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Number of COVID-19 Cases in the U.S. 

36 states are reporting increased COVID-19 cases, with hospitalizations on the rise across the country. While retailers and 
workplaces have been particularly vigilant, new cases are stemming in part through small household gatherings. With holidays on 
the horizon, it will be important for families to be as thoughtful about taking steps to mitigate contracting the virus at home, as 
they have in public.  
  
Yet, while vigilance related to the virus is still required, people are also looking for advertising to return to “normal.” Funny and 
entertaining ads have grown significantly in appeal since the beginning of the pandemic (see Chart of the Day). However, ads that 
demonstrate company values have also grown in appeal, likely reflecting the impact of the pandemic and Black Lives Matter 
protests. As we enter the holiday season, people are seeking advertising focused on gift ideas, entertainment, and the spirit of the 
season (see Spotlight On: Advertising this Holiday Season). While the world has changed, brands can use advertising to connect 
with people on their day-to-day emotional and functional needs that transcend the pandemic. 

A single source for consumer sentiment, news, and 
resources related to what’s happening in the country today

7,859,417 

53,231 

As of  8:24am  Source: Johns Hopkins 

Number of Daily New Diagnoses 
in the U.S. 

Trajectory of New Diagnoses:  
Increasing 

Consumer Discussions

Date: 10/7/20-10/13/20 Source: Brandwatch Date: 10/8/20 Source: Morning Consult 

Certain ad types have become more 
appealing to consumers

In light of the coronavirus pandemic, share of US adults more likely to 
purchase from a company with each type of advertisement minus the 
share less likely to do so:
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https://coronavirus.jhu.edu/map.html
https://morningconsult.com/2020/10/08/holiday-brands-message-consumers-analysis/
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Emotional sentiment

Date: 10/7/20-10/13/20 

Sadness

Disgust

Fear

AngerJoy

Surprise
1%

Anger
16%

Fear
6%

Disgust
12%

Sadness
23%

Joy
42%

(-4pp)

(+9pp)
(0pp)

(0pp)

(0pp)

(-6pp)

Note: Change in emotional sentiment is reflective of changes since 6/10, when we shifted how social listening is being 
pulled to be reflective of all social conversations, rather than COVID-19-specific conversations. 

• Companies are offering benefits like virtual 
therapy and meditation apps as COVID-19  
stress grows (10/11/20) CNBC  

• How to connect with the co-workers you’re 
missing (10/11/20) NYTimes  

• Is there a safe way to be home for the holidays? 
(10/13/20) The Atlantic  

COVID-Related Resources: 

Racial Justice-Related Resources:
• 6 ways to celebrate Indigenous Peoples Day 

(10/9/20) Consumer Affairs  
• In honor of Indigenous People’s Day, a thread of 

shows and films that feature Indigenous peoples 
@charitieropati  

• These states -- including Wisconsin -- are 
ditching Columbus Day to observe Indigenous 
Peoples' Day instead (10/12/20) CBS 58  

• Register to vote at vote.org  
• What’s on your ballot this election? Get informed 

and visit Ballotpedia 

For a regularly updated blog tracking brands’ responses to 
racial injustice, visit AdAge here 

https://www.cnbc.com/2020/10/10/covid-stress-companies-turn-to-virtual-therapy-meditation-apps.html
https://www.nytimes.com/2020/10/11/smarter-living/how-to-connect-with-the-co-workers-youre-missing.html?surface=home-living-vi&fellback=false&req_id=698804389&algo=identity&imp_id=788752375&action=click&module=Smarter%20Living&pgtype=Homepage
https://www.theatlantic.com/family/archive/2020/10/thanksgiving-christmas-holidays-risk-safety/616701/
https://www.consumeraffairs.com/news/6-ways-to-celebrate-indigenous-peoples-day-100920.html
https://www.instagram.com/p/CGP268GHsm1/?igshid=q7kxgdks6ow2
https://www.cbs58.com/news/these-states-are-ditching-columbus-day-to-observe-indigenous-peoples-day-instead
https://www.vote.org/register-to-vote/?gclid=CjwKCAjw_Y_8BRBiEiwA5MCBJtGk_zxkFiyj4yUGUSiyji9U9pXYNd74JimlTCjSWJL6cNkBgx_chhoCBQ8QAvD_BwE
https://ballotpedia.org/Sample_Ballot_Lookup
https://adage.com/article/cmo-strategy/regularly-updated-blog-tracking-brands-responses-racial-injustice/2260291
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This past year we’ve seen consumer attitudes and preferences 

