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Introduction

Shifting from Navigating the ‘Crisis’ to Navigating the ‘Recovery’

COVID-19 continues to impact America and the current tract
feels alarmingly like the beginning of March. Simultaneously, the
country continues to grapple with the underlying racism built
into the fabric of our society. 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 shift
from crisis management to planning for recovery. It is in this
spirit that Dentsu has transitioned its ongoing US consumer
survey from a ‘Crisis Navigator’ to a ‘Recovery Navigator.’
This wave of the survey continues to track consumer sentiment
towards the outbreak and economic reopening, while also
taking a topical look at how consumer’s feel about brands
weighing in on political issues as the November election nears.
This report is the twelfth iteration of Dentsu’s COVID Recovery
Navigator. You can read previous waves on our website.
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Survey Methodology

• Administered through an online research panel,
Toluna, on September 11, 2020
• 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
Since mid-August, COVID-19 has flared in new communities while flattening in others, news has turned to politics as the
election nears and the continued killing of Black Americans has sparked further outrage across the country.
COVID-19 Outbreaks & Responses
Continue To Be Fragmented
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US Political Landscape Heats Up As
November Election Draws Closer

More High-Profile Killings Of Black
Americans Spur Protests

6

Executive Summary:

*To see all twelve waves since March 27, see the appendix.

June 19

9

July 10

10

Retreating Back

Renewed Sense of Crisis

As COVID-19 cases surge
across 20+ US states, a sense
of progress stalls and
consumer caution grows. Still,
it is clear consumers are
conflicted over their desire to
“reopen” and claim some
sense of normalcy.

Consumers are aware of how
dire the situation is in the US:
Concern over the virus has
returned to a peak, outlook for
the future is deteriorating, and
many have concluded that
‘normalcy’ is out of reach in 2020.
However, there is also a sense of
fatigue. Many consumers do not
want to return to stay-@-home
orders and blame the negligence
of other citizens for the uptick in
cases.

In this moment we also
explore sentiment around
brands taking a stand on
social issues, in particular
mitigating misinformation/
hate speech online. Spoiler:
brands have a key role to play!
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New this week, we explore
consumers’ more frugal mindset
and how the pandemic has
impacted ‘impulse buying’.

Aug. 7

11

Sept. 11

12

Realizing the Crisis Is Far
From Over

Hunkering Down Into New
Routines

Now into mid-August, consumers
are feeling crisis-fatigue while
also aware that the pandemic is
far from over. Concern over the
outbreak remains at elevated
levels and consumers are feeling
the economic pain. They are
looking to brands to be leaders
of consumer and employee
safety.

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.

While most Americans believe in
vaccines in general, there is
significant hesitation around the
safety and efficacy of a pending
COVID-19 vaccine, indicating it
may not be a ‘silver bullet’.

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 the political
stances of the brands they
purchase.

7

Agenda

DENTSU AEGIS NETWORK

• Recapping Recent Events

6

• Our Framework: The Stages of Crisis Response

9

• COVID-19: Consumer Attitudes & Behaviors

13

• Marketing in an Election Year: Brands Getting Political

25

• How Brands Can Meet Consumer’s Shifting Needs

39

• Appendix

47

Our Framework: 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
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.
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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.

POSTCORONAVIRUS 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.

9

Previous Wave: Realizing the crisis is far from over
Consumers continue to feel they are in the middle of crisis. In fact, many seem to be regressing as the crisis increases in duration and severity. The
regression into Initial Shock is driven by younger, Black and Hispanic audiences – who are more vulnerable to the crisis.
% of Respondents Who Identify With Each Stage:
INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

JUNE 5

19%

26%

30%

15%

10%

JUNE 19

23%

26%

27%

14%

10%

JULY 10

25%

29%

27%

8%

11%

AUG. 7

29%

26%

27%

8%

10%
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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?
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Wave 12: Hunkering down into new routines
In September, six months after the COVID-19 crisis began in earnest in the US, Americans, while still experiencing prolonged shock and grappling
with the realities of the pandemic, are beginning to live their new normal and even experience signs of recovery.
% of Respondents Who Identify With Each Stage:
INITIAL SHOCK

PAST FOUR WAVES:
JUNE 19

JULY 10

AUG. 7

SEPT. 11

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

To see who is identifying with each phase, see our audience profiles.

*To see all twelve waves since March 27, see the appendix.

23%

26%

27%

14%

10%

25%

29%

27%

8%

11%

29%

26%

27%

8%

10%

21%

26%

32%

12%

8%
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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?
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The pandemic is one among other top national issues
Consumer concern over other national issues in addition to the health and economic crisis stemming from COVID-19 is
growing. As November nears, the US Presidential election is a top issue as well as social unrest and racial inequality as police
brutality against Black Americans continues to occur and make national news.
Top Five National Issues Of Interest
Percentage of consumers who selected a response as in their top three choices
Sept. 11

Aug. 7

Jul. 10

Jun. 19

May. 22

Apr. 24

Mar. 27

75%

- 29 pts
since
August
46%

60%
50%

63%

- 14 pts

53%

51%

48%

50% 49%
42%

37%

35%

+ 21 pts

37%
32%

25%

11%

COVID-19 health crisis

US economy

15%

17%

+ 8 pts

+ 9 pts

19% 19%

12%

US Presidential Election

24%

32%
22%

16%

27%

24%
16%

Social Unrest
*Began fielding June 5

15%

Racial Inequa lity
*Began fielding June 5

Q. Please pick the top three national issues currently concerning you the most.
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Consumers feel the health crisis & their personal lives are stabilizing
Compared to a month ago, consumers feel the health threat and their personal life are mostly stabilizing. When it comes to
their employment and finances there seems to be a general malaise – it’s somewhat stabilizing but also worsening.
The health threat to my community
Current Outlook For Each Of The Following:
It's getting worse
The health threat to my community

It's stabilizing

17%

23%

43%

pts

pts

40%

17%

+10

-3

17%

50%

+1

40%
47%

17%

22%

37%

33%

36%

48%

Aug. 7

Sept. 11

Jul. 10

22%

+3

-2

pts

51%

20%

24%

pts

+8
pts

53%

51%

59%

25%

25%

22%

Jul. 10

Aug. 7

Sept. 11

40%
30%

Aug. 7
Jul. 10

43%

pts

37%
40%

My personal life & routine

My employment & personal finances

23%
17%

It's getting better

33%
Jul. 10

Aug. 7

Sept. 11

Q. Describe your view on the state of the following:
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For communities of color, the outlook is more pessimistic

Both Black and Hispanic adults were more likely than white adults to indicate that the health threat to their communities
and their personal life were still ‘getting worse’. Still, a majority among all cohorts have found stability.

