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Since the last wave…
At a time where we had planned to focus on “reopening the
economy,” we are keenly aware that another ongoing
epidemic is affecting American lives – racial injustice against
Black communities.
This week’s report will primarily focus on sentiment towards
the ongoing racial injustice faced by Black Americans, with
an eye towards how brands can create constructive change
in support of racial equality.
This report is the eighth iteration of Dentsu’s COVID
Recovery Navigator. You can read previous iterations on our
website.
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Survey Methodology

This survey was administered through Toluna, an online
research panel, on June 5, 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.

DENTSU AEGIS NETWORK

Agenda

DENTSU AEGIS NETWORK

• Recapping Recent Events

6

• Our Framework: The Stages of Crisis Response

9

• COVID-19: Consumer Attitudes & Behaviors

14

• Racial Equality in America: Consumer Perspective

21

• Racial Equality in America: How Brands Can Take
Meaningful Action

33

• Key Themes & Implications

44

• Appendix

48

Agenda

DENTSU AEGIS NETWORK

• Recapping Recent Events

6

• Our Framework: The Stages of Crisis Response

9

• COVID-19: Consumer Attitudes & Behaviors

14

• Racial Equality in America: Consumer Perspective

21

• Racial Equality in America: How Brands Can Take
Meaningful Action

33

• Key Themes & Implications

44

• Appendix

48

Recapping Recent Events
Outrage over the systemic racism apparent in the death of George Floyd and many others in the Black community channeled into nationwide protests
that spread globally.
The racial equality movement has taken center
stage of national consciousness
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Protests spanning several weeks
have sparked headlines

Concerns over COVID-19 spreading
amid close-packed protesters
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Executive Summary:
*To see all eight waves since March 27, please see the appendix.
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Receiving Mixed Signals

In a Continued Holding Pattern

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.

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.
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The Nation In Limbo

A Crisis Within A Crisis

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 in-store and many plan to
continue spending more time at
home. Still, there is excitement
for experiences like dining out
and travel again.

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

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

DENTSU AEGIS NETWORK

9

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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Source: COVID-19 Crisis Navigator: Wave 6 by Dentsu Aegis Network.
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Q. When it comes to a public health crisis such as the COVID-19/coronavirus outbreak, there are often “phases” of how the response unfolds.
Thinking about how the outbreak has impacted you and your daily life, which of the following phases best describes your current situation?

Wave 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

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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Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.
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Q. When it comes to a public health crisis such as the COVID-19/coronavirus outbreak, there are often “phases” of how the response unfolds.
Thinking about how the outbreak has impacted you and your daily life, which of the following phases best describes your current situation?

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

PAST FOUR WAVES:

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

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

23%

28%

30%

10%

9%

MAY 8

22%

29%

32%

11%

6%

MAY 22

23%

28%

31%

12%

6%

JUNE 5

19%

26%

30%

15%

10%

APR. 24

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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Q. When it comes to a public health crisis such as the COVID-19/coronavirus outbreak, there are often “phases” of how the response unfolds.
Thinking about how the outbreak has impacted you and your daily life, which of the following phases best describes your current situation?
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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%

14%

APR. 9

3% 5%

15%

MAY 8

2% 7%

JUNE 5

5%

Slightly concerned

39%

17%

Very Concerned

Extremely concerned

38%

41%

17%

8%

Moderately concerned

36%

42%

39%

77%

high concern (very or
extremely concerned)

77%

high concern

32%

74%

31%

70%

high concern

high concern

Q. How concerned are you about the COVID-19/coronavirus outbreak right now?
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Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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Consumer outlook has stabilized but is yet to meaningfully improve
In late May we saw the beginning of a shift in outlook as the share of those who said things were “getting worse” declined and small trickle of
respondents said things were “getting better.” There has mean no meaningful shift since then.
CURRENT Outlook For Each Of The Following:
It’s getting worse

The health threat to your community

25%

Your employment and personal finances

Your personal life and routines

It’s stabilizing

It’s getting better

53%

30%

20%

51%

58%

21%

19%

22%

RESPONSE HAS NOT MATERIALLY CHANGED SINCE LAST FIELDED ON MAY 22
Q. Describe your view on the state of the following:

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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A second wave is at the forefront of consumers’ minds

For the second week, a second wave of the virus is consumers’ top concern related to the COVID-19 outbreak, vying with the US economy. As more
communities reopen at a larger scale, people are in wait-and-see mode.
Top Concerns About the Crisis
(percentage of respondents who ranked each concern as in their top three)
June. 5

