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Coronavirus Timeline - This Past Week

April 6
Prime Minister Boris  

Johnson of Great Britain  
is sent to the ICU

April 9
Sub-Saharan Africa prepares  

for its first recession in a  
quarter-century as a result of  

coronavirus

April 8
Wuhan, China where the virus  
originated, lifts its lockdown for  

the first time in 10+ weeks

An additional 6.6 Million  
people filed for unemployment  
in the U.S., bringing the 3 week  

total 16.8 Million

Brazil announces the first case  
among the Yanomami people, an  
Amazon indigenous group known  

for its remoteness

April 7
Japan declares that the  
country is in a state of  
emergency and asks  

residents to stay home

European Union’s top scientist  
quits after failing to persuade his  

superiors to create a major  
scientific program to confront the  

virus

Spain surpasses Italy in  
COVID-19 cases with over  
135,000 people infected
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As of April 9th

Global
• Confirmed Cases:
• Recovered:
• Total Deaths:

1,502,618
339,775
89,733

• Stay-at-home Orders/Recommendations:

• 2.6+ Billion people
• 100+ Counties
• 1/3 of the world’s population

Source: https://coronavirus.jhu.edu/map.html

Since our last issuance, Global confirmed cases have risen almost 1.6X.

2.6+ Billion people in 100+ countries have been ordered or recommended to stay home, schools are expected to remain closed for the
duration of the school year, and working from home is the new normal for the foreseeable future as people brace for a looming recession.



A human perspective on communities in  
the thick of the COVID-19 crisis

LIFE IN  
LOCKDOWN

APRIL 9 2020
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This report provides a lens into what people are feeling and thinking  
about as the COVID-19 crisis unfolds. Before we can start building for  
the future, it is critical we understand the unprecedented state we allare  
in right now.

There is no blueprint for living in lockdown. We are discovering,  
responding and writing it as we go. That is why it is so important to take  
stock, observe and document our experiences. The perspectives we are  
forming during life in lockdown will certainly shape our view of life, our  
values and our expectations of brands.

This report is based on a review of existing studies and perspectives that  
have been published globally on the COVID-19 crisis todate.

Use these insights as inspiration for ideas on how to tailorbrand  
conversations for this moment and beyond.

ABOUT THIS REPORT



Restricted Movement

A WORLD ON HOLD
An unprecedented time to observe and understand the human condition

- Over a third of the world's population are currently on  
some form of lockdown due to COVID-19 as of April8,  
2020

- Citizens are experiencing life in a whole new way  
causing people to rethink daily habits, wants and needs

- While these restrictions are temporary, we don’t know
how long they will last or what life will look like on the
other side

Life Interrupted

Source: Business Insider

April 3, 2020

https://www.businessinsider.com/countries-on-lockdown-coronavirus-italy-2020-3?r=US&amp;IR=T


Denial:
• People downplay the likely  

impact – especially if first signs  
are geographically distant.

• Exaggerated initial media  
coverage and fear mongering  
play a role.

Anxiety:
• Collective anxiety builds as the  

scale of the pandemic is  
recognized.

• Rising pressure on  
governments and institutions.

• Misinformation thrives in an  
uncertain environment.

Adjustment:
• Many people will grow  

accustomed to life indoors and  
maintaining relationships  
virtually.

• Society as a whole is strained
and economic consequences
are felt.

Re-evaluation:
• People will consider how they

have adapted to the crisis and
will rethink life moving forward.

• A shift in perspective might not  
always result in lasting  
behavioral change.

New Normal:
• The duration and intensity of the  

pandemic will determine which  
new ways of living will stick  
once life in lockdown is lifted.

• Habits take an average of 66  
days to form*. After this window,  
their imprint is likely to remain.

NAVIGATING THE STAGES OF THIS CRISIS
Historically, responses to pandemics have followed a pattern
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* British Journal of General Practice via Canvas8.



