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Introduction
This weekend, as she remembered Britain’s Second World sacrifices and
the “joyous celebrations” which followed VE Day 75 years ago, the Queen
praised the nation’s response to the COVID-19 crisis and the tireless efforts
of NHS staff and key workers. We are, she said, “still a nation those brave
soldiers would recognise and admire.”

In her second national address since the onset of Coronavirus, this was
stirring stuff from our monarch. Yet for business leaders, it was inevitably
going to be what was said in another national address later in the Bank
Holiday weekend that would dictate the commercial mood music – this
time by PM Boris Johnson – as he announced plans to re-start the
economy and ease lockdown restrictions.

While the PM’s conditional plan to re-open society is full of “ifs and buts”,
it brings a number of significant steps – not least a return to work for
those who cannot work from home (that is, as long as they can avoid
public transport and don’t have to look after school-aged children), a
phased re-opening of schools and retail businesses from the beginning of
June, and the planned re-opening of hospitality businesses and public
places from 1st July onwards.

Matt Costin
Managing Director, BVA BDRC

Suzy Hassan
Managing Director, Alligator Digital

The PM’s statement has already been heavily criticised, with some
commentators arguing that it was characteristically light on detail, raising
as many questions as it answers. Yet for many businesses it was imperative
to hear a clear aspiration from the government on when their doors could
re-open – even if that aspiration comes with caveats.

As we have argued from start, government policy may be the most
important factor in consumer intentions and behaviour, but it is not the
only one. Leisure and hospitality brands have it in their gift to get their re-
opening strategy right and optimise their communications around it.
Technology companies can reap lasting dividends from changes in
consumer behaviour initiated by lockdown, while for financial service
providers, understanding how financial mindsets are shifting remains
crucial.

Stay tuned and stay safe!



Executive Summary

Ahead of celebrations of the 75th anniversary of VE Day and the Prime Minister’s address to the
nation on Sunday evening, our average national mood nudges up to 6.7 on a 10 point scale –
equaling the high recorded two weeks ago since the start of the COVID-19 crisis. For the first
time in 7 weeks of tracking, more people think the worst is now behind us than think the worst
is yet to come. The plurality (43%) believe that things are going to stay the same over the next
few weeks. For the second consecutive week, confidence in the UK government’s handling of
the crisis strengthens slightly.

With data collected ahead of the Prime Minister’s indication on Sunday evening that 
hospitality businesses might re-open in July (if the conditions are right), the picture in this 
update for UK tourism shows only modest change, with no statistically significant changes in 
anticipated lead-times. For visitor attractions, the picture continues to vary significantly, with 
country parks and scenic areas seen as much more viable destinations for a day our within the 
next month – 3 month period. At the other end of the spectrum, people do not typically expect 
to be visiting theme parks for over 6 months from now.  

For international leisure and aviation the picture remains gloomy, with anticipated lead-
times to booking flights and international holidays static or if anything, moving backwards.
A similar story emerges for gyms, restaurants, shopping malls, buses and trains – all of
which see typical expectations of return dates move backwards on average. For hoteliers,
some encouragement may be taken from an uptick in the incidence of those intending to
book a stay within the next 3 months – but this amounts to no more than 16%.

Meanwhile, consumer behaviour and leisure pastimes continue to evolve. In last week’s
report we identified the growth in usage of Amazon’s Alexa device (and similar
technologies) with potentially disruptive implications for brands’ relationships with
consumers. This week we report an increase in the popularity of gaming since the
inception of the crisis, with many consumers indicating that it is helping them both to stay
safe and also sane during the lockdown period!

If financial mindsets hold one of the keys to economic recovery, the indicators are nudging in
the right direction – this week shows the most positive set of results since the start of
tracking. 43% indicate that they are either one of the lucky ones (7%) or feel alright about
their finances (36%). The demographic make up of this group is varied, but older people with
no children at home, and 65+ ‘empty nesters’ remain the groups most likely to fall into these
fortunate categories.

Despite the clear recovery in national mood and confidence, our expectations of when life
will return to something close to normal continue to recede. Fewer than 3 in 5 (59%) now
believe that life will have returned to something close to normal by the end of 2020 – still a
majority, but down from 86% just a month ago. Key to reversing this trend when both the
science and government guidelines permit, will be quality and clarity of communication from
companies across verticals. As we show in this report, since the start of the crisis it has been
something of a mixed bag, with some brands still needing to raise their game in this area.
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The mood of the 
nation



In the lead up to the 75th anniversary of VE Day celebrations, the UK’s national 
mood climbs to an average of 6.7 – equalling its score from two weeks ago.

