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EXECUTIVE SUMMARY
America (and the world) is facing a crisis unlike any, that has impacted us on multiple levels.  Over 95% of Americans 
were under lockdown, over 30 million have filed for unemployment, consumer confidence is down 29 pts since the 
beginning of the year and at least one in three Americans believe the virus will have a dramatic impact on their 
personal finances.  Needless to say, this has and will have impacted brands and their businesses significantly as we get 
through this.
This document is about looking forward as America recovers.  It provides a preview into what is to come based on 
an analysis of other markets further ahead of us in dealing with the virus progression, and an assessment of consumer 
behaviors and sentiments in our market. 
The net takeaway: 
America has always been a nation of paradoxes. This moment in time promises to be no different.  Rather than a 
universal answer, we predict America will lean into its differences: America, we posit, will resolve through a series of 
paradoxical behaviors:

BRANDS WILL NEED TO ADAPT AND EVOLVE ACROSS THREE KEY DIMENSIONS:

1. BUSINESS / OPERATIONAL:

PLAY LOCALLY, AS THE NATION AS A WHOLE WILL AWAKEN IN PARTS 
PICK A LANE, UNLESS YOU CAN SERVE BOTH SIDES (AND DEPENDING ON THE SIZE OF THE OPPORTUNITY) 

2. COMMUNICATIONS & MEDIA:
RECOGNIZE PEOPLE’S DIFFERENCES, BUT HIGHLIGHT UNIVERSALITIES IN SERVING CONSUMER NEEDS
WHEN IT COMES TO MEDIA SPEND, OVERINVEST, IF YOU CAN; TRY TO AVOID GOING DARK

3. BRAND:
LEAD WITH PURPOSE, BUILD TRUST, AND HAVE A STRONG POINT OF VIEW

READ AHEAD TO EXAMINE THE IMPACT OF COVID-19 AND PREPARE 
FOR PARADOX IN A POST-COVID-19 AMERICA.

PERSONAL 
PARADOX

A Fear of Going 
Out vs. You Only 

Live Once Mindset

Conscious 
Consumption vs. 

Revenge Spending

SOCIAL 
PARADOX
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Space vs. New Ways 

to Connect

Nostalgia vs. Digital 
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ECONOMIC 
PARADOX

TECHNOLOGY 
PARADOX



AMERICA 
IN LOCKDOWN

AMERICA IS STILL ON ACTIVE COVID-19 RESPONSE, THEREBY IMPACTING THE ECONOMY
Americans have been social distancing, businesses have shuttered, and America is operating on essentials.   
We are seeing impacts on macro and micro levels as a result of this: 
 

AND WHILE THE PANDEMIC MAY BE UNIVERSAL, THE VIEWS AND EXPERIENCES OF AMERICANS 
HAVE BEEN VARIED

 ○ Americans over 85 make up the largest portion of coronavirus cases(3)

 ○ Ethnic minorities are dying at a higher rate (e.g. in New York)

 
AGE-ADJUSTED RATES OF LAB CONFIRMED COVID-19*

MACRO IMPACT 
 ○ Initial containment measures result in -25% in 

US GDP(1)

 ○ 26 million Americans filed for unemployment 
in April 2020(2)

MICRO IMPACT
 ○ 30% of US consumers think the virus will have 

a dramatic impact on their personal finances (GWI)

 ○ Consumer Confidence is down by 29pts in April vs. 
Jan 2020 (Univ. Michigan)

AMERICA IS STILL ON 
ACTIVE COVID-19 
RESPONSE
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Age-adjusted rates of 
lab confirmed COVID-19 
non-hospitalized cases, 
estimated non-fatal 
hospitalized cases, and 
patients known to have 
died per 100,000 by race/
ethnicity group as of 
April 16, 2020.

