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THE LOCKDOWN DIARIES
It’s 142 days since lockdown was announced in the
UK.
At MediaCom we launched the Lockdown Diaries
to reflect week to week on the rapid pivots and
behavioural changes we were witnessing. As social
distancing guidelines have been relaxed at a
broad level over the last few weeks, we reflect on
the key behaviours that look likely to continue in this
post lockdown landscape

In this Lockdown Diaries we are looking at 5 key
trends across social distancing, virtual
connections, making society better, financial
fears and little lifts.
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We have identified five key trends
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Fear of missing out

SOCIAL DISTANCING

Fear of going out

The Zoom boom

VIRTUAL CONNECTIONS

Zoom fatigue

Reappraising the future

MAKE SOCIETY BETTER

Compassion fatigue

Threat is looming

FINANCIAL FEARS

Cautiously optimistic

Rising Anxiety

LITTLE LIFTS

Curated positivity

SOCIAL DISTANCING

Fear of Missing Out vs Fear of
Going Out
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ROMO has given way to FOMO
again
During lockdown FOMO all but disappeared and was
replaced with ROMO (reality of missing out), as social feeds all
became equal, as everyone was stuck at home.
But now lockdown is lifting FOMO has returned, and younger
audiences are particularly impacted by this, as they are
missing out on key life stage moments like end of school,
leavers parties, first festivals, first holidays with mates.
Young people have missed out on seeing their friends and
having physical (rather than virtual) social connection. In fact
many young people see self isolation as a worse risk than
Covid for their mental health. A survey carried out by Young
Minds showed that 87% of young respondents had felt isolated
and lonely during lockdown, even though 71% had been able
to stay in touch with friends.
As clubs and festivals remain closed and cancelled, illegal
events have appeared in their place, planned and promoted
via social media
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Fear of Going Out is more prevalent
now than in the middle of lockdown
At the same time Fear of Going Out (FOGO) and Better Off
Staying Home (BOSH) has risen. In fact people were feeling
more nervous about returning to normal as restrictions were
eased than they were in the middle of lockdown
This is in part because the onus of risk assessment and decision
making is now on the public. And as restrictions are eased,
communications and guidelines have become more complex
and nuanced. Only 25% of people for example say they are
very clear on who they can socialise with.
And certain groups are feeling this more than others. A recent
survey from Scope showed that 95% of people with disabilities
say they will not feel safe when shielding ends, and 87% are
worried that people will not respect social distancing.
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So what’s next? FOMO and FOGO
will continue to co-exist as the virus
rises and falls
We see both Fear of Missing out and Fear of Going out in
evidence amongst different groups of the UK population.
In fact most people are still uncomfortable with the idea of
going back to “normal”. People are least comfortable with
the idea of going to large public gatherings and fewer than a
third of people feel comfortable going to a bar or restaurant
which outlines challenging times ahead for the leisure sector.
With localised lockdowns changing overnight, and even the
possibility of locking down certain audience groups (e.g the
over 50s), the uncertainty over what is and isn’t possible will
continue.
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QUESTIONS TO ASK:
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1.

Reassurance is key: How do you signal reassurance
for your category, especially if it is a category which
was put on hold during lockdown and is now
opening up again?

2.

One size doesn’t fit all: How can you be nuanced in
how you speak to different audience groups?

3.

Agility is key: as the rules change, how can your
plans reflect the changing landscape and changing
audience attitudes and behaviours in an agile way?

VIRTUAL CONNECTIONS
The Zoom Boom vs Zoom
Fatigue
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From IRL to IVL
One of the biggest shifts in consumer behaviour as a result of
lockdown has been the uptake of video calling and virtual
social connections. The Houseparty app jumped from 130k to
2M downloads in one week, Zoom went from 10m daily users
to 300m at its peak and are predicting a revenue boost of
200%.
And 1 in 4 of us are socialising with our families more than we
have previously, with 51% of people in the UK believing that
they will become closer to friends and family as a result of
COVID-19 (Ipsos Mori, March 2020)
As well as socialising and working we also shifted many of our
physical activities online for example workouts, with Joe Wicks
breaking the Guinness World Record for most viewed live
workout, with 955,158 people simultaneously exercising
together.
And attitudes have also shifted out of necessity – for example
the number of people who would be happy to get medical
advice via a video link has increased since this time last year
(You Gov).
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But Zoom fatigue has become a
thing
Endless video calls could be having an impact on our
tiredness and energy levels. Virtual interactions can be very
taxing on the brain. During an in-person conversation our
brains are picking up both verbal and non-verbal cues. Our
brains are quickly able to interpret meaning from this nonverbal communication. Many of these cues are eliminated
when we are communicating through a small square on a
screen. The brain becomes overwhelmed by unfamiliar excess
stimuli while being hyper-focused on searching for non-verbal
cues that it can’t find. Also the way we perceive people is
changed by video, for example delays of even 1.2s can make
a person seem less friendly or focused. Multi-person screens
magnify this exhausting problem.
And video calls for every event has an impact on social roles,
as usually everything happens in different places, but now the
context has collapsed. The video call is our bar, our parent’s
house, our workplace, our doctors surgery, our college, our
gym.
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Source: National Geographic

