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It’s the 40th day of lockdown.

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 Lockdown Diaries we have a Gen Z 
special, including a special feature from John and Lucy

1. How are people feeling?
2. The Lock-In: connecting with Gen Z
3. Gen Z: a deep dive on the Lockdown trends
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HOW ARE 
PEOPLE 

FEELING?
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UK Lockdown

The shift in the 
national mood is 
continuing

People are still predominantly feeling 
frustrated, bored and stressed, but these 
are slowly declining 

Happiness levels are starting to increase 
and levels of contentment are almost 
back to pre-pandemic levels

However, it is important to recognise that 
the lockdown is not affecting everyone 
equally
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For 18-24s the 
boredom of 
lockdown is a real 
issue

18-24s are still overwhelmingly feeling 
bored, far more so than the general 
population.

They are also more likely to feel stressed 
than the general population.

Many are facing uncertainty about their 
future, with their education on hold or 
because of a lack of job security. 

GenZ are the most likely to have seen a 
change in their working circumstances 
as a result of COVID-19.

23/03/20 –
UK Lockdown
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Most people now 
believe that the 
worst of the crisis is 
behind us

For the first time since lockdown started, 
a minority of people believe that the 
worst is still to come. 

This number has declined sharply from 
last week and the number of people 
who think the worst has passed is steadily 
increasing.

Regarding the situation of Coronavirus in the UK and the way it is going to change in the coming month, 
which of the following best describes your opinion? (%) 
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However, consumer 
confidence has 
fallen sharply since 
the start of the crisis

Whilst more and more people are 
starting to feel that the worst of the 
health crisis may be behind us, the 
financial impact of COVID-19 is certainly 
set to continue.

GfK’s April consumer confidence 
barometer shows consumer confidence 
at -34, only 5 points higher than the 
lowest ever level recorded in July 2008.

Other key measures such as personal 
financial situation of the household, 
general economic situation of the 
country, and the climate for major 
purchases have also seen dramatic 
declines since the start of the crisis.
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Most people expect 
to experience some 
financial impact as 
a result of COVID-19

Only 22% of people in the UK say there 
will be no financial impact on their  
household. (Source: Global Web Index)

31% say it will have a big or dramatic 
effect on their finances, with 39% saying it 
will have a small impact.

85% of people in the UK think there will 
be a big or dramatic impact on the UK 
economy.

Globally, GenZ expect to be the most 
impacted financially. 17% have been 
temporarily laid off or placed on 
furlough, 10% have lost their job and 50% 
have had a pay cut and / or had their 
working hours reduced.
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Question: How do you expect the coronavirus / COVID-19 outbreak to impact the following? Your personal / 
household finances
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And many people 
are struggling in 
lockdown

Research carried out by Ipsos, King’s 
College London and the Policy Institute 
at the start of April, asked people how 
many more weeks it would be before the 
coronavirus restrictions became 
extremely difficult for them to personally 
cope with. 

Only a quarter of people think it won’t 
become extremely difficult, and 15% said 
it was already extremely difficult, rising to 
24% of 16-24 year olds.

For all those who are starting to feel 
cautious optimism, there will be many for 
whom things are tough and getting 
worse. It’s crucial to identify your 
audiences’ changing needs as the 
lockdown continues, and to find ways to 
be helpful and supportive.



We can’t get together physically to discuss the 
state of the nation.  

So instead we’re gathering our MediaCom 
experts in our virtual ‘Lock In’ to debate the key 
trends defining the post Covid-19 landscape.  

This week we’ve invited John Beardsworth, one 
of our experts in embedding diversity and 
inclusion within planning.  We’re also very 
pleased to include two of our ‘Future Creatives’ 
into the discussion, Paige and Zaynah.  Future 
Creatives is our Gen Z forum who help us to co-
create communications aimed at younger 
audiences. 

In this Lock In we discuss how Gen Z behaviours 
have changed during the pandemic, what 
brands can do to connect with Gen Z and the 
importance of including diverse voices within 
the campaign development journey. 

THE 
LOCK-IN:

SPEAKING 
TO GEN Z

mailto:john.beardsworth@mediacom.com


Claire:  Are you seeing changes in 
how younger people, ‘Gen Z’, are 
behaving?

