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Many brands are uncertain about whether - and how - 
to act amidst the ongoing coronavirus pandemic. Some 
express fear of coming across as opportunistic and insen-
sitive for communicating, and widespread cost cuttings 
lead many to just keep their heads down and try their 
best to weather the storm. 

However, many industries will now see rapid and dramatic 
changes in consumer demand, attitudes and behavior, 
meaning brands need to be flexible and quick to respond 
to change. A huge part of being able to plan for this un-
precedented situation involves staying on top of what 
consumers want, need, think and do.

1. The importance of monitoring the situation

Brands that have a deep and sincere understanding of 
consumer needs and behaviors are in a vastly better 
position to make the right decisions and adapt quickly to 
rapid and overwhelming change. In order to know how to 
act, it is critical to keep tracking how consumer behavior 
as well as the brand and category are affected by the 
situation – both in the here and now, but also long term. 

Brands that turn a blind eye to monitoring the market 
under the current circumstances incur a huge risk of 
information disadvantage. To quote Warren Buffett: “Risk 
comes from not knowing what you're doing”. Continu-
ous and consistently collected data on consumers and 
brands in your category will help you understand the 
path forward, identify opportunities along the way, and 
emerge strong. 

2. The opportunity to step up 

Clearly, the current situation is complex and overwhelm-
ing and no single party can resolve it, but everyone can 
do their part. LVHM brand Christian Dior have committed 

to producing hand sanitiser for French hospitals, and 
Levi’s, Lush and Apple have all promised to pay their 
staff despite global store closures. Brands that come to 
grips with how they can be a part of the solution – be it 
through helping greater society, supporting employees 
or offering consumers solutions to rapidly emerging 
daily challenges – will come out of the crisis with a 
huge advantage. 

Necessity is the mother of invention, and right now, 
consumers need a lot of things they didn’t need yes-
terday. Think about how this crisis will impact general 
populations’ values and priorities over time: Will we 
prefer staycations over faraway luxury resorts? Will we 
prefer small gatherings over big parties? Will we prefer 
to indulge and live in the moment over staying healthy 
for the long-haul? No one knows, but staying on top of 
the inevitable changes that will follow, by proactively 
exploring consumer perceptions, attitudes and behav-
iors, is absolutely key to being able to win in tomorrow’s 
disrupted markets.

3. Remember that this, too, shall pass

It may seem hard to imagine at the moment, but one day 
the coronavirus will be a thing of the past. Right now, the 
world is experiencing enormous suffering and sacrifice. 
It may seem minute to talk about marketing, brands and 
consumer perceptions in a time like this, and to some 
extent of course it is. But marketing has a huge part to 
play in stimulating consumer demand and trade, the only 
remedy to keep us away from a financial depression. In 
short, we have important work to do, together. Don’t 
hesitate to contact us if you want help with figuring out 
where consumers and the market are going next – and 
how you welcome them when they get there.
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