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So before we get started, we need 

to make something clear. This report 

is not about the virus. This special 

edition InMoment CX Trends Report 

is about what brands can do after 

the virus. More specifically, it looks 

at the trends we saw emerge in 

both our proprietary CX Standards™ 

Let’s just come right out and say 

it: we are all absolutely sick of the 

Coronavirus. Sheltering in place has 

most of us going stir crazy and our 

inboxes are absolutely flooded with 

invitations to webinars examining the 

effects the pandemic is having on 

businesses. It’s utterly exhausting.

results and our customers’ data that 

will help you take our learnings and 

succeed in the future. 

Business goes on no matter what. Here 

are the four trends you need to know 

in order to inform your next steps.

About the Research 

To come to the most informed 

conclusions, we have included results 

from our proprietary CX Standards 

Report and from specific market 

research and survey initiatives we have 

performed on behalf of our customers. 

CX Standards is InMoment’s ongoing 

customer experience study, tracking 

thousands of customers’ interactions 

with over 300 companies spanning 

17 industries in the United States. The 

latest fielding includes new COVID-19 

questions that rank U.S. consumer 

perceptions of companies’ responses 

to the pandemic.

The data is available immediately in 

the InMoment technology platform.*

In order to help our clients face the 

challenges of the pandemic, our 

experts have helped brands make 

various adaptations to their program 

in order to measure the success of 

their response efforts. Additionally, our 

Strategic Insights team has performed 

multiple instances of market research 

on behalf of our customers in order 

to better understand customer needs, 

sentiment, and more.

By looking into each of these areas, 

we have been not only able to derive 

four specific trends, but we can 

provide examples of how brands are 

capitalizing on this information to 

improve their customer experiences 

and businesses as a whole.

*For more information on CX Standards,

contact sales@inmoment.com.

https://inmoment.com/news/inmoment-reveals-consumers-perspectives-of-pandemic-response-reorders-the-industries-that-are-getting-it-right/


Trend #1: Those Who Adapt Survive

It is absolutely impossible to plan for 

a crisis, especially one as serious as 

a pandemic. What brands can do in 

the face of any hardship, however, is 

put in place the processes and teams 

necessary to react and adapt as 

quickly as possible. In fact, data from 

our CX Standards study revealed 

that this quick action is necessary to 

maintain positive customer sentiment 

in the face of adversity. 

Data from the CX Standards 

study reveals that custom-

ers are more satisfied with 

pandemic responses from 

restaurants, shipping, and 

investment brands. 
 

On the other hand, customers are 

least satisfied by COVID-19 respons-

es from companies in technology 

(online-only retailers, mobile, and 

television) industries. But why?

The answer lies in the timeliness with 

which brands from these industries 

were able to adjust their processes 

and services to deliver for—and in 

some cases to—customers. Take for 

example the restaurant industry. 

Almost immediately following 

shelter-in-place orders, brands were 

partnering with third-party delivery 

services or even creating their own 

delivery options in order to keep 

meals going from their kitchens to the 

dining room tables of hungry guests. 

In many cases, the only differences 

guests noticed in their interactions 

with these brands was that they didn’t 

need to leave their house in order to 

indulge in their favorite foods.
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Adversely, consider the decline in 

satisfaction for online-only retailers. 

Various inefficiencies that are results 

of a failure to adjust incoming 

shipments and a slowness to adjust 

pace and safety measures in 

fulfillment centers led to low stock, 

overwhelmed customer service 

centers, and ultimately, negative 

experiences and comments.  

Check out the below figure to see 

the contrast in customer comments 

between industries that adapted more 

quickly and industries that failed to 

do so.
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Customer Stories:  
Adapting for Success
 

Digital Adjustments A major home 

goods retailer was faced with 

a particular obstacle when the 

pandemic hit. The retailer typically 

relies on in-person interactions 

and employee expertise to make 

sales, but with customers unable to 

physically enter their stores, they 

needed to compensate.

In consultation with InMoment CX 

experts, the retailer was able to 

develop a strategy to build out 

digital components of their website 

that would enable customers to 

educate themselves on the various 

products online.

