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Motive for this study

As COVID-19 (C19) gripped the

globe, it has…

• Shuttered industries & strained supply chains

• Forced unemployment to climb

• Driven millions to work from home

• Required front-line workers to confront daily viral risk

• Separated people from one another

• And most painfully caused sickness and loss of life

Despite these hardships, we know we

must carry on. We know populations have 

overcome equally challenging, and

even more difficult circumstances. 

And having the right data & insights can 

increase favorable outcomes.

Our response

As a strategic marketing organization,

we wanted to understand what businesses 

can do to survive, thrive and even flourish 

by adapting to meet customer and 

employee needs by answering: 

What are the guiding criteria businesses 

should use to best serve their customers 

and employees in the time of C19? 

We used message testing, image testing, 

and other techniques to survey 570 US 

consumers and employees; and observed 

and analyzed numerous examples of how 

companies are adapting to best serve

their customers and employees.

Let’s discuss what we learned…



Webinar topics

• Study background

• COVID-19 situation

o Pre-COVID

o Where things are today

o Where we’re going

• Paradoxes product & service development framework 

• How companies are already applying the framework

• Summary & recommended actions

• Q&A
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Study Background
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Final 
Report

Survey participant 
written responses 
(open ends) 500+

Web research – 20+ 
sources (WSJ, NYT, 

Co. Web sites, 
Medical Journals)

U.S. Quantitative 
Survey

(n570) 

Paradoxes 
experience, 
observations
& acumen

Study inputs
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50% Essential workers

84% Employed Full-Time

Study participants represented a mix of ages, organization sizes, roles and industries

19%

61%

12%

19%
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Boomers
1945 - 1965



Situation

Pre-COVID Now The Future
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Pre-COVID
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We felt mostly safe 

interacting with 

others, gathering

in small and large 

groups

We eagerly went

to sporting events, 

plays, concerts

and the movies 

Kids went

to school in 

classrooms

We traveled

without reluctance 

for business & 

pleasure

Technology 

augmented how

we interact

Office workers

went to the

office

And now things are different…

Pre-COVID normal…
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Where things are today
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Q: How does this picture make you feel on a scale of 0 to 10, 0 being “not at all”, 10 being “extremely” 

We often display images, ads and promotional materials to understand the feelings

they evoke. This crowded coffee shop image triggered more anxiety and fear rather

than hopefulness and joy about returning to crowded spaces.

Now people feel anxious around physical connection
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Coffee bar photo used in image test Feelings associated with coffee bar photo



Another technique we use is sectional image testing in which respondents click on areas of an image and

then designate if they like or dislike that portion. They can also make additional comments about each area.

Aspects of COVID are triggering positive and negative feelings
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We often use word highlighter exercises to 
quantitatively help clients determine which words

and messages are most popular, divisive and negative.  

In this study, we tested five reopening messages.

Net positive score indicates percent of positive words minus percent of negative words.

Safety related words and phrases

were most appealing; phrases that
reduced choice and control

were most negative.
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Message test findings Message test findings

Safety related reopening messages were most appealing



Somewhat surprisingly, work from home appears here to stay
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This has massive 

implications for 
employee 

collaboration, 

morale, commercial 

real estate, traffic, 

environmental 

impact and the list 

goes on.



Implications

Positive Implications

• Reduced travel expenses

• Broadens talent pool reach

• Improves work/life balance

• Improves efficiency

Negative Implications

• Strained team collaboration

• Hindered employee morale

• Difficult new employee onboarding

• Hard to sustain/develop culture

“The hardest part was not having a dedicated
office space like what I have in the office. There I
have multiple computer monitors, external keyboard,
mouse, wired LAN internet connection with a top
of the line computer desk and chair which enabled
me to do my job much more efficiently.“
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“Higher productivity for myself and my team. I wasted
3 hours a day commuting to SF from San Jose. It’s super
hard to stay productive with a commute (even on the train).
If I was the CEO, I'd want maximum productivity for my 
employees. I do miss some of the backslapping that comes 
with being in sales (e.g. going to bars and whatnot).
This stuff is important for entry-level employees but less
so for mid to senior level folks (e.g. the ones who are
supposed to bring in the most money).”

