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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 attitudes and preferences are
evolving in tandem.
To help marketers navigate the shifting 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 second iteration of Dentsu’s COVID Crisis Navigator. The content
highlights shifts in consumer behavior and sentiment since the previous report,
interpreting what those signals mean for advertisers and marketers.
You can also read the first iteration of the COVID Crisis Navigator.
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Methodology

This survey was administered through Toluna, an online research panel,
between April 3-4, 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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How Brands Can Meet Consumer’s Shifting Needs
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Key Themes & Implications

Recapping the Past Week: Nowhere To Hide
Record job losses, an increase in the scale of the outbreak’s spread across the US and a turning point in the Trump administration’s tone make it clear:
the impact is now clear to all.
RECORD JOB LOSSES

SCALE OF SPREAD & RESPONSE

+3,600%

Increase in search volume for
“Coronavirus money help” across the US
over the past month

+4,500%

Increase in search volume for “What does
a stay at home order means” in Florida
on April 3

Source: Various publishers; Google Coronavirus Dashboard
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GOV’T ADOPTS GRIM OUTLOOK

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 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 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 April 3-4, 2020
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LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

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.

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.

Consumers are progressing through the stages
Likely shifts: Respondents previously denying the severity of the outbreak are now experiencing Initial Shock for the first time, while others previously
in shock have shifted into Coming to Grips, making it the largest cohort of consumers.

APR.3-4

MAR. 27-29

INITIAL SHOCK

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

POST- CORONAVIRUS LIFE

24%

33%

26%

10%

7%

25%

42%

25%

3%

4%

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 from March 27-29 and on April 3-4, 2020
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Last week we saw 17% of respondents identify in the last two phases and
speculated they were in denial. Over the past week that number has
dropped significantly to 7% - people can no longer ignore the severity of
the outbreak.

Women appear to move through the stages faster than men

Male respondents are more likely to identify as still in Initial Shock, whereas female respondents are more likely to identify as in the later stages: Living a
New Normal or Coming to Grips.
% of Respondents Who Identify With Each Stage:
Male

Female

43%
41%

29%, 116i

28%, 112i
22%

21%

4%

Initial Shock

Coming to Grips

Living A New Normal

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 from March 27-29 and on April 3-4, 2020
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3%

Moving Into Recovery

3%

4%

Post-coronavirus Life

Consumer Sentiment
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The economic impact weighs heavy on consumers’ minds
While the COVID-19 health crisis continues to be the most pressing issue on consumers’ mind, economic and employment concerns are rising amid a
record number of job losses, unemployment applications and gov’t relief measures.
Top Issues Concerning Consumers
(% of respondents who said an issue was in their top 3 choices)
Apr. 3-4

62% 63%

Mar. 27-29

+ 6 pts
+ 8 pts
48%
42%

40%
32%

22% 22%
18% 19%

16% 17%

19%
16%

20%

19%
15%

15%

19%
14%

14%
8%

COVID-19/c oronavirus
health crisis

US Economy

Unemployment

Climate Change

Income Inequality

Freedom of Movement

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 from March 27-29 and on April 3-4, 2020
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Gun Control

Terrorism

Immigration

US Politic al Landsc ape

Gender Equality

13%
8%

Reproductive Rights

Concern about the outbreak remains high
Overall consumer concern about the outbreak has not meaningfully shifted since the previous week.

Concern about the COVID-19/coronavirus outbreak

APR.3-4

MAR. 27-29

Not at all concerned

3% 6%

2%5%

14%

14%

Slightly concerned

Moderately concerned

39%

42%

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 from March 27-29 and on April 3-4, 2020
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Very Concerned

Extremely concerned

38%

38%

Concern decreases as consumers progress through the crisis
Overall concern tempers significantly as respondents move through the stages of crisis.

