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• Triumph of science. 
• Tipping point. Peak awareness, concern, prevention. 
• What’s next? Watch Europe.
• Health threat to vulnerable, economic damage universal.
• Dive or ease into pool? 
• Scientists and Governments.
• Will be slow, anticipate recession.    
• New habits? 
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What We Are Seeing
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Phase 2
Coping or Collapsing

Phase 1
Rising Anxiety

We Are Clearly in Phase 3: Finding a New Normal – The COVID Urgency 
Index has Continued to Decline, Consumer Sentiment Remains Low

URGENCY INDEX

Phase 3
Finding a

New Normal

Phase 4
Possible 

Resurgence

Phase 5
Living in the New Socio-

Economic Dynamics
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IPSOS DISRUPTION BAROMETER (IDB)

This is real data This is hypothetical data for illustrative purposes; duration of phases unknown.

COVID metrics consistently 
decline and consumer 
confidence metrics 
consistently increase so clients 
can engage fully as 
citizen/consumer sentiment 
has sustainably rebounded

With the gap between the 
indices starting to close, time  
to probe emerging attitudes 
and behaviours, shift 
communications from crisis 
phase.

Data until mid April showed that Urgency and 
Behaviour Change (Avoidance) had skyrocketed 
then flattened and consumer sentiment had 
plummeted and remained low
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