
Overall Takeaway: Trends involving 

technology, health care, and TV viewing that 
accelerated during the pandemic are likely to 
continue



Takeaway #1: Significant disease outbreaks 

were rising even before the pandemic, according to the 
WHO, and are likely to continue rising due to global 
travel and deforestation

(from J. Walker Smith, Kantar)



Takeaway #2: Low-tech precautionary 

behavior, such as mask-wearing, hand-washing, elbow-
bumping, open windows, less use of cash, will persist

(from J. Walker Smith, Kantar)



Takeaway #3: There was already a digital 

transformation underway in health care pre-COVID that 
was accelerated by COVID – telemedicine, remote sales 
forces, use of more digital tools

(from Jane Sarasohn-Kahn, THINK-Health and Jo Ann Saitta, Real Chemistry)



Takeaway #4: Twitter identified six cultural 

mega-trends through their analysis of the content of 
millions of Tweets over the past two years. The first 
three are:

• Well-being:  Prioritizing self-care for ourselves and each other (+56% 
mentions of self-care)

• Creator Culture:  More self-produced content, growth in everyday 
creating, including gardening, cooking, and making “memes of moments”

• Everyday wonder:  Fascination with our world and beyond (e.g., 
personalized spirituality, fantasy fiction, interest in the cosmos and space 
travel)

(from Lisa Cowie, Twitter)



Takeaway #5: The last three cultural mega-

trends identified by Twitter are:

• One Planet: Driving towards a sustainable future, holding selves, 
communities, and companies accountable

• Tech Life:  Inspiring a better-connected life, propelled by both COVID 
(Zoom, e-learning) and 5G – including Tech Angst

• My Identity:  Empowering a true expression of self, driven more by BLM 
than COVID

(from Lisa Cowie, Twitter)



Takeaway #6: There has been a 1.5% 

increase per quarter in streaming share in households 
that are able to stream.  

(from Brian Fuhrer, Nielsen)



Takeaway #7: SVOD’s share of streaming 

time is nearly twice that of AVOD’s (52% to 27%). 
Netflix represents 27%. 

(from Brian Fuhrer, Nielsen)



Takeaway #8: Some categories that were 

elevated by the pandemic, such as cleaning products, 
vitamins, and self-care, will continue to sell at pandemic 
levels, while others, like frozen meals and paper 
products, will not. 

(from Jennifer Pelino, IRI)



Takeaway #9: Upper-funnel-focused 

strategies have 65% greater long-term impact on ROI 
than lower-funnel strategies.

(from Mike Menkes, Analytic Partners)



Takeaway #10: In a study of sportswear 

brands, Momentive found that social responsibility tends 
to be a stronger driver of brand loyalty for smaller 
brands (though perceived value is the strongest driver 
for all brands)

(from Priyanka Carr, Momentive)