The health threat to my community

My personal life & routine

1.3x

1.5x

Black respondents are 1.3x more likely
than white respondents to say
It’s ‘getting worse’

Black respondents are 1.5x more likely
than white respondents to say
It’s ‘getting worse’

1.3x

1.8x

Hispanic respondents are 1.3x more
likely than white respondents to say
It’s ‘getting worse’

Hispanic respondents are 1.8x more
likely than white respondents to say
It’s ‘getting worse’

Q. Describe your view on the state of the following:
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The pandemic has taken a different toll on different communities
White adults are generally experiencing similar concerns with the overall population, with economy being the top priority. However, there are
differences among respondents of color: Black respondents are deprioritizing economic concerns over health concerns, while Hispanic
respondents are highly concerned about social unrest. Both express concern over schools reopening.

Most Concerning Aspects of the
Crisis For Gen. Pop.

White adults

Black adults

Hispanic adults

#1

The country’s economy
(50%)

A second wave of the virus
(54%)

The country’s economy
(39%)

#2

A second wave of the virus
(47%)

Family/friends catching the virus
(44%)

A second wave of the virus
(36%)

#3

Family/friends catching the virus
(47%)

The country’s economy
(43%)

Family/friends catching the virus
(36%)

#4

Catching coronavirus myself
(40%)

My personal finances
(41%)

Social unrest
(31%)

My personal finances
(40%)

Schools reopening
(39%)

Schools reopening
(22%)

The country’s economy
(47%)
A second wave of the virus
(46%)
Family/friends catching coronavirus
(45%)
Catching coronavirus myself
(38%)

#5
My personal finances
(37%)

Q. Which of the following things are you most concerned about at the moment? Please select all that apply.
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Consumers are split almost 50/50 on comfort level in public
While overall they feel more comfortable going out in public as compared to April, comfort appears to have decreased
since August.
Consumer Comfort or Discomfort Going Out In Public
Comfortable

Uncomfortable

57%

56%
52%

52%

48%

48%

53%

47%
44%

Apr. 9

May. 8

Jun. 11

43%

Jul. 10

Aug. 7

55%

45%

Sept. 11

Q. In the context of COVID-19, how comfortable are you currently going out in public?
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Yet, complete comfort eludes a majority during most public activities
Consumers tend to feel more comfortable doing activities that are fundamental – like grocery shopping, exercising, or attending medical
appointments. Conversely, activities that are discretionary carry higher level of discomfort (like travel and beauty services). Notably, there is a
significant reticence about voting in-person – key for the upcoming November election.
Comfort Level Felt Leaving Home For The Following Reasons (Aug. 7)
I don't do this
Grocery shopping

I do this but feel very unfomcortable

9%

24%

Non-grocery shopping

12%

23%

Socializ ing
Working in-person
Dining out
Domestic travel
Attending beauty services
Attending religious ervices
Protesting/demonstrating
International travel

36%

18%

23%

28%

Vo ting in-person

I do this and feel fine

32%

30%

Exer cising
Heath/medical-related appts.

I do this but feel somewhat uncomfortable

40%
25%

20%
35%

26%
16%

34%

27%

20%

19%
45%

29%

29%
23%

14%

46%

18%

16%
54%

22%

16%

15%
58%

23%

16%
11%

52%

24%

15%
12%

67%
72%

19%
18%

12%
10%

17%
12%

10%

11%
9%

9%

Q. Which of the following things, if any, do you currently do outside of the home and what is your level of comfort?
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Heading into fall, a return to normalcy still feels far away
In April, over three-quarters of Americans said that things would return to normal in 2020. Now, that number has decreased by 42 percentage
points, yet over a third of respondents continue to believe normalcy will return before the end of the year.
When Consumers Think Life Will “Return to Normal”
April 9
23%

Beginning of May

16%

Labor Day

Sometime next year

It won’t return to
normal

It has returned to normal

32%

July Fourth

New Year’s

Sept. 11

77%
In 2020

Thanksgiving

35%

14%

In 2020

New Year’s

11%

Spring 2021

6%

21%

Summer 2021

14%

Fall 2021

13%

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?
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10%

It won’t return to normal

16%

Six months into the pandemic, attention paid to brands is leveling off
For months now consumer have told us they are paying more and more attention to brand responses to COVID-19. Now, that has leveled off,
with the the number of respondents paying more attention decreasing by 10 points while those paying the same amount of attention against a
higher baseline has increased by 13 points.

Sept. 11

April 24

34%

-10 pts

Paying the
SAME amount
of attention
to brands

Since April

+13 pts

46%
Paying MORE
attention to
brands

36%

Since April

47%
SAME amount
of attention

MORE
attention

20%
Paying LESS
attention to
brands

17%
LESS
attention
-3 pts

Since April

Q. Which of the following best applies to you?
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Consumers expect brands to put safety first
Consumers are open to variety of responses from brands; however, they most want see brands take clear safety
measures and take care of their employees before anything else. Brands have a key role to play in ensuring safety as
consumers ‘live with the pandemic’.
Initiatives Consumers Want To See From Brands
(% of respondents who said an initiative was in their top 3 choices)
53%

53%
46%

45%

43%

31%

Brands being clear about the
health measure they are taking
to k eep customers and
employees safe

Brands looking after their
employees

Brands offering discounts at this Brands donating time, money,
Brands evolving their
time
products, to causes/those in products/services in response to
need
the current situation

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

29%

Brands advertising as normal /
staying silent on the issue

And advertise around the actions they are taking
Consumers want to see advertising that reflects the ACTIONS brands are taking to evolve to meet new needs, protect
employees and consumers and better their community. Only a third of consumers want to see ads unrelated to the crisis.