COUNTRIES MOVE INDEPENDENTLY THROUGH THE CURVE
Determined by rate of new cases and effectiveness of local response
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Source: Financial Times (updated daily)No country has reached Reevaluation or New Normal yet and  
won’t until nearly all restrictions are lifted (when herd immunity is  
achieved or a vaccine is universally available)

Countries who have been on lockdown for only a few weeks (or  
less) are in the Anxiety stage and maybe edging into the  
Adjustment stage

Countries that are experiencing a gradual relaxation of certain  
restrictions (i.e China) are still in Adjustment

https://www.ft.com/coronavirus-latest


CONCERN IS RISING AS NATIONS SHIFT FROM DENIAL TOANXIETY
Level of concern increased in 10 out of 13 markets surveyed and is largely reflectiv e
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LEVEL OF CONCERN BY MARKET KEY SOURCES OF CONCERN ARE
ROOTED IN UNCERTAINTY
Top three concerns, globally:

46% 45% 45%
Family/ friends Knowing when The  
catching the situation country’s
coronavirus will end economy

Q: Which of these things are you most concerned about at the moment?
Based on Adults in 17 markets (Internet users aged 16-64).

UNCERTAINTY IS WHAT DIFFERENTIATES  
ANXIETY FROM FEAR [1]

anxiety (n.) /aŋˈzʌɪəti/
a feeling of worry, nervousness, or unease about  
something with an uncertain outcome.

Uncertainty is what differentiates anxiety from fear –
where fear is a response to a specific danger, anxiety  
recasts a person’s environment as an ambiguous,  
omnipresent threat.

[1] Canvas8: Pandemic Culture
Q: How concerned are you about the coronavirus / COVID-19 situation in your country?
Chart illustrates combined responses for Extremely concerned, Very concerned, Quite concerned. Based on Adults (Internet users aged 16-64).
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https://resources.canvas8.com/pandemic-culture-webinar-sign-up


COVID-19 IS IMPACTING US ALL COLLECTIVELY
Yet there are a multitude of individual stories in our communities

“We were trying to get  
pregnant but then stopped  
when all of the chaos hit.  
Now scared that we may be  
pregnant because of the  
unknown future.”
USA, Woman

“My autistic son is in almost  
constant distress without his  
support system, therapists,  
teachers.”
USA, Mother

“I wrote out and prepared my  
living-will today. I am a 33  
year old Emergency  
Medicine Physician
Assistant.”
USA, Male

“I am scared of remaining
without a job. If I don’t work, I  
don’t make money—but if I  
need food, medicines, or  
anything else, I need to  
spend money.”
Italy, migrant delivery worker

“My 8 year old son was  
bullied at school because  
he’s an Asian American. A  
classmate told him he has  
the virus and now he thinks  
he’s going to die.”
USA, Mother

“Should I worry about my  
fever? Putting food on the  
table? Entertaining the kids?  
Picking up my husband’s  
clothes? There is nowhere to  
escape this insanity.”  
Turkey, Mother

“It is human nature to feel  
afraid, but this still made me  
feel lonely and sad.”
China, Woman in Wuhan

“As a housecleaner in  
Beijing, I have had no work  
for two months because I  
cannot enter my clients’  
compounds.”
China, Male

“I have to remain under self-
quarantine for, at least, 25  
days. This changed my work  
plans as I had to start a new  
job at the Netherlands which  
had to be postponed.”  
Spain, Male

“My father is immuno  
compromised and it is very  
frustrating to be unable to  
visit due to the restrictions on  
air travel and because I am  
afraid to put him at risk.”
UK, Male



BRANDS HAVE AN OPPORTUNITY TO MAKE A DIFFERENCE
We need to optimize for the Citizen and not just the Consumer - Rishad Tobaccowala [link]
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90% of people expect brands to do everything they can to protect their  
employees and suppliers – and is broadly consistent across markets.
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65% agree that actions taken by brands now will be remembered in the future.While it is  
too early to know if this sentiment will endure post-crisis, the intensity of feeling is  
worthy of note when considering immediate brandresponse.

