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Introduction
Shifting from Navigating the ‘Crisis’ to Navigating the ‘Recovery’
While COVID-19 continues to impact America, the crisis, unfortunately, is
starting to feel familiar. As consumers become accustomed to wearing masks
in public, social distancing and spending more time at home, it’s clear that a
‘return to normal’ may come with changes. Business leaders must start to
shift from crisis management to planning for recovery.
It is in this spirit that Dentsu is transitioning its ongoing US consumer survey
from a ‘Crisis Navigator’ to a ‘Recovery Navigator.’ What this means is that
some of our regularly tracked questions have been evolved and new
questions have been added with an eye towards reopening. In shifting
towards a recovery mindset we hope to better help marketers navigate the
road ahead.
This is the seventh iteration of the survey. You can read previous waves on
our website.
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Survey Methodology

This survey was administered through Toluna, an online research panel, on
May 22, 2020. Conducted by Dentsu, this survey was distributed among a
random sample of 1,000+ respondents, aged 18-64 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.
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Recapping Recent Events: The Nation In Limbo
Despite all fifty states beginning to reopen and hope of a vaccine developed in record time, it feels as if there is a big question hanging over America: Is it
safe yet? At the same time multiple crises pile on: unemployment continues to climb, natural disasters strike and iconic businesses collapse.
All 50 States Have Now Reopened
In Some Capacity
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Experts Are Optimistic: Vaccine Will
Be Developed In Record Time

Still, Crises Continue to Batter
American Consumers & Businesses

Executive Summary:
Uncertainty at its Peak
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.

March 27

1
Figuring it Out
The last week in March,
COVID was the number one
thing on consumers’ minds.
Although the health crisis
appeared to be worsening,
consumers 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.”
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April 9

2
April 3

In a Continued Holding
Pattern

Seeking Signs of
Progress

3
In Search of Stability
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.

4
April 17

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.

May 22

April 24

5
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.

6
May 8

7
The Nation In Limbo
It feels as though the US is sort of
in limbo right now – while many
communities are still shutdown,
more and more are lifting
restrictions. Despite cautious
optimism, most consumers remain
hesitant to go in public or shop instore and many plan to continue
spending more time at home. Still,
there is excitement for
experiences like dining out and
travel again.
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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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

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

The outbreak is spreading. I am
uncertain about how it might
impact my day to day life. I am
feeling confusion, fear or anger
about preparing.

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

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

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

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

PAST FOUR WAVES:

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

*To see all six waves, please see the appendix.

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%

DENTSU AEGIS NETWORK
Source: COVID-19 Crisis Navigator: Wave 6 by Dentsu Aegis Network.

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

PAST FOUR WAVES:

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

*To see all six waves, please see the appendix.

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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Source: COVID-19 Crisis Navigator: Wave 6 by Dentsu Aegis Network.

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 waves, little to no movement
Even as all 50 states have now reopened in some capacity and with hopes of a vaccine in the news, consumer sentiment has stalled over the past month. It
feels like a collective held breath as people wait to assess the success of reopening.
% of Respondents Who Identify With Each Stage:
INITIAL SHOCK

PAST FOUR WAVES:

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

*To see all six waves, please see the appendix.

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

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 health crisis, economic crisis are now equal issues

Over the course of nearly two months we’ve watched the US economy slowly become a more prominent issue on consumers’ minds. Now, the issues are
almost equally weighted. All other issues are dwarfed in comparison.
Top National Issues Concerning Consumers
(% of respondents who said an issue was in their top 3 choices)
May. 22

Apr. 24

Mar. 27

-10 pts

63%
60%

53%

+8 pts
50%
49%
42%
38%
34%

32%
25%

21%22%

COVID 19/coronavir us
health crisis

US Ec onomy

Q. Please pick the top 3 issues currently concerning you the most.
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Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.

Unemployment Climate Change

21%
19%
19%

Inc ome
Inequality

20%
18%
17%

Immigration

19%19%
17%

US Political
Landscape

19%
17%16%

Gun Control

20%
17%
17%

Freedom of
Movement

19%
15%15%

Ter rorism

15%

13%14%
10%

Racial Equality Gender Equality

13%
10%11%

Repr oductive
Rights

High concern around the outbreak continues to soften
While most respondents are still concerned, those who show high concern (answering “very” or “extremely” concerned) hit its lowest level since the
survey began.

Concern about the COVID-19/coronavirus outbreak

Not at all concerned

MAR. 27

3% 6%

APR. 3

2% 5%

APR. 9

3% 5%
5%

APR. 24

MAY 8

7%

2% 7%

MAY 22

3%

10%

Q. How concerned are you about the COVID-19/coronavirus outbreak right now?
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Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.