48%
44%

43%
40%
37%
33%

33%
30%
27%
23%

23%

21%

20%

20%

18%

6%

A seco nd wave
of the virus

The country’s
economy

Family/friends
catching
coro navirus

Catching
coro navirus
myself

My perso nal
finances

Social unrest

My m ental
health/w ellbein g

My local
community’s
economy

Bu sines ses
clo sing
permanently

My safet y while
at work

Lookin g aft er Vacat io ns/t ravel Life events being
children/family being cancelled cancelled (e.g.
weddings,
school)

Finding new
emplo yment

Retaining cu rrent No ne o f these
emplo yment

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 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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Activity picks up from May, yet many remain uncomfortable
Since early May, we can see consumers begin to resume everyday activities from dining out to socializing. However, a majority do not “feel fine” doing
so, many remain at least “somewhat” uncomfortable.
Comfort Level Currently Felt Leaving Home For The Following Reasons

How Consumers Feel Going Out In Public
I don’t do this

I do this but feel very uncomfortable

I do this and feel somewhat uncomfortable

60%

Protesting or demonstrating for a cause
*New this week

12%

56%

Attending religious services/events

I do this and feel fine

15%

12%

13%

16%

15%

Since May 8

44%

Uncomfortable

Children's activities

52%

13%

17%

17%

Dining out

52%

14%

18%

16%

47%

Working at my office/place of wor k

56%

Comfortable

37%

Leisure activities

Since May 8

Non-grocery shopping

32%

Health/Medical-related appointments

32%

11%

19%

22%

20%
25%

25%

22%

26%

22%
14%

18%
21%

18%

29%

Exer cising
Grocery shopping

17%

35%

Socializ ing

+4

15%

23%

24%
19%
37%

23%
38%
30%

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?

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.

17

Consumers split on when normalcy will return

We see a slightly optimistic rise in respondents who believe things will be back to normal by the July Fourth holiday or the Labor Day holiday
respectively, however a third of respondents believe normal will return sometime next year.
When Consumers Think Life Will “Return to Normal”

It has returned to normal

13%

Not asked.

July Fourth

16%

16%

6%

12%

Sometime next year

It won’t return to normal

32% - 13

19%

Labor Day

New Year’s

Results when first
fielded on April 9:

27%

13%

+6

12% +15
11% +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 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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Throughout the crisis, consumers have different need states

Consumers are more likely to need support and information in the beginning, leadership as they ease into a new normal, and freedom and fun as they
move into recovery and post-COVID life.
COMING TO GRIPS

LIVING A NEW NORMAL

MOVING INTO RECOVERY

POST-CORONAVIRUS LIFE

STABILITY
(27%, 107I)

SECURITY
(33%, 107I)

SECURITY
(38%, 124I)

SECURITY
(34%, 108I)

FREEDOM
(38%, 173I)

INFORMATION
(25%, 118I)

STABILITY
(29%, 114I)

INFORMATION
(22%, 107I)

NORMALCY
(31%, 123I)

NORMALCY
(30%, 119I)

SUPPORT
(20%, 129I)

REASSURANCE
(26%, 116I)

LEADERSHIP
(19%, 114I)

FREEDOM
(28%, 130I)

FUN
(24%, 114I)

EMPOWERMENT
(15%, 131I)

SUPPORT
(18%, 114I)

FUN
(22%, 107I)

COMPANIONSHIP
(20%, 117I)

INITIAL SHOCK

CONSUMER REPORTED NEED STATES:

*To see a full Need States list & definitions, as well as overall consumer Need States, please see the appendix.
Q. Thinking about how you are currently feeling about the COVID-19/coronavirus outbreak, what are the top three things you need right now??

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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Racial Equality in America:
Consumer Perspective
Hundreds of thousands of protesters are marching
globally for the third consecutive week to voice
frustrations, grief and anger over the systemic racism at
play in the death of George Floyd and many others in the
Black community.
George Floyd’s death is the latest series of police killings
to enter the national view, an injustice piled onto the
disproportionate suffering of Black communities during
the COVID-19 pandemic.
The following section will cover consumer sentiment
towards racial inequality and injustice in America, as well
as attitudes on brand responses.
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The pandemic is exposing facets of racial inequality

Six months into the pandemic, the disproportionate impact on communities of color, who are more likely to experience systemic inequalities that make
them vulnerable, has been widely published. Almost three-quarters of respondents express high concern over the matter. Black, Democrat and Gen Z
respondents are most likely to be concerned.
Concern about: “The coronavirus impacting people and communities of
color at greater rates.”
Not at all concerned

