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Consumers Face Restricted Living for 
the Foreseeable Future

Not All Sectors Will Be Impacted 
Equally by the Crisis

Strategic Investment of Marketing 
Resources Matters for Recovery

• More screen time. With social distancing, consumers 
are avoiding public spaces and turning to their digital 
devices to shop, engage, and be entertained, 
increasing expectations for brands to meet them 
online.

• Changing needs. Uncertain supply chains and 
restricted living is leading consumers to stock up on 
essentials along with discretionary products that can 
make being homebound more manageable.

• Restricted access. National and local bans on travel 
and social gatherings are heavily impacting the 
tourism and hospitality industries, with consumers 
deferring trips and opting for virtual services and 
delivered products.

• Social mandates. As consumers prepare for 
increasingly restricted living, non-discretionary goods 
are prioritized, and consumers are looking to digital 
platforms to access needed staples.

• Critical efficiencies. Threats to the marketing budget 
mean it is essential to find ways of streamlining 
marketing’s efficiency and reallocating resources to 
customer-focused investments.

• A new normal. By investing in social listening and 
adapting to changing consumer needs, brands can 
not only stay relevant in a difficult market, but also be a 
part of establishing the new normal with a leg up on 
post-recession growth.

≠

Source: Simon Data analysis.

q Go digital. Turn any gaps in service from restricted living into new go-to-market opportunities by leveraging existing and new-in-kind digital platforms.
q Follow consumers. Leverage changing consumer needs and preferences as strategic indicators for marketing and product investments.
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• Impact Areas. Exploring 
inevitable areas of our 
businesses impacted by the 
progression COVID-19. 

• Macro Projections. Exploring 
current and projected scenarios 
of macro-economic activity. 

• Industry Projections. Focusing 
analytics on current and 
projected state of consumer 
spending in individual verticals.

• Industry Coverage:

• Travel, Leisure & 
Hospitality

• Retail (Discretionary)

• Retail (Non-
discretionary)

• Financial Services

• Consumer Context. Assessing 
current consumer behaviors, 
attitudes, and risks to consider 
in managing vertical-specific 
marketing plans.

• Engagement Guidelines. 
Sharing must- and should-do 
engagement strategies to 
meet customers’ changing 
needs and tap into key market 
opportunities.

• Best-in-class Investments. 
Leveraging lessons learned from 
past financial crises and future-
focused tactics to boost 
likelihood of short- and long-
term viability.

• Return on Prep. Identifying core 
ways Marketing can enable long 
term success with appropriate 
planning.



How COVID-19 Is Affecting Consumers 
and the Market



The Inevitable Impact of COVID-19
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Unique & Volatile, but Not Impossible. The current social, political, and economic circumstances stemming from COVID-19 are without precedent in the last century, leaving 
marketers and businesses in uncharted waters. However, brands and marketers have a unique and valuable role to play helping consumers adapt to the realities of restricted 
living. Indeed, with proper preparation and understanding of critical dynamics, innovative and proactive marketers can positively shape the outcomes for their businesses and 
customers alike.

Consumer Behavior Shifts During a Pandemic - Current Status: Restricted Living

Customers Marketing Operations Company/Organization

• Changing Needs/Preferences. As daily-routines 
change, so do product needs and overall media 
consumption.

• Altered Segments. With economic volatility 
comes meaningful shifts in existing market 
segments.

Notable Impacts Across Marketing’s Day-to-Day

• Core Capabilities. Illness brings risk of critical 
skill and delivery gaps. 

• Reactive Bias. Change often sparks 
reactionary activities, preventing Marketing 
from staying on strategy.

• Digitization. As consumers go online, Marketing 
is called to deliver.

• Inventory. Supply chains are globally disrupted 
affecting ability to provide customers with 
goods/services.

• Budget Pressure. Unplanned reallocation of 
budget to meet operational needs.

Proactive Health-
Minded Buying1 Reactive Health-

Minded Buying2 Pantry 
Preparation3 Quarantined 

Living Prep4 Restricted 
Living5 Living A New 

Normal6
Consumer Behavior Shifts

COVID-19 Milestones

• Products for overall 
health maintenance

• Minimal localized 
cases

• Products essential for 
virus containment

• First local 
transmission

• Pantry stockpiling; 
health/safety; 
growing baskets

• Multiple local cases; 
deaths

• Online shopping; 
fewer store visits; 
strains on supply

• Local emergency 
actions

• Rare store visits; e-
fulfillment limited; 
pricing concerns

• Mass cases; Lock 
down

• Back to routine; 
lasting shifts to 
behaviors

• Quarantines lift 
beyond hotspots

Source: Simon Data analysis; Nielsen, 2020.