INITIAL SHOCK

COMING TO GRIPS

58% 34%

LIVING A NEW NORMAL

27%

of consumers who are “Extremely Concerned” about the outbreak
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from April 3-4, 2020
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The safety of loved ones, uncertainty are top-of-mind

More so than their own personal safety, respondents are most concerned about the safety of their loved ones. Notably, concern over “when the crisis
will end” is on par with concern over the US economy and the health crisis itself, indicating that consumers are struggling with uncertainty and the
potentially long road to recovery.
Most Concerning Aspects Of the Outbreak

52%

46%

45%

45%

44%

44%
41%
36%

36%

30%

30%
28%
24%

23%
21%
18%
17%

2%

Family/friends
ca tching
co ronavirus

The country's
economy

Catch ing
co ronavirus
mys elf

The hea lth

Hos pitals/heal Being a ble to
thcare systems buy necessities
Paying my
money to live
being able to for myself/my household b ills
on
co pe
family

Knowing when Having enough

crisis within the the crisis will
US
end

Total
52%
45% Please select
44%
41%
36%
Q. Which of
the following
things are you46%
most concerned45%
about at the moment?
all that apply.44%
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from April 3-4, 2020
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36%

Bus iness es
co llapsing
30%

My mental

Feeling
health/wellb ei
isolated/ alone
ng
30%

28%

Social unrest

24%

Life events
being ca ncelled Vaca tio ns/trips Looking after
Losing my job
(e.g. weddings , being ca ncelled children or pets
school exa ms)
23%

21%

18%

17%

None of the
above
2%

A greater number of issues are highly concerning to women
Comparatively, female respondents are more concerned about a variety of issues than male respondents, who under-index across the board apart from
concern over the economy and social unrest.
Most Concerning Aspects Of the Outbreak

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 panel, conducted from April 3-4, 2020
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One pandemic, experienced differently across generations
In the thick of their lives, Millennials/Gen Z are more concerned than older generations about the personal impact. Gen X is concerned about how to
juggle their responsibilities, while Boomers are concerned about their own health and economic outlook (top of mind as they near retirement).

Millennials/Gen Z

Gen X

133i

More likely to be concerned about
life events getting canceled
(weddings, graduations, etc.)

113i

More likely to be concerned about
taking care of kids or pets

More likely to be concerned about
their mental health and well-being

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 panel, conducted from April 3-4, 2020
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112i

Boomers

126i

More likely to be concerned about
the impact on the economy

127i

More likely to be concerned about
catching the virus themselves

Consumer outlook trends negative across multiple factors
Compared to the previous week, respondents’ outlook has significantly deteriorated.

Personal Outlook:

It’s getting worse
It’s getting worse
It’s getting worse

It's stabilizing
It's stabilizing
It's stabilizing

The health threat to your community
The health threat to your community
The health threat to your community

It's getting better
It's getting better
It's getting better

Title
Title
Title

36%
36%
36%

36%
36%
36%

28%
28%
28%

67%
67%
67%
Your employment and personal finances
Your employment and personal finances
Your employment and personal finances

27%
27%
27%

25%
25%
25%
47%
47%
47%

25%
25%
25%

50%
50%
50%
Your personal life and routines
Your personal life and routines
Your personal life and routines

23%
23%
23%

37%
37%
37%

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 from March 27-29 and on April 3-4, 2020
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8%
8%
8%

42%
42%
42%
47%
47%
47%

8%
8%
8%
30%
30%
30%

49%
49%
49%

14%
14%
14%

Emotional wellbeing shifts from ambiguity to negativity
While previously consumer sentiment fell largely in the middle of each emotional scale, pointing to a general sense of ambiguity, the latest survey shows
sentiment trending negative as consumers internalize the extent of the outbreak.
Apr. 3-4 Emotional Sentiment

Current
Emotional Sentiment
Mar.
27-29 Emotional
Sentiment
Isolated
20%

Connected
30%

34%

Fearful
18%

29%

34%

Frustrated
19%

29%

36%

Bored
20%

28%

36%

Helpless
12%

26%

43%

16%

35%

Hopeful

Fearful

19%

29%

Calm

Frustrated

16%

33%

Active

Bored

15%

28%

Prepared

Helpless

19%

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 from March 27-29 and on April 3-4, 2020
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Isolated

Connected
39%

18%

9%

Hopeful
41%

17%

13%

Calm
34%

23%

10%

Active
35%

26%

10%

Prepared
35%

32%

11%

A subtle shift to prioritizing normalcy over stability
While consumer needs did not change much from the previous week, slight shifts indicate that people may be getting the hang of their ”new normal,”
but they also crave a return to the way things were.
Current Need State
Apr. 3-4

Mar. 27-29

39%
36%

-3 pts
27%
25%

24%

+2 pts

25%
23%

21%

+2 pts

-2 pts
23%23%

24%
22%

-2 pts
21%21%

20%19%

19%
17%

16%
14%

15%15%

16%15%

15%15%

15%
14%

12%
10%

SECURITY

REASSURANCE

STABILITY

NORMALCY

POSITIVITY

FREEDOM

DISTRACTION

INSP IRATION

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 panels, conducted from March 27-29 and on April 3-4, 2020
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INFOR MATIO N

EMP OWERMENT

FUN

LEADER SHIP

SUP PORT

COMPANIONSHIP

BELONGING

Women need to feel uplifted, while men prioritize control

Female respondents are more likely than male respondents to prioritize security, reassurance and positivity, while male respondents are more likely to
prioritize leadership, belonging and information.

