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Consumer Sentiment
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“

- Qualtrics Blog Post, March 2020

“
Consumers may settle into a "new normal"
post-crisis - but their attitudes and
behaviors during crisis still matter. Not all
buying patterns will revert back to what
they were before the COVID-19 outbreak.
We think this is a significant event that is
likely to have a lasting impact on people's
behaviors and attitudes.



US Consumers are Moderately Worried

With China being ~75 days* ahead of the US on the Covid-19 curve, we see meaningful shifts in Chinese behavior that we expect to see unfold in the 
US, in the days and weeks to come. 
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How China’s Consumers are Adopting

*based on two important similar events: 1/1 - Huanan Seafood Wholesale Market (ground zero) shut down & 3/16 - New York Mayor ordered the city's bars, theatres and cinemas 
to close down, as the number of cases continued to rise in the US.
Source: Mintel, March 2020 + Johns Hopkins University, 3/31/2020

• Chefs give live-

stream cooking 

tutorials.

• Online cooking 

videos are helping 

with the discovery 

of new recipes, new 

ways to create 

dishes, and new 

influences.

• Gym instructors live 

stream work out 

classes.

• 55% are trying to 

exercise from home 

by following an 

online class at least 

a few times a week.

• Almost all (99%) of 

urban Chinese. 

consumers have 

tried working from 

home during the 

outbreak.

• Club DJs live stream 

mixes for “cloud 

clubbing” sessions.

• Movies premiere via 

live stream while 

cinemas remain closed.

• Performers give live-

stream performances 

from their homes.

• Real estate agents give 

live stream tours of 

apartments for sale.

• Farmers live stream 

produce in-the-field in 

order to sell to buyers.

• Auto dealers live stream 

the interiors of luxury 

cars.

COOKING: FITNESS: HOME OFFICE: ENTERTAINMENT: RETAIL:

33% 
of US consumers are very worried 
about the extent to which the virus 
might affect their lifestyles 60%

In China, similar research shows 
consumers are worried about the extent to 
which the virus might affect their lifestyles 



Coronavirus Social Discussions

When comparing coronavirus conversations to other major worldwide events, this is by far one of the largest social topics that we have followed in 
the past 10 years. It will be important that our customers and clients understand the importance of appropriately addressing their shoppers 
differently during this time.
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Event % of all social 
conversations

Dates analyzed

Brexit 0.4% 5/1/16-Now

World Cup 3.9% 6/18/18-7/18/18

Christmas 2.3% 11/1/19-12/21/19

Superbowl 2.0% 2/3/20

Coronavirus 8.0% 3/1/20-Now

10.1MM
Avg wkly
mentions

37
Mentions 

per 
second

Diving into the social conversation 
themes, we can look at the data and 
recognize there are important differences 
between consumer conversations and 
news media reporting to pinpoint what 
those larger implications are for our 
customers and clients.

• Pandemic Response
• How to Support the Fight
• Social Distancing
• Buying Supplies
• Latest News
• Predicting What’s Next

• Global Pandemic
• Death Toll & Testing
• Breaking New on Deaths
• Resources to Help

Consumer Chatter News Media Reports

Source: Infegy, March 2020



Total US Daily Online Conversations (March 2020 vs. March 2019)
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-18% in total conversations              -19% in Target conversations

Source: Infegy, March 2020  Graphs represent total daily volume in March of conversations re: each 
category Year over Year
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+34% in total conversations                           -29% in Target conversations

+39% in total conversations                   +126% in Target conversations
-1% in total conversations                       +17% in Target conversations

-10% in total conversations                    -53% in Target conversations
+4% in total conversations                      -4% in Target conversations

2020 2019

Online chatter lags both at Target and total US compared to YAGO as consumers’ 
immediate concern shifts to other categories.

TTL BEAUTY

Consumers are highly focused on finding and securing their food and essentials 
with Target securing more mindshare than ever before. 

TTL GROCERY

Apparel just is not top of mind but, Target is lagging significantly behind in apparel 
mentions suggesting an opportunity for the retailer to offer relevant solutions. 

TTL APPAREL

While toy conversations are up over LY at a total level, we are not seeing that 
same interest for Target. Could be an opportunity for Target to capitalize on.

