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It’s day 18 of Lockdown in the UK.  

As the world rapidly changes around us we see 
people in the UK pivoting their behaviours, shifting 
their attitudes and switching their intentions.  It’s 
essential that we stay on top of these changes.

At MediaCom we have launched the Lockdown 
Diaries.  Each week we will be tracking and 
digesting key industry research to identify the 
COVID-19 trends that are most pertinent to your 
business. 

We will also be getting into the homes of your 
audiences using Real World Britain, our 
ethnographic research tool powered by mobile 
and video.   

In this week’s diary, we go deep on two key 
trends

1. Make Society Better
2. Virtual Connections

Please get in touch with questions and ideas

Claire McAlpine
Joint Head of 
Social Change Hub

claire.mcalpine
@mediacom.com

Pauline Robson
Head of RWI

pauline.robson
@mediacom.com
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MAKE SOCIETY 
BETTER



WHAT’S HAPPENING?

MAKE SOCIETY BETTER
IMPLICATIONS & OPPORTUNITIES

• We have collectively pivoted to help others - In a 
time of crisis, society is pulling together at local 
and regional levels to support one another in big 
and small ways

• Brands have an important role to play in the 
Covid-19 Crisis.  Be helpful.  Brands that are 
offering help authentic to their products and 
brand positioning are seeing increases in 
reputation scores and sales.

• Openness to help from brands is becoming an 
expectation.  Not only are brands benefitting 
from helping out others, but it is increasingly 
becoming an expectation that brands should 
proactively support people during this crisis

• How are you helping? – People still want to hear 
from brands, and to a large degree, expect 
brands to be helping in a time of societal crisis.  
Are you proactively helping?

• Identity your audience needs – in this time of flux, 
your audience’s needs and how your brand can 
best support these needs are rapidly changing.  
How can you get closer to your audience 
through bespoke research and analysing signals 
about your audience behaviours?

• Continuing support post COVID-19- People’s 
expectations of brands who have stepped up 
during this time will rise.  How will you be 
continuing to support communities in the future? 

• 4 key ways to be helpful – there are 4 key ways 
brands can be helpful right now; health and 
security, access and availability, connectivity 
and comfort and shared purpose.  Where are 
you offering support?
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Help create moments of calm and joy
Keyworkers, our 
ordinary heroes, are 
helping us all survive 
the pandemic

The nation are showing their gratitude to 
the people that are helping us through 
the pandemic.  On the 26th March 2020, 
people across the UK took to their 
doorsteps and balconies to clap for NHS 
workers and carers, and intend to do so 
weekly.

People are also expressing gratitude to 
the unsung heroes keeping society 
turning, from supermarket workers to 
delivery drivers and teachers.
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In a moment of 
crisis, we are 
collectively pivoting 
to help others
Communities are connecting around 
kindness and small joyful actions.

Tens of thousands of people have joined 
community efforts to look after the most 
vulnerable in society by volunteering to 
pick up shopping, deliver medicine and 
even offer music lessons to defeat 
boredom.

More than 720 local mutual aid groups 
had been set up by citizens from 
Wythenshawe to Woking, aimed at 
helping neighbours in self-isolation and 
boosting morale.

Handpainted rainbows have been 
springing up in windows across the UK as 
families create a #rainbowtrail to bring 
joy to people on their self isolation walks

53% of people think that a greater sense 
of community is a positive that has come 
out of the pandemic (DRG)
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A majority of UK 
adults have 
reached out to help 
others

This week saw the “volunteer army” of 
NHS volunteers receive their first tasks. 
More than 750,000 people in the UK have 
signed up to assist the NHS in supporting 
the 2.5 million people who are 
considered most at risk from coronavirus

More generally, women are more likely 
than men to be helping others, including 
reaching out to friends and family to 
ensure they are ok.  78% of women vs 
63% of men had called to check on 
friends and family.

Source: Ipsos Mori, 1072 participants, 30th

March 2020
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There is a real sense 
of people coming 
together and doing 
what they can to 
help

There are leaflets being distributed in our area 
asking if you need help with shopping or any 
assistance which has been very recently set up to 
help the elderly and infirm. 

We were asked to collect mobile phones so that 
they can be given to those with Corona Virus that 
can't have their close relatives visit them as they are 
isolated, they can only communicate by phone. 

So we have started a collection, it wasn't our idea 
but we are doing like many people are, whatever 
we can

Real World Britain Respondent
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Brands have an 
important role to 
play in COVID-19.  
Be helpful.

People want to hear from your brand if 
you are being helpful in this time of crisis.

