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The defining event of 2020 is the spread of the coronavirus (COVID-19) across the world. Within three 

months we moved from the first cases being reported, to the World Health Organization labelling the 

outbreak as a pandemic, to governments around the world placing their countries in lockdown. 

The crisis sees governments, companies and individuals all having to respond to an unprecedented 

set of challenges, as they grapple with the implications of this ñonce in a centuryò event.

There are so many topics to watch and monitor over the coming weeks and months. Governments are 

under pressure to lead and inform. Businesses ïlarge and small ïhave to make the right decisions 

for their employees and their customers. Meanwhile, peopleôs behaviours will be changing, in ways 

which may have longer-term implications beyond the immediate circumstances of the crisis.

Ipsos is committed to helping our clients navigate with confidence our world of rapid change, and this 

digest has been prepared to help us all better understand the dynamics of the current outbreak.

This fourth edition sees us bring together our latest research on coronavirus, drawing on the research 

and analysis of our teams around the world. We have sought to highlight our key learnings so far and 

started to identify how attitudes and behaviours around the world may be changing. For these reasons, 

we have adopted Signals as our title. You can download previous editions from the Ipsos COVID-19 

home page; please email IKC@ipsos.com if you would like to subscribe to future editions.

You can keep in touch with our latest research on the Ipsos website and via our social media channels; 

your regular Ipsos contacts are on hand to discuss how we can support you to better understand 

coronavirus and its implications for us all.
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GLOBAL CONSUMER CONFIDENCE INDEX

Consumer confidence is at its lowest in years

Our latest Global Consumer Confidence Index fell to its lowest level in more 

than seven years, with all but one of the 24 countries surveyed registering a 

significant drop.

IN THIS EDITION:

SPOTLIGHT ON THE UK

How Brits are spending their time during lockdown

INNOVATING IN CHALLENGING TIMES PART 2

Services, durables, and technology

In the second edition of this series, we dive deeper into the dynamics 

observed in our concept testing database analysis ïthis time exploring 

services, durables, and technology.

SPOTLIGHT ON INDIA

The online conversation

PUBLIC OPINION AND CORONAVIRUS

Views on the economy and wearing face masks

A majority of people surveyed in our latest 15-country opinion poll disagree 

that the economy will recover quickly once the coronavirus lockdown is 

lifted in their country ïsuggesting a lasting impact. 

SPOTLIGHT ON BRAZIL

Analysis from Latin Americaôs most populous country

MEDICAL CROWDSOURCING

What are doctors communicating about coronavirus?

In the third wave of our analysis of G-MEDôs Global Physician Online 

Community, we share the voices of doctors from around the world through 

social data analytics and medical crowdsourcing.

BRAND RITUALS IN A LOW-TOUCH WORLD

Whatôs next for brands?

We consider how brands should continue to respond to the crisis as they 

aim to make sure that they are part of the new routines ïand rituals ïthat 

consumers are starting to establish during this fluid period.

Our latest analysis of what Indians are discussing on social media about 

coronavirus highlights the sharp difference in the topics dominating 

mainstream news vs online conversations.

Social media and children are taking up much of British peopleôs time 

during the coronavirus lockdown, but many are trying new activities such 

as baking, gardening, and exercise.

Our detailed study in Brazil finds the populationôs two main concerns are 

the spread of the virus and its economic impact ïincluding loss of income 

and fears about unemployment.
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Many think it is unlikely the economy will recover 

quickly once lockdown is over.

A majority in 10 of the 15 countries surveyed in our latest 

coronavirus opinion poll disagree that the economy will recover 

quickly once the lockdown from the coronavirus pandemic is over ï

suggesting a lasting impact. 

People in Spain (76%), France (72%), Italy (68%), the UK (67%), 

Russia, Japan (both 64%), and Canada (62%) are most likely to 

disagree that a quick recovery is on the horizon. Some countries 

are more optimistic: people in Vietnam (80%), China (68%), and 

India (63%) are all inclined to agree that the recovery will be swift.

There has also been a gradual increase in the number of people 

who say they are now wearing a face mask to protect themselves 

from the virus. This is most common in Vietnam (91%), China 

(83%), Italy (81%), Japan (77%), and India (76%). But the picture 

varies, and the wearing of masks is currently a minority pursuit in 

the UK (16%), Germany (20%), Australia (21%), Canada (28%), 

and France (34%).

