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WHAT TO EXPECT

WHY is the mindset of consumers shifting?

WHAT are consumers thinking now?

HOW do you prepare your marketing for the future?

WHAT can you do today?

HOW can you be efficient?

This presentation will be shorter than 30 minutes

Martin Stoll
CEO, Sparkloft 

Media 

Erika Wuelfrath
Social Strategist, 
Sparkloft Media

Erin Rosetti
Coastal Mississippi

Karen Conner
Coastal Mississippi

Milton Segarra, CEO
Coastal Mississippi
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THE WORLD WE LIVE IN NOW
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PROCESS + METHODOLOGY:
SENTIMENT VOLUME
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PROCESS + METHODOLOGY: SENTIMENT VOLUME

Volume measures the total number of
posts in the conversation and how they 
trend over the identified time period.NEGATIVE NEUTRAL POSITIVE
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SPARKLOFT MEDIA SOCIAL SENTIMENT REPORTING

Sparkloft has been using social sentiment data for more than 5 years 

We have been creating reports in regards to COVID-19 since January

Insights in this presentation is based on the data from these reports

UPCOMING WEEKLY REPORTS
APRIL 22: Travel and Hospitality
APRIL 29: Consumer Behavior
MAY 6: The COVID-19 Landscape
MAY 13: State of the Economy

You can find the reports at www.sparkloftmedia.com
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GLOBAL CONVERSATION RELATED TO CORONAVIRUS (ENGLISH)

DENIAL (1/1 - 2/24)
Little to no conversation

UNEASE (2/25 - 3/11)
Conversation is driven by 
corporate travel cancellations 
and new WFH policies

PANIC (3/12 - 3/20)
Major event cancellations and 
travel restrictions spur panic

QUARANTINE (3/21 - 4/17)
Major society changes spurred 
by social distancing and 
stay-at-home directives

FRUSTRATION (4/18 - NOW)
Regulation causes frustration 
over people’s daily activities 
and lifestyle

YTD PHASES OF COVID-19

*Crimson data from Jan. 1 - April 17, 2020, with a focus on global coronavirus conversation
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GLOBAL CONVERSATION RELATED TO CORONAVIRUS (ENGLISH)

*Crimson data from January 1 - April 17, 2020, with a focus on global coronavirus conversation
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PREDICTED FUTURE GLOBAL COVID-19 CONVERSATION PHASES 

PREDICTION

DIVISION
As cases start to 
decrease in volume, 
there will be a 
division between 
when and how to 
resume normalcy. 
Increasingly, this is a 
political conversation 
in the U.S.

*Crimson data from Jan.  1 - April 17, 2020, with a focus on global coronavirus conversation
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CONVERSATION RELATED TO HOSPITALITY (US+CA, ENGLISH)

42%
(March 1 - April 15)

DECREASE OF 
YEAR-OVER-YEAR 
CONVERSATION

*Crimson data from January 1, 2019  - April 17, 2020, with a focus on travel intent conversation
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MARCH 1 - APRIL 17, 2019 MARCH 1 - APRIL 17, 2020

HOW THE TRAVEL CONVERSATIONS CHANGED YEAR-OVER-YEAR
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THE NEW CONSUMERS
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THE MINDSET OF CONSUMERS HAS FUNDAMENTALLY CHANGED

CONSUMERS...
… are scared
… are frustrated
… face economic uncertainty

CONSUMERS HAVE LEARNED NEW BEHAVIORS
- Ordering restaurant food at home
- Buying groceries everything online 
- Streaming live events (music, art, sports)
- Working out at home

WHAT IT CAN MEAN FOR THE TRAVEL INDUSTRY
- Zoom call instead of business trip?
- Conventions and meetings?
- Family vacation traditions “unlearned”?
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QUARANTINE CONSUMERS

In social data we can currently identify three distinct consumer behaviors:

THE ESCAPISTSTHE CURATORSTHE ACTION-ORIENTED 
CONSUMERS
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QUARANTINE CONSUMERS: THE ACTION-ORIENTED CONSUMER

KEY BEHAVIORS
The action tendency is to join and contribute to the fight 
against coronavirus. 
Utilizing social media to organize and crowdsource 
information, they’re looking to be first to share the latest, 
sometimes more quickly than traditional news outlets. 
Trends like #FlattenTheCurve reveal how effectively education 
can be turned to action.

HOW A BRAND IS SPEAKING TO THIS GROUP
By demonstrating that it is in solidarity with efforts to fight 
COVID-19 and prioritized social responsibility over immediate 
profit, Airbnb earns the goodwill of an audience conscious of 
spending their money with the companies that align with their 
efforts.
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QUARANTINE CONSUMERS: THE CURATOR

KEY BEHAVIORS
The curation tendency sees this time in quarantine as 
an opportunity for self-improvement. 
From working out to accomplishing projects to 
learning new skills, this group is browsing social media 
for inspiration to make the best use of their time.

