
US Tracking Consumer Sentiment 
on the Impact of Covid-19

Weekly Update – May 1st 2020

Home purchases, travel & leisure activities 
and working environment



Introduction

There is no way of sugar-coating the impact of the COVID-19 crisis on

the US travel, leisure and hospitality sectors. Many of us remember the

2008 crash only too well, but the unprecedented restrictions imposed

on people’s movements and the near impossibility of going about our

daily lives represent a hammer-blow like nothing we have faced in our

lifetimes.

While we watch amazed, inspired and grateful for, in equal measure,

the bravery of our frontline health, emergency services staff and

essential workers, all of us can play a role, however small, in nursing our

society, economy and sectors back to health.

Matthew Petrie
US President, BVA BDRC 

Scott Brill
Senior Vice President, PRS IN VIVO

At BVA BDRC and PRS IN VIVO our intention is to use the tools of our

trade to help our clients and industry stakeholders make sense of the

current uncertainty. This is the first in a weekly series of reports which

will monitor the mood of US consumers, the extent to which the worst

is still to come or behind us, what is being discussed online, as well as

changes to anticipated buying/booking lead-times as the crisis endures.

We wish you, your families and businesses all the best during this

period. If you have any questions on this report or if we can support you

in any other way, please do not hesitate to get in touch.

Best regards,



Executive Summary

The US national mood this week edged higher, driven by GenZ and GenX, while

both Millennials and Boomers remain cautious in their sentiment. Confidence in

the Federal and Local government’s handling of the crisis increased slightly this

week, highlighting the struggle between balancing re-opening the economy with

health safety.

With most Americans housebound for several weeks by late April, the expected 

timeline to resume general leisure activities all shortened. The biggest boosts for 

resuming activities in the next 3 months were for going to a restaurant followed by 

shopping, going to a movie theater or gym.

More Americans report being ready to resume day out activities in the next three

months. Going on a day out to a visitor attraction or a museum both increased by

more than twenty percent in late April. Visitor expectations for museums to act

on before returning is the availability of sanitizing hand gel, enhanced cleaning of

public areas and reduced maximum visitor capacity.

Americans are inching towards traveling again. The most recent results show a

large increase in intent to book hotel accommodations in late April, with one third

expecting to book within the next three months. A majority of consumers expect

hotel brands to make sanitizing hand gel available throughout the property and

institute brand cleanliness standards before their first post Covid-19 hotel stay.

With more time to assess their financial situation, a slight drop was reported

in the proportion of Americans having been hit hard by Covid-19. That said,

still nearly half feel cautious about their financial circumstances. Given what

Americans know today, nearly half (48%) think that life will return to

something close to normal by at least summer.

The surge in purchasing more cleaning products appears to be slowing while

purchases of discretionary products like sweet snacks and non-alcoholic

beverages continues to increase, driven mostly by younger consumers.
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The mood of 
the nation



The mood among Americans edged higher in late April.  

Q5: How would you rate, between 0 and 10, your mood today? (%)
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Source: BVA BDRC United States.  Sample size per wave  n=500 in US. 



A more positive mood is emerging among GenZ and GenX, while both Millennials 
and Boomers remain cautious in their sentiment.  

Q5: How would you rate, between 0 and 10, your mood today? (%)
* Note sample size for GenZ is based on a small sample size.  Results should be viewed as directional. 
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Consistent with a rising mood, more Americans this week reported feeling that the worst has passed.  These 
results are consistent with an improving outlook in the United Kingdom, albeit with a larger proportion of Brits 
seeing things remaining the same in comparisons to Americans.  

Q7: Regarding the situation of Coronavirus in the US/UK and the way it is going to change in the coming month, which of the following best describes your opinion? 
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With more time to assess their financial situation, a slight drop was reported in the proportion of 
Americans having been hit hard by Covid-19.   That said, still nearly half feel cautious about their 
financial circumstances.  

q17: There has been a lot of talk about how the coronavirus pandemic is affecting people’s financial circumstances. If you had to choose, which ONE of the following 
statements would best describe your feelings about your own situation, right now?