Slightly concerned

14%

Moderately concerned

39%

14%

38%

41%

16%
17%
16%

Extremely concerned

38%

42%

15%

Very Concerned

36%

40%
42%
40%

77%

high concern (very or
extremely concerned)

80%

high concern

77%

high concern

32%

72%

32%

74%

31%

71%

high concern
high concern

high concern

There’s a cautious sense the tide may start to turn
Previously, there was little indication that consumers felt a sense of progress against any aspect of the crisis. Now, as the share of those who say things
are “getting worse” declines, a small trickle of respondents say things are “getting better.”
CURRENT Outlook For Each Of The Following:
It’s getting worse

It’s stabilizing

It’s getting better

Since May 8

The health threat to your community

27%

30%

Your employment and personal finances

Your personal life and routines

Q. Describe your view on the state of the following:
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Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.

52%

21%

52%

58%

21%

18%

22%

Consumers maintain more optimism towards the future than pessimism
When it comes to the future, consumers are more optimistic than pessimistic. They are most optimistic about their future mental health, employment
and personal life. Over a quarter are pessimistic about their future financial situation.
FUTURE Outlook For Each Of The Following:
Pessimistic

Your future menta l hea lth/wellbeing

Your future employment

Your future personal/social life

Your future financial situation

Q. Thinking about the future in light of COVID-19, what is your personal outlook on each of the following?
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Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.

20%

Neutral

Optimistic

42%

22%

23%

28%

39%

48%

42%

30%

35%

40%

31%

Gen Z appears more likely to be pessimistic about the future
The youngest generation will undoubtedly have their worldview shaped by the COVID-19 outbreak.

Future mental health

Future employment

Future finances

Future social life

140i

127i

121i

109i

(28%) are pessimistic
about their future
mental health.

(28%) are pessimistic
about their future
employment.

(34%) are pessimistic
about their future
personal finances.

(25%) are pessimistic
about their future
social life.

Compared to 20%
(100i) of Millennials,
22% (110i) of Gen X,
and 14% (70i) of
Boomers.

Compared to 23%
(105i) of Millennials,
23% (105i) of Gen X,
and 17% (77i) of
Boomers.

Compared to 29%
(104i) of Millennials,
31% (111i) of Gen X,
and 24% (86i) of
Boomers.

Compared to 23%
(100i) of Millennials,
22% (96i) of Gen X,
and 23% (100i) of
Boomers.

Q. Thinking about the future in light of COVID-19, what is your personal outlook on each of the following?
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Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.

The threat of a second wave looms in consumers’ minds

This week, we revised the specific concerns respondents could choose from. The key addition – a second wave of the virus – rose as the top concern,
vying with the US economy. In the previous wave, the US economy topped consumer concerns.
Top Concerns About the Crisis
percentage of respondents who ranked each concern as in their top three
TOP FIVE
53%

51%
48%
SAME %

39%

38%

38%
33%

32%
28%

28%

27%
24%

23%

22%

5%

A second wave
of the viru s

The country’s
economy

Fami ly/friends
catching
coronaviru s

Catching
coronaviru s
myself

Q. Which of the following things are you most concerned about at the moment? Please select all that apply.
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Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.

Having enough
money to live on

My local
community’s
economy

Social unrest

Businesse s
closing
permanently

Life eve nts
Vacations/travel My safety while Looking after
being cancelled being cancelled
at work
childre n/family
(e .g. weddings,
school)

Finding new
employment

Retaining
curre nt
employment

None of these

Different concerns weigh on different generations
Gen Z is concerned about missing life’s milestones, entering the job force; Millennials worry about job security and caring for their growing families; similarly, Gen X is juggling
their household and worry about safety returning to work; and Boomers, highly vulnerable and headed into retirement, are concerned about the health and economic impacts.

Gen Z

161i

More likely to be concerned
about finding new
employment

154i

More likely to be concerned
about life event being
canceled (graduations, etc.)

Q. Which of the following things are you most concerned about at the moment? Please select all that apply.
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Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.

Millennials

Gen X

Boomers

138i

143i

134i

More likely to be concerned
about looking after
kids/family

More likely to be concerned
about looking after
kids/family

132i

137i

More likely to be concerned
about retaining current
employment

More likely to be concerned
about my safety while at work

More likely to be concerned
about a second wave

129i

More likely to be concerned
about the country’s economy

Communities continue to reopen, many fear too quickly

Since early May, more respondents report that their communities have partially reopened for business. However, most consumers are concerned that
restrictions will be lifted too quickly - regardless of respondents’ community status or age.
Consumer Concern Around Lifting Restrictions

Current Community Status On Reopening

+3

14%

My community
has FULLY
reopened for
business

+11
Since last
fielded May 8

55%
My community
has PARTIALLY
reopened for
business

Q. Which of the following best describes how your community is approaching “reopening” for business:

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

30%
My community
is continuing to
follow STAY @
HOME orders

30%
I am concerned
that restrictions
will NOT be lifted
quick enough
-15

70%
I am concerned
that restrictions
will be lifted
TOO QUICKLY

Q. Recently, it was announced that all 50 US states had at least partially reopened their economy. Which of the following best describes how you feel about states lifting restrictions?