Q5: How would you rate, between 0 and 10, your mood today? (%)
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Confidence in the UK Government’s handling of the crisis nudges upwards for the 
second consecutive week – nearly two-thirds of us are at least somewhat 
confident.

Q6: Would you say that you are completely confident, somewhat confident, not really confident, not at all confident regarding how the British government is handling the 
crisis? (%)
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1 in 3 Britons feel that the worst has passed – a higher percentage than we record for any of 
the other nations tracked.

Q7: Regarding the situation of Coronavirus in the UK and the way it is going to change in the coming month, which of the following best describes your opinion? (%)
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Taking into consideration average mood and the extent to which people feel that the worst has passed or remains ahead, the UK currently has the most positive outlook of the 4 western
countries tracked across BVA Group. The USA continues to record the most positive average national mood, but almost half of the American population fears that the worst is still to come.



For the first time in this sequence of reports, more people in the UK believe the 
worst has passed than think the worst is still to come. However, the plurality (43%) 
believe that things are likely to stay the same over the coming weeks. 

Across the Channel, the proportion of French citizens who believe the worst has passed
has reached a new high of 1 in 5 – but more than 2 in 5 still fear that the worst is still to
come.

Q7: Regarding the situation of Coronavirus in the UK and the way it is going to change in the coming month, which of the following best describes your opinion? (%)
*BVA daily tracker on how the situation is changing in France. More info, contact Adélaïde ZULFIKARPASIC (adelaide.zulfikarpasic@bva-group.com)
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Financial mindsets are at their most positive in 4 weeks of tracking, but with very 
different results remaining evident across life stages. ‘Pre-nesters’ and families 
with children at home are bearing the financial brunt of this crisis.

Q17: If you had to choose, which ONE of the following statements would best describe your feelings about your own situation, right now?
Q18: Some people are just naturally cautious with money. Others have become cautious, because of their financial situation during the coronavirus pandemic. Which one of 
the following best describes you?
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Despite our growing optimism about the crisis in general, forecasts of when life 
will return to normal are edging backwards every week. 2 in 5 of us now say that 
life won’t return to normal until 2021 (or later).

0%

4%

9%
7%

15%

24%
21%

16%

3% 2%

0% 4%
13%

20%

35%

59%

80%

96% 99% 101%

0

0.2

0.4

0.6

0.8

1

1.2

1.4

0%

5%

10%

15%

20%

25%

30%

May-2
0

Jun-20
Jul-2

0

Aug-20

Sep
-20

Oct-
Dec 2

020

Jan-M
ar 

2021

La
ter 2

021

2022 or la
ter

Neve
r

This week (7) cumulative %

Week 6 cumulative %

Week 5 cumulative %

Week 4 cumulative %2

Week 3 cumulative %

Just a month ago, two-thirds of us were confident that life would
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Travel and leisure



For the third consecutive wave, around 1 in 5 expect to visit an attraction in the 
next 3 months, pushing back the anticipated return another week

Go on a day out to a visitor attraction

Q12. Given what you know today, when do you anticipate doing the following? Base all
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Although there appears to be stability in the lead-time to visiting an attraction, in real terms each comparable wave-on-wave figure adds another week onto the anticipated date that Britons will return.
Two weeks ago a 3 month lead-time meant a return to attractions in mid-late July (the start of the summer holidays), whereas this week a 3 month lead time takes us to early August. Although
‘intention-paralysis’ is related directly to government guidance, the longer the paralysis continues the longer attractions will stop being front of mind in the public’s minds, particularly as the appetite
for online engagement continues to decline.
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Zoos and theme parks have a particular challenge in convincing the public to 
return in the next few months.