John: It’s really important to recognise 
that this pandemic is not the ‘great 
leveller’ it’s claimed to be.  Different 
demographics and audiences will 
face disproportionate challenges.  A 
couple that particularly spring to mind 
are regionality and class.  Those in 
major cities or those from working class 
backgrounds are less likely to have a 
garden.  This means living in smaller 
spaces is going to make social 
isolation much more difficult.  So parks

and public spaces are going to be 
really important to these groups, which 
is a direct conflict with those who 
believe the parks need to be closed.

Zaynah: I’m seeing Gen Z are 
spending way more time online, 
especially social media apps like 
TikTok.  Some are planning outings for 
when this lockdown is over, including 
what restaurants to eat in, which bars 

to go to, which shops to shop in, 
countries to travel to…a lot of us are 
picking up new hobbies like cooking, 
doing online courses, DIY….

Paige: I’m seeing multiplayer gaming 
and online chats massively increase.  
It’s one of the easy ways to get social 
interaction at the moment

John: Yeh I’d read that online gaming 
platforms are struggling to cope with 
demand at the moment!

Claire: The Covid-19 health crisis has
bought us lots of surprises.  Has there 

been anything that has particularly 
surprised you about how Gen Z have 
responded?

Paige: I was surprised at how 
supportive people have been online. 
Our generation are really making the 
most of the lockdown, like creating 
challenges.  It’s a nice thing to see!

John: The biggest thing to me is less of 
a surprise and more of a happy

observation. We’re seeing Gen Z use a 
key skill of theirs to educate and self 
police – humour and meme culture.  
With government messaging not 
connecting with this audience, there 
were a lot of grey areas and 
misinformation. The huge rise in 
coronavirus and social distancing 
memes in the first few weeks of the 
pandemic really helped young people 
educate each other whilst also 
lightening the mood

Zaynah: Although we all hate this 
situation, there’s a lot of good 
encouragement online to stay home.  
But I’m also surprised that some Gen 
Z’s aren’t taking this problem seriously, 
such as people still meeting in social 
settings.  Not everyone sees the 
severity of the problem.  

John: Yes we can’t make broad 
assumptions about what Gen Z are 
and aren’t doing.  Different groups will 
have different behaviours and 
attitudes.  

Claire: That’s a great point.  What 
differences are you seeing across Gen 
Z in terms of their behaviour change?

Zaynah: Families with less money are
often in smaller housing, so less

I was surprised at how supportive people have been 
online.  Our generation are really making the most of 
the lockdown



personal space for families.  As John 
said, they may also not have gardens 
or outside areas to get fresh air and 
what they need.  People in central 
London are still gathering in large 
groups, particularly in parks for picnics.  

John:  Thinking about the LBGTQI+ 
community, at this age they are often 
still figuring out their gender and 
sexuality.  When physical access to 
their community and spaces to 
express themselves is taken away, 
that’s going to be really tough.  This 
will be even harder for those whose 
home environments aren’t supportive.  

Zaynah: Ramadan is happening now 
for us, I’m sure Muslim families like mine 
will struggle this year.  The most 
obvious problem is the lack of food 
and supplies in supermarkets.  We 
won’t be able to carry out our usual 
traditions which include meeting 
together with extended family to 
break fast after sunset, or going out for 
late night meals between 9pm-3am 
when we can eat.  Eid won’t be 
celebrated in the same way.

Claire: Of the changes in behaviours 
and attitudes that you are seeing, do 
you think any of these will stick around 
after the lockdown ends?

Paige: I don’t think everything will go 
back to ‘normal’ after lockdown.  
Some behaviours will definitely stick 
around.  Zoom for example, people 
are using it a lot more to talk to friends.

John:  A lot of the new behaviours that 
we see older generations are 

adopting during lock down are just not 
new to Gen Z.  So whilst there are 
definitely areas such as school, 
college, clubs and social events that 
have seen a massive disruption, a big 
element of their lives has remained the 
same.  This means that the digitally 
focused ways that brands have 
interacted with Gen Z previously and 
now more valid than ever

Zaynah: I do think more Gen Z’s will 
cook at home because they’ve 
realised they enjoy it!  They will 
probably also continue spending time 
on TikTok. 

Claire: What would you like to see 
brands doing more of to connect with 
Gen Z during this pandemic?

Zaynah: I think most brands could 
benefit from engaging with Gen Z, just 
have a look what we’re all doing right 
now!  One area is that we’re cooking 
and experimenting with different 
recipes, so there’s place for our 
favourite restaurants to share their 
recipes, like Nando’s, Wagamamas.  

Bars could also share their cocktail and 
mocktail recipes to make at home.