Source: BVA BDRC United States.  Sample size per wave  n=500. 
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tomorrow look after itself

I’ve been hit hard – I’ve got no option but to really 
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I’m cautious - so far things are OK but I feel I have 
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really affected me and I’m pretty confident that it 
won’t
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Q6c1/c2. Would you say that you are completely confident, somewhat confident, not really confident, not at all 
confident regarding how the United States government is handling the crisis? Federal Government : Local government.

Americans consistently rate their Local Government higher than the Federal Government in 
their handling of the Covid-19 crisis. Confidence edged slightly higher this week. 
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Q16: Given what you know today, when do you think life will return to something close to normal?

This year Next year

Given what Americans know today, nearly half (48%) think that life will return to something 
close to normal by at least summer.  However, the number reporting that life won’t return to 
‘normal’ until next year held steady. 

8%

49%

23%

14%

3% 2%
6%

43%

25%

18%

4% 4%6%

42%

27%

18%

4% 3%

Next month By summer End of this year Next year (2021) 2022 or later Never

Apr 15 Apr 22 Apr 29

Source: BVA BDRC United States. Data collected on April 15 and April 22, 2020.  Sample size per wave  n=500. 



Home goods 
purchases 



Q. For each of the products listed below, please indicate if you will be buying more, about the same or less in the 2 next weeks?
Among those who currently purchase product category. 
Results from April 15 through 22 aggregated.  Sample size base n=1000. 

The proportion of Americans expecting to purchase more cleaning products or pet food in 
the next two weeks declined last week while purchase of laundry detergent was unchanged.  
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Q. For each of the products listed below, please indicate if you will be buying more, about the same or less in the 2 next weeks?
Among those who currently purchase product category. 
Results from April 15 through 22 aggregated.  Sample size base n=1000. 

Purchasing of essential home goods or products in the next 2 weeks held steady. 
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Q. For each of the products listed below, please indicate if you will be buying more, about the same or less in the 2 next weeks?
Among those who currently purchase product category. 
Results from April 15 through 22 aggregated.  Sample size base n=1000. 

Expected purchases of discretionary products like sweet snacks and non-alcoholic 
beverages increased noticeably this week, while other categories were unchanged. 
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Q. For each of the products listed below, please indicate if you will be buying more, about the same or less in the 2 next weeks?
Among those who currently purchase product category. 
Results from April 15 through 22 aggregated.  Sample size base n=1000. 

Consistent with previous results, GenZ are driving the increase in expected purchases of a majority of 
discretionary products, especially snacks.  However, Millennials report high levels of expected spending for 
alcohol beverages, clothes and cosmetics.  Boomers in contrast, report far lower levels of expected spending 
across discretionary products. 
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Leisure and 
travel



Q. Given what you know today, when do you anticipate doing the following?
Among those who intend to engage in the leisure activity. 
Results from April 15 through 22 aggregated.  Sample size base n=1000. 

With most Americans housebound for several weeks by late April, the expected timeline to resume 
general leisure activities all shortened.  The biggest boosts for resuming activities in the next 3 months 
were for going to a restaurant followed by shopping, going to a movie theater or gym.
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Q. Given what you know today, when do you anticipate doing the following?
Among those who intend to engage in the leisure activity. 
Results from April 15 through 22 aggregated.  Sample size base n=1000. 

More Americans report being ready to resume day out activities in the next three months.  Going on a 
day out to a visitor attraction or a museum both increased by more than twenty percent in late April. 
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Q. For each of the products listed below, please indicate if you will be buying more, about the same or less in the 2 next weeks?
Among those who currently purchase product category. 
Results from April 15 through 22 aggregated.  Sample size base n=1000. 

Those most likely to resume leisure day out activities in the next 3 months are GenZ and Millennials.   
For older age cohorts, intent is significantly lower, pointing to the need to effectively communicate 
safe access when re-opening begins. 
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Visitor expectations for museums to act on before returning is the availability of sanitizing hand gel, 
enhanced cleaning of public areas and reduced maximum visitor capacity.   A large majority of 
respondents are willing to visit a museum if one or more of these steps are taken as venues re-open. 