TTL TOYS

In Entertainment, Target is creating some increased mentions in the social 
sphere suggesting they are doing something to drive that interest.

TTL ENTERTAINMENT

While there is not a large difference in consumer volume year over year we 
expect this to increase in the coming days and weeks.

TTL FITNESS



Category Impact
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Food & Drink

Products that are shelf-stable and long-lived are in demand as consumers are stockpiling staples, and interest in fresh and artisanal foods is being tested 
as consumers turn to preserved, shelf-stable products. 
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Purchases of canned, frozen, and 
dried products will remain 
strong.  Consumers who have 
shunned canned and overly 
processed foods in the past are 
more comfortable buying these 
products as they are seen as 
“safe to eat.”

Will this cause a major paradigm 
shift - instead of seeking out 
fresh, unprocessed products, 
consumers reach for items with 
long shelf life. This experience 
allows consumers to rediscover 
the benefits of shelf stable 
staples: canned, frozen, 
condensed, and dried options. 

As consumers are cautious when 
touching anything, the popularity 
of in-store refill systems may be in 
jeopardy. Reusable containers are 
also a current concern: Starbucks, 
has paused use of personal cups.

With a return to single-use cups 
(ex: Starbucks) and in other 
foodservice outlets, this spells 
demand and a current opportunity 
for paper, plastic and other single-
use cups, plates and utensils.

Source: Mintel, March 2020 + Advantage Solutions SMART Market Research + JLB

Center Store Grocery Urban Dwellers Safety over Sustainable Cooking at Home

Young, urban (Gen Z) population 
tends to live in small 
surroundings with limited 
storage. The propensity to 
stockpile food and essentials is a 
challenge to those without a 
place to store it. 

This could spell benefits for 
prepared foods, individually 
wrapped, single-serve, shelf-
stable snacks like tinned fish 
packets, dried cheese bars, and 
single-serve nut butters.

As restaurants temporarily close 
their doors or become take-out 
only, the cook-at-home trend 
will continue to gain popularity. 
58% of consumers are cooking 
easy prep meals and 34% are 
cooking from scratch and 
preparing gourmet meals.

This is a trend that could stick 
when life returns to “normal” 
which may create a sustained 
demand for streaming cooking 
classes, demonstrations, 
cookbooks, recipe ideas, kitchen 
appliances & essentials. 



At Home Fitness

Even though gyms are closing, consumers turn to exercise to balance both their mental and physical wellbeing. It is predicted that these closures will not 
stop most exercisers from working out. Quarantine will likely lead to more folks exercising overall as common barriers such as cost, time and travel are 
removed. Fitness brands can use this time to build a more personal relationship with members providing solutions that keep them positive and motivated. 
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Google Trends show a sharp increase 
in searches for exercise equipment 
between 3/11-24, 2020. Many don’t 
have the space to exercise at-home 
and are trying to figure out how to 
transform their home into an all-in-
one living, working and leisure space. 

Segmentation opportunities arise for 
those with limited space: 
multipurpose furniture that doubles 
as fitness equipment. Gyms could rent 
their exercise equipment to 
members during closures. Large 
homes may be able to easily integrate 
equipment such as a treadmill, but, 
workout videos/virtual instruction 
are a global fit for everyone which 
may continue to be popular with 
consumers. 

Usage of virtual classes is expected 
to rise over the coming months. 
Younger consumers are the most 
frequent users of virtual fitness 
services (44% of 25-34 year olds). 

However, the months ahead 
represent an opportunity to attract 
older age groups as their usual 
routines are disrupted. 

Solutions focused on bodyweight 
exercises or those with minimal 
equipment will flourish. Consumers 
may love a high quality experience 
that replicates the same standard as 
live classes. This idea could have a 
lasting impact with a next generation 
of connected, virtual fitness that 
blends seamlessly into living 
space. Brands like Tonal and Mirror 
are leading in this space today. 

Gym’ing @ Home Virtual Classes Kids Fitness Emotional Fitness

The closure of schools has the 
majority of children now 
housebound along with their 
parents. Parents struggle but look 
for solution to keep their kids busy 
and active, as social distancing 
practices become more 
widespread. 

