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By SARAH RAMIREZ

As people have grown more accustomed to living amid the coronavirus pandemic, marketers still face challenges
in effectively communicating with consumers who continue to crave a return to "normalcy" while navigating
persistent health risks.

According to Forrester's report "What Consumers Will Do Next and Why," brands must stay in tune with consumers'
mindsets and motivations, even as both groups are quickly adapting to a changing climate. Better understanding
their audiences and consumers will help brands make more effect investments in customer experience as
consumers' priorities, preferences and behavioral patterns shift.

"Business leaders should think about consumers through the lens of risk perception as it's  one of the most effective
ways to get predictive about consumer behavior and receptivity to brand/experience during this period," said Anjali
Lai, senior analyst at Forrester. "Marketers often default to looking at consumers through the lens of demographics
(age, income, location) or previous behavior (transactional data) which will not sufficiently indicate what
consumers will do next as social and economic conditions continue to change."

Forrester's study is based on online surveys of more than 6,000 adult consumers from the United States, Canada,
China, the United Kingdom, France and Italy. The first wave of surveys was conducted in mid-April and the second
way was conducted in mid-May.

New consumer personas
Globally, consumers are perceiving different levels of health and financial risks.

Those risk perceptions, however, are not stagnant and will change as conditions related to the pandemic evolve.
According to Forrester's Consumer Energy Index, as coronavirus cases increase in certain regions, so do
consumers' fear levels, desire to protect against health and financial risk, and fatigue around engaging with new
brands and products.

In March, half of U.S. consumers believed COVID-19 would not impact their quality life. A month later, only a quarter
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believed the pandemic would have no long-term effect.

Consumer perceptions  about the pandemic have changed over time. Image credit: Forres ter

Mindsets also diverge based on personal experiences such as whether an individual contracted COVID or cared for
a loved one with the virus as well as demographics and regional and cultural differences.

"One of the common refrains during the crisis has been that we're all in this together' although this is nice to hear, it's
not true," Ms. Lai said. "Each consumer has had a vastly different pandemic management experience, and this
personal experience will directly shape how consumers rebuild their lives post-pandemic."

Forrester has identified four consumer profiles summarizing the different approaches to risks: strained, thrifty,
poised and cocooned.

Strained consumers have the most health and financial fears, leading to risk avoidance and distrust about how
businesses approach reopenings. Thrifty consumers are more considered about their financial well-being, opting
for the most affordable products and experiences.

Poised consumers feel the least threatened by health and financials concerns. They remain optimistic and willing
to spend on their favorite experiences and brands.

Finally, cocooned consumers are relying on their financial well-being to ensure their health risks are reduced. For
instance, these consumers are spending on online shopping while avoiding for physical stores.

Forty percent of Chinese consumers fit the "cocoon" profile, while almost a quarter of Chinese and U.S. consumers
are in the "poised" category a promising sign from the world's two largest luxury markets.

Consumer risk profiles  are based on perceptions  of health and financial risks . Image credit: Forres ter

Although the majority of consumers are reporting cutting back to "essential" spending, different groups of
consumers have their own definitions of "necessary" purchases.

While poised consumers continue to prioritize their long-term saving goals, they are also spending on products that
enhance their comfort as they stay at home more. These purchases include home fitness products, beauty products
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and electronics, as well as home improvement projects.

Cocooned consumers are also saving more because of persistent economic uncertainty, but many are spending on
enhanced safety precautions. An extreme example would be affluents who opt for private airline travel to avoid
commercial flights where it is  harder to socially distance.

"I think that cocooned customers specifically will forge a new definition of luxury' experience," Forrester's Ms. Lai
said. "Already, these are the customers that are opening their wallets for the fastest and highest quality digital
solutions; they are the customers opting for private appointments when they do venture in store.

"Their emphasis on physical distancing and physical safety will yield a renewed exclusivity around the luxury
experience."

Post-pandemic priorites
During the duration of the pandemic, growth in ecommerce sales has been a lifeline for brands and retailers. As
brands continue to invest in digital infrastructure to connect with consumers, they must remain aware that each risk
profile perceives technology differently.

"Emotions and attitudes towards technology will vary greatly depending on the consumer's pandemic recovery
outlook," Ms. Lai said. "For example, strained consumers who are highly fearful for their physical health and their
financial health feel the pain of the pandemic most acutely, and will use digital as a lifeline they will rely on digital
tools to help them find deals and discounts, and transact from safe distances.

"On the other hand, poised consumers who feel buffered from threats to their physical or financial health are eager
to move from crisis' phase into rebound' phase," she said. "As a result, they will experiment wildly with digital
solutions that deliver uplifting and energizing experiences."

Many consumers may be reprioritizing and changing their lifestyles based on their outlooks during the pandemic
and recovery.

Poised consumers are likely to embrace digital innovations brought on by the crisis, and cocooned consumers will
maintain digital behaviors that improve their overall experiences. Cocooned consumers are also willing to pay a
premium to shop at retailers that redesign spaces with safety in mind and are visibly enforcing safety precautions.

"First, business leaders should determine what their consumer risk profile looks like," Ms. Lai said. "Depending on
consumer risk profile, business leaders can start making strategic decisions.

"How urgently do they need to invest in digital transformation initiatives and which elements of the digital
experience will be most important to consumers?" she said. "Which kind of digital consumer behaviors will persist
over the next 1-2 years, and which offline behaviors will revert back to what we saw pre-pandemic?

"Every company wants to be empathetic' during this time but the way to show empathy will differ by consumer risk
profiles. Leaders should tune messaging content, tone, channel to match the consumer's distinct mindset."
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