Black/African 
American

Non-hospitalized Non-fatal hospitalized Know to have died

Hispanic/Latino

White

Asian

* Age-adjusted case rate per 100,000

335.5 271.7 92.3

271.6 198.6 74.3

190.4 114.5 45.2

95.1 82.2 34.5



1. Not everyone can work remotely; African-American and Hispanic/Latino workers are 
disproportionately affected

WORKERS WHO CAN TELECOMMUTE

Source:  U.S. Bureau of Labor Statistics

2. Women make up the majority of essential workers, and represent 73% of healthcare workers who 
have been infected with COVID-19

3. 47% of middle class parents said they felt confident about homeschooling vs. 37% of working class 
parents(5)

ON A BUSINESS LEVEL, MULTIPLE CATEGORIES HAVE BEEN AFFECTED, 
WHILE SOME HAVE FLOURISHED 
(GroupM COVID-19 US IMPACT Vol.4, US Dept. of Commerce, NYT)

CONSUMERS ARE CUTTING BACK IN MANY CATEGORIES, BUT SPENDING MORE IN OTHERS

THROUGH ALL THIS, BRANDS HAVE BEEN ABLE TO ENDURE BY:

1. BECOMING PART OF THE SOLUTION
 ○ 60% of respondents said they are currently turning to brands that they trust (Edelman)

 ○ 37% have already started using a new brand because of the innovative or compassionate way 
that it has responded

2. HAVING BRAND-LED COMMS
Companies that performed best during the last downturn focused on long-term strategy i.e. avoided 
over-discounting, brand-led comms (BCG)

 ○ System 1 released their findings on the effectiveness of advertising during an economic downturn 
which are consistent with a facial coding study by Realeyes Score
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CLOTHING, HOME FURNISHINGS, AND  
RESTAURANTS & BARS ARE THE MOST NEGATIVELY 

IMPACTED RETAIL CATEGORIES

FOOD & BEVERAGE STORES, GENERAL MERCHANDISE, 
AND HEALTH & PERSONAL CARE STORES ARE THE  

MOST POSITIVELY IMPACTED CATEGORIES

ADS THAT CONNECTED WELL WITH AUDIENCES
ads using established brand characters 
or campaign scenarios (fluent devices) 
ads showing human connection and 

‘betweenness,’ and exhibiting self-awareness 
ads with a connection to place and 

community ads set in the past

ADS THAT CONNECTED LESS WITH AUDIENCES
‘hard sell’ ads, directly focusing on price 

and promotions ads focusing on things over 
people ads that are highly rhythmic ads reliant 

on on-screen words ads that are aggressive, 
competitive or focused on performance 

and ads that indulge vanity

Black or African American

Hispanic or Latino

White

Asian
0% 60%20% 80%40% 100%

MARCH RETAIL SALES, BY SECTOR-NEGATIVE GROWTH
(change from previous month)

MARCH RETAIL SALES, BY SECTOR-POSITIVE GROWTH
(change from previous month)

-50.5%
Clothing &  
accessories  

store

-26.5%
Food services & 
drinking places

-25.6%
Motor vehicles  
& part dealers

-15.1%
Electronic & 
appliance 

stores

-17.2%
Gasoline 
stations

-8.7%
Total retail & 
food services

-23.3%
Sports, hobbies, 

instruments, 
bookstores

-26.8%
Furniture & home 
furnishing store

-14.3%
Miscellaneous 
store retailers +25.6%

Food & beverage 
stores

+6.4%
General 

merchandise 
stores

+4.3%
Health &  

personal care

+1.3%
Building 

& garden 
equip

+3.1%
Non-store 
retailers
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3. MAINTAINING SPEND / NOT GOING DARK
 ○ Reducing media presence can erode brand health: 60% of brands ‘going dark’ decline on at 

least one key brand metric (Kantar/WARC)

 ○ Maximizing opportunities based on media shifts, e.g. increased digital, TV, and gaming

4.  ALIGNING PRODUCT OFFERS WITH CONSUMER NEEDS AND BEHAVIORS

Brands have adjusted their products and messaging to fit consumer needs during the pandemic:

total TV 
usage YoY

internet connected 
devices YoY

video game 
console YoY

adidas up-
weighted their 
fitness-at-home 
efforts using their 
brand ambas-
sadors to rally 
everyone and 
be part of the 
#hometeam

UberEATS enabled contactless delivery to 
serve consumers whilst maintaining safety

+24.8% +84.4% +45.8%



POST-COVID 19 
WHAT HAPPENS AFTER
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WE WILL HAVE TO CONTINUE TO KEEP AN EYE ON KEY INDICATORS THAT WILL REVEAL THAT LOCKDOWN 
MEASURES WILL EASE IN THE US. FOR EXAMPLE:

1. HEALTH: STEADY AND SUSTAINED DECREASES IN CASES AND HOSPITALIZATIONS. DEMONSTRATED CAPACITY FOR HEALTH 
SERVICES TO COPE WITH DEMAND. POSSIBILITY OF VACCINES AND MEDICATION IN THE PIPELINE

2. ECONOMY: STABILIZATION OF MAJOR GLOBAL STOCK MARKETS. DECREASE IN THE NUMBER OF AMERICANS APPLYING FOR 
UNEMPLOYMENT BENEFITS

3. LABOR: LIFTING OF REMOTE WORK AND WFH POLICIES FOR INDUSTRIES PREVIOUSLY DEEMED NON-ESSENTIAL.  INCREASE IN THE 
NUMBER OF HOURS WORKED PER WEEK AND IN OVERALL PRODUCTION LEVELS. 

4. TRAVEL: RECOVERY IN BUSINESS TRAVEL ACTIVITY AND AN INCREASE IN DOMESTIC FLIGHTS. LIFTING OF INTERNATIONAL TRAVEL 
BANS AND INCREASED AUTOMOTIVE OR PUBLIC TRANSPORTATION USAGE

THAT SAID, ONE THING IS CLEAR:
THERE IS NO UNIVERSAL RECOVERY SCENARIO

DIFFERENT CATEGORIES ARE BOUND TO SEE VARYING LEVELS OF RECOVERY SPEED

SPENDING DECREASED  
/ CANCELED

LESS AFFECTED BY THE EPIDEMIC / 
ALMOST UNCHANGED SPENDING INCREASED

(E
XP
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E 
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EM
IC



7

DIFFERENT STATES ARE ON DIFFERENT TIMELINES (The New York Times interactive map)

RECOVERY WILL COME IN FITS AND STARTS
 ○ Businesses where infections spread may be subject to rolling closures and many will be forced to operate under new 

restrictions, mandating masks and limits on consumers (The Atlantic)

 ○ Mass social events will likely either persist in watered down form, or else be converted entirely into digital-only events, notably 
the Democratic National Convention, which has already been delayed (CNN)

AND BECAUSE AMERICA IS SO DIVERSE, EAGERNESS TO NORMALIZE VARIES ACROSS GROUPS (GALLUP)
 ○ 71% of Americans want to wait and see what happens before resuming normal activities
 ○ But some groups are more eager than others:

 ○ Republicans (31%) are ready to return to normal immediately vs. Democrats (11%)
 ○ Men are more eager to return to normal vs. women
 ○ Gen Z and Boomers want their lives back 
 ○ Suburban and rural folks want to resume sooner than city-dwellers

 ○ Different generations are also demonstrating different online shopping behaviors, which suggests a varied pace of recovery 
by generation (McKinsey)

THESE DIFFERENCES WILL GIVE RISE TO A PARADOX OF CONSUMER BEHAVIORS AFTER LOCKDOWN. THE FOUR KEY PARADOXES:

PERSONAL 
PARADOX

A Fear of Going 
Out vs. You Only 
Live Once Mindset

Conscious 
Consumption vs. 

Revenge Spending

SOCIAL 
PARADOX

A Rise of Safe 
Personal Space 

vs. New Ways 
to Connect

Nostalgia vs. Digital 
Acceleration

ECONOMIC 
PARADOX

TECHNOLOGY 
PARADOX

NEW REPORTED CASES  
BY DAY IN NEW YORK

NEW REPORTED CASES  
BY DAY IN CALIFORNIA

NEW REPORTED CASES  
BY DAY IN WASHINGTON
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PERSONAL PARADOX: 
FOGO VS. YOLO
While a lingering fear of going out (FOGO) will fuel the stay-at-home economy even beyond the 
outbreak, there are other consumers who can’t wait to get out and resume normal activity with a 
“you only live once” (YOLO) mindset.

STAY-AT-HOME ECONOMY FUELED BY FOGO (FEAR OF GOING OUT)
 ○ 66% of Americans are worried about themselves or someone in their families becoming 

infected (AP-NORC)

 ○ ~3 in 4 of US consumers want to wait to see what happens with COVID-19 before returning to 
normal activities due to fear of infection 

 ○ 44% of Americans say they will attend fewer large public events after the outbreak ends (including sports and concerts); this 
number is even higher for indoor venues

 ○ eCommerce continues to drive the stay-at-home economy. Whilst health, wellness, and consumer 
protection have increased, most consumers still rely on food and grocery deliveries until the coast is 
completely clear. 