John: Don’t ghost your Gen Z 
audience now.  If you do that picking 
up the conversation in the aftermath 
will be less effective, especially as 
brands will flood to the market.  This will 
make share of voice very challenging.  
It’s also worth noting that many of your 
Gen Z audience will still be in ‘key 
worker’ retail and distribution jobs.  So 
their income will remain fairly
consistent, which combined with 
significantly increased screen time and 
down time makes it a really good time 
to engage with them.  

Zaynah: Lots of us are planning where 
we want to travel when this is over,

Ramadan is happening now, I’m sure Muslim families 
like mine will struggle this year.



especially as our holidays have been
cancelled.  So there’s space here for
air bnb, airline companies, holiday 

agencies, to be talking to us.

John: Yeh, post lock down we will see a 
big increase in physical connections

Claire: Which brands are you seeing 
doing a great job of responding to Gen 
Z needs during Lockdown?

John: I love what NCS (National Citizen 
Service) are doing.  Their Gen-Z 
targeted podcast was in the early 
stages of a 16 week series when the 
lockdown began.  Overnight their 
messaging needed to change.   They 
could have paused it and come back 
to it later.  But instead of pausing the 
series, NCS knew that now was the 
moment that young people needed 
the most support.  The really unique 
thing about 
this series is that it is made by young 
people, for young people, who really

.
wanted to do something right away to 
respond to the crisis.  So we were able 
to work with NCS to quickly pivot to 

making content that was grounded 
within the heart of the crisis.

Paige: ITV have done a great job by 
having Ant and Dec relaunch the 
Britain Get Talking mental health 
campaign.  It’s really important to get 
more people talking to each other.  
We need to help each other more.

Claire: That’s a really important point 
Paige.  What more could brands be 
doing to support the mental and 
physical health of Gen Z during Covid-
19?

Paige: I’d really like to see more 
mental health groups engaging with 
Gen Z.  We need support with the 
stress of the lockdown.  

Don’t ghost your Gen Z audience now.  If you do that 
picking up the conversation in the aftermath will be 
less effective, especially as brands will flood to the 
market

Zaynah: A lot of Gen Z’s have become
more understanding and kind during
this time.  I think it’s because we’re all 
suffering in some way.  I’d like to think 
this kindness will continue.  Self care 
habits will also continue for a while.

Paige: I’ve noticed a lot of comments 
online about how young people 
should be okay and not upset about 
the lockdown because we’ve got 
access to social media and electronic 
devices.  But this can really cause 
negative feelings for Gen Z – you need 
to listen to our own experiences of this 
pandemic rather than assuming what 
our experiences are.

John: I’d absolutely recommend 
talking more to young people about 
this.  Because Gen Z are best 
equipped to answer this question.  We 
need to make sure we’re talking to 
them.  Don’t just develop new 
initiatives.  Look at what this 
generation are currently doing to 
support themselves and each other.  
Then amplify this in terms of reach and 
impact.  Our role as brands and 
marketers should be about supporting 
and amplifying their voices.



HOW HAS GEN Z 
BEEN IMPACTED 

BY COVID-19?



WHAT’S HAPPENING?

ARE WE GHOSTING GENZ?
IMPLICATIONS & OPPORTUNITIES

• This generation want to be supported and
enabled now more than ever. There are huge
stresses around education and their future
caused by the pandemic.

• There is an understandable temptation for
brands to pull back marketing spend during this
time, alongside concerns that speaking to
audiences now could seem insensitive. We can’t,
however ignore the fact GenZ are still here.

• They’re educating and entertaining themselves.
With a lack of connection with the government
they’ve turned to memes for education on the
rules, self policing and entertainment

• On the other side, brands that have dropped
away will have to work twice as hard to gain the
attention of an audience who are becoming
self-sufficient when it comes to content.

• If you paused spend at the beginning of the
pandemic, it may be the time to start thinking
about re-engaging, particularly if you’re able to
ease points of tension.

• Now, more than ever, purpose and
understanding of your audience’s unique
experience of the situation will be key in getting
the tone right. To do this you need to speak to
them.

• What you were doing before is potentially still
relevant as a lot of behaviours have remained
the same.