So what’s next? A blended model of
real and virtual
Given many people’s reticence to fully venture out into
physical spaces again, the prevalence of video calling looks
set to continue.
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, as 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.
The majority of people are happy to continue working from
home: 80% of people enjoy working from home (McKinsey) ,
the CIPD predicts that 2 in 5 people will be WFH on a regular
basis beyond the crisis, double the number before the crisis.
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QUESTIONS TO ASK:
1. The importance of in the moment experience –How
can you facilitate these shared moments and add
‘extra’ where people are still missing out?
2. Big reconnection moments –For example this will be a
Xmas period like no other, how will you be appealing
to people in the reconnection phase, especially if it is
only for a limited time in certain areas?
3. Super powered virtual connections–There will be an
inevitable dip after lockdown, but 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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MAKE SOCIETY BETTER
Reappraising the future vs
Compassion fatigue
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Society and brands pivoted to help
others
At a time of crisis, we pivoting to help others. Gratitude is still
pouring out to key workers who are keeping health and
essential services operating. People are doing what they
can in their own communities to support vulnerable people
and maintain access to scare resources. An umbrella
organisation – Covid-19 Mutual Aid UK – is steering the
network.
And brands still have an important role to play in this
crisis. There is a role to continue to be helpful with 74% of
people say that they want to hear from brands who are
being helpful in the time of Covid-19 and making a positive
impact on society. But this needs to be done in a way that is
not opportunistic or taking advantage of the situation.
At a personal level for many the lockdown was chance to
notice new things and reappraise. People started valuing
things they had previously taken for granted, such as food
and other essentials. And the positive environmental impacts
of the lockdown were being noticed, including cleaner air
and more wildlife
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Source: Ipsos Mori, March 2020

Community spirit is starting to give
way to compassion fatigue
Research from the University of Kent suggests that people’s
capacity for giving is on the decline:
“Many people gave money to help vulnerable fellow citizens.
But the level of support is falling. As the numbers of cases
declined from April onwards, so did the income from the
appeals. Official statistics show that, although the pandemic is
in retreat, the number of benefit claimants continues to rise. All
commentators believe even more people will lose their jobs as
furloughing is wound down and the recession bites home, with
a possible further impact from Brexit. Demand for food parcels
will rise further. We can expect more urgent appeals for funds.
‘Pandemic is widely seen as a common threat. Will people be
as generous when we move into recession and very high
unemployment? The indications of compassion fatigue are
disturbing. Our future work will examine the trajectory of
appeals and donations.’”

And fundamentally our values haven’t shifted.

https://www.kent.ac.uk/news/covid19/25823/are-food-banksfacing-compassion-fatigue
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Source; Reach Solutions, April 2020

What’s Next? There is a recognition
that we have an opportunity to build
back better
Research from the RSA and the Food Foundation found that
only 9% of people in the UK want everything to go back to how
it was before.
Whilst there have been many extremely challenging and
negative aspects of the pandemic, there have been positives,
such as cleaner air, more sustainable practices, and less
consumption. 77% of people think it is the creative industry’s
responsibility to encourage people to behave more
sustainably, like during lockdown. Only 23% think advertising
should encourage people to consume, shop and fly like
before.
And the majority of people hope to change some aspects of
their lives once the crisis is over. More than three quarters hope
that the country will have learned something as a result of the
crisis.
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Source – Purpose Disruptors

QUESTIONS TO ASK:
1. How are you continuing support as lockdown lifts?
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?
2. Identity your audiences’ changing needs. How can you
get closer to your audience through bespoke research
and analysing signals about your audience behaviours?
3. What positive changes from the crisis can your brand
take forward ? What positive trends and opportunities
exist now to lean into?
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FINANCIAL FEARS

Threat is Looming vs Cautiously
Optimistic
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People are more concerned about
financial impact of Covid than Brexit
People are more concerned about the impact of COVID19 on their finances than they are about Brexit, a
Nationwide Building Society survey suggests. Two thirds
(65%) think the pandemic is more concerning for their
personal finances, while just a fifth (21%) believe Brexit is the
bigger threat.
69% of people think that the economy is going to get worse
in the next 12 months. The last time pessimism was this low
was in November 2008 (at its worst during the 2008 crisis 75%
thought the economy would get worse). This pessimism is
no doubt driven by the fear and reality of job losses, with 1
in 20 people already having lost a job due to Covid-19 and
78% of people worried that it will have impact on their
household finances.
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UK Consumer Confidence Index: Jan 05 – Jun 20
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But impact is not one size fits all

