
Reminder: Please go to pollev.com/level5 within your mobile or computer web browser to 
access our interactive surveys throughout today’s session. 

Question Set:

Please identify the industry in which you work?

What stage of COVID-19 planning is your business at?

What are you hoping to get out of this conversation?

Consumer Journey
Doing Business in the Post Covid World
While we wait for the meeting to begin, feel free to introduce yourself in the chat box with your name, 

location and profession



Special Thank You’s

Larry Gordon Anthony Leo     Melissa Wells 
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Consumer Journey
Understanding your Customer in the New Normal World

5/20/2020
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Welcome from your moderators today…

Areas of Expertise

• Donor Experience

• Digitally Informed Enterprise Strategy  

• Agile Organizational Design

• Strategy Implementation

• Sustainable Transformation

• Executive alignment and facilitation

Client Experience:

Areas of Expertise:

• Strategic Planning

• Brand Strategy and Strategic Communications

• Strategy Implementation

• Executive Stakeholder Alignment and Facilitation

Education

• Honours Bachelors of Science, Western

Education

• HBComm, DeGroote School of Business

Matt Kelly
Managing Partner

Claude Ricks
Managing Partner

Marylou Hilliard
Director

Areas of Expertise:

• Integrated Brand Strategy

• Client Leadership

• Creative Strategist

• Strategic Implementation

• Project management

• Event Planning

Education

• University of Toronto

• St. Clair College of Applied Arts – Advertising

Client Experience: Client Experience:
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What we hope you’ll get out of this webinar today…

1.How to make sense of the changes in consumer 

attitudes and expectations that Covid is causing?

2.What is underpinning these customer shifting 

expectations?

3.How do you react in the near term? What are the 

implications for your business model, your customer 

relationships and your brand experience?
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Times are a changing…

18

60

2221

58

21

Canada

April 3-5 April 8-11Optimistic: The economy will rebound within 

2-3 months and grow just as strong as or 

stronger than before COVID-19

Unsure: The economy will be impacted for 6-

12 months or longer and will stagnate or show 

slow growth thereafter

Pessimistic: COVID-19 will have lasting 

impact on the economy and show regression 

into lengthy recession

Confidence in own country’s economic recovery after COVID-19
% of respondents

Almost 80 percent of Canadians remain unsure or pessimistic about Canada’s economic recovery 

after COVID-19

Source: McKinsey Blog April 2020
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There should be no surprise that spending habits have changed…

Canadian consumers are feeling strained financially, with more than half of consumers exercising 

caution with their spending

Overall sentiment in the general population in Canada
% of respondents

Strongly disagree / 

disagree

My ability to make financial ends meet has been negatively impacted by coronavirus or 

COVID-19

Somewhat disagree / 

agree
Strongly agree / agree

I am very hopeful for the future

My job feels less secure because of coronavirus or COVID-19

My ability to work has been reduced by coronavirus or COVID-19

I am optimistic about my ability to buy what I need

Uncertainty about the economy is preventing me from making purchases or investing 

that I would otherwise make

I am cutting back on my spending

Given the economy and my personal finances, I have to be very careful how I spend 

my money

28%30% 42%

15% 56% 30%

35%34% 31%

30%37% 34%

12% 54% 34%

14% 46% 41%

7% 40% 53%

8% 38% 54%

Strongly agree / 

agree difference 

since last survey

-5

0

-6

-6

+3

-5

-4

-5
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Our social distancing is only one of the longer-term impacts expected… 

Adjustments to routines
% of respondents

Impact to personal / household finances
% of respondents

≈95%
Believe it will take 2+

months before 

routines can return to 

normal, the same as 

the last pulse survey

≈74%
Of respondents believe 

their finances will 

be impacted for 

2+ months by the 

COVID-19 situation, 

down from 86% in the 

last pulse survey

15%

19%

34%

27%

5%

More than one year

7-12 months

4-6 months

2-3 months

0-1 months

15%

19%

18%

4%

22%

22%No impact months

More than one year

7-12 months

4-6 months

2-3 months

0-1 months

Most Canadians believe the personal and financial impact of COVID-19 will last longer than two 

months
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If we take a closer look at what Canadians top concerns… there is a 
prominent theme emerging…

