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Research Overview

Online survey fielded biweekly in 
the U.S. (see next page for details)

Survey focus on Coronavirus 19 
(C19) attitudes and self-reported 
behavior changes related to C19 
concerns

Methodology Sample Research Goal

A random selection of U.S. consumers
• N=~500 per wave

Census balanced:
• Age 
• Gender
• Ethnicity
• Region
• Household income

To monitor the impact of C19 on 
consumers as it relates to various 
aspects of their daily lives

Thank you to                            for providing sample.
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Research Overview: Wave Interviewing Dates
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FROM DATA TO MEANING®

CONSUMERS ARE HESITANT TO RETURN TO NORMAL
35% of consumers still estimate that it will be 2021 or beyond before things return to normal.  

They’ll also wait 2-4 months before resuming restricted activities.

38-43% fear that safety protocols won’t protect them when going to sports/entertainment events,  
dining in restaurants, traveling, and going to retail stores.

Seeking safety, Americans will continue with practices like home exercise (26%), cooking at home (32%),
DIY grooming (19%) and bulk purchasing (22%). Brands that can respond will thrive. 

 THEY’RE CONCERNED PROTOCOLS WON’T
BE STRICT ENOUGH

SAFE BRANDS WILL BE SUCCESSFUL BRANDS

READ THE FULL REPORT TO LEARN MORE

© RTi Research 2020 

(Through Wave 14: May 20, 2020)

BETTER SAFE
THAN SORRY
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GENERAL ATTITUDES

KEY TAKEAWAYS
•Consumers still believe a “return to normal” 

will take a while—over a third think it will take 
until 2021

•Consumers are still willing to share their 
opinions with companies via research
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Most Americans continue to follow C19 closely, though the number is declining

How Closely Following C19 News
(Extremely/Very Closely, %)

Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505), W12 (493), 
W13 (500), W14 (500)
Q.1 How closely have you been following the news about the coronavirus?

72
61

W1 W3 W5 W7 W9 W11 W14
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Expected timing for a “return to normal” is still lengthy, with over a third saying it 
won’t happen until 2021 (and some believing it will take until 2022)

How Long Think C19 Will Last
(%)

*Wave 14 addition.
Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505), W12 (493), 
W13 (500), W14 (500)
Q.2a How long do you think the current coronavirus will last in your country?

Note: Waves 4-5 fielded after President Trump’s announcement that the timeline for a “return to normal” was pushed back to the end of April

0
914

26
7

26

33

20
46

20

W1 W2 W3 W4 W5 W6 W7 W8 W9 W10 W11 W12 W13 W14

Into 2021

Q4 ‘20

Q3 ‘20

Q2 ‘20

Into 2022*
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Opportunities continue to exist for companies to deepen relationships with 
consumers

Impact of Action on Consumers’ Opinion of Non-Essential Companies/Brands
(Much/Somewhat More Positive, %)

*Wave 8 addition.
Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505), W12 (493), W13 (500), W14 (500)
Q.14 Please think about companies that the government has deemed non-essential (anything except critical healthcare, grocery stores, pharmacies, and gas).  Would 
your opinion of these types of companies/brands change if a non-essential company/brand took each of the following actions in response to the coronavirus?

37
31

53
5051
4948
4238
33

64
59

W1 W3 W5 W7 W9 W11 W14

Asked Customers to Participate in Surveys

Helped Customers Navigate the Pandemic

Provided Content to Support 
Customers’ Emotional Well-Being

Advised How Products/Services Could Help

Sponsored an Online Activity*

Supported Frontline Responders*
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IMPACT ON HEALTH/WELL-BEING

KEY TAKEAWAYS
•Health concerns are still widespread, even 

while starting to decline

•Americans expect to continue being more 
self-reliant with regard to their health/well-
being post-C19, namely by exercising more at 
home and engaging in more DIY grooming 
routines
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Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505), W12 (493), 
W13 (500), W14 (500)
Q.3 How worried are you about…?

Health concerns have ebbed from their highest levels, but remain high

Level of Worry About Overall Health
(Very/Extremely Worried, %)

44
38

53
45

W1 W3 W5 W7 W9 W11 W14

Personal Health Family's Health
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Increases in home exercise and home grooming will continue even after life returns 
to normal

Frequency of Health/Grooming Activities vs. Pre-C19*
(%)

*Wave 14 addition.
Base: Total U.S.: W14 (500)
Q.9a Compared to before the coronavirus pandemic, are you doing these things…?
Q.9b When the coronavirus pandemic ends, do you think you’ll do these things…?

