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ENTERTAINMENT 
IN A COVID 
WORLD
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We will cover two 
things: 
1. Entertainment Trends 
(Now and Next)
2. Opportunities for 
brands
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Throughout COVID the UK has tried to stay positive

52% of people in May said that their 
main priority over the next month is 
staying positive about the situation –
which is about as important as ensuring 
they have the necessary items to 
survive at 51% 

They are introducing “little lifts” into their 
lockdown lifestyles – seeking ways to 
make their lockdown experience more 
comfortable and comforting

These little moments are powerful daily 
ways to make the whole experience 
more bearable.

What is helping you to cope whilst staying at home?
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Entertaining content has brought light relief to tough moments

43% of people in May said that keeping 
themselves entertained is a personal priority 
over the next month (source: Global Web 
Index)

There has been an increase in demand for 
comedy podcasts, up 19% according to DAX 
listening figures 

From war veterans raising money for NHS, to the 
BBC Big Night In, to Oprah cooking along with 
Jamie Oliver and Tom Hardy bringing us 
children’s bed-time stories, people are looking  
for entertaining moments.
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There is an opportunity for brands to step in and offer entertainment 
both now and next

65% of Channel 4’s audience agree that 
brands should be offering light relief in their 
advertising. 

And with production schedules halted or 
very slowly returning, there is a demand for 
content that providers need help to fulfil.

Brands can help fill the “entertainment gap”.
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But the way entertainment is 
being made and consumed is 
changing

We will look at five entertainment 
trends, now and next:
1. Lo-Fi Content
2. The Dive into the Archives
3. Streaming Skyrockets
4. D2C
5. The Growing Competitor
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1. ENTERTAINMENT 
TRENDS 
What’s changed, what will stick and 
what does this mean for brands?
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COVID-19 has certainly had 
an impact on our 
behaviours. But what 
happens after lockdown?
Some will dissipate, others will remain 
in some way, and there are some 
which were always going to happen 
(it’s just that COVID has sped up their 
trajectory).
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LO-FI CONTENT
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NOW: A Lo-Fi approach has 
become normal

Production has halted. Social distancing means that studios 
cannot function as normal. That doesn’t mean that content isn’t 
being produced, but it’s certainly not the content we’re used 
to. News broadcasts, talk shows, as well as publisher content 
have had to adapt by taking on a lo-fi approach.

Brands have also adopted lo-fi, for example the Sky Sports 
campaign, “I am Sport” showcasing UGC from athletes showing 
what they have done to keep fit over lockdown. 

Other factors have managed our expectations of highly 
produced high-def content on our screens. For example, Netflix 
and YouTube had to reduce streaming quality across much of 
Europe due to bandwidth. 

And the rise of TikTok as the latest and arguably biggest 
purveyor of low-fi content (now the 7th most used social media 
app worldwide) has played a significant role.
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NEXT: Lo-Fi is here to stay 
Gaps in the TV schedule and the uncertainty of when 
production can begin again means that lo-fi content is likely 
to stay within the entertainment space for 2020.

This approach has never been more widespread, but the use 
of lo-fi content is not a new one. Take Old Spice, who enlisted 
influencer Chaz Smith to create an ad for their 
#MenHaveSkinToo campaign – resulting in something that 
couldn’t have been further from their high polished ‘I’m on a 
horse’ classic.

For years, social media platforms have managed our 
expectations around production value and it’s likely that lo-fi 
content will continue to be more accepted by audiences. 
Whilst this might be especially true for those under the age of 
24, it’s likely to stretch beyond that. We can’t forget that the 
unique circumstances of TikTok’s rise (a collective hunger for 
content and communication) means that it has been 
adopted, or at least gained awareness, amongst an 
audience beyond younger generations far more quickly than 
its counterparts.

https://www.youtube.com/watch?v=4IQK9pBnNlo
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QUESTIONS TO ASK:
1. What may not be suitable for the 

big box, might be perfect for 
people’s phones. Does lo-fi content 
form part of our ongoing strategy?

2. Which of our current or growth 
audiences are most receptive to 
lo-fi content?

3. How could we use lo-fi content to 
our advantage going forward -
can we use it to be more reactive 
or give our audience more access?
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THE DIVE INTO THE 
ARCHIVES
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NOW: The rise of nostalgia and the 
classics  

An alternative to low-fi content is hi-fi (but historical) 
content. The archives offer more than a library of well-
produced, cost-effective content, this is also what 
people really want.

