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dentsu Pulse | Bracing For A Second Wave – But Hope Emerges
A monthly curation of key trends and insights for marketers and brands
As it’s becoming clear that COVID-19 is here to stay, dentsu continues to be committed to helping
marketers understand the continually evolving landscape and adapt in meaningful ways.
The dentsu Pulse was “born” in mid-March as a response to the immediate COVID-19 crisis. It was
designed to bring together the most updated information, thinking and actionable insights from across
dentsu’s network to help marketers navigate the disruptive consumer, media and marketplace changes
brought on by the health crisis.
Since then, COVID-19 has turned into an inflection point. Not only is the crisis reshaping the ways we live,
work, and socialize; but it’s also leading us to reevaluate fundamental issues of economic, social and
racial equality – and the role of brands and media in shaping progress on those issues.
Uncertainty and anxiety about the next few months continue as COVID-19 continues its grip on America
– with rising infections, and death tolls and continued disruption across many sectors of American
industry and society. As the second wave is gathering steam, Americans across the country are bracing
for renewed lockdowns and economic implications. Unprecedented chaos around the presidential
transition aren’t helping, as vote recounts continue and with President Trump yet to concede.
The one silver lining: Two vaccines are nearing approval, bringing with them the prospects of ending the
pandemic in the 1st half of 2021. That said, our Navigator research shows that consumer attitudes
towards a vaccine remain highly skeptical.
We’ve been with you as we’ve pushed through each stage of this health, social and economic crisis. And
we’ll be with you as we press forward into what we all hope will be a better 2021.

This Week’s Summary
1. THIS WEEK'S DATA AND HEADLINES
The long anticipated second wave has begun to crest across Europe and North America. Germany, England, and France have both imposed second
national lockdowns as they grapple with surging COVID-19 infection rates. Hospitalizations in the US are rising at an alarming rate, with overall
infections across the nation spilling over 11MM. President-elect Biden has unveiled his plan and taskforce on COVID-19, while President Trump
continues to refuse to concede his loss. Early data indicates that Pfizer and Moderna’s COVID-19 vaccines are more than 90% effective.
2. DENTSU MEDIA MARKETPLACE TRACKER

This month’s data indicates continued momentum and growth in the US economy across key mobility, economic and media behaviors. Retail sales
continue to climb beyond Amazon’s October Prime week, with a temporary slowdown during Election Week. Digital Activity reflects a similar
increase in activity across all Commerce Sectors, and while concerns are clearly increasing about accelerated COVID transmission, they have not
yet affected measured national behaviors. Media Markets are mirroring this continued recovery, with increased spending as Holiday campaigns
ramp up across Search, Social, Programmatic and even DTC advertising.
This month we provide a spotlight focus on Carat’s newly-released Global Brand EQ Study, ranking the Emotional Intelligence Index - a weighted
index of a brand’s Self-Awareness, Self-Regulation, Empathy and Social Skills - of 48 Global Brands. Importantly, Carat’s Brand EQ Index is highly
correlated with brands’ commercial and financial success over the long term. This report provides views of the data by brand, age cohort,
category and country, along with overall learnings to help brands assess their opportunity to increase their Brand EQ.

3. DENTSU COVID-19 RECOVERY NAVIGATOR
As we near the end of the year, we ask consumers to reflect on their outlook compared to the beginning of the pandemic, as well as speculate how
their behaviors may change in the future. All signs point to the US approaching a significant tipping point in the pandemic. American consumers feel
the worst is yet to come, while feeling a significant sense of fatigue and mental stress. Continued distrust in a vaccine despite recent
announcements of successful trials illustrate failing confidence in the US and may result in subdued activity even after a vaccine is available. A
tumultuous election cycle, that has yet to come to a full resolution, has not resolved consumer uncertainty. One thing is clear – consumers will
continue to expect brands to step up to issues in society.

This Week’s Summary Continued
4. CULTURAL AND CONSUMER TRENDS
As we close out the year, we review how three key countries are handling the pandemic and what learnings can be gleaned for US marketers
heading into 2021. Lessons comes from the optimistic landscape in China, the pessimistic landscape in Australia and how South Korea successfully
contained the virus.

5. INSIGHTS AND IMPLICATIONS BY INDUSTRY VERTICAL
• Financial Services: The decline in international travel this year has
impacted the bottom lines of major credit companies, many of whom
benefit from travel and entertainment spending. Banks have begun to
relax mortgage curbs as housing prices rise.
• Media & Entertainment: ESPN shuts down its eSports editorial section
due to necessary layoffs. Live Nation reports fans are optimistic to
attend live events in the future.
• Travel & Hospitality: Despite the pandemic, Americans plan to travel
during the holiday. After months of anticipation, Airbnb has filed for its
IPO. The CDC has cleared the cruise industry to begin planning its
restart.
• Automotive: October automotive sales show continued strength,
closing up year-over-year.

• Retail: Amazon unveils its digital pharmacy, representing its
biggest push yet into the healthcare industry. Retailers and
consumers alike are adjusting to a new type of Black Friday.
• High-Tech & B2B: Global cloud infrastructure revenue soars
during the pandemic, with Alibaba gaining on the incumbents.
• CPG: Chocolate sales see significant spike during pandemic.
Companies have begun reevaluating their product portfolios to
align with packaging resources available.
• Restaurants: Casual dining sales have recovered moderately
since March, while bars and fine dining restaurants continue to
be heavily impacted. Consumers and restaurants are turning to
digital gift cards.
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This Week’s
Data and Headlines

Global and US Snapshot (as of November 18th; change from November 1st)

Global

Source: World Health Organization

USA

Confirmed
Cases
(+20%)

Deaths
(+12%)

Confirmed
Cases
(+24%)

Deaths
(+7%)

55,326,907

1,333,742

11,085,184

245,164

Top Global Stories of the Week
Germany and France Impose Second National Lockdowns
France and Germany are imposing second national lockdowns as they grapple
with urging COVID-19 infection rates. Other governments in Europe have also
been tightening restrictions as the second wave starts to take its toll on the
region. The latest measures to contain the virus may lead to higher
unemployment, the permanent closure of many businesses, and increased
national debt.

Sanofi, GSK to Provide 200MM Vaccine Doses to WHO Program
Pharmaceutical giants Sanofi and GlaxoSmithKline will provide
200MM doses of their COVID-19 vaccine to the WHO’s global
immunization partnership COVAX, which seeks to ensure coronavirus
vaccines are distributed equitably across the world. Global health
organizations, including the GAVI vaccine alliance, the Coalition for
Epidemic Preparedness Innovations, and the WHO are leading the
COVAX effort, with its focus on first vaccinating the most high-risk
people in every country.

Germany’s Virus Strategy Doesn’t Appear to Be Working the
Second Time Around
Germany was praised for its initial pandemic response in the spring, but has
recently had to re-implement strict public health measures. The country’s “light
lockdown” came as cases of the coronavirus have continued to rise, with latest
data showing nearly 127 infections per 100,000 people over a seven-day
period. The German government is aiming to push this down to about 50
cases per 100,000 people. Chancellor Merkel warned that Germany “must get
the situation under control to a point where the local public health offices can
trace contacts again — otherwise the exponential growth will simply spiral
further upwards.”

EU Says There Won’t Be Enough Vaccines Before 2022
The European Union doesn’t expect to have enough vaccines for everyone
in the 27-country bloc until 2022. The EU, which is home to about 450MM
people, has already acquired 1B doses of potential COVID-19 vaccines
and is working on getting another billion.

Australia Considering Opening Borders

UK Says It Will Have 10M Vaccine Doses by Year End

Australia’s prime minister, Scott Morrison, said that the country was considering
opening its borders to several Asian countries, including Japan, South Korea,
Singapore and Taiwan. Australia already has a one-way travel bubble with New
Zealand, which allows visitors from that country to enter Australia, but not the
other way around.