35 26
8 17

28 19

35 47

13

25

36 50

14 12

38
19

19 17

16 15
41 39

17 14

More Often vs. Before C19

As Often as Before C19

Less Often vs. Before C19

Never Done This/Won’t Do This

New

Exercising at Home/Outdoors

Current 
Expect

Post-C19

Exercising at Gym
Doing Beauty/Grooming 

Routines Myself

Current 
Expect

Post-C19 Current 
Expect

Post-C19
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IMPACT ON PERSONAL FINANCES

KEY TAKEAWAYS
• Job security and financial concerns remain 

widespread (though financial worries are 
slowly declining)



© 2020 RTi Research

14
Issued: 5/20/20

Consumers are as concerned as ever about job security; financial worries are still 
present but slowly tapering off over time

Level of Worry About…
(Very/Extremely Worried, %)

*Base: Non-Business Owner & Still Working: W1 (143), W2 (128), W3 (158), W4 (148), W5 (152), W6 (151), W7 (161), W8 (176), W9 (158), W10 (151), W11 (184), W12 (158), 
W13 (178), W14 (251)
Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505), W12 (493), W13 (500), W14 (500)
Q.9 How worried are you about…?

27 33

W1 W3 W5 W7 W9 W11 W14

40
31

W1 W3 W5 W7 W9 W11 W14

44
35

W1 W3 W5 W7 W9 W11 W14

Note: The stimulus package was signed into law part way into wave 3 fielding.

Current Personal Financial Situation Long-Term Personal Financial SituationJob Security*
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KEY TAKEAWAYS
•Price sensitivity and contactless payments are 

likely to remain elevated, to some extent, 
post-C19; cashless adoption may be further 
spurred by addressing data security concerns

•Merchants that no longer can/will accept cash 
risk further financial hardship

•Americans are still open to trying new products 
that can help them through the challenges of 
C19

IMPACT ON SPENDING
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Post-pandemic, price sensitivity and contactless behaviors are likely to continue

Frequency of Financial Activities vs. Pre-C19*
(%)

*Wave 14 addition.
Base: Total U.S.: W14 (500)
Q.9a Compared to before the coronavirus pandemic, are you doing these things…?
Q.9b When the coronavirus pandemic ends, do you think you’ll do these things…?

New

40
30 27 31 27 23

40 53
43

51

31 41

9 11
18

12

11
12

11 7 12 7
31 24

Looking for New Ways to
Save Money/Lower Expenses

Current
Expect

Post-C19

Saving Money for the Future Using Contactless Payments

Current
Expect

Post-C19 Current
Expect

Post-C19

More Often vs. Before C19

As Often as Before C19

Less Often vs. Before C19
Never Done This/Won’t Do This
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While contactless is preferred from a hygiene perspective (as seen in past waves), 
data security concerns need to be addressed to lower barriers to adoption

% Feel Safe When Paying With…*

*Wave 14 addition.
Base: Total U.S.: W14 (500)
Q.11a2 Do you feel safe when you…?

Swiping/Inserting a Debit/Credit Card

Cash

Contactless Technology

Credit/Debit Card by Handing it to Someone

81

67

66

56

New

When asked specifically about safety related to contracting C19 (in previous waves), consumers perceived contactless payments as safer than cash.  
However, when all safety forms are considered (including data security), perceived safety of contactless payments is on par with cash.



© 2020 RTi Research

18
Issued: 5/20/20

19

43

38

While some establishments are proactively accepting cash only to keep consumers 
and employees safe, they do so at the risk of driving away customers

% Encountered a Merchant That Won’t Accept Cash*

*Wave 14 addition. | Base: Total U.S.: W14 (500)
Q.12a Since the coronavirus pandemic started, have you encountered a store/retailer/service provider that wouldn’t accept cash as payment
(i.e., accepted a debit/credit card or contactless payments only)? | Q.12a1 If a store/retailer/service provider that you went to refused to accept cash,
how, if at all, would your opinion of that store/retailer/service provider be impacted?

Impact of Not Accepting Cash on Merchant Image*
(%) 

30

Large/Small Positive Impact

No Impact

Small/Large Negative Impact

New New
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Americans remain open to exploring new products; they’re a little more leery of 
trying new restaurants, but are slowly becoming more accepting of the idea

Openness to Trying…*
(Extremely/Very/Somewhat Open, %)

*Wave 8 addition.
Base: Total U.S.: W8 (504), W9 (501), W10 (500), W11 (505), W12 (493), W13 (500), W14 (500)
Q.11a1 At this moment, how open are you to trying…?

71
7570

78

53
59

W1 W3 W5 W7 W9 W11 W14

Products That Have Been Out,
But Haven't Used

Products That Are Brand New

Restaurants Never Visited
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IMPACT ON SHOPPING BEHAVIOR

KEY TAKEAWAYS
•Shopping behaviors seen during the pandemic 

(increased traffic to online channels, bulk 
purchasing, price sensitivity) are likely to hold, 
to some extent, post-C19
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Consumers expect to continue increased online and bulk grocery orders post-C19, 
but at a reduced frequency as compared to today

Frequency of Shopping Activities vs. Pre-C19*
(%)

*Wave 14 addition.
Base: Total U.S.: W14 (500)
Q.9a Compared to before the coronavirus pandemic, are you doing these things…?
Q.9b When the coronavirus pandemic ends, do you think you’ll do these things…?

