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Lockdown life: adaptation, but not contentment 

Has anyone else worked out how long we’ve been in lockdown and been immediately shocked at how 

long it was? 

The answer? Two months.  

That’s two months of home schooling, trying and failing to make bread and either your hair is now 

pretty unruly, or you’ve taken the plunge and attempted to tame it with the kitchen scissors. 

Now whether you’ve got an even cut or not, it’s fair to say we’ve now all adapted to our current 

restrictions and routines. Our latest wave of research, run in the eighth week of lockdown, shows 

exactly that - that the British public’s yearning for our old way of life is settling to pre-lockdown levels.  

It appears that ‘peak’ lockdown was during the second week, when most (68%) felt that their way of 

life had been heavily disrupted. Fast-forward to the fourth week and this belief had declined to 61%. 

Eight weeks in, it remains steady at 60%.  

So, although many are still feeling the impact of that disruption in one way or another, people have 

acclimatised. The reticence and caution shown by Opinium’s political polling about lifting lockdown 

and re-opening the hospitality sector is a prime example of this: we’ve only just got used to the current 

situation, no wonder we don’t want it to change again. 

This adaptation and the resulting fragile sense of stability has meant people’s minds are increasingly 

turning to things other than Coronavirus.  

The notion that important things other than Coronavirus aren’t being addressed has increased 

considerably from 52% to 64%, just as the idea that everything outside of tackling Coronavirus 

doesn’t matter has decreased from a third to just over 2-in-10. 

 

 

  

https://www.opinium.co.uk/our-thinking/election-polling-centre/
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Along with consistently high levels of boredom and an ever-increasing desire for escapism (45% of 

people now admit to actively avoiding the news!), this is the first of many signals that illustrate that it’s 

time for brands to start re-activating communications that aren’t related to Coronavirus.  

 

The goldilocks zone  

During the first week of lockdown the UK public wanted to hear either the same, or more, from brands 

regardless of the category they operated in. Despite reports of pulled adverts and frozen marketing 

budgets, ‘going dark’ was not what consumers wanted. 

Eight weeks in consumers still want to hear from brands, but the time for crisis comms is over.  

As the UK moves further further away from the initial panic, the gap between the public’s desire to 

hear more from brands and their desire to hear the same is growing. Consumers no longer need or 

want an email from the CEO detailing their business continuity plan, to be informed of the measures 

they are putting in place to deal with this unprecedented situation, or to detail each business’ 

individual response.  

Eight weeks in, the public assume that brands have got this. 

 

 

 

Yes, these are unprecedented times, and yes consumers are aware of the issues brands and 

businesses are facing, but expectations of functionality and service remain broadly on par with pre-

pandemic levels. We may ‘all be in this together’, but individualistic desires and needs still come first.  
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Sectors such as Pubs & restaurants and Gyms & fitness are, of course, the exception. The ‘normal’ 

functionality of these sectors is intrinsically linked in mind of the public with the removal of social 

distancing. Whilst the likelihood of this occurring before July is recognised by consumers, an 

alternative future currently seems hard to imagine with 82% stating that they believe that Pubs & 

restaurants will be returning to their usual levels of service by the end of the year.  

 

Turning off and tuning in 

Whether this is realistic or not, consumers are moving past the pandemic and expect to see brands 

move with them in their communications. Regardless of sector, the majority of UK adults do not want 

the main focus of a brand’s advertising to be about lockdown, social distancing or responding to 

Coronavirus.  

Reference the situation, absolutely, but don’t let it define the brand or the message.  
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But in what format does the public want these adverts to be shown?  

In the first week of lockdown, despite the barrage of emails from CEO, two-fifths of the population 

wanted brands to do just that. Eight weeks in, that number remains impressively high at just over a 

third (36%), but with 42% of the population watching more live TV than usual, it’s unsurprising that TV 

advertising has made a resurgence. Currently the preferred channel for communications from brands 

across every age group, TV advertising is no longer one for the over 50s and suddenly back in 

fashion.    
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Back to business 

Whilst the gradual loosening of the lockdown may not feel like a return to pre-pandemic life, most 

consumers are wearying of the need for brands to repeat Government guidelines and advice. The 

worsening economic situation coupled with a sense of fatigue has seen demand for discounts and 

offers, as well as new products and services, rise across all sectors. For Supermarkets, (the emblem 

of calm, clear and concise communication during the first few weeks of lockdown) this transition is 

particularly stark, representing a shift back to demand for the content traditionally associated with the 

sector.  

 

 

 

 

A softening on tone 

But it’s not just the content of the communication that has shifted, it’s also the tone of that content.  

Whilst at an overall level, consumers are still seeking communications from brands that are 

informative (67%), educational (50%), serious (49%), but also inspiring (49%), there have been 

significant shifts away from desiring a more rational tone of voice. 
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As you would expect, the extent to which these shifts manifest themselves across sectors is 

extensive. In fact, they are almost wholly dictated by the type of communications brands in each 

sector put out anyway.  

Those essential services sectors, which were in the eye of the storm eight weeks ago, for example, 

are beginning to have permission to go back to their old pre-pandemic selves.  

A perfect illustration of this is, again, supermarkets, which were looked to for authoritative, 

professional and serious communications in the second week of lockdown. Yet now, people want to 

receive content that is more friendly than professional, and which can be increasingly playful. 
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The end isn’t in sight 

A return to normality then for brands? Not quite. 

With no prospect of a vaccine or end to social distancing on the immediate horizon, over half (58%) of 

consumers are feeling apprehensive about the future, with 65% stating that they think ‘life will be 

really weird’ after lockdown has been lifted (+6% compared to week 4). As concerns about cleaning 

and hygiene grow, activities that compromise social distancing may be missed, but are not in 

demand. Only 34% expect to go back to their old habits and behaviours and just under two-thirds of 

us don’t want to go on holiday abroad and go back. At least not just yet. 

But post-lockdown isn’t a bleak, dystopian landscape. Whilst the public may not yet be able to 

envisage a world which is radically different to the one they currently inhabit, over half are willing to 

make lifestyle compromises to benefit the environment (57%) and 70% state that they are keen to 

make the most of life – whatever that may be. 

 

 

Instead the threat for both consumers, and therefore brands, is the impending financial downturn. 

With nearly a quarter of the UK experiencing an average decrease of 34% of their disposable income 

whilst simultaneously having more time available to consider what they are buying, over a third of 

consumers are tightening their belts and returning to the brands and products that they know and 

trust. With clouds growing on the horizon, it may not seem like the calm before the storm, but now is 

time for brands and business to communicate with consumers and build trust and loyalty. Before it 

really hits.  

If you’d like to know more about what people expect of your brand or how consumer’s attitudes and 

behaviours are changing, get in touch: research@opinium.com   

mailto:research@opinium.com
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About Opinium 
 

OPINIUM is an award winning strategic insight agency built on the belief that in a world of 

uncertainty and complexity, success depends on the ability to stay on pulse of what people think, feel 

and do. Creative and inquisitive, we are passionate about empowering our clients to make the 

decisions that matter. We work with organisations to define and overcome strategic challenges – 

helping them to get to grips with the world in which their brands operate. We use the right approach 

and methodology to deliver robust insights, strategic counsel and targeted recommendations that 

generate change and positive outcomes. 

www.opinium.co.uk    |    research@opinium.co.uk    |    0207 566 3190 
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