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Vesta is a brand community-building solution
with direct access to millions of consumers,
allowing us to keep a pulse on consumer
sentiment throughout this rapidly changing time.

“The art of moving
forward lies in
understanding what
to leave behind.”

Since March, we have conducted ongoing
research regarding consumer's experiences and
brand sentiment.

- Seth Godin

We're here to
help marketers
navigate what
comes next.

These results come from wave 7, conducted
during July, and reflect how the increase in cases
across the nation has had a renewed impact on
consumer sentiment and behavior.

Consumer concerns are climbing again
The steady rise of COVID-19 cases during July led to a sharp
increase in concerns about the pandemic and the related
economic and educational fallout.
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When asked to pick their single greatest concern, the majority chose
health & safety (45%) but other concerns are weighing on consumers.
1 in 4 Millennials and almost as many Gen X (23%)
indicated their children returning to school is their top
concern.

Gen Z is more concerned about money & finances (29%)
and social justice (13%) than other generations.

Boomers remain the most concerned about health &
safety (59%).

While concern is high and growing, the issues consumers are
focused on varies greatly by generation. Be sure you are
helping your consumers in the ways that matter most to them.

Rising case count impacting brand sentiment
The pandemic continues to impact brand sentiment,
especially among younger consumers. Negative feelings
increased the most, impacting industries connected with
community spread and misinformation.

Almost 6 out of 10
consumers say brand
actions have
impacted their view
of brands.

Gen Z (71%) and
Millennial (63%)
consumers report the
greatest impact.

Industries consumers feel the most
positive sentiment towards

HOLDING #1
SPOT SINCE
MARCH

Grocery
65%

Household products
65%

Pharmacy
61%

Cleaning products
63%

Health & Wellness
60%

Industries consumers are feeling the
most negative sentiment toward

Bars
40%

Social Media
27%

Airlines/Travel
25%

Restaurants
17%

Negative sentiment had previously peaked at 25%, showing
brands that are perceived to contribute to the pandemic will be
viewed very unfavorably.

Rising case count impacting brand sentiment
The good news is that brands that take action and
communicate with their consumers have the
opportunity to build awareness and positive sentiment.
Brand communications that have a positive impact on perception include:

Highlighting safety
and cleaning
protocols
75%

Providing
information that is
focused on families
73%

Reaching out and
listening to what’s
required from them
during this time
75%

Communicating
efforts to meet high
demand
71%

Informing about the
COVID-19 situation
and their response
69%

4 of 5 consumers feel it is important for brand
communications to be personalized to be relevant to them
These measures are especially important for the industries where having a
trusted brand is seen as more important than price and availability.

Baby
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Technology
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Pet
59%

Electronics
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Health/Wellness
55%

The single best thing a brand can do is reach out to
consumers and LISTEN to them as to what's needed from
them during this time.

E-Commerce remains the safe bet
With few consumers expressing complete comfort in
shopping at reopened retail locations, online shopping
continues to increase.
Mostly/completely comfortable shopping at reopened businesses

35%

Only 39% of consumers are
shopping weekly at nonessential businesses.

31%

1 in 4 are shopping once a
month or less
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74% of consumers feel
positively towards brands
enforcing that their customers
wear a mask inside retail
locations

Technology, fashion and baby purchases are happening online
Purchased online at least half the time or more

Entertainment
78%

Electronics
72%

Technology
71%

Clothing
68%

Baby
65%

Brick and mortar has a long way to go to build consumer comfort
and traffic. Retailers will find overwhelming support for following
health and safety guidelines, no matter the rhetoric.

Methodology
This research was conducted via an online survey issued to the peer-topeer influencer community, Smiley360. The study was fielded July 17 August 4, 2020 and 7,265 U.S. respondents completed the survey.
About Vesta
Vesta is a leader and pioneer in Community Powered Marketing. Our
intuitive SaaS platform elevates a brand's digital presence, delivers
predictive insights, and transforms consumers into lasting brand advocates.
Hundreds of brands have partnered with us to activate millions of
consumers to drive customer acquisition, long-term loyalty, and actionable
insights. Founded in 2009, we work with leading brands including Unilever,
P&G, Pfizer, Johnson & Johnson, and more.
www.vesta-go.com
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