


Brand And Retailer 

Behaviour In Lockdown
May 2020



3

A changed media diet 
during lockdown leading 
to new ways to engage 
with brands

Sympathetic and 

pertinent messaging has 

cut through

Familiarity with a 
communication style or 
approach offers 
reassurance

The role of advertising 
should not be 
underestimated in times 
of uncertainty

An emergence and 

warmth towards local 

businesses 

An appreciation for 
retailers who adapt their 
behaviour to meet 
customers’ needs

Brands which ‘step up’ and adapt their approach, tone or 

style are likely to have stronger mental availability as we 

emerge from lockdown towards a new normal
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Key 

learning
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* panel asked to record any advertising/comms of note over a 10 day period

Increased use of social media and 

subscription services during lockdown : 

brands being seen in new environments
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Appropriately curated offer and 

changes to working practices to allay 

qualms

‘Little and often’ feed 

of practical, and 

relevant tips

“This is all about clarity and being concise – it’s easy to see what they’re doing 

and why they’re doing it”

Rhiannon

A practical and pragmatic approach to new 

approaches is noticed



Using familiar campaign devices 

generates cut through

A number of brands notably reinforcing the ‘stay at 

home’ message alongside a very clear 

overarching brand story – a powerful way to 

engage consumers during uncertain times

“They (EE) were pretty forward- thinking because 

they got in really quickly. He’s usually quite jokey, 

but not here because of the link with the NHS”



A mixed response to current mainstream tv 

advertising ‘diet’

“I’m struggling to like any adverts

that use the lock down 

guidelines/advice to advertise their 

products. I feel like they are trying to 

tell me that they care about you in 

these challenging times, but the feeling 

I always get is annoyance that they are 

using it to their advantage and are not 

genuinely concerned for their 

customers.

Maybe it’s just me losing my positive 

outlook after staying home

for 6 weeks!!?”

“I don’t think brands can win either

way at present. By focusing on the 

current situation you’re just another firm 

ramming it down and highlighting the 

situation we are all in, but ‘oh look how 

we are making the best of it’. 

However, if you just do a ‘normal’ advert

then you’re likely to get panned for not 

being aware of the current situation. 

Personally I think you have to tailor it 

and whilst it’s relevant then it’s fine to 

advertise around a covid theme”

“Everything on every channel and all 

social media is rightly concentrating 

on the current pandemic. Companies 

would seem thoughtless and selfish if 

they did not have it in their thoughts, 

or reflect the current situation 

somehow in their advertising”

ANNOYANCE
POSITIVITY

ACCEPTANCE
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Seeing familiar (big) brands 

on TV in particular gives a 

sense of reassurance – an 

anchor to the past

Tone of voice in particular can 

instil a sense of normality, 

which is appreciated

As lockdown fatigue sets in, 

there is a desire to ‘move on’ 

and see something new

Advertising has a key role to play in restoring 

normality



Some big brands 

notably creating 

positive 

impressions 
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Either through great service & customer 

engagement or because they have (and 

are) contributing to good causes 

(producing PPE equipment, hand 

sanitisers,  etc) 



“Shoppers are alert to how 

businesses treated them”
(Mary Portas) 

An article penned by Mary Portas in lockdown 1 

highlights that Covid is likely to change the retail 

landscape forever making the argument that 

businesses who step up during this crisis are 

those likely to reap the long term benefits - the 

‘Kindness Economy’ and the ‘Local Disruptors’ –

sentiments strongly echoed through our research 

“Those who did the right thing will thrive after 

lockdown” 

“The companies that have proved heroes could 

find that the goodwill towards their brand lasts”

10 https://www.theguardian.com/lifeandstyle/2020/may/19/people-will-want-brands-that-reflect-their-

values-mary-portas-on-how-lockdown-will-change-the-high-street

https://www.theguardian.com/lifeandstyle/2020/may/19/people-will-want-brands-that-reflect-their-values-mary-portas-on-how-lockdown-will-change-the-high-street


By actively 
staying open 

By building a 
rapport with 
customers 

By taking a 
flexible and 

agile approach 

Helping to deliver an 
important sense 
of normality 

Reflecting an
“all in it together” 
mentality 

Going with the flow of 
what’s needed, adapting 
with evolving Government 
guidelines

Shops that have behaved in a certain way 

during the crisis are building brand affinity 



Discovery of 

great local brands 

and businesses 

that have 

‘stepped up’

“My local bakery never closed – it 
imposed social distancing rules, 

only one person allowed in and 

due to demand after 3 weeks 
opened an hour earlier than usual 

– they listened to their customers”

“The local pub turned its hand 
to a basic but wonderful take 

away service at a time when 

nothing seemed normal”
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This pro-active and positive approach from 

local businesses may well engender longer 

term behaviour change and shifts in loyalty



“I hope we all support those brands 

who have stepped up and helped us 

through this traumatic time however 

small an effort it was. It shows 

empathy and understanding”

Greg, EN
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LIFE IN LOCKDOWN

An 8 week ongoing 

project with a small panel 

based across the UK

A mix of ages, lifestages

and working status 

(including furlough)