Women

Men

123i

167i

More likely to need security

More likely to need leadership

121i

150i

More likely to need reassurance

More likely to need belonging

119i

136i

More likely to need positivity
Q: Thinking about purchasing products during the current situation, do you agree or disagree with the following statements?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from April 3-4, 2020
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More likely to need information

Consumer Behaviors
DENTSU AEGIS NETWORK

Household spending continues to fall
As employment and income continue to be impacted, there is a corresponding decrease in spending. While most consumers expect spending to settle
over the next two weeks, the percentage that expect it to decrease jumped 6 points compared March.
Income Impact

44%

Say their ability to work has
been impacted by the outbreak

Household Spending Impact

It ha s decreased

It ha s stayed the same

26%

+4 pts
Since March 27-29.

46%

Report reduced income due to
the outbreak

Next 2 Weeks

Past 2 Weeks

35%

39%

It ha s increas ed

17%

32%

44%

46%

+7 pts
TheMar.
Past 27-29
2 Weeks

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panels, conducted from March 27-29 and on April 3-4, 2020
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It wi ll stay the same

22%

+4 pts

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?

It wi ll decrease

Apr. 3-4

It wi ll increase

39%

+6 pts
Apr. 3-4

Established brands have a leg up during crisis
Across categories, most consumers are sticking by the brands they’ve long trusted. Consumers reported being most open to new brands in
Entertainment (as they seek fresh activities to pass the time) and, interestingly, Household Necessities – one speculation: this may be due to the scarcity
of staple products.
Current Brand Purchasing Preferences
Brands I know and trust

New brands for a sense of variety

Over-the-counter Medicine
Personal Care

74%

Of respondents say they
are more likely to stick to
tried-and-true brands
they trust right now.

24%

73%

27%

Beauty

71%

29%

Consumer Electronics

71%

29%

Alcohol

69%

31%

Grocery/Food

68%

32%

Health & Fitness

67%

33%

Clothing & Accessories

67%

33%

Household Necessities (toilet paper, cleaner)

61%

39%

Entertainment

61%

39%

Q1: Thinking about purchasing products during the current situation, do you agree or disagree with the following statements?
Q2: Thinking about purchasing products in the following categories during the current situation, are you sticking to brands you know and trust or are you trying new
brands for a sense of variety?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from April 3-4, 2020
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76%

Younger consumers may be more open to variety
While all generations tend to stick with trusted brands, younger consumers are more open than older consumers to branching out of their tried-and-true
rotation of brands at this time.

Agree: I am more likely to stick to the tried-and-true brands I know and trust.

Millennials/Gen Z

Gen X

Boomers

71% 73% 79%
Q: Thinking about purchasing products during the current situation, do you agree or disagree with the following statements?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from April 3-4, 2020
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Streaming video sees a spike as consumers “disconnect”
As consumers’ grow weary of bad news and the true boredom of being home sets in, time spent “disconnecting” into streaming video services sees the
greatest increase in use. Previously, online news & social media saw the sharpest gains.
Increase/Decrease in Media Use Compared to Normal
Media

% of Respondents that said
More Time

% of Respondents that said
Less Time

Net Increase/ Decrease
In Time Spent

Change from Mar. 27-29

Streaming video services

58%

9%

+49

+12

Online news

57%

11%

+46

+7

Social media

56%

10%

+46

+6

Video chat or messaging
services

51%

9%

+42

+5

Online video

51%

10%

+41

+9

Live TV

52%

12%

+40

+8

Streaming music/audio

46%

14%

+32

+4

Recorded TV

39%

16%

+23

+3

Newspapers

29%

20%

+9

+5

Magazines

26%

20%

+6

+2

Radio

26%

23%

+3

-2

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 from March 27-29 and on April 3-4, 2020
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Consumers are missing everyday interactions
If given a “free pass” to do one activity without fear or repercussions, most respondents wanted to delight in the everyday. They talked about grabbing a
coffee, shopping for fun, and being around other people – even strangers!
One Activity Consumers Would Do If Safe

Q: Imagine you have a “free-pass” to do one activity you are no longer able to do without fear of repercussions or getting infected by the coronavirus, what would you do?
Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network. Online survey panel, conducted from April 3-4, 2020
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In Their Own Words:

“Go out to eat with my
family at a nice
restaurant”

“Have a night out with
friends eating some good
food that I didn't have to
cook.”