PEOPLE ARE OPEN TO BRANDS COMMUNICATING
RELEVANT ACTIONS AND TIMELY SUPPORT:

82% approve of brands running ads 52% approve of brands running
which show how they are responding vs. normal advertising campaigns to
coronavirus or helping customers (not related to coronavirus)

Source: Global Web Index
Based on Adults (Internet users aged 16-64) across 17 markets. Wave two, fielded March 31 – April 2 2020.

https://twitter.com/rishad/status/1088884315893698560
https://www.globalwebindex.com/coronavirus


COVID-19 LOCKDOWN MINDSETS

How restrictions on life  
are changing how we  

see ourselves and  
others

How uncertainty and  
confusion are  

elevating the role of  
trust-building  

measures

How the impact of  
COVID-19 brings a  
range of health and  
wellness needs into  

focus

How a collective  
experience of isolation  

builds a sense of  
solidarity and brings  

communities together

How taking actions  
that are good for  

people can also be  
good for business

How crisis and  
confinement are  

inspiring new outlets  
for entertainment  
and connection

IDENTITY
in limbo

WELLNESS
extended

CAMARADERIE
transcends

EMPATHY
first

SECURITY
tested

RELEASE
culture

To help guide how brands can connect with people during these uncertain times,
PM Consumer Futures Research has identified six mindsets that are presenting in culture

as we “shelter in place.”



SECURITY tested
How uncertainty and confusion are elevating the role of trust-building measures
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EVIDENCE & EXAMPLES:

THOUGHT STARTERS:

[1]: Statista link

• Is your brand uniquely poised to provide helpful and reliable information to alleviateconfusion?
• What brand actions can you take to build confidence and earn trust?
• Are your communications clear and consistent?

UNILEVER
Distributed 200K masks to New  
Jersey hospitals + $100M in  
hygiene products. Declared May  
21 a “day of service” donating  
“every essential item” ($12M)  
produced that day asking others to  
rise and join them.

[link]

MICROSOFT
Worked with the CDC to create  
an AI powered chatbot aimed  
at helping to answer people's  
questions about the virus as  
well as an interactive case  
tracker map.

[link]

DESCRIPTION:
Households and communities are rallying
around sources who bring integrity and
clarity to their chaos and confusion.

Objective knowledge about this new virus is  
evolving each day making it hard to assess  
one’s risk. Overwhelmed by a nonstop news  
feed, people are grappling with who to  
listen to and what is truth. As a result, they  
are in a hyper-vigilant, hyper-observant state of  
mind.

The large amount of misleading information  
on COVID-19 is amplifying the situation.
74% say they are concerned about the amount  
of fake news on the virus. [1] This is especially  
true on social media where a blend of half-
truths and nonsense or “copypasta” make it
hard to filter out.

People are looking to brands to make a  
difference in this crisis with the clear,  
consistent communication and decisive  
action that’s needed to earn trust and builda  
post-crisis future.

CALL FOR BRANDS TO LEAD
78% rate medical doctors
as credible spokespeople  
for brand’s virus-related  

actions vs. celebrities and  
influencers

60% are turning to  
brands they  

absolutely can trust

WHATSAPP
WhatsApp has placed a new  
limit on forwarded messages  
in an effort to help stem the  
spread of misinformation on  
its platform during the COVID-
19 pandemic.

[link]

[Source: Edelman link]

https://www.statista.com/statistics/1104506/coronavirus-news-opinions-worldwide/
https://www.unileverusa.com/news/press-releases/2020/unilever-united-for-america-initiative-helps-protect-lives-and-livelihoods.html
https://www.businessinsider.com/cdc-microsoft-coronavirus-chatbot-feeling-sick-should-i-go-hospital-2020-3
https://www.fastcompany.com/90487238/whatsapp-limits-message-forwarding-to-one-at-a-time-to-fight-covid-19-misinformation
https://www.mobihealthnews.com/content/asia-pacific/ping-good-doctor-launches-private-doctor-service


EMPATHY first
How taking actions that are good for people can also be good for business

DESCRIPTION:
While global in devastation, the COVID-19  
crisis is impacting different groups of people in  
different ways.

Living in lockdown means lost wages and  
unpaid bills. It means missed milestones like  
graduations or weddings. It means vulnerable  
populations like the elderly or those with  
underlying conditions are even more isolated  
than usual. It’s all this and so much more.

