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THE HEADLINES CHANGE DAILY 
AND SO DO CONSUMERS
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GRIM
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HUMOROUS
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CONFLICT
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POLITICAL
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UNSETTLED
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BRANDS BESIEGED



TURBULENT. UNDERSTATEMENT. 
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THE BATTERED CONSUMER
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YOU



a MARKETER
to do?
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AGILE
marketing

Is DATA-
DRVEN



resonate.com 15

ASK:

Is my RESEARCH
keeping pace?



RESONATE COVID-19 & 
RECENT EVENTS 

CONNECTED STUDY WAVE 5
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THE ECONOMIC-IMPACT REMAINS A 
PRIMARY CONCERN
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HEALTH-RELATED CONCERN IS 
RETURNING TO PREVIOUS HIGHS
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People who believe the 
U.S economy will not 
return to normal until 
2021 hits an all-time 
high. 

ECONOMIC CONFIDENCE CONTINUES 
TO WANE
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NEVER IS THE NEW NORMAL
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ASK:

Does my data help me 

TAKE ACTION?
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CAPTURE THE SHIFTS

is up 41%
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IDENTIFY EMERGING OPPORTUNITIES
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BRICK & MORTAR FACES UNCERTAINITY
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HOW WILL YOU MEET EXPECTATIONS? 
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ARE YOU PREPARED TO PIVOT & ENSURE 
CX ALIGNED TO YOUR BRAND?

As a result of the coronavirus situation, how will the likelihood that you will do the following in the next 90 days 
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IS YOUR MIX EVOLVING AS MEDIA 
HABITS CHANGE?
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PLATFORMS ARE SURGING & EVOLVING
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CONSUMERS ARE CHANGING TV 
CHANNELS



resonate.com 30

WHO IS BUYING & WHERE CAN THEY 
BE FOUND?
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ASK:

What about my specific 

CUSTOMERS & 
PROSPECTS?
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A dynamic, holistic view of a person 
that combines core attributes like 
demographics and psychographics, 
and contextually relevant digital & 
physical cues with values and 
motivations to reveal why we choose, 
buy, advocate or abandon a brand. 

THE HUMAN ELEMENT:                       
NOW MORE THAN EVER



AGILE MARKETING TIP #1

Know the HUMAN in 
your TARGET 
AUDIENCE
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WHO ARE THE FLAVORED MILK MOMS?

Flavored Milk Moms

They are 
females 

That buy chocolate 
milk for their children

Who are between 
the ages of 5-14
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WHAT DO FLAVORED MILK MOMS CARE ABOUT?
Insights: These Moms are all about tradition, faith, and family

Flavored Milk Moms

They are 
females 

That buy chocolate 
milk for their children

Who are between 
the ages of 5-14
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WHY DO THEY BUY FLAVORED MILK?

Insights: 

Flavored Milk Moms
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WHERE DO FLAVORED MILK MOMS LIVE?
DMA Analysis

Insights: These Moms are more likely to live in Atlanta, and less likely to live in San Francisco

Flavored Milk Moms
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WHO ARE MY OTHER POTENTIAL SEGMENTS?
Analyzing Purchase Data

Insights:
• We see that there is another potential segment, The Healthy Activist Shopper, 

that we are missing if we focus too much attention on the Flavored Milk Mom
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HYPER RELEVENT Answer Platform

Resonate Ignite Platform

Million 
Connected Profiles

200M
NCS 

Respondents

200K
Attributes
per profile

13,000+

Segmentation 
& Typing Tools

On-going Custom 
Research

Website

Mobile App

Custom 
Database

Third-Party Data

DATA IN FOR 
INTELLIGENCE

Digital 
Advertising 

Personalization

Website 
Personalization

E-mail 
Personalization

Direct Mail 
Personalization

Your Database 
Modeling

ON-GOING & HOLISTIC 
UNDERSTANDING
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Mind the 
EVOLVING 
sentiment

AGILE MARKETING TIP #2
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HOW DO YOU ASSESS READINESS?
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21.1 M June
5M July

REOPEN 
RUSHERS

REOPEN
RESISTENT

165.8 M June
205M July
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ARE PEOPLE SNACKING MORE OR LESS?

Primary Grocery 
Shopper/Reopen 

Resistant
May Recent Events 

Wave

Insights:
• Overall, snacking 

between meals is 
trending toward 

Primary Grocery 
Shopper/Reopen 

Resistant
July Wave

VS.
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WHEN ARE THEY SNACKING?