People have mixed feelings about work from home and the implications
are significant



Where we’re going
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Overall, participants are not optimistic about a post-COVID future;

Baby Boomers are the most optimistic and Gen Z the least

Average Optimism Rating by Generation

1.35

1.45

Gen Z
1995 - 2010 

Millennials
1980 – 1994

Gen X
1966 – 1979

Boomers
1945 - 1965

.5

.9
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10

Your Company 3.1

Human Health, Locally 2.1

Rural Residential Real Estate Market 1.8

Environmental Health 1.7

Suburban Residential Real Estate Market 1.6

Stock Market 1.5

Domestic Travel 1.5

United States Economy 1.4

Urban Residential Real Estate Market 1.1

Global Economy 1.1

Human Health, Globally 1.1

Commercial Real Estate Market 0.7

International Travel -0.1

Partisan Politics -0.9

-10

2

1

3

Q: Thinking about what the world will be like three to five 

years from now, how optimistic are you about each item in 
the list below? 



0% 0%

Pre-Post Delta (Post - Pre = Change)

Gen Z Millennial Gen X Boomer Average

Video chat with doctor, therapist, or other

medical professional
10% 17% 19% 25% 18%

Online/app curbside pickup for restaurant takeout 8% 17% 12% 16% 14%

Online/app curbside pickup for shopping 13% 15% 4% 19% 14%

Online/app shopping with local business

(e.g. grocery store, lawn service, cleaning service, etc.)
2% 13% 4% 14% 10%

Video chat with retailer, customer service rep,

or other service provider (e.g. lawyer,

contractor, etc.)

4% 10% 6% 12% 9%

Online/app food delivery 8% 3% 9% 12% 8%

Online/app workouts or exercise classes 8% 10% 6% 5% 7%

Watch a live artistic performance over the internet 4% 8% 1% 11% 7%

Video chat with friends/family -4% 9% 4% 13% 7%

Attend virtual classes -4% 13% 0% 10% 7%

Virtual home tour (buy or rent) -4% 3% 3% 6% 3%

Online/app dating 2% -3% -6% 2% -1%

Online/app shopping with national/international 

business (e.g. Amazon, Walmart)
-6% -1% -7% 3% -2%

Q: In your personal activities, which technologies did you use, do you currently use,

and/or do you want to use at least once per week prior to, during and after social 
distancing?

2 Telemedicine, apps for

curbside pickup, apps for

local shopping, video chat

with retailers/customer service 

rep are forecasted to see the 

greatest lift pre-post C19

Boomers are predicting the 

largest increase in post C19 

technology usage

1
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Participants forecast numerous technologies will be used more after C19 than before



Q: Thinking about new products and services you may be interested in during times of social distancing,

select up to 3 characteristics you would want new products or services to provide.

11%

12%

15%

18%

19%

20%

28%

28%

28%

31%

31%

38%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Helps me locate financial aid

Fosters family fun

Helps me find work

Helps me keep my kids engaged and productive

Enables me to help others

Helps me manage my money/obtain financial guidance

Physical distancing/contactless interactions

Provides humor

Enables me to connect with others/share experiences

Helps me maintain/improve my physical health

Helps me maintain/improve my mental health

Provides entertainment

Characteristics sought in new products and services during social distancing

Consumers want products and services that provide entertainment & humor, 

improve mental and physical health and foster connection with others
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0% 0%

Virtual training, video calls, virtual trade shows and remote tech support are 

forecasted to see the greatest business usage increase pre/post COVID
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Q: We asked participants about their technology usage change from before to after COVID



Employees want their companies to invest most in remote work technology,

health care benefits, new product research and employee perks

21

2

1



Summary & 

Recommended Actions
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TECHNOLOGY:

• Consumers are saving time using alternative
channels (e.g. curbside pickup, telemedicine);
many forecast continued heavy usage of
these channels after COVID

• Technology is the great enabler to offset
COVID limitations

• People want technologies that foster human 
interactions, mental and physical health, humor
and entertainment during this time

TECHNOLOGY:

• Employees forecast a net increase in technology 
usage from pre to post COVID

• Employees want employers to most invest in
remote working technology, healthcare benefits,
new product research/adaptation and employee 
perks while decreasing investments in executive
pay, office space and shareholder dividends 
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Top consumer and business takeaways 

When creating new products and services during this time, check some of these boxes…

Consumer Business

BEHAVIORS:

• Migration from urban to rural communities

• Contactless activities (e.g. curbside pickup & 
payments)

• Consumers want to minimize risk, and feel safe
and in control going into public places

UPSIDE:

• Many savvy businesses are expanding their reach 
beyond their physical limitations as customers use
new channels (e.g. curbside pick up, telemedicine, 
remote learning, outdoor dining)

• Companies are increasing profit through more
efficient delivery of products and services that require 
less resources or better utilization of existing resources



Given the implications of COVID are likely to remain for years to come,

companies can use this framework to guide development of products and services

Paradoxes product/service development framework to meet customer needs during C19

❑ Provides safety 

❑ Delivers convenience

❑ Provides control / transparency to make decisions

❑ Offers entertainment / humor

❑ Fosters mental/physical health

❑ Facilitates human interaction

Next steps and how you can succeed
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We see many leading brands aligning to this framework to deliver innovative

products & services during C19

Company Innovation 

Example

Safety Convenience Entertainment 

/ Humor

Control Health Human 

Interaction

Google
Workspace

Walmart
Drone delivery

Fortnite
Virtual concert

Headspace
Mental

health app

NBA
Games in the 

bubble

Check-in
Supermarket 

queue app
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Q & A

Submit your questions in the chat 

window



www.paradoxesinc.com/studies

Download the full study and related 3-part series
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https://paradoxesinc.com/studies/


About Paradoxes
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Established in 2007, Paradoxes is a

strategic marketing organization that

gathers and analyzes information to

help technology-driven organizations

make smarter sales, marketing and

product decisions.

We enable our customers to

capitalize on opportunities,

overcome challenges

and mitigate risk.

Marketing
Strategy

Research Analytics

Paradoxes
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For more information about how Paradoxes can help you make smarter decisions, go 

to paradoxesinc.com or contact jscott@paradoxesinc.com



Thank you!



Appendix:

Example Innovations
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Example & Takeaways: Apps for Grocery Busy Times

“…a social app which allows people to 

check their local supermarket queue 

information and stock levels, submitted 

by other users of the app, and then 

"check-in" themselves to share their 

own experience…”
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https://www.chargedretail.co.uk/2020/05/12/lidl-launches-whatsapp-chatbot-to-inform-customers-when-the-best-times-to-shop-are/
https://newdigitalage.co/2020/04/09/tech-for-good-linescouts-com/
https://play.google.com/store/apps/details?id=uk.apptimal.supermarketcheckin&hl=en&gl=US


Example & Takeaways: Google Workspace

“brings together core tools for communication 

and collaboration—like chat, email, voice and 

video calling, and content management and 

collaboration—into a single, unified experience 

to ensure that employees have access to 

everything they need in one place”
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https://cloud.google.com/blog/products/workspace/introducing-google-workspace


Example & Takeaways: Delivery Robots and Drones

Starship Technologies robot
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https://www.scmp.com/tech/e-commerce/article/3051597/chinas-e-commerce-giants-deploy-robots-deliver-orders-amid
https://corporate.walmart.com/newsroom/2020/09/09/walmart-now-piloting-on-demand-drone-delivery-with-flytrex
https://www.fastcompany.com/90492915/these-delivery-robots-make-it-easier-to-do-contact-free-deliveries-to-at-risk-quarantiners