Source: Simon Data analysis.

https://www.nielsen.com/us/en/insights/article/2020/key-consumer-behavior-thresholds-identified-as-the-coronavirus-outbreak-evolves/


Restricted Living Will Have Big Economic Consequences
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Uneven Impact Across Sectors. The US economy will experience a massive slowdown, especially over the next three months. While the nature of this crisis will disproportionately 
impact consumer spending, the impact will not be even across all sectors, with Travel, Leisure & Hospitality along with Discretionary Retail likely facing the biggest challenges.

Source: Simon Data analysis; Goldman Sachs.
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The Economic Impact of COVID-19 Will Be Massive
US GDP forecast, quarter-over-quarter

A recovery in Q3 will depend on 
dramatic fiscal stimulus, 
containment, of any credit 
defaults, and the success of 
social isolation in limiting 
COVID-19 spread.

These sectors are likely to see the biggest near-term 
impacts, though they could also rebound much faster 
given pent-up demand for experiences following 
restricted living.

Over the near-term consumption of non-
discretionary consumer staples will rise as 
consumers stock up and substitute in-home 
consumption for going out.

Discretionary Retail
Discretionary consumption is likely to decline as 
concerns about income sustainability lead consumers 
to put off unnecessary purchases, however the effect 
will vary across segments.

Despite financial market volatility and decline, financial 
institutions remain strong, and consumers’ need for 
financial services and advice will remain consistent 
during this crisis. 



Market Impact and Guidance: 
Industry at-a-Glance
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• Travel bans. Virus containment initiatives have closed borders and severely curtailed air and ground transportation operations, making it difficult for customers to follow-though 
on booked trips and creating concern and uncertainty about re-scheduling or booking new travel.

• Socially distant, digitally connected. Consumers are turning to digital platforms as a means of accessing restaurants and leisure activities they previously enjoyed. Examples 
include ordering delivery from restaurants, participating in virtual exercise classes, and virtual movie watching parties as they seek to stay connected to their friends, 
communities, and to beat the stress of a disrupted routine.

• Looking beyond. Already some days into quarantine-like measures, many individuals are seeking accessible means of self-care, social interaction, and inspiration for things to 
look forward to once distancing is over – even if there’s little clarity around when that will be.

Reevaluating as-is operations. The travel, leisure and hospitality industries will see a big impact. Spending has fallen due to reduced consumer demand, corporate travel bans, as 
well as mandatory and voluntary closings and cancellations by businesses themselves in effort to minimize the spread of COVID-19. In response, many businesses are encouraging 
customers to move to digital channels that support in-home experiences and consumption wherever possible.

Current Customer Context

Marketing Response: Immediate Actions Marketing Response: Strategic Positioning

q Make it personal. These industries are built on personalization – ensure your 
communications are tailored to the appropriate audiences and enable a continuation of 
the relationship through a personal-touch where it’s otherwise not possible. For example, a 
personalized note about a substitute at-home experience based on past purchases or 
browsing behavior.

q Get into the home. Use digital platforms to enable new in-kind experiences for consumers 
to encourage brand engagement during social distancing such as online ordering with 
delivery, creating community connections, and critical information sharing. Partner where 
necessary to co-facilitate initiatives.

q Enable deferred consumption.  Encourage customers to come back later, rebook, or revisit 
by offering gift cards, deferred/monthly payments, and planning tools that allow them to 
continue engaging with your brand throughout this period.

Source: Simon Data analysis.

q Communicate preparedness. Consumers are anxious about the transfer of 
the virus – lessen their fears by laying out how your company is handling 
sanitation and health across your employees, facilities, and service 
considerations.

q Update cancellation policies. Communicate any updates to your policies 
that need to be made to accommodate cancellations, refunds, and 
rescheduling due to  customer health and safety concerns, or government 
restrictions.

q Go contactless. Fuse technology and new processes as a means of enabling 
business continuity without direct physical contact with customers to be 
socially responsible and help consumers feel safe.



Market Impact: Retail (Discretionary)
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• Social Distancing. Consumers are spending more time online and can spend more time shopping once they’ve finished stocking up on non-discretionary goods, however, 
products not used during extended homestay (hair care, make up, shoes, professional clothes, etc.) will be lower priorities.

• Work & Health. Current consumer trends indicate non-discretionary spend preference on health product and goods that can enable remote work.

