
Jobless claims now stand at 38.6 million since the COVID-19 outbreak 
forced shutdowns 9 weeks ago. However, with state reopenings, there 
is a sense that the economy may have bottomed and we’re now at the 
beginning of a fragile recovery. Economic analysts believe that we will 
see a brief economic boost after most restrictions are lifted, but it may 
take a few years before the economy returns to pre-crisis levels.  

Consumer confidence eroded much more quickly than stock market 
performance since the outbreak began, signaling that consumers 
believe that they will suffer more from the pandemic than investors 
believe corporate profits will decline (see Chart of the Day). However, 
both metrics have been on the upswing since April. As we enter a slow 
recovery, brands will need to think about how best to connect with 
consumers and add meaningful value to their lives (see Spotlight On: 
Marketing in a recession).  

Please note: starting the week of 5/25, we will be moving to a weekly cadence and will be 
sending the COVID-19 Digest out every Wednesday.  
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• How U.S. consumers are spending differently 
during COVID-19 (5/21/20) Visual Capitalist  

• Facebook expects half its employees to work 
remotely permanently (5/21/20) NPR  

• Restaurants rebel against delivery apps as cities 
crack down on fees (5/21/20) NBC News  

• Millennials 'killed' these products, but 
COVID-19 brought them back (5/20/20) Adage  

• Getting on a plane? Please take the food out of 
your bag (5/21/20) NYTimes  

• TJ Maxx, Marshalls, Home Goods reopen over 
1,600 stores (5/21/20) Fox Business  

• Lululemon shares hit an all-time high on 
strength of ‘work at home 
wear’  (5/21/20) Fortune  

• Pepsi takes down 'dystopian' advertisement on 
a COVID-19 testing sign after being mocked on 
Twitter (5/21/20) Business Insider  

• United Airlines teams up with Clorox, Cleveland 
Clinic to overhaul air travel                 
(5/20/20) Biz Journals  

• Krispy Kreme offers special doughnuts for 
graduates in the class of 2020 (5/20/20) CNET 

Marketing/Media News

As of 5/22/20, 8:32am , Source: Johns Hopkins

NUMBER OF COVID-19 
CASES IN THE U.S.

1,577,758   

20,692       
NUMBER OF DAILY NEW 
DIAGNOSES IN THE U.S.

Source: Analysis based on Johns Hopkins data
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Confidence among investors, consumers diverges during COVID-19

https://www.visualcapitalist.com/how-u-s-consumers-are-spending-differently-during-covid-19/
https://www.npr.org/sections/coronavirus-live-updates/2020/05/21/860382831/facebook-expects-half-its-employees-to-work-remotely-forever?utm_medium=RSS&utm_campaign=nprblogscoronavirusliveupdates
https://www.nbcnews.com/tech/tech-news/restaurants-rebel-against-delivery-apps-cities-crack-down-fees-n1211456
https://adage.com/article/cmo-strategy/millennials-killed-these-products-covid-19-brought-them-back/2257791
https://www.nytimes.com/2020/05/21/business/memorial-day-travel-2020-coronavirus.html
https://www.foxbusiness.com/lifestyle/tjx-companies-reopens-stores-worldwide-coronavirus
https://fortune.com/2020/05/21/lululemon-stock-lulu-shares-all-time-high-coronavirus-work-at-home-clothing-athleisure-2020-covid-19/
https://www.businessinsider.com/pepsi-takes-down-covid-19-testing-advertisement-after-mockery-2020-5
https://www.bizjournals.com/bizwomen/news/latest-news/2020/05/united-teams-up-with-clorox-cleveland-clinic.html?page=all
https://www.cnet.com/news/krispy-kreme-offers-doughnuts-for-graduates-in-the-class-of-2020/
https://gisanddata.maps.arcgis.com/apps/opsdashboard/index.html?fbclid=IwAR3VtvjguwAqPmJWhRMUqqpnNfko88JZUB4wMjanDEXljc2pV03f8quS0-4#/bda7594740fd40299423467b48e9ecf6
https://gisanddata.maps.arcgis.com/apps/opsdashboard/index.html?fbclid=IwAR3VtvjguwAqPmJWhRMUqqpnNfko88JZUB4wMjanDEXljc2pV03f8quS0-4#/bda7594740fd40299423467b48e9ecf6


• Many jobs may vanish forever as layoffs 
mount (5/21/20) NYTimes  

• What will become of the class of 2020? 
(5/22/20) The Atlantic  

• The economy is finally recovering, but the ill-
effects aren't going away for a long time 
(5/20/20) Market Watch  

• Why our economy may be headed for a 
decade of depression (5/21/20) NY Mag   

Economic News

Data: BrandWatch, 5.21 , US only. 

While we already know the arguments showing 
that brands should continue their marketing 
during an economic downturn, what should that 
really look like? Here are a few strategies 
companies can implement during a recession:  

• Meaningful innovation can drive 
growth: Creating and launching new 
products that connect with consumers and 
add value to their lives can make brands 
stand out from the competition (e.g., 
Amazon launched the Kindle in 2007 
during the financial crash).  

• Reinforce core propositions: During the 
pandemic, we’ve seen people create 
deeper connections with their most 
trusted and beloved brands. It is crucial that 
brands remind consumers of their core 
brand proposition and why the brand is 
meaningful (e.g. in 2008, diamond retailer 
De Beers doubled its holiday ad spending 
for a brand campaign speaking to the value 
of diamonds in people’s lives).  

• Leverage brand authenticity: Ensuring that 
what you support, as well as your tone of 
voice and messaging, is appropriate for 
your brand, is key to being authentic (e.g., 
during periods of racial tension in the US, 
Nike launched a successful Colin 
Kaepernick campaign that resonated with 
its audience, while in contrast, Pepsi created 
an ad featuring Kendall Jenner at a protest 
that completely backfired).   

Source: WARC (5/21/20)  

Spotlight on:                                    
Marketing in a recession

• John Krasinski's 'Some Good News' sells 
to ViacomCBS following massive bidding war 
(5/21/20) Hollywood Reporter  

• Have we finally found evidence for a parallel 
universe? (5/21/20) Forbes 
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https://www.nytimes.com/2020/05/21/business/economy/coronavirus-unemployment-claims.html
https://www.theatlantic.com/family/archive/2020/05/class-of-2020-graduate-jobs/611917/
https://www.marketwatch.com/story/the-economy-is-finally-recovering-from-the-coronavirus-but-the-ill-effects-arent-going-away-for-a-long-time-2020-05-20
https://nymag.com/intelligencer/2020/05/why-the-economy-is-headed-for-a-post-coronavirus-depression-nouriel-roubini.html
https://www.warc.com/newsandopinion/opinion/threetipsformarketinginrecession/3615?utm_source=daily-email-free-link&utm_medium=email&utm_campaign=daily-email-americas-subscribers-20200522
https://www.hollywoodreporter.com/live-feed/john-krasinskis-some-good-news-sells-viacomcbs-massive-bidding-war-1295491
https://www.forbes.com/sites/startswithabang/2020/05/22/ask-ethan-have-we-finally-found-evidence-for-a-parallel-universe/#7fd6d5642fcf

