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How Women Are Living
Their New Normal
“I’ve learned to be flexible because we never know what life’s gonna
throw at us and how long it’s going to last, how we respond to
situations like this, shows others a lot about our characters.”
– Meredith Millennial
Below is a selection of insights from Wave 5 of the Meredith Consumer Pulse:
COVID-19 tracking study, which captures the specific effects of the coronavirus
outbreak on consumers’ lives. This study provides an up-to-date view of how
consumers are changing their behaviors, activities, and consumption habits
and how they are modifying their daily lives.

Finding Rainbows in the Rain
94% of Meredith women are consistently optimistic that this
experience will have a positive influence on them and their families.
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(Q) After we have gotten past the coronavirus, what positive influence do you think this time will have had on
you or your family?

HOW THIS NEW NORMAL IS IMPACTING HER: “I practice self-care,
more gratitude and appreciation for nature, personal connections
and blessings in my life, enjoy being active, slow down my daily
pace and be more present and mindful.” – Meredith Gen X

Together Again
“I didn’t realize how much I need the company of other humans. I get SO
MUCH in my open office… Turns out I need that interaction.”
– Meredith Gen X

Instead of retreating, women are making plans and looking forward
to the freedom of movement. What’s on the top of their to-do lists?
Spending time with friends/family, heading back to their favorite
restaurants, planning their next vacations, reclaiming their beauty
appointments, and enjoying the pleasures of in-store shopping.
Women are looking forward to:
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Shopping in My Favorite Store
(Q) Which of the following are you most looking forward to after the coronavirus restrictions are lifted?

BRAND OPPORTUNITY: Connect with consumers by incorporating
messaging that embraces their resilience and desires to start
living again.

Summer Lovin’
“Everything you need is what you usually already have (family, friends,
love, safety, your health) and everything else is just extra.”
– Meredith Millennial

Summer might not be like past years, but it will definitely be
a memorable one. With 79% of Meredith women and 84% of
Meredith moms getting the family together and taking advantage
of summertime activities.
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(Q) Looking ahead to this summer, which of the following are you likely to do?

BRAND OPPORTUNITY: Interact with your consumers and have
them share how they are celebrating and making this summer
memorable. #CelebrateEveryDay. With uncertainty still high
regarding COVID-related travel, park and business restrictions,
many families will be much more spontaneous and last minute in
making their travel and activity plans.

Forever Changed
“I’ve discovered that I can handle more than I thought I could without
falling apart. And that is priceless.” – Meredith Woman

Meredith women recognize the significant disruption that COVID-19
has caused and will continue to cause to their everyday lives. Nearly
all (97%) expect lasting changes in how we work, travel, eat, shop,
learn, and play.
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(Q) Now we’d like you to think ahead to the future. What parts of life do you think will be MOST CHANGED as a
result of the coronavirus?

BRAND OPPORTUNITY: Engage and inspire consumers with
messaging that communicates how we will emerge stronger together
from this collective experience. The new normal will reveal itself
in stages and layers, be mindful that consumers will be following
different paths and patterns for reintroducing items into their lives.

What Has Coronavirus Taught Us?
gratitude | gra-tə- tüd, -tyüd | noun

the quality of being thankful; readiness to show appreciation for
and to return kindness
“Mr. Rogers told us to look for the helpers, I am
touched and grateful for all of the helpers. They are
not complaining but finding ways to help others.
That is what a crisis should do it should bring out
our best, our willingness to look beyond ourselves,
and see how we can help. I am grateful for all of the
helpers.” – Meredith Millennial

“Life is not about the things you own but the
relationships that keep you moving. I appreciate
nature, my family (pets included), friends and
neighbors so much more. I am so thankful for
everyone in my life!”– Meredith Gen X

“Be grateful. Be grateful for our families, pets
included, our friends and our health. Be grateful we
live this country. Be grateful for what we have and
realize how quickly things can change.”
– Meredith Boomer
(Q) Thinking about everything that the coronavirus experience has taught us, what are some of the “life
lessons” that you’ve learned?
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