Total

Slightly concerned

6% 7%

Black adults 4%2%
White adults
Republicans

7%

Boomers

8%

9%

5% 5%
8%

15%

42%

17%

Democrats 4%4%
Gen Z

Moderately concerned

9%

38%
42%

15%

12%

40%
42%

20%
15%

28%
28%
38%

44%
15%

Extremely concerned

30%

39%
15%

Very concerned

34%

26%
28%

Q. How concerned are you about the following?

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network | Politico.
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Racial inequality: A crisis within a crisis within a crisis
While the COVID-19 outbreak and ensuing economic crisis remain the top national issues concerning Americans, those concerned about racial equality
have doubled since the question was first fielded May 22. At this point racial equality is exceeding concern about unemployment and social unrest.
Top Concerning National Issues
percentage of respondents who ranked each need states as in their top three
June. 5

May. 22

Apr. 24

Mar. 27

63%
60%
53%
48%

50%
49%
41%

42%
38%
33%

34%

32%

28%

26%

17%

15%

COVID19/coronavirus
health crisis

US Economy

Racial Equality
*New May 22

25%
22%
21%

Unemployment

Social Unrest

*New this wave

Climate Change

21%
19% 19%
16%

20%
18%
17%
15%

19%
17%
16%
15%

Income
Inequality

Immigration

Gun Control

19%
15%
15%
15%

Terrorism

19%
19%
17%
13%

US Political
Landscape

20%
17% 17%
13%

Freedom of
Movem ent

14%
13%
10%
10%

13%
11%
10%
8%

Gend er Equality

Reproductive
Rights

Q. Please pick the top three national issues currently concerning you the most.

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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Different cohorts have different views of national issues
The degree to which racial equality ranks as a top concern differs by race (higher for Black respondents than white respondents) as well as by political
party (higher for Democrat respondents than Republican respondents).

Black Adults

155i

(51%) say racial equality is a top
concerning issue
Top 3 concerns
1. Racial equality (51%)
2. COVID-19 (45%)
3. US economy (37%)

White Adults

90i

(30%) say racial equality is a top
concerning issue
Top 3 concerns
1. COVID-19 (48%)
2. US economy (43%)
3. Racial Equality (30%)

Democrats

118i

Republicans

82i

(39%) of Democrats say Racial
Equality is a top concerning
issue

(27%) of Republicans say Racial
Equality is a top concerning
issue – their fourth top concern

Top 3 concerns
1. COVID-19 (56%)
2. Racial equality (39%)
3. US economy (37%)

Top 3 concerns
1. US economy (45%)
2. COVID-19 (42%)
3. Social unrest (29%)
4. Racial equality (27%)

Q. Please pick the top three national issues currently concerning you the most.

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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Most Americans are following and supporting the protests

Over three-quarters of respondents are following the ongoing protests “somewhat” or “very” closely and over 80% of respondents either “somewhat”
or “strongly” support the peaceful protests.
How Closely Consumers Are Following The Protests
I am not at all
aware
4%
18%
I am aware but
not actively
following them
44%
I am following
them very
closely
34%
I am following
them somewhat
closely

Q. How closely are you following the ongoing protests in response to the death of George Floyd and others in the black community?

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.

81%

Of respondents support the
ongoing peaceful protests
( Strong support: 57%,
somewhat support: 24%)

Q. Do you support or oppose the peaceful protests in response to the death of George Floyd and others in the black community?
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Strong support for the protests seen across cohorts

Black Americans and Democrats show the strongest support but across all constituents the majority support the protests. There also seems to be
alignment across generations.
Support For The Peaceful Protests
Strongly support

Somewhat support

Black adults

White adults

Republicans

Boomers

Q. Do you support or oppose the peaceful protests in response to the death of George Floyd and others in the black community?

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.

Strongly oppose

67%

56%

8%

68%

58%

10%

6%

28%

60%

Not sure

15%

25%

51%

Democrats

Gen Z

Somewhat oppose

19%

21%

24%

5% 3%

6%

9%

6%

9%

5%

7%

4%

4% 4%

7%

9%

3%

4%
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Americans believe that racial inequality is an unresolved issue

Most Americans believe racial inequality is an unresolved issue in the US. Black Americans and Democrats are more likely to have strong feelings that it continues to be a
significant issue in the US. There are few, if any, differences across generations.