Types of Advertisements Consumers Want To See From Brands Right Now
Respondents asked to select all that apply

50%

48%

47%

32%

Ads showing how a company is evolving to
meet people’s new needs during the crisis

Ads showing how a company is adapting to
better protect customers/employees

Ads showing goodwill/cause-related
responses to the crisis

Ads that are unrelated to the crisis

Q. In relation to the COVID-19 outbreak, which of the following types of advertising would you most like to see from a brand right now? Please select all that apply.

DENTSU AEGIS NETWORK
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Key Themes &
Implications for
Marketers
_

•

Consumers are beginning to feel stability in the new normal. Many feel the COVID-19
health crisis in their community is stabilizing and they are feeling their personal lives are
more grounded as well. Over the past month there has been a significant shift in
respondents identifying with Living the New Normal and even Moving Into Recovery.
Brands should keep an eye on which behaviors are sticking during this period.

•

For communities of color, stability remains out of reach. For months it has been clear
that Black and Hispanic communities are suffering disproportionately from the spread of
the virus as well as and the economic and mental strains it’s brought. Our data,
unfortunately, indicates that suffering is not over. Brands should consider how to direct
their efforts towards addressing the unique needs and challenges of Black and Hispanic
consumers.

•

Safety and comfort continue to be individual choices. It’s clear that there is no universal
standard to which activities are deemed “safe’ to resume. Each consumer is deciding
what is ‘worth the risk’ to claim some sense of normalcy. Brands will need to present
consumers will clear information about in-person experiences and safety measures so
consumers can decide for themselves.

•

Advertising approaches should reflect the new normal. With consumers now more
comfortable ‘living with the pandemic’ brands should continue to speak to how they are
meeting current challenges. Consumers feel favorably to brands that have adeptly
reoriented around pandemic-needs and are putting safety first.

•

Marketers should be prepared for 2021. Most consumers are now of the opinion that
life will not return to normal until next year, despite progress in vaccine development.
Brands need to have a longer-term plan to address lower consumer confidence.

COVID-19

DENTSU AEGIS NETWORK
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Americans are paying more attention to the political stances of brands
While more engaged in the US political landscape overall, most American consumers say they pay attention to brand’s
political stances and that they are paying more attention during an election year especially.

Americans see themselves as engaged with the
US political landscape overall

This influences their shopping mindset

Consumers are especially sensitive to brand’s
political stances heading into the election

77%

68%

52%

Of respondents describe
themselves as ‘engaged’ with US
politics

Q. How would you describe your current level of ‘engagement’ in American politics?
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Of respondents say they typically
pay attention to the political
stances of the brands they
purchase

Q. How much attention do you typically pay to the political stances of the brands your purchase?

Of respondents are paying more
attention to brand’s stances this
year given the election

Q. Given it is a Presidential election year, would you say you are paying more, less, or the same amount
of attention as usual to the political stances of the brands your purchase?

25

Millennials are most likely to pay attention to brands’ political stances
Boomers are significantly less likely than other generations to be paying attention to the political stances of the brands they purchase.
Interestingly, it seems that engagement with US politics does not directly correlate with attention paid to brands’ political stances.

Gen Z

100i

Millennials

113i

Gen X

99i

Boomers

83i

Of respondents say they typically pay
attention to the political stances of
the brands they purchase (68%)

Of respondents say they typically pay
attention to the political stances of
the brands they purchase (77%)

Of respondents say they typically pay
attention to the political stances of
the brands they purchase (68%)

Of respondents say they typically pay
attention to the political stances of
the brands they purchase (57%)

89i

103i

100i

99i

Of respondents describe themselves
as ‘engaged’ with US politics (68%)

Q. How would you describe your current level of ‘engagement’ in American politics?
Q. How much attention do you typically pay to the political stances of the brands your purchase?

DENTSU AEGIS NETWORK

Of respondents describe themselves
as ‘engaged’ with US politics (79%)

Of respondents describe themselves
as ‘engaged’ with US politics (77%)

Of respondents describe themselves
as ‘engaged’ with US politics (76%)
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Consumers want brands to take a values-driven approach to political issues
While split on whether brands should get involved in the US political discourse, a majority of consumers agreed that brands
should defend their values even if it means getting political. Brands should be wary of getting political just for the sake of it.

Americans have mixed feelings about brands getting
involved in politics…

However, they support brands that take a stance on
political issues that are in line with their values

Consumer Attitude On Brand’s Contributing to US Political Discourse

47%

53%

Brands should stick
to what they
make/do

Brands
should use
their voice to
take a stand

Q. Do you feel brands should take a stance on issues that are part of the political discourse?
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71%

AGREE: “Companies/brands
should speak out to defend their
values, even if it means getting
political.”

Q. How much do you agree with the following statement? Companies/brands should speak out to defend their values, even if it means getting
political.
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Younger generations are most likely to believe brands should take
a stance on key issues
Gen Z

115i

“Companies/brands should speak out
to defend their values, even if it
means getting political.” (81%)

37%

Gen X

Millennials

63%

117i

“Companies/brands should speak out
to defend their values, even if it
means getting political.” (82%)

32%

Q. Do you feel brands should take a stance on issues that are part of the political discourse?
Q. How much do you agree with the following statement? Companies/brands should speak out to defend their values, even if it means getting political.

