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 tracker with consumers across the U.S. This week’s report reflects the significant changes that
have occurred over the past couple of weeks and looks at their impact on life moving forward.

11 MAR

18 MAR

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

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

WAVE 1

01 APR

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

At least 216,000 cases
in all 50 states, D.C.,
and 3 U.S. territories.
At least 5,100 deaths.

WAVE 3

WAVE 2

15 APR
At least 613,187 cases
in all 50 states, D.C.,
and 3 U.S. territories.
At least 26,950 deaths.

More than 2 million cases
and at least 137,000 deaths
worldwide, according to
Johns Hopkins University

WAVE 4

WAVE 5

The U.S. has the highest
number of confirmed
COVID-19 cases worldwide

Senate passes
$2 trillion economic
stimulus bill

Stock market posts
biggest one-day
point loss ever

22 million people in the U.S.
file for unemployment

80% of U.S. are
under "stay in
place" orders

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

President Trump
declares national
emergency

President Trump
announces EU
travel ban

6.6 million people
in the U.S. filed for
unemployment
12PM ET
(n=200)
SOURCE: CNN.COM

We outline 7 key themes in this week’s report.
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Overall concern
about COVID-19
remains high,
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with eight out of ten saying
they are extremely or
somewhat concerned.
However, those extremely
concerned decreased for
the first time in five weeks.
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Americans have adopted and increased
participation in a variety of activities over
the last several weeks.

Percent of people participating in
the following activities more often.

Activities with family and friends have seen some of
the largest increases, while entertainment and personal
growth activities continue to have high engagement.

connection
and community

Calling/video chatting with friends or family
(+10 % pts from two weeks ago)

67%

50%

Family dinners (+23% pts from two weeks ago)

45%

Playing with my pet (+13% pts from two weeks ago)

Watching TV/videos, streaming services
(+3% pts from two weeks ago)

Playing video games/online gaming
(+12% pts from two weeks ago)

83%

50%
entertainment

personal
growth, hobbies,
and projects

Pursuing personal hobbies/interests
(+17% pts from two weeks ago)

50%

Working on home projects
(+13% pts from two weeks ago)

47%

Working out/exercising at home
(+7% pts from two weeks ago)

44%

But while Americans are adjusting
to their new lives, many express:
51%

Missing the ability to travel

49%

Missing going out for entertainment

Frustration they can’t meet with
friends or family in person

46%

People are balancing
a range of emotions.
While many are feeling stressed,
isolated, and a lack of control,
they also express feeling
determined, empathetic, and
knowledgeable.
Most prominent emotions
experienced:

42%

36%

35%

30%

26%

Stressed

Lack of
Control

Isolated

Discouraged

Vulnerable

33%

28%

28%

23%

21%

Determined

Knowledgeable

Empathetic

Confident

Connected

Looking
Forward

With shifting values, lifestyles, and emotional drivers,
people are adopting behaviors and perspectives
that they hope to continue in the future.

Percent of people
who believe that their
experience living
through the pandemic
will lead to:

Spending quality time with family
Taking more preventative health measures

68%

66%

54%

Connecting more closely with friends

52%

Improving work and life balance

50%

Greater focus on mental wellness

Grow our own food/live off the land

25%

Move away from larger cities
or densely populated areas

19%

18% Move closer to family

18%

And as values are
shifting, we see one
in five Americans
considering major
life changes.

Change careers or jobs

After living through COVID-19, consumers will be turning
to brands that have equities of safety, trustworthiness,
and value. They will also give credit to brands that
contributed or gave back during the pandemic.

38%

37%

Brands that
offer products
that I know
are safe

37%

Brands that
manufacture
products in
the U.S.

36%

35%
Established
brands I know
and trust

Brands I
know will
give me a
good value

Brands that
contributed
positively to
society during
the crisis

Top three ranking
of importance.

With online ordering increasing significantly over
the last several weeks, a quarter of consumers
are now ordering certain products online more
and expect to continue post COVID-19.

Personal care or
beauty products
Prepared foods and/or
delivery from a restaurant

Shelf-stable grocery foods
(e.g. canned goods, pasta,
and chips)

28%

27%

25%

But even with significant increases in online
ordering today, there are some products that
many consumers are not ordering through
online channels at all.

Not purchasing beer, wine, or liquor online

73%

52%

Not purchasing fresh foods online
(e.g. fruits, vegetables, meats)

The typical reasons consumers choose a restaurant—great-tasting
food, the overall experience, and good value—will remain consistent
moving forward, but they now express food safety protocols as
the most important driver.

Top three ranking
of importance.

Food safety protocols
Great-tasting food/
foods I crave

Restaurant experience

Good value

41%

35%
35%
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