Active play for kids becomes more 
relevant than ever. We see 
instances of organizations taking 
this trend virtual.  Social media 
fitness sensation Joe Wicks' The 
Body Coach announced the launch 
of P.E with Joe with fun workouts 
suitable for all ages. Cosmic Kids 
Yoga a streaming service launched 
in 2012 has seen an increase of 
1000% in views since mid-March.

44% of 16-34s currently use a 
meditation or mental wellbeing 
app, however interest could rise as 
concerns turn to the mental and 
emotional well being.  Consumers 
will look for ways to keep their 
minds (as well as their bodies) 
healthy.

BetterMe offers an ecosystem of 
apps ranging from mediation and 
yoga, to nutrition and exercise, 
which can be used in conjunction 
with each other. Curating an 
assortment of meditation and self 
care devices, books and accessories 
or digital communities may  be an 
opportunity for retailers.  

Source: Mintel, March 2020 + JLB



Entertainment

The disappearance of live music events will force operators to rely on recorded music + virtual/streaming events. While the movie theater experience is 
currently valuable a life without it could show a new opportunity that wasn’t previously considered. When experiential entertainment options open back 
up (movie theaters + concerts), integrating immediate at-home experiences could benefit these industries, and consumers alike. 
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Previous trend reports predicted 
that consumers are likely to expect 
streaming content from major 
festivals and concert venues. The 
cancellation of large gatherings will 
kick this need and trend into 
overdrive.  We are seeing this 
already in the last few weeks with 
event being live streamed on 
providers like SiriusXM and Twitch.

The expectations of integrated 
digital experiences into analog 
events may be something 
consumers expect now. Livestream 
tickets could offer opportunities to 
interact with artists and expand 
music’s reach to more consumers 
which could translate to larger 
potential for music sales (both 
streaming and physical).

Brands are using this time to connect 
with consumers in new ways and 
making it easy for them to connect 
with each other. These efforts create 
brand love but could also create 
strong loyalty as we come out of 
social isolation.

Netflix Party (group chat), Instagram 
Live (livestreaming from artists 
homes), Chipotle Zoom (celebrity 
guest sessions) are just a few 
examples of brands solving 
consumer pain points of social 
distancing and making life fun and 
interesting. This may be a time for 
retailers to create communities for 
book clubs, art clubs or fitness 
classes. 

New Concert Models Streaming Services Connecting Together In Home New Releases

It's a battle of the streaming services 
right now, as Americans self-isolate. 
Netflix and Disney+ have already 
experienced subscriber spikes by 
winback incentives and special 
content. The more streaming live TV 
providers can do to showcase their 
entertainment options, as well as live 
news, the better. 

Americans may soon reach news 
overload (if they're not there 
already). Keep the value of the 
service front and center by 
highlighting feel-good content. While 
SVODs will be releasing lots of new 
titles during the coming weeks, don't 
underestimate the value of nostalgic 
shows during a time of crisis. 

As movie theater doors stay closed 
studios work to salvage releases of their 
biggest titles. Many have pushed back 
release dates but Universal is offering 
premium same-day rentals. This 
acknowledges the fact that consumers 
want in-home entertainment as an 
escape and surprises like these are 
meaningful and memorable during a time 
of stress and uncertainty.

A successful switch to immediate home 
releases would illustrate that movie 
theaters could be expendable. If a movie 
makes just as much with a home release 
as it does in theaters, major studios may 
position more movies for home release, 
which could impact future growth of 
movie theaters in the US. Casual 
moviegoers may no longer see the value 
in a movie theater visit should an 
immediate at-home rental satisfy the 
same need. 

Source: Mintel, March 2020 + JLB



US Consumer Behavior Shift Predictions
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• New Singles forced to stay in the 

same space day after day, 

couples may struggle to 

accommodate each other. 

• New Babies, many predict there 

is an impending baby boom on 

the horizon. 

• Elders, previously resistant to 

shop online, find that new, 

easier-to-use apps and social 

media make online shopping a 

breeze.