DENTSU AEGIS NETWORK

68%

100i

“Companies/brands should speak out
to defend their values, even if it
means getting political.” (71%)

46%

54%

Boomers

73i

“Companies/brands should speak out
to defend their values, even if it
means getting political.” (51%)

70%

30%

28

Democrats are far more likely to believe brands should take a
stance on key issues
Democrats

117i

“Companies/brands should speak out
to defend their values, even if it
means getting political.” (82%)

35%

Republicans

“Companies/brands should speak out
to defend their values, even if it
means getting political.” (62%)

65%

Q. Do you feel brands should take a stance on issues that are part of the political discourse?
Q. How much do you agree with the following statement? Companies/brands should speak out to defend their values, even if it means getting political.
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88i

48%

52%

Independents

96i

“Companies/brands should speak out
to defend their values, even if it
means getting political.” (68%)

56%

44%
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Consumers want brands to weigh in on the most pressing topics of the moment
Consumers say it is most natural for brands to weigh in on political issues that impact their day to day lives, such as racial inequality or
unemployment. To weigh in on more charged topics such as gun control, brands must have a conviction that supporting the issue aligns with
their values (i.e. Dick Sporting Goods).
Political Issues Brands Have a ‘Right’ to Weigh In On
Respondents asked to select all that apply or none if applicable
US Economy

35%

Racial Inequa lity

34%

Climate Change

26%

Income Inequality

26%

Unemployment

25%

Gender Inequality

23%

US Presidential Election

23%

Hate Speech Online

22%

Free Speech

20%

Gun Control

19%

Protests/Demonstrations

18%

Immigration

17%

Terrorism
Reproductive Rights

Q. Which of the following political issues do you feel brands should take a stance on? Please select all that apply.
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16%
13%
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Certain issues speak more strongly to different generations

Gen Z and Millennials are most concerned about social issues, while Gen X and Boomers are more concerned about
economic issues (Boomers generally prefer brands don’t weigh in at all).
Key issues that each generation feels brands have a “right” to weigh in on
Gen Z

125i

Millennials

108i

Racial Inequality (42%)

Income Inequality (30%)

128i

109i

Gender Inequality (30%)

Gender Inequality (25%)

152i

107i

Immigration (25%)

Hate Speech Online (23%)

Gen X

114i

Unemployment (29%)

110i

Gun Control (22%)

Boomers

104i

US Economy (37%)

173i

None of the Above (35%)

106i

Income Inequality (28%)

Q. Which of the following things are you most concerned about at the moment? Please select all that apply.

DENTSU AEGIS NETWORK

31

Democrats believe brands have a right to weigh in on multiple issues, while Republicans believe they
only have a right to weigh in on the economy
Key issues that each party feels brands have a “right” to weigh in on

Democrats

141i

Republicans

145i

114i

Racial Inequality (48%)

Income Inequality (38%)

US Economy (40%)

103i

131i

127i

US Economy (36%)

141i

Gender Inequality (33%)

Climate Change (35%)

None of the Above (25%)

135i

Hate Speech Online (29%)

Q. Which of the following things are you most concerned about at the moment? Please select all that apply.
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Brands that take a stance are more likely to gain new and loyal customers
While over one third of consumers have switched brands after opposing a stance, close to one half of respondents have continued to purchase a
brand that takes a political stance they support – offsetting any switchers. Additionally, consumers are more likely to voice advocacy for a brand
they support.
In taking a political stance, brands can gain many
new and loyal customers…
Actions Taken After SUPPORTING a Brand’s Political Stance
Respondents asked to select all that apply
Purchased a brand for the first
time

34%

Told family/friends to support
or buy a brand

33%

Posted online about your
support to the brand
Contacted the brand to express
your support

20%

Q. Which of the following have you ever done because you SUPPORTED a brand’s stance on a political
issue? Please select all that apply.
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32%

28%

Told family/friends to switch or boycott a brand

Contacted the brand to express your opposition

31%

36%

Boycotted a brand

Posted online about your opposition to the brand

11%

None of the above

Actions Taken After OPPOSING a Brand’s Political Stance
Respondents asked to select all that apply

Switched from one brand to another

45%

Continued to buy a brand

While some consumers may switch if they oppose a
stance, it is less likely to occur

None of the above

22%

19%

33%

33

Silence on key issues can come at a cost
Overall a brand staying silent elicited the least amount of action from consumers, with half saying they have done nothing about a brands
silence on key issues. Yet, there is still a cost – the other half of consumers have taken some action, with a quarter switching brands and 1 in 5
boycotting or encouraging their network to boycott, respectively.
Actions Taken After a Brand’s SILENCE On a Political Issue
Respondents asked to select all that apply
Switched from one brand to another

Boycotted a brand

Told family/friends to switch or boycott a brand

Posted online calling a brand out on their silence

Contacted the brand encouraging them to speak up

None of the above

Q. Which of the following have you ever done because a brand was SILENT on an issue you felt they
should have taken a stance on? Please select all that apply.
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24%

18%

18%

16%

19%

50%
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Millennials are the most likely to take action based on a brand’s stance (or lack of)
Millennials are most likely to use their voice and their purchasing power based on their values

SUPPORT of a brand’s stance:

41%

OPPOSITION to a brand’s stance:

34%

Issue with brand’s SILENCE:

27%

Of MILLENNIAL respondents
have purchased a brand for the
first time (122i)

Of MILLENNIAL respondents
have told family/friends to
switch or boycott a brand (125i)

Of MILLENNIAL respondents
have contacted the brand
encouraging them to speak up (142i)

Compared with:
- 29% Gen Z (87i)
- 33% Gen X (100i)
- 25% Boomers (74i)

Compared with:
- 23% Gen Z (83i)
- 27% Gen X (97i)
- 20% Boomers (73i)

Compared with:
- 19% Gen Z (98i)
- 22% Gen X (117i)
- 6% Boomers (31i)

Q. Which of the following have you ever done because you SUPPORTED a brand’s stance on a political
issue? Please select all that apply.

DENTSU AEGIS NETWORK

Q. Which of the following have you ever done because you OPPOSED a brand’s stance on a political
issue? Please select all that apply.

Q. Which of the following have you ever done because a brand was SILENT on an issue you felt they
should have taken a stance on? Please select all that apply.