Primary Grocery 
Shopper/Reopen 

Resistant
from May Recent 

Events Wave

Insights:
• People are snacking less 

after dinner and more as 
a lunch replacement

Primary Grocery 
Shopper/Reopen 

Resistant
July Wave

VS.
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WHAT DO THEY WANT TO BUY?

Primary Grocery 
Shopper from May 

Recent Events Wave

Insights:
• Luxurious 

decreased 
dramatically

• Sustainability and 
Healthy are both 
increasing

Primary Grocery 
Shopper July Wave

VS.



AGILE MARKETING TIP #3

Emerging trends 
have MAJOR impact



resonate.com 49

CHANGE:

Which CATEGORIES are 

GAINING/LOSING?
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ARE WE DRINKING MORE OR LESS?

Insights:
• Across the board, 

people are drinking 
more.

• Liquor consumption 
has increased the most

Increase Drinking 
March Wave

Increased Drinking
July Wave

VS.
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DIVING DEEPER INTO LIQUOR CATEGORIES

Insights:
• Overall vodka 

consumption 
decreased

• Liqueurs/brandy 
increased

Increase Drinking 
March Wave

Increased Drinking
July Wave

VS.
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WHICH BRANDS ARE GAINING/LOSING?

Insights:
• Smirnoff and Ketel one 

saw moderate 
increases

• Svedka are 
seeing decreased 
preference

Increase Drinking 
March Wave

Increased Drinking
July Wave

VS.
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WHAT IS MORE IMPORTANT THAN PRICE?

Increase Drinking 
March Wave

Insights:
• Price is less of a 

consideration factor
• Recommendations 

drinking with have 
increased in 
importance

Increased Drinking
July Wave

VS.



CHANGE:

Consumer & Brand  VALUE 
ALIGNMENT
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WHO ARE THE 

Source: Resonate Ignite Platform Copyright 2020  
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WHAT ARE THEIR

PRODUCT PREFERENCES?



57resonate.com 

IN 
YOUR BASE

Source: Resonate Ignite Platform Copyright 2020  
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HOW SHOULD YOUR BRAND RESPOND?
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AGILE MARKETING: 
Insights Into Action

How have my customers 
attitudes changed?
When should we open?  Who is will 
come and who will wait? What is 
required to make them feel safe & 
comfortable?

Universal

When do consumers plan to 
begin spending again? 

Shift to/from online to/from brick and mortar 
when, where to open or not

Truist (SunTrust), Sleep Number

Are these changes short-lived, 
or permanent? 

Website insights and personalization 
initiatives on how they can help with the 
extended time to file your taxes.

Fin serv leader

Where and how do I best 
engage customers & 
prospects in this 
challenging time? 
What packages should I create? How should my 
media mix shift - Pre-roll, addressable tv & 
product placement.

Hershey
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1. What is the baseline of your data?

2. How often is your data refreshed?

3. Can I hit the refresh button as things change?

4. Can you provide a view of my customer from all of my 
data sources?

5. Can I tie my research and insights tightly back to 
execution?

6. Can I get detailed geo intelligence quickly?

AGILE MARKETING: 
Ask the Hard Questions
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Resonate offers deep human-level data and insights to 

help you stay ahead of the complex changes facing 

consumers in 2020, from the coronavirus pandemic to 

the fight against systemic racism. Get the report:

resonate.com/yourcustomer

LEARN MORE