HOW A BRAND IS SPEAKING TO THIS GROUP
Starbucks understands that people’s morning coffee 
runs may be nonexistent. 
The brand shared fundamentals to teach its followers 
how to achieve a caffeine fix that they may be missing, 
creating further affinity despite no CTA to visit.
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QUARANTINE CONSUMERS: THE ESCAPIST

KEY BEHAVIORS
The escapism tendency wants to get away from all 
the coronavirus chatter, or at least as much as 
possible, while also engaging in activities that 
they’re missing out on, like vacations, concerts and 
even dating.

HOW A BRAND IS SPEAKING TO THIS GROUP
The Harry Potter franchise furthers the escapism of 
the series while many of its followers are at home, 
seeking distraction. Though an extra effort, the 
brand shows its dedication to its audience by 
creating new community through updated 
activities.
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BRAND EXAMPLE: STARBUCKS

ACTION CURATION ESCAPISM
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BRAND EXAMPLE: EVERLANE

ACTION CURATION ESCAPISM
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WHAT COMES NEXT?
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THE POST-CRISIS CONSUMER WILL THINK DIFFERENTLY

REACTIONS AFTER CRISIS WILL VARY

- Some people will be ready to travel 
right away

- Others will still be hesitant to travel 
and visit businesses



Confidential & Proprietary © 2020 Sparkloft Media

TO NAVIGATE THE NEXT PHASES

1. Use tactful + sensitive messaging
2. Stay engaged with your audience
3. Reassure your future guests

YOU WILL NEED TO MARKET DIFFERENTLY
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USE TACTFUL + SENSITIVE MESSAGING

PROACTIVE REACTIVE
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STAY ENGAGED WITH YOUR AUDIENCES
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STAY ENGAGED WITH YOUR AUDIENCES
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REASSURE YOUR FUTURE GUESTS
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VISUAL BEST PRACTICES FOR THE POST-CRISIS CONSUMER

Safe and hygienic food handling Wide open spaces Amenities without crowds

Sanitizer and hand washing Room to enjoy the outdoors Dining with distance



Confidential & Proprietary © 2020 Sparkloft Media

COMMUNITY MANAGEMENT

TIPS + TACTICS

- Respond to follower comments and 
questions

- Respond with more information + link to 
official resources

- Create template responses for FAQs and 
frequent comments you’ve been seeing 
on your channels

- Beyond your active social channels, check 
in on sites like TripAdvisor for reviews, 
concerns or questions
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OTHER WAYS TO STAY ENGAGED
- Re-share past content pieces (videos, 

articles)
- Join social trends
- Entertain with trivia, polls, Zoom 

backgrounds, etc.
- Ask people to share past memories + 

stories
- Share how-to’s + other experiences (be 

the expert)
- Go live on social media
- Increase activity on Instagram Stories

ADDITIONAL TACTICS

INSTAGRAM STORIES

ZOOM BACKGROUNDS

DESTINATION BINGO
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INSTAGRAM UPDATES

FUNDRAISING + ORDERING ONLINE

- Businesses can share gift card, food 
order, and fundraiser stickers in Stories 
and on their profiles for direct 
purchase/orders

- Fundraisers open on Facebook to a 
personal fundraiser created by business 
owner

- Gift cards and food orders for delivery 
and takeout are available in the US/CA

- Buyers can spread the word by resharing 
the stickers in their Instagram Stories

- Here is a breakdown of getting this set up

https://later.com/blog/instagram-small-business-sticker/
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LINKS FOR SMALL BUSINESS OWNERS

- Small Business Emergency Hub - Offers links + resources 
around crisis and a breakdown of tactics around specific, 
small business industries

- Partner with a Marketing Expert - Apply to speak to a 
direct FB representative (be prioritized if you have 
taken/plan to take advantage of Facebook ads)

- Pinterest expands resources for small businesses - 
Providing educational resources for small businesses

- American Express launches ‘Stand for Small’ coalition to 
support U.S. small businesses - AMEX is partnering with 
more than 40 businesses to support small biz through 
valuable services, offers, tools and expertise

RESOURCES FROM SOCIAL

https://www.facebook.com/business/boost/resource
https://www.facebook.com/business/m/facebook-marketing-expert?lead_source=Marketing_Coordinator&hc_location=ufi
https://business.pinterest.com/en/blog/pinterest-expands-resources-for-small-businesses
https://www.businesswire.com/news/home/20200421005753/en/American-Express-Launches-%E2%80%98Stand-Small%E2%80%99-Coalition-Support
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TO SUMMARIZE
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TO SUMMARIZE

1. This is not the “new normal” - this is the “current reality”

2. Clean > Deals > Experience > anything else 

3. Show them that “you get it”

4. Tell your story - now
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UNDERSTAND THE (POST-) CRISIS CONSUMER

Understanding the changed mindset of the 
consumer is critical at this stage. We 
provide reports with actionable insights.

WEEKLY REPORTS
APRIL 22: Travel and Hospitality
APRIL 29: Consumer Behavior
MAY 6: The COVID-19 Landscape
MAY 13: State of the Economy

Subscribe to our weekly report at
www.sparkloftmedia.com

Custom reports available at
coronareport@sparkloftmedia.com

http://www.sparkloftmedia.com
mailto:coronareport@sparkloftmedia.com
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QUESTIONS?
MORE INFORMATION AND REPORTS CAN BE 

FOUND AT SPARKLOFTMEDIA.COM



38

THANK YOU