Comfort level in public, doing activities remains tepid

Despite consumers continuing to remain cautious week to week, there is a small trickle of activity slowly resuming. Fewer people said they were
abstaining from activities compared to early May. Still, most remain uncomfortable.
How Consumers Feel Going Out In Public
Uncomfortable

Comfortable

Comfort Level Currently Felt Leaving Home For The Following Reasons
I don’t do this

I do this but feel very uncomfortable

Attending religious services/events

61%

Dining out

60%

52%
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17%

19%
21%

21%

24%

38%

18%

22%

22%

Health/Medical-related appointments

38%

19%

21%

22%

Grocery shopping

Q1. In the context of COVID-19, how comfortable are you currently going out in public? Q2. Which of the following things, if any, do you currently do outside of the home and what is your level of comfort?

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

17%

22%

15%

15%

Non-grocery shopping

33%

Exer cising

RESPONSE HAS NOT MATERIALLY CHANGED SINCE LAST FIELDED ON MAY 8

15%

41%

Leisure activities

15%

11%

14%

14%

9%

42%

Socializ ing

13%

11%

53%

Working at my office/place of wor k

I do this and feel fine

12%

58%

Children's activities

48%

I do this and feel somewhat uncomfortable

11%

12%
27%

18%
35%

37%
26%

When it comes to safety measures, no ‘silver bullet’
Currently, it appears that consumers want businesses to take as many precautions as possible such as offering take-away, regularly sanitizing surfaces
and even requiring temperature screenings, until it is clear which are crucial to safety.
Impact Of Safety Measures On Consumer Willingness to Dine/Shop In-Person
It would actively encourage me to shop/dine in-person

It would make me more comfortable but still hesitant to shop/dine in-person

It would NOT really change my mind; I would still feel hesitant to shop/dine in-person

I don’t really care; I plan to shop/dine in-person regardless

39%

Offer ing
curb-side
pick-upor
o r take-away
take-away
Offering
curb-side
pick-up

38%

Regularly
sanitizinghigh-touch
high-touch surfaces
surfaces
Regularly
sanitizing

Requiring employees
wear
masks
and...
Requiring
employeestoto
wear
masks…

33%

Requiringcustomers
customers to
whi...
Requiring
towear
wearmasks
masks…

33%

Post signage
to encourage
dist...
Signage
to encourage
social social
distancing

32%

Requiring
temperature
Requiring
temperaturescreenings…
screenings for ...

31%

Q1 As businesses begin to reopen, how do you anticipate the following safety measures would impact your willingness to shop or dine in-person?
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16%

36%

35%

Reducing
in-storeoccupancy…
o ccupancy to ensure...
Reducing
in-store

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

34%

19%

37%

38%

36%

34%

36%

12%

7%

17%

11%

18%

11%

20%

23%

21%

11%

11%

12%

Consumers continue to prioritize spending on necessities

While there hasn’t been a huge variance in spending over the course of our survey, there is a softening of trends as grocery, household necessity and at-home entertainment
spend slightly decreases, while beauty, fitness and alcohol spend slightly increases.
Net Intent to Increase/Decrease Category Spending Over the Next Two Weeks
(% who said they intend to spend more money subtracted by % who said they intend to spend less money by category)
Mar. 27

Apr. 9

May. 8

May. 22

40

Q. Over the next 2 weeks do you expect to spend more, less or the same amount of money in the following categories than usual?
*Of those who said they purchase the following. Net intent was calculated by subtracting the percentage of those who said they are
spending less money from the percentage of those who said they are spending more money on each of the following.

30
20
10
0
-10
-20
-30
-40
-50
-60
Grocery

Househ old
Necessities Snacks & So ft Personal Care At-ho me
(to ilet paper,
Drinks
& Medicine Entertainment
cleaner)

Food/Drink
Delivery

Alcoh ol

Baby Care

Health &
Fitness

Home
Improvement

Beauty

Autom otive

Consu mer
Elect ronics

Clothing &
Luxury Go ods
Accessories

Dining Out

Out-o f-hom e
Entertainment

Travel (ho tels,
airlines, car
services)

Mar. 27

26

29

7

11

6

3

-14

3

-17

-19

-31

-30

-33

-20

-34

-48

-43

-42

Apr. 9

22

21

9

6

11

10

-6

0

-15

-13

-27

-24

-27

-35

-32

-43

-36

-39

May. 8

25

19

6

-5

3

8

-5

-4

-13

-17

-23

-25

-27

-27

-35

-35

-40

-39

May. 22

21

20

4

3

1

1

-3

-3

-13

-16

-23

-25

-27

-30

-39

-40

-41

-41
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Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.