Example & Takeaways: Google for SB’s and COVID tracking

“A seven-day average of new COVID cases per 100,000 people for the 

area of the map you’re looking at, and a label that indicates whether the 

cases are trending up or down…”

“Add a donation link, gift card link or both to [your] profile….share a 

personal message in [your] post to inform customers how funds will be 

put to use….we’ve partnered with PayPal and GoFundMe for donations”
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https://blog.google/products/maps/navigate-safely-new-covid-data-google-maps/
https://www.blog.google/outreach-initiatives/small-business/support-links-business-profile-google/


Example & Takeaways: Animal Crossing Virtual Vacation

“Through our virtual offerings, 
we would like to encourage 
everyone to make time for an 
“island getaway” during these 
challenging times, as a break is 
important for one’s mental 
wellbeing.”

- Lynette Ang, Chief Marketing Officer, 
Sentosa Development Corporation

https://www.youtube.com/watch?v=ympYJPKhVag&feature=em

b_logo37

https://www.youtube.com/watch?v=ympYJPKhVag&feature=emb_logo


Example & Takeaways: Virtual Concerts with Wave and Fortnite
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https://venturebeat.com/2020/06/10/wave-raises-30-million-for-superstars-to-stage-virtual-concerts/
https://www.cnet.com/news/fortnite-travis-scott-astronomical-experience-seen-by-almost-28-million-players/


Example & Take-Aways: Virtual Approaches for Employee Well-Being
To better care for employee health, companies are offering mental health and wellbeing apps/software for free Some companies, like the Bank of 

Ireland and Microsoft, have engineered their own.

Headspace has emerged as one of the most popular mental 
health apps being offered through employers for free or at a 

discount.

Introduced several new features 
through Teams:
• Virtual commute
• End of day “close out”

• Reminders to/assistance in 
staying connected and 
protecting time

• Scheduled breaks and 
mealtimes

• Emotional check-in
• Partnership with Headspace
• …and more!
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https://www.peoplemanagement.co.uk/long-reads/articles/how-people-teams-responding-coronavirus-bank-ireland
https://techcommunity.microsoft.com/t5/workplace-analytics-myanalytics/introducing-insights-in-teams-to-power-wellbeing-and/ba-p/1675767


Example & Take-Aways: Cleo, Fringe, & The Mom Project
In light of the growing childcare crisis, many companies have started partnering with more flexible benefits platforms like Cleo and Fringe to support working parents. 
Additionally, Cleo + The Mom Project (and others) created the Invest in Parents pledge, a growing movement to commit to supporting working parents.
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https://www.investinparents.com/


Example & Take-Aways: Ally Bank and COVID-19
Ally has been made a corporate example by its response to COVID-19, extending medical coverage and leave, financial assistance, mental health and 

childcare support, as well as well-being modules and challenges to help support its employees.

• “All employees making $100,000 or less in annual base 
compensation will receive a $1,200 tax-free financial assistance 
payment to help cover unexpected costs related to working 
from home.

• Ally added 100% coverage for diagnostic testing and the 
associated visit related to COVID-19.

• Immediate paid medical leave for any employee diagnosed 
with COVID-19.

• Expanded childcare support: When daycare or adult/elder care 
arrangements are disrupted, Ally will cover 30 uses of emergency 
care.

• Access to free mental health professionals, via phone or text, 
through the Employee Assistance Program.

• Free financial planning support, including access to certified 
planners and credit monitoring.

• 100% coverage for virtual doctor visits and online health care 
services.

• Paid caregiver leave for employees caring for an ill family 
member.

• Well-being modules and challenges geared to staying physically 
and mentally healthy at home”
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https://www.forbes.com/sites/alankohll/2020/04/06/how-one-company-is-taking-care-of-employees-during-covid-19/#673ef36c488d

