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With consumers online now more than ever, one thing has remained constant – 

in good times and in bad, people will always turn to Google.  

When things are good, consumers search for fun and product. When times are 

bad, consumers search for cures, distractions and product. The “product” itself 

may change, but it’s a product nonetheless. 

Recently, Google released a detailed look into how search behavior has 

changed amidst this pandemic, and the results are indicative of what is 

important to the public now – the need for critical information. The need to 

connect and the need to adjust to a new normal.
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https://www.thinkwithgoogle.com/consumer-insights/coronavirus-needs/
https://www.thinkwithgoogle.com/consumer-insights/coronavirus-needs/
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Consumer behavior has changed as people adapt to the new normal. In her article, 

writer Tara Walpert Levy said people are looking for information critical to adapting  

to the changes to their lives. Global searches are centering around things like: 

 

 

So how do we adapt as a business? Levy recommended the following:

1. acknowledge things are not normal.

2. give your consumers credible, detailed and current information about your 

operations. Reinforce you’re there to help.

3. be more flexible. Help customers with cancellations, refunds and  

customer service.

4. regularly update communications across your website, blogs, social handles  

and Google My Business page. (Visit https://www.google.com/business to  

update your listing.)

assembling critical 
information

“can you freeze ___”

“____ home delivery”

“short term work employee”

“mortgage rate suspension”

https://www.google.com/business
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As we have lost the ability to connect in the normal world, search behavior is 

reflecting a need to connect with people in unconventional ways. This includes  

a strong desire to connect with one’s own community as we begin to explore  

new relationships. 

“With me” searches – videos of people performing normal, everyday tasks –are up 

dramatically year over year.  

So how can your brand be part of the conversation? Levy stated two ways:

• look for ways to connect your customers, locally and globally.

• consider if your brand has a role to play in creating or enhancing 

shared experiences, virtually or otherwise. 

Ask yourself the hard questions – How does your brand fit into the community? 

What can be done to interact and create connections? LEAP Group has taken to 

action, providing services to our community through outreach to other business.

discovering new 
connections

it’s one thing to say,  
“we’re here for you,”  

but it’s another to  
show through action.
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Few can say their routine has not been upended in recent weeks. Google has 

seen search trends lean toward DIY activities that peak midday in the U.S. on  

the weekends. This means “how do I…” searches are up and along with it a  

drive to keep busy.  

 

“Homemade” is one of those searches, from Jimmy Fallon’s homemade late  

night show to starting a homemade gym. Or the ever favorite – making  

bread from scratch.  

To help consumers adjust, Levy suggests the following:

• let people know solutions are available whenever, wherever.

• assess when people need you most, whether through your own  

first-party data (like site analytics or email opens) or Google Trends, and 

adjust your communications strategy accordingly.

• update or publish often. There’s a need for content that informs, 

entertains, connects and promotes wellness.

adjusting to changes  
in their routine

https://www.youtube.com/watch?v=bEQl6Pt-654
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The term “essential worker” has never been so prominent, and the community 

outpouring of thanks and praise has been enormous. From yard signs to banging  

pots and pans and clapping at a specified time, we are all very thankful to the  

front-line workers keeping us healthy, clean and fed.

 

Google noted that the idea of “thank essential workers” has had a dramatic  

increase in activity. 

To that end, Google suggests brands do the following:

• look for people that are helping and find ways to support or celebrate them.

• consider the heroes are among your employees, your customers or even  

your local community.

• consider if you have non-human heroes 

that can contribute – like your technology, your 

operational rigor or your equipment. 

What could this look like for your brand?  

LEAP Group is launching the #CareForTheCaring 

project as a community platform to thank and praise 

our healthcare community. It’s not an opportunity 

to promote the LEAP Group network, in fact, it 

will be hard to identify that LEAP is powering the 

platform. Instead, it is about interacting and giving 

back to the communities where we live, work and 

raise our families.

praising everyday heroes

https://careforthecaringproject.org/
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These past several weeks has given all new meaning to the concept of being stir-crazy!  

People are having a hard time finding ways to keep calm, and Google is finding more 

searches for “relaxation” between the hours of 11 p.m. and 3 a.m. in the U.S. Sleep has 

become somewhat of a luxury as minds race and fears increase. 

Even if your brand has not been in the business of mental or physical health, Levy laid 

out a few, tangible ways brands can help keep their consumers at ease:

• facilitate virtual collaborations with outdoor spaces and the  

cultural institutions people yearn to visit.

• join the conversation about home-based health and well-being.

• pivot to platforms and formats that make sense for people staying home. 

Continue to find new ways to engage with your consumers, nontraditionally.

 

Remember, people are longing for experiences that are off limits now. Who thought 

going to the zoo would be something that we would long for? Sounds awesome right 

about now, right?

 

How can your brand deliver an experience is the question. Can you do it virtually? Can 

you provide a new way to provide curbside service? Production value is gone for now, 

consumers want real experiences and are happy watching anything produced on a 

phone or in real-time.

taking care of  
themselves and others