The retailer was able to transform 

their website to a new digital listening 

post, allowing their customers to 

understand what products were more 

suited to their lifestyles (rather than 

simply flipping through pages and 

pages of products).

 

 
 

Survey Adjustments Aldi was  

extremely proactive in adapting their 

processes in the face of COVID-19. 

Specifically, they have adapted its 

business model to support customers 

in many different ways, such as 

adapting their surveys to include 

health and safety questions so that 

they are able to constantly monitor 

the situation and continually learn 

and improve. Not only did this quick 

adjustment help to inform further 

crisis-oriented efforts, but it let 

customers know immediately that 

their health and safety was a priority 

for Aldi.

 

Branding Adjustments Volkswagen 

has modified their logo to visually 

represent the importance of social 

distancing. Alongside the logo, they 

also included the words “Thanks for 

keeping your distance” in order to 

send a message of solidarity and 

promote social distancing during the 

Coronavirus pandemic. They have 

updated the wording on survey invites 

to acknowledge COVID-19 and outline 

the response from their business.



Trend #2: Serve Fundamental Needs First

Another trend we pulled from our 

data is that the brands that succeed 

in the face of adversity are those 

who identify, prioritize, then address 

customers’ fundamental needs. 

We alluded to this in the previous 

section, but in the face of a pandemic,

absolutely everyone’s most 
urgent need is to ensure 
their own health and safety, 

as well as that of their friends and 

family. That means that in order for 

brands to truly serve their customers 

in this time, they need to not only 

put into place practices that keep 

customers safe, but also let their 

customers know that they are taking 

those steps.

This necessity is evidenced in the 

data from the CX Standards study. 

In the below chart, you can see that, 

once again, restaurants are the highest 

ranked by customers when it comes 

to both how they have performed in 

the face of the Corona-crisis, and how 

important the industry’s response to 

the pandemic is to their customers. 
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This tells us a few things. Firstly, it lets us know that 

restaurants had a lot to lose if their response wasn’t 

adequate, and understandably so. When guests are 

worried about contracting a disease, they are more 

concerned about where their food has been and who has 

been handling it. Secondly, it tells us that in spite of the 

increased risk, restaurants were still able to wow their 

customers. Without a doubt, this is because restaurants 

have responded quickly to their customers’ primary 

concern: their health.

As soon as a pandemic was announced, many restaurants 

closed their doors to sit in traffic to reduce the possibility 

of spread. They offered delivery, and not only that, but 

socially distanced delivery that reduced human contact 

and, therefore, the potential for transmission. They were 

also constantly communicating to customers the changes 

they were making to keep them safe.
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Customer Story:  
Delivering at a Distance
 

Brands outside of the restaurant industry have 

also found success by serving their customers’ 

primary need for safety. One of our furniture 

retailer clients wasted no time in initiating a 

no-contact delivery system that was safe for 

customers and employees, but still provided 

products to happy customers on time. They 

even took this one step beyond by offering a 

discount! The results were awesome for the 

retailer. In a pulse survey, the retailer asked a 

sample of customers and noncustomers if they 

were still looking to purchase from them;  

50% of respondents replied “yes!”

In our research, we also discovered that 

providing for secondary needs was effective for 

brands as well. For example, the high-demand 

and low inventory means that in most cases, 

shipping will be slower during this time. In order 

to make up for slower delivery, brands need 

to focus on other areas that are important to 

customers and put into place processes that 

address those needs. Additionally, brands need 

to make sure they are giving their employees 

the tools they need to make those processes 

successful and therefore, create positive 

customer experiences. The more brands focus 

on what really matters to customers, the more 

they will be able to create positive experiences, 

regardless of what else is going on in the world.



Trend #3: A Digital Experience Strategy is 
Absolutely Vital
In a world where no one is able to 

leave their house, it’s obvious that 

a digital strategy is necessary for 

brands to reach their customers. But, 

if we’re being honest with ourselves, 

it’s clear that even if there was no 

pandemic, people are leaving their 

house to shop less and less. A digital 

experience strategy is not just 

important during COVID times, then, 

but it’s simply important for your 

business year round.