“Go for a leisurely
shopping trip”

“Go to the mall and hang
out with friends”

“Go back to working in the
office.”

“Go to Barnes & Noble to
people watch”

Consumer Expectations of
Brands
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As the outbreak grows, responses fall short

The share of respondents stating that organizations are exceeding their expectations has dropped across the board. Potentially, consumers’
expectations are rising as the extent of the crisis comes into focus. Local shops, brands and tech companies are holding their own by meeting
expectations.
Apr. 3-4
Evaluating Responses
Fell short of my expectations

Met my expectations

The national governmentThe national government
42%

Other citizens

40%

40%

Your local government

Your local government

Media/news outlets

33%

51%

Local shops/businesses

54%

54%
61%

61%

22%

16%

62%

61%

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 from March 27-29 and on April 3-4, 2020
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17%

17%

24%

16%

18%

18%

28%

28%

Companies/brands Local shops/businesses
22%

18%

18%
51%

31%

24%
Companies/brands

15%
15%

49%

31%

Tech/social media companies

18%
18%

45%

49%

Your employer

Your employer

40%

45%

33%
Media/news outlets

Tech/social media companies

40%

42%

Other citizens

Exceeded my expectations

+862%
+2

61%

+7

16%

16%
16%

24%
16%

24%

Little change in what consumers want to see from brands

Consumers still want to see action from brands. As the economy worsens, we’re also seeing an uptick in consumers wanting discounts on products or
services.
Initiatives Consumers Want To See From Brands
(% of respondents who said an initiative was in their top 3 choices)

+5 pts

51% 50%

47% 48%

Apr. 3-4

Mar. 27-29

46%
41%
32%

34%
25%

24% 25%

Brands d onating Brands looking after
Brands o ffering
Brands responding to Brands h elp ing me
time, money,
their emp loyees discounts at this time
the outb reak
get through my day
products, to
ca uses/tho se in need

22%
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21%

19%

17%

15%

14% 14%

Brands
Brands tha t help me Brands tha t help me Brands a dvertising as Brands s ta ying silent
acknowledging the
co ntribute to th e
take my mind off o f
normal
on the issue
outbreak
respo nse
what is 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 panels, conducted from March 27-29 and on April 3-4, 2020

20% 21%

Women over-index on empathy, men over-index on action

Female respondents are more likely to want brands to put purpose over profit by supporting communities, while male respondents are more likely to
want brands to help them participate in the response.

Women

130i

135i

More likely than men to want brands
to look after their employees

More likely than women to want
brands to help me contribute to
the response

125i

124i

More likely than men to want brands
to donate time, money or
products to causes/those in need

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 April 3-4, 2020
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Men

More likely than women to want
brands to help me get through
the day

Branded actions (or lack of) carry increased weight
Added impact on both sides: There is both an increase in consumers who think more of brands that take action and an increase in respondents who
think less of brands that do nothing or continue business as usual.
Impact On Consumer Perception
I would think less of the b rand

I expect brands to do this

I would think mo re of th e brand

Brands o ffering discounts at this time

8%

33%

59%

+7

Brands d onating time money products. ..

8%

33%

59%

+3

Brands looking after their employees

8%

Brands responding to the outbreak

8%

Brands tha t help me contribute to the...

9%

Brands h elp ing me get through my day

10%

Brands tha t help me take my mind off ...
Brands a cknowledging the outbrea k

37%

55%
45%
45%
44%

11%

44%

8%

Brands a dvertising as norma l
Brands s ta ying silent on the iss ue

+2
+2

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 panels, conducted from March 27-29 and on April 3-4, 2020
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+6

46%

+3

46%

+2
+4
35%

55%
57%

47%

45%
56%

30%

+4

15%
31%

12%

Thinking beyond the bottom line exceeds expectations
With more consumers “coming to grips,” they expect brands to help them adjust. What improves perceptions are actions that help consumers and
communities.