Many of these concerns are not related to the macro economy – but how I feel

0% 10% 20% 30% 40% 50% 60% 70% 80%

Not knowing how long it will last

Overall public Health

The Canadian economy

Health of my relatives in vulnerable populations

Safety of myself or my family

Taking care of my family

My personal health

Imapct on upcoming events

Contributing to the spread of the virus

Negative impact on my job or income

Impact on upcoming travel plans

Not being able to get the supplies I need

Not being able to make ends meet

Largest concerns of Canada’s population related to 
COVID-19
% of respondents who are very concerned or extremely concerned

Very concerned / extremely concerned

68%
of Canadians are very or 

extremely concerned 

about the uncertainty 

of the duration of 

the COVID-19 situation
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Most interesting is behavior shifts that occur more than 21x become habits…

Habits that are linked with emotional drivers are very sticky and driver customer decision making.

These habits will be long lasting.

First Shock
Covid-19 

Outbreak

Aftershock
Mass unemployment, 

bankruptcies, etc.

Aftershock
E.g. Rise in 

Nationalism

Aftershock
E.g. Euro 

Collapse
Aftershock

…

2020 2021 2022

Social 

Distancing

Hygiene 

Precautions

Travel 

Restrictions

Limited Large 

Gatherings

F
ir
s
t-

o
rd

e
r 

L
o
w

 T
o

u
c
h

 

C
h

a
ra

c
te

ri
s
ti
c
s

Basic Feedback Loop of the Low Touch Economy

• The longer the health measures sustain, the longer 

the economic disruption, emphasized by change in 

human behaviour

• On average, if people repeat a certain behaviour 21 

times they would sustain it as a habit afterwards.

• This is why it will be so disrupting to buying 

behaviours and consumer behaviours.

Health Measures

Low Touch Measures to 

fight current and future 

crises

Economic Disruption

Mitigate the impact of the 

crisis both at the macro and 

micro level

Behaviour Shifts

People change how they 

interact with each other and 

businesses

Employees & Consumers 

only participate in the 

economy when they feel 

safe

People move 

the virus 

around

New consumer needs 

emerge. Acceleration 

of product adoption

Pressure 

of family 

budget

Restrict 

& 

Nudge 

People

Source: Board of Innovation April 2020
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Key Learnings… aka why are emotional changes important….

Covid’s driving change in 

our emotional decision 

drivers 

Emotional drivers translate 

to changes in habits

Consumers habits define 

what we expect as 

customers

These changes are 

material to how we 

conduct business

We hope this webinar 

helps you answer this 

question for your 

business



The Power of Emotions
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Understanding why people do what they do 

16

Traditional market research asks consumers a question and takes their answers at face value, for example:

Question: Why did you pick the smartphone you purchased? 

Consumers Say:

• Operating System

• Applications (apps)

• Screen Size and Resolution

• Phone Weight/ Size 

• Camera Quality 

• Battery Life

• Key Pad  

90% of responses to open-ended questions are rational
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LEVEL5’s BrandMap™ provides unique emotional insight

Problem:

1. Consumers can rarely articulate why they do what they do

2. People are not consciously aware of the fundamental drivers of their behaviour

17

Real Purchase Drivers:

Emotional & Self-Expressive

• I Wanted to Fit in at Work

• Makes Me Feel Tech-Savvy

• Communicates that I’m Creative

• Makes Me Feel Different and Unique 

• All of My Friends Have the Same Phone 

• Makes Me Feel Cool and Trendy

• Communicates that I am a Forward-thinker  

Failing to understand or quantify the role of emotion in decision 

making misses half the story
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Why is it important to measure emotions?

18

Emotion is 

the glue 

of memory

Emotions, the 

filing system for 

our memory

They create the 

impulse to act

Top of Mind/ 

Consideration
Go-to Brand

Purchase, 
Loyalty & 
Advocacy

Emotions play such an important role in the decision-making process because:
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What is happening is a well understood principle – Humans make decisions 
with both our rational and emotional needs

19

2. Emotional Reaction 

(Impulse to Act) 

“I Want”

1. Animal Reaction to 

External Stimuli 

See Cupcake
3. Rational Mind Kicks 

In: Approval or Veto? 