Meanwhile, two-thirds of citizens around the world agree that, in the 

long term, climate change is as serious a crisis as COVID-19. Our 

Earth Day 2020 survey shows widespread support for government 

actions to prioritise climate change as economies recover after 

coronavirus, with 65% globally agreeing that this is important.

PUBLIC OPINION AND 
CORONAVIRUS 

READ MORE DOWNLOAD CONTACT

https://www.ipsos.com/en/two-thirds-citizens-around-world-agree-climate-change-serious-crisis-coronavirus
https://www.ipsos.com/en/many-think-its-unlikely-economy-will-recover-quickly-once-covid-19-lockdown-over
https://www.ipsos.com/sites/default/files/ct/news/documents/2020-04/coronavirus-wave-8-pr-april-17-ipsos.pdf
mailto:Darrell.Bricker@Ipsos.com
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Researching services, durables, and technology 

during the coronavirus period.

In our second issue of Innovating in Challenging Times, we dive 

deeper into the dynamics observed in our concept testing database 

ïthis time exploring services, durables, and technology. Measuring 

interest in these categories requires a set of metrics mapped to a 

much more deliberate decision process, compared to consumer-

packaged goods that are bought regularly (see our previous edition

for coverage of this category). 

The key points are:

The role your products and services play in this 

environment is critical. Leverage digital channels, consider 

service models, demonstrate initiative, and respond to 

consumer needs. Being empathetic and creating frictionless 

experiences is key to gaining a strong user base that will 

outlast the current environment.

There is a runway for innovation. Research results for most 

services, durables and technology will remain valid for 3-4 

years. Expect heightened interest in some categories and 

drops in others.

Future-proof your business decisions by looking for 

hidden winners. Average performers can become winners 

with the right support and commitment.

INNOVATING IN 
CHALLENGING TIMES 

READ MORE CONTACTDOWNLOAD

https://www.ipsos.com/en/innovating-challenging-times-research-during-covid-19
https://www.ipsos.com/en/innovating-challenging-times-issue-2
mailto:Supriya.Chabria@ipsos.com
https://www.ipsos.com/sites/default/files/ct/publication/documents/2020-04/ipsos-innovating-coronavirus-2.pdf
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In recent months, the coronavirus crisis has jolted people from their 

more automatic behaviours with many around the world starting to 

establish different routines in our new ñlow-touchò reality. This 

introduces challenges for brands, but also a unique opportunity for 

them to connect more deeply with consumers.

Although we canôt yet know which behaviours will persist post-

pandemic, it is unlikely we will simply snap back to life as it was 

before. But turning to behavioural science, an understanding of 

rituals provides insight into how routines can be developed to be 

durable, repeatable, and imbued with brand-associated meaning ï

which will make these new behaviours more likely to persist in a 

post-COVID-19 world.

Our new paper shows how brands can encourage the formation of 

rituals, including:

Identify new and potentially durable routines.

Drive the internalisation of new habits.

Illustrate shared experiences and consensus behaviour.

Deliver an aligned brand experience, laying the ground for 

repetition.

BRAND RITUALS IN A 
LOW-TOUCH WORLD

READ MORE DOWNLOAD CONTACT

Whatôs next for brands as we move through the 

COVID-19 pandemic?

https://www.ipsos.com/en/brand-rituals-low-touch-world
https://www.ipsos.com/sites/default/files/ct/publication/documents/2020-04/brand-rituals-low-touch-world_web_0.pdf
mailto:Chris.Murphy@Ipsos.com
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In the third wave of our analysis from G-MEDôs Global Physician 

Online Community, we bring you the voice of doctors from around 

the world through social data analytics and medical crowdsourcing 

(problem-solving through sharing online).

We find doctors are continuously keen to hear and share their 

experiences of treating confirmed COVID-19 patients. 

Conversations are starting to turn towards understanding best 

practice for early treatment and even potential preventative 

methods, more so in countries at an earlier stage in the pandemic 

curve. 

Unsurprisingly, COVID-19 is having a huge knock-on effect on 

health systems, with many doctors discussing their experiences of 

inadequate PPE, insufficient testing rates and patients not having 

access to services that many deem essential. 

While doctors in the community are largely critical of the speed of 

their governmentôs response to the pandemic, most are now content 

with the current levels of social distancing that are in place. And we 

find strong sentiment from doctors that lockdowns and isolations are 

completely necessary to enable health systems to succeed against 

COVID-19 ïincluding a commitment that these measures should 

remain.