Copyright @2000 The Nielsen Company, LLC

NEW MEDIA CONSUMPTION HABITS ARE ALSO LIKELY TO PERSIST AFTER LOCKDOWN:

As of March 11, 2020 
Source: Alibaba Research

PERSONAL 
PARADOX

NECESSITIES FOR CUSTOMERS 
TO STAY AT HOME

UK AND US, MEDIA HABITS AFTER COVID-19 
PLAN TO CONTINUE TO DO SO AFTER OUTBREAK, % WHO ARE CONSUMING MORE

STAY AT HOME ECONOMY
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While the pandemic has had disastrous effects on categories like travel and retail, categories like grocery delivery, home fitness, 
and gaming tech are benefitting from the stay at home economy.

 ○ Gaming platforms like Twitch (+10%) and YouTube Gaming (+15%) have seen large traffic increases during the pandemic 
(Statista)

 ○ Home grocery delivery service Instacart has seen a 150% increase in sales since the COVID-19 crisis hit (ABC News)

 ○ 21% of Adults have used a food delivery service as a result of the pandemic (Pew Research Center)

 ○ Video conferencing apps have skyrocketed: Zoom went from 10MM users in December to over 200MM in March/April; 
Houseparty added 50MM in the past month

Industries likely to benefit: 
food, groceries, delivery sector, fitness and athleisure, gaming, tech

Industries likely to benefit: 
travel (airlines, public transportation i.e. trains, auto), hotels, restaurants, 
beauty and treatment

YOLO AFTER LOCKDOWN
 ○ On the other side of the coin, are those consumers who have been yearning to get out, dreaming of 

what they’ll do as soon as they’re allowed to, and who want to maximize life after lockdown – those who 
embody the ‘You Only Live Once’ mindset.

PAMPERING, EATING OUT, AND NIGHTS OUT WITH FRIENDS ARE THE TOP ACTIVITES 
CONSUMERS LOOK FORWARD TO WHEN LOCKDOWN IS OVER

 ○ Domestic Travel is on the list 
 ○ 17% of US consumers plan to travel domestically after the outbreak (vs. 25% GenZ) (GWI)

 ○ The same trend is seen in China: 77% of Chinese consumers said they would prefer a domestic destination for their first post-
epidemic trip (CNN)

 ○ People are looking for inspirational content while curating consumption of Covid-related news
 ○ 61% of Americans are looking for fact-checked content to help people cope with the outbreak (GWI)

 ○ 29% of Americans are looking for positive and feel-good stories about reactions to coronavirus (GWI)

 ○ The YOLO mindset will drive activity in categories like travel, dining, and luxury
 ○ 22% of Americans would feel comfortable dining out during the outbreak (Pew Social Trends)

 ○ The pandemic has driven many beauty sales online with 90% of transactions occurring digitally (WWD)
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 ○ The new focus on health will benefit cleaning categories and CPG brands that can speak to consumers’ newfound 
focus on cleanliness. (Kantar)

“PRODUCTS THAT MITIGATE RISKS OF CONTAMINATION BY UTILIZING 
TOUCHLESS FORMATS AND OFFER EXTENDED SHELF LIFE TO CONSUMERS 
RATIONING SUPPLIES AND/OR UNABLE TO OBTAIN ALTERNATIVES WILL STAND 
OUT AS BEING SAFE AND DEPENDABLE.” - MINTEL

Industries likely to benefit: 
CPG (household cleaning items), cleaning
products and technology, auto, pharma, ‘clean’ fashion & beauty

SOCIAL PARADOX: 
RISE OF SAFE PERSONAL SPACE VS. 
HYPERCONNECTED COMMUNITIES SOCIAL 

PARADOX

PERSONAL SAFE SPACE
 ○ People will prioritize their health and safety in public spaces after lockdown
 ○ Increased demand for new vehicles as distrust in public transportation and ride-sharing are prevalent
 ○ In China, +72% purchase intention of cars to decrease risk of infection, -30% in usage of public 

transportation - (iResearch)