74% agree that they want to hear from 
brands who are helping. 

Furthermore, 71% of people believe that 
brands have a social responsibility to 
offer aid during the Coronavirus 
outbreak. 

There is an expectation that brands will 
do their bit to help in the effort against 
COVID-19

Source: Ipsos Mori, March 2020
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Brands that put staff 
and customers first 
see a popularity 
surge
One brand who has reacted well in the 
public’s view is BrewDog, whose joint 
founders have not only forgone their 
salaries this year to protect the workforce 
but have also adapted production lines 
to produce sanitiser and opened virtual 
bars. 

BrewDog’s reputation scores have 
increased by an impressive 5.8 points 
since 16th March.

Brands whose public perception has 
decreased include Sports Direct and 
Wetherspoons, who both initially refused 
to close stores following government 
orders

Source: YouGov Brand Index March 2020
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Being authentically 
helpful results in very 
positive reactions 

Tesco’s ‘Some Little Helps For Safer 
Shopping’ campaign has performed 
particularly well in Kantar’s research.  

The overwhelmingly positive reactions 
show that the ad communicates the 
intended message in an engaging way 
that is authentic to Tesco.  

As a result, the campaign is ranking in 
the top 5% for awareness, top 5% for 
making shopping safer and high scores 
across ‘meaningful’, ‘power’ and 
‘different’ metrics.

Source: Kantar, April 2020
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Help create moments of calm and joy
Brands are already 
responding to help 
support society 
during COVID-19 
pandemic

77% of Twitter users agree they feel 
more positively about brands making 
an effort to support society at the 
moment.

This database has also been created 
tracking which brands are offering 
support during the Covid-19 crisis

https://didtheyhelp.com/

Source: Twitter survey, March 2020

https://didtheyhelp.com/


1313

Seeing brands 
advertise can bring 
a sense of security 
and fills a desire for 
positivity

Text analytics reveals how people feel 
about brands advertising in a recession. 

By far the dominant theme measured 
centred on security, likely with people 
simply wanting advertising to help them 
retain a sense of consistency and 
normality in their lives. 

Followed by this was a desire for general 
positivity, with people specifically 
wanting messages of hope, comfort and 
calm. 

Conversely, only 4% wanted brands to 
stop their advertising

Source: Ipsos Mori, March 2020
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There will be a light 
at the end of the 
tunnel, brands can 
remind us of that

“At some point consumers will return to the streets, 
the cafes and the various other activities that they 
have been denied during the dark days ahead.

Keep the brand light burning, because the cost of 
snuffing it out for the rest of 2020 and then trying to 
reignite it next year is gigantic.”

Mark Ritson, March 2020
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Four ways brands 
can help the nation 
navigate the 
COVID-19 crisis

HEALTH AND 
SECURITY

ACCESS AND 
AVAILABILITY

CONNECTIVITY 
AND COMFORT

SHARED 
PURPOSE

Put 
employee 
safety and 
wellness first

Ensure 
customer 
environments 
are safe

Prioritise 
access to 
vulnerable 
customers

Reduce 
friction to 
accessing 
products for 
all customers

Adapt, 
where you 
can, to 
support 
society

Contribute 
services for 
free

Inform and 
reassure 

Facilitate 
moments of 
connection

Lift morale 
through 
entertainment 
and wellbeing 
content

Transparency 
around 
access to 
service and 
products
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Guidelines to 
consider when 
offering help and 
support during 
Covid-19

Understand the needs people have RIGHT NOW and where your brand can offer support

Don’t use CSR as a mean to drive sales during the immediate crisis period

People remember what brands do in a moment of crisis – how do you want to be remembered?

Be mindful about putting crisis CSR into paid channels, this could be perceived as ‘bragging’

Keep a view on whether you will extend the behaviours beyond the crisis period

Be authentic to your brand and product.  What need state are you supporting?

Leverage touchpoints throughout your communications system to deliver helpful behaviours
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MAKE SOCIETY BETTER
IMPLICATIONS & OPPORTUNITIES

• How are you helping? – People still want to hear from brands, and to a large 
degree, expect brands to be helping in a time of societal crisis.  Are you 
proactively helping?

• Identity your audience needs – in this time of flux, your audience’s needs and 
how your brand can best support these needs are rapidly changing.  How 
can you get closer to your audience through bespoke research and 
analysing signals about your audience behaviours?

• Continuing support post Covid - People’s expectations of brands who have 
stepped up during this time will rise.  How will you be continuing to support 
communities in the future? 