What Is Table Stakes:

56%

Of respondents expect brands to
acknowledge the outbreak.

45%

Of respondents expect brands to
help them contribute to the
response.

55%

59%

59%

44%

55%

47%

Of respondents expect brands to
advertise as normal.

Of respondents expect brands to
help them get through their day.

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 panels, conducted from March 27-29 and on April 3-4, 2020
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What Goes Above-And-Beyond:

Of respondents think more of
brands that donate time, money,
resources.

Of respondents think more of
brands that look after their
employees.

Of respondents think more of
brands that offer discounts.

Of respondents think more of
brands that respond to the
outbreak.

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

An Update on Our Profiles of the First 3 Stages
Our previous report covered consumer profiles for each of the first three stages. This report will revisit those, highlighting key updates and shifts.

INITIAL SHOCK

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

LET ME KNOW IT WILL BE OK

DENTSU AEGIS NETWORK

COMING TO GRIPS

Internalizing the ramifications,
uncertainty is at a high

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

Key Shifts in Attitudes Among First 3 Stages:
INITIAL SHOCK

As people in denial shift into Initial
Shock, they are overwhelmed by the
gravity of the situation

HELP ME COPE
DENTSU AEGIS NETWORK

COMING TO GRIPS

Their outlook is increasingly negative
and focused on managing personal
needs; uncertainty is at a high

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

Initial Shock: From rose-colored glasses to stormy skies

OUTLOOK ON MAR 27-29
They were holding out hope and optimism
while trying to fully comprehend the
situation. They were seeking guidance and
support from others and from brands.
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OUTLOOK ON APR 3-4
As people from denial stages enter Initial Shock,
they are overwhelmed by the enormity of the
situation and are in survival mode. They need
help connecting to local information and support.
A smaller subset is overwhelmed and prefer
brands stay silent on the crisis.

Top Concerns: Survival
Caring for others (22%, 138i)
Feeling isolated (35%, 128i)
Losing my job (27%, 117i)
Money to live (44%, 100i)

Initial Shock: Help Me Cope
As people in denial shift into Initial Shock, they are overwhelmed by the gravity of the
situation.

Behaviors

Brand
Expectations

Sentiment

Need States

FROM: Preparing to
tighten their budget

FROM: A positive,
hopeful outlook

FROM: Looking for
guidance and support

FROM: A little action goes
a long way

TO: Actively decreasing
spend

TO: Fearful & helpless

TO: Need support &
connection at the local
level

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

• Having been in denial,
they are more likely to
need information (153i)

• 40% expect brands to
donate (111i), look after
employees (109i) or offer
discounts (113i)

• 51% report their HH
spend has decreased
over the past 2 weeks
(111i)
• 48% say it will continue
to decrease over the
next 2 weeks (123i)

• 67% now believe the
health crisis is getting
worse
• 52% report their
personal routine is also
worsening (140i)
• They feel isolated
(177i), fearful (186i),
helpless (213i) and
frustrated (170i)

• They feel isolated and
need a community
connection - support
(146i), companionship
(121i), and belonging
(142i)

• A smaller group (22%)
prefers that brands stay
silent (160i) or advertise
as normal (147i)

BRAND ACTIONS: LET ME KNOW I’M NOT ALONE IN THIS 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.
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Coming to Grips: Continued uncertainty, with an increasingly
negative outlook

OUTLOOK ON MAR 27-29
As they adjusted to a new routine and
internalized the ramifications of the crisis,
uncertainty was at a record high. They
prioritized security and needed help getting
through their day.
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OUTLOOK ON APR 3-4
They continue to be the most concerned about
the uncertainty of their situation. As their
outlook becomes increasingly negative, their
concern shifts to how to manage personal needs.
They prioritize security, reassurance and stability
and appreciate brands who help them manage.

Top Concerns: Personal
When will the crisis end? (52%, 118i)

Coming to Grips: Help Me Manage

Buying necessities (42%, 116i)

Their outlook is increasingly negative and focused on managing personal needs;
uncertainty is at a high.