Recent research from YouGov shows nearly two thirds of
Britons (64%) reported that there had been no change in their
household finances in the preceding month. A further quarter
(23%) said their financial situation had deteriorated, and 10%
said it had gotten better.
The impact of the virus on finance is different by age group, as
well as socio-economic groups.
For example 54% of 65+ say Covid has had no impact on
finances, vs only 22% of families and 29% of 18-35s.
And first-time buyers are over twice as likely as the average Brit
to have benefitted financially from the coronavirus crisis. A
third of people who plan to buy their first home within the next
year (32%) say the COVID-19 pandemic has been positive for
their finances.
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So what’s next? The inequality gap
will widen
The inequality gap will widen along age, regional, ethnic and
socio demographic lines. This may be exacerbated by Covid
returning in certain regions vs not in others.
The UK is the 5th most unequal developed country in the
world, with the top 20% of the population holding 47% of all
wealth while the bottom 20% hold just 8%. We should expect
this gap to grow post COVID.
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QUESTIONS TO ASK:
1. Continue to reassure - How do we continue to signal
reassurance and stimulate demand?
2. How do we prepare for further drops in 'consumer
confidence? If job losses and income reductions continue
post end of furlough then there will be implications for big
discretionary purchases of all types.
3. The importance of value- with spending likely to be highly
squeezed how can we offer sustained and continued
value?
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LITTLE LIFTS

Rising Anxiety vs Curated
Positivity
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Happiness has returned to the top
Prior to the coronavirus crisis happiness was consistently the
most common emotion Brits felt on any given week, with an
average of 50% reporting it since YouGov started tracking
the topic in the summer of 2019. By March 23rd, happiness
had plummeted to 25%. Since that point happiness has been
slowly rising again.
Being in lockdown has its ups and downs. But a majority of
Brits (56%) think spending more time at home has been a
plus. Londoners are the most content, with 62% citing more
time at home as an upside.
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But anxiety still bubbles under for
many
6 in 10 people are feeling less positive about the future than
they were before lockdown.
An equal number of people say being in lockdown has been
positive (28%) and negative (29%) for their mental health. But
there’s a clear divide in terms of age and gender.
28% of women are concerned about mental illness during the
pandemic, compared with 13% of men.
Research published by Ipsos MORI and the Fawcett Society
found that women are bearing the emotional brunt of the
coronavirus crisis. 61% are finding it harder to stay positive
day-to-day, compared with 47% of men and women are
much more worried about our nation as a result of
Coronavirus.
And while 40% of people who are 65 and older believe it’s
been beneficial, 45% of 18- to 24-year-olds say it’s taken a
toll. Younger people are more likely to say that time at home
has been negative - 16% of 18- to 24-year olds.

26

Source: The Fawcett Society, (Source: Ipsos Mori, Koru Kids) You Gov

What’s Next? There
are still little lift
need-states that
your audience has
at the moment
This is still a time of flux and
disconcerting news, news that
changes daily. People are eager
for positive moments and little lifts
throughout their day.

😊😊

COMFORT

🙌🙌

FLOURISH

🤗🤗

CONNECTION

👍👍

EASIER

🤣🤣

ENTERTAINMENT

🎉🎉

CELEBRATION

🎁🎁

REWARD

👏👏

PRODUCTIVITY

We’ve identified 8 key needs
states where brands can support
people.
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We need a source of comfort to make us feel
secure and safe. Rituals have taken on a new
meaning as people turn to baking, home
improvement and nostalgia. How can you help
bring a moment of comfort?

We need moments that make us feel connected
to one other. How you make these small
moments of virtual connection special? And the
time of physical reconnection extraordinary?

Sometimes we just need to forget what is
happening outside. Whether that is through
comedy and levity, revisiting craft sills or getting
parents to do TikTok dances. How can you offer a
moment of distraction or offer an opportunity to
laugh?

There are lots of behaviours that we don’t enjoy
right now. Staying in, not seeing loved ones,
being home educators, doing exercise in the front
room, making food from cupboard
leftovers. What rewards can you offer?

Times of uncertainty make it harder to flourish.
People need to maintain their physical and
mental health during these trying times. How can
you help people to be calm when they need it
and grow where they want to?

We’re doing many thing we never thought we’d
need to do – from cutting our own hair, working
whilst surrounded by housemates and children, to
navigating challenging financial situations. How
can you make this easier?

Moments in our lives don’t stop because of
lockdown. We’re finding ways to honour
birthdays, weddings, everyday wins, and
overcoming challenges. Who and what can you
help celebrate?

For some the lockdown is a time to maintain
fitness, revisit unfinished projects and learn new
skills. How can you help those who are eager to
become more productive, or who need gentle
help to get through their day?

QUESTIONS TO ASK:
1. What is your distinctive take on the need states? ‘Little
Lifts’ is a territory that is going to be very popular with
brands over the next few months. What’s your
distinctive angle on this?
2. What are your audience need states? The most
important need states will change across audience and
category. How can you better understand your
audience needs and how they are flexing?
3. Can you find a positivity partner? entertainment brands
are in a prime position to offer little lifts and positivity.
Which brands can you partner with to amplify your
positivity?
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