British Prime Minister Boris Johnson said the UK has ordered 40MM doses of
Pfizer and BioNTech’s COVID-19 vaccine candidate and expects to have 10MM
doses available by the end of 2020, pending regulatory approval. Johnson has said
that the prospects of a vaccine are one cause for optimism that the situation will
improve by spring, but England’s new lockdown rules still needed to be obeyed.

Source: New York Times, Washington Post

Top US News Stories
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President-Elect Biden Unveils
Plan, Taskforce on COVID-19

Pfizer, Moderna, say COVID
Vaccines More Than 90% Effective

Trump Refuses to Concede
Election After Loss

US COVID-19 Infections Hit Over
11MM, Hospitalizations Surge At
An Alarming Rate

Once President-elect Joe Biden takes
office on Jan. 20, the US can expect
changes to the nation’s coronavirus
response strategy. The Biden-Harris
campaign laid out a step-by-step plan
that includes increasing use of the
Defense Production Act to make
protective equipment for frontline
workers, instituting a nationwide mask
policy and restoring the US relationship
with the WHO. The plans also suggests
significantly increasing the nation’s
testing by doubling the number of drivethrough sites — at least 10 per state —
and investing in at-home tests.

Early data shows that Moderna’s
coronavirus vaccine is 94.5%
effective, following on the heels of
similar news that Pfizer’s COVID-19
vaccine is more than 90% effective.
Markets responded positively to the
news. Both the Moderna and Pfizer
vaccines are still undergoing trials, but
are among the most advanced in
development in the West, along with
candidates from AstraZeneca PLC,
Johnson & Johnson and Novavax Inc.

President Donald Trump continues to
refuse to concede his loss. In the days
since the election concluded with
president-elect Biden’s win, Trump has
made repeated and unsubstantiated
references to election fraud. He has
launched lawsuits in key battleground
states without evidence to back his
claims. All lawsuits have so far been
unsuccessful. Election officials have
affirmed that the vote was “the most
secure in American history,” with “no
evidence that any voting system
deleted or lost votes, changed votes or
was in any way compromised".

Hospitalizations have reached record
levels in many states, with the surge
most pronounced in the Midwest and
Southwest. This spike in case
numbers has led to a redux of dire
warnings about full hospitals,
exhausted health care workers, and
potential lockdowns. Deaths, though
still well below their peak spring
levels, are averaging more than 1,000
per day as of mid-November.

Source: New York Times, WSJ, Washington Post, BBC

Top Economic Stories This Week
US GDP Grew 33.1% in Q3, Better Than
Expected
US GDP grew 33.1% on an annualized basis in
Q3, the fastest growth pace in postwar history,
driven by economic activity beginning to bounce
back from lifted coronavirus lockdowns. This
increase follows a devastating Q2, in which GDP
fell 32.9% in the largest decline on record.
Despite this rebound, however, the US has only
recovered about two-thirds of the output lost in
Q2 2020. Jobless claims and unemployment also
remain high.
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Media Marketplace Update

This Week’s Media Marketplace Focus:
National mobility data shows relatively flat traffic, while economic and media behaviors indicate continued growth through November:
•

Retail Sales continued to climb through and beyond Amazon’s October Prime week, though America certainly hunkered down for Election Week

•

Digital Activity reflects a similar increase across all Commerce Sectors, with eComm up +14%

•

Concerns about Health/COVID have begun to increase, but have not yet affected measured behaviors

The Media Markets are mirroring this continued recovery:
•

Search, Social, Programmatic and DTC spend continue to increase through the month of November

This month, we provide a spotlight focus on Carat’s newly-released Global Brand EQ Study:
•

The study ranks the Emotional Intelligence Index - a weighted measure of each brand’s Self-Awareness, Self-Regulation,
Empathy and Social Skills – across 48 Global brands.

•

Importantly, Carat’s Brand EQ Index is highly correlated with commercial and financial success over the long term.

•

The newly released report provides results by Brand, Category, Age cohort and select countries, along with comparisons of brands within the
same category, along with overall learnings to help brands assess their opportunity to increase their Brand EQ.

•

If you’re interested in learning more, please contact your dentsu Client Leader to set a more in-depth discussion of the results of the survey.

Shut Down or Stay Open…?

© 2020 Dentsu Aegis Network
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Mobility Traffic Data has remained relatively flat over the past two months

Grocery and Big Box showed the largest dips in traffic during Election Week, down 4% and 8%, respectively

Source: Numerator Index

Sales continued to climb through and beyond Amazon’s October Prime week,
though America certainly hunkered down for Election Week
Only Election Week standouts include Liquor and Online Sales

Prime Week

Source: Numerator Index

Household spending levels have remained up YOY for over 7 weeks;
week 42 spend bump reflects Amazon Prime Week

Source: Numerator Index

eCommerce / Click & Collect continue to dominate shopping behaviors

Source: Numerator Consumer Survey (week of 10/30)

Digital Activity reflects a similar increase across all Commerce Sectors (eComm +14%);
post-Election, News consumption falls & concerns about Health/COVID increase

Source: Similar Web Analytics, Last 7 Days vs. Last 28 (Oct/Nov)

COVID concerns are ramping up quickly, and may cause stockpiling once again

Source: Numerator Consumer Survey (week of 10/30)

Media Markets Continue Path To
Recovery

Dentsu data shows Social spend continuing to steadily climb, as
Retail Holiday campaigns ramp up

Source: iProspect, October 2020

Search spend also remains consistently above pre-COVID levels

November should see a surge with the Retail season, watch to see how Black Friday/Cyber
Monday evolve

Source: iProspect, October 2020

Programmatic Spend has continued to climb through November,
though we see a temporary dip Election Week

Source: dentsu Programmatic

November DTC spend also accelerating into the Holiday period,
despite increases in CPM
Media spend
trends
(all Verticals):

Direct-to-Consumer Marketer Insights from

+17% from
previous week
+10% month
over month

CPM trends
(all verticals):

+22% from
previous week
+15% month over
month
Conversion trends
(all verticals):

+8% from
previous week
~flat month
over month

Source: MuteSix Internal cross-client metrics, Sept-Nov 2020

This Month’s Focus:
Carat Global Brand EQ Study
November 2020

Carat Brand EQ Study - Explained

We matched EQ qualities to everyday questions about
brands
Self Awareness
“This brand seems to know what it stands for.”
Social
skills

Self- awareness

Self Regulation
“This brand behaves with honesty and integrity.”

Elements
of EQ

Motivation
“This brand tries hard to deliver a good experience.”
Selfregulation

Empathy

Motivation

Empathy
“This brand understands people like me and what we need.”
Social Skills
“This brand always communicates in a clear and meaningful
way .”

We talked with 10,000 people in 10 largest DAN markets

Americas

EMEA

Asia Pacific

USA

France
Germany
Italy
Russia
Spain
UK

Australia
China
Japan

The most emotionally intelligent brands grow faster
Share price change 2010-2020
700%

+682%

600%

EQ Top 10 growth 2010 to 2020
500%

400%

300%

200%

S&P 500
Dow Jones

100%

0%
1/1/2010
-100%

DAX
FTSE 100
1/1/2011

1/1/2012

1/1/2013

1/1/2014

1/1/2015

1/1/2016

1/1/2017

1/1/2018

1/1/2019

1/1/2020

Brand EQ all brands average
Brand EQ Top 10

Brands try hard to please people but struggle with understanding
their needs & integrity
All brands average
63%

62%

58%

53%

Self-awareness
“This brand seems
to know what it
stands for.”