q12bnewr: X- And when do you anticipate doing the following
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Many Britons see an imminent return to country parks and scenic areas, but visits to theme parks and zoos remain a more complicated prospect. Notably, of the six types of outdoor and
indoor attractions we tested, theme parks have the longest lead time at 6.6 months; zoos don't fare much better. When they open, both will need to communicate clearly the steps they
are taking to protect people. It is essential that communications achieve maximum cut-through to overcome pre-conceived anxieties that are not seen with other leisure activities.
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Indoor attractions face similar challenges to zoos and theme parks – they too will 
need to reassure visitors of their safety when visiting

q12bnewr: X- And when do you anticipate doing the following
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Although the lengthy 6 month average lead time will in part be driven by government guidelines, the difference from country parks shows there is clear anxiety amongst the public around
visiting indoor visitor attractions. The slow return to indoor attractions may be desirable for some organisations to control numbers, and there is an opportunity for them to pivot towards
providing a more exclusive offer. However, there is clearly a need to reassure that social distancing and cleanliness steps have been put in place, so that returning numbers are not too low.
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Social distancing is the most important priority for visitors when attractions re-
open, followed closely by steps that maximise cleanliness

Q35: Which, if any, of these conditions would need to be met before you personally would consider going to a visitor attraction immediately after the lockdown has been 
lifted? WEEK 6 SLIDE SHOWN FOR CONTEXT
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Desired conditions for visiting attractions after lifting of lockdown (%)

The vast majority of potential visitors require 
attractions to enforce social distancing and to 
increase their cleaning regimes when re-opening.  
Personal interventions such as health checks and 
mask wearing – although desired by some - are less 
important.  The lower importance of personal 
interventions may be driven by recent media 
coverage questioning  their efficacy, but there is also 
the possibility that they are too intrusive.  Personal 
interventions may, therefore, put some visitors off 
from visiting, so should be applied with caution.

74% Steps that maintain 
social distancing 71% Steps that increase and 

maximise venue cleanliness 52% Steps that require interventions 
amongst staff and visitors



The proportion planning a UK holiday before or during the summer holidays 
remains low at 1 in 6

Plan a UK holiday

Q12. Given what you know today, when do you anticipate doing the following? Base all

Planning on doing it but don’t know when
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Book a UK holiday

As with visitor attractions, the apparent wave-on-wave stability in planning of a UK holiday in the next few months, actually makes a summer holiday less likely with each passing week. Two weeks ago,
the 17% planning a trip ‘in the next 3 months’ took them to mid-July. This week, it takes them to early August. People’s intentions will change as government guidelines do, but they will need a period
of time between a government ‘green light’ and actually booking/taking a trip. This gap will provide planning time and also reassure that appropriate measures are working. The UK tourism industry
will therefore need the government green light to come sooner than later to ensure people don’t write off their summer holidays altogether.
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Very likely, 17

Fairly likely, 24

Not at all likely, 
49

Don't know/not 
sure, 10

Likelihood to take a UK trip this summer (%)
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More, 8
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28

Don't know/not 
sure, 9

Number of UK summer holidays compared to normal (%)

More Fewer About the same Don't know/not sure

Despite media talk of a summer staycation boom, our research currently suggests the opposite. Around 2 in 5 state they are likely to take a UK trip this summer (lower than a
typical year), and over half anticipate taking fewer UK domestic holidays than normal (compared to just 8% who expect to take more). This will make worrying reading for the UK
tourism industry, and further underlines the need to publish government guidelines on summer holidays as early as possible.

Worryingly, nearly half are not at all likely to take a UK trip this summer, and over 
half say they will take fewer UK trips this summer, only 8% more.



Preferred type of destination for a holiday this summer (% of those planning a trip this summer) 

Although all types of destinations are likely to receive fewer UK holiday-makers, 
rural destinations are likely to suffer the least – benefiting from the desire to avoid 
large crowds in  confined spaces

Q26b. To which of the following types of destination would you seriously consider taking a holiday this summer?
Base: All considering a trip in the UK this summer.  Differences only represent change in intention of those planning on a trip this summer. 
They do not capture the proportion that would have taken a trip in the UK had the pandemic not occurred.  
Drops therefore may be even higher.  
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Of the smaller share of the population 
contemplating a domestic holiday, rural 
locations are preferred. Those opting for 
urban locations gravitate towards seaside 
resorts rather than large cities - which in 
normal times would top the list. All 
destination types are currently recording 
lower anticipated visit levels relative to 
the norm.