• Segment Shifts. The impact of the crisis will be uneven across segments, making it important to tailor messaging based on where discretionary purchases will be more possible.

• Supply & Inventory. Consumers are accustomed to purchasing items followed by quick receipt – however due to supply chain impacts, the ability for brands to deliver on this 
expectation may be difficult.

Spending is down, but not across the board. As virus concerns progress, many consumers are practicing ‘social distancing’ forcing them to engage, work, and shop online. While 
the economic outlook remains uncertain, the financial impact to consumers will vary by segment, and those who are less affected will seek products that enable a sense of 
comfort and self-care in these trying times. 

Current Customer Context

q Share your status. Consumers are anxious about the transfer of the virus –
lessen their fears by laying out how your company is handling sanitation and 
health across your employees, packing, and shipping. 

q Anticipate disruption. Draft any potential communications concerning 
potential supply chain/inventory issues that may arise causing a delay in 
fulfilling your customer’s needs.

q Revisit return policy. Consider any updates to your policies that need to be 
made to accommodate shipping, returns, and refunds to both be flexible in a 
consumer’s changing environment, but also to maintain sanitary conditions 
across your inventory.

Marketing Response: Immediate Actions Marketing Response: Strategic Positioning

q Keep critical relationships. Focus resources on driving continued engagement with your 
existing consumers, especially high-value ones.

q Realign portfolio strategy. Consider how your products can fit into the COVID-19 story, new 
segments, and related consumer needs (e.g. comfort, treat yourself, productivity, 
entertainment, etc.) and reposition your targeted products accordingly. E.g. focus more on 
skin care than cosmetics.

q Leverage digital advocates. Tap into increased social media usage by asking your staff 
and top customers to spread word of mouth about their favorite products and how they 
enable a more comfortable homestay. 

q Prepare for consolidation. As the market tightens, keep tabs competitors in case they fail. 
Continue to build broader brand affinity to encourage displaced customers to become 
loyal to you instead.

Source: Simon Data analysis.
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• Stockpiling. Consumers’ concern and panic over potential shortages sparked stockpiling of non-discretionary items, especially food and health-related goods – leading to 
shortages and irrational buying. Anticipate a slow down in purchases as consumers work through what they have stored.

• In-Home Focus. Consumers are spending more time online and can spend more time shopping once they’ve finished stocking up on non-discretionary goods, however, 
products not used during extended homestay (hair care, make up, shoes, business clothes, etc.) will be lower priorities.

• Special Needs. Some segments of consumers people likely fall into high-need/high-risk categories, requiring safe, reliable access to essential goods and services along with 
contactless delivery given their health status or age.

Sales surge, but likely to slow. As consumers anticipated ‘social distancing’, anxiety and preparation led to stockpiling of non-discretionary items (especially health- and food-
related staples), but high-demand for essential items is likely to slow over the medium term. As consumers shift to staying home and avoiding stores, there is an increased 
reliance on e-commerce and delivery services to meet their needs.

Current Customer Context

q Demonstrate awareness. Consumers are anxious about the transfer of the 
virus and not having reliable access to critical goods. Allay their fears by 
communicating how your company is handling sanitation and health across 
your employees, packing, and shipping, as well as assuring the quality and 
efficacy of products

q Have a fulfillment plan. Make sure that you keep consumers in the loop on 
fulfillment/inventory updates of the most essential items, especially during 
shortages.

q Make policy adjustments. Consider any updates to your policies that need to 
be made to accommodate shipping, returns, and refunds to both be flexible 
in a consumer’s changing environment, but also to maintain sanitary 
conditions across your inventory.

Marketing Response: Immediate Action Marketing Response: Strategic Positioning

q Join the community. Take a socially-minded stance that allows consumers to see how 
you are playing a part in maintaining the social, physical, and economic health of the 
communities you operate in (e.g. create employment opportunities for those recently 
unemployed).

q Tailor your delivery experience. Consider a specialized delivery or service experience for 
higher-risk demographics, giving them safe access to products, such as to request that 
they be left outside the home and be notified of delivery so they can pick them up right 
away.

q Consider marketplace models. Diversify your supply chain by leaning into marketplace 
models that help smaller producers meet demand and support local communities.

q Leverage your footprint. Think about how to leverage physical stores to facilitate an 
expansion of delivery coverage area to expand the markets you can reach. 

Source: Simon Data analysis.
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• Reduced Savings Ability. As employers struggle to stay afloat with reduced demand, significant unemployment is anticipated. This will largely impact account holders’ ability to 
keep money in savings accounts, make investments, and participate in discretionary spending.