Organizations or brands that can acknowledge  
these losses and provide meaningful  
assistance to people stand to gain an increase  
in favorability and loyalty. 37% of adults  
across 12 markets say they have recently  
started using a new brands because of the  
compassionate way they have responded  
to the COVID-19 outbreak. [1]

Employees and customers now want more of  
what they have always wanted: dignity and  
respect — to be seen as something other than  
a means to an end and to be treated justly.

EVIDENCE & EXAMPLES:

THOUGHT STARTERS:

KFC BLESSINGS IN A BACKPACK
KFC partnered with Blessings  
in a Backpack to provide pre-
packed bags filled with food  
for school kids to keep them  
fed while schools are closed.

[link]

SAMSUNG
Samsung has donated $29 million  
worth of funds and goods since  
January including air purifiers and  
appliances to hospitals and quarantine  
centers, smartphones to patients in  
quarantine and tablets to educators.

[link]

DONOTPAY
Legal services chatbot DoNotPay  
launched new service that identifies bills  
that qualify for an extension (such as  
rent and utility bills) and contacts the  
relevant company with a request on  
behalf of the user.

[link]

TOMMY’S MIDWIFE
Pregnancy research and  
information charity launched voice  
skill to alleviate anxiety for  
expectant parents that answers  
over 400 questions including how  
COVID-19 may effect pregnant  
women and unborn children.

[link]

[1] Edelman Trust Barometer. March 23-26 2020

• How can your company alleviate stress for your employees or other people in vulnerable situations?
• What meaningful actions can your company take to demonstrate that “we are in this together”?
• Are there ways to assist communities that are disproportionately impacted by this crisis?

https://www.prnewswire.com/news-releases/kfc-partners-with-blessings-in-a-backpack-to-prevent-child-hunger-during-school-closures-301027347.html
https://www.sammobile.com/news/samsung-updates-community-coronavirus-worldwide/
https://donotpay.com/
https://www.tommys.org/pregnancy-information/about-us/tommys-midwives
https://www.campaignlive.co.uk/article/consumers-putting-brands-notice-coronavirus-behaviour-study-finds/1678821


IDENTITY in limbo
How restrictions on life are changing how we see ourselves and others
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DESCRIPTION:
Home confinement and widespread  
cancellations are shapeshifting the personal  
choices people make.

Many are feeling the strain of findingadequate  
replacements for pre-COVID life, while others  
are seeing this time as a gift to explore new  
rituals and to reconnect.

These forced revisions in life are causing an  
upheaval in roles, changing the  
characteristics that define us, interfering  
with milestones, and becoming inflection  
points for family dynamics. People are  
struggling to keep up and live up to the  
expectations they had of themselves and  
others. This struggle is especially acute for  
older people and lower income families with  
limited access to digital resources.

New skills, routines, and creative outlets are  
becoming a way to create everyday  
“normality” and find a sense of self during  
these uncharted, untethered times.

EVIDENCE & EXAMPLES:

THOUGHT STARTERS:

• What new skills can your brand facilitate to put a personal spin on life inconfinement?
• How can your brand promote and facilitate choice at a time when people feelrestricted?
• How does your product or service reflect new routines or provide a sense of structure?

[1] Trendwatching [2] Techcrunch

QUARANTINE U
College seniors facing canceled  
graduation ceremonies IRL have  
rebuilt their college campuses in  
Minecraft and are organizing  
virtual ceremonies. A Japanese  
elementary school originated the  
idea.

[link]

KROGER
Giving all hourly frontline employees  
a $2-an-hour “Hero Bonus” for  
providing their essential service  
during the crisis. That follows  
temporary $2 pay bumps by  
Walmart, Target and others.

[link]

DUOLINGO
Duolingo saw a 91% increase in  
new users in the U.S., and even  
higher growth in European countries  
like France and Spain. [2]

[link]

HASBRO
Created content marketing  
program to help during school  
closures. Includes games,  
activities, mindfulness videos  
and parenting resources and  
tips via #BringHometheFun.  
[1]

[link]

https://www.yahoo.com/lifestyle/babbel-makes-language-learning-app-173044766.html
https://www.theverge.com/2020/3/31/21200972/college-students-graduation-minecraft-coronavirus-school-closures
https://www.nbcchicago.com/news/coronavirus/grocery-workers-are-key-during-the-virus-and-theyre-afraid/2250687/
https://www.cbinsights.com/research/brain-machine-interfaces-musk-artificial-intelligence/
https://healthdataalliance.com/


WELLNESS extended
How the impact of COVID-19 brings a range of health and wellness needs into focus
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EVIDENCE & EXAMPLES:

THOUGHT STARTERS:

• What do enhanced hygiene standards mean for your brand experience goingforward?
• What can you do to support the wellness needs of different groups during this time?
• What platforms are right to best serve your target audiences’health and wellbeing needs?