No, you need to lose 

weight
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Rational decision drivers fulfil our “gets”

Emotional decision drivers fulfil our “feels”

20

0% 50% 100%

Prepaid Mobile Phones

Management Consultants

Car Brands

Retail Brands

Sports Broadcasts

Travel Destinations

Enterprise Software

Investment Banks

Smartphones

Telecom Providers

Live Entertainment

Decision Making Drivers* 

*Sourced from Previous L5 BrandMapTM Studies 

Emotional

Rational

Covid-19 is changing behaviors and emotional expectations 

Resetting your customer experience engagement without understanding emotions 

misses half their story
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Understanding the emotional spectrum of consumer feeling in cars  

Emotions: How does the 

brand make consumers feel? 

Personality: What type of 

person would the brand be? 

Values: What is important 

to consumers? 

Images: What does the 

ideal brand look like? 

Rational: What do consumers 

get from the brand? 

“Solid, Sturdy, Square 

and Square”

“To Be An Excellent Parent”

“Anti-lock Brakes”

“Reliable, Trustworthy”

“Trust”

“Sleek, Flowing and 

Fast”

To Show “I’ve Made It”

“Speed & Handling”

“Confident, Aggressive, 

Extrovert”

“Joy”
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There is a framework that can help make sense of the shift in 
emotional drivers, we call it BrandMapTM *

“Banking can be 

this comfortable.”

“Always fresh…  

Always Tim Hortons.”

“Healthier children. 

A better world.”

“The future is 

friendly.”

“We deal excitement. 

Big time.”

“Get there.”

“Just do it.”

“Think smart.”
Respect

Loyal

Serious & Safe

Relieved 

Relaxed 

Satisfied

Love

Compassion

Comforted
Entertained

Amused

Desire

Excited 

Amazed 

Alive

Optimistic

Motivated

Alert

Pleasure 

Liking 

Romantic

Informed 

Accepted 

Strong

*L5 brand map, powered by Hotspex

Trust
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The first step in your strategy is understanding the existence of the 

“Covid Flight Zone”

“Banking can be 

this comfortable.”

“Always fresh…  

Always Tim Hortons.”

“Healthier children. 

A better world.”

Respect

Loyal

Serious & Safe

Relieved 

Relaxed 

Satisfied

Love

Compassion

Comforted

*L5 brand map, powered by Hotspex

Trust
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46% of the total (54) positive emotions sit in the Covid Flight Zone 

Knowing how your business delivers on these might be helpful to you

Familiar 

Zone

Trustworthy 

Zone

Nurturing 

Zone

Trust
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Key Learning Page

• It’s critical to understand the most powerful (new) emotions 

that your customers are feeling

• The most powerful emotion currently is based on a 

relationship of trust

• It’s not so much about fundamentally repositioning your brand 

or reputation with customers; its about dialing up important 

attributes such as trust, safety, reliability, and a connection

• It’s about being RELEVANT



What does all this mean?

How can I harness 
emotional insights to 
how I do business?
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This is all so very interesting… but what do we do with this information

• Pre-Covid

− What EMOTIONAL expectations did you provide your customers?

− Where in your transaction with customers did you provide these emotional drivers?

• Now / Post-Covid

− What NEW or DIALED UP emotional drivers do you think your customers need?

− Where in your transaction with customers should these new emotional drivers occur?
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Awareness
Consideration 
& Evaluation.

Purchase & 
Ongoing

Renewal & 
Changes

Claims

Here is a simple graphic to illustrate what we mean…

What are your customer’s 

new emotional needs         ? 

Where are these         satisfied?

What do you do (process-

wise) to deliver these         ?

Safe

Respect Comfort

Relieved

Safe Happy
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As an example, an insurance customer experience post covid in both digital and 
storefront channels 

Direct/Broker 

Channel

Online 

Channel

TABLE STAKE

TABLE STAKE

Awareness
Consideration 
& Evaluation.