• For brands wanting to be not only active, but
useful in this time, now is the time to work with
young creatives and creators to identify your
brand’s role at this time and develop the
campaign and messaging that’s going to
connect and have impact.
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The highlighted trends aren’t 
exclusive to GenZ and manifest in 
different ways through the three 
main themes that came out of 
the workshop

• School’s out and summer’s
cancelled

• Memes over MPs

• Isolation Ready

We have identified 
3 of our Lockdown 
Diary trends that 
are playing out 
differently for GenZ
audiences

Financial Fears

Family Stresses

The Grocery Hunt

Virtual Connections

Make Society Better

Contact Free Buying

Little Lifts

Staying Healthy

GenZ, as a generation 
are focussed on the 
societal problems they 
see, COVID is no 
exception

Digitally speaking, 
they’re the most 
prepared generation for 
lockdown

They’ve got creative 
through social to 
entertain and educate 
themselves using humour 
to connect and lighten 
the mood 



IT STRESSES ME OUT, THE YEAR ABOVE 
HAVE WORKED THIS HARD AND DON’T 
HAVE TO SIT EXAMS WHERE AS WE’LL 
HAVE LESS TEACHING TIME AND WILL 
STILL SIT THEM NEXT YEAR

GINA

SCHOOL’S OUT & SUMMER’S CANCELLED 

Sources: Future Creatives, Student Hut COVID 19 White Paper, UCAS 

“        
” 

THAT’S THE ONLY THING THAT’S CERTAIN 
THIS YEAR, I WILL GO TO UNI

GINA
“        ” 

GINA 17
SHE/HER

HULL



WHAT’S HAPPENING?

SCHOOL’S OUT 
IMPLICATIONS

Education Cancelled – Schools, colleges and universities 
closed on 20th March propelling young people into education 
limbo. Summer exams have been cancelled and with 
university offers already sent out, those with predicted grades 
have been left without a chance to prove themselves. 

Fear for the Future - This has left young people with mixed 
feelings and uncertainly over their futures. 60% of students 
reported that their career confidence has been impacted as a 
result of the pandemic. They worry they’ll be remembered as 
the generation who had it easy, whilst those in years 10 and 12 
worry they’ll be at a disadvantage going into their next year 
and securing university places/apprenticeships. 

Future Shift to eLearning – This has prompted a digital shift 
as 44% of prospective 2020 undergraduate students are 
now considering an online course provider instead of a 
traditional course with in-person delivery for their future 
education. 

Prioritising Education over Health - Students are more concerned 
about missing out on their education than they are their own 
health. 78% of 18-24 year olds reported that they are confident 
that they would recover well if they caught the virus. 
They’re not in the age group that’s most at risk, and so their own 
health is less of a concern than feeling like their own future is 
beyond their control. 

Lack of Recognition - Young people have given up their 
education but they don’t feel like their contribution and 
the sacrifices they have made to help combat the 
pandemic have been acknowledged. 

Distance Learning – Some schools have responded by running 
virtual classes and online coursework, but many pupils have just 
been cut loose. Those who have applied to colleges and 
university are determined to start university or college this 
autumn (86% of are continuing with their application as 
planned).

Sources: Future Creatives, Student Hut COVID 19 White Paper, UCAS, Trendence, YouGov 

Virtual Connections



MEMES OVER MPs

I DIDN’T THINK THE CORONA VIRUS WAS 
A JOKE I THOUGHT THE BRITISH 
GOVERNMENT WAS A JOKE

TAPIWA

“        
” 

IDEA OF HURTING YOUR LOVED ONES, 
PRESENTED IN A MORE PERSONAL WAY 
ON INSTAGRAM HAD MORE IMPACT 
THAN THE GOVERNMENT, 100 PERCENT 
MEMES HAVE IMPACT WITH OUR 
GENERATION

TAPIWA

“        
” 

TAPIWA 16
SHE/HER

LONDON



WHAT’S HAPPENING?

MEMES OVER MPS
IMPLICATIONS

Lack of Trust – Less than 1 in 5 students have confidence in the 
government’s response to the crisis. They do not feel that this 
government has actively engaged with them in the past which 
makes it harder for key messages to land now. However, the 
majority (85%) of 18-24 year olds stated that they will likely adhere 
to the advice of the government even if they disagree with the 
policies or find them pointless

Slow to react - Young people may have been slow to react at first, 
Concern about contracting the virus has increased over time and 
between 26th March – 1st April, over half (58%) of 16-24 year olds 
indicated high levels of concern about contracting the virus. Once the 
severity of the situation was clear their main concern was to protect 
the health of their friends and family

Self-Policing - Young people have responded by using their own 
creativity and social media expertise to educate and police 
themselves with their own social communities, calling out behaviour 
of people flouting the rules