Self-regulation
“This brand behaves
with honesty
and integrity.”

53%

Motivation
“This brand tries
hard to deliver a
good experience.”

Empathy
“This brand
understands people
like me and what
we need.”

Social Skills
“This brand always
communicates in
a clear and
meaningful way .”

Self-awareness or Motivation are always the strongest traits

Self- awareness

Elements
of EQ

Motivation

Self Awareness

Motivation

“This brand always
communicates in a clear
and meaningful way.”
“This brand tries hard to
deliver a good experience.”

How do brands’ EQ profiles differ from category
to category? At first sight, differences may seem
modest. Retail brands’ EQ is slightly above average
while the automotive and financial sector are seen
as less emotionally intelligent. Technology and food
and drink category averages are the same as the
all-brands average in the index.

A great example of this archetype are car manufacturers. In recent
years, Mercedes-Benz has stressed the importance of empathy and
human insight into the development of autonomous cars23. Based on the
EQ survey, the message has not reached consumers. While the average
gap between self-awareness and empathy is seven percentage points,
Mercedes has a difference of 19 percentage points. For BMW and Nissan,
the gap widens to three times the average, and Land Rover’s selfawareness is 28 percentage points above empathy score – four times more
than the average for brands in the study.

We see marked EQ patterns at a category
level – reflecting marketing and ‘product experience’
However, a more nuanced picture emerges by
looking at the relative strengths and weaknesses of
each category. Seen in this way, two clusters stand
out.

The second archetype of emotional intelligence consists of technology
and retail brands. We have named this cluster Experience Brands. The
strongest trait of the group is their motivation to produce excellent
customer experiences. Their weakest area of EQ is self-regulation –
behaving with honesty and integrity.

Industries can be divided into two categories based on their EQ profile
Obsessed with experience
Tech and retail brands have a strong customer
focus, but it comes at the expense of perceived
honesty and integrity.

Strongest trait

Obsessed with positioning
Car and finance brands have a strong brand
heritage, but it comes at the expense of
customer understanding.

Technology

Retail

Food & Drink

Automotive

Financial
services

Self-awareness

63%

62%

64%

63%

58%

Self-regulation

54%

57%

53%

50%

51%

Motivation

64%

67%

63%

59%

55%

Empathy

56%

57%

53%

49%

49%

Social skills

59%

61%

59%

54%

53%

Weakest trait

Young companies are overrepresented in this group. While the average
age of companies in the EQ index study is 78 years, the top ten Experience
Brands’ average age is 47. All companies in the index that are founded
in the 21st century – Facebook, Tesla, and Uber – are in the top ten of
Experience Brands (measured by the difference between motivation and
self-regulation). This group’s emotional intelligence is also perceived to be
higher among respondents under the age of 35.
The disparity between motivation and self-regulation is most significant
among the US tech giants: Apple, Facebook, Google, and Amazon.
Products of these platforms are often digitally dominant and easily
customizable based on user preferences. Rich first-party data helps them
foresee what customers want now and next.
In short, Classic Brands are better at projecting their image than customer
empathy. Experience Brands are highly customer-centric but at the
expense of self-regulation. In total scores, Experience Brands’ EQ is
perceived higher than Classic Brands. Certainly, Classic Brands would
benefit from adopting some of the responsiveness of Experience Brands,
but both groups may have something to learn from each other. And it
very much remains to be seen how much of a future price will be paid by
brands for whom self-regulation and trust lag.

23. https://media.daimler.com/marsMediaSite/en/instance/ko/MercedesBenz-FutureInsight-Human-first-empathy-as-anchor-in-the-digitaltransformation.xhtml?oid=41918249
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Top 20 Global Emotionally Intelligent Brands

Rankings vary by age / generation groups…

…and by Home Market

35

Technology Brand EQ Comparison

Consumer Brand EQ Comparison

Platform Brand EQ Comparison

10+1 lessons for brands

1.

2.

3.

4.

5.

Investing in the
traits of a high EQ
Brand is not just a
‘nice to’ – it pays
back.

Lean in to succeed
– people-focused
brands build a
great asset.

Focus on
your industry’s
weaknesses to
stand out positively.

Be careful with
passion –
understand more
volatile audiences
more deeply.

Don’t let your
actions speak for
themselves – tell
people about
yourselves clearly.

10+1 lessons for brands

6.

7.

8.

9.

10.

Use components
of EQ as building
blocks for trust.

Technology and
innovation do have
a human face.

Young people
weigh more than
their wallets.

Reflecting your
roots can
enhance EQ.

Every brand
needs a service
offering.

+1

Always be open to new ways to understand your
relationship with people.

US Market – Top Emotionally Intelligent Brands

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

US Market – Top 20 Emotionally Intelligent Brands
Continued
31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44.

45.

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

To Download a copy
of Carat’s full
Brand EQ Report,
please click here
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Dentsu Recovery Navigator

Navigating the Rocky Road to
Recovery
COVID-19 continues to impact America – from both a health and economic angle – as
we head towards a significant tipping point. Simultaneously, the country continues to
grapple with a history of racism as well as the fallout from a tumultuous election cycle.
It’s clear that things cannot simply ‘return to normal.’ We must strive for a better
normal.
Businesses are crucial in driving that change. Leaders must turn their focus towards
planning long-term, for recovery. It is in this spirit that dentsu has created an ongoing
US consumer survey track consumer sentiment towards the outbreak and economic
reopening, the results of which are packaged into our ‘Recovery Navigator’ reports.
This edition of the survey asks consumers to reflect on how their outlooks have changed
since the beginning of the pandemic in March, anticipate how their attitudes and
behaviors might shift going forward with a particular eye towards vaccine availability,
and finally explores the US presidential election results as a lens for consumer
sentiment.
This is an excerpt from the fourteenth iteration of dentsu’s COVID Recovery Navigator.
You can read the full report on our website.

Selection of Findings:
•

In Short: Trends Month-to-Month

•

COVID-19: Consumer Attitudes & Behaviors

•

The Impact of a Potential Vaccine

•

Consumer Outlook Following the US Election

•

Key Themes and Implications for Marketers

In Short: Trends Month-to-Month
Aug. 7

11

Sept. 11

12

Oct. 6

Nov. 11

13

14

Realizing the Crisis Is Far
From Over

Hunkering Down Into New
Routines

Macro-level Concern, but
Micro-level Stability

Ending the Year as We Started,
With Uncertainty

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

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

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 political
stances of the brands they
purchase.

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

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

COVID-19: Consumer Attitudes & Behaviors

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

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.

LIVING A NEW NORMAL

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

MOVING INTO RECOVERY

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

POST- CORONAVIRUS LIFE

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

COVID-19: Consumer Attitudes & Behaviors

Wave 14: Reconciling with the ups and downs of a ‘new normal’
Now 9 months into the pandemic in earnest the US, consumers are undoubtedly living a ’new normal.’ The ebbs and flows of
the outbreak create a mix of states – from shock to resignation to contentment to denial. What is clear is that we have not
seen the progression that we expected would happen eventually. The pandemic is still very much a part of our lives.
% of Respondents Who Identify With Each Stage:

INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

AUG. 7

29%

26%

27%

8%

10%

SEPT. 11

21%

26%

32%

12%

8%

OCT. 6

30%

24%

24%

11%

11%

NOV. 11

24%

26%

29%

10%

11%

COVID-19: Consumer Attitudes & Behaviors

Most consumers feel the pandemic is on the verge or has become unmanageable
Heading into the winter, two-thirds of Americans feel that the pandemic is getting worse or is out of control, while one-third
of respondents feel the pandemic is heading in a positive direction or has been mitigated.