A common psychological response to distress is to seek 
comfort in nostalgia. Tweets featuring “I Miss” are being 
posted +63% more frequently on a daily basis. Music 
platforms have seen massive spikes in the streaming of 
older tunes. 

Film and TV are no different. According to Google 
Trends, the desire for the old and familiar has seen a 
spike in lockdown with searches on the topic of Classic 
Movies reaching a 5-year high.

Worldwide Google Searches For Classic Movies
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NEXT: Nostalgia as part of the new    

Our need for nostalgia isn’t something new, we’ll 
always want to indulge in archival content from time 
to time – whether that’s prompted by occasions like 
Christmas or revisiting a classic film in advance of a 
sequel or remake. And we can’t forget that even 
something new can do an equally good job of 
playing to our nostalgia needs (look no further than 
Stranger Things).

And research shows that people are actually getting 
tired of the archives, with “Content Fatigue” setting 
in. New content is still performing best, when we 
have it. So with new productions returning can we 
play to nostalgia in the new content we create?
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QUESTIONS TO ASK:
1. How can we make sure our 

content ages better?

2. Does my brand have the ability to 
trigger nostalgia with my 
audience? If not, how else might 
we be able to tap into nostalgia to 
our benefit?

3. Can we partner with anyone to 
bring back classic content that is 
right for our brand?
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STREAMING SKYROCKET
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NOW: The nation turns to streaming

In our time of home entertainment need, we’ve turned to 
streaming (including both audio platforms such as Spotify as 
well as video platforms like Netflix). Netflix increased their 
subscriptions by almost 16M in Q1. And Disney+, which 
launched as the nation was going into lockdown has smashed 
their forecasted launch numbers achieving 50M by April. 
Although TV viewing has increased 13%, it is VOD which has 
really taken off,  rising by 44% and longer form video content 
of over 10 minutes up 27%. 

And it’s a shift in focus on genre that is most interesting. What 
do people need now (beyond pure escapism)?  Sports 
content. With major sports being disrupted all around the 
world, the sports documentary is stepping in to fill that void. 
Netflix’s The Last Dance averaged 6M viewers across all 10 
episodes (making it the most watched ESPN documentary of 
all time), whilst Amazon Prime’s advertising specifically 
highlighted their sports entertainment offering as a 
replacement for live matches. 
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NEXT: Streaming usage to stay 
elevated

Many people say that they will continue with their 
current streaming habits, and we expect growth to slow, 
but current elevated use to stay high. 

With usage remaining high, VOD is a key element of any 
AV plan to make sure brands are reaching the 
audiences that have migrated over to streaming. 

And even as live sports return, streaming services may 
be able to get the most out of their sports entertainment 
content for longer. Given that these sports will largely 
take place under closed doors, some services such as 
Sky Sports, DAZN and Prime Video will benefit from 
being the only window to the sporting world. Combining 
this with sports documentaries and entertainment is 
likely to form part of the strategy.

“some of the lockdown growth will turn out to 
be pull-forward from the multi-year organic 

growth trend, resulting in slower growth after 
the lockdown is lifted country-by-country”

“viewing to decline and membership growth 
to decelerate as home confinement ends”

- Netflix’s letter to shareholders
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QUESTIONS TO ASK:
1. What types of content will my 

audience want to engage with 
post-lockdown? 

2. Are you spending enough on VOD 
to reach audiences who have 
migrated to streaming over 
lockdown?

3. What other streaming platforms or 
formats can we tap into to serve 
our entertainment (e.g. via 
podcasts)?
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D2C
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NOW: Films are being distributed in a 
different way

Cinemas are suffering, but that doesn’t mean that movie 
premieres are too. Yes, James Bond chose to wait it out, but 
other studios have chosen to brave the storm.

China showed us the way. The Huanxi Media Group was 
due to release their Chinese New Year-themed film ‘Lost in 
Russia’ and postponement wasn’t an option, so within 48 
hours they brokered a deal with TikTok’s owner ByteDance 
and were able to attract 600 million views. 