It is worth thinking about which of these consumer behaviors might  show up and stick within consumers’ lives once the crisis is past us. Brands and 
retailers that are thinking this way will be primed to capture new shoppers, new categories and new need states.

• DIY Salon, consumers need to DIY their beauty 

routines with things like at home facials and in 

home hair color.

• Analog entertainment, stuck at home families 

wanting to keep their kids + families busy and 

entertained with books, arts & crafts, puzzles, 

board games. 

• Kitchen essentials + food, at home cooking rises 

as home-bound families (re)experience the joy of 

at-home cooking.

• DIY Home, with more downtime that ever, 

consumers look to tackle their honey-do lists.

• Home Cleaning, with good hygiene practices at an 

all time high, opportunities are opening up for 

more cleaning products, new ways to clean, and 

new home hacks. 

• The home office, as working from home becomes 

a necessity, demand for at home work solutions 

are more important than ever.

• Experiences, the pace of life slows and may 

lead to a furthering of the shift towards 

consumers seeking more meaningful 

experiences, rather than just accumulating 

things. 

• Budgeting, planning rationed shopping 

expeditions alters shopping lists and possibly 

the way consumers think about budgeting.

• Shopping trips, store trips are way down and 

focused on essentials. This may drive shoppers 

to become selective on how much time they 

spend shopping. 

• MMOGs multiplayer online games, allow you 

to compete and communicate with other 

people within the game environment. How else 

could this tech be leveraged?

New 
Shoppers

New 
Categories

New 
Needs

Source: Mintel, March 2020 + JLB



Shopper Behavior
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• Significant decline in stock-up shopping, only 38% of shoppers claiming to have stocked up, down from 53% last week

• Due to out of stocks, consumers already being stocked up, social distancing & shelter-in-place policies

• Shoppers continue to replace in-store shopping trips with online shopping up +4% to prior week

Source: Numerator Insights 3/24/2020

Experiencing 
product 

shortages

Making 
stock up 

purchases

Making 
more 

purchases 
online

Buying 
products not 

typically 
purchased

73%

53%

28% 25% 20%

79%

38% 32%
24% 22%

HOW HAS COVID-19 IMPACTED YOUR SHOPPING 
BEHAVIOR?

% OF SHOPPERS

3/17    3/24 3/17    3/24 3/17    3/24 3/17    3/24 3/17    3/24

33%
59%

88%
67%

41%
12%

A S  O F  3 / 1 0 A S  O F  3 / 1 7 A S  O F  3 / 2 4

% O F S H O P P ER S W H O  S AID 
C O R O NAVIR US H AS  

IM P AC T ED T H EIR  S H O P P ING 
BEH AVIO R ?

Yes

88% of consumers say COVID-19 has impacted their shopping behavior, up from 59% in 
the prior week

Shopping at 
a new retailer



Online is set to boom, and in-store sales continue to benefit as well

• Similarly to last week, sales and households shopping is up across channels— both in-store and online. So at this time, the “replacement” of 
in-store trips with online ones has not yet resulted in decreased in-store sales. 

• More than 1/3 of those who made a click-and-collect purchase in March were doing it for the first time or the first time in six months

Source: Numerator Insights 3/24/2020, Nielsen 

CPG: $ % CHG. VS LY

52%44%

3%1%

ONLINE

Normal part of routine
I do it here and there

% OF SHOPPERS WHO MADE AN ONLINE OR 
CLICK-AND-COLLECT PURCHASE SINCE THE 

BEGINNING OF MARCH

33%

35%

17%

15%

CLICK-AND-COLLECT
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• Consumer concern is increasing, those who rated themselves 
as “very concerned” jumped to 26% from 15% the week prior

• Consumers previously cited “getting sick from the 
Coronavirus” as a top concern, which has since fallen to the 
bottom of the list of concerns (34%)

Stores 
selling out 

of 
products I 
may need

Being able 
to go 

about my 
normal 

routines

Local 
business 

being able 
to stay 
open

Job losses

TOP CONSUMER CONCERNS

71% 66% 61% 60%

44% 44% 39% 34%

Stores selling out of products I may need
Being able to go about my normal routines
Local business being able to stay open
Job losses
Ability to get healthcase for different illnesses
Ability to get family/friends that need help
Having to cancel/postpone upcoming travel plans
Myself/Someone in my household becoming infected

Source: Numerator Insights 3/24/2020 15

71% of shoppers are concerned that they can’t get the products they want, while 34% of 
shoppers are concerned about getting sick from the Coronavirus



Demand for Health, Cleaning Products & Pantry Staples are running the highest comps

• Other categories of growth are Sleeping Aids, Baby Wipes, OTC products, Sporting Goods, Kitchen & Toys. 