Purchase & 
Ongoing

Renewal & 
Changes

Claims

Insurance Customer Journey

Customers who went straight 

to a Broker/Agent 

Customers who dealt with 

their agent digitally

Emotional Driver

Touchpoint

Pain Point

Customer Expectation
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What are the emotional conversations clients are having with themselves

Direct/Broker 

Channel

Online 

Channel

TABLE STAKE

TABLE STAKE

Insurance Customer Journey

Emotional Driver

Touchpoint

Pain Point

Customer Expectation

My family is struggling, 

they don’t get it!!!

They are human, and I 

need to be patient

Why do I need to come to 

office at all?

I feel smart finding them 

on-line, but I’m still a bit 

confused

I feel relieved!!!

Awareness
Consideration 
& Evaluation.

Purchase & 
Ongoing

Renewal & 
Changes

Claims

I don’t feel safe
I don’t think these guys 

take Covid-19 seriously
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The ABC’s of mapping your customer’s emotional expectations and where in 
their experience with you they should occur

Pre Covid Now & Post Covid

Where & How Where & How

Trustworthy

Loyal Loyal

Critical Critical

Trust Trust

Respect Respect

Serious Serious

Safe Safe

"I use your prodc/svc"

This framework is for Illustration Only

"I didn't know you existed" "I want to do busienss with you" "I have an issue / problem to resolve" "I feel loyal & part of a family"

A hypothetical Insurance Agency with Storefront & Digital Channels

Awareness Conversion Purchase / Usage Claims Process / Issue Resolution Community

Pre Covid Now & Post Covid

Where & How Where & How

Trustworthy

Loyal Loyal Where & How Where & How Where & How

Critical Critical Where & How Where & How Where & How Where & How

Trust Trust Where & How Where & How Where & How Where & How Where & How Where & How

Respect Respect Where & How Where & How Where & How Where & How Where & How

Serious Serious Where & How Where & How Where & How

Safe Safe Where & How Where & How Where & How Where & How Where & How Where & How

"I use your prodc/svc"

This framework is for Illustration Only

"I didn't know you existed" "I want to do busienss with you" "I have an issue / problem to resolve" "I feel loyal & part of a family"

A hypothetical Insurance Agency with Storefront & Digital Channels

Awareness Conversion Purchase / Usage Claims Process / Issue Resolution Community

This is the before chart – you have this playbook in your inbox

This is the after chart, what it looks like when you have completed the exercise
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How to use this playbook, 4 steps for the pre covid (grey boxes)

• Discuss / agree on the 5 major stages of your business (top chevrons in example, awareness, conversion, 

usage, issue resolution, community) 

• Pick one of the zones, easiest to start with Trustworthy, there are 6 emotional drivers in trustworthy

− Pre covid try to think through your customer experience, what stage did they expect to feel each or any of the 6 

− Use the grey shaded box (where and how) to capture those pre covid expectations in the correct stage

− For each grey box you place on your chart be prepared to describe exactly what you do to deliver that emotional 

expectation

Pre Covid Now & Post Covid

Where & How Where & How

Trustworthy

Loyal Loyal Where & How Where & How

Critical Critical Where & How

Trust Trust Where & How Where & How

Respect Respect Where & How Where & How Where & How

Serious Serious

Safe Safe Where & How

"I didn't know you existed" "I want to do busienss with you" "I use your prodc/svc" "I have an issue / problem to resolve" "I feel loyal & part of a family"

This framework is for Illustration Only A hypothetical Insurance Agency with Storefront & Digital Channels

Awareness Conversion Purchase / Usage Claims Process / Issue Resolution Community

Easy to follow 

web site

Long standing reputation 

in community

Let customer take their 

time to make decisions

Stick with me 

through tough times
Treat claims with 

seriousness

Continue to build 

relationships

Consistent and 

no surprises!