 ○ In the US, +300% in “should I buy a car now” in search trends (Google)

 ○ 19% US Consumers (26% millennials) plan to prioritize buying Insurance right after the outbreak (GWI)

 ○ There will be increased demand for occupational health
 ○ Consumption habits will be heavily influenced by a product’s cleanliness

While consumers will remain wary of close contact and continue to prioritize safe personal space for 
some time, new connections – and new forms of connection – that arose during the pandemic will 
persist into the new normal.
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 ○ Brands need to move to address consumers’ desire to see them play an active role in the crisis; brands will benefit from a 
strong comms and social strategy in the long run (AdAge)

NEW WAYS TO CONNECT & NEW COMMUNITIES

Industries likely to benefit: 
tech (comms, messaging, social), writing instruments

 ○ Consumers claim to have stronger 
connections as they navigate the new 
normal, mainly enabled by technology

 ○ Neighbors have come closer and more 
united and brands have celebrated these 
connections

 ○ Altruism as social currency: Social media 
has been flooded with displays of 
community support and people caring for 
others in various ways (see: New Yorkers 
clapping at 7PM for healthcare workers; 
people leaving toys for kids and face masks 
for those in need in their neighborhoods; 
birthday parades and ‘front porch block 
parties’)



ECONOMIC PARADOX: 
CONSCIOUS CONSUMPTION 
VS. REVENGE SPENDING

CONSCIOUS CONSUMPTION
 ○ Overt display of wealth is being 

frowned upon, which may shift to 
more of a private manifestation 
(anonymous donations, etc.): A 
provision in the CARES Act lifts 
the cap on tax-free charitable 
donations, opening the door for 
large-scale donations to help 
relief efforts.

 ○ 53% of Americans want to be mindful of how they spend their money during this time (McKinsey)

 ○ 52% of U.S. consumers believe their personal/household finances will be impacted for 4+ months
 ○ 45% of Americans are spending less or trying to cut back, but spending behavior varies by generation by region (Horizon 

Consumer Science)

 ○ Categories viewed as essential are benefitting from the change in consumer behavior, with 72% of Americans now 
expecting to purchase household items online (CNBC)

 ○ Charitable organizations have also benefitted from an outpouring of support, with global donations reaching 7.8 billion 
USD during the week of April 13th (LATimes)

 ○ Insurance companies have also benefitted, with the online life insurance agency Fabric seeing a 50% month over month 
rise in applications in March 2020 (BI)

Industries likely to benefit: 
Banking, essentials (food, household items, medicine), insurance, charitable organizations

ECONOMIC 
PARADOX

While over half of American consumers are being mindful of how they spend their money at this 
time, others are looking to rebound quickly and even overcompensate with “revenge spending”

12
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 ○ Some industries are projected to take longer to recover from the pandemic, with categories like travel and dining looking to 
recover in the long-term (Kantar)

 ○ Tech and gadgets seem to show promise of growth  ○ Consumers aren’t just spending on lavish goods, but they 
plan to upgrade necessities after lockdown 

REVENGE SPENDING CATALYZED
 ○ Revenge spending, or the propensity for people to overcompensate for a period of not spending at all, has an underlying 

psychological reason

 ○ Revenge spending is trending in China. Shopping-starved consumers have come out of quarantine and overcompensate by 
making more purchases than normal. However, they are allegedly not enough to save industries

 ○ Luxury
 ○ Luxury stores like Hangzhou Tower mall opened for five hours on February 22 and achieved more sales than on the same 

date a year ago
 ○ A Hermes boutique that just reopened in China generated $2.7 million in sales in one day

“AFTER A PERIOD OF CRISIS, THE REBOUND SPENDING IS ABOUT IDENTITY-
BUILDING AND SHOWING THE WORLD THAT YOU ARE IN A GOOD PLACE” - 
CHRIS GRAY, PSY.D., BUYCOLOGY

Industries likely to benefit: 
luxury goods, beauty, retail, some service industries i.e. spas, banking /  
credit cards, tech, boutique healthcare, insurance