change as a result of the COVID-19 pandemic. These changes offer 

key lessons to brands as they determine the optimal approach for 

advertising this holiday season. First, while protests and brand 

initiatives may have slowed down, consumers are still assessing 

brand actions and commitments to racial equality and employee 

support during COVID. While there has been a slight decrease in the 

importance of corporate activism around Black Lives Matter in 

driving purchasing decisions since June, this continues to be 

important for 64% of Americans, especially for Gen Z, Democrats, 

minorities, highly educated Americans, and urbanites. Brands must 

continue to take action to address racial inequality in the U.S.   

Over the past few months, we’ve also witnessed consumers 

increasingly craving a return to normalcy. Americans have slowly 

become open to ads showing people violating COVID-19 health 

guidelines, such as people standing less than 6 feet apart and 

people hugging, kissing, and shaking hands. In addition to ads 

showing products or services, funny and entertaining ads have 

become more appealing to consumers. However, useful, 

informative, and customer-centric ads as well as optimistic and 

comforting ads continue to be the most likely to drive purchases. 

Contrastingly, sentimental ads and those focused on COVID-19's 

impact on the company are least likely to drive interest. Thus, 

marketers should continue to provide useful information to 

consumers while also providing the emotional break they desire 

during these challenging times.   

Lastly, when looking specifically at holiday season advertising, data 

shows that useful and entertaining ads are most likely to inspire 

purchases, specifically ads featuring gift ideas, entertaining ads, and 

ads focused on the spirit of the season. Functional needs are top of 

mind for most people this holiday season: most Americans say 

value, availability, and quality will be important in their gift 

purchasing choices. On top of covering the basics, advertisers 

should also address holiday shoppers’ emotional needs as 

reputation and customer security protections will be key qualities 

shoppers seek out in brands they buy from.  

Spotlight On: Advertising This Holiday Season

• July is the new January: More companies delay return to the office 
(10/13/20) NYT  

• Customers still like to shop in person, even if they get only to the 
curb (10/9/20) NYT  

• Facebook bans ads discouraging vaccines, in latest misinformation 
crackdown (10/13/20) NPR  

• Is new thinking in short supply? CMOs base COVID-19 response on 
previous crises (10/13/20) The Drum  

•  Kristen Bell’s CBD brand Happy Dance is parents’ latest aid for 
pandemic-fueled anxieties (10/13/20) AdAge  

• Delta posts $5.4 Billion loss as fate of Struggling U.S. airlines—and 
airline aid—remains uncertain (10/13/20) Forbes  

• Fidelity staffs up to advise clients amid 'unprecedented' interest in 
investing (10/13/20) Fox Business    

• How COVID-19 caused social media apps to pivot with new features 
(10/13/20) Entrepreneur   

• Is everybody doing … OK? Let’s ask social media (10/12/20)  NYT 

• Work to end racial injustice may be ‘greatest mobilization’ of 
corporate America to better society (10/8/20) CNBC  

• Unilever’s SheaMoisture showcases Black women’s diversity and its 
efforts to help their businesses (10/12/20) AdAge  

• ‘Speak up!’: ‘Sesame Street’ to tackle racism in TV special 'The 
Power of We' (10/8/20) USA Today  

• Yelp launches alert to flag businesses accused of racist behavior 
(10/8/20) USA Today  

• JPMorgan announces $30 billion commitment to advance racial 
equity (10/8/20) Forbes  

• Chipotle adds an HBCU to its debt-free degree program for 
employees (10/7/20) QSR  