Catching COVID (51%, 115i)

Need States

Brand
Expectations

My mental health (34%, 113i)

Behaviors

Sentiment

FROM: Exhibiting
cautious behaviors

FROM: Uncertainty is at its
peak

Craving a sense of
security

Appreciate a helping
hand

TO: Feeling the
financial impact

TO: Uncertainty mixed
with negativity

• This group needs
security far more
than the other
groups (115i)

•

65% think more of
brands who donate
to causes/those in
need (111i)

• They are also
needing
reassurance (115i)
and stability (109i)

•

50% think more of
brands who “help me
get through my day”
(109i)

•

41% think more of
brands who
acknowledge the
crisis (110i)

•

•

Both their ability to
work (47%, 109i) and
their income (50%,
109i) has been
negatively impacted
47% say their
household spend has
decreased over past
2 weeks (102i)

•

•

•

71% believe the health
outlook is worsening –
down from 46%
They continue to feel
isolated (123i) and
fearful (122i), and now
helpless too (123i)
They still feel frustrated
(123i) and bored (119i)

BRAND ACTIONS: ACKNOWLEDGE THE CRISIS 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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Living a New Normal: Continue to need leadership on macro
issues so they can get back to ‘normal’

OUTLOOK ON MAR 27-29
By controlling what they can, they felt a
sense of calm, preparedness and stability.
They were in need of leadership to feel a
sense of progress.
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OUTLOOK ON APR 3-4
They continue to have the most positive
outlook. They want brands to lead on macro
issues so they can focus on improving their daily
lives. As their routines start to feel confining
and repetitive, they are seeking to bring back
spontaneity.

Top Concerns: Societal
Safety of loved ones (60% 116i)

Living a New Normal: In Need Of Leadership

The US economy (53%, 115i)

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

Social unrest (27%, 113i)
Healthcare being overwhelmed (46%,
112i)

Sentiment

Need States

Brand
Expectations

Getting into the
groove of things

Calm, cool, and as
collected as possible

…cautiously

•

FROM: Want to
understand their
trajectory

Want to know brands
are tackling the larger
issues

TO: Want to uplift their
routines

• 64% think more of
brands who
donate/help (111i), or
who look after their
employees (116i)

Behaviors

•

•

52% say their
household spend
will stabilize over
the next 2 weeks
(118i)
75% are feeling
more cautious
about how they
spend their money
(110i)

•

•

64% say their personal
life is stabilizing (140i)
They continue to feel
the highest levels of
being connected (144i),
hopeful (143i), and
calm (159i)
They feel much more
active (139i) and
prepared (152i) than
other groups

• Cohort with the highest
ranking for fun (127i),
positivity (126i),
inspiration (126i) and
normalcy (124i)

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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• 50% would think more
of brands who “take
my mind off what is
going on” (111i)

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

Consumers are feeling
increasingly negative and need
help managing their daily lives.
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 action at
macro level (help with crisis) and
micro level (add magic to the
mundane)

BRAND ACTION: SUPPORT

BRAND ACTION: HELP

BRAND ACTION: LEAD &
UPLIFT

•

Let me know I’m not alone

•

Don’t overwhelm me

•

Inform & connect at the local level

•

Acknowledge the crisis

•

Tackle larger issues

•

Provide a sense of security

•

Uplift my new ‘normal’

•

Help me get through my day

•

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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Key Themes &
Implications
for Marketers
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•

Consumer outlook is increasingly negative: Concerns about the economy are heightened as the crisis
continues, causing emotional responses to trend negative. Brands who exceed consumer expectations are
prioritizing providing help & leadership over driving profit.

•

Need states trend toward normalcy: Need states associated with pre-COVID life are increasing in
importance – normalcy, freedom and companionship. In fact, consumers are missing everyday interactions
and express highest satisfaction with organizations that keep them connected to their communities. Brands
who enable a sense of normalcy & connectivity will win favor.

•

Reliance on trusted brands is heightened during the crisis: Consumers prefer to buy brands that are triedand-true across all major categories. Brands should focus on building trust and loyalty and proceed
cautiously when launching new products during this time of uncertainty.

•

Time spent “disconnecting” with entertainment is on the rise: Consumers continue to spend more time
with media, particularly with streaming video. This suggests consumers are looking for a break from
negativity. Brands should consider how they can provide more hope and positivity for consumers.

•

Brand expectations climb as consumers progress through the crisis: Consumers move from needing
support, 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 and missing their former
lives. Brands can add value by recreating experiences to fit their ‘new normal’ 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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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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