Yet, are excited for purchases that deliver a sense of normalcy
At first, we were a bit puzzled by the top categories consumers said they were ‘most excited to resume purchasing’. Dining out or travel, sure; but, grocery and household
necessities? Perhaps respondents mixed up ’excitement’ with ‘priorities’. Yet, together, the categories paint a picture of normalcy – of leisure beyond the home and a casual trip to
the store. Less common splurges such as luxury or automotive were low.
Categories Consumers Are Most Excited To Purchase As Business Reopens

TOP FIVE
38%
33%
29%

SAME %

26%

23%

23%

22%

21%

21%

21%

20%

“Concerts,
movies, not
spending money
right now”

18%
16%

13%

13%

12%

12%

12%

Q. In light of businesses and the economy reopening, which categories are you most excited to start purchasing again? Please select all that apply.
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Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.
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Younger generations are driving much of the excitement
It appears Millennials and Gen Zers are most excited to start purchasing a range of categories again as the economy reopens. Gen X and Boomers were
less likely to over-index across categories but had a couple interest points.

Gen Z

141i

More likely to be excited to spend money
on clothing & accessories

124i

More likely to be excited to spend money
on beauty

117i

More likely to be excited to spend money
on out-of-home entertainment

Q. In light of businesses and the economy reopening, which categories are you most excited to start purchasing again? Please select all that apply.
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Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.

Millennials

154i

More likely to be excited to spend money
on consumer electronics

143i

More likely to be excited to spend money
on alcohol

120i

More likely to be excited to spend money
on home improvement

Gen X

132i

More likely to be excited to spend
money on health & fitness

Boomers

134i

More likely to be excited to spend
money on dining out

Many consumers plan to continue “at-home” lifestyles

There are many changes to consumer habits they plan to continue doing post-lockdown, chief among them cooking at home, shopping online, streaming TV and spending more
time at home in general. Conversely, spending time at home also saw the largest share of respondents – almost a quarter – who said they would stop said habit once lockdowns
are lifted.
Habits Consumers Plan to “Stop, Start, Continue” After Restrictions Lift
I plan to CONTINUE doing this after my community re-opens

I plan to S TART doing this after my community re-opens

I plan to S TOP doing this after my community re-opens

Not applicable

Cooking at home

72%

Shopping online

64%

Using streaming TV services

Limiting my social circle

46%

Gaming

37%

Working remotely
Attending virtual events

29%

Doing virtual workouts

29%
21%
19%
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16%

20%

21%

22%

12%
16%
17%

11%
35%
24%
36%

20%

19%

5%
18%

18%

15%

18%

22%

11%

17%

31%

Q. Thinking about any changes to your habits during shutdown orders, are you planning to stop, start, or continue doing any of the following after your community reopens?

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

16%

14%

12%

22%

38%

Ordering from food delivery services

Using public transportation

21%

8%

11%

16%

49%

5%

10%

16%

58%

Checking in with friends/family through video

9%

18%

59%

Spending more time at home

Using ride-hailing services

14%

36%
40%
45%
44%

Across generations, certain digital adoptions will stick

Interestingly, the youngest and oldest generations are most likely to say they will continue streaming TV, shopping online, and using video chat to check
in with friends/family. The most vulnerable to the virus, Boomers have also had to make more significant changes to their habits to stay connected at
this time.

% who said they
would continue:

Streaming TV

Checking in w/
Attending virtual Ordering food
Shopping Online friends/family
events
delivery
via video chat

Gaming

Gen Z

70%

68%

55%

28%

46%

44%

Millennials

55%

54%

44%

35%

39%

44%

Gen X

58%

58%

42%

32%

35%

40%

Boomers

60%

78%

58%

20%

33%

27%

Q. Thinking about any changes to your habits during shutdown orders, are you planning to stop, start, or continue doing any of the following after your community reopens?

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

A realization: Normalcy may resume in bits and pieces
Since late April, consumers have slowly come to realize that normalcy will not simply be “flipping a switch.” There has been a significant drop in share of respondents who think
things will “return to normal” by July 4th or even by end of 2020. A growing share believe a more realistic timeline is sometime next year.
When Consumers Think Life Will “Return to Normal”
It has returned to normal

15%

Beginning of June

Previously 21% said
“the beginning of May”

42%

11%

By July Fourth
July Fourth

16%

-7
Since April 24

-12
Since April 24

Labor Day

New Year’s

9%

-1

By 2021

Sometime next year

It won’t return to normal

23%

13%

+2

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?

