i)

• Cohort with the
highest ranking for
normalcy (125i),
inspira=on (115i)

•

•

•

They continue to feel the
highest levels of being
connected (37%, 150i),
hopeful (31%, 144i), and
calm (37%, 160i)

• They also crave a sense
of security (118i)

They feel much more
active (33%, 133i) and
prepared (45%, 138i) than
other groups

BRAND ACTIONS: TACKLE LARGER ISSUES I UPLIFT MY NEW ‘NORMAL’ I ENHANCE MY ROUTINE
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
Expectations

Want to know brands
are tackling the larger
issues
• They think more of
brands who
donate/help (64%,
128i), or who look aMer
their employees (61%,
127i)
• 58% think more of
brands who oﬀer
discounts (119i)
• 42% would think more
of brands who “take my
mind oﬀ what is going
on” (108i)

Implications for Brands By Stage

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

COMING TO GRIPS

LIVING A NEW NORMAL

Consumers are overwhelmed and
in survival mode. Brands should
help them cope with the severity
of the situation by offering
empowerment, support, and
information at the local level.

Consumers are still feeling
negative and need help managing
their daily lives…but they are
ready for a little fun too. Brands
can offer value by acknowledging
what they are going through and
helping them navigate their new
lives.

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

BRAND ACTION: SUPPORT

BRAND ACTION: HELP

BRAND ACTION: LEAD &
UPLIFT

•

Empower me to find my way out

•

Acknowledge the crisis

•

Tackle larger issues

•

Don’t overwhelm me

•

Reassure me

•

UpliM my new ‘normal’

•

Inform & connect at the local level

•

Help me get through my day (&
upliM it)

•

Enhance my rou=ne

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

DENTSU AEGIS NETWORK

•

Consumers seek a greater level of control: Sentiment is trending slightly less negative as consumers
fight to stay in control…but there is still a large group who feel helpless. Brands are now expected to
help consumers manage their lives. Brands that exceed expectations are taking a leadership position in
helping tackle macro issues (donating, helping).

•

Need states continue to trend toward normalcy: Need states associated with pre-COVID life continue
to increase in importance – normalcy, freedom and companionship. Consumers are missing everyday
interactions and are ready to infuse some fun into their routines. Brands who help consumers feel
‘normal’ and uplifted will win favor.

•

Impact is felt closest to home: Consumers are expressing higher satisfaction in responses from local
government and fellow citizens. Most consumer groups feel isolated and are craving connection.
Consider localizing communications and defining your brand’s role in bringing communities together.

•

Time spent with media is reaching its threshold: Time spent with media is flattening out, particularly
with digital. There is a slight increase in time spent with non-digital media like Newspapers and
Magazines. Brands should be cautious of ‘media-burnout’ and manage frequency levels during this
busy time.

•

Staying silent is saying something: Consumers are paying closer attention to advertising than ever
before. They are actively looking to see how brands respond, especially younger consumers. Consider
how your brand message can drive relevance and make a meaningful difference.

•

Experiences matter more than ever: Consumers have settled into new routines and are now looking for
fun and inspiration. Brands should consider how they can enhance 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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Appendix
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Consumer Need State Definitions
Security: To feel safe from a health or financial perspective
Reassurance: Confidence and optimism for the future
Normalcy: A sense of rhythm and routine
Freedom: To live without restrictions or confinement
Positivity: Reminders that good things persist
Stability: To feel in-control
Distraction: A break from what’s going on.
Inspiration: To make the most of my time
Information: Greater clarity on how to shelter-at-home
Leadership: An authoritative voice that gives clear guidance
Fun: Amusement and entertainment.
Companionship: Individual connection
Support: Help logistically or emotionally
Empowerment: Feeling educated and prepared.
Belonging: Connection to a community
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