• Shoppers believe they are seeing price increases due to the demand of product 

Source: IRI, Numerator Insights, Nielsen & NPD

41%

36%

28%

55%
53%

39%

0%

10%

20%

30%

40%

50%

60%

perceive they've seen
prices increase because of

coronavirous

their HH is putting
planned purchased on

hold and reining in
regular spending

agree their HH income is
at risk

Attitudes Toward Spending

General Pop Extreamly Concerned

102%

200%

210%

213%

230%

233%

235%

317%

319%

543%

0% 100% 200% 300% 400% 500% 600%

Bottled Water

Hand Sanatizers

Rice

Soup

Pasta

Bleach

Toilet Tissue

HH Cleaner Cloths

Powdered Milk

Spray Disinfectant

1 Week Ending 3/15/20
$ % Change
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Extremely Concerned



24% of consumers are making fewer, larger grocery trips

½ of the American food spend was previously spent outside the home, that will now be consumed in-home

Consumers will look for food products that can bring comfort and joy, we can expect these products to increase in sales
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Retail Overview
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Consumer spending continues to over index in Food and Liquor as shoppers prepare to 
hunker down at home

Source: Numerator Insights YTD 2019 to 2020

Coronavirus 
Restrictions:
More states prepare to close 
schools, non-essential businesses, 
and issue stay-at-home orders.

By March 23rd, nine states had 
issued statewide restrictions

Impact to Retail:
Consumer spending deaccelerates 
in Beauty, Gas & C-Store, and 
Health as non-essential businesses 
are forced to close

More households are shopping 
Online

19



Retailer Impact | March Week 4

Retailers continue to take steps to protect store workers and shoppers

Source: IRI & Numerator

• Target scales back remodel 
plans for 2020\

• Raised pay by $2/hour for 
store and distribution hourly 
team members

• Announces plans limits number 
of people in store and provide 
masks and gloves to store and 
distribution workers

Target

•Will start taking 
temperatures of store 
workers before each shift 
and offer masks to those 
who wish to wear them 

•Announced plan to hire 
150,000 associates

Walmart

•Increases overtime pay for 
warehouse workers

•Amazon workers protest at 
NYC fulfillment center, 
demanding it close for 
deep cleaning

Amazon

•Increased out of stocks and 
store traffic has led to limits 
on number of goods each 
shopper can purchase
•Costco limits shoppers in 
warehouse by only allowing 
two people per membership 
card, detouring shopping 
with the entire familyClub

• Total US Food $ Sales is up 26% 
to YA

• Several grocery stores, such as 
Hy-Vee and Kroger install 
protective windows at 
checkout lanes

• Publix gives two-month relief 
period to tenants in its 
shopping centers 

Grocery

• CVS taking steps to protect 
supply of medicines potentially 
useful for COVID-19 treatment 
by limiting quantity each 
consumer can take

• Trips are up as non-COVID 
patients are redirected away 
from other healthcare facilities

Drug

•Emerging as a close-to-
home, easy-access option 
for necessities, particularly 
in urban areas

•Total US $ Sales is up 2.3% 
to YA and up 4.8% to 4 
weeks prior

Convenience

•Dollar Tree reports they 
will hire 25,000 people

•Core shoppers have limited 
ability to stock up as they 
are not in a position for 
large basket trips

Discounter

• Department stores including 
JCPenny, Kohl’s, Macy’s 
Neiman Marcus, and 
Nordstrom ordered employees 
to take a mandatory leave of 
absence. 