Consumer Outlook on the Trajectory of the Pandemic
7%
5%
The pandemic is out of control
The pandemic is getting worse,
but still controllable

38%

16%

The pandemic is getting better,
we are controlling it
The pandemic is under-control
The pandemic is over

35%

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

COVID-19: Consumer Attitudes & Behaviors

While personal health concerns remain, concern for the health of the economy is higher
At this stage, Americans are slightly more concerned about the risk of COVID-19 to the US economy (68%) compared to
their health (60%). However, for both aspects, a majority are more concerned now than they were at the start of the crisis.

Concern Now vs. the Beginning of the Pandemic
Much more concerned

About Risks to

My Health

Slightly more concerned

41%

My concern is the same

19%

Slightly less concerned

22%

Much less concerned

7%

11%

About Risks to

the US
Economy

46%

Q1: Compared to the beginning of the COVID-19 outbreak, are you more or less concerned about the risks of the virus to your health? Q2:
Compared to the beginning of the COVID-19 outbreak, are you more or less concerned about the risks of the pandemic to the American economy?

22%

19%

6%

8%

COVID-19: Consumer Attitudes & Behaviors

Despite continued concern for public spaces, some consumers become lax amid fatigue
As cases have reached all-time highs across the US, Americans told us that they remain at least somewhat concerned about
going out in public (83%) and committed to following safety protocols (85%). However, it is apparent that strict adherence
has slipped, and consumers have let down their guards as the outbreak continues.

Consumer Concern About Going Out In Public
Very concerned

Somewhat concerned

Level Of ‘COVID-19 Fatigue’ Felt By Consumers

Not at all concerned

15%
I am seriously
fatigued - I
rarely adhere
to safety
guidelines

37%
46%

30%
17%

Q1: How concerned are you about being out in public right now? Q2: When it comes to ‘COVID-19 fatigue’ which of the following statements best apply to you?

I am somewhat
fatigued - I have
become lax with
adhering to
safety guidelines

I am not
fatigued - I
continue
to strictly
adhere to
safety
guidelines

55%

COVID-19: Consumer Attitudes & Behaviors

Millennials and Gen X are feeling the most fatigued
Millennials and Gen X are significantly more likely to be “seriously fatigued” by safety guidelines compared to Boomers or
Gen Zers. Typically the more at-risk population, Boomers are most likely to continue to strictly adhere to safety guidelines
outweighing other generations by 20+ percentage points.
Level Of ‘COVID-19 Fatigue’ Felt By Consumers

GEN Z

MILLENNIALS

GEN X

BOOMERS

7%

5%
25%

28%
44%

47%

51%
25%

Q: When it comes to ‘COVID-19 fatigue’ which of the following statements best apply to you?

47%
28%

23%
71%

The Impact of a Potential Vaccine

Compared to August, consumer trust in a COVID-19 vaccine has declined
Both the number of respondents likely to ‘completely’ trust a COVID-19 vaccine and those who plan to be ‘first in line to get
vaccinate’ declined slightly since we last fielded the questions in August. This is surprising to us given Pfizer’s recent
announcement, however, speaks to the level of distrust consumers have in the US response to the pandemic.
When Consumers Plan to Get Vaccinated Once Able

Consumer Likelihood to Trust a COVID-19 Vaccine
Completely trust it

Somewhat trust it

Be Hesitant to trust it

August

Not trust it

November

34%

I will be first in line to get vaccinated

August

41%

32%

16%

-5

12%
39%

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

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

November

36%

-5

32%

16%

29%

38%

14%
17%

17%
I will definitely not get vaccinated

Q1: Considering everything you know about a potential COVID-19 vaccine, how likely are you to ‘trust’ the safety and efficacy of that vaccine? Q2: Once the
first COVID-19 vaccine is available to the public in the US, when will you be willing to get vaccinated?

13%
16%

The Impact of a Potential Vaccine

A desire for normalcy may motivate Millennials & Gen to trust a potential vaccine
While Millennials & Gen Xers told us they felt most fatigued by the pandemic, they are also most likely to say they would
“completely” trust a potential vaccine – perhaps out of an acute desire to return to normal. Boomers & Gen Zers were
slightly more discerning and may need more evidence about safety and efficacy.
Consumer Likelihood to Trust a COVID-19 Vaccine
Completely trust it

Gen Z

Somewhat trust it

20%

Millennials

Be Hesitant to trust it

37%

Not trust it

25%

51%

25%

17%

5%

19%

121i
Millennials & Gen X
are more likely to say they will be “first
in line to get vaccinated” (43%)

Gen X

Boomers

50%

25%

27%

40%

6%

22%

17%

13%

Q1: Considering everything you know about a potential COVID-19 vaccine, how likely are you to ‘trust’ the safety and efficacy of that vaccine? Q2: Once the
first COVID-19 vaccine is available to the public in the US, when will you be willing to get vaccinated?

The Impact of a Potential Vaccine

Even with a vaccine, consumers likely to be hesitant of high-risk, superfluous activities
While socializing with friends/family, retail shopping and dining out would likely experience a boost from the availability of a
vaccine, it is less likely to alleviate consumer anxiety around traveling internationally or going to large scale events, both
seen as high-risk and superfluous activities during the pandemic.
Consumers Who Would Be More Likely to Do Select Activities After Vaccine Availability
Socializing with friends/family

49%

Shopping in-store (non-grocery shopping)

44%

Dining out at a restaurant

44%

Traveling domestically

42%

Going back to work

40%

Go to the movies

38%

Exercising at a gym/group class

37%

Going to large-scale events/concerts
Traveling internationally

Q: How would the availability of an effective COVID-19 vaccine in the US impact your likelihood to do the following activities in public?

35%
32%

Consumer Outlook Following the US Election

Half of Americans feel optimistic that election results will push the country in a better direction
Democrats are significantly more likely to agree that election results will positively impact the direction of the country,
while Republicans are more divided.

Impact of election results on the
direction of the country

Democrats
11%
14%

Neither / no
opinion
16%

A worse
direction
29%

75%

A better
direction
54%

Republicans
14%
40%
46%

Q: Based on the result of the US presidential election, do you feel the country will be headed in a better or worse direction going forward?

Consumer Outlook Following the US Election

Consumers believe brands still have a responsibility to tackle social and political issues in 2021
Half of consumers plan to pay even more attention to the political stances of brands in 2021 as they did leading up to the
2020 election. While Republicans feel less strongly than Democrats about brands taking a stand, nearly half agree that
brands do have an increased level of responsibility.
Responsibility of brands to challenge social issues
under a new administration, compared to 2020

The same
amount of
responsibility
33%

Attention consumers plan to pay to the political
stances of brands in 2021, compared to 2020

The same
amount of
attention
33%

More
responsibilty
53%

More
attention
50%

Less
attention
17%

Less
responsibility
14%

125i

89i

122i

92i

Democrats believe brands have

Republicans believe brands have

Democrats will be paying more

Republicans will be paying

more responsibility (66%)

more responsibility (47%)

attention (61%)

more attention (46%)

Q1: Assuming president-elect Joe Biden is sworn in on January 20th, do you feel that brands will have more, less or the same amount of responsibility to challenge social issues as they have in 2020? Q2: Going
forward, do you plan to pay more, less or the same amount of attention to the political stances of brands as you did leading up to the 2020 US presidential election?

