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Iconic brands create 
brand craving.



BVK

“To make a consumer fall in love with a brand 
depends on narrowing the psychological distance 

between the buyer and the product.” 
- Journal of Consumer Psychology 
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Wellness Control

Empathy Optimism

Values in the age of COVID-19
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Wellness

(n): the state of being in good health; a dynamic process of 
making decisions and changes toward this goal.
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WORK

SLEEP

MINDFULNESS

ENVIRONMENT

TECHNOLOGY

POLITICS

RELATIONSHIPS

FINANCES

EMOTIONS

SOCIAL 
MEDIA

HEALTH

STRESS

EXERCISE

DIET

WELLBEING

TRAVEL

APPEARANCE

GEOGRAPHY

CULTURE

Pre-COVID-19, wellness became the central motivation in consumers’ 
lives and its definition expanded across categories.

Kantar U.S. MONITOR
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The meaning and goal of wellness moved from possibility, to 
control, identity and progress. 

CENTENNIALSBOOMERS GEN X MILLENNIALS

ProgressPossibility 
and purpose Control Social identity

Kantar U.S. MONITOR
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COVID-19 has brought it back down to the most basic level, 
triggering our most primal instincts.
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People are focusing more than ever on very personal 
aspects of health: like hygiene and cleanliness. 

38% 37%
31%

22%
19%

8% 8%

How you expect coronavirus to change regular spending:

Groceries Cleaning 
Supplies

Personal 
Hygiene

Healthcare Home
Entertainment

Childcare Restaurants

Kantar U.S. MONITOR: COVID-19 Survey
March 17-20 (18+) 
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Wellness

Adjacent values surfacing in response: 

Safety

Security

Protection

Shelter
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Control

(n): Able to influence one’s self and surroundings as desired. Able to 
predict, manage, and successfully react to the occurrence of stressful 
events.
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The craving for control was most felt related to data and 
privacy and was was often in response to distrust in large 
institutions.

64%
Agree

If the opportunity arises, most 
business will take advantage of 
the public if they feel they are 
not likely to be found out.”

“

Kantar U.S. MONITOR 2019
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The age of social media plus 
increasing confidence of younger 
generations had led to shifts in 
power and control.

“I feel I can make a difference to the world 
through the choices I make and the 

actions I take”  

70%
of Centennials
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The impact on daily life is how people are experiencing 
COVID-19: concern over disruption to routines outranks 
worry over personal health related to the virus.  

8%

22%

47%

23%

Moderate

Extreme

None

Little

71%46%
Extreme / Somewhat worried: 

Personal Health

Kantar U.S. MONITOR: COVID-19 Survey
March 17-20 (18+) 

Extreme / Moderate: 
Disruption

Disruption 
to daily 
routines
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8%

22%

29%

13%

35%

43%

14%

30%

37%

How have the following changed in the last week, if at all?

March 12-16
March 20-23
March 27-30

Americans are feeling profound emotional angst as the virus 
takes a toll on mental, physical and emotional health 

% Gotten Worse

Your physical health Your mental 
health Your emotional 

well-being

Axios-Ipsos Coronavirus Index Survey of 1,092 U.S. adults, March 13–16 , 998 U.S. adults, March 20–23, 2020, March 27-30 1,355 adults 
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Panic buying and stockpiling behavior is our way of managing 
our emotional state, to take back control where we lost it. 
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Control

Adjacent values surfacing in response: 

Contribution Autonomy

Adaptability Accomplishment
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Our human values in response have not been to retreat or 
cower but to rise and contribute from the couch.
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We’re seeking structure. For brands, now is the time to 
spotlight the delight in things you can control today.

Free/adaptable 
home workouts

Cooking lessons 
from famous chefs.

Online learning

Tours & Livestreams
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Empathy

(n): the ability to understand and share the 
feelings of another person. 
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Pre-COVID-19, empathy was a driving value leading into 2020. 