How Much Of An Unresolved Issue Is Racial Inequality In The US

Significant issue

Somewhat of an issue

Black adults

Not much of an issue

69%

Not an issue
21%

8% 2%

It is not an issue at all
6%

It is not much
of an issue

White adults

8%

Republicans

28%
It is somewhat
of an issue

57%

28%

52%

31%

8%

7%

11%

7%

59%
It is a
significant
issue

Democrats

Gen Z

Boomers

70%

55%

57%

21%

29%

29%

5% 4%

10%

8%

6%

5%

Q. To what degree do you feel that the US has an unresolved issue with racial inequality and racial injustice against black Americans?

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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The majority, who believe it is a significant issue, are paying close
attention to both the protests and brand responses
How Much Of An Unresolved Issue Is Racial Inequality In The US

132i

It is not an issue at all
6%

It is not much
of an issue

8%

28%
It is somewhat
of an issue

Attitudes Among Those Who Believe Racial Inequality Is a
SIGNIFICANT Unresolved Issue In The US

59%
It is a
significant
issue

58% of respondents in this group
are CLOSELY following the
protests

130i

60% of respondents in this group
are paying MORE attention to
what brands are doing/saying
right now

Q. To what degree do you feel that the US has an unresolved issue with racial inequality and racial injustice against black Americans?

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.

Q1. How closely are you following the ongoing protests in response to the death of George Floyd and others in the black community?
Q2. Which of the following best applies to you in the context of the ongoing protests in response to the death of George Floyd and others in the black community?

(122i)
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Americans agree: George Floyd’s death is part of a pattern of systemic racism
A majority of Americans believe that George Floyd’s death is indicative of systemic racism in the US. Black Americans and Democrats are more likely to
hold that belief. Interestingly, while Gen Z and Boomers equally acknowledge an issue of racial inequality, Gen Z is more likely to take it a step further
and acknowledge systemic racism.
“George Floyd is the latest Black American to die
due to systemic racism in the US.”

Agree

Disagree

Black adults

13%

White adults

Not sure

15%

Republicans

Not sure

87%

68%

7% 6%

18%

64%

14%

22%

14%

Disagree

72%

Democrats

84%

8%

8%

Agree
Gen Z

Boomers

76%

67%

11%

21%

13%

12%

Q. How much do you agree or disagree with the following statement?

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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Consumers say brands should respond…and are paying attention
As protests have multiplied across the country, major brands have spoken up and acted against racial inequality. Consumers have taken notice, with almost
half, 46%, saying they are paying more attention to what brands are saying/doing and 55% saying that brands should get involved.

Should Brands Stand In Support Of Racial Equality For Black
Americans?

Attention Paid to Brand Responses

55%

25%
20%

Yes, brands should get
involved

No, brands should not get
involved

I'm not sure/no opinion

Q1. Do you think brands should respond to and take a stance in support of racial equality for Black Americans?
Q2. Which of the following best applies to you in the context of the ongoing protests in response to the death of George Floyd and others in the black community?

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.

37%
I am paying the
SAME amount of
attention as
usual

46%
I am paying
MORE attention
to what brands
are
saying/doing
than usual

17%
I am paying
LESS attention
than usual

30

A majority of consumers believe brands can spark change

Respondents say brands have a responsibility to drive social change and that if they do, they can make a real difference. So far, just over half (54%) have
been satisfied with all or most of brand responses they’ve seen.

Perceptions of Brands’ Responsibility to Drive Change

72%

AGREE: Brands have a
responsibility to drive social
change

69%
AGREE: Brands supporting
racial equality can make a
real difference

Q1. How much do you agree with the following statements:
Q2. Thinking about any brand responses supporting racial equality for Black Americans you have seen over the past week, how satisfied are you with those responses?

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.

Consumer Satisfaction With Brand Responses So Far

29%

I am satisfied with all of them

25%

I am satisfied with most of them

I don’t think brands should get
involved

I haven’t seen any brand responses

are satisfied with
all or most brand
responses so far

19%

I am satisfied with some of them

I am satisfied with none of them

54%

4%

10%

13%

31
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How Brands Can Take Meaningful Action
Most people believe there is an issue of systemic racism in America and support the protests. They want
brands to speak up and enact real change. The following section will outline how brands can best show
support for this current inflection point in the movement for racial equality. To get to that data, we asked
consumers four questions:

1. When do brands have a right to enter the conversation?
2. What specific issues within achieving racial equality should brands weigh in on?
3. What types of responses do consumers think are most meaningful?
4. How do different types of responses impact consumers’ opinions of brands?