72% Rural locations 66% Urban locations 26% Self-contained locations



A consistent 1 in 10 anticipate booking an overseas holiday before or by the 
summer

Plan an overseas holiday

This week

Average time before 
the activity 

6.2 months

This week

Average time before 
the activity 

6.3 months

Book an overseas holiday

In the week after TUI extended the cancellation of package trips, Ryanair announced job cuts, and BA suggested they would not re-open at Gatwick, the average lead time
before planning or booking an overseas holiday remains just over 6 months. This is around a month longer than the lead time to booking UK holidays, a gap that is likely to
grow in the coming weeks.
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Despite some anxiety at the start of the lockdown, TUI’s customers are responding 
positively to credit refunds and 20% booking incentive

TUI have informed me I will receive a 
travel credit which I can use up until 
October 2021 and also added an extra 
20% discount on top! J

@TUIUK are issuing vouchers with a 
generous 20% on top... but looking at 
holidays with them for next year and a 
lot of them are way more than 20% 
more expensive so it’s a catch. If they 
lower the high 2021 prices then I'll 
book. if not I'll want a refund

Hi I received an email few days 
ago about credit refund & 20% 
off which I'm happy with I'd like 
to book for next year I haven't 
got the refund credit yet 
desperate to book asap how do 
I go about doing this please

I got given a refund credit today. Didn't 
ask for it, didn't get given an option. I 
got the full amount I had paid plus a 
"booking incentive" of 20%.

I don’t mind a refund credit note for the full 
amount with the extra 20% off for next 
year. Mainly because moving our holiday to 
next year for the same dates or any others 
throughout 2021 is up to £500 more for the 
exact same holiday. The 20% off will cover 
the price increases TUI have made.



Intention to visit the gym and cinema remain relatively consistent with previous 
waves

Go to the gym

Q12. Given what you know today, when do you anticipate doing the following? Base all

Planning on doing it but don’t know when
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the activity 
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This week

Average time before 
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Go to the cinema

A relatively consistent 1 in 7 Britons plan on visiting both the gym and the cinema in the next 3 months. As with other sectors, consistent lead times wave-on-wave add an extra week
to the anticipated return to these venues. Along with indoor attractions, gyms and cinemas will need to apply social distancing and cleanliness measures, and prove that they work,
before people return in large numbers.
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There are some positive noises being made about a return to the cinema on social 
media, although some see it as a low priority

Haven’t been in cinema for a 
long time prior lockdown, once 
open I am definitely going with 
my husband and little boy! No 
virus will stop us living our life!

Don't think that would be a wise 
decision. Should leave it at least 
till the end of the year. I definitely 
won't risk going yet

How? People sitting about 
5 seats apart or more, 
don't think so, not for me

You can control social distancing in a cinema 
with where you place people in seats (every 
other row etc.).. pubs you won't be able to, 
especially the drunker people get

I would have thought it will be fairly simple to 
keep social distancing at cinemas. Can just 
allocate seats with the safe distance apart but 
keep people in same households together, may 
need to step up the cleaning but very doable.

good luck with that. I wont 
be sitting in a confined 
space with lots of people 
for a long time ever again.

Great, what I’ve been itching to go 
since lockdown. 8 weeks of binge 
watching and I’m gonna go cinema



Intention to eat out and shop in the next 6 months both remain high, but the lead 
time is still over 4 months

Go to a restaurant

Q12. Given what you know today, when do you anticipate doing the following? Base all

Planning on doing it but don’t know when

This week

Within the next month

Within the next 6 to 12 months Within the next 3 to 6 months

Within the next month to 3 months

6 7 5 5 5 4 4
8

19 16 18
23 23 22

19

28 34 36 30 32 30
28

19
22 18 17 18 22

29
21 15 19 17 18 1789
92 92 95 93 95 95

 23-24
March

 30-31
March

6-7
April

14-15
April

20-22
April

27-28
April

4-5 May

Average time before 
the activity 

4.9 months

This week

Average time before 
the activity 

4.3 months

Go shopping or to a shopping mall* 

A consistent 1 in 4 anticipate visiting a restaurant in the next few months, and 1 in 3 anticipate going shopping. Demand is high
for both, but the typical anticipated lead time for physical visits remains over four months, indicating that most don’t anticipate
returning in person any time soon. Online and collection alternatives will play a key role in meeting this demand.

Not planning on doing it

Total planning 
to do the 
activity

13 14 14 10 11 11

19 16 18 24 25 24

26 28 28 28 29 25

10
15 15 16 13 20

19
16

17 14 14 1486 89
93 92 91 94

 30-31
March

6-7 April 14-15
April

20-22
April

27-28
April

4-5 May

Total planning 
to do the 
activity



When do respondents expect to book hotel accommodation again?