35

Brands can have an impact by enabling American democracy
Consumers want to see brands getting involved in politics not through direct stances, but by enabling America to have a healthy political
landscape. This means encouraging people to exercise their right to vote and reminding the country of our commonalities and respect for one
another as American citizens. More partisan involvement such as endorsing a candidate were less desired.
Most Meaningful Ways Brands Can Get Involved In Politics This Year
Encourage people to vote

54%

Unite the country at a time of division

40%

Donate to and/or support presidential candidates

26%

Take action to support a political issue that aligns with their values

24%

Not get involved

Support news organizations that report on politics
Verbally support a political issue that aligns with their values through
advertising

Q. Which of the following do you believe are the MOST meaningful ways brands can get involved in
politics this year? Please select all that apply.

DENTSU AEGIS NETWORK

21%

18%

14%
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•

Key Themes &
Implications
_

Consumers generally agree that brands should speak up, but are divided on the
degree to which they should get involved in key issues. Younger consumers (Gen Z,
Millennials) are far more likely to want brands to speak out, particularly on social
issues. Brands should consider the core issues their audiences care about, and what
issues best align with their brand’s values.

•

Marketing in an
Election Year

Brands who speak out on key issues attract more loyal customers. With one third of
consumers boycotting brands whose values don’t align with theirs, the safest route
may appear staying silent. However, brands who stay silent risk losing share to
brands who support causes that consumers care about.

•

Millennials are significantly more likely to make purchase decisions – and influence
the purchase decisions of others - based on a brand’s values. With many brands still
considering Millennials a coveted audience, they should strive for drive deeper
connections by taking a more value-driven approach.

DENTSU AEGIS NETWORK
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Audience Profile Overviews

Those in Initial Shock continue to feel the situation worsen, while members of the three middle phases are feeling more stable. Those in PostCoronavirus Life still think things are improving, albeit to a lesser degree than they did last wave. Consumers continue to look to brands to take
action, but many feel advertising can go back to normal now.
COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

They tend to be couples across
various life stages. After a rough
month last wave, they are
increasingly feeling more stable.
They are concerned about the
impact COVID is having on the
economy and on society.

They are couples across life stages
whose concern level is tempering.
They feel the situation is stabilizing,
but are worried about the long-term
impact COVID will have on the
economy.

They are older couples, most of
whose children have left the house.
They are starting to feel increasingly
optimistic that the situation is
starting to improve and want to see
life go back to normal.

They are established families, half of
whom have kids living at home.
They are less concerned about the
health threat related to COVID, but
are increasingly worried about its
impact on the economy. They want
to feel like life is back to normal.

PROTECT & ADAPT

PROTECT & ADAPT

PROTECT & ADAPT

DISTRACT

INITIAL SHOCK

WHO THEY ARE:

They are young and diverse families
who are struggling to move into
recovery. They continue to feel that
things are getting worse and are
increasingly concerned about their
employment/financial situation.

POST-CORONAVIRUS
LIFE

BRAND ACTIONS:

PROTECT & ADAPT
•

Implement safety measures

•

Implement safety measures

•

Implement safety measures

•

Implement safety measures

•

Adapt services to meet new
needs

•

Adapt services to meet new
needs

•

Adapt services to meet new
needs

•

Adapt services to meet new
needs

•

Keep my mind off of it

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 11 by Dentsu Aegis Network.

•

Donate to those in need

•

Look after employees

•

Offer discounts / donate

Advertise as normal (preCOVID)

•
•

Take my mind off of it
•

Offer discounts

Initial Shock

They are young and established families who are struggling to move into recovery. They
continue to feel that things are getting worse and are increasingly concerned about their
employment/financial situation. They are looking to brands for help.

Top concerns:

21% of US RESPONDENTS

State of recovery:

CONCERN LEVEL:
• Extremely concerned (46%, 146i) or
Very concerned (46%, 124i)

July levels

(down 8 points from last wave)

More likely to be:
- Male (62%, 125i)
- 18-34 (45%, 129i) or 35-54 (36%,
103i)
- Black (21%, 149i), Hispanic (21%,
138i)
- Parents with 1-2 children in HH (49%,
135i)

DENTSU

TOP CONCERNS RELATED TO COVID:
Employment
• Retaining current employment (20%, 132i)
or finding new employment (19%, 112i)
• My safety while at work (28%, 147i)
Care/Well-Being
• Looking after children/family (26%, 118i)
• My mental health/well-being (33%, 99i)

DESIRED BRAND RESPONSES:
Brands evolving products/services in response to the situation (48%, 112i)
•
Brands being clear about health measures they are taking to keep customers and
•
employees safe (47%, 88i)
Brands that help me take my mind off of what is going on (35%, 114i)
A E G I •S N E T W O R K

Source: COVID-19 Recovery Navigator: Wave 11 by Dentsu Aegis Network.

SENSE OF PROGRESS:
• Still feel the health threat is getting worse
(48%, 148i) - up 5 points from last wave
• My employment/finances are getting worse
(46%, 140i) – up 11 points from last wave, back to

• My personal life and routines are getting worse
(45%, 208i)
POINT OF VIEW:
• Brands should continue to acknowledge the
crisis, advertising as normal is inappropriate
right now (58%, 116i)

TYPES OF ADS THEY WANT TO SEE:
Ads showing goodwill/cause-related responses to the crisis (50%, 107i)
•
Ads showing how a company is evolving their product/service/ways of
•
doing business to meet people’s new needs during the crisis (49%, 97i)

Coming to Grips

They tend to be couples across various life stages. After a rough month last wave, they are
increasingly feeling more stable. They are concerned about the impact COVID is having on
the economy and on society.

Top concerns:

State of recovery:

CONCERN LEVEL:
• Very concerned (45%, 120i)

26% of US RESPONDENTS
(flat from last wave)

More likely to be:
- Female/Male (54% / 46%)
- Evenly split across life stages
- Tend to be Caucasian (77%, 101i) or
some Black (13%, 95i)
- Living with partner (57%, 114i),
without children (57%, 101i)

DENTSU

TOP CONCERNS RELATED TO COVID:
Economy/Finances
• My personal finances (43%, 114i)
• The country’s economy (51%, 109i)
Health
• A second wave of the virus (58%, 125i)
• Family/friends catching COVID (50%, 112i)
or catching it myself (47%, 124i)
• My mental health/well-being (43%, 128i)
Safety
• Non-compliance with safety measures by
other people (36%, 123i)
• Social unrest (42%, 118i)

DESIRED BRAND RESPONSES:
Brands being clear about health measures they are taking to keep customers and
•
employees safe (57%, 108i)
Brands donating time, money, products, to causes/those in need (50%, 111i)
•
Brands looking after their employees (52%, 99i)
A E G I •S N E T W O R K

Source: COVID-19 Recovery Navigator: Wave 11 by Dentsu Aegis Network.