DENTSU AEGIS NETWORK
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When do brands have a right to enter the conversation?

Brands should enter the conversation, but recognize that action is expected long-term

A high percentage of consumers encourage brands to enter the conversation (even if it’s for the first time), but scrutiny will be high for how they build
credibility through action.

When Consumers Feel It Is Credible For Brands To Take A Stand On Racial Equality

38%

37% of respondents say brands should only
speak up if they have built up credibility about
the issue

13%

15%
9%

Any brand should raise
their voice regardless of
their past track record

Only if a brand has
voiced support
previously

Only if a brand has taken
real action to support
racial equality

Only if a brand has
committed to diversity
within its own
organization

11%

Brands should not
respond to the current
racial equality issue

13%

I’m not sure/don’t have
an opinion

Q. When do you feel it is credible and appropriate for brands to respond to and take a stance in support of racial equality for black Americans?

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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When do brands have a right to enter the conversation?

Black Americans especially expect brands to speak AND act

Regardless of their past actions, black respondents believe all brands should use their platform to speak up for racial equality, however, they also overindex for believing a brands’ stance is credible when there is real action behind it.

118i

45% of Black respondents believe all
brands should speak up to support
racial equality regardless of their past.
37% (97i) of white respondents said
the same.

147i

133i

22% of Black respondents believe
brands should only respond if they
have taken real action to support
racial equality.

12% of Black respondents believe
brands should only respond if they
have committed to diversity within
their own organization.

13% (87i) of white respondents said
the same.

9% (100i) of white respondents said
the same.

Q. When do you feel it is credible and appropriate for brands to respond to and take a stance in support of racial equality for black Americans?

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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What specific issues within achieving racial equality should brands weigh in on?

There is urgency for brands to weigh in on issues of the moment
While all topics are important to consumers, there is more urgency around issues the protests are responding to, including police brutality and Black
Lives Matter. For business leaders this goes far beyond the remit of the workplace and speaks to consumers’ belief that brands can create real change.
Aspects of Achieving Racial Equality Consumers Want Brands To Speak Up About & Drive Change
Police brutality/reform

44%

Black Lives Matter

43%

Equal access to education

38%

Equal hiring/promotion practices

36%

Equal access to healthcare

35%

Fair media representation

30%

Community investment

29%

White supremacy

26%

Prison reform

25%

None of the above
Other, please specify

13%
2%

Q. Which aspects of achieving racial equality for black Americans do you think brands should speak up about and be part of driving an agenda of change? Please select all that apply.

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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What specific issues within achieving racial equality should brands weigh in on?

Certain issues resonate more with the Black community

Black respondents over-index on wanting brands to weigh in on Black Lives Matter, police brutality/reform, equal hiring practices and equal access to
healthcare, among other issues.

142i

124i

120i

119i

61% of Black respondents say
brands should speak up & drive
change around Black Lives
Matter.

53% of Black respondents say
brands should speak up & drive
change around police
brutality/reform.

42% of Black respondents say
brands should speak up & drive
change around equal access to
healthcare.

43% of Black respondents say
brands should speak up & drive
change around equal hiring
practices.

39% (91i) of white respondents
said the same.

43% (98i) of white respondents
said the same.

34% (97i) of white respondents
said the same.

34% (94i) of white respondents
said the same.

Q. Which aspects of achieving racial equality for black Americans do you think brands should speak up about and be part of driving an agenda of change? Please select all that apply.

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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What types of responses do consumers think are most meaningful?

Support is key, but responses should also actively create change
Beyond support for racial equality, consumers say actions such as advocating for policy change, supporting affected communities and internal measures
to support diversity are most important for brands to share. Interestingly, donations rank lower, indicating that many view them as passive acts.
Most Important Messages For Brands To Emphasize
Percentage of respondents who selected an answer as in their top three choices
Support for racial equality

38%

Actions that advocate for policy change
(prison reform, police brutality, etc.)

28%

Support for affected businesses/communities

27%

Internal measures taken to increase diversity
within their own organization

26%

Commitment to ending racial stereotypes in
advertising/media

24%

Support for Black businesses/communities

24%

Donations to non-profit or activist
organizations (e.g. ACLU, Black Lives Matter,
Color of Change, etc.)

21%

Information/resources for customers to
support the movement for racial equality

19%

Championing the voices of people of color in
advertising/media

19%
12%

None of the above
Other, please specify

1%

Q. Which of the following do you think is MOST important for brands to emphasize in their response? Please choose your top three.