Customers are interacting with 

your brand digitally more than ever 

before. Whether they are looking 

for a new car, comparing insurance 

policies, or ordering groceries, they 

are still going to expect the same 

quality of experience as if they were 

in store. For you to make sure your 

digital experience is up to par, you 

need to collect feedback at strategic 

touchpoints in the digital journey.
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Customer Stories: Prioritizing 
Digital Today and Tomorrow
 

In Retail: Many brands have been 

emphasizing their digital experience 

before now, but as the crisis unfolded, it 

became clear to many brands that their 

digital experience needed some work. A 

great example of this is the homegoods 

retailer we mentioned in Trend #1, that 

realized that it needed to enhance their 

website with strategic improvements 

that offered the same educational value 

as their knowledgeable employees. 

What started as a COVID-mandated 

project quickly turned into an initiative 

with even bigger picture implications 

for the brand. 

In the past, the retailer had seen 

prospective non-customers spend 

significant time on the website, but 

then make purchases elsewhere. 

When they began to look into the 

website experience with more 

urgency, it realized that this group 

was a huge revenue opportunity. 

The brand decided to more directly 

target this group with intercepts to 

see if they could uncover why these 

potential customers seemed to be 

using them as a resource, but not 

finishing up the transaction.

Their live chat was set to trigger in 

accordance with different actions 

and times based on newly forecasted 

customer journeys. Unlike their 

competitors, the client was able to 

find more ways to convert prospect 

web browsers, and empower them  

to share more as well.

In Financial Services: A major 

financial services client had a similar 

experience with “digital window 

shoppers.” The brand noticed that 

there was a huge opportunity to not 

only understand what keeps browsers 

from buying, but also how they could 

convince them to become customers. 

How? By exploring a previously 

untapped source of feedback: live 

chat transcriptions.

By scraping non-buyer commentary 

from the chat feature on their website, 

the brand was able to understand 

what was causing the dropoff and 

empower their agents on the other 

side of the conversation to turn those 

situations around.



Trend #4: Empathy Empowers Excellence

Last, but not least, is the final trend, 

and it’s all about empathy. This trend is 

perhaps the most profound, because in 

a sense, it is the trait that underlies all 

of the revelations we have made in this 

report. In order to react quickly, know 

what customers need, and understand 

how to reach them digitally, brands 

must first be able to see things 

from their customers’ perspective—

especially when times are hard.

So, how can brands make sure that 

their customers know they are making 

an effort to understand them and meet 

their needs? 

 

From our research, we have 

discovered four specific 

areas where brands need to 

prioritize empathy: external 

communications, employee 

policies, employee 

behaviors, and finally, by 

actually taking action. 
 

When brands communicate with their 

customers—especially in the midst of 

a crisis—empathy should be at the 

front of the message. A short formula 

for success would be, “we understand 

what you are going through and 

therefore, here are the actions we are 

taking to help you.”

A great example of a successful 

communication would be one from 

Starbucks CEO Kevin Johnson. The 

coffee chain’s will to prioritize the 

health and safety of their customers 

and employees (harkening back to 

the primary needs we discussed in 

Trend #2) was front and center in this 

message. These sentiments were then 

followed up with an in-depth plan for 

how they will act on these priorities.

Empathy also needs to permeate 

brand interactions and expectations 

for employees. Not only is this 

important for engagement, but it is 

becoming more and more important 

to customers that the brands they 

support are good to their employees. 

Especially in cases where every citizen 

is concerned for their wellbeing, it is 

important for brands to express their 

willingness to help their employees 

thrive in spite of external hardships. 

Things like paid sick leave, extra 

protection and safety regulations, and 

other policies go a long way in proving 

that brands care. 

Additionally, brands need to encourage 

positive employee behaviors. A few 

that stood out in the past few months 

are constantly disinfecting surfaces 

like credit card machines, cash wrap 

counters, and carts. Employees should 

also be encouraged to go the extra 

mile to help their customers. 