Major movie studios then moved titles that were headed 
for theatrical releases to VOD earlier than planned or are 
skipping the cinema altogether. Frozen 2 was moved 
onto Disney+ months ahead of schedule and Trolls World 
Tour took a D2C route. And Sky launched a premium 
VOD service “Sky Store Premiere” as a home for these 
would’ve been straight-to-cinema releases. 
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NEXT: Could we see a new model?

These D2C successes are benefitting from the current 
lockdown period. However, that doesn’t mean that the 
industry is going to keep supporting cinematic releases at 
the same scale they have been to date.

In a world where movie financing is a massive gamble, D2C 
model makes too much financial sense to ignore –
especially if your film doesn’t fall into the inbuilt audience, 
franchise, or juggernaut category.

What is interesting is the possible future of theatres being 
bought by tech giants. Aside from the big tentpole films 
that are likely to abide by the current model, smaller films 
could see a reversal. In the case of a buyout, the new 
owner would still be using theatres as a distribution channel, 
but instead of the theatre being the environment to test 
your content’s pulling power, you’d do that online first and 
then add it into the theatre roster once proven. This way, 
you’re not taking up precious screen time on a piece of 
content that may or may not work.
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QUESTIONS TO ASK:
1. What upcoming content releases 

are best suited to a D2C trial?

2. How can I do this in a way that 
offers the audience value, but limits 
the backlash from other vested 
parties (i.e. cinema owners).

3. How would I distribute this content 
beyond my current model; either 
through my own channels or 
through partnerships?
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THE GROWING COMEPTITOR
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NOW: Gaming is too big to ignore

The way audiences seek out entertainment has never 
been more complex and increasingly video content will 
be competing for audiences that are going to overlap 
with gaming. Competing for the same share of time, 
share of mind and share of wallet (especially given that 
gaming live streams have also seen an increase).

Gaming was already growing at a staggering rate, but 
COVID-19 has taken that to new heights with an 
increased usage of 4.6bn minutes between Jan and 
April (that’s an increase of 16% compared to Ent’s 
10%)*.

And entertainment brands have embraced it; Travis 
Scott for example took to Fortnite to launch music, 
digital merch and host a concert.  Sky broadcast the e-
sports EPL Invitational on their You Tube channel, where 
footballers, celebrities and influencers played FIFA to 
raise money for the NHS. 

*Source: ComscoreMMX Multi-Platform, Adults18+, Jan & Apr2020, UK
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NEXT: Consider gaming as part of 
your entertainment set 

It’s important to note that this growth has spread 
further than just younger generations – with 25% of 
Baby Boomers spending more time playing games.

And unlike streaming services, the gaming industry 
was already coming from a place of incredible 
growth. Thus, it’s likely that this behaviour won’t 
dissolve once lockdown ends.

Considering gaming as part of a broader 
competitor set will become increasingly important, 
but it also brings with it new opportunities in 
advertising, whether that be simply offering a new 
way to reach audiences or forging more 
meaningful partnerships.
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QUESTIONS TO ASK:
1. How much of my current audience 

overlaps with gaming and how 
likely is this to spread over time?

2. Does gaming present opportunities 
to attract new audiences to my 
offering?

3. How can I use gaming as a 
compliment to my current offering 
(whether that be through 
advertising or more bespoke 
partnerships)?
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2. OPPORTUNITIES 
FOR BRANDS 
What specific opportunities do these 
trends present for brands?
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PODCASTS
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Why Now? Podcast growth has been 
accelerated by COVID

*Source: ComscoreMMX Multi-Platform, Adults18+, Jan & Apr2020, UK
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Weekly Listens

Podcasts were on the rise again but COVID has 
accelerated adoption by wider audiences.

Listening is up 20% week on week since the start of 
COVID. From 16 March to 6 April Acast experienced a 
bumper week of listening jumping from 9m to 11m 
weekly listens.

Listening has also increased throughout the day as 
people adapt to new routines. This moves away from 
the typical breakfast and drive-time spikes associated 
with commutes, giving access to new moments and 
contexts.

Quick and simple to produce without a studio or crew, 
high profile, locked-down talent are turning to podcasts 
to stay relevant.
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Opportunity for brands to stay 
relevant and reactive

• Stay relevant and reactive: The speed and cost at 
which podcasts can be produced (and shared) 
means brands can stay relevant and in conversation 
with audiences at a time when listening figures are in 
growth

• Low risk: Enter a content marketing channel that is 
low investment and low risk, BUT highly engaged

• Talent access: Podcasts present a quick, easy and 
flexible way to produce quality content and 
storytelling which makes them an appealing format 
for talent - even when life becomes busy again

• Partner with talent that otherwise may be less 
available and extend the opportunity into other 
channels as lockdown loosens.