New

34
22 15 17

29
18

40
49

28
42 17

29

13 16

37
21

11 15

13 13 20 20
43 38

Buying Groceries/
Household Items in Bulk

Current
Expect

Post-C19

Buying Groceries for Just
the Next Day or Two Buying Groceries Online

Current
Expect

Post-C19 Current
Expect

Post-C19

More Often vs. Before C19

As Often as Before C19

Less Often vs. Before C19

Never Done This/Won’t Do This
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Post-C19, consumers expect to be price-focused to compensate for C19’s financial 
impact; foot traffic may return to retailers, albeit at a depressed level vs. pre-C19

Frequency of Shopping Activities vs. Pre-C19*
(%)

*Wave 14 addition.
Base: Total U.S.: W14 (500)
Q.9a Compared to before the coronavirus pandemic, are you doing these things…?
Q.9b When the coronavirus pandemic ends, do you think you’ll do these things…?

New

28 20 12 12 10 15

48 60

44
60

17

44

14 11

31
19

62

29

10 9 13 9 11 12

Buying Lower-Priced Brands

Current
Expect

Post-C19

Buying Beauty/Grooming Products Shopping in Malls/Other Retail Stores

Current
Expect

Post-C19 Current
Expect

Post-C19

More Often vs. Before C19

As Often as Before C19

Less Often vs. Before C19
Never Done This/Won’t Do This
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IMPACT ON DINING BEHAVIOR

KEY TAKEAWAYS
•Despite a trend towards less healthy behaviors 

during the pandemic, Americans aspire to 
healthier dining behaviors once C19 subsides 
(continuing to cook more at home and eating 
healthier foods)
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56
32 27

17 25 25 24
14

31
55

30 49
52 58

43
52

6 9

28
22

15 11
24 27

7 4
15 12 8 6 9 7

Americans are planning for healthier dining post-C19, including more cooking at 
home and consumption of healthy foods

Frequency of Dining Activities vs. Pre-C19*
(%)

*Wave 14 addition.
Base: Total U.S.: W14 (500)
Q.9a Compared to before the coronavirus pandemic, are you doing these things…?
Q.9b When the coronavirus pandemic ends, do you think you’ll do these things…?

New

Cooking at Home

Current
Expect

Post-C19

Ordering Pickup/Takeout 
from Restaurants Eating Healthy Foods

More Often vs. Before C19

As Often as Before C19

Less Often vs. Before C19
Never Done This/Won’t Do This

Eating Unhealthy/
Junk Foods

Current
Expect

Post-C19 Current
Expect

Post-C19 Current
Expect

Post-C19
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IMPACT ON TRAVEL BEHAVIOR

KEY TAKEAWAYS
•The ride-share industry faces substantial 

headwinds as consumers plan to continue 
reduced use of their services
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Ride-share services are likely to continue struggling, even after the pandemic ends

Frequency of Using Ride-Share Services vs. Pre-C19*
(%)

*Wave 14 addition. | Base: Total U.S.: W14 (500)
Q.9a Compared to before the coronavirus pandemic, are you doing these things…?
Q.9b When the coronavirus pandemic ends, do you think you’ll do these things…?

10
11

35

44

New

More Often vs. Before C19
As Often as Before C19

Less Often vs. Before C19

Never Done This/Won’t Do This

10

26

23

41

Current 
Expect

Post-C19
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KEY TAKEAWAYS
•Consumers continue to be very conservative 

with their estimates around when they’ll return 
to activities with large crowds

•Urging consumers to more normal behaviors
will require, above all else, ensuring their safety 
through strict protocols (and communicating 
that those protocols are in place)

POST-C19 EXPECTATIONS
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Even with restrictions lifted, consumers plan to avoid activities with large 
crowds/unavoidable proximity to others for upwards of three months

Expected # of Months Would Wait to Return to Activities Once Restrictions Are Lifted*
(Mean)

*Wave 14 addition.
Base: Total U.S.: W14 (500)
Q.13d1 Once restrictions are lifted, how much longer do you think it will be before you start doing the following again? 

2.0 2.2 2.4
2.9 3.1 3.1 3.2

3.9

Shopping in
retail stores

Going to a
grooming

establishment

Eating at
restaurants

Stopping practicing
social distancing

Going to
the movies

Traveling within
your country

Going to sports/
entertainment

events

Traveling outside
your country

New
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Ensuring safety is paramount to encouraging consumers to venture out again 

Barriers Preventing a Quicker Return to…*
(Among Those Who Haven’t Returned Yet, %)

*Wave 14 addition.
Base: Haven’t Returned to Going to Sports/Entertainment Events: W14 (500)
Q.13d2 What would prevent you from returning to the following activities more quickly?

39

22

21

18

16

16

12

Concerned safety protocols won’t 
be strict enough to keep me safe

Concerned about finances/spending the money

Want to see others return to these activities first

Concerned that safety protocols will be too 
strict and make the experience a hassle

Concerned about privacy if 
screening measures are put in place

This type of activity not being available 
immediately as things start to return to normal

Don't want to be perceived as rushing back too soon/
concerned about what friends or family will think

43

20

24

19

14

15

17

37

25

24

19

15

14

15

38

19

23

16

13

12

16

33

15

20

17

11

16

12

Sports/
Entertainment 

Events Restaurants Traveling Retail Stores
Grooming

Establishments

New
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