Finally, the absolute most important 

way that brands can prioritize empathy 

and win the hearts of customers 

everywhere is by actually taking 

effective action. Sentimental words are 

plentiful and all our inboxes are full of 

emails with well-meaning messages. 

This is all well and good, but it also 

means that we are numbed to simple 

words. What really makes an impact on 

customers—and even noncustomers—

are actions.
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Customer Stories: Taking Empathetic Action
 

Major Sportswear Retailer

The CEO of a prominent sportswear retail brand announced 

in late March 2020 that he would reduce his salary to 

$10,000 in order to save 3,500 jobs after the COVID-19 

pandemic ravaged the global economy. InMoment’s 

Strategic Insights Team launched a pulse survey of 1,500 

respondents to understand how this announcement 

affected market sentiment around the brand. 

More than 50% of non-customers said they were 

“extremely likely” or “likely” to visit the brand’s website 

throughout the ongoing pandemic after they heard the 

CEO’s announcement. 

First-time shoppers (in 2019) also noted higher 

conversions, with more than 82% saying they were 

“extremely likely” or “likely” to visit the website as well. 

94% of brand loyalists said the CEO’s action would 

most likely drive them to the website.

68% of respondents noted this leader’s empathy toward 

his employees as a reason for supporting  and visiting 

the brand’s website throughout the pandemic. 

While only a small number of respondents noted 

their unlikeliness to shop on the brand’s website, 

approximately 90% of “unlikely” tags were in regards to 

“saving money” and “financial concerns.”

53% OF NON-CUSTOMERS WERE “EX-
TREMELY LIKELY” OR “LIKELY”  TO VISIT

MORE THAN 82% OF FIRST-TIME SHOP-
PERS LIKELY TO VISIT

94% OF BRAND LOYALISTS LIKELY 
TO VISIT

7.4%

Extremely

22.4%

Extremely Likely

30.6%

Likely

6.4%

Unlikely

33.2%

No Change

2.4%

Unlikely

14.6%

No Change

38.5%

Likely

44.3%

Extremely Likely 5.6%

No Change

27.5%

Likely

66.5%

Extremely Likely

Are you extremely likely or more likely to 
visit this brand’s website?

MARKET RESPONSE TO EMPATHETIC MESSAGING:

55.4%

33.7%

11.8%  

Distribution of respondents surveyed | Overall Sample (n) 1,500
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Comcast
 

Comcast also took some incredible action to empathize 

with—and provide solutions to—the hardships both 

customers and non-customers have been going through. 

Firsty, the brand announced that they would be opening 

their Xfinity WiFi network for free in order to keep 

Americans connected to vital information.  Secondly, in 

order to combat the technological issues that could take 

place due to so many citizens working at home, Comcast 

instituted 24/7 network monitoring due to higher usage.

Looking to the  
Future
 

We all recognize that when it comes to learning about 
moments of significance in history, it is not knowing 
the specific dates that matters. It is what we learn 
from them that helps us to do better and be better as a 
society that truly makes a difference.

That is what we all must set out to do when it comes to 

COVID-19. As experience-minded individuals, we have 

taken steps to address the hardships brought about by this 

pandemic. We need to make an expressed effort to examine 

The telecom brand also showed that they understood 

the economic hardship many individuals were facing 

by putting into place policies that put people over 

profits. Comcast notified customers that they would 

pause data plans for 60 days, giving customers 

unlimited data at no additional cost. Additionally, there 

would be no disconnects or late fees for customers 

during the pandemic.

the effectiveness of those actions, and then derive from 

them the principles that can inform our actions in the 

future as we strive to create memorable experiences for 

our customers. 

We have learned by examining our studies, market data, 

and other feedback mechanisms that customers respond 

particularly positively to brands who adapt quickly, serve 

primary needs first, execute an optimized digital strategy, 

and act with empathy even in the midst of unprecedented 

hardship. If we embody these principles moving forward, 

we can set new standards for our customer experiences 

and generate more loyalty—and profitability—for our 

businesses than ever before.
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