SENSE OF PROGRESS:
• Most now feel the health threat is stabilizing
(57%, 113i) – up 15 points from last wave
• My employment/finances are stabilizing (55%,
108i) – up 6 points from last wave
• My personal life and routines are stabilizing
(70%, 111i) – up 12 points from last wave
POINT OF VIEW:
• Brands should continue to acknowledge
the crisis, advertising as normal is
inappropriate right now (52%, 102i)

• Having acknowledged the crisis, it is now
ok for brands to go back to advertising
as normal (48%, 98i)

TYPES OF ADS THEY WANT TO SEE:
Ads showing how a company is adapting to better protect
•
customers/employees (52%, 108i)
Ads showing how a company is evolving their product/service/ways of
•
doing business to meet people’s new needs during the crisis (52%, 104i)

Living a New Normal

They are couples across life stages whose concern level is tempering. They feel the situation
is stabilizing, but are worried about the long-term impact COVID will have on the economy.

Top concerns:

State of recovery:

CONCERN LEVEL:
• Very concerned (37%, 99i)
• Moderately concerned (20%, 138i)

32% of US RESPONDENTS
(up 5 points from last wave)

More likely to be:
- Female/Male (53% / 47%)
- Evenly split across life stages
- Slight Asian skew (7%, 114i)
- Living alone or with partner (54%,
122i), without children (64%, 114i)

DENTSU

TOP CONCERNS RELATED TO COVID:
Economy/Finances
• The country’s economy (50%, 106i)
• My local community’s economy (33%, 109i)
Health
• A second wave of the virus (61%, 131i)
• Family/friends catching COVID (60%, 135i)
or catching it myself (51%, 133i)
Safety
• Non-compliance with safety measures by
other people (40%, 137i)
• Schools re-opening (36%, 116i)

DESIRED BRAND RESPONSES:
Brands looking after their employees (63%, 120i)
•
Brands being clear about health measures they are taking to keep customers and
•
employees safe (58%, 110i)
Brands evolving products/services in response to the current situation (47%, 109i)
A E G I •S N E T W O R K

Source: COVID-19 Recovery Navigator: Wave 11 by Dentsu Aegis Network.

SENSE OF PROGRESS:
• The health threat is stabilizing (57%, 113i)
– up 11 points from last wave

• My employment/finances are stabilizing
(56%, 110i)
• My personal life and routines are
stabilizing (70%, 120i)
POINT OF VIEW:
• Brands should continue to acknowledge
the crisis, advertising as normal is
inappropriate right now (55%, 110i)

• Having acknowledged the crisis, it is now
ok for brands to go back to advertising
as normal (45%, 90i)

TYPES OF ADS THEY WANT TO SEE:
Ads showing how a company is adapting to better protect
•
customers/employees (57%, 119i)
Ads showing how a company is evolving their product/service/ways of
•
doing business to meet people’s new needs during the crisis (58%, 117i)

Moving into Recovery

They are older couples, most of whose children have left the house. They are starting to feel
increasingly optimistic that the situation is starting to improve and want to see life go back
to normal.

Top concerns:

State of recovery:

CONCERN LEVEL:
• Moderately concerned (18%, 127i)
• Slightly concerned (37%, 323i)

12% of US RESPONDENTS
(up 4 points from last wave)

More likely to be:
- Female/Male (52% / 48%)
- Boomers moved back into this phase
after falling back last month (42%, 139i)
- Hispanic (17%, 111i) or White (81%
106i)
- Living alone or with partner (54%, 94i),
without children (65%, 115i)

DENTSU

TOP CONCERNS RELATED TO COVID:
Economy
• The country’s economy (52%, 112i)
• My local community’s economy (34%, 112i)
• Businesses closing permanently (39%, 141i)
Personal Finances
• My personal finances (36%, 96i)
Safety
• Social unrest (49%, 136i)
• Schools re-opening (33%, 106i)

DESIRED BRAND RESPONSES:
Brands offering discounts at this time (56%, 121i)
•
Brands being clear about health measures they are taking to keep customers and
•
employees safe (54%, 103i)
Brands donating time, money, products, to causes/those in need (47%, 104i)
A E G I •S N E T W O R K

Source: COVID-19 Recovery Navigator: Wave 11 by Dentsu Aegis Network.

SENSE OF PROGRESS:
• Many feel the health threat is stabilizing (51%,
102i) while others now feel it is getting better
(33%, 193i)
• My employment/finances are stabilizing (59%,
116i) or starting to get better (20%, 120i)
• My personal life and routines are stabilizing
(65%, 111i) or getting better (26%, 129i)

POINT OF VIEW:
• Having acknowledged the crisis, it is now ok for
brands to go back to advertising as normal
(65%, 130i)

TYPES OF ADS THEY WANT TO SEE:
Ads showing how a company is evolving their product/service/ways of
•
doing business to meet people’s new needs during the crisis (44%, 87i)
Ads that are unrelated to the crisis (39%, 121i)
•

Post Coronavirus Life

They are established families, half of whom have kids living at home. They are less
concerned about the health threat related to COVID, but are increasingly worried about its
impact on the economy. They want to feel like life is back to normal.