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

64%

-1

13%

+8

-9
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Consumer Need States: Information breaks top five
Security continues to be the top need state for consumers. For the first time Information breaks into the top 5, edging out Distraction and Freedom
(previously prioritized). Consumers may crave more information as reopening creates confusion around what activities are or are not safe.
Top Prioritized Need States
percentage of respondents who ranked each need states as in their top three
May. 22

TOP FIVE

Apr. 24

Mar. 27

36%
33% 34%

SAME %
25%

25% 25%

24% 24%

23% 24%

23%

25%
22% 22%

23%

22%

21% 21% 21%
18%

20%

21%

19%

22%
18%

17%

17%
15%

17%

19% 19%
17%

18%

14% 14%

15%

15%

16%

16% 16%

15%

14%
12% 12%
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Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.
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Q. Thinking about how you are currently feeling about the COVID-19/coronavirus outbreak, what are the top three things you need right now? Please select up to three choices.
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Scrutiny of what brands are saying/doing is heightened

There is little meaningful shift in attitudes week-over-week. However, there is still a slight trend towards consumers feeling fatigue around COVID-related
ads and feeling it is now ok for brands to advertising as normal.

Attention Paid To Brands Right Now

+5 pts

Feelings Towards # of COVID-19-Related Ads

-3 pts

Since Apr. 17

37%

46%

I am paying
the SAME
attention to
brands right
now

I am paying
MORE
attention to
brands right
now

+3 pts

-3 pts

Since Apr. 17

24%

24%

There’s too
few of them

There’s too
many of them

52%
16%
I am paying
LESS attention
to brands right
now

-2 pts

There’s just
enough of
them

Attitude on Brands Advertising “As Normal”

-3 pts

Since Apr. 24

49%
Brands should
continue to
acknowledge the
crisis,
advertising as
normal is
inappropriate
right now

51%
Having
acknowledged
the crisis, it is
now ok for
brands to go
back to
advertising as
normal

+3 pts
No change

RESPONSE HAS NOT MATERIALLY CHANGED SINCE FIRST FIELDED IN APRIL
Q. Which of the following best applies to you?

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

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

Q. When it comes to brands advertising, which of the following statements do you agree with more?

What brands do right now matters, impacts future intent
In general, more brands have benefited from responding to the COVID-19 crisis than not. Change in opinion based on a brands’ response is correlated
to whether a consumer will consider the brand going forward.

67%

Agree: My opinion of some
companies has changed for
the BETTER because of their
response to COVID-19.

Agree: My opinion of some
companies has changed for
the WORSE because of their
response to COVID-19.

58%

43%

Agree: In the future, I expect to
START or continue purchasing
certain brands because of how
they responded to COVID-19.

Q How much do you agree with the following statements:

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

48%

Agree: In the future, I expect to
STOP purchasing or boycott
certain brands because of how
they responded to COVID-19.

Consumers want to see tangible actions brands are taking
It appears consumers most want to see ads showing concrete actions, such as how companies are protecting customers/employees. While fewer
consumers want to see ads unrelated to the crisis, close to half are open to it.
Types of Advertisements Consumers Want To See From Brands Right Now
percentage of respondents who ranked each concern as in their top three

73%
67%

66%
51%
44%

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

Ads showing goodwill/cause-related
responses 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 choose your top 3.

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

Ads showing how a company is
Ads about company values during the
evolving their product/service/ways
crisis
of doing business to meet people’s
new needs during the crisis

Ads that are unrelated to the crisis

Consumers want constructive and uplifting messages
Consumers seem to prioritize optimistic, compassionate and inspiring messages over those that are purely entertaining or humorous.
Tone of Voice Consumers Want Brands To Take Right Now
percentage of respondents who ranked each concern as in their top three

56%

Optimistic

Compassionate

50%

Inspiring

49%

48%

Reassuring

Serious

35%

34%

Entertaining

Humorous

QWhich of the following describes the tone of voice you would most like to hear brands take in their advertising right now? Please choose your top 3.

DENTSU AEGIS NETWORK
Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.
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Audience Profile Overviews
INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW NORMAL

MOVING INTO RECOVERY

Young and established families
who are struggling to move into
recovery and need help
navigating the impact the health
crisis has had on their lives.

Couples across various life
stages whose concern level is
strong but tempering. Worried
about their well-being, they need
reassurance as they move into
recovery.

Older empty nesters who are
concerned about the impact a
second wave could have on their
community. They are feeling
stable in their own lives.

Established couples, some with
kids still living at home. They are
concerned about a second wave
impacting the economy but are
feeling optimistic about their
personal recovery.

Concern Level: Extreme

Concern Level: Very

Outlook: Pessimistic

Outlook: Pessimistic & Neutral

Brand Response: Serious
messaging around values

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

Brand Response: Reassuring
messaging around
safety/precautions

Concern Level: Very
Outlook: Mostly Neutral
Brand Response:
Compassionate messaging
around adapting to new needs

Concern Level: Slight/Moderate
Outlook: Mostly Optimistic
Brand Response: Optimistic or
Inspiring messaging around how
brands are helping

POST-CORONAVIRUS LIFE

Young couples and singles, half
of whom have kids at home.
They are no longer concerned
about the threat related to
COVID and are ready for fun and
entertainment.
Concern Level: Not Concerned
Outlook: Optimistic & Neutral
Brand Response: Entertaining
messaging unrelated to the crisis

Initial Shock

They are young and established families who are struggling to move into recovery and
need help navigating the impact the health crisis has had on their lives.