Book hotel accommodation

Planning on doing it but don’t know whenThis week

Within the next month

Within the next 6 to 12 months

Within the next 3 to 6 months

Within the next month to 3 months

Average time before 
the activity 

5.6 months

• An increase in booking intentions within the next one to three months might look promising on the face of it, but it is a road
that’s been travelled before. We’ll need a couple of weeks to tell if it’s just a minor variation or the start of something
significant.

• It is pleasing that latent demand has remained very consistent. Since Week Two, the total planning to book again (at some
point) has been between 85% and 88%

Q12. Given what you know today, when do you anticipate doing the following? Base all
*https://www.bbc.co.uk/news/uk-politics-52389285

Not planning on doing it

4 6 3 3 4 3 4
6

11
9 8 11

8 12
11

22 27 23
23

23
21

33

15
24

21
24

28 25

31 33
23

29
25 27 25

83
87 86 85 88 88 86

23-24 March 30-31 March 6-7 April 14-15 April 20-22 April 27-28 April 4-5 May

Total planning 
to do the 
activity

https://www.bbc.co.uk/news/uk-politics-52389285


On social media – Changes to the hotel/holiday stays
Will staycations or staying local be the new norm? How will the industry change abroad?

”“We are near the end of the beginning. Hotels are 
thinking about new operational models. Huge 

focus on reducing costs and more importantly to 
increasing prices. The age of constant discount 
and reducing price is over. We all need to price 

with confidence. #Covid19UK #hotels

# Rising costs?

”“Once the lockdown restrictions are lifted, it is 
likely that people will be keen to get away from 

their homes. Holidaying in the UK is likely to 
therefore become an even more popular option 
than travelling abroad, at least in the near term

# UK holidaying

”
“Break this year, but you can fill your 

home with the welcoming smell of 
DoubleTree by Hilton’s signature, 
fresh baked cookies to make your 
“staycation” feel like a vacation!

# Hotels bringing the 
hotel to the home

”“The small islands badly need visitors to support 
their economies and it could give islanders a 
welcome break, a staycation. Staycations are 

going to be the number one type of holiday this 
summer...

# Supporting local UK islands

”“#NorthNorfolk MP Duncan Baker has 
urged Brits to holiday stays in the UK 

when things go back to normal.

# Urges to support local UK holiday spots

”“I strongly believe that the #CoronaCrisis
will make people think very differently 
about flying. I for one have made the 

decision to holiday in the UK & use the 
train to go to Europe and not fly again.

# UK holidaying

”“I also think for the rest of the year we 
should only holiday in accommodation 

in the UK to boost the economy

# UK holidaying

• With increasing numbers of people now not expecting ‘normality’ until 2021, it’s inevitable that thoughts turn to what we will want
to do in the intervening ‘abnormal’ period.

• With occupancies likely to be low or even capped for a while, there seems to be a realisation in the sector that the historic go-to
tactic (slashing rate to stimulate demand) may prove counter-productive, even in the short-run. Mind you, the “hold firm” message
gets advocated every time there’s a slowdown; it only takes one to set off the dominoes!



“ ”

Future booking – what are the plans now?

Q13. You’ve mentioned earlier that you have booked accommodation, a holiday or a flight, and that you haven’t taken it yet. Given the current situation what are your plans 
now? (%)

Once again, postponements seem to have turned into cancellations and, once
again, those with no plans on booking a replacement increase in number.

“ ”
Waiting to see if flight is 

cancelled “ ”
I'm  not re-planning a holiday 
ahead, as yet., in this country 

or abroad

I have booked a hotel for December in Brussels but have not yet paid 
for it so am keeping the booking until closer to the date

8
12 14 19 13 12 14To proceed and take my 

booked accommodation, 
holiday, or flight

23-24 
March

30-31 
March

6-7 
April

14-15 
April

27-28 
April

42 32 32
25

36
27 23

I postponed my booking 
to a later stage

21 21 28 23 22 26 26My booking is cancelled, I 
am planning on booking a 
replacement

28 31
23 30 32 35 38

My booking is cancelled, I 
have no plans to book a 
replacement

6
9 8 10

5 5 6
Other (please specify)

20-22 
April

4-5
May



Transport



For both bus and train usage, average lead-times lengthen

Take the bus

This week

Average time before 
the activity 

4.4 months

This week

Average time before 
the activity 

4.7 months

Take the train

While we may expect to see some shortening of lead-times through the necessity of working for some (following the PM’s announcement at the weekend), ahead of
that announcement, typical lead-times were shifting backwards – perhaps reflecting uncertainty as to how social distancing will work in practice on public transport.

