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Predicting
Post-Pandemic
Behaviors
"We're living in unprecedented times." Consultants,
our clients, and their customers hear this every day.
It's certainly true – but what does this mean for
what’s next?
Together, we will navigate this present pandemic
state and look ahead to what behavioral changes in
consumers and businesses we'll see in a post
COVID-19 world as we respond to, re-enter, and
re-imagine the future.
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New Drivers of Loyalty

The drivers of consumer
convergence and loyalty have
evolved, with a new focus on
safety, dependability, and
kindness – causing brands to
think differently about the
solutions they offer.
Target

Self-actualization is no longer the
connection point, as consumers focus
more on the safety of themselves and
their families as the top priority in their
hierarchy of needs.

73%
of people say the way a company
treats its employees has more
influence than before on where
they shop
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The backlash to panic buying and related inventory
instability has also driven consumers to anchor
themselves to established brands with dependable
supply chains, as well as those that have successfully adapted to the new demand without an
adverse effect on employees.

29%
of people named a grocery store
when asked what ONE company
has gained their trust during
the pandemic

Source: Creating Next: A Post COVID-19 Reality Survey, Big Red Rooster, April 2020
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Uber

Brands who appeal to consumers’ need
for safety and security are trusted most.
One of the most fundamental shifts
seen to date has to do with the basic
motivations of human behavior. Until
this point, for the majority of consumers, their physiological needs were
being met. Getting enough food,
water, warmth, rest – toilet paper.
Instead of messages, assortments,
and services that fulfill functional
needs, brands focused on inspiring
consumers to achieve their full
potential – delivering on the
upper-most tier of Maslow’s hierarchy.
Pre-pandemic growth was strong for
brands like Nike whose positioning
inspires the “athlete in all of us” and
Samsung who empowers a new
generation of “makers, directors, and
creators.” They were homed in on
fulfilling a need for self-actualization.
And then COVID-19 came along. As
consumers struggle to adapt to life
sheltering in place, Maslow’s pyramid
has seemingly flipped.
Brands must now tailor their strategies closer to the hierarchy’s former
base – appealing to consumers’ sense
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of security, safety, and physiological
well-being. Brands and retailers who
help consumers and their families
feel comfortable are the most revered
and rewarded.

How is your company
delivering on the
consumers’ need for
safety and security?
At the onset of stay-at-home orders,
as college students packed their bags
for home, Enterprise Rent-A-Car
waived its young-renter fee and
reduced the minimum age to rent a
vehicle from 21 to 18 years old. The
initiative was designed to help
students get home to their families.
Allstate is offering several benefits to
ensure that its customers are in Good
Hands. Its Shelter-in-Place Payback
offers 15% off monthly premiums in
April and May, which the company

says is fair because less driving
means fewer accidents. Since
sheltering in place also requires
people to do more virtually, all U.S.
residents who sign up will receive
free identity protection for the rest of
the year. And, for any customers who
use their personal vehicles to deliver
food, medicine, or other goods
commercially, Allstate has expanded
coverage to protect them.
In a spot for its "Thank You for Not
Riding" campaign, Uber features
scenes of people safely sheltering at
home – enjoying newfound time with
family. The video coincides with
Uber’s social PSA campaign called,
“Uber Stop Moving” where “a company that moves people is asking you to
not move." Along with encouraging
most people not to ride, the brand
also committed to providing 10
million free rides to those who need
it: healthcare workers and seniors.
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Kroger

The Kroger Co.

Crocs

The way that companies treat
their employees has more
influence than ever before.

Businesses are pivoting their
manufacturing, simply because
it’s the right thing to do.

As sure as this pandemic is a health crisis, it is also a crisis
of ethics. Companies have had to quickly adapt their
policies to protect their workers, and some have done so,
implementing measures like cutting C-level salaries,
adding paid sick leave, and committing to pay hourly
employees even while closed.

As the pandemic continues to cause shortages around
the world, companies have started using their own
manufacturing facilities in order to the produce the
necessary equipment.

The Kroger Co. paid its front-line workers – including
grocery, supply chain, manufacturing, and customer
service associates – a one-time bonus for their ongoing
efforts. Each full-time employee was paid $300 and
part-time employees received $150. In addition, Kroger
also announced that it would provide its mid-Atlantic
employees with a “hero bonus” – $2 above their standard
rate of pay.
And for PepsiCo employees who produce, transport, or
deliver its products, the company has given at least an
extra $100 per week; provided a full, 14-day salary for any
employee who must be quarantined because of
COVID-19; and provided at least two-thirds of regular pay
for up to 10 weeks to those who are sick or caring for a
loved one with the virus.

Is your brand standing for the
things that matter most?
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Uniqlo’s parent company, Fast Retailing, pledged to make
and donate approximately 10 million protecting masks to
high-priority medical facilities around the world.
LVMH, the French luxury goods conglomerate behind
brands like Christian Dior, Givenchy, and Guerlain, started
churning out hand sanitizer in its perfume facilities.
Crocs launched a program called “A Free Pair for
Healthcare”, in which they’re prepared to donate 10,000
free pairs of Crocs every day to doctors, nurses, and
other medical employees on the frontlines. It’s also
sent 100,000 pairs to hospitals around the country to
hand out.
And online luxury mattress company, Leesa, pivoted its
focus: to design a 7-inch mattress with a simplified frame,
protector, and pillow specifically for hospital use. The
brand has directly shipped these mattresses to hospitals –
as much as 1,000 units a day.
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Leesa

Post COVID-19 loyalty will
go to brands that created
confidence throughout
the crisis.
What will shopping look like once consumers are able to
get out and visit physical locations? Where will their
loyalty be? Consumers will be looking to anchor themselves to brands and businesses who delivered during the
crisis while genuinely doing the right thing for customers
and employees rather than just pushing for sales.
Zappos

Top: LVMH, Bottom: Uniqlo

Brands are going to need a total mindset shift. While some
consumers might snap back quickly as we re-enter
“normal”, the majority has heightened expectations and
new salient needs. We must find ways to pivot, prioritizing
assurance over actualization and comfort over creativity,
while encouraging them to leisurely shop in physical stores
once again. In a recessionary environment, a reorientation
of your business is the first step to rebuilding.

Are consumers aware
of all you are doing to
support your employees?
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Is your brand
ready to create
what’s next?
Email: info@bigredrooster.com
Phone: 614-607-7900
Address: 121 Thurman Ave. Columbus OH 43206

bigre dro os t e r.c om
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