• 4 key ways to be helpful – there are 4 key ways brands can be helpful right 
now; health and security, access and availability, connectivity and comfort 
and shared purpose.  Where are you offering support?



VIRTUAL 
CONNECTIONS



WHAT’S HAPPENING?

VIRTUAL CONNECTIONS
IMPLICATIONS & OPPORTUNITIES

• A rapid acceleration of the digital shift – what has 
traditionally taken years is happening in a matter 
of weeks.  Houseparty app jumped from 130k to 
2M downloads in one week and Baby Boomers 
have turned into Baby Zoomers

• Big shifts in ways of working offer transformation 
opportunities – this radical digital transformation 
within businesses offers powerful opportunities to 
create change in ways of working

• Social connections are core to human 
experience – people need to connect with each 
other.  Rituals, celebrations and occasions are all 
thriving in virtual spaces

• Meme culture is connections us to the external 
world – when we are stuck behind closed doors, 
meme culture is creating a shared experience 
that helps people make sense of the crisis

• The importance of in the moment experience –
people are finding their own ways to connect 
virtually in shared experienceces, from ‘pub 
crawls’, to quizzes and watch-alongs.  How can 
you facilitate these shared moment experience 
and add ‘extra’ where people are missing out?

• Get ready for the big reconnect – whilst people 
are seeking ways to connect virtually during 
lockdown, it doesn’t replace physical 
connections.  People will be thirsty for these 
post Covid-19, how will you be appealing to 
people in the reconnect recovery phase?

• Super powered virtual connections post Covid-
19 – Virtual connections are proving 
phenomenally popular.  Whilst there will be an 
inevitable dip after lockdown, it’s likely that 
there will still be an appetite for more immersive 
connections with our friends and family.  How 
can your brands support this?
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We’re staying home.  
But we still need to 
connect.

Google mobility data across February 
and March 2020 shows that the UK public 
are now, as a whole, spending more 
time in their homes and away from 
public places. 

As social creatures, humans are driven to 
connect.  If we can’t do that physically, 
then we’ll shift our behaviours. 

This creates a radically different context 
in which people will connect.  

Consequently, on the first day of lock 
down last week, many telecom providers 
reported disruption to their networks with 
BT’s traffic up 50%, while mobile traffic 
was down as people switched from 
being out and about on 3/4/5G to their 
homes on WIFI

Source: Google, March 2020
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“History is 
accelerating… what 
took years and 
decades is now 
happening in a 
matter of days” 

Yuval Noah Harari –Sapiens –A brief 
History of Humankind
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New tech adoption 
has accelerated 
rapidly

The most popular free apps currently 
being downloaded have changed 
dramatically.  

In age where tech services can rapidly 
scale to respond to increased demand 
we have access to an abundance of 
technology that makes working from 
home and communicating from afar 
significantly easier.  

Video messaging app Houseparty saw 
downloads jump from around 130,000 
per week in February to 2 million by mid-
March.

This is also reflected in the demand for 
‘how to’ videos on YouTube as people 
seek to get familiar with technology that 
is new to them

Source: Google, March 2020; Foresight 
Factory, March 2020



2323 Source: Global Web Index 

Social distancing, in 
some ways, is 
bringing us closer 
together 

People are spending more time 
communicating with others since the 
lockdown started.  Socialising as a family 
has increased for 1 in 4 of us, and more 
than 1 in 3 of us are spending more time 
on messaging services, social media and 
talking on the phone.

Source: Global Web Index, 2nd April 2020
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Everyone is 
spending more time 
on social media

This is a global trend  - across the 13 
markets surveyed, over 50% are 
watching more streaming services, 45% 
are spending more time on messaging 
services, almost 45% are devoting more 
time to social media, and over 10% say 
they are creating / uploading videos. 

Source: Global Web Index
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The rapid shift of 
office work to 
remote 
conferencing offers 
a big opportunity 
post COVID-19

Microsoft Teams has seen a total of over 
900 million meeting and calling minutes 
a day from 44 million daily users.

Huge numbers of employees have been 
inducted in new ways of working.  
Something that would normally take 
years to achieve.  This is an amazing 
opportunity for employers to leverage.

This focus on ‘travel free’ meetings can 
offer big cost savings in the future, a 
positive impact on business sustainability 
and increased accessibility to employees 
working remotely, flexibility and/or 
employees with disabilities and chronic 
health conditions

Source: Microsoft, March 2020
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We’re connecting in 
watch-alongs of our 
favourite content

Great content isn’t quite the same when 
you’ve got no-one to talk to about it.  

Netflix Party is an unofficial Chrome 
extension that allows you to sync Netflix 
playback to the same time as your 
friends.  