• Chase partners with Daymond John on celeb-filled Black 
Entrepreneurs Day livestream (10/7/20) CNBC  

• Sprite’s get-out-the-vote campaign highlights Black artists to 
empower Black youth to vote (10/6/20) All Hip Hop  

• The running industry takes on racism (10/7/20) Snews  
• These brands still haven't replaced their logos. Here's why  

(10/1/20) CNN Business 

Marketing/Media News Related 
to COVID-19

Source: Morning Consult (10/8/20) 
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Marketing/Media News Related to  
Racial Injustice

Economic News 
• JPMorgan, Citigroup signal that economy isn’t out of the woods 

(10/13/20) WSJ  
• Unemployment was supposed to be temporary. Now, it’s 

permanent for almost 4 million (10/13/20) CNBC  
• Manhattan emptied out during the pandemic. But big tech is 

moving in (10/13/20) NYT  
• Johnson & Johnson, Eli Lilly pause COVID-19 drug trials 

(10/13/20) NPR 

https://www.nytimes.com/2020/10/13/technology/offices-reopening-delay-coronavirus.html
https://www.nytimes.com/2020/10/09/business/retailers-curbside-pickup.html
https://www.npr.org/sections/coronavirus-live-updates/2020/10/13/923331982/facebook-bans-ads-discouraging-vaccines-in-latest-misinformation-crackdown
https://www.thedrum.com/news/2020/10/14/new-thinking-short-supply-cmos-base-covid-19-response-previous-crises
https://adage.com/creativity/work/kristen-bells-cbd-brand-happy-dance-parents-latest-aid-pandemic-fueled-anxieties/2287541
https://www.forbes.com/sites/sarahhansen/2020/10/13/delta-posts-54-billion-loss-as-fate-of-struggling-us-airlines-and-airline-aid-remains-uncertain/#7fe7df2876a2
https://www.foxbusiness.com/markets/fidelity-client-associates-investing-interest
https://www.entrepreneur.com/article/357612
https://www.nytimes.com/2020/10/12/style/self-care/social-media-.html
https://www.cnbc.com/2020/10/08/former-ibm-ceo-ginni-rometty-on-companies-fighting-racial-injustice.html
https://adage.com/article/cmo-strategy/unilevers-sheamoisture-showcases-black-womens-diversity-and-its-efforts-help-their-businesses/2287086
https://www.usatoday.com/story/entertainment/tv/2020/10/08/sesame-street-tackle-racism-tv-special-the-power-we/5920784002/?itm_source=AMP&itm_medium=UpNext
https://www.usatoday.com/story/money/2020/10/08/yelp-launches-alert-identifies-businesses-accused-racism/5908599002/
https://www.forbes.com/sites/ruthumoh/2020/10/08/jpmorgan-announces-30-billion-commitment-to-advance-racial-equity/#1d5014452434
https://www.qsrmagazine.com/news/chipotle-adds-hbcu-debt-free-degree-program-employees
https://www.cnbc.com/2020/10/07/daymond-john-to-pick-7-black-owned-businesses-for-25000-grants-on-oct-24.html
https://allhiphop.com/news/2-chainz-rapsody-partner-with-sprite-for-create-your-future-campaign-to-empower-black-youth-to-vote/
https://www.snewsnet.com/news/running-industry-diversity-coalition
https://www.cnn.com/2020/09/30/business/racist-brand-mascots/index.html
https://morningconsult.com/2020/10/08/holiday-brands-message-consumers-analysis/
https://www.wsj.com/articles/jpmorgan-citigroup-signal-that-economy-isnt-out-of-the-woods-11602611732
https://www.cnbc.com/2020/10/13/covid-related-unemployment-is-now-permanent-for-almost-4-million.html
https://www.nytimes.com/2020/10/13/nyregion/big-tech-nyc-office-space.html
https://www.npr.org/sections/coronavirus-live-updates/2020/10/13/923225994/johnson-johnson-vaccine-trial-paused-due-to-unexplained-illness-in-participant