• Closures of stores leading to 
soft sales, those will a strong 
online presence will win

Apparel/Beauty/Mal
ls
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Online Retail Audit | Retailers Captured

Mass Grocery Drug Specialty

21



Top Online Trends Arising From COIVD-19

How retailers are utilizing their platform

Offers That Are Tailored To The 
Shift In Daily Routines

Curated Selections To Keep 
Consumers Busy

Providing Consumers With Updated 
Information and Safety Measures

• Work and Fitness is something you do, not 

somewhere you go. Consumers are forced to 

adapt their schedules to be able to continue 

their lives at home. Retailers are curating offers 

to help adjust your living space into a 

multifunctional space.

• Winner: Walmart

• Consumers are looking for easy shopping 

solutions to find exactly what they need to 

keep their families entertained. Retailers are 

marketing activities to do while practicing safe 

social distancing

• Winner: Barnes & Noble 

• In a time of heightened stress and anxiety, 

retailers have been using their platform as a 

medium for consumers to get the critical 

information they need to know about staying 

safe and healthy

• Winners: CVS and Walgreens
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COVID-19 Competitor Overview | March 2020
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Mass Grocery Drug Specialty

• Transparent information 
about steps the retailers 
are taking to ensure the 
safety of their 
customers while 
shopping

• Catering their marketing 
efforts to the new 
lifestyles consumers are 
facing

• Variety of products 
available; consumers are 
able to get everything 
they need in one trip

• These employees are now 
seen as essential workers 
and are on the front line of 
keeping our economy 
going.

• Many grocery chains have 
designated early hours to 
those with compromised 
health issues or healthcare 
workers to show their 
support and concern of 
their health

• Drug store websites 
have become a trusted 
and reliable source for 
updated information 
regarding COVID-19 by 
utilizing published 
information from the 
CDC and WHO

• With the need for 
consumers to refill 
prescriptions or pick up 
cold and flu meds, drug 
stores have been 
offering home delivery 
services for these items

• Specialty stores are 
where consumers have 
turned to for activities 
to keep them and their 
families busy while 
staying indoors.

• Many specialty retailers 
are offering curated 
selection of items such 
as kid friendly crafts 
with tutorials or 
cookbooks teaching 
your kids how to cook.

• Increase staffing to 
support curbside pickup 
as well as partnering 
with more home 
delivery services such as 
Shipt, GoPuff, Instacart, 
Burpy and FreshDirect.

• Meal kit deliveries-
similar to Hello Fresh, 
grocery chains could 
offer preselected meal 
options to send to your 
home.

• Curating an emergency 
med kit with a variety of 
items one may need if 
they begin to 
experience symptoms

• Partnering with online 
influencers to inspire 
the consumer on their 
next activity
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Where Target & Vendors Can Win

1 2 3 4

Offer Ideas and Tips For 
At Home Activities

Many retailers are promoting 
blogs and activities they can do 

at home with items they can 
purchase in store or online. 

Opportunity for vendors to 
partner with influencers that 

families turn to when they are 
looking for their next craft, game, 

book, etc. 

Promote Ways To Bring 
Your Daily Routine To Your 

Home

Putting a larger focus on 
creating multifunctional 

spaces at home for activities 
they once did elsewhere. 

Whether that be a new office 
space, an at home gym, or a 

fully equipped kitchen.

Opportunity for vendors/ 
Target to create small essential 
assortments so that consumers 
can get everything they would 

need in one place. 

Help The Consumer Stay 
Healthy By Offering Tips For 

Cleaning and Hygiene 

Many drug stores have put a 
focus on educating the consumer 

on the virus and how to keep 
their families healthy and safe. 
Target could implement similar 

ideas to their website.

Opportunity for vendors to offer 
online infomercials or utilize 

connecting with their consumers 
via social platforms and email to 
educate them on best practices 

to optimize the use of their 
products

Provide Resources To 
Parents Who Have Become 

Teachers To Their Kids

Schools across the nation have 
closed, forcing parents to jump into 
the new role of educating their kids 
from home. Parents are having to 
juggle work and kids, having ready 
to go lessons and activities could 

offer relief to parents struggling to 
keep the kids busy.

Opportunity for Target to curate 
bundles of items for various subjects 

that include preplanned lessons. 
Partnerships could arise between 

influences and teacher organizations 


