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The ability to "bounce back"

Resilience is the capacity to
cope with a crisis.
Resilience exists in people
who develop psychological
and behavioral capabilities
that allow them to remain
calm during crises or chaos
and to move on from the
incident without long-term
negative consequences.
Wikipedia
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Taking the pulse
Germany's emotions seem to be fairly balanced

Worried 63%

vs.

50% Hopeful

Scared of
infection(1) 48%

vs.

52% Not scared (1)

Frightened 36%

vs.

36% Calm

Annoyed 33%

vs.

29% Relaxed
Source: Wavemaker/mScience, April 2020; (1) YouGov, 3 April 2020
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Many purchases are merely postponed

Even in large-ticket categories such as automotive, home appliance and IT/electronics about half of all purchases
are delayed and will likely happen once the immediate crisis is over.
In some categories, consumers are now even making new plans to buy items, either right away or post-Corona.
Source: Kantar Barometer 3rd April 2020
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For financial services there is
even a window of opportunity
Comparatively few financial purchases will be postponed due to Corona.
Online is the key sales channel for
purchases of financial products.
And a significant number of
consumers are making new plans to
purchase finance products.
Insurance companies and banks are
well-advised to satisfy this demand.

Source: Kantar Barometer 3rd April 2020
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But consumers focus on the
short term

Growing Interest
Legal protection

+268%

Travel

+246%

Suppl. health

+219%
0%

We see a huge spike in searches for insurance
products that will help mitigate short-term effects
of Corona:

100%

200%

300%

• Travel: in case holidays later in the year have to
be cancelled.

Declining Interest

-100%

-80%

-60%

-40%

-84%

Risk life

-25%

Capital life

-24%

Work disability

-20%

• Legal protection: presumably in case of lay-offs.

0%

• Supplementary health: in order to upgrade
medical care in case of infection.
Insurance products for long-term risk or plans such
as life insurance or work disability are currently not
top-of-mind.
Source: Microsoft, Feb 1 - Mar 31 2020
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Nonetheless,
these are times of stress …
61%

"I pay more attention to
hygiene in supermarkets."

"I try to do my shopping
outside the usual times."

55%

"I try to avoid personal
83% social contact."
"I am worried about
friends and family."

67%

Source: Wavemaker/mScience, April 2020
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Instagram volume (millions) of
interactions of public posts
including the word 'bored'

And boredom!

Source: Crowdtangle public posts global 2020
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How people
are coping
with Corona …

A Resilience Typology

9

Escapism

Resilience
behavior is
manifest along
two basic
psychological
dimensions

Whether
you are taking
an escapist or
an actionistic
approach
Me

Actionism

A Resilience Typology

We

Whether
you are focusing
more on yourself
or behave more
socially
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Escapism

Subsequently,
we have
observed 4
types of
consumer
behavior

BingeCapism

Eventification
We

Me

EgoTivity

New
Solidarity

Actionism

Source: Wavemaker proprietary, April 2020
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Binge-Capism
What it is:
To take their mind off the crisis people take in
large amounts of content.
How it manifests itself:
Bingeing either on entertainment content (e.g.
Netflix, TikTok); or on news and updates about
Corona – overdosing on information is also an
escapist response.
Interesting facts:
Usage of video streaming and video apps has
increased by 25%.
26% claim they are actively searching for
distractions from Corona.

We estimate
that about

25%

of consumers fall
into this behavior.

Source: Wavemaker proprietary; Wavemaker/mScience, April 2020
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Ego-Tivity
What it is:
Partly because of social distancing, partly because
of the crisis: people are taking time for
themselves.
How it manifests itself:
Me-time can be used productively, e.g. by learning
new skills or taking up hobbies; or spiritually, by
re-assessing one's life or priorities.
Interesting facts:
24% are regularly watching tutorials on YouTube.
39% are spending more time with their hobbies.
43% are trying to live healthier and more mindful.

We estimate
that about

66%

of consumers fall
into this behavior.