Extremely concerned (52%, 170i)

23% of US RESPONDENTS
-60% Male (128i)
-43% are 18-34 (112i)
-41% are 35-54 (127i)
-67% have 1-3 children living in the HH
(140i)
-Most likely to live in communities with
stay-at-home orders (37%, 122i)

DESIRED BRAND RESPONSE:

How they are experiencing
the crisis:

How they are recovering
from the crisis:

EMOTIONAL STATES:
• Isolated (47%, 170i)
• Fearful (43%, 195i)

FUTURE OUTLOOK:

NEED STATES:
• Information (24%, 112i)
• Companionship (21%, 119i)

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network.

Personal/Social Life
(30% Pessimistic, 130i / 39% Neutral, 92i)

TOP CONCERNS:
• My safety at work (35%, 129i)
• Canceled life events (32%, 114i)
• Looking after family (29%, 121i)

Mental Health/Well-Being
(26% Pessimistic, 133i / 39% Neutral, 95i)
Financial Situation
(33% Pessimistic, 118i / 38% Neutral, 94i)

FINANCIAL ACTIVITY:
• Actively postponing purchases due
to uncertainty (52%, 130i)

• Ads about company values during the crisis (60%, 119i)
DENTSU AEGIS NETWORK

Employment
(28% Pessimistic,129i / 42% Neutral, 89i)

DESIRED BRAND TONE OF VOICE:
•

Serious (49%, 142i)

Coming to Grips

They tend to be couples across various life stages whose concern level is still
strong, but tempering. They worry about connection & well-being, and need
reassurance as they move into recovery.

How they are experiencing
the crisis:
Very concerned (49%, 124i)

28% of US RESPONDENTS
-54% Female (101i) / 46% Male (99i)
-Evenly split between 18-55+ ages
-Most likely to live in 2-3 person HHs
(49%, 104i)
-Split between no children in HH (54%,
104i) and 1-2 kids in HH (39%, 95i)
-Most likely to live in partially reopened communities (58%, 105i)

DESIRED BRAND RESPONSE:

EMOTIONAL STATES:
• Somewhat Isolated (52%, 129i)
• Somewhat Fearful (45%, 127i)

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network.

FUTURE OUTLOOK:
Employment
(50% Neutral, 104i)

NEED STATES:
• Reassurance (27%, 117i)
• Empowerment (17%, 124i)

Personal/Social Life
(26% Pessimistic, 111i / 43% Neutral, 101i)

TOP CONCERNS:
• A second virus wave (60%, 112i)
• Having enough money to live on
(46%, 121i)

Mental Health/Well-Being
(22% Pessimistic, 113i / 43% Neutral, 101i)
Financial Situation
(45% Neutral, 111i)

FINANCIAL ACTIVITY:
• Feeling more cautious about
spending (63%, 105i)

• Ads showing how a company is adapting to better protect customers/employees (73%, 101i)
DENTSU AEGIS NETWORK

How they are recovering
from the crisis:

DESIRED BRAND TONE OF VOICE:
•

Reassuring (55%, 116i)

Living a New Normal

They are older couples who tend to be empty nesters. They are concerned about
the impact a second wave could have on their communities, but are feeling stable
in their own lives.

How they are experiencing
the crisis:
Very concerned (42%, 107i)

31% of US RESPONDENTS
-61% Female (114i)
-40% are 55+ (133i)
-Most likely to live in a 2 person HH
(34%, 127i)
-Most likely to have no children living
in the HH (69%, 132i)
-Most likely to live in partially reopened communities (62%, 113i)

DESIRED BRAND RESPONSE:

EMOTIONAL STATES:
• Somewhat Connected (27%, 135i)
• Somewhat In Control (39%, 123i)

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network.

FUTURE OUTLOOK:
Employment
(49% Neutral, 103i)

NEED STATES:
• Security (40%, 121i)
• Normalcy (29%, 117i)

Personal/Social Life
(45% Neutral, 106i)

TOP CONCERNS:
• A second virus wave (61%, 114i)
• My local community’s economy
(43%, 115i)

Mental Health/Well-Being
(42% Neutral, 109i)
Financial Situation
(40% Neutral, 99i / 32% Optimistic, 103i)

FINANCIAL ACTIVITY:
• Feeling more cautious about
spending (60%, 101i)

• Ads showing how a company is evolving their product/service/ways of doing business to
meet people’s new needs during the crisis (74%, 113i)
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How they are recovering
from the crisis:

DESIRED BRAND TONE OF VOICE:
•

Compassionate (59%, 118i)

Moving into Recovery

They are established couples, some of whom still have their children living at home.
They are concerned about the impact a second wave could have on the economy,
but are feeling optimistic about their personal recovery.