All contractors treat 

my family with safe 

practices

Continue to provide benefits 

for long standing customers
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Pre Covid Now & Post Covid

Where & How Where & How

Trustworthy

Loyal Loyal Where & How Where & How Where & How

Critical Critical Where & How Where & How Where & How Where & How

Trust Trust Where & How Where & How Where & How Where & How Where & How Where & How

Respect Respect Where & How Where & How Where & How Where & How Where & How

Serious Serious Where & How Where & How Where & How

Safe Safe Where & How Where & How Where & How Where & How Where & How Where & How

"I use your prodc/svc"

This framework is for Illustration Only

"I didn't know you existed" "I want to do busienss with you" "I have an issue / problem to resolve" "I feel loyal & part of a family"

A hypothetical Insurance Agency with Storefront & Digital Channels

Awareness Conversion Purchase / Usage Claims Process / Issue Resolution Community

Now for your new normal use the blue boxes to do the same exercise

• Use the same 5 major stages of your business as you did in pre-covid exercise 

• Pick the same zone, try to think through your new customer experience, tough to do?  – ask your customer!

− With their new mindset, e.g. where do they need to feel safe in doing business with you now?

− Use the blue shaded box (where and how) to capture those post covid safe feelings in the correct stage

− For each box you place on your chart be prepared to describe exactly what changes you will need to do in order to 

deliver that emotional expectation

I don’t need to speak to  

anyone in person to learn 

about your business

Everyone throughout the claims 

process, including all contractors 

respected my family’s safety

I can sign my insurance 

documents digitally and don’t 

need to come to office

When I did come to the 

office, you took great care in 

social distancing

They did the same 

safe job for my family 

who I recommended 
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When you’re done it might look like this…

Pre Covid Now & Post Covid

Where & How Where & How

Trustworthy

Loyal Loyal Where & How Where & How Where & How

Critical Critical Where & How Where & How Where & How Where & How

Trust Trust Where & How Where & How Where & How Where & How Where & How Where & How

Respect Respect Where & How Where & How Where & How Where & How Where & How

Serious Serious Where & How Where & How Where & How

Safe Safe Where & How Where & How Where & How Where & How Where & How Where & How

Familiar

Grateful Grateful Where & How Where & How Where & How Where & How Where & How

Relieved Relieved Where & How Where & How Where & How Where & How

Relaxed Relaxed Where & How Where & How Where & How

Unaffected Unaffected Where & How Where & How Where & How

Tired Tired Where & How

Fine Fine Where & How Where & How Where & How

Patient Patient Where & How Where & How Where & How

Unchanged Unchanged

Satisfied Satisfied Where & How Where & How Where & How Where & How Where & How Where & How

Nurturing

Subservient Subservient Where & How Where & How

Love Love

Compassion Compassion Where & How

Distracted Distracted Where & How Where & How Where & How

Shy Shy Where & How

Comforted Comforted Where & How Where & How Where & How Where & How

Blessed Blessed Where & How

Nurtured Nurtured Where & How Where & How

Sentimental Sentimental Where & How

Warm Warm Where & How

"I use your prodc/svc"

This framework is for Illustration Only

"I didn't know you existed" "I want to do busienss with you" "I have an issue / problem to resolve" "I feel loyal & part of a family"

A hypothetical Insurance Agency with Storefront & Digital Channels

Awareness Conversion Purchase / Usage Claims Process / Issue Resolution Community
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Wrap up and key learnings

1. Behaviors are shifting – New habits are being formed

2. Shift in emotional drivers “dial-up” on trustworthy, familiar, nurturing 

zones

3. Your customers are carrying expectations of these new ‘over 

indexed’ emotional expectations as they conduct their business

4. Assessing your business in light of your prospects and customers 

changing emotional expectations is key to your go forward success

5. Your ability to translate this learning into repeatable ‘processes and 

things’ you do to deliver these new emotional drivers is key





For follow up questions, please 

contact: 

marylou@ageworks.co

mkelly@Level5strategy.com

cricks@Level5strategy.com



Next Webinar is Wednesday May 27 1pm

POSITIVE FORWARD MOTION IN THE 

COVID19 ERA 
Speaker: Lesley Calvin, Leadership Development 

Consultant

Register - ageworks.co

https://ageworks.co/ageworks-webinars/
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Thank You!