Q. Which, if any, of these conditions would need to be met before you personally would consider visiting a museum after the lockdown has been lifted?
Among those who intend to engage in the leisure activity. 
Results from April 29..  Sample size base n=300. 
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Enhanced cleaning of public areas

Sanitizing hand gel or wipes throughout the museum
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Only one in ten past museum visitors say 
they will wait for a vaccine or cue before 
visiting a museum.



Results by age cohort highlight the importance for museums to communicate post Covid-19 
re-opening measures to older potential visitors. 

Q. Which, if any, of these conditions would need to be met before you personally would consider visiting a museum after the lockdown has been lifted?
Among those who intend to engage in the leisure activity. 
Results from April 29..  Sample size base n=300. 
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Q. Given what you know today, when do you anticipate doing the following?
Among those who intend to engage in the leisure activity. 
Results from April 15 through 22 aggregated.  Sample size base n=1000. 

Americans are inching towards traveling again.  The most recent results show a large increase in 
intent to book hotel accommodations in late April, with one third expecting to book within the next 
three months.  Intent to plan an international vacation and to book a flight also increased noticeably 
in late April. 
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Q. For each of the products listed below, please indicate if you will be buying more, about the same or less in the 2 next weeks?
Among those who currently purchase product category. 
Results from April 15 through 22 aggregated.  Sample size base n=1000. 

Millennials are most certain about when they are likely to book a hotel, while GenX and 
Boomers are less certain.   These results highlight the need for hotel brands to communicate 
post Covid-19 measures.  
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Similar to results for the re-opening of museums, consumers expect hotels to make sanitizing hand gel 
available throughout the property.  Hotel brand cleanliness standards followed by enhanced cleaning 
regimes represent at least half of past hotel guest expectations for their post Covid-19 hotel stay. 
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Hotel guest expectations before next stay

Q. Which, if any, of these conditions would need to be met before you personally would consider staying at a hotel after 
the lockdown has been lifted?
Among consumers who had stayed in paid hotel accommodations in the last 2 years. 

Only one in ten past hotel guest say they 
will wait for a vaccine or cue before 
staying at a hotel



Communicating post Covid-19 hotel guest measures to Boomers will be important to meet 
their higher expectations for a safe hotel stay. 
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Q. Which, if any, of these conditions would need to be met before you personally would consider staying at a hotel after 
the lockdown has been lifted?
Among consumers who had stayed in paid hotel accommodations in the last 2 years. 



Although past homestay guests (e.g. Airbnb, VRBO) expect the availability of sanitizing hand gel and some form 
of cleanliness verification from the host and/or property owner and brand standards, one quarter say they 
won’t use a homestay accommodation again until a vaccine or cure is found, more than twice the rate of past 
hotel guests. 
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Homestay guest expectations before next stay

Q. Which, if any, of these conditions would need to be met before you personally would consider using homestay (e.g. Airbnb, VRBO)?
Among consumers who had stayed in homestay accommodations in the last 2 years. 

One in four past homestay guests 
say they will wait for a vaccine or 
cue before staying at a homestay 
accommodation again. 



Appendix



Methodology

Quantitative survey

Online survey among people who have done any two of the following 

since the beginning of the year (01 Jan 2020):

This is a weekly survey capturing 500 respondents per wave

The survey covers all parts of the US and is nationally representative on 

gender, age and regions.

The questionnaire focuses on understanding people’s views on the 

coronavirus situation and the impact it has on their engagement with 

the transport, leisure and hospitality sectors. 
 Went on a day out to a visitor attraction

 Visited a museum or cultural venue

 Booked paid-for accommodation

 Stayed in paid for accommodation

 Traveled by train

 Took the bus

 Went on a vacation within the US

 Booked a vacation within the US

 Went on an international vacation

 Booked an international vacation

 Booked a flight

 Traveled by plane

 Went to a restaurant

 Went to the movie theater

 Went to the gym

 Went to a bar, pub or club

 Visited a shopping mall
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