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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What types of responses do consumers think are most meaningful?

Boomers want internal change; Gen Z wants direct support

Boomers are more likely to want brands to look internally and commit to ending stereotypes in their ads; Gen Z wants brands to directly support Black
communities or provide donations to non-profits supporting them.
Most Important Messages For Brands To Emphasize: Boomers vs. Gen Z

Boomers

146i

36% say an important message to emphasize is
internal measures to increase diversity.

113i

27% say an important message to emphasize is
commitment to ending racial stereotypes in
ads/media.

Gen Z

152i

32% say the most important message to
emphasize is donations to non-profit or
activist organizations.

150i

36% say the most important message to
emphasize is support for Black
businesses/communities.

Q. Which of the following do you think is MOST important for brands to emphasize in their response? Please choose your top three.

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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What types of responses do consumers think are most meaningful?

Creating an equal playing field resonates with Black Americans
Black respondents were more likely than white respondents to say that brands should emphasize messages of support for Black businesses/ communities that
have been historically marginalized. They were also more likely to expect brands to commit to ending racial stereotypes in media - one of the most prevalent
ways our ideas as a society about race are shaped.
Most Important Messages For Brands To Emphasize: Black Respondents

158i

129i

38% of Black respondents say an
important message to emphasize is
support for Black
businesses/communities.

31% of Black respondents say an
important message to emphasize is
commitment to ending racial
stereotypes.

22% (92i) of white respondents said
the same.

23% (96i) of white respondents said
the same.

118i

45% of Black respondents say an
important message to emphasize is
support for racial equality.
35% (92i) of white respondents said
the same.

Q. Which of the following do you think is MOST important for brands to emphasize in their response? Please choose your top three.

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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How do different types of responses impact consumers opinions of brands?

Brand responses are not likely to negatively impact perceptions
Brands have a wide portfolio of actions to choose from if they want to get involved given that a vast majority of consumers feel either positive or neutral about brand responses.
This gives brands leeway to choose actions closely aligned with their brand values and purpose.
Impact of Brand Responses On Consumer Favorability
Less Favorably
Commit to ending racial stereotypes in
Commit to ending racial stereotypes i...
advertising/media
Direct resources and support to affected
Direct resources and support to affec...
communities

Neutral

More Favorably

11%

40%

49%

10%

41%

49%

Fight for policy change (prison reform, police
Fight for policy change (pr ison refor...
brutality, etc.)

11%

41%

48%

Increase diversity practices within their own
organizationInc rease diver sity practices within t...

11%

42%

47%

Partner Partner
with/support
Black-owned
businesses
with/suppor
t black-owned
busi...

12%

Change their advertising messages in support of
Change their advertising messages in ...
racial equality

12%

43%

45%

Issue a statement
supportingsupporting
racial equality
Issue a statement
r acial e...

11%

44%

44%

Donate to non-profit or activist organizations (e.g.
Donate to non-profit or ac tivist orga...
ACLU, Black Lives Matter, Color of Change, etc.)
Champion and amplify the voices of people of
Champion and amplify the voices of pe...
color in advertising/media
Help me to support the movement for racial
Help me to support the movement for r...
equality

15%
14%
11%

42%

42%
44%
47%

46%

42%
42%
42%

Q. Thinking about brand responses supporting racial equality for black Americans, how would you view companies that did the following?

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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How do different types of responses impact consumers opinions of brands?

Black adults more likely to say their perceptions would change positively

Black respondents were more likely to feel favorably about brand actions whereas white respondents were more likely to feel neutral. There was no
sizeable negative impact across either group.
White Adults
Less Favorab ly

Neutral

Black Adults
More Favorably

Less Favorab ly

11%

42%

47%

Commit to ending
racial
stereotypes
Increase
diversity
pract ices win
it hin t...
advertising/media

Direct resources
support
affected
Dir ect and
resour
ces and to
suppor
t to af fec...
communities

11%

43%

46%

Direct resources
and support
to affected
Dir ect resour
ces and suppor
t to af fec...
communities

Fight for policy
(prison
Fightchange
for policy
cha ngereform,
(prison rpolice
ef or ...
brutality, etc.)

11%

43%

46%

Fight for policy
(prison
reform,
police
Issue change
a sta tement
suppor
ting ra cia
l e...
brutality, etc.)