Consumer Outlook Following the US Election

The uncertainty of 2020 caused the vast majority of consumers to spend more cautiously;
half of those plan to continue to spend more cautiously coming out of the 2020 election
Impact of the uncertainty of 2020 on current spending habits

I have been significantly more
conservative with how I spend
money

46%

84%

Impact of the 2020 election on future spending habits

Yes, I will now spend more
cautiously

More conservative

I have been somewhat more
conservative with how I spend
money

38%

spending habits due
to 2020 events

Yes, I will now spend more
confidently
I have been somewhat more
liberal with how I spend money

I have been significantly more
liberal with how I spend money

49%

19%

9%

7%

No, my spending will not
change

Q1: When you look at the last year and the uncertainty caused by the pandemic, economic crisis and political & social issues, which of the following best applies to you?
Q2: Will the outcome of US presidential election have any impact on your spending going forward?

32%

Key Themes & Implications for Marketers
COVID-19
•

Harness the positive outcomes from the first wave. The sense that there will
be a “second wave” of the virus has gone from being in the back of consumer’s
minds to being a reality. While tragic, consumers were able to find silver linings
or make positive changes back in the spring – we have found creative ways to
continue family traditions over Zoom and a heightened sense of community
among neighbors, people have upgraded their living spaces or started new
hobbies. Making time at home more enjoyable and more productive by further
enabling these moments or creating new opportunities for discovery and
connection will help ease a second lockdown.

•

Remain agile in response to changes. Most consumers anticipate that the
impact of the pandemic, both personally and financially, will be around for a
year. Marketers will need to respond with agility. Brands should demonstrate
the progress they have made since the beginning of the pandemic– showing
that they are better prepared, and that the disruption will be less during a
second wave will help boost consumer confidence.

•

Lean into emotional benefits. As consumers place more importance on
mental health during the pandemic, many continue to struggle with feelings of
isolation, frustration and boredom. There is an opportunity for marketers to
lean into the emotional benefits of their brands to soothe consumer’s mental
states. We see this trend already playing out in the beauty space, where
consumers are reaching for products with anti-anxiety claims or continuing
routines as a way to stay present, as well as the home improvement space,
where DIY projects have shifted from a fix-what’s-broke mindset to a
recognition that space impacts mood.

The Impact of a Potential Vaccine
•

Americans need trust restored in centers of authority. Consumer’s
declining trust in a potential vaccine indicates that the scientific community,
medical community and government is suffering a trust crisis. There is an
opportunity for marketers and media to help shift public sentiment by
leading pro-bono, educational campaigns to restore trust. It also appears
that American’s are more likely to trust a vaccine after an “ah-ha” moment
of experiencing COVID-19 either directly or through an acquaintance.
Institutions and/or purpose-led marketers should think about how to
communicate this “ah-ha” to consumers through campaigns and messaging.

•

Vaccine availability will not be like “flipping a switch” for audiences or
activities. While Americans speculate that a vaccine will boost their
likelihood in everyday activities they are eager to get back to – dining out
and socializing with friends and family – they are less confident that it will
significantly increase their likelihood to do high-risk activities such as attend
large events or take long, international flights. This is particularly true of
Boomers, who are significantly less likely to engage in high-risk activities
regardless of a vaccine. Conversely, younger generations may be more
eager. Industries like entertainment and travel will have to reimagine
engagement for the next 2-5 years, while all industries will need to stay
focused on consumer & employee safety for the foreseeable future.

Key Themes & Implications for Marketers
Consumer Outlook Following the US Election

•

Consider multiple viewpoints. Consumers have a divided outlook on the impact the election will
have on the country and on their personal lives. Brands should consider multiple viewpoints when
building communications. Though many consumers feel positively about the outcome of the
election, marketers should keep in mind that nearly a third of consumers believe the country is
heading in a worse direction.

•

Stand up for what you believe in. 2020 raised the bar for brands to take a stance on social and
political issues. The majority of consumers will continue to place a high level of responsibility on
brands under the next administration – and will be paying close attention. Brands should continue
to stand up for the issues that they and their consumers care about. Haven’t spoken up yet? Now’s
your chance.

•

Adopt a value mindset. The vast majority of consumers adopted more conservative spending habits
under COVID, and half plan to continue to spend more cautiously as a result of the election. Brands
should consider how to create more value for consumers to fit their new savings-mindset.

Methodology
This survey was administered through Toluna, an online research panel, on November 11,
2020. Conducted by dentsu, this survey was distributed among a random sample of 1,000+
respondents, aged 18-65 years old and residing in the United States. The survey controlled
for nationally representative weighting across age, gender and ethnicity (using latest
publicly available US Census numbers). Additionally, respondents represented a variety of
backgrounds across education, household income and region.

Thank you
To access more findings & insights, view the full report.

© 2020 Dentsu Aegis Network
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Key Trends: Learnings from markets recovering from COVID

China
What we can learn
about recovery in an
optimistic landscape

Australia
What we can learn
about recovery in a
pessimistic
landscape

South Korea
What we can learn
about effectively
containing the
virus

Key Trends: Learnings from markets recovering from COVID

China
What we can learn
about recovery in an
optimistic landscape

Australia
What we can learn
about recovery in a
pessimistic
landscape

South Korea
What we can learn
about effectively
containing the
virus

Chinese consumers express the highest level of
optimism for a quick economic recovery

China’s economy grew by
4.9% in the third quarter of
2020, largely attributed to
virus containment

Source: McKinsey, NBC News

As Chinese consumers start spending again, they carry over new
behaviors
New behaviors:

86%
of Chinese consumers have
changed stores, brands or
the way they shop

50%
growth in Chinese consumers
who purchase most or all
online for most categories

Source: McKinsey

New mindset:

New values:

32%

30%

of Chinese consumers plan to be

of Chinese consumers are
prioritizing buying from

more mindful where they spend

their money (vs. 10% who plan to

companies who protect their
employees

spend more)

36%
of Chinese consumers cite
“better value” as the reason

they tried a new brand in the
last 3 months

28%
of Chinese consumers are
prioritizing buying from
companies because of their
purpose or values

Chinese consumers have resumed “out of home” activities, but exhibit
hesitation to resume air travel and large entertainment events

81%

More comfortable:
- Getting together with
friends/family
- Short distance travel
- Shopping and dining

Of Chinese have
resumed “normal” out
of the home activities

Sources: McKinsey

Less comfortable:
- Travel by plane
- Attending large
events
- Attending gyms

Key Trends: Learnings from markets recovering from COVID

China
What we can learn
about recovery in an
optimistic landscape

Australia
What we can learn
about recovery in a
pessimistic
landscape

South Korea
What we can learn
about effectively
containing the
virus

Australian consumers express higher levels of
pessimism for economic recovery, driven by growing
levels of unemployment

Australia’s unemployment
rate is current the same as
the US at 6.9% and is
expected to grow

Highest level of pessimism
Source: McKinsey, Bloomberg

since pandemic began

Australians continue to be more budget-conscious in their spending
Savings mindset:

New behaviors:

57%
of Australian consumers
have tried a new shopping
behavior, with over 80%

planning to continue

20-35%
growth in Australian consumers
who purchase online for most
categories

Source: McKinsey

Australians exhibit more caution about returning to public activities

80%
of Australians are waiting for
indicators beyond lifted
restrictions to fully re-engage
in out of home activities

Sources: Bloomberg, McKinsey, Itwire, Associated Press

68%

77%
of Australians are worried about

of Australians are hesitant

the safety of airplane travel;

to return to co-located

73% are worried about the

working spaces, preferring
to work remote

safety of public transportation

Key Trends: Learnings from markets recovering from COVID
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about effectively
containing the
virus

South Korea’s aggressive use of technology and testing successfully
contained the virus without restricting freedom of movement
Technology

Testing

Centralized Control

The Epidemic Investigation Support
System automated contact tracing pulling data from credit card
transactions, cell phone locations, and
CCTV footage to reconstruct infection
pathways and identify individuals whose
routes overlapped – in a matter of
minutes

Within three weeks of its first wave of
cases, the country flattened the curve
through increased testing capabilities
and aggressive testing practices