71%

65%

39%

56%

62% 63%

53%

46%

Centennials Millennials Xers Boomers

Men Women

Empathy/Compassion
Has become very/somewhat more important to 

me recently

Kantar U.S. MONITOR 2019
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COVID-19 has reminded us of our shared humanity. What we 
have in common, among our differences. It’s allowed us to 
“see” each other and understand each other better. 
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Vulnerability and realness foster empathy. And the current 
environment is inviting and celebrating it. 
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Our greatest concern is putting other’s health at risk, not our 
own personal health.

31%
27%

14% 12% 11%
5%

What worries you most about potentially 
contracting COVID-19?

Getting
others 
sick

Getting 
good 

medical 
care

Dying Social
Isolation

Losing
Wages

Paying for
healthcare

Kantar U.S. MONITOR: COVID-19 Survey
March 17-20 (18+) 
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Empathy

Adjacent values surfacing in response: 

Realness

Genuineness Responsibility

Connection
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Companies are pivoting their business models to meet needs of 
those in need. 
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Technology was a tool for empathy deficit and now is one 
of our our greatest allies.
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Optimism

(n): Hopefulness and confidence about the future 
or the successful outcome of something.
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Pre-COVID19, extraordinary optimism has been a hallmark 
of our culture.

83% 82%

71%

63%

Centennials Millennials Xers Boomers

“More than recent past, I feel energized and 
enthusiastic about the possibilities ahead of 

me in life”

Kantar U.S. MONITOR 2019
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And despite the circumstances, Americans still remain 
optimistic about their life after pandemic.

Very/somewhat optimistic about the future 
of the country

66%
Very/somewhat optimism about own 

personal future

78%

Thinking about the next five years…

Kantar U.S. MONITOR: COVID-19 Survey
March 17-20 (18+) 
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Optimism

Adjacent values surfacing in response: 

Hope

Gratitude 

Opportunity 

Creativity
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The decrease in economic activity has resulted in less 
pollution: our Earth is breathing and healing.



BVK

Many believe this will bring us closer together. 

Do you think you become closer to family 
and friends as a result of COVID-19?

53%
US: Very / Somewhat Likely

Ipsos Global Survey: 27,553 adults in 16 countries, March 26-30, 2020
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Rainbow Connection Scavenger Hunts are helping to spread the 
joy to those escaping quarantine for a neighborhood walk. 
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Artists keep spirits up through live-streamed 
performances and co-creation sessions.
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Global Open Sourced Survey: The Emotional Impact of COVID-19
March 16-20, n=700

“As a society, my hope is that we come 
out the other side better.” 
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Looking beyond COVID19:
A sneak peak into the emerging values and cravings. 
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Wellness 
To 
Cleanliness

Control
To
Escape

Empathy 
To 
Unity

Optimism
To 
Progress

Escape will come in 
various forms: virtually & 
physically. From normalcy 
(restaurants and hugs) to 
a world away. People will 
increasingly crave a way 
out. 

In early 2020, we were 
more divided than ever. 
With a common enemy in 
COVID19, we many see a 
resurgence of a common 
narrative and putting aside 
differences. Community will 
prosper. 

People will worry more 
about what goes on body 
than what goes into it. 
“Clean” will broaden from 
food to surfaces and we 
might see a shift in 
forgoing eco-friendly for 
chemicals. 

Optimism shifts to 
actionable purpose. Brands 
will live by a purpose 
imperative not just for 
consumer self actualization 
but public good. A “Loss-
Leader” position will thrive.



BVK

WELLNESS 
In what ways can you help people/society feel or be more well? Do you bolster basic needs or help people 
achieve higher-order definitions of wellness? 

CONTROL
Adopt an entrepreneurial pivot-mindset. Triage the unexpected. Lead in new ways. Be open to change.  
Engage consumers’ desires to control what they can and experience new things.

EMPATHY
Acknowledge vulnerability. Present with empathy. Be humble and genuine. The nuances of brand voice are 
more delicate than ever. 

OPTIMISM   
Associate your brand with good. Whether it’s feel-good messaging or do-good actions, the things that brands 
say and do in response to this crisis will endure beyond it.

Considerations to take forward: 
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Thank You.

stephanie.barkow@bvk.com