Increase diversity
practices
their
own
Increase
diversitywithin
pract ices
w it hin
t...
organization

11%

44%

44%

Increase diversity
practices
within
their own
Commit to
ending r acial
st ereotypes
i...
organization

Par tner with/support
bla ck-owned
busi...
Partner with/support
Black-owned
businesses

12%

45%

43%

Change their a
dver tising messa
ges in ...
Partner with/support
Black-owned
businesses

Change their
advertising messages in support
Change their a dver tising messa ges in ...
of racial equality

12%

45%

43%

Change their
advertising messages in support
Par tner with/support bla ck-owned busi...
of racial equality

14%

26%

60%

Championsupporting
and amplify racial
the voices
of pe...
Issue a statement
equality

14%

46%

41%

Fight for
policy cha nge
(prison
r ef or ...
Issue a statement
supporting
racial
equality

13%

28%

59%

Donate to non-profit or activist organizations
sta tement
suppor
ting ra
(e.g. ACLU, Issue
Blacka Lives
Matter,
Color
ofcia l e...
Change, etc.)

13%

47%

41%

Donate to non-profit or activist organizations
Dona teLives
to non-pr
ofit orColor
act ivist
(e.g. ACLU, Black
Matter,
oforga ...
Change, etc.)

13%

28%

59%

40%

Champion and amplify the voices of people
Help me to support the movement for r...
of color in advertising/media

40%

Help me to support the movement for racial
Champion and amplify the voices of pe...
equality

Help me to support the movement for racial
Help me to support the movement for r...
equality

16%
12%

44%
48%

27%

More Favorably

Commit to Commit
ending to
racial
stereotypes
in
ending
r acial st ereotypes
i...
advertising/media

Champion and amplify the voices of people of
Dona te to non-pr ofit or act ivist orga ...
color in advertising/media

9%

Neutral

65%

5%

31%

65%

6%

29%

65%

13%
10%

9%
16%

26%
29%

37%
31%

62%
61%

54%
54%

Q. Thinking about brand responses supporting racial equality for black Americans, how would you view companies that did the following?

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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The bottom line: Staying silent hurts brand perceptions
Consumers are clear in their expectations for brands to step up right now and in the long run.

70%

of respondents are MORE likely to
support brands that RESPOND

Q. How would a brand’s response or lack of response in support of racial equality for black Americans impact your decision to purchase its products/services. Please
indicate how much you agree or disagree with the following statements:

DENTSU AEGIS NETWORK
Source: COVID-19 Crisis Navigator: Wave 8 by Dentsu Aegis Network.

54%

of respondents are LESS likely to
support brands that STAY SILENT
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Key Themes &
Implications
for Marketers
_
COVID-19

DENTSU AEGIS NETWORK

•

Continue to reassure consumers during COVID-19. Consumer sentiment around the
COVID-19 outbreak is shifting in the positive direction, but many remain wary of a
second wave and hesitant to go out in public. Brands should continue to cater to
consumers’ new normal and help them navigate the path towards recovery.

•

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
re-opening, and transparency/testing around safety measures, are important to build
trust.

•

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.

44

•

Key Themes &
Implications
for Marketers
_
Racial
Equality

DENTSU AEGIS NETWORK

•

•

Use your platform to be an ally for racial
equality. A majority of consumers support
protests and over half say brands should
speak up for racial equality. It’s ok for
brands to enter the conversation by first
establishing their voice and then starting
to take action.
Align your response with your brand
purpose. The data shows that there is no
one “right” way for brands to step up,
consumers feel favorably about most
types of responses, so marketers should
heed their purpose and values. Key will be
ensuring that the response carries real
weight for people of color.
Act with specificity. While consumers want
to see support for racial equality, generic
statements aren’t going to cut it. Modern
consumers want to see brands put actions
behind their words. Advocating for policy
change and taking internal measures to
support diversity are among the most
important messages for brands to share in
their responses.

•

Get involved at the community level. Like the spread
of COVID-19, different communities are having
different experiences right now. Consumers are
looking to companies to create positive change in
their community.

•

Look internally. Increasing internal diversity is among
the top actions that consumers want brands to take.
The reality is, to reflect and speak to our increasingly
diverse nation, marketers must create a culture that
promotes and supports diverse employees at all
levels, including leadership.

•

Marketers, commit to fair representation. Brands
committing to ending racial stereotypes in ads was
the top action that would favorably impact
consumers’ perception. As shapers of culture and
perception, marketing leaders must make this a
priority.