Failure to Connect – The government’s key messaging around 
social distancing initially failed to connect with young people. 
Initial communications positioned the young as immune, 
meaning there was a delay in the severity of the situation

Sources: Future Creatives, Student Hut COVID 19 White Paper, Kantar,  YouGov, The Guardian, Voxburner 2020 Youth Trends Report  

Meme Messages – Social media is shaping the way that young people 
receive and share news on the current coronavirus crisis. It is the most 
common way they receive information. During the first few weeks of 
lockdown young people turned to social media to help them learn about 
the pandemic and memes became a vital communication tool, 
informing them of the latest health advice, whilst also providing light relief 
and comedy in the wake of the crisis 

Dark Humour – This generation is using dark humour to help them 
cope with the current situation. They are more likely to engage with 
and share content that makes them laugh, over official 
government comms which doesn’t speak their language

Virtual Connections
Make Society Better

Little Lifts



MEMES GET 
SERIOUS
Young people have responded to 
the crisis in a way that acknowledges 
the big issues, but they have 
approached it with a sense of 
humour.

During the first week of lockdown 
memes became a vital 
communication tool. Public health 
announcements in the form of 
memes were the most shared types 
of posts on social media, making up 
37.5% of all posts.

These memes took on a more serious 
tone, with many of them giving 
advice and urging others to do what 
they could do to slow the spread of 
the disease. 

Source: Kantar, TikTok

Click to watch:
https://www.tiktok.com/

@washingtonpost/
video/68037185400556126

77

Click to watch:
https://www.tiktok.com/

@shein_official/
video/68076944450273477

18

https://www.tiktok.com/@washingtonpost?lang=en
https://www.tiktok.com/@shein_official?lang=en


TIKTOK THERAPY

During their time at home teenagers 
have turned to TikTok as their 
favoured quarantine companion

UK daily active users increased by 
33%+ during the first 11 weeks of 2020, 
largely driven by Gen Z whilst time 
spent in the app significantly 
increased

In the first week of lockdown, videos 
using the hashtag #coronavirus were 
up to 5.5bn total views on the app

TikTok challenges are encouraging 
users to get creative at home and 
help to alleviate boredom brought 
about by the lockdown

Average UK Daily Time Spent 16-24s Reaches 70 mins/day



ISOLATION READY

I END UP LOOKING AT STUFF THAT’S NOT 
WORTH MY TIME, BUT THEN I THINK 
WHAT ELSE WOULD I BE DOING?

GINA

“        ” 

I FACE TIME FRIENDS WHILE I AM 
WORKING, PUT THE SCREEN ON THE SIDE 
SO IT’S LIKE SOMEONE IS THERE, IT’S JUST 
NORMAL

ZAYNAH

“        
” 

WE’RE ALREADY PREPARED FOR THIS, WE 
HAVE NETFLIX PARTIES, WE VIDEO CHAT… 
LIKE WE WERE READY FOR THIS UNLIKE 
OLDER PEOPLE

TAPIWA

“        ” ZAYNAH 19
SHE/HER

LONDON



WHAT’S HAPPENING?

ISOLATION-READY

IMPLICATIONS
Digital Living - Gen Z are better equipped for isolation than any 
other generation. Having grown up as digital natives, they 
embrace the benefits of digital living. They are hyper-
connected, use video call as default and are used to 
maintaining virtual friendships and relationships with people 
they’ve never met physically

Digital Skill Share - These digital skills means that Gen Z are 
an untapped resource that society could fall back on to 
help upskill the nation in the art of virtual living, making the 
lockdown more bearable and easier to stick to 

Communal Entertainment - Gen Z are surviving the lockdown by 
spending more time gaming and streaming content. With 
young people unable to socialize in person, they’re looking for 
alternative ways to stay connected with friends. Gen Z are using 
apps like Netflix Party and House Party to watch shows together.
Online gaming is also seeing a boost, with a 121% search 
increase for multiplayer games since Jan 1

Screen Time is off the Scale – Young people are 
surviving by clocking up high screentime, but for 
the first time ever, gaming marathons and boxset 
binging are life-saving behaviours

Toxic Positivity - GenZ were quick to spot the trend pushing 
unrealistic expectations about how to spend lockdown in 
social media posts, realising that everyone has enough to 
deal with right now

Cut the Crap – This generation has a strong bullshit filter, they will 
spot fake news and call out unrealistic messages, so the need for 
authenticity has never been stronger

Sources: Captify Impact Study: The Remote Controller 

Virtual Connections
Little Lifts



THEY’VE TURNED TO GAMING AND STREAMING 
TO HELP CURE LOCKDOWN BOREDOM

Sources: Captify Impact Study: The Remote Controller 



BOXSET BINGING

With more time at home young 
viewers are watching more boxsets 
and watching more content on 
streaming services to keep 
themselves entertained. 