7 9 6 5 8 8 7
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14 14 12
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15 26
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25 20
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77 75
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23-24
March

30-31
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April

14-15
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20-22
April

27-28
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4-5 May

Total planning 
to do the 
activity
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9
16

14 14
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15 28 22
21 17 17
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11 15
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21 16 16 14 14 14 13
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73 75

23-24
March

30-31
March

6-7
April

14-15
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20-22
April

27-28
April

4-5 May

Total planning 
to do the 
activity

Q12. Given what you know today, when do you anticipate doing the following? Base all

Planning on doing it but don’t know when

Within the next month

Within the next 6 to 12 months Within the next 3 to 6 months

Within the next month to 3 monthsNot planning on doing it



Flight plans remain aligned to previous weeks even though budget airlines are 
increasingly bullish about re-opening routes

This week

Average time before 
the activity 

5.7 months

Planning on doing it but don’t know when

Within the next month

Within the next 6 to 12 months

Within the next 3 to 6 months

Within the next month to 3 months

Q11. Which the following are you intending to do in the next 2 weeks  combined with Q12. Given what you know today, when do you anticipate doing the following? Base all

Not planning on doing it

4 3 4 4 4 6 44 8 8 8 7 7 97
15

22 16 14 16 14
30

23
18

17 23
23 22

32 25 24
30 30 23 26

76 74 76 74 78 75 75

23-24 March 30-31 March 6-7 April 14-15 April 20-22 April 27-28 April 4-5 May

Total planning 
to do the 
activity

Book a flight

The government’s announcement last night to put in place a 14 day quarantine for 
almost everyone flying into the UK is likely to rattle flight intentions in the near future.
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Usage of transport post lockdown 

Q41: Before the coronavirus, how did you tend to travel…
Q42: After lockdown has ended, how do you expect to travel …
* Added 27-28 April

Walking

Cycling

By train

By car

By underground/tramway

By bus/Coach

By plane

Other

Commuters - Post lockdown change in usage (%) Leisure/business - Post lockdown change in usage (%) 

Walking

Cycling

By train

By car

By underground/tramway

By bus/Coach

By plane

Other

I will still avoid going out 
after lockdown 

• Commuters’ consideration 
of cycling post-lockdown, 
though still confined to a 
relatively small group, is 
gaining some momentum. A 
similar trend can be seen for 
car usage. The uptake in 
cycling is driven by the North 
East & West and London

• The decrease in plane usage 
after the lockdown for 
leisure and business has 
been consistent over the last 
weeks; the downward trend 
could pick up speed 
following further details on 
the 14 day quarantine for 
incoming flyers.
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”“ Mandatory masks 
starting Monday 

@JetBlue. Thank you!!!

On social media – reactions to recent transport developments

”“So glad you [Delta] are going to require 
masks on planes for everyone’s safety! 

”“@IATA Mandating masks on airplanes will only 
strengthen people's inclination to fly and hasten the 
industry's return to normalcy. Sure, a few people will 
grumble, but they will still fly. Without masks, many 

more won't think it's safe (correctly), and WON'T FLY!

”
“This is insufficient. Airlines should be 

required to keep middle seats empty 
& only use alternate rows. Now 

airlines cram as many passengers as 
will fit. That’s unhealthy. 

”“Good but they should also install plastic 
screens behind the driver seats or a divider 

like some taxis normally have ”
“ I don't imagine Uber 

drivers will be wiping 
down their cars with 
sanitizer after each 

passenger. Uber at your 
own risk

”“We're pleasantly surprised at 
how fast @lambeth_council are 
making emergency changes to 

keep us safe. Thank you!

”
“About as silly as the 

idea @easyJet had 
thinking they just 
need to leave the 

middle seat of their 
plane empty 

• Transport providers seem to enforce different measures to stimulate business, with obligatory wearing of face masks the most common. Whilst feedback is generally positive some do not deem
these measures sufficient.

• With the expectation of increased pedestrian footfall, Lambeth council have started widening pavements (and narrowing roads) to accommodate this.