•

Acknowledge your past. Consumers do not believe a
brand’s past on racial equality should hold them back
from responding now; however, brands should be
prepared for scrutiny as they enter the conversation.
The best path forward is to acknowledge your history
and explain with clarity what you are doing now.
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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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Executive Summary:
March 27

1

April 3

April 9

April 17

2

3

4

Figuring it Out

Uncertainty at its Peak

In Search of Stability

Seeking Signs of Progress

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

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

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

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

DENTSU AEGIS NETWORK
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Executive Summary:
April 24

5

May 8

May 22

June 5

6

7

8

Receiving Mixed Signals

In a Continued Holding Pattern

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.

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.

DENTSU AEGIS NETWORK

The Nation In Limbo

A Crisis Within A Crisis

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 in-store and many plan to
continue spending more time at
home. Still, there is excitement
for experiences like dining out
and travel again.

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

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

49

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

MAR. 27

24%

COMING TO GRIPS

33%

MOVING INTO
RECOVERY

LIVING A NEW
NORMAL

26%

10%

POST- CORONAVIRUS
LIFE

7%

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

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

•

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

•

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

50
Q. When it comes to a public health crisis such as the COVID-19/coronavirus outbreak, there are often “phases” of how the response unfolds.
Thinking about how the outbreak has impacted you and your daily life, which of the following phases best describes your current situation?

Wave 2: Consumers are progressing through the stages
Likely shifts: Respondents previously denying the severity of the outbreak are now experiencing Initial Shock for the first time, while others previously
in shock have shifted into Coming to Grips, making it the largest cohort of consumers.
% of Respondents Who Identify With Each Stage:
INITIAL SHOCK

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

MAR. 27

24%

33%

26%

10%

7%

APR.3

25%

42%

25%

3%

4%

Last week we saw 17% of respondents identify in the last two phases and
speculated they were in denial. Over the past week that number has dropped
significantly to 7% - people can no longer ignore the severity of the outbreak.
DENTSU AEGIS NETWORK
Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.
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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%

DENTSU AEGIS NETWORK
Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.
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Q. When it comes to a public health crisis such as the COVID-19/coronavirus outbreak, there are often “phases” of how the response unfolds.
Thinking about how the outbreak has impacted you and your daily life, which of the following phases best describes your current situation?

Wave 4: The shock wears off

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

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

PAST FOUR WAVES:
MAR. 27

24%

33%

26%

10%

7%

APR.3

25%

42%

25%

3%

4%

APR.9

27%

32%

28%

5%

7%

APR.17

18%

36%

33%

8%

5%

DENTSU AEGIS NETWORK
Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.
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Q. When it comes to a public health crisis such as the COVID-19/coronavirus outbreak, there are often “phases” of how the response unfolds.
Thinking about how the outbreak has impacted you and your daily life, which of the following phases best describes your current situation?

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

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

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

PAST FOUR WAVES:
APR. 3

25%

42%

25%

3%

4%

APR. 9

27%

32%

28%

5%

7%

APR. 17

18%

36%

33%

8%

5%

APR. 24

23%

28%

30%

10%

9%

DENTSU AEGIS NETWORK
Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.
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Q. When it comes to a public health crisis such as the COVID-19/coronavirus outbreak, there are often “phases” of how the response unfolds.
Thinking about how the outbreak has impacted you and your daily life, which of the following phases best describes your current situation?

Wave 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

DENTSU AEGIS NETWORK
Source: COVID-19 Crisis Navigator: Wave 7 by Dentsu Aegis Network.
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Q. When it comes to a public health crisis such as the COVID-19/coronavirus outbreak, there are often “phases” of how the response unfolds.
Thinking about how the outbreak has impacted you and your daily life, which of the following phases best describes your current situation?

Wave 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%
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Q. When it comes to a public health crisis such as the COVID-19/coronavirus outbreak, there are often “phases” of how the response unfolds.
Thinking about how the outbreak has impacted you and your daily life, which of the following phases best describes your current situation?

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

PAST FOUR WAVES:

COMING TO GRIPS

LIVING A NEW
NORMAL

MOVING INTO
RECOVERY

POST- CORONAVIRUS
LIFE

*To see all eight waves since March 27, please see the appendix.
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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?

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
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Consumer Need States
Security, Positivity, Normalcy, Stability, Reassurance are the most consistent top Need States consumers prioritize.

Top Prioritized Need States
percentage of respondents who ranked each need states as in their top three
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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.

DENTSU AEGIS NETWORK
Source: COVID-19 Recovery Navigator: Wave 8 by Dentsu Aegis Network.
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