The Guardian is encouraging us to join 
along in watching the re-released first 
Season of Spooks.
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Baby Zoomers are 
Housepartying

“January and February were a bit of a 
pickle,” Geoffrey, an 87-year-old recalls. 
“But I’m starting to find my feet again. 
The vision of being locked in the house 
completely … I wouldn’t say it frightened 
me, but it was upsetting. The idea of not 
seeing anybody or talking to anybody 
was very unpleasant.”

Harriet, his granddaughter, taught him 
how to download Houseparty, an app 
aimed at millennials and Gen Z that 
allows users to have group video 
conversations. 

He found it surprisingly easy. “The 
grandchildren have been very good at 
setting me up with all sorts of things. I say, 
‘I don’t know how’, and they say, ‘You 
just press this button’, then about 30 
seconds later I’m ‘Housepartying’. You 
can see somebody smile, which you 
can’t do on the telephone.”

Source: Telegraph, March 2020

https://www.telegraph.co.uk/technology/2020/03/31/houseparty-app-safe-works-delete-account/
https://www.telegraph.co.uk/family/life/meet-baby-zoomers-older-britons-finally-getting-grips-technology/
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Video is connecting 
people in a way that 
is deeper than text 
and email

People are checking in more frequently 
and many are more likely to be 
connecting via phone and video calls 
rather than text / messaging.

This is leading to a significant increase in 
the number of people making video 
calls, both professionally and socially.  On 
the 31st March, 37% of people had made 
a video call in the last 24 hours vs 26% on 
23rd March 

Source, Savanta, March 2020, 

My friends and I are in touch a lot more and we 
are also having more phone calls rather than 
texting. It's such a joy to be able to do a video call 
and see someone's face. 

I would normally prefer texting to calling but I am 
really enjoying actual real-time conversations. I'm 
writing letters to people and taking the time check 
in on them. I'm having several phone calls a day 
whereas normally I would be having a few a week

Real World Britain Respondent
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Online movements 
across social are 
allowing us to come 
together with 
#clapforcarers
Facebook data shows how the Clap for 
Carers movement spread across two 
different platforms.  

On Facebook, groups and local news 
created the first spike around 22nd

March, which was then picked up by 
National news stories around the 25th and 
26th March.  

A similar sized spike happened on 
Instagram around the 22nd March, with 
celebrities helping to increase the reach 
of the message. 

This resulted in an emotional moment 
across the UK as people took to their 
doorsteps, balconies and windows to 
cheers and clap for our carers on the 
26th March 2020.

Source: Facebook, March 2020
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Celebrations and 
rituals are 
continuing through 
virtual connections

Online conversations around Easter have 
a dropped by nearly half - 147k mentions 
in 2019 vs 77k for same 4 week period in 
2020.  But families are still looking for ways 
to connect (MediaCom, 2020)

“Help! I need virtual Easter egg hunt 
ideas!...I need some interesting ideas for 
how we can make it happen this year 
from two separate houses!”

Real World Britain respondent

There is good news, 51% of people in the 
UK believe that they will become closer 
to friends and family as a result of 
COVID-19 (Ipsos Mori, March 2020)
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Booze sales are 
booming and so are 
virtual and home 
bars

Those already missing their favourite 
haunts have been stocking up to 
recreate trips to the pub with friends over 
apps like Houseparty and FaceTime.

Whilst not directly linked, It’s not surprising 
that we’re also seeing a boost to alcohol 
sales, which have risen by 22% in the 
past month, an additional £199 million.

Punch – a food and drinks magazine -
are hosting a Tip Your Bartender drinks 
tutorial series.  Each stream is a fundraiser 
for a different closed bar, with viewers 
encouraged to Venmo money to a fund 
for idled workers.

Source: Kantar, 30,000 participants, 4 
weeks ending 22nd March 2020; 
Fastcompany

https://www.fastcompany.com/90485448/with-bars-and-restaurants-closed-boozing-at-home-is-booming
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Radio phone-ins are 
connecting us to 
others people’s 
homes

Content that allows interaction and 
distraction is proving to be a big winner.

In particular, across radio station 
programming, phone-ins have been 
extended and more opportunities for 
listener participation have been opened 
up across scheduling, for 
instance Absolute Radio’s new light-
hearted feature ‘Love in the time of 
Corona’.