Top concerns:

State of recovery:

CONCERN LEVEL:
• Slightly concerned (22%, 190i)
• Not at all concerned (32%, 583i)

8% of US RESPONDENTS
(down 2 points from last wave)

More likely to be:
- Female (61%, 121i) – formerly
male skew
- 35-54 (45%, 129i)
- White (86%, 113i) and also
Hispanic now (23%, 155i)
- Parents with 1-2 children in HH
(49%, 175i)

TOP CONCERNS RELATED TO COVID:
• Not concerned about any topics (34%,
641i) – but down 18 points since last wave
• The country’s economy (34%, 72i) – new
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but down 14 points from last wave

• My employment/finances are getting better
(39%, 247i) – but down 5 points since last wave
• My personal life and routines are getting better
(38%, 188i) – but down 14 points from last wave

concern for them this month

DESIRED BRAND RESPONSES:
Brands offering discounts at this time (56%, 122i)
•
Brands that help me take my mind off of what is going on (54%, 173i)
•
Brands advertising as normal / staying silent on the issue (42%, 141i)
•

Source: COVID-19 Recovery Navigator: Wave 11 by Dentsu Aegis Network.

SENSE OF PROGRESS:
• The health threat is getting better (35%, 206i) –

POINT OF VIEW:
• Having acknowledged the crisis, it is now ok for
brands to go back to advertising as normal
(67%, 140i)

TYPES OF ADS THEY WANT TO SEE:
Ads that are unrelated to the crisis (52%, 162i) – up 17 points from last
•
wave

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/multi-market
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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Executive Summary:
March 27

April 3

April 9

April 17

1

2

3

4

Figuring it Out

Uncertainty at its Peak

In Search of Stability

Seeking Signs of Progress

The last week in March,
COVID was the number one
thing on consumers’ minds.
Although the health crisis
appeared to be worsening,
consumers had not yet
internalized the extent of the
crisis and grappled with how
they should feel (neither
positive nor negative). As
stay-at-home orders went
into effect at a large scale,
they made clear that brands
were expected to help them
navigate this “new normal.”

Faced with record job losses
and a shift in tone from the
gov’t, consumer outlook
rapidly deteriorated. As they
continued to worry about the
health crisis, they also felt a
loss of control over their
personal lives and finances
as well. Media consumption
hit an all time high as
consumers sought
distraction from what they
viewed as a worsening
situation. Brands were
expected to respond and
applauded for taking action.

We saw a nation in search of
stability. Consumer sentiment
trended slightly less negative as
they fought to regain control
over their personal lives. We
saw spending patterns flatten,
time spent with media reach a
saturation point, and a
heightened desire for
normalcy. Consumers have
come to not only expect brands
to act but are paying close
attention to how brands
respond to the pandemic.

Uncertainty continued to
hang over the heads of
consumers’ every day lives,
making it hard for people to
hold a positive mindset.
Household spending saw the
biggest declines to date as
the economic crisis
continued its grip on
American society. Amid
everything, brands are being
held accountable for doing
right by their employees.

DENTSU AEGIS NETWORK
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Executive Summary:
April 24

April 3

April 9

April 17

5

6

7

8

Receiving Mixed Signals
As the country tentatively
reopens, consumers are torn.
On one hand, their outlook is
improving, and many want the
economy to reopen; on the
other, they recognize that
health must be prioritized and
feel uncomfortable without
the guarantee of a vaccine.
Division carries over into how
they view advertising – half
want brands to continue
acknowledging the crisis,
while the other half want
brands to move on.

DENTSU AEGIS NETWORK

In a Continued Holding
Pattern

Consumers appear to have
stalled for the past three
waves of the survey, unable
to mentally move towards
recovery even as states
reopen. As economies
reopen, we do see activity
resume, however, consumer
concern and unease remains.
While they view the crisis as
stabilizing and are
determined to “get through
it” consumers show little
sense of optimism and
normalcy remains out of
reach.

The Nation In Limbo

A Crisis Within A Crisis

It feels as though the US is in
limbo – while many
communities are still shutdown,
more are lifting
restrictions. Despite cautious
optimism, most consumers
remain hesitant to go in public
or shop in-store and many plan
to continue spending more
time at home. Still, there is
excitement for experiences like
dining out and travel again.

While the country continues
to inch towards reopening,
ongoing racial injustice is
elevated in national
consciousness. Much of the
survey results showed that:
most Americans
acknowledge systemic
racism and support the
peaceful protests around the
world. Many also say brands
have the responsibility and
power to speak up – and are
asking them to take a variety
of actions to achieve equality
for Black Americans.

It’s become clear this is a
moment for brands to step up.
More brands have benefited
from responding to COVID-19
than not.
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Executive Summary:
June 19

July 10

9

10

Retreating Back
As COVID-19 cases surge
across 20+ US states, a sense
of progress stalls and
consumer caution grows. Still,
it is clear consumers are
conflicted over their desire to
“reopen” and claim some
sense of normalcy.
In this moment we also
explore sentiment around
brands taking a stand on
social issues, in particular
mitigating misinformation/
hate speech online. Spoiler:
brands have a key role to play!

DENTSU AEGIS NETWORK

Renewed Sense of Crisis
Consumers are aware of how
dire the situation is in the US:
Concern over the virus has
returned to a peak, outlook for
the future is deteriorating, and
many have concluded that
‘normalcy’ is out of reach in
2020. However, there is also a
sense of fatigue. Many
consumers do not want to
return to stay-@-home orders
and blame the negligence of
other citizens for the uptick in
cases.
New this week, we explore
consumers’ more frugal
mindset and how the pandemic
has impacted ‘impulse buying’.

Aug. 7

11

Sept. 11

12

Realization That the Crisis
Is Far From Over

Hunkering Down Into New
Routines

Now into mid-August, consumers
are feeling crisis-fatigue while
also aware that the pandemic is
far from over. Concern over the
outbreak remains at elevated
levels and consumers are feeling
the economic pain. They are
looking to brands to be leaders
of consumer and employee
safety.

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.

While most Americans believe in
vaccines in general, there is
significant hesitation around the
safety and efficacy of a pending
COVID-19 vaccine, indicating it
may not be a ‘silver bullet’.

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 the political
stances of the brands they
purchase.
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Wave 1: The majority of consumers fall into the first 3 stages
First, we asked respondents to self-identify their current situation, to the best of their understanding and perception:
% of Respondents Who Identify With Each Stage:
INITIAL SHOCK

MAR. 27

24%

COMING TO GRIPS

33%

MOVING INTO
RECOVERY

LIVING A NEW
NORMAL

26%

10%

POST- CORONAVIRUS
LIFE

7%

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

DENTSU AEGIS NETWORK
Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.

