
RETURN TO NORMALITY?

America: Home of the (too) Brave?

A Pulse on USA Consumer Normality – Week 4

Week 4

Fielded 10 – 12 Apr 2020

Study details:

US National representative sample
13 Apr (Week 4), n=800
All Weeks to date, n= 3,200
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T H I S  W E E K
Americans’ sense of normality reached its lowest point this week at 46%.  That 
is 13% lower than four weeks ago, 54% lower compared to this time last year.

It seems that it is not the consequences of the virus that are driving perceptions 
of normality, but it is government actions in social distancing and isolation plus 
economic shutdown that is having the greatest impact on consumers.

Is this a demonstration of Americans’ acceptance of a ‘new’ normal in which 
the newsroom headlines are no longer surprising?  Or does our sense of 
normality still have a long way to fall before the true consequences of COVID-
19 are realized?

What will it take to return to normal? Right now, Americans are looking for 
economic improvement, as well as lifting of restrictions on day-to-day work 
and social life.

I M P L I C A T I O N S  F O R  P O S T  
C O V I D - 1 9
As more and more consumers start to adapt to a new normal with no clear end 
date, the need for brands to shift their focus to understanding the new 
landscape continues to be of critical importance.

What is driving consumption decisions now?  And importantly, how can my 
product, service and brand adapt to align with these new demands?

We need to consider how consumption decisions are shifting to ensure our 
brands are empathetic, and relevant to changing consumer sentiment.
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T H E  N O R M A L I T Y  I N D E X

Overall, Americans are responding to the COVID-19 crisis 
with a cautious, steady sense of life as normal.  

Perceptions of normality reached a new low this week at 
46%, a 13% decrease compared to four short weeks ago 
and 54% lower compared to this time last year.  Yet as we 
start to examine what is driving Americans’ sense of 
normality, and how they individually feel impacted, in the 
following pages, we see two elements appear:  

• Where the crisis is impacting day-to-day life, concerns 
Americans most.  

• Where there is no ability to control the outcome, for 
example the economy and their work life, Americans are 
holding steady.

At the time of publishing, America had the highest number of 
infected citizens of anywhere on earth and rising mortality 
rates.  In contrast, Australia has significantly lower infection 
and mortality rates, but also a significantly lower Normality 
score (35%).  This leaves us with a question: is America’s 
steady, and relatively optimistic normality score a portent of a 
future rebound or a misreading of the gravity of the 
circumstances?  
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This model explains the relative importance of everyday aspects of life driving a 
return to normality.  Feeling confident in the economy and feeling comfortable to be 
out in public are the top drivers predicting a return to normality – improvements in 
these aspects will signal the green shoots that ‘normal’ is re-emerging.

P R E D I C T O R S  O F  
R E T U R N I N G  T O  
N O R M A L I T Y
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64% 63% 63% 61%

The general decline in Americans’ confidence in 
important areas of society, and ability to engage in day-
to-day behaviors continued over the past four weeks.

In just one month we have seen the most significant 
decline relate to Americans’ ability to socialize with 
family and friends (45%, down from 63% on 23 Mar), a 
29% decline in how they are feeling about this important 
personal freedom.  

It is interesting to observe that people are most 
concerned about the issues which are impacting them 
most closely for example, since 23 March 2020:
• Feeling comfortable to be out in public has fallen 17% 

• Ability to access healthcare as usual has fallen 12%;

• Ability to attend school, college or work as usual has 
fallen 17%;

And issues which they can not control remain relatively 
stable.

51% 49% 50% 49%

Feeling confident in the economy Feeling comfortable to be 
out in public

Ability of everyone to attend 
school/college/work as usual

Ability to socialize with 
friends or family

Ability to make future plans Ability to access healthcare as usual

Ability to buy groceries etc as needed

23 Mar 30 Mar 13 Apr6 Apr

W H A T ’ S  N O R M A L ?
The higher the number the more ‘normal’ (Index 
benchmark is 100% = normal).

42% 38% 42% 35%

57%
51% 51% 50%

47% 43% 43% 39%

63%
50% 49% 45%

69%
61% 63% 61%
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COVID-19 is inching closer to home.  Since 23 
March 2020, there has been a 230% increase in the 
proportion of people who know someone currently 
diagnosed with Coronavirus (10%, up from 3%).  

As the infection rate continues to rise will we see the 
affect of this start to impact daily behaviors and 
Americans’ sense of normality in the coming weeks?