Meanwhile, speech radio, such 
as talkRADIO, are seeing huge 
gains c.40% increase in both hours and 
reach, as the nation embraces greater 
interactivity with each other and their 
communities.
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Meme culture is 
thriving as an 
essential way for 
people to connect 
outside of their self 
isolation

Gen-Z and Boomer parents are proving 
to be pretty adept at TikTok dances.  
Family and household meme curation is 
creating a sense of shared experience in 
a time of isolated crisis. 
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Creators are finding 
new ways to 
connect with 
people virtually

Average global daily uploads of videos 
with ‘at home’ in the title increased by 
over 50% from March 10 through March 
15 YOY.  Uploads of videos with ‘workout 
at home’ in the title increased by over 
55%.  

Live streaming has also doubled in a 
week as creators and brands look to get 
their content to people. 

Age is a strong influencer here; almost 
50% of boomers aren’t interested in any 
live streaming, compared to around 20% 
of Gen Zs and millennials 

Source: CrowdTangle; Global Web Index, 
release 3 March 2020
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Virtual culture is 
evolving amid the 
pandemic

From embracing your creative side and 
learning the art of calligraphy to devising 
a virtual pub quiz for your friends and 
family to enjoy, there’s some joy to be 
found in quarantine yet.

But as well as new hobbies to be learned 
(like baking bread) some of the world’s 
greatest institutions of arts and culture 
are on hand to keep you entertained.

Most of these are leveraging previously 
created interactive content, such as 360 
tours of The Globe to Google Streetview
angles of the Guggenheim Museum

Souce: Creative Review 

https://www.creativereview.co.uk/virtual-exhibitions-culture-pandemic/
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Club Q – a place for 
LGBTQ+ people to 
connect

Club Quarantine is broadcast over Zoom 
- a video-chat platform designed for 
corporate meetings and working from 
home.

Perhaps the most important aspect of 
queer clubbing is the sense of 
community it provides, the opportunity to 
socialise with people like yourself. 

Club Q, as it is called in shorthand, is 
attended by 300-400 young LGBTQ+ 
people streaming in pairs or by 
themselves, in childhood bedrooms and 
dorm rooms and city apartments across 
the world.

This new virtual club scene is helping 
diverse people to connect, from 
dancing to communal group chats at 
the side, where you see people saying 
things like ‘I’m so glad I found this.’ and ‘I 
felt so lonely before’, and making 
affirmative statements about trans rights.

Source: Vice

https://i--d-vice-com.cdn.ampproject.org/c/s/i-d.vice.com/amp/en_uk/article/939jvp/queer-digital-clubbing-coronavirus-pandemic-club-quarantine
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Love is still 
blossoming in the 
time of quarantine

Brave dating pioneers who didn’t 
want to give up on dating entirely 
pivoted to virtual meetups on video 
chat apps like Zoom, FaceTime, and 
Skype.

One dater, Judy, admits it’s stressful 
not knowing when she’ll actually be 
able to meet a person whose virtual 
company has been a welcome 
respite. “There are obviously a lot of 
drawbacks to this, but at least for me, 
this [scenario] has prompted more 
serious conversations,”

Source: GQ

https://www.gq.com/story/digital-first-dates
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The rapid adoption 
of new tech is 
bringing privacy 
concerns 

Some of the video apps are 
now facing a backlash due to data 
privacy concerns, for instance “how to 
delete House Party” was one of the 
fastest rising searches last week on 
Google. Houseparty developers 
Epicgames have demonstrated 
confidence in their security and offered 
$1M to any one who can prove a hack.

Zoombombing – uninvited people 
entering virtual meetings – have risen.  
Some by accident, some for disruptive 
‘fun’ and others with malicious intent.  
Racism and hateful extremism has seen a 
rise within these zoombombing
behaviours.

Source: NY Times 

https://www-nytimes-com.cdn.ampproject.org/c/s/www.nytimes.com/2020/04/03/technology/zoom-harassment-abuse-racism-fbi-warning.amp.html
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VIRTUAL CONNECTIONS
IMPLICATIONS & OPPORTUNITIES

• The importance of in the moment experience – people are finding their own 
ways to connect virtually in shared experienceces, from ‘pub crawls’, to 
quizzes and watch-alongs.  How can you facilitate these shared moment 
experience and add ‘extra’ where people are missing out?

• Get ready for the big reconnect – whilst people are seeking ways to 
connect virtually during lockdown, it doesn’t replace physical connections.  
People will be thirsty for these post Covid-19, how will you be appealing to 
people in the reconnect recovery phase?

• Super powered virtual connections post Covid-19 – Virtual connections are 
proving phenomenally popular.  Whilst there will be an inevitable dip after 
lockdown, it’s likely that there will still be an appetite for more immersive 
connections with our friends and family.  How can your brands support this?
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