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

COVID-19 CONSUMER
ATTITUDE TRACKER

In order to keep our finger on the pulse of consumer attitudes and behavior changes, we are fielding a quantitative
tracker with consumers across the U.S., supplemented this week by a mobile qualitative study that further
illuminates consumers’ emotions and behaviors. This week’s report reflects the significant changes that have
occurred over the past couple of weeks and expected behaviors once we get past the COVID-19 pandemic.
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18

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.
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WAVE 2

President Trump
announces EU
travel ban

President Trump
declares national
emergency

Stock market posts
biggest one-day point
loss ever
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At least 65,201 cases
in all 50 states, D.C.,
and 3 U.S. territories.
At least 928 deaths.
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01 APR

15

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

29

APR

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

WAVE 5

WAVE 4

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

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

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

Senate passes
$2 trillion economic
stimulus bill

6.6 million people
in the U.S. have filed
for unemployment

22 million people
in the U.S. have filed
for unemployment

APR

At least 1,068,892 cases
in all 50 states, D.C.,
and 3 U.S. territories.
At least 57,509 deaths.

More than half of
the U.S. will be
partially reopened
in the next week

WAVE 6

30 million Americans
have filed initial
unemployment claims
since mid-March
Dr. Anthony Fauci
expects the FDA to
issue an emergencyuse authorization for
remdesivir, a possible
COVID-19 treatment

12PM ET
(n=200)
SOURCE: CNN.COM

We continue to see important developments
in Americans’ attitudes and behaviors:
Concern about the coronavirus pandemic is still widespread—but is becoming less
intense. Americans are managing feelings of stress and isolation by cultivating
empathy and staying knowledgeable about the best actions to take in an
uncertain world.
Many people are hopeful that their experiences over the past few
months will spark positive, long-term changes in their lives. At the
core of this hope is a commitment to spend more quality time with
friends and family once our routines have started to normalize.
When consumers think about their future purchase behavior,
they expect that traditional brand equities of trust, safety,
and value will outweigh previously trending attributes of
local, sustainable, and customizable. For many Americans,
it appears that products made in the U.S.A. will instill the
sense of trust and security they are looking for.

We outline 6 key themes in this week’s report.

While the majority
(8 out of 10) of
Americans remain
concerned about
the pandemic,
the magnitude of concern
is lessening. Compared to
the beginning of April, the
percentage of people
saying they are extremely
concerned has fallen
14% pts.
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Concerned
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Unsure
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Not at All
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Not Very
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We believe conversations about reopening the economy and
growing acceptance of our new reality is easing concern.

8%
8%
2%
2%

A high prevalence of stress and isolation is balanced by increasing empathy
and feeling more knowledgeable.

41%

41%

Stressed

Isolated

33%
Lack of control

34%

33%

32%

Empathetic

Knowledgeable

Determined

Americans are experiencing
the extremes of a broad
emotional spectrum,
managing the tension between seemingly
contradictory feelings as they continue
dealing with the impact of COVID-19 on
their everyday lives.

Reaching out while staying inside. The spectrum of emotions we are experiencing
is illustrated powerfully by the songs our respondents say best describe their
experience over the last month.

> JoRae’s Playlist

> Emma's Playlist

You’re Gonna To Miss This, Trace Adkins

Modern Loneliness, Lauv

Count On Me, Bruno Mars
Everything’s Gonna Be Alright, Kenny Chesney

Yesterday, The Beatles
Sky Full of Stars, Coldplay

> Jack's Playlist
Life Changes, Thomas Rhett
Stayin’ Alive, Bee Gees
Stop This Train, John Mayer

> Gilbert's Playlist
Don’t Worry Be Happy, Bobby McFerrin
Don’t Stop Believin', Journey
We Are The Champions, Queen
click to listen to
our Spotify playlist

With the shifting values, lifestyles,
and emotional drivers reported over
the past several weeks, people are
adopting behaviors and perspectives
they hope to continue in the future.
Spending more time with friends and family
is at the forefront of behaviors Americans hope
to continue after COVID-19. Health, wellness,
and balance are other top priorities.

66%

Spending quality time with family

48%

Connecting more closely with friends

Top 5 behaviors
Americans expect
to modify in the
long term

48% Taking more preventative health measures
43%
40%

Improved work and life balance

Greater focus on mental wellness

Americans are

More FaceTime and Zoom calls

Utilizing my surrounding

adopting a variety

with friends and family.

spaces for working out.

of new habits:

A new sense of kindness and care

Being more mindful of

for my body and those around me.

germs, especially in public.

Going for a walk every day.

Outranking previously trending attributes like local, sustainable, and
customizable, the more traditional brand equities of trust, safety,
and value are likely to drive purchase after COVID-19.

As the highest-ranking
attribute, Americanmade products could
see a resurgence.

49%

We suspect that consumers
are gravitating towards
products made in the U.S.A.
because they signify comfort,
safety, and contribution to the
American economy.

Brands that
manufacture
products in
the U.S.

42%

27%

Brands that offer
products that I
know are safe

42%

38%

Brands I know
will give me a
good value

Established
brands I know
and trust

A brand that offers local products

25%

A brand focused on providing natural,
sustainable products

19%

A brand that provides a personalized
product or service

Most important criteria
for choosing restaurants
post-COVID

Great-tasting
foods I crave
Food safety
protocols
Good value

Experience at
the restaurant

40%

35%

30%

41%

Having a spot as part of a routine

People miss many
elements of the
restaurant dine-in
experience

The lively, engaging atmospheres

A facilitator of socialization

Sense of place beyond the home

Consumers expect that restaurants
will implement a wide range of safety
protocols once they open back up
for dine-in.
No-contact delivery and payment
Continuation of “takeout” services offered (including
availability of alcohol)
Tables that are spread apart and limited number
of people in restaurants
Plexiglass screens or other barriers between booths
Opening up or increasing outdoor spaces
Visual confidence that food is prepared in a sanitary
way (including demonstration of wipe- down service
and use of gloves and masks)

As cities across the nation
begin lifting stay-at-home
orders and opening up their
economy, many express
a cautious optimism about engaging
in our previously normal activities.

I think people are going to have a
hard time trusting other people to
be near them in public and even at
their own houses. I expect a lot of
people to continue to wear masks
and gloves around town.
As we come out of this crisis whether
it’s this summer or fall…I think we will
see masks for a while. I think the
majority of the population will be
cautious about meeting socially,
but we will gradually get back to life
the way it used to be.

Regardless of their comfort level
venturing back into public, there
is a shared hope about the future
and the positive changes Americans
wish this experience will bring to
our society.

We are intelligent people in this nation,
and we will overcome any situation and
be much better after. We will learn
more and make our world safer, and
something good will come out of this.

www.srg.com