Source:  The Nielsen CompanySource:  The Nielsen Company

AREAS WHERE CUSTOMERS TEND TO  
SPEND MORE IN THE FUTURE

TECHNOLOGICAL PRODUCTS CUSTOMERS  
PLAN TO BUY IN THE FUTURE
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Homecrafts and DIY activities have increased during the pandemic and this figures to have a long term positive impact 
on many of these categories (MSNBC)

 BACK TO BASICS AND NOSTALGIA
 ○ Nostalgia is powerful in times of uncertainty: “When it comes to boosting brand sales in tough times, 

nostalgia is the new ‘new’”- Stephen Foley
 ○ 4x direct positive impact on brand attachment for brands (nostalgic vs. futuristic themes) - 

(Brand Nostalgia and Consumers Relationships)

The DIY trend will likely 
overspill as it has enabled 
people to upskill and also 
appreciate the basics

 ○ +900% increase in 
search trends

 ○ People have made 
use of their time to 
work on DIY projects

TECHNOLOGY 
PARADOX

Industries likely to benefit: 
CPG, retail, fashion, hardware and handicrafts

TECHNOLOGY PARADOX: 
NOSTALGIA VS. 
DIGITAL ACCELERATION
While there is a strong pull towards nostalgia and a “back to basics” mentality, our new at-home 
reality has also accelerated cross-category shifts into the digital realm
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Industries likely to benefit: 
CPG, retail, food and groceries, delivery service

DIGITAL SHIFTS AND ACCELERATION

New shopping habits have emerged from the crisis and are likely to shape digital shifts (Kantar)

 ○ Likelihood of increased channel usage after the pandemic as seen in China
 ○ 42% Integrated eCommerce platforms
 ○ 31% New retail experience store
 ○ 30% Vertical eCommerce website/ APP
 ○ 27% Social eCommerce

 ○ Many categories – CPG, food & groceries, and delivery services - that have seen their business model shift towards 
the digital will see a slow return to activity once the lockdown is lifted (Kantar)

BOOMERS AND FEMALES 
ARE LIKELY TO DRIVE 
ECOMMERCE GROWTH 
IN THE US



PREPARING 
FOR PARADOX
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GIVEN ALL THIS, HOW CAN BRANDS PREPARE FOR PARADOX IN POST-LOCKDOWN AMERICA?
There is no universal scenario, and thus there can’t be a universal solution.  But there are some common ways in 
which brands should prepare.

BRANDS WILL NEED TO ADAPT AND EVOLVE ACROSS THREE KEY DIMENSIONS:

1. BUSINESS / OPERATIONAL:
Lean into consumer excitement about getting back to “normal” activities - while reassuring consumers about safety and 
enabling at-home consumption + accessibility where possible

 ○ Play locally, as the nation at whole will awaken in parts 
 ○ Don’t wait for a universal opening, be open and ready to operate regionally/locally based of when markets open up

 ○ Pick a lane, unless you can serve both sides (and depending on the size of the opportunity)
 ○ Find your sweet spot in terms of playing into these paradoxes, but do it with the ethical/health ramifications of the 

consumers and employees in mind

2. COMMUNICATIONS & MEDIA:
Highlight your attention to consumer needs while reinforcing your brand purpose, personality, reliability, and relatability

 ○ Recognize people’s differences, but highlight universalities in serving consumer needs
 ○ While opening up for business, ensure that your messaging is paying attention to the differences in opinions of the 

consumers based on their demos and beliefs
 ○ When it comes to media spend, overinvest, if you can; try to avoid going dark

 ○ While difficult, the opportunity cost of going dark for the brand may be higher, and brand equity may be difficult to get 
back.  The connections brands can make during this time of crisis have a lot of benefits both in short term and longer term

3. BRAND:
Lead with purpose and lead with trust

 ○ Position yourself as a brand that has been and will continue to be there for your customers, while reinforcing that you are 
always innovating and improving.