3%
6%

8%
10%

3% 3%
8% 8%

23 Mar 30 Mar 6 Apr 13 Apr

Yes, with a current  diagnosis Yes, recovered

I M P A C T

Have you or anyone you personally know 
tested positive for Coronavirus (COVID-19)?
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57% 59% 54% 49%

65% 68% 61% 56%

23 Mar 30 Mar 6 Apr 13 Apr

Current negative impact Fearful of future impact

55% 56% 54% 50%

59% 61% 54% 51%
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65% 67%

64%

64%

63% 66%

67%
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When we compare their personal, work and financial life and how 
impacted they feel by COVID-19, we can see a steady easing in 
concerns after the initial shock (23 Mar). 

Does this suggest Americans are adapting and coming to terms with 
the need to make enduring adjustments to their lifestyle?

As we saw in “What’s Normal?” (pg 5), where Americans are 
feeling a loss or affect on their immediate lifestyle they have greatest 
concern.  Their personal lives are most immediately negatively 
impacted (sitting in a band of 64 to 67%) but there has been an 
easing in their fears for the future impact on their Personal Life (down 
11% from a high of 67% last week, to 59% this week).

Americans appear to be getting a grip on the immediate Financial 
Impact, and whilst remain concerned about the future, their initial 
fears are easing slowly, from a high of 68% (30 Mar) to 56% 
currently, a fall of 18%.

Current and future Work Life is not in Americans’ immediate control, 
and whilst still a concern, it is the least troubling. We learn that 36% 
of Americans are now working from home (see pg 8), which is a 
24% increase since 23 Mar.  And we have seen a 14% decline in 
concern for the future Work Life since 23 Mar.

Current Negative Impact 
Has Coronavirus had a negative impact on the following aspects of your day-to-day life?

Fearful of Future Impact
Regarding Coronavirus, how fearful are you about the future impact it will have to your 
day-to-day life?

Note: Results represent the percentage of 6 to 10.



I N  T H E  P A S T  W E E K

American’ maintained similar levels of behavior in the last week…

Worked 
from home

Driven own 
vehicle

Ordered takeout food and 
had it delivered via a 
delivery service

Used a 
rideshare app

Ordered and picked up 
food directly from a 
restaurant 

Used public 
transport

Eaten out at 
a restaurant

Flown by 
commercial airline

23 Mar 30 Mar 13 Apr 6 Apr

29% 35% 35% 36%
22% 22% 27% 22%

45% 42% 44% 46%

24%
10% 9% 7%

65% 63% 59% 63%

7% 8% 7% 4% 11% 7% 8% 5% 2% 3% 3% 3%
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L O O K I N G  F O R W A R D
How optimistic do you currently feel about the status of the following?

21% 24% 22%24% 25% 24%25% 26% 27%24% 25% 24%

Optimistic about future 
business conditions

Optimistic about future
employment conditions

Optimistic about future 
economic conditions

23 Mar 30 Mar 13 Apr6 Apr

The marginal growth trend in optimism about future business, 
employment and economic considerations weakened this week.
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12% 12%12% 13%12% 12%13% 14%

Likelihood to make 
reservations to travel 

in the next month

Likelihood to travel by 
air in the next 3 months

L O O K I N G  F O R W A R D
How likely are you to do the following? 

Note: Results represent the percentage of 6 to 10.

23 Mar 30 Mar 13 Apr6 Apr

Low likelihood to make travel reservations in the next month or travel by 
air in the next three months were maintained.



The perceived timeline to return to normal remains long term.  However, this 
week there were fewer expecting it to be more than 6 months (21%, down from 
26%).

R E T U R N I N G  
T O  N O R M A L

When do you think life (including wider society will return to normal?

4%

12%

20%
16%

6%

15%

21%

7%
4%

10%
14% 14%

8%

13%

26%

11%

4%

10%

18%
15%

8%
12%

21%

12%

next month 2 months 3 months 4 months 5 months 6 months more than
6 months

never

Note: Results may not sum to 100% due to rounding.

30 Mar 13 Apr 6 Apr
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ABOUT FORETHOUGHT

Forethought is an internationally awarded  marketing and customer 
insight, analytics and strategy consultancy that solves our clients’ 
demand-side growth challenges.  

With a sharp marketing orientation, we seek to understand & 
predict consumer behavior. Using advanced analytics via the 
modelling of primary (small) & organizational (big) data, we 
translate the findings into insight & management action with the 
intention to gain & retain market share, improve margin & drive 
category growth. 

We equip management with certainty & clarity to quicken the pace 
& precision of their decision-making, investment & action on: 
• brand,
• communications, 
• market sizing, 
• product, 
• pricing, & 
• customer experience strategy.



North America

Level 5 400 Madison Avenue
New York  NY  10017
USA
+1 929 239 3080

Asia Pacific

Level 5 550 Bourke St
Melbourne  VIC  3000
AUSTRALIA
+ 61 3 9614 3000

www.forethoughtusa.com

Contact Us