Personal 
finances



Vehicle finance providerHome insurance provider

Mortgage lenderCredit card provider

Car insurance provider

Bank 

Many financial providers have been in contact with customers during the crisis.  
However, recall varies across product and provider types

Q50 - Since the pandemic began, which if any of the following financial providers have emailed or written to you with information about their products and services during 
lockdown? Please tell us about your main provider in each case.
Base: all with each product - n is variable (107 to 247)

67% 49% 40%

30% 24% 17%

Customers of each product claiming receipt of provider contact during lockdown 
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31 

28 

26 

31 

31 

44 
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-

Excellent Very good Quite good Not good (NET)

Credit card provider 66% 2%

Mortgage lender 65% 0%

Bank 62% 3%

Home insurance provider 61% 2%

Car insurance provider 61% 2%

56% 0%

Don’t 
know

Where recalled, the industry is typically communicating well with customers… 
providing it cuts-though in the first place

Perceptions of communications received

NET Excellent/ 
Very good

Q51r: X- How would you rate the communications provided by your
n is variable (107 to 53)

Data excluded for vehicle finance due to low base size



”“Just had a lovely email from @Barclays offering support and reassurance at this 
difficult time - shame @LloydsBank aren't doing the same especially as they 

purport to be concerned about the nations #mentalhealth

# Supportive

”
“Thank you HSBC Commercial Banking for the 

announcements and email about support for 
small businesses with loans etc - perhaps you 

can also consider getting rid of the Bank 
Charges we also see in our statements? 

#smallbusinessowner #bankcharges

# Supportive

On social media – Contact from financial providers

”“NatWest your coronavirus help page does not help people 
already on their overdraft limit and have now been forced 
out of work for 2 months - You send me an email saying 

you are here to help us through the virus then 8 hours later 
you hit me with a unarranged overdraft fee of £125 

# Loss of service continuity”
“Thanks @AmericanExpress for sending me 

an email letting me know : that due to 
increased “call volumes” “during 

this...difficult situation” I can still pay my 
bill online. I don’t know what I would have 
done without a credit company providing 

me online tools during a pandemic

# Informative guidance ”“@AmericanExpress your email to your 
customers is late and very lame!! 

# Delayed response

”“I just got an email from Admiral 
Insurance telling me that they're issuing 
everyone with an automatic £25 refund 
per car!! since they've been paying out 

fewer claims due to the lockdown.

# Commendable response ”“Very unexpected but pleasing email off 
@AdmiralUK today. Thanks 🙏 I think other car 

insurance company’s should follow suit

# Pleased with response

”“@AskNationwide please stop sending me these flipping 
letters! This is the FIFTH one I have received. One for 

each account. massive waste of money and paper. I get 
the message ok? How much has this cost you to send 
multiple notifications to every account? 😱😱 #waste

# Too much communication…



Although generally good, there is still scope to refine further a number of specific 
aspects of provider comms – however, stand-out is the key challenge

45

43

39

37

35

31

8

Makes you feel comfortable about asking for help, if 
you were to need it

Uses a reassuring yet positive tone

Makes it easy to act on any instructions e.g. explaining 
what you can do online instead of calling

Personal, addressing you by name

Makes you feel safe and secure as a customer

Emphasises that any changes in services are to the 
benefit / safety of customers and not just because it's 

necessary

Stands out amongst other communications sent as a 
result of the pandemic

Lucky/Alright Naturally 
cautious

Impacted
cautious

Hit
hard

42% 53% 48% 32%

38% 52% 51% 28%

44% 47% 39% 12%

34% 42% 39% 33%

37% 34% 36% 24%

30% 29% 43% 16%

7% 7% 10% 8%

Q52. Generally speaking which, if any, of the following apply to MOST of the communications that you have received from financial providers?
n= 187

Generally, which of the following apply to most of the financial comms
that you have received?

Particular attention should be given to any comms intended to assist those most in need of 
support: those ‘hit hard’ are the least reassured and less likely to find instructions clear



Gaming 



People who never played videogames before have started playing since lockdown 
began – in particular under 35s. 

48%

40%

13%

I play videogames sometimes and was playing
before lockdown began

I never play videogames

I never used to play videogames, but I play
sometimes now since lockdown began

18-35 years 
old

36-45 years 
old

46-64 years 
old

65 or more 
years old

49% 59% 46% 40%

29% 24% 43% 59%

22% 17% 11% 2%

M1: Thinking now about playing videogames on a PC, console or mobile device, which of the following best apply to you?