Source: Wavemaker proprietary; Wavemaker/mScience, April 2020
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Eventification
What it is:
Turning the (negative & frightening) crisis into a
(positive & fun) event, especially on social media.
How it manifests itself:
There are many manifestations across social;
most relevant are streamed (impromptu) entertainment events (e.g. concerts, Zoom-parties) and
countless #challenges (such as #museumfromhome, cf. on the right or #playaparttogether).
Interesting facts:
The #toiletpaperchallenge generated more that
5.3m views on TokTok and 8m on YouTube.
180.00 people watched Stefan Mross & AnnaCarina Woitschack perform a concert from home.

We estimate
that about

33%

of consumers fall
into this behavior.

Source: Wavemaker proprietary; Wavemaker/mScience, April 2020
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New Solidarity
What it is:
A crisis brings out the best in people: in order to
cope they take care of each other, virtually and IRL.
How it manifests itself:
There are many examples of active solidarity, e.g.
"giveaway fences" where people leave food for the
needy or "support your locals"; but there's also
virtual solidarity such as "balcony applause" for
doctors.
Interesting facts:
38% either buy groceries for others or have others
buy for them.
"Support your locals" is now live in 215 German
cities.

We estimate
that about

45%

of consumers fall
into this behavior.

Source: Wavemaker proprietary; Wavemaker/mScience, April 2020
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What brands can do to leverage these behaviors
Binge-Capism

Ego-Tivity

New Solidarity

Eventification

Categories with best fit:

Categories with best fit:

Categories with best fit:

Categories with best fit:

•

•

•

•

Media, streaming services,
telcos, alcohol &
beverages, snacks, fast
food, delivery services

Possible Strategies:
•
•
•

Provide free access to
distracting content and/or
fast internet access.
Positively acknowledge the
need for distraction.
Provide other forms of
distraction (e.g. games).

Food, financial services,
insurances, sports/outdoors, publishers/media,
beauty, IT/computer

Possible Strategies:
•
•
•
•

Help them to grow: offer
online courses/tutorials
Provide access to experts/
influencers
A retro-approach to
rediscover "old" hobbies
Take a spiritual stance

Insurances, financial
services, bio-products,
retailers, automotive,
luxury, travel

Possible Strategies:
•
•

Facilitate or empower
support networks
Celebrate positive/heroic
behavior

Fun & games, telcos,
FMCG, cosmetics, music/
entertainment, fashion,
sports

Possible Strategies:
•
•
•

Develop #challenges for
consumers and amplify
Create entertainment
events online
Create "event-spaces"
where consumers can
meet with your brand

Source: Wavemaker proprietary, April 2020

A Resilience Typology

16

Why it is important for
brands not to be silent
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Consumers who to hear more or the same from brands

Same

19%

Depending on the category, between
50% and 80% of them are expecting to
hear the same or even more from their
brands.

More

have started to use a
new brand because
of compassionate
behavior

Consumers
are demanding
that brands take a stand:

45%

are likely to buy a
brand in the future
that responds well to
Corona

Taking a positive stand can directly
lead to sales – now or
after the crisis.

Source: Opinium Research, 26th March 2020; Edelman Trust Barometer, Germany 23rd – 26th March 2020
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Brands, too, can
follow resilience
strategies to better
deal with Corona.
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5 resilience strategies for brands
We have interviewed 3 psychologists to identify what
brands can learn from resilient humans:
1.

Agility & flexibility
The more flexible you are in times of stress the easier it
will be to adapt to unforeseen developments.

2.

Trust your strength
If you are convinced that you will master the crisis you
have a far greater chance of succeeding.

3.

Increase your social sphere
Social connections are the single most important
factor for resilience – build out your social network.

4.

Be clear about your purpose
If you are aware of why you're doing what you're
doing you tend not to lose focus.

5.

Stay optimistic and active
If you give off positive vibes you will receive positive
feedback which in turn will make you stronger.
Source: Wavemaker proprietary, April 2020
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Management Summary
1.

Emotionally, many Germans are dealing well
with Corona; increasingly, boredom is a factor.

2.

Many purchases that are not happening are
merely postponed and will happen eventually.

3.

Consumers expect to hear from brands during
Corona – some even want to hear more.

4.

We have identified 4 types of resilient behavior
amidst Corona – brands can engage with
consumers by leveraging these insights.

5.

Brands can adopt resilience strategies by
learning from human behavior.
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