• Financial Worry. Consumers fear the loss of their investments, retirement, and personal savings accounts – however, there’s not yet a run on the banks signaling retained trust in 
financial services providers.

• Recency Bias. There may be notable differences in generational responses to the market volatility, with those who were most affected by the financial crisis of 2008-2009 
requiring different coaching and investment options than other groups.

Volatility and concern. With unprecedented market volatility and personal savings on the line, consumers are concerned about what’s next and how to plan for recovery. The fact 
that there are limited historical proxies for market events of this nature further clouds the future, undermining consumer confidence around financial decision-making increasing 
anxiety about their financial futures. 

Current Consumer Context

q Communicate confidence. Consumers are anxious about the state of 
financial affairs and their hard-earned savings they’ve entrusted to you. While 
working within regulatory constraints, provide personalized communications 
that handle top concerns and links to virtual resources and contacts to 
support and reassure them of your institution’s stability.

q Be transparent. Keep customers appraised of the rationale for shifts in 
investment strategy you may be making to accommodate market 
fluctuations.

q Enable contactless support. Consider how to encourage online banking as a 
means of reducing likelihood of transmission and begin shifting long-term 
behaviors to a more scalable digital platform.

Marketing Response: Immediate Actions Marketing Response: Strategic Positioning

q Lean into digital. Take the opportunity to further innovation of digital banking services such 
as virtual investment/robo-advisors, doubling down on virtual resources offering research 
and insights.

q Meet unrecognized needs. Create opportunities for consumers to establish their own level 
of access to personalized financial and market updates by allowing them to turn off or 
enable push notifications if they are stressed by sharp declines impacting their accounts.

q Empower with information.  Double down on offering thoughtful research and insights 
about things that are driving the market to help people feel empowered to feel at ease 
about current circumstances or make decisions about critical changes to meet personal 
objectives. 

Source: Simon Data analysis.



Planning for Recovery



Key Investments for a Quick Recovery
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Source: Simon Data analysis; HBR 2010.

Lessons Learned From Companies Who Thrived

Market Development. Don’t assume your 
customers will remain the same. Invest in 
identifying new needs, preferences, and even 
entirely new use cases and markets for your 
products that can enable more strategic growth 
during and post crisis.

Optimization. Find ways across your team to 
improve process, reduce wasted effort, and 
make smarter decisions for your marketing 
dollars. Understand your market against 
objectives and re-allocate accordingly.

Asset Investment. Consider how you might 
reinvest optimized spend toward digital 
channels and ad space, talented digital 
marketers, and consumer insights. Use these to 
build a resilient marketing team for the new 
normal.

Strategic Direction. The best way to avoid 
inefficiencies is to have a plan and stick to it. No 
tactic-level decisions should be made without 
considering the contribution to the broader 
objective, and everyone should be aligned.

Automation.  Use the platforms you have on 
hand to reduce as much manual labor as 
possible so it can be refocused elsewhere, as 
well as helping you run analyses to make 
smarter decisions against your strategy.

Customer Enablement. Customers are in just as 
much flux with the market as we are. Enable new 
and existing customers to defer purchase, stay 
engaged, and have access to items more 
relevant to their current needs

Marketing Opportunities for Operational Efficiencies

Marketing Opportunities for Investing in New and Existing Business

A study by the Harvard Business School in 2009 analyzed the financial results and strategic shifts made by companies in prior recessions to identify what makes a company more 
likely to succeed or fail due to a crisis. Their research showed that in the 3 years following global recessions, on average, 17% of businesses fail, 40% don’t return to previous 
revenue levels, and only 9% flourish compared to industry peers.

Among companies that flourish, there are two critical success factors:
• Create operational efficiencies. Focus less on lay offs and more on business model cost reductions to enable a quick capture of post-recession opportunities.

• Invest in new and existing business. Use efficiency savings to reinvest in marketing that connects your business to customer needs, facilitating informed R&D that supports 
higher post-recession sales and profits.

https://hbr.org/2010/03/roaring-out-of-recession
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Source: Simon Data analysis.

