
as of March 31, 2020

ADVERTISING/ENTERTAINMENT CONSUMPTION TRENDS

COVID19 CHANGES IN U.S. MARKETPLACE, CONSUMER HABITS & MEDIA CONSUMPTION

THE CONSUMER LANDSCAPE

Cancellation of all sports & live events for the 
foreseeable future ( NBA, NCAA, NHL, MLB 
canceled; Boston Marathon delayed until Sep; 
Tokyo Olympics officially postponed until 2021.

More than three-quarters of all Americans have been 
ordered to stay at home. That means about 80% of 
America's population, or about 265 million people, 
under some form of lockdown.

At least 40 states have shut down non-essential 
businesses. (retail, gyms, libraries, museums, etc.) as 
well as public spaces across the US. Grocery stores, 
pharmacies, and banks remain open.

School closures (in most states) have impacted at least 
124,000 U.S. public and private schools and affected at 
least 55.1 million students. 

The governors of 15 states have ordered all bars 
and restaurants closed for dine-in service. 
Carryout/curbside pick-up and delivery is still 
permitted. 

Ecommerce spending up more than 40% YOY since 
the March 13th national emergency declaration, 
varying dramatically according to category. From 
March 13-24, online sales vs. YAG for:
 Toys, sporting goods & camping products +200% 
 Industrial supplies, + 150% 
 Housewares/hardware/auto/boating & motorcycle 

remained flat. 
 Apparel sales fell 15%.

Page 1 of 3Active insights- COVID19 Changes in U.S. Marketplace, consumer habits & media consumption – March 31, 2020

CPG growth overall is driven by demand of 
essentials such as groceries, cleaning supplies, 
and medical supplies 



THE MEDIA LANDSCAPE

MEDIA CONSUMPTION TRENDS: GLOBAL

as of March 31, 2020
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as of March 31, 2020

IN-HOME MEDIA CONSUMPTION CHANGES
from the GWI Coronavirus research report, March 2020

BRAND RESPONSE
Consumers want to see brands acknowledge the new realities during these challenging times and they want to hear what actions 
brand’s are taking to be responsive. We will see an increasing number of advertisers coming out with COVID-appropriate 
messages in the coming weeks to promote banding together to support one another and the community.

While there are many examples of brands responding to the crisis, here are just a few examples :

In it’s new “A Free Pair for 
Healthcare” program, Crocs will 
donate up to 100,000 pairs of shoes 
to hospitals and health care facilities.

JanSport has pledged to donate 10,000 
packs of food to the World Central Kitchen to 
help underprivileged students who are not 
able to get free meals with school closures.

Unilever’s CEO, Alan Jope, 
has pledged 100 million euros 
($108 million, retail value) in 
such products as soap, 
sanitizer, bleach and food for 
charities, about half going to 
the COVID Action Platform of 
the World Economic Forum.

Hyundai Assurance offers to cover payments 
for 6 months if your job is lost due to Covid-
19 while GM is enabling OnStar Crisis Assist 
(at no charge) for all current GM owners.

WHAT THIS MEANS

Behaviors and trends are changing rapidly, but as consumers adapt to a “new normal,” it’s important to remain present
and top of mind. A recent article on Campaign Live says it best: "there is a risk of losing brand equity when advertising goes dark 
and an opportunity to use this time to build and reinforce a brand’s relationship with their customers and prospects.” 

So, don’t stop connecting with your consumer, just make it count.

Take a closer look at your media mix to align with the new consumption patters of your consumer.

Make sure your creative executions are demonstrating how your brand is making changes and adapting. Consider revisiting your 
message: people will be looking for information, advice, reassurance, and new forms of interacting with your brand. 

Traditional broadcast media can play important roles in driving consumers to the evolving e-commerce solutions offered.

Other forms of media, such as digital, streaming platforms, and gaming are ways of reaching your audience that
may not have been part of your content strategy of the past.

While there’s no one-size-fits-all approach on how to apply these insights to your marketing plan, the teams at Active International 
are here to help navigate now, and plan for what’s next. We may all be amid uncharted territory, but together we achieve more.

- The Active Team
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