Health officials had access to
individuals’ private mobile data and
used government websites to share
the whereabouts of confirmed
patients

Sources: Wall Street Journal, Undark

Citizen compliance critical to success, raising questions about
how/if the US can effectively contain the virus

78%
of South Korean respondents
agreed in March that efforts to
contain COVID warranted the
relaxation of human rights
protections

Source: National Geographic, Undark

“Asian societies shifted in
the direction of treating
these technologies as
contributing to a public
good that is well worth
the temporary and
necessary incursions of
privacy.”
- Victor Cha, Korea Chair of the
Center for Strategic and
International Studies

“I was waiting for the text
message. Actually, I felt
relieved when I received it,
because it meant that the
government was really
doing their job by checking
everyone.”
- Yi Soo Jeong, a music festival
manager, on finding out that she’d
been within a few blocks of a Covid19 cluster in May

Implications for Marketers
•

Continue to innovate. Consumers are carrying new behaviors with them into post-pandemic life. Brands should continue

to prioritize omni-channel, virtual and curb-side innovation to capture demand driven by new behaviors.
•

Adopt a value mindset. Consumers in recovering markets are increasingly value conscious, regardless of their financial

outlook. Brands should consider how to create more value for consumers who are actively looking for brands that fit
their new savings-mindset.
•

Fill the ”fun” gap. Consumers are eager to get back to out-of-home activities, but are prioritizing smaller gatherings

even after lockdown lifts. There is hesitation to engage in large scale entertainment and travel. Brands should consider
how they can fill consumers’ desire for fun and connection safely and closer to home.
•

Reinforce safety and compliance. Even in markets where COVID has been contained, consumers are still prioritizing

safety and hygiene. US brands should get ahead of this by adopting long term policies for safety and compliance - both
to curb COVID and to mitigate lingering concerns in a post-COVID world. Consider Walmart’s recent decision to limit in
store traffic.
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2021 Industry Predictions & CMO Playbooks
Our latest report, 'Dentsu Year in Review,' sheds
light on the pivotal moments that changed
marketing in 2020, and gives CMOs across five
key sectors a playbook on how to prepare for
what's next. View insights below:
•

2021 Marketing Outlook

•

Telecommunications

•

Retail & CPG

•

Healthcare

•

Financial Services

•

Travel & Hospitality

Financial Services
Slide 80

Retail
Slide 84

Media & Entertainment
Slide 81

High-Tech & B2B
Slide 85

Travel & Hospitality
Slide 82

CPG
Slide 86

Auto
Slide 83

Restaurants
Slide 87
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Decline in Travel Impacting Major Credit Cards, SBA Loan Volume Down
•

Financial
Services

•

•

Source: CNBC, American Banker, Bloomberg

Many of the nation’s most prominent Small Business Administration’s lenders experienced lower volume in fiscal
2020 from a year earlier as a slower economy, tied to shutdown orders and social distancing, cut into demand.
•

The federal government’s Paycheck Protection Program launched in April to provide emergency loans to
small businesses; it also diverted lenders’ attention and resources away from the SBA’s traditional
programs.

•

For instance, JPMorgan Chase's 7(a) volume fell by 54% to $218.9MM; BBVA fell 46% to $147.1MM.
Wells Fargo fell 31% to $544MM, and Huntington Bancshares fell 23% to $493MM.

Decline in global travel has impacted major credit card companies.
•

American Express, Mastercard, and Visa have all reported double-digit drops in profit for the most recent
quarter, compared to the year previous. These companies pointed to the decline in travel as a primary
contributor.

•

Visa’s cross-border transactions fell 29%, while Mastercard’s dropped 36%. American Express reported a
69% drop YoY in travel and entertainment spending.

JPMorgan relaxes mortgage curbs as housing prices rise.
•

Low interest rates are fueling a surge in refinancing activity and propelling the purchase market, which is
estimated at $1.3T this year.

•

Home ownership is up approximately 4% from last year, and up 5% among consumers between the age
of 35 and 44, many of whom may be migrating away from dense, expensive urban centers.

ESPN Shuts Down eSports Editorial Section, Consumers Still Optimistic to
Attend Live Events in Future
•

AMC Entertainment has reported a $905.8MM Q3 loss. In the hopes of reversing this massive decline in
revenue, the company is launching a private theatre rental program.
•

•

Media &
Entertainment
•

Source: Variety, Esport Observer

Customers can rent out a showing at any AMC screening room nationwide for for $99.

Live Nation reported 83% of fans are keeping their tickets for rescheduled shows but 95% revenue drop from
last year.
•

95% of fans globally are planning to attend concerts again.

•

Revenue for the quarter has plummeted YoY with revenue at $180MM from. $3.7B, which is a 95% dive.

•

Festival tickets on sale are pacing well ahead of last year, since most are outside.

•

Drive-in concerts and a limited return to live events have boosted ticket sales 180% globally to nearly
270,000 which is a 96% drop from the 8.16MM sold in the same quarter last year.

ESPN will be shutting down its entire eSports editorial division amid its latest round of job cuts.
•

The eSports editorial section will be phased out by January 2021.

•

ESPN’s eSports editorial division was unable to achieve the reach or scale to break through and make a
meaningful impact on the industry during the pandemic, leading to this decision.

•

The network will continue to cover live eSports events and has secured rights to NBA 2k, Madden, V10
R-League and virtual racing competitions.

Americans Plan Holiday Travel, Airbnb IPO Looms, Cruise Restrictions Lighten
•

Travel &
Hospitality

•

Despite the pandemic, Americans plan to travel during the holiday.
•

50% of respondents in a recent survey intend to travel between November and early January, with 25%
traveling for Thanksgiving, 31% traveling for the December holidays and 15% for the New Year.

•

Millennials make up a significant portion of these respondents who responded in the affirmative.

•

42% of travelers expect to stay with family and friends, 36% intend to stay at a hotel, 20% at a resort,
and 17% at a bed and breakfast or in a short-term rental.

•

Private vehicles remain the preferred mode of transportation (45% personal vehicle, 16% rental vehicle,
and 11% RV/camper). Travelers are steadily growing confident, however, in the safety of public
transportation, such 36% opting to book a flight, 14% choosing a train, and 13% selecting a bus for their
travels.

After months of anticipation, Airbnb filed for a $1B IPO on Monday, November 16th, and is expected to price in
December.
•

•

Cruise stocks rise after CDC clears industry to start planning its restart
•

Source: Axios, Travel Agent Central

Following the global outbreak of COVID-19 in the spring, Airbnb’s business declined significantly. By May,
however, Airbnb’s business model started to rebound as even limited domestic and international travel
led to a resilient rebound. Remote work led to many white-collar workers taking extended trips as workfrom-home became work-from-anywhere.
The CDC announced that it will replace its nearly eight-month no-sail order with a less restrictive
“Conditional Sailing Order”. The order does not allow for unrestricted cruiseline sailing in the US; instead,
companies need to work through a phased approach with the CDC to implement public health measure
towards eventually resuming operations.

October Auto Sales Show Continued Strength
•

Auto

Source: Cox Automotive

October auto sales are up Year-over-Year, driven by ongoing consumer demand for pickup trucks and SUVs.
•

Sales are expected to close near forecast, with YoY sales growth keeping the automotive industry’s
recovery on course. Year-to-date sales are now down less than 10% versus 2019, a positive figure
considering the collapse in demand in the spring.

•

The automotive market has been an example of the K-shaped economic recovery, in which higher
income individuals do not suffer as much, economically, as those with lower incomes.

•

Luxury brands and pickup sales have done especially well, indicating that high-income buyers remain in
the market.