How they are experiencing
the crisis:
Moderately concerned (24%, 152i)
or slightly concerned (24%, 231i)

12% of US RESPONDENTS
-61% Female (114i)
-33% are 35-54 (105i)
-33% are 55+ (113i)
-Most likely to live in 2-3 person HHs
(49%, 104i)
-Split between no children in HH (56%,
107i) and 1-2 kids in HH (40%, 90i)
-Most likely to live in partially reopened communities (66%, 119i)

DESIRED BRAND RESPONSES:
•
•

EMOTIONAL STATES:
• Somewhat Hopeful (42%, 158i)
• In Control (27%, 161i)

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network.

FUTURE OUTLOOK:
Employment
(36% Optimistic, 118i / 49% Neutral, 104i)

NEED STATES:
• Freedom (32%, 158i)
• Fun (23%, 130i)

Personal/Social Life
(51% Optimistic, 147i)

TOP CONCERNS:
• A second virus wave (56%, 106i)
• The country’s economy (66%, 130i)

Mental Health/Well-Being
(57% Optimistic, 148i)
Financial Situation
(44% Optimistic, 138i)

FINANCIAL ACTIVITY:
• Feeling more cautious about
spending (65%, 110i)

Ads showing goodwill/cause-related responses to the crisis (71%, 107i)
Ads showing how a company is adapting to better protect customers/employees (76%, 104i)
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How they are recovering
from the crisis:

DESIRED BRAND TONE OF VOICE:
•
•

Optimistic (66%, 117i)
Inspiring (58%, 118i)

Post Coronavirus Life

They are young couples and singles, half of whom have kids living at home. They
are no longer concerned about the threat related to COVID and are ready for fun
and entertainment.

How they are experiencing
the crisis:
Slightly concerned (21%, 204i)
or not at all concerned (22%, 730i)

6% of US RESPONDENTS
-49% Female (91i) / 51% Male (110i)

EMOTIONAL STATES:
• Hopeful (47%, 298i)
• Prepared (36%, 204i)

How they are recovering
from the crisis:
FUTURE OUTLOOK:
Employment
(34% Optimistic, 113i / 49%, 103i Neutral)

NEED STATES:
• Positivity (26%, 120i)
• Fun (22%, 126i)

Personal/Social Life
(49% Neutral, 115i)

-48% are 18-34 (125i)
-54% live in 3-4 people HHs (116i)
-22% live in single person HHs (130i)
-Split between 1-2 kids in HH (48%, 116i)
and no children in HH (48%, 90i)
-25% live in fully opened communities
(176i), while 37% still have stay-at-home
orders (121i)

DESIRED BRAND RESPONSE:

Source: COVID-19 Tracker, part of the Taking the Pulse series by Dentsu Aegis Network.

Financial Situation
(33% Optimistic, 103i / 41% Neutral, 101i)

FINANCIAL ACTIVITY:
• Not exercising cautious spending or
postponing purchases (52%, 332i)

• Ads that are unrelated to the crisis (62%, 138i)
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Mental Health/Well-Being
(46% Neutral, 111i)

TOP CONCERNS:
• Not concerned (39%, 746i)

DESIRED BRAND TONE OF VOICE:
•

Entertaining (63%, 189i)

How Brands Can Connect Across Stages
INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW NORMAL

BRAND ACTION:
HELP

BRAND ACTION:
GUIDE

MOVING INTO RECOVERY

BRAND ACTION:
LEAD & UPLIFT

BRAND ACTION:
LEAD

•

Lead with values

•

Show me progress

•

Show me progress

•

Show me progress

•

Provide information &
connection at the local level

•

Reassure me it will be ok

•

Lead the new normal

•

Lead the new normal

•

Help me get through my
day

•

Support local
communities

•

Uplift me

•

Don’t overwhelm me

DENTSU AEGIS NETWORK

POST CORONAVIRUS LIFE

BRAND ACTION:
ENTERTAIN
•

Advertise as normal (preCOVID)

•

Entertain me

Key Themes &
Implications
for Marketers

DENTSU AEGIS NETWORK

•

Help consumers navigate the path forward. As the country starts to re-open, consumers continue to feel hesitant about leaving
their homes. This week we saw Information rise as a key need state – potentially reflective the hesitancy and confusion consumers
feel around what is safe/ok as businesses reopen.

•

Proceed with caution when re-opening. Consumers are concerned that restrictions will be lifted too quickly. Even with safety
precautions rolling out, consumers still express a hesitancy to resume ‘business as usual.’ A slow and cautious approach to reopening, and transparency/testing around safety measures, are important to build trust.

•

Consider long-lasting behavioral changes. Many consumers say they plan to continue habits centered around the home even after
their communities reopen. This includes digital consumption such as streaming TV, but also lifestyle changes like limiting their social
circle. Marketers must reconsider that the home may now be home base for our interactions.