•

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

•

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

Wave 2: 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.
% of Respondents Who Identify With Each Stage:
INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

MAR. 27

24%

33%

26%

10%

7%

APR.3

25%

42%

25%

3%

4%

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.
DENTSU AEGIS NETWORK
Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.

51
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?

Wave 3: ‘Progression’ is increasingly complex

As the pandemic threatens other aspects beyond public health (the economy, politics, social fabric), consumers are
wrapping their heads around multiple crises at once. Those 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.
% of Respondents Who Identify With Each Stage:

INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

MAR. 27

24%

33%

26%

10%

7%

APR.3

25%

42%

25%

3%

4%

APR.9

27%

32%

28%

5%

7%

DENTSU AEGIS NETWORK
Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.

52
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?

Wave 4: The shock wears off

After seeing a steady influx of respondents identifying with Initial Shock, wave four of our survey indicates a turning point
may be in-store. Living a New Normal has incrementally climbed each week, while Coming to Grips sees a renewed influx
of respondents.
% of Respondents Who Identify With Each Stage:

INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

PAST FOUR WAVES:
MAR. 27

24%

33%

26%

10%

7%

APR.3

25%

42%

25%

3%

4%

APR.9

27%

32%

28%

5%

7%

APR.17

18%

36%

33%

8%

5%

DENTSU AEGIS NETWORK
Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.
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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?

Wave 5: In wait & see mode, but anxious to move forward

This week reveals that Americans feel they have entered a holding pattern. There is little movement across the board. We
see a trickle of movement into Moving Into Recovery and Post-Coronavirus Life, as states discuss reopening and anxiety
about returning to normal builds.
% of Respondents Who Identify With Each Stage:

INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

PAST FOUR WAVES:
APR. 3

25%

42%

25%

3%

4%

APR. 9

27%

32%

28%

5%

7%

APR. 17

18%

36%

33%

8%

5%

APR. 24

23%

28%

30%

10%

9%
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Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.
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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?

Wave 6: In a continued holding pattern

Consumers appear to have stalled for the past three waves of the survey, unable to mentally move towards recovery.
% of Respondents Who Identify With Each Stage:
INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

PAST FOUR WAVES:

27%

32%

28%

5%

7%

APR. 17

18%

36%

33%

8%

5%

APR. 24

23%

28%

30%

10%

9%

MAY 8

22%

29%

32%

11%

6%

APR. 9
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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?

Wave 7: For the past four surveys, consumers stagnate
Even as all 50 states have now reopened in some capacity, consumer sentiment has stalled the same over the past month.
% of Respondents Who Identify With Each Stage:
INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

PAST FOUR WAVES:

18%

36%

33%

8%

5%

APR. 24

23%

28%

30%

10%

9%

MAY 8

22%

29%

32%

11%

6%

MAY 22

23%

28%

31%

12%

6%

APR. 17
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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?

Wave 8: Slow signs of movement into recovery
After four waves of little to no movement within our Recovery Framework, it feels like there is some progress towards recovery. The share of
respondents identifying as in Initial Shock declined slightly while the share of respondents in Moving into Recovery and Post-C19 Life increased
slightly.
% of Respondents Who Identify With Each Stage:
INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

PAST FOUR WAVES:

23%

28%

30%

10%

9%

MAY 8

22%

29%

32%

11%

6%

MAY 22

23%

28%

31%

12%

6%

JUNE 5

19%

26%

30%

15%

10%

APR. 24
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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?

Wave 9: A sense of progress stalls
After signs that consumers were beginning to see themselves as progressing through this crisis, sentiment has stalled yet again. Amid rising new
virus cases across the US, the announcement of a recession and continued protests across major cities, this is perhaps not surprising.
% of Respondents Who Identify With Each Stage:
INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

PAST FOUR WAVES:
MAY 8

22%

29%

32%

11%

6%

MAY 22

23%

28%

31%

12%

6%

JUNE 5

19%

26%

30%

15%

10%

JUNE 19

23%

26%

27%

14%

10%
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Source: COVID-19 Recovery Navigator: Wave 9 by Dentsu Aegis Network.
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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?

Wave 10: Grappling with a renewed sense of crisis
If June it felt like consumers’ sense of progress had stalled, July feels like it is moving in reverse. Amid staggering daily virus
case counts and anxiety about further shutdowns, respondents are sliding back into the initial stages of crisis response.
% of Respondents Who Identify With Each Stage:
INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

PAST FOUR WAVES:
MAY 22

23%

28%

31%

12%

6%

JUNE 5

19%

26%

30%

15%

10%

JUNE 19

23%

26%

27%

14%

10%

JULY 10

25%

29%

27%

8%

11%
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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?

Wave 11: Realization that the crisis is far from over
Consumers continue to feel they are in the middle of crisis. In fact, many seem to be regressing as the crisis increases in duration and severity. The
regression into Initial Shock is driven by younger, Black and Hispanic audiences – who are more vulnerable to the crisis.
% of Respondents Who Identify With Each Stage:
INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

PAST FOUR WAVES:
JUNE 5

19%

26%

30%

15%

10%

JUNE 19

23%

26%

27%

14%

10%

JULY 10

25%

29%

27%

8%

11%

AUG. 7

29%

26%

27%

8%

10%
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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?

Wave 12: Hunkering down into new routines
In September, six months after the COVID-19 crisis began in earnest in the US, Americans, while still experiencing prolonged shock and grappling
with the realities of the pandemic, are beginning to live their new normal and even experience signs of recovery.
% of Respondents Who Identify With Each Stage:
INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

PAST FOUR WAVES:
JUNE 19

JULY 10

AUG. 7

SEPT. 11

23%

26%

27%

14%

10%

25%

29%

27%

8%

11%

29%

26%

27%

8%

10%

21%

26%

32%

12%

8%
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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?
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