•

However, the weakness in sales of lower-priced segments, such as compact cars, indicates that these
buyers, generally with lower incomes, have been hard hit by the pandemic.

Amazon Launches Digital Pharmacy, Black Friday Adjusts to Uncertain Times
•

•

Retail
•

Amazon is entering the pharmacy business with Amazon Pharmacy, allowing customers in the US to order
prescription medications for home delivery, including free delivery for Prime members
•

This move addresses one of the few gaps in Amazon’s offering, as compared to major big box and
grocery rivals. Amazon’s entry into this market does not guarantee dominance, since drugstores have
long insisted patients prefer talking to their pharmacist at the counter –– an experience Amazon will try to
recreate digitally.

•

Shoppers can pay using health insurance, while Prime members who don’t use their insurance are
eligible for discounts on generic and brand name drugs.

•

However, leading pharmacies have not typically had to compete on prices, but Amazon is entering the
ring with large discounts, a tried-and-true strategy for squeezing out competition.

COVID-19 has continued to accelerate the adoption of eRetail.
•

Some retailers are successfully making quick transitions from brick and mortar to eRetail;
At Macy’s Inc., eCommerce now accounts for roughly 43% of sales, up from 25% before the pandemic.

•

Those who are already doing well are doubling down. Walmart’s US eCommerce sales soared by 79% in
the third quarter of 2020, and the company recently began selling off international business to focus on
eCommerce.

•

Those who did not swim are sinking. Retail-store closings in the US reached a record in the first half of
2020, and the year is on pace for record bankruptcies and liquidations.

Every aspect of Black Friday will be re-engineered this year to adjust to the uncertainty of 2020.
•

Holiday shopping has started early this year, in start prompted by Amazon’s delayed Prime Day.

•

43% of surveyed consumers plan to start holiday shopping before Thanksgiving, up from 33.7% last year.

•

Various retailers are holding Black Friday sales all month.
•

Source: AdAge, Retail Dive,

•

Walmart has created three Black Fridays, each which start online multiple days ahead of when
they are launched in stores. By stretching out the holiday shopping season over more than two
month, the retailer is attempting to encourage social distancing through protracted sales times.

Walmart has offered a new feature for contactless curbside pickup for black Friday purchases made
online. 24% of consumers plan to order online and puck up curbside for holiday purchases this year.

Cloud Infrastructure Revenue Soars During the Pandemic
•

High-Tech
& B2B

Source: CNBC, Tech Crunch

Overall global cloud infrastructure revenue has grown 33% in Q3 2020 to almost $33B.
•

Total revenues for the industry were up by $2.5B from the previous quarter.

•

As the pandemic has continued to push more companies to the cloud, major cloud providers like
Amazon, Microsoft, and Google have seen cloud revenue soar.

•

•

Amazon’s cloud revenue hit $11.6B, up from $10.8B last quarter and representing a 29% increase.

•

Microsoft Azure revenue was up 48% YoY, maintaining its strong second place with 18% market
share.

•

Google announced cloud revenue of $3.4B, inclusive of cloud revenue from G Suite and other
software.

While Alibaba is the fourth largest cloud computing provider globally, its cloud business outpaced both
Amazon and Microsoft in its growth rate; Alibaba reported cloud revenue of $2.24B in Q3, representing a
60% YoY rise, the company’s fastest rate of growth since 2019 Q4.

Chocolate Sales Spike, Companies Begin to Reevaluate Portfolio to Align With
Resources Available
•

Molson Coors reveals a can shortage has prompted them to review their portfolio and consider dropping some
of their items permanently.
•

•

CPG
•

Source: Retail Dive, FoodDive

The pandemic has prompted food and beverage makers to prioritize manufacturing products that are
best selling due to the lack of resources available.

L'Oréal Paris introduces their first line of virtual makeup for social media.
•

“Signature Faces” augmented reality AR filters are now available on Instagram, Snapchat, Snap Camera
and Google Duo.

•

As consumers are spending more time on mobile apps during the pandemic, this AR filter is a new
experience of modern makeup well suited for consumers new digital lifestyle.

•

L'Oréal's integration with the Snap Camera desktop app lets users wear virtual makeup during view calls
on Google Hangouts, Google Meet, Houseparty, Microsoft Teams, Zoom and Skype.

As of September, chocolate sales have spiked 5.5% since the pandemic’s start in March.
•

Catering to cravings has become a big business since this spring and companies have taken advantage
of this shift in business by pushing products that align with consumer demand for indulgence, resulting in
reported sales surges of sweet treats.

•

The categories which saw the biggest decrease in sales since March have been: mints, gum, dessert
bars and cupcakes, likely as more people begin making baked goods themselves at home.

Dining Sales See Increase Since March, Digital Gift Cards Projected to Grow
•

•

Restaurants
•

Casual dining sales down 60% as of November compared to 80% loss in March
•

Bars and fine dining restaurants have suffered the most since the start of the pandemic, both experiencing
about 90% sales loss in March as of November. Fine dining has since recovered to declines of around 60%
since March. Casual Dining has recovered from a sales volume decline of 80% in March to 60% in
November.

•

The restaurant industry is projected to lose $240B due to the pandemic by the end of the year due to the
pandemic.

Consumers are projected to spend 29% more this year on restaurant eCommerce gift cards than they did in 2019.
•

Restaurants are turning to digital gift cards as more consumers rely on digital channels to access restaurant
food.

•

52% of shoppers are reporting that they are more likely to buy gift cards this holiday season than in
previous years.

•

Across industries, the growth of the eCommerce gift card purchases is expected to grow 21% this year.

The cooking robotics space is expected to be a $322M business by 2028.
•

•

Grubhub and The Greg Hill Foundations Restaurant Strong Fund have partnered to create a $M2M Restaurant
Winterization Grant Program.
•

Source: Restaurant Dive

The fast food industry has had the highest share of cooking robots in the industry at 24% in 2019 and
expected to have the highest growth rate at 17.4% compound annual growth during 2020-2028.

This program is an initiative that will provide $10K in grants to eligible independent restaurants, in Chicago,
NYC, Boston or Philadelphia.
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Thanksgiving Dinner Insurance

Campbell Soup Company is offering hosts some peace of mind with
Dinner Insurance, a pledge to deliver a fresh replacement to New York
City residents living in Manhattan who mess up any side dish on
Thanksgiving Day between noon and 5 p.m. ET. Dinner Insurance’s aim is
to calm nerves during an uncertain holiday season. In conjunction with the
offering, the company is rolling out a webpage that features four popular
recipes for Thanksgiving side dishes across Campbell’s portfolio of
brands that are easy enough for beginners.

Customized OREOiD Cookie

Calm was the Most 2020 Brand Partner for CNN Election Coverage

Oreo is allowing its cookie lovers to order their own customized
cookies, just in time for the holidays. Through an online experience
called OREOiD, people can choose their own crème colors,
decorate their cookies with sprinkles or fudge and even top their
chocolate treats with photos or messages. The OREOiD platform
provides the opportunity to combine the playfulness of the cookie
and the imagination of the fans.

During CNN’s coverage of the contentious presidential election, Calm,
the meditation app, was the program’s sponsor. This was a brilliant
marketing move for the brand, which has been investing in advertising
during this stressful time. Calm has spent $12.6MM on ads this year
which is a 220% increase compared to the first half of 2019.

Brand Actions | Creative Marketing & Advertising
Cont.

Gap’s Election-Themed Hoodie Fails to Soothe Election Anxiety

Just Egg Offers Healthy Distraction from Election

Gap posted a half red, half blue mashup of its classic hoodie on Twitter
stating “The one thing we know, is that together, we can move forward”.
The post was met with immediate derision with many users criticizing
the brand for a tone-deaf response to such a tense moment.