Younger viewers are 56% more likely 
to be bingeing series vs the average 
adult.
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Source: 4Insight COVID-19 Research 

Boxset Viewing

Streaming Services

“It’s a nice distraction and a 
way to bond with friends. 

Trying to stick to light-hearted 
stuff, catching up on sex ed 

and lovesick right now” - F, 19



LIVE TV

Even live TV has seen an uplift with 
more young people tuning in to linear 
TV to keep informed and distracted 
during these uncertain times. 

Younger audiences that are also 
watching more TV in general, with 
over 4 in 10 claiming to be doing this 
more.

Source: 4Insight COVID-19 Research 

38%
45% 44% 37% 37%

57%
52% 49% 57% 58%

4%
2%

5% 4%4% 5%

Adults 16+ 16-24 16-34 35-54 55+

I never do this

I have been doing less of this

I have been doing this the
same amount

I have been doing more of this

Sample = 1,211 Adults 16+ (Wave 1) 



COMMITTING IN UNCERTAIN TIMES 

CASE STUDY: NCS

The National Citizen Service’s summer programme has been massively affected by COVID-19, all their 
residential programmes have been cancelled, so they needed to react quickly to ensure they not only 
support their audience this summer, but also engage them through the pandemic.

As part of a multi-platform content series, NCS were in the early stages of a 16- week podcast series 
when the lockdown began. The ‘Youth Rising’ podcast is made by youth, for youth, with each weekly 
episode tackling important issues that matter to young people right now. 

Overnight their messaging needed to change, our production infrastructure disappeared as did the 
relevance of the existing editorial schedule. 

The initial reaction, like countless brands in this situation, was to pause the series and come back when 
things have ‘blown over’. But once the severity of the situation unfolded, this attitude was bravely 
discarded, as NCS knew that young people need supporting now more than ever. 

The need from our audience had never been stronger and our team of 23 teens who produce the 
series were more engaged than ever. Working with them and the production agency Somethin’ Else, 
NCS reshaped production, enabled the team to work remotely and empowered them to develop an 
editorial schedule grounded in the heart of the crisis and how it is affecting them.

Connecting the right content with our audience when they need it the most.

YOU CAN LISTEN TO YOUTH RISING BY NCS HERE

https://pod.link/1496801209


IF YOU STAY CONNECTED, YOU AIN’T GOTTA GET CONNECTED

CONCLUSION

• If you paused spend at the beginning of the pandemic, it may be the time to start 
thinking about re-engaging particularly if you’re able to ease points of tension

• Now, more than ever, purpose and understanding of your audience’s unique 
experience of the situation will be key in getting the tone right. To do this you need to 
speak to them

• What you were doing before is potentially still relevant as a lot of behaviours have 
remained the same

• For brands wanting to be not only active, but useful in this time, now is the time to work 
with young creatives and creators to identify your brands role at this time and develop 
the campaign and messaging that’s going to connect and impact



CONTACT

OUR GEN-Z EXPERTS

John Beardsworth – partner
John.Beardsworth@MediaCom.com

CULTURAL CONSULTATION

FUTURE CREATIVES
Lucy McMullin – Strategy Director
Lucy.McMullin@MediaCom.com

Born out of an understanding that as an industry, due to a lack of diversity in senior positions, 
we struggle to represent and connect with audiences we don’t inherently understand. 

Cultural Consultation allows MediaCom to work with a network of opinion leaders and 
trusted voices who understand their audiences better than we do, whilst being attached to 
platforms or organisations that actively engage them. 

When it comes to targeting diverse audiences, true collaborations from the point of brief 
brings real tangible solutions to make more authentic brand campaigns & partnerships

Future Creatives are a network of 30 creative, ambitious and insightful 16-19 year olds who 
we work with as voices of their generation. 

Through workshops we partner them with our own strategy, planning and creative teams to 
ensure their view on the world and creative ideas impact on our work, creating campaigns 
that are intuitive, brilliant and most of all relevant to young people.

mailto:John.Beardsworth@MediaCom.com
mailto:Lucy.McMullin@MediaCom.com
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