MEDICAL 
CROWDSOURCING 

READ MORE DOWNLOAD CONTACT

What are doctors communicating with each other 

during the coronavirus crisis?

https://www.ipsos.com/en/medical-crowdsourcing-what-are-physicians-communicating-during-covid-19
https://www.ipsos.com/sites/default/files/ct/publication/documents/2020-04/ipsos-understanding-physician-needs-during-covid-19-april-15.pdf
mailto:Reena.Sangar@ipsos.com
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Global consumer confidence at its lowest in years.

April 2020ôs Global Consumer Confidence Indexfell to its lowest 

level in more than seven years. 

The expectations index, which reflects consumersô outlook on their 

job, financial situation, and local economy showed an even bleaker 

picture ïdeclining to the lowest point in its decade-long history.

Since the first reports of the coronavirus outbreak in January, all but 

one of the 24 countries have registered a significant drop in their 

National Index. Key findings include:

Eight countries show a three-month decline of five points or 

more: Australia, Israel, the US, Mexico, Canada, Hungary, 

Italy, and Japan.

In 18 of the 24 countries, the National Index is at its lowest 

point in at least five years. In six countries (Australia, Canada, 

Israel, Russia, South Africa, and Sweden), consumer 

confidence has not been this low since Ipsos started 

measuring it.

Eight countries now have a score of less than 40: Turkey, 

Russia, Italy, Japan, South Africa, South Korea, Hungary, and 

Spain.

GLOBAL CONSUMER 
CONFIDENCE INDEX

READ MORE DOWNLOAD CONTACTREAD MORE

https://www.ipsos.com/sites/default/files/ct/news/documents/2020-04/consumer-confidence-index-pr-april-2020.pdf
mailto:Chris.Jackson@ipsos.com
https://www.ipsos.com/en/global-consumer-confidence-its-lowest-years
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We present the second analysis of online 

conversations in India related to coronavirus.

Using social listening data, we can see Indians first took notice of 

the coronavirus epidemic in China in late January, when the Indian 

government stepped in to evacuate its citizens stranded in Wuhan.

Online conversations then lulled, before picking up again in March 

following the World Health Organizationôs labelling of the crisis as a 

pandemic and Indiaôs first recorded fatality. However, it was the 

ñJanata curfewò announcement and the lockdown that followed that 

really pushed the conversation volume to its crescendo. 

Our analysis shows a sharp difference in the topics that dominate 

mainstream news reporting compared to online social 

conversations. Mainstream news is skewed towards government 

health measures and information on medical facilities and health 

infrastructure to tackle the crisis, while we can see that online 

conversations have been focussed heavily on the impact of the 

lockdown and curfew.

Further analysis of these online conversations shows that Indians 

have responded positively to the lockdown situation and have been 

using social media to urge each other to abide by the regulations 

imposed. Many office workers appear to be coping well with 

working from home. However, people in India are expressing 

concern online about the impact on education, while also sharing 

their mixed experiences of buying groceries. 

SPOTLIGHT ON INDIA

READ MORE DOWNLOAD CONTACT

https://www.ipsos.com/en-in/awareness-imminent-threat
https://www.ipsos.com/sites/default/files/ct/publication/documents/2020-04/awareness_of_an_imminent_threat.pdf
mailto:Geeta.Lobo@ipsos.com
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A round-up of the latest studies from the UK reveals  

how Brits are spending their time during lockdown.

Our new Life under Lockdown study finds that while nearly half of 

Brits (47%) are spending more time on social media, many are also 

taking this time to do gardening (39%), read books (33%), play 

board games, and try new types of exercise (both 25%).

The favourite lockdown pastime for the under 35s (after the 57% 

who are spending time on social media), is trying out new forms of 

exercise or exercising more (38%), while 55-75 year olds are more 

likely to have started doing more gardening (52%).

According to BBC Compass, an Ipsos cross-media measurement 

tool, TV viewing figures in the first week of lockdown were up 18 

percentage points on the Q1 average. In this new white paper, we 

explore the UKôs changing media habits during lockdown and the 

potential opportunities it holds for media brands to win over new 

and existing audiences. 

Meanwhile, a new survey finds a majority of Brits support proposals 

for the government to use citizensô mobile data for surveillance to 

tackle the coronavirus crisis, despite earlier concerns about the use 

of data tracking. 

Almost two-thirds (65%) of the British public support tracking the 

movements of those diagnosed with coronavirus, and those that 

they have been in close contact with, in order to advise those 

individuals to self-isolate. Only 16% oppose this measure.

SPOTLIGHT ON THE UK

READ MORE DOWNLOAD CONTACTCONTACT