Without aligning with a party or even celebrating the winner, Just
Egg inserted itself in the conversation by helping with the stress from
the election week. In New York City, local food influencers that the
brand has partnered with are leaking secret hotlines that people can
use to request one of three recipe kits for Just Eggs florentine,
eggnog French toast or buckwheat crepes for free. The brand will
then deliver them to eliminate any election hangovers out there.

Brand Actions | Brand Adaption

Rite Aid Embraces Holistic Medicine

Chipotle Digital Kitchen

Branded AR Becomes Future of Marketing

Rite Aid has announced a major rebrand that incorporates holistic
and alternative therapies as a complement to traditional remedies.
This will be the first business of its type in the US to offer a wholehealth pharmacy experience. In addition to spotlighting nontraditional remedies, Rite Aid plans to phase out the sale of tobacco,
emphasizing their beauty department and continuing to explore CBD
offerings in the states where it is permitted.

Chipotle Digital Kitchen, located in Highland Falls, NY, is a kitchen
store specifically for to-go and delivery orders only. There are no
tables and chairs in the place, and only a handful of stools near the
counter for those waiting to pick up their orders. Having this
Kitchen cater to young people essentially trapped in dormitories is
a timely move for Chipotle. The Chipotle Digital Kitchen has been
on the drawing board for quite some time preparing for a dining
scene to be very different moving forward.

When COVID-19 sapped the appeal of physical shopping, instore sales plummeted. That’s why companies have more
recently turned to Augmented Reality. Building AR tools in social
platforms like Snapchat and Instagram have led to a new surge in
popularity. Variety of brands have recently turned to AR
campaigns as a way around gaps in their ability to engage with
consumers during quarantine. Uses range from engaging
alternatives to physical events from brands such as Amazon’s
Prime Video. The goal is to keep brands top of mind with
consumers when in-person interactions are largely impossible.
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Digital Santa Experience

Nordstrom is re-imagining how customers interact with Santa.
Consumers in the US and Canada can schedule a 15-minute video call
with Santa for $20, with the proceeds benefiting Operation Warm and
Big Brothers Big Sisters of America and Canada, according to a
company press release. Shoppers can also email letters to Santa or
write letters to be delivered in-store or via curbside pickup at
Nordstrom stores, with replies promised.

Brand Actions | Unique Partnerships

NBCUniversal and PayPal Set Shoppable Push in Preparation for
Holiday Season

NBCUniversal has launched One Platform Commerce to unify a
growing array of commerce initiatives. The launch expands on
NBCU’s forays into shoppable content and single platform media
buying. The addition of PayPal aims to give consumers increased
faith in NBCU’s growing forays into cross-platform shoppable
content. Specifically the new capabilities are meant to build
consumer confidence into the company's checkout capability,
which enables small and large companies to connect content
with their eCommerce operations.

Gucci Debuts New Fashion Line in ”The Sims 4”

Gucci has teamed up with content creators for the game “The Sims 4” to
create custom in-game apparel. Although this specific game is targeted for
a younger audience, the collaboration is part of the brands new initiative,
Gucci Equilibrium, which the brand says is its commitment to generate
positive change for people and our planet, targets Gen Z by integrating
their latest sustainable collection into this game.

Target and Ulta Beauty Partner for Strategic Plan to Drive
Higher Sales

Target and Ulta Beauty have partnered to open makeup and
skin shops inside of hundreds of Target stores across the
country. This strategic partnership is seen as a long-term deal
that will catch customers attention and drive higher sales.
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The Lunch Dropbox

To help remote workers prioritize and upgrade their lunch breaks, Dropbox,
restaurant finder and The Infatuation, have created The Lunch Dropbox, a
weeklong delivery program with the goal of reclaiming personal time and
inspiring better work. Through Nov. 20, workers in San Francisco, New York
and Chicago can order specific menu items from three local restaurants:
Greek eatery Soulva in San Francisco, pasta joint Daisies in Chicago and
Maylasian fast-casual spot Kopitiam in New York.

Brand Actions | Diversity, Equity, and Inclusion

Peloton Partners with Beyonce

Mondelez Markets “Humans” Rather Than Consumers

Spotify Launches Podcast Series

Peloton has announced a multiyear partnership with Beyonce. They
have also announced plans to give free two-year digital memberships
to students at 10 historically Black colleges and universities and said
it will commit to building long-term recruiting partnerships with those
schools to bring in new talent.

Mondelez is no longer marketing to consumers but creating
connections with other humans. Mondelēz is tying the “humaning”
push to show the work it is doing to improve the diversity and
inclusion within its organization and within its ads. ”Humaning”, is a
unique, consumer-centric approach to marketing that creates real,
human connections with purpose, It’s joining Unstereotype
Alliance, which aims to get rid of harmful stereotypes in media and
ad content. It’s also signing with FreeTheWork, which helps
marketers find creators who are underrepresented.

Spotify recently launched a series, Outside Voice, that amplifies
perspectives from some of marketing’s most interesting and influential
names. The idea was born from Spotify’s Culture Next Report
indicating 2020 has been a cultural wake-up call. In the study that
looks more closely at millennial and Gen Z listeners, over 80% of
respondents felt that the Black Lives Matter movement was the year’s
defining issue. Spotify believed there was a unique opportunity for
more perspective in marketing’s BIPOC (Black, Indigenous, people of
color) community. Using Spotify’s annotation, speakers are able to
paint vivid and compelling stories about their lives and work.
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Oprah’s “Favorite Things” List, Results in Huge Sales Lift on Amazon

Oprah Winfrey’s annual list of Favorite Things, which highlights
Black-owned businesses for 2020, has resulted in a huge sales lift
on Amazon for most of the brands. The top 25 products on Winfrey’s
list, have seen an average boost of nearly 6,900% in their Best Seller
Rank (BSR) on Amazon. One-third of the brands saw triple-digit or
more growth in BSR in just a matter of days after the Nov. 9 reveal of
her 2020 picks. The Everything Eiffel set from paint-by-numbers kit
manufacturer Modern Monet, a brand returning to Oprah’s list for a
second year has, seen the largest spike in BSR, which, as of Nov.
13, was up 110,071%.

Abercrombie & Fitch Teams With Megan Rapinoe to Tackle
Mental Health

Abercrombie’s support of The Trevor Project blossomed into a
comprehensive A&F brand commitment to inclusivity, with
mental health support serving as a consistent thread through all
aspects of that inclusive messaging and content. It began 2020
with its most inclusive campaign yet, featuring models from a
wide array of backgrounds and along the way it publicly
stepped out in support of the Black Lives Matter movement and
launched the Abercrombie Equity Project, the brand’s social and
racial justice initiative. Megan Rapinoe, is hosting a seven-part
Instagram miniseries, A&F Conversations x Megan Rapinoe,
about mental health to help remove stigma around the topic.

Beats by Dre Launches Short Provocative Film

Beats by Dre has launched a short film with a provocative
statement about the Black community’s impact on popular culture
worldwide. The spot, called “You Love Me,” features tennis champ
Naomi Osaka, rapper Lil Baby, Nascar driver Bubba Wallace and
Black Lives Matter activist Janaya Future Khan. The result, a
cinematic piece that runs more than two minutes, kicks off with
voiceover from Houston hip-hop artist Tobe Nwigwe whose
narration speaks to bigotry and social injustice.

What we are reading
•

A quick read from NBC News about how containment played a key role in growing China’s
post-COVID economy (and what the US can learn)

•

A peek into Melbourne’s cautious approach to re-opening from Bloomberg

•

Containment learnings from South Korea raise questions about if/how US can effectively
contain the virus

•

An overview of recent policy changes at Walmart and key grocers in the US as a result of
rising COVID cases
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