 ○ The more utilitarian your brand is in this time of need, the stronger the impact. It is also essential to be positive and bring a 
lighter side to life to brighten people’s emotions during this time
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PREPARING FOR A PARADOX: POST COVID-19 AMERICA 

1 

Paradoxes Business Brand Comms & Media 

PE
RS

O
N

A
L 

FOGO 

o Capture or generate 
demand but facilitate ease 
of fulfillment (e.g. online 
purchase to delivery) 

o Create new offerings that 
can be consumed/engaged 
with from home 

o Reinforce power & 
trustworthiness of brand. 

o For legacy brands, dial up 
heritage and reliability 
throughout time. 

o For emerging brands, tell 
your story focusing on 
consumer needs 

o Align with stay-at-home 
consumption habits and help 
facilitate new lifestyles 

o Reinforce trust + accessibility 
through messaging 

YOLO 
 
 
 
 
Note: Keep 
priority 
on safety – be 
careful leaning 
too much into 
YOLO 

o Ignite category excitement 
by showcasing products in 
new ways 

o Create new offerings that 
celebrate / help people 
celebrate life after lockdown 

o Highlight brand personality to 
inspire consumers 

o Be in places of inspiration 
and ride on lockdown trends 
i.e. bucket lists 

o Be unexpected in 
‘mundane’ places by 
injecting positivity and utility. 
Reinvigorate standard 
channel selection 

SO
C

IA
L 

Personal 
Space 

o Reinforce quality and safety 
in both offering and 
fulfillment 

o Where relevant, implement 
new cleaning processes and 
procedures 

o Emphasize reliability and 
personalization 

o Establish brand as valuing 
R&D and following experts 

o Position yourself as a 
transparent brand – 
transparent about your 
brand values, operations, 
etc. 

o Instill sense of control and 
safety 

o Keep in mind new “health 
safety” concerns, not just 
physical safety 

o Align with trusted + credible 
sources 

o Digital importance as 
consumers look for validation 

 

New Ways 
to Connect 

o Focus on accessibility and 
community of users  

o Create or lean into organic 
communities around the 
brand/product 

o Dial up solution to new social 
challenges 

o Highlight the role brand plays 
in society and in local 
communities 

o Highlight opportunities for 
social engagement 

o Establish new communities + 
authentic ways for 
consumers to engage with 
the brand + to connect with 
one another 

o Allow for community 
response and interaction 

Here are some more detailed thought-starters to utilize in brainstorming your approach for your brands:

PARADOXICAL DIMENSIONS | GENERAL OVERVIEW
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PREPARING FOR A PARADOX: POST COVID-19 AMERICA 

2 

Paradoxes Business Brand Comms & Media 

EC
O

N
O

M
IC

 

Conscious 
Consumption 

o Highlight products as 
solutions to consumer 
challenges. 

o Where possible, make your 
brand and your products 
“essential” to daily life 

o Acknowledge consumer 
challenges and position 
brand as supportive in 
unlocking solutions. 

o Position brand as essential to 
getting back to "normal” 

o Be a relatable brand – a 
brand for everyone 

o Communicate with 
authenticity and spark hope 
for better days  

o Be in solutions-driven 
environments 

o Communicate with empathy 
+ relatability 

o Highlight simple pleasures (vs. 
Indulgences) 

Revenge 
Spending 

o Facilitate ease of shopping 
and feature a rewarding 
brand experience whether 
online or in-store 

o Provide aspirational + 
indulgent experiences to 
counter lockdown restraint  

o Dial up psychological 
rewards and brand strength 
to convince prospects that 
you’re worth it as reward 

o Position yourself as 
aspirational or indulgent – 
even if it’s just simple 
pleasures 

o Be the brand that surprises + 
delights 

o Highlight hope, positivity, and 
simple pleasures and seed 
assets in inspiring 
environments including 
commercial platforms  

o Surprise + delight consumers 

o Provide + align with moments 
of positivity 

TE
C

HN
O

LO
G

Y 

Nostalgia 

o Strengthen core product 
offering, accessibility, and 
reliability 

o Focus on history and linkage 
to consumer moments 

o Show that you are a reliable 
brand that has been and will 
continue to be there 

o Reminders of trust, reliability, 
comfort, and authenticity 

o Align to trusted environments 
and contexts that evoke 
nostalgia and comfort 

Digital 
Acceleration 

o Invest in innovation and 
future-forward thinking 

o Elevate differentiation and 
uniqueness 

o Reinforce your brand as 
being on the cutting edge 
and always innovating + 
improving 

o Spark feelings of new and 
different 

o Show up in unexpected and 
innovative ways 

o Focus on speed and access 
over perfection 

 

PARADOXICAL DIMENSIONS | GENERAL OVERVIEW (CONT’D)