For more information on podcasts please contact 
Chris.Fuller@Mediacom.comn



3333

AD FUNDED 
PROGRAMMING / BRANDED 
CONTENT
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Why Now? How can brands fill the 
entertainment gap?

Viewing numbers in the UK are generally up, audiences 
are more engaged than ever BUT programme making 
budgets are under threat. Producers and broadcasters 
need brands to help fund ambitious programming –
especially when targeting a specific audience.

Right now broadcasters have an abundance of ideas that 
require either co-funding or fully funding in order to make 
them happen. COVID has given brands permission to be 
entertaining again and this is an opportunity to push the 
boundaries of what is possible on linear TV.

It is becoming more affordable to partner with a peak 
time linear TV show on a terrestrial broadcaster such as 
Channel 4. It’s now highly competitive with social and 
publisher partnerships in terms of cost and quality of reach.
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Opportunity for brands to create 
deeper integrations  

Short and long-term opportunities: You can be reactive 
now, with quick turnaround shows that are relevant and 
useful - but also think about longer-term planning for shows 
that are 6-12 months down the line.  Planning WITH 
broadcasters and producers allows greater control over 
narrative, reducing the risk and increasing visibility.

Ob Docs: In addition to funding, brand access ‘ob docs’ 
are becoming a sharp programming trend and a way to 
create affordable TV – e.g. – Inside Claridges

Co-funded deeper integrations: Co-funding can provide a 
consistent brand presence throughout, along with 
opportunities for product placement in contextually 
relevant moments. All of which builds affinity, memorability, 
and fans in a natural way.

Media multiplier - Taking show assets into owned channels-
talent, brand and channel - has a multiplier affect
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INFLUENCER MARKETING
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Why Now? Social reach has never 
been bigger

There’s been a huge spike in creator led content strands and 
ideas aimed at being useful, informative and entertaining. 

Live content on Instagram saw a 146% increase in March 
alone.  Platforms such as TikTok and Pinterest have 
experienced between a 20-50% increase in user interaction in 
the past month. 

And influencers and talent are bringing large audiences 
together in new ways. Joe Wick’s daily virtual PE class broke a 
Guinness world record for broadcasting to 955k people at 
once. 

And influencers are helping contribute.  For example, P&G 
have since partnered with Charli D’Amelio (TikTok’s biggest 
influencer) to create a bespoke #DistanceDance donation 
campaign to raise awareness about social distancing, which 
has had 9.8 Billion views. 
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Opportunity for brands to be where 
their audiences are, speaking their 
language  
Production as usual: It’s hard for brands to create 
content through ‘traditional production’ methods right 
now but it’s ‘business as usual’ for home-based creators 
who are able to stay agile and current in the 
conversation with efficient production of assets.

Reactive and relevant: Be part of the conversation with 
audiences, at scale. No one knows how to be part of 
the talk, and be talked about, better than a social 
influencer.

Reach a new audience: Be where the audiences are, 
experimenting with new social platforms. There’s an 
influencer for everyone and everything. Working with 
the right influencer can give access to new or hard to 
reach audiences and boost credibility. 

Learn about consumers: from interactivity and acting on 
comments in social feeds. For more information on influencer marketing please contact 

Emily.Trenouth@Mediacom.comn
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To sum up: Entertainment in a Covid world

Five entertainment trends, now and next:

1. Lo-Fi Content
2. The Dive into the Archives
3. Streaming Skyrockets
4. D2C
5. The Growing Competitor

Three big opportunities for brands:

1. Podcasts
2. Branded content and ad funded 

programming
3. Influencer marketing 
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Contributors and for more information

Andrew Raymond
Strategy Associate Director

Andrew.Raymond@Mediacom.com

Nuria McGlinchey
Strategy Director

Nuria.McGlinchey@Mediacom.com

Lindsey Jordan
Joint Head of Strategy

Lindsey.jordan@Mediacom.com

Paul Tremain
Joint Head of MBA

Paul.Tremain@Mediacom.com
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