•

Consider the unique needs of different groups. A running theme is that this crisis unfolds at different rates for different
communities and individuals. For example, spending on certain categories may resume at different rates for different generations.
Consider how your brand response meets the shifting needs of your core consumers and consider new audiences to drive relevance
with.

•

Spread optimism to aid recovery: Consumer sentiment is showing signs of cautious optimism. Brands can play a key roll in recovery
by spreading a sense constructive positivity for the future, while still acknowledging the crisis. This is especially critical for Gen Z
who is excited to start spending but exhibits the highest degree of pessimism about their financial outlook.

•

Don’t just talk about values; demonstrate them. Brand responses during the crisis are having a direct impact on future favorability
and intent. Many consumers aren’t simply looking for brands to talk their values but to showcase tangible action as well.

•

Adapt/tailor brand responses according to recovery phases. Consumer need states and expectations shift based on the various
phases of the crisis, and of recovery. Ensure you strike the right tone and demonstrate appropriate actions as we move into a new
normal.

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-inclass 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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Consumer Need States List & Definitions
Security: To feel safe from a health or financial perspective
Reassurance: Confidence and optimism for the future
Normalcy: A sense of rhythm and routine
Freedom: To live without restrictions or confinement
Positivity: Reminders that good things persist
Stability: To feel in-control
Distraction: A break from what’s going on.
Inspiration: To make the most of my time
Information: Greater clarity on how to stay safe
Leadership: An authoritative voice that gives clear guidance
Fun: Amusement and entertainment.
Companionship: Individual connection
Support: Help logistically or emotionally
Empowerment: Feeling educated and prepared.
Belonging: Connection to a community

DENTSU AEGIS NETWORK

Emotional Sentiment: Little to no movement in May
Emotionally, consumers have maintained a similar sentiment since late April into May. Isolation, fear, frustration and boredom continue to be frequent
feelings for fatigued consumers. At the same time, people are showing resiliency, consistently more prepared, in-control, and trying to keep perspective
by feeling grateful.
Net Emotional Sentiment

(For each respective pair: % who identified with positive emotions subtracted by % who identified with negative emotions)
MAY 22

ISOLATED -50
FEARFUL

-50

FRUSTRATED -50

-46

-38
-36
-40

MAY 8

APR. 24

|

50

CONNECTED

|

50

HOPEFUL

-22
-24-22

|

50

CALM

-22
-26 -22
-22

|

50

ACTIVE

|

50

PREPARED

-20
-20 -14
-14

-34

BORED

-50

HELPLESS

-50

ANGRY

-50

-4
-4

OVERWHELMED

-50

-4 -2

Q. How are you currently feeling about the COVID-19/coronavirus outbreak?
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Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.

APR. 3

-2 2 4

-14

|

4

50

GRATEFUL

|

4

50

IN-CONTROL

Side-by-side Audience Comparison

Looking at their “most likely” attributes helps paint a picture of how they are experiencing the crisis.

Emotional States

Initial Shock

Coming to Grips

Living a New Normal

Moving into Recovery

-Isolated

-Somewhat Isolated (52%,

-Somewhat Connected

-Somewhat Hopeful (42%,

-Hopeful

(47%, 170i)

129i)

(27%, 135i)

158i)

(47%, 298i)

-Fearful

-Somewhat Fearful (45%,

-Somewhat In-Control

-In-Control
(27%, 161i)

(36%, 204i)

-Information

-Reassurance

-Security

-Freedom

-Positivity

(40%, 121i)

(32%, 158i)

(26%, 120i)

(43%, 195i)

Need States

(24%, 112i)

(29%, 117i)

(23%, 130i)

(22%, 126i)

-My safety at work (35%,

-A second virus wave (60%,

-A second virus wave (61%,

-A second virus wave (56%,

-None of the options listed

106i)

(39%, 746i)

(17%, 124i)
112i)

114i)

-Fun

-The country’s economy

-My local community’s
economy

(46%, 121i)

(43%, 115i)

Pessimistic / Neutral

Pessimistic / Neutral

Mostly Neutral

Mostly Optimistic

Neutral / Optimistic

Serious

Reassuring

Compassionate

-Optimistic

Entertaining

(49%, 142i)

(55%, 116i)

(59%, 118i)

(66%, 117i)

(63%, 189i)

(66%, 130i)

-Inspiring

(58%, 118i)
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-Fun

-Having enough money to
live on

(32%, 114i)

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

-Prepared

-Normalcy

129i)

Desired Tone from Brands

(27%, 117i)

(39%, 123i)

-Empowerment

-Canceling life events

Future Outlook Summary

127i)

-Companionship
(21%, 119i)

Top Concerns

Post Coronavirus Life

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:
•

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

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 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.
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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 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%
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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 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%
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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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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?