ELE.ME
Chinese food delivery service  
that now attaches a card to  
orders stating the name and  
temperature of the person who  
packed it and couriered it.

[link]

LETS GET PHYSICAL

[1: GWI]

LUSH
In the early stages of the  
pandemic, Lush provided  
a free place to wash  
hands in-store.

[link]

DESCRIPTION:
In addition to the immediate health dangers  
represented by the pandemic, COVID-19  
brings a range of wellness needs into the  
spotlight – from physical to financial to  
mental and emotional.

As individuals adjust to life confined to their  
immediate surroundings, people are  
seeking both the means and motivation  
to stay physically and psychologically fit.

At the same time, heightened anxieties of  
the present moment are escalating mental  
pressure and malaise. The need for  
mindfulness, meditation, and therapeutic  
support has moved further into the  
forefront.

As countries emerge from lockdown with a  
heightened sense of health and  
wellbeing, enhanced hygiene measures  
such as hand-washing will likely remain as  
we adjust into later phases of COVID-19  
recovery.

SNAPCHAT
Snapchat is bringing forward the  
launch of its new 'Here For You'  
mental health resource center,  
making it available to all users in  
response to rising angst around the  
COVID-19 pandemic.

[link]

3 in 4
Say they are exercising  

during the outbreak

2 in 10
Running or taking  

live-streamed classes

[1]: Global Web Index. Based on Adults (Internet users aged 16-64) across 17 markets. Fielded March 31 – April 2 2020.

https://www.ft.com/content/6a116998-4ca9-11ea-95a0-43d18ec715f5
https://www.theguardian.com/world/2020/feb/27/lush-offers-public-free-hand-washes-to-halt-coronavirus-spread
https://www.socialmediatoday.com/news/snapchat-launches-new-here-for-you-mental-health-resource-ahead-of-time-i/574507/


CAMARADERIE transcends
How a collective experience of isolation builds a sense of solidarity and brings communities together
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DESCRIPTION:
With an over-riding sense of ‘we’re all in this  
together’ the COVID-19 pandemic has  
caused us to connect with and consider  
others in a way that is typically out of the  
ordinary.

Our combined sense of isolation has lead  
to some truly heartwarming community  
moments including neighborhood schemes,  
support for local business, to large scale  
initiatives from brands and public figures.

This unprecedented time has also caused us  
to shine a light on previously under-
appreciated members of society including  
those currently being reframed – from low-
skilled workers to frontline heroes.

With pre-existing hierarchies removed, there  
is a growing hope that this current  
camaraderie will prevail in a
post-COVID world.

EVIDENCE & EXAMPLES:

THOUGHT STARTERS:

JOE WICKES BODY COACH
YouTube health & wellness guru  
Joe Wickes appointed himself the  
nation’s PE teacher during the  
lockdown and donated his ad  
revenue to the NHS.

[link]

• What is your brand doing to build a sense of community and camaraderie at this time?
• What actions would create an authentic uplift to yourstakeholders?
• What is your plan to promote a culture of collective wellbeing in a post-COVID world?

FRONT PORCH PROJECT
Keen to document this  
unique moment in history  
photographers are taking  
socially distanced photos of  
families on their doorsteps.

[link]

DELIVEROO
Food delivery service  
working with restaurant  
partners to provide 500,000  
meals for frontline NHS  
workers – for free.

[link]

BUDWEISER
Launched a £1m gift card  
initiative as part of it’s ‘save pub  
life’ campaign in the UK so  
patrons could pre-purchase  
drinks from bars ahead of their  
eventual re-opening.

