At SRG, we put consumers at the center of our work and the strategies
we employ with our clients. As the conversation about the coronavirus
has become part of our daily lives, it is more important than ever for

COVID-19 CONSUMER
ATTITUDE TRACKER

us to stay attuned to how this unprecedented event is impacting
consumers’ lives and the industries that matter most to our clients.

In order to keep our finger on the pulse of consumer attitudes and behavior changes, we are fielding
a weekly tracker with consumers across the U.S. This week’s report reflects the significant changes
that have occurred over the past couple of weeks.

11 MAR
At least 1,267 cases
in 43 states and D.C.
At least 38 deaths.

*

President Trump
declares national
emergency

Several states restrict
dining out at restaurants
and bars

NBA postpones
season; NCAA
March Madness
cancelled

Universities send
students home; shift
to online classes

Americans urged to
avoid crowds of 10
or more

At least 65,201 cases
in all 50 states, D.C.,
and 3 U.S. territories.
At least 928 deaths.

*

California Gov. Gavin
Newsom orders the first
statewide mandatory
restrictions

WAVE 2

Trump administration
calls for $1 trillion
infusion into economy

Stock market posts
biggest one-day
point loss ever

President Trump
announces EU
travel ban

*

More than
50,000 cases
reported
in U.S.

At least 7,038 cases
in all 50 states, D.C.
and 3 U.S. territories.
At least 124 deaths.

*

WAVE 1

25 MAR

18 MAR

WAVE 3

54% of the U.S. population
have been ordered to "stay
in place"

More than
10,000 cases
reported
in U.S.

IOC postpones 2020
Tokyo Olympics

Senate passes
$2 trillion
economic
stimulus bill

Americans urged
to avoid crowds
of 250 or more

12PM ET
(n=200)

CNN.COM

These developments have led to major
shifts in public opinion and behavior:

Personal health and job security concerns are
now front and center. In response, Americans
are reporting a diminished sense of personal
control and high levels of stress.

As social distancing limits options outside the
home, people are changing their in-home rituals
in order to satisfy their needs for entertainment,
connection, and personal growth.

While 37% of Americans are spending less on
takeout/delivery from restaurants, more than half
have either increased or maintained their takeout/
delivery spend. People who are maintaining or
increasing are doing so out of a desire to support
local businesses and satisfy cravings.

There are 6 key themes that
emerged in this week’s report.
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The number of Americans
who are extremely concerned
about COVID-19 continues
to rise, with double-digit
increases since last week.
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Top 5 concerns
held by the
American public:

Economic impact or recession
(+4% pts from last week)

64%

Public panic (-6% pts
from last week)

Job security (new question
this week)
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While the health of loved ones and
the impact on the economy are still
the most widely held concerns,
personal health saw the largest rise in
concern from last week. And nearly
half of Americans are concerned
about job security.

Personal health (+12% pts
from last week)

57%

Not V
ery

Nearly 40% of Americans
report that stress or
lack of control is the
dominant emotion they
are experiencing in their
life right now.

Health of family and friends
(+4% pts from last week)

71%

15%
1
5%

14%
14%

oncerne

77%

Unsure

Despite the difficult emotional times, Americans
report three common sources of inspiration
and positivity:

Stories of
generosity,
perseverance,
and bravery

Lovable
celebrities and
prominent
politicians

Family
and faith

Americans are making a variety of changes
to their daily routine, especially as it relates
to entertainment, connection, and personal
growth.

entertainment:
72%

Watching TV/videos, streaming services (Netflix, etc.)

39%

Playing video games/online gaming

31%

Playing cards or board games

connection:

Percentage
of Americans
engaging in
activities
more often:

Calling/video chats
with friends and family

Playing with my pets

Family dinners

55%

41%

33%

personal growth:
Working out/exercising at home

39%

38%

Pursuing personal hobbies/interests

21%

Taking an online class

Grocery shopping behavior has changed rapidly in the last two
weeks. Shoppers are flocking to the center of the store, have
become less price sensitive, and are buying more online.

Changes
in grocery
shopping
behavior:

Spending more on groceries
since beginning of the crisis
(new question this week)
Paying less attention to prices of
items (+9% pts from last week, 5x
increase in the last two weeks)
Online grocery shopping (+11% pts
from last week, nearly tripled
in the last two weeks)
Purchasing more indulgent foods or
beverages (+9% pts from last week, more
than doubled in the last two weeks)

60%
59%

37%

27%

16%
Purchasing more shelf-stable or frozen
foods (+10% pts from last week, nearly
tripled in the last two weeks)

Despite these volatile times for restaurant
owners and employees, our research
suggests that emotional connections
Spending
between restaurants and their
less
customers may be deepening
during this time of hardship.

56%

37%

Maintaining
or increasing
spending

Change
in spend
for takeout
and meal
delivery

8%

Top reasons for
ordering takeout
and delivery:

52%

I’m trying to support local
restaurants and businesses

33%

No spending
prior to
outbreak

I didn't feel like cooking at home

32%

I was craving a specific type of food

21% I wanted something tasty + delicious
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