Immediate Action Checklist: Activities to Mitigate Short-term Impacts

Consumers Marketing Operations Company/Organization

q Prioritize long-term relationships. Identify and 
target high-value customers that are critical to 
retention, balancing short-term actions against 
long-term relationships.

q Listen for change. Enable social listening to keep 
tabs on changing consumer preferences and 
sensitivities and leverage these insights into 
messaging and R&D.

q Evaluate new needs.  Consider changing customer 
needs against your portfolio – some products may 
make more sense and resonate better than others 
given current circumstances (e.g. promoting 
leisurewear vs. business casual apparel).

q Develop new markets. As new use cases for your 
products emerge, consider if you can position them 
for new applications (e.g. aloe vera gel shifting from 
skin care to an ingredient in homemade hand 
sanitizer).

q Defer consumption. Enable, or even consider 
gamifying, deferred consumption to encourage 
continued customer engagement and to close 
gaps due to market volatility.

q Avoid knee-jerk reactions. Be iterative in your 
approach, but stick to a master plan.

q Communicate cross-channel. Make any COVID-19 
related positioning or service updates prevalent 
across email, push, and online channels to build 
and maintain brand trust.

q Plan for contingencies. Prioritize the health of your 
staff, but make critical skills-based contingency 
plans in the case of illness or resource loss. 

q Streamline operations. Streamline marketing 
operations as much as possible to maximize the 
impact of limited resources.

q Experiment. Use experimentation to test 
hypotheses and optimize initiatives quickly for the 
best use of resources.

q Optimize channel spend. Reassess out–of-home 
marketing spend and reallocate to relevant digital 
channels. Secure media spend as soon as possible 
to avoid being priced out.

q Stay Up-to-Date. Check in with peers across the 
organization to remain informed on changes to 
operations such as supply chain, logistics, product, 
etc. to stay ahead as these may ultimately require 
communications from the marketing team.



Key Investments for a Quick Recovery
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Source: Simon Data analysis.

Longer-term Action Checklist: Activities to Enable Long-term Growth

Consumers Marketing Operations Company/Organization

qHypothesize new use cases. As customer 
needs, behaviors and attitudes adapt to 
change and become a new normal, develop 
hypotheses for how this may impact your 
product portfolio.

q Inform innovation. Use analytics to identify 
any meaningful shifts in preferences, needs, 
and behaviors to enable key R&D and digital 
innovation opportunities.

qWork with partners. Look for partnerships 
with other brands, possibly beyond your 
industry vertical, to help each other bridge 
performance gaps and stay relevant.

qCall in deferred consumers. Create a plan 
for calling in any ‘deferred consumption’ 
initiatives in balance with continued new 
business to ensure delivery streams and 
enabling revenue flow.

qBacklog maintenance. Plan how the team 
will handle the inevitable backlog of 
Marketing activities accumulated during 
any short-term reactionary measures.

qBuild out the digital team.  Plan for an 
increase in the digital and social interaction 
teams you have as digital, ecommerce, and 
social media likely become even more of a 
part of the ‘new normal’ in how every 
industry engages and enables their 
consumers moving forward.   

qPlan for budget cuts. Be ready for potential 
budget cuts as executive leadership 
realigns spending to meet operational 
demands. Have a strategy to make sure you 
use you optimize resources across Q2-4 and 
even 2021 plans.



Rewards for Long-Term, Strategic Vision
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Brand Strength. Continuing customer 
engagement and getting involved in a shared 
community in a slow market helps to build 
trust, bring value allows the brand stay 
relevant across the crisis and plant seeds for 
success during recovery.

Competitive Advantage. Analyzing consumer 
trends to inform R&D on new products, use 
cases, and potential markets as consumers 
enter the the new normal gives companies a 
competitive advantage.

Delayed, Not Dead. Creating opportunities for 
deferred consumption instead (where a 
planned purchase is made later) of destroyed 
consumption (where a purchase is never made) 
to mitigate the gap in revenue flow across the 
crisis.

Business Impact. Leveraging an agile attitude 
yet sticking to a focused strategy can enable 
optimizing limited resources and still have 
meaningful impact on short, medium, and 
long-term business outcomes.

Avoid Disruption. Planning for contingencies in 
staff, delivery, and resource gaps can reduce 
down-time and disruption to Marketing’s 
mandated deliverables from both executive 
leadership and customers.

Enabled Customers. Being a valuable partner to 
customers and innovating on go-to-market 
models to provide goods, services, and 
information to those who need it,  where they 
need it throughout the crisis enables customers 
to buy easily and maintain sales
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Enabling long-term success. During times of crisis, Marketing can be highly reactive, focusing on short-term objectives instead of maintaining a long-term, holistic perspective 
with necessary iterations to meet consumers where they are. This puts brands at risk of falling behind their more strategic competitors. With proper preparations, marketers can 
increase their likelihood of seeing improved business and customer outcomes.

Source: Simon Data analysis.
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