[link]

https://edition.cnn.com/2020/04/01/entertainment/joe-wicks-donation-nhs-intl-scli-gbr/index.html
https://www.nbcnews.com/news/us-news/porch-portraits-families-pose-during-pandemic-n1176416
https://deliveroo.co.uk/menu/london/the-city/nhs-donation-london
https://www.thedrum.com/news/2020/03/30/budweiser-launches-gift-card-scheme-save-britain-s-pubs?utm_campaign=Member_Update&amp;utm_source=pardot&amp;utm_medium=email


RELEASE culture
How crisis and confinement are inspiring new outlets for entertainment and connection
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DESCRIPTION:
Peoples’ emotions are running high during  
this uncertain and scary time. Like pressure  
in a cooker, this type of intensity is not  
sustainable.

During this time of ‘physical distancing’people  
have had to find new ways to “let go” and  
temporarily release the burden of stress.

Music has played a central role globally with  
live DJ sets, virtual dance parties, curated  
playlists and special live sets from musicians  
playing in their homes. Humor is a healing  
distraction with countless memes, home-
produced skits, and celebrities rallying to  
lighten the mood. 47% of US adults want to  
see more humorous content and 45% want  
an even mix of humor and serious. [1]

With gyms closed indefinitely, streaming  
workouts have seen an exponential rise in  
popularity as people burn off steam at home  
(e.g. RXBAR Rexercise).

EVIDENCE & EXAMPLES:

THOUGHT STARTERS:

JD.COM
JD.com partnered with Chinese  
music label Taihe Music Group  
and several alcohol brands to  
create and online music  
clubbing experience.

[link]

• How can tech like Smart Speakers, AR and VR be used to provide release for people?
• What can your brand do to appropriately inject positivity and humor into people’s newdaily routines?
• Are there opportunities to create positive outlets via creative endeavors and experiences?

MEMES & VIDEOS
From Italians toasting themselves in  
the mirror to turning their stoves into  
mixing boards, viral videos and  
memes are offering mini-moments of  
levity which tap into shared  
experiences of coping with the crisis.

[link]

NETFLIX PARTY
Netflix Party is a free Chrome  
extension that allows users to  
sync playback across all  
accounts. There is also a group  
chat function allowing users to  
react in real time with text, gif,  
emoji, etc.

[link]

SGN
Actor-director John Krasinski  
Some Good News, a YouTube  
show to highlight positive and  
inspiring news stories from  
around the world. The first  
episode has already hit 12 million  
views.

[link]

[1] Shareablee March 27-31 2020

https://vino-joy.com/2020/03/19/chinas-jd-com-launches-online-clubbing-to-drive-alcohol-sales/
https://www.nytimes.com/2020/03/27/style/thank-you-for-coming-italy-video-coronavirus.html
https://chrome.google.com/webstore/detail/netflix-party/oocalimimngaihdkbihfgmpkcpnmlaoa?hl=en
https://www.youtube.com/watch?v=oilZ1hNZPRM


SECURITY tested
• How uncertainty and confusion are elevating  

the role of trust-building measures
• What brand actions can you take to build confidence and  

earn trust? Are communications clear and consistent?

SUMMARY THOUGHT-STARTER

EMPATHY first
• How taking actions that are good for people

can also be good for business
• How can you alleviate stress for employees or others in  

vulnerable situations? What actions show “we are in this  
together?”

IDENTITY in limbo
• How restrictions on life are changing how we  

see ourselves and others
• How can you facilitate choice at a time when people feel  

restricted? What ways can you reflect a sense of  
structure or adapt to help new routines?

WELLNESS extended
• How the impact of COVID-19 brings a range  

of health and wellness needs into focus
• What can you do to support wellness needs at this time?

What platforms best serve your target audience’s health
and wellbeing?

CAMARADERIE transcends
• How a collective experience of isolation  

builds a sense of solidarity and brings  
communities together

• How can you build a sense of community? What actions
would create an uplift for your stakeholders?

RELEASE culture
• How crisis and confinement are inspiring new  

outlets for entertainment and connection
• What can your brand do to appropriately inject positivity  

and humor into people’s new daily routines?

COVID-19 LOCKDOWN MINDSET KEY TAKEAWAYS
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