Videogames consumption



A significant increase in solo gaming since the crisis began. Online gaming sees a 
net increase but local gaming a net decrease, possibly due to no parties and a 
proportion of gamers locked down alone. 

M2. Now a few questions about videogaming: In a typical week, approximately how many hours do you spend doing each of the following activities M3. And since the Coronavirus crisis 
exploded in mid-March would you say that in general you are playing more or less of each of the following types of videogames than in normal times? 

Gaming behaviour since onset of COVID-19 crisis

4 
24 

13 

45 

60 
61 

51 

17 
26 

More than in
normal times

About the
same as in
normal times

Less than in
normal times

Solo gaming Gaming with/against 
other people in the 

same room

Gaming 
with/against other 

people online 

40 43 
25 

16 10 

16 

16 
10 

19 

13 
16 17 

6 
9 9 

8 12 13 11+ hours

6-10 hours

3-5 hours

1-2 hours

Up to 1 hour

Never

1% Don’t know

Gaming online on 
a PC/MAC/laptop

Gaming on a 
console

Gaming on a 
mobile device

1% Don’t know1% Don’t know

5.5 hours 6.9 hours 5.9 hoursAverage time 
playing per week

Time spent playing videogames each week 



Titles played include casual mobile games as well as more competitive FPS and 
sports games. 

M4. Approximately how much – if anything – have you spent in the last month on videogames in total (including games you’ve bought, in-game purchases for upgrades, etc.)? M6. What 
is your most played game so far during lockdown? Base: All videogame users

Most played videogames

57

4

3

10

14

10

1

1

Nothing (£0)

Less than £4

£4-£7

£8 -£20

£21-£39

£40-£79

£80-£119

Over £120

Average spend last 
month: £13.50

How much gamers spent on videogames in the last month

1 2 3Candy Crush Call of duty FIFA



Videogaming is helping the majority of gamers deal with isolation by ‘keeping 
them sane’ and encouraging them to adhere to government guidelines.

M5. Please indicate to what extent you agree or disagree with each of the statements below about video gaming during the COVID lockdown. Base: All videogame users 

31 32 

5 9 

20 11 

5 
6 

27 
29 

33 
31 

17 
21 

43 41 

5 7 
14 13 Agree strongly

Agree slightly

Neutral

Disagree slightly

Disagree strongly

I stay in touch with people through 
gaming that I would have 

otherwise lost contact with 

I have shared experiences 
and memories with people 

through gaming 

Gaming is helping me to stay 
sane through the lockdown

Gaming is helping me to 
stay safe and stay indoors 

Attitude towards gaming

Net: Agree
22%

Net: Disagree
51%

Net: Agree
28%

Net: Disagree
43%

Net: Agree 
57%

Net: Disagree
10%

Net: Agree
54%

Net: Disagree 
15%



Appendix



Methodology

&

Quantitative survey
Online survey amongst people who have done two of the following 
since the beginning of the year (01 Jan 2020):

1. Used one of the following transport mode: plane, train or bus

2. Went on a day out to a visitor attraction

3. Stayed in paid for accommodation

The survey covers all parts of the UK and is nationally representative on 
gender, age and regions.

The questionnaire focuses on understanding people’s views on the 
coronavirus situation and the impact it has on their engagement with 
the transport, leisure and hospitality sectors. 

Social media
With customers increasingly communicating directly with 
organisations and their peers through online channels, these 
conversations cannot be ignored in the assessment of the COVID-19 
crisis on brands.

Our social analytics tool gets closer to the conversations happening in 
the online space, by listening to how brands are talked about across 
social media and how brands’ reactions to the situation is viewed 
online. The social media analytics cover all three sectors in the UK and 
rigorous content cleaning and checks are set and regularly reviewed  
to ensure data quality. The analysis looks at conversations around the 
coronavirus for the past week.

This is a weekly survey capturing about 500 respondents per wave. 
This week we surveyed 502 respondents 

Similar to the quantitative survey, social media will be analysed on a 
weekly basis. For this report we’ve examined:
• 55,743 posts for the transport sector
• 17,367 posts from the leisure sector
• 17,347 posts from the hospitality sector
• 6,160 posts from financial sector

Remember that this is also an opportunity for you and your organisation to
add specific questions or to increase the number of respondents targeting your
customers or specific segments. To do so, please get it touch!
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