
This report looks at the following areas:

•• The impact of COVID-19 on the media and in-home entertainment market.
•• How the pandemic will shape consumers’ behaviour.
•• The impact of COVID-19 on the time people have spent doing media

activities.
•• The impact of COVID-19 on the amount people have spent on media

content.
•• People’s expected media habits once COVID-19 is no longer a concern.

TV viewership has surged during the pandemic and people do not appear
particularly eager to turn away from the TV screen. 25% of people expect to
spend more time watching TV/films post-pandemic than they did before the
outbreak (up to 39% among Gen Z), nearly double the 13% who expect to
spend less time.

The pandemic has had a varied impact on media markets, with some markets
such as video and music subscriptions boosted, while others like print
magazines/newspapers have been hit hard. Overall the pandemic has
furthered existing media trends, as people increasingly consume digital rather
than physical formats. The exception to the trend away from physical media
has again been books, with the books market performing strongly despite the
difficult retail environment.

Long-term changes in people’s habits, such as working from home more, will
continue to be a particular challenge for print newspapers and magazines,
while creating opportunities in other markets. One of the biggest concerns
across media markets will be the level of disposable income people have as
the economy recovers, especially if many will be inclined to prioritise out-of-
home leisure activities.

Throughout the pandemic the digital subscription model has come further to
the fore for a variety of media content, from music to newspapers. Digital
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“There have been mixed
fortunes for media markets
since the outbreak of
COVID-19, with some
performing strongly, such as
music and video subscriptions,
while others, like print
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have struggled. One overall
long-term impact across
markets is likely to be the
increased importance of
digital subscriptions.”
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subscriptions and direct payment options will be even more central to many
media markets going forward. The pandemic has also broadened the use of
digital features, such as virtual events/livestreaming and voice commands,
presenting new opportunities for various media platforms.
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• Video subscription streaming services are major winners as

people hoover up TV content
• Competition between services is set to ramp up
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• Social media use surges aiding success of newer players
• The resilience of books highlighted by the pandemic
• People will return to bookstores
• Losers
• Newspapers and magazines struggle as print declines are

accelerated by lifestyle changes
• Capitalising on core readers

• Phase 1 – January-March: Consumers go into lockdown
• Phase 2 – March-June: Adapting to life in lockdown

Figure 9: Recorded daily number of confirmed cases of
COVID-19 and deaths registered as relating to the virus, 30
January-31 August 2020

• Phase 3 – June-September: Emerging from the initial
lockdown

• Phase 4 – September-December: Rise of the next wave
Figure 10: Recorded daily number of confirmed cases of
COVID-19, 30 January 2020-28 March 2021

• Phase 5 – January-March: Winter lockdown and vaccine
rollout
Figure 11: Cumulative number of first and second vaccines
delivered in the UK, 10 January-31 March 2021

• Phase 6 – March onwards: The roadmap out of lockdown

• Digital subscription model will play a greater role across
media sectors

• Video calling and livestreaming to remain further
integrated into people’s lives

• Social media platforms to regulate content more

• A record drop in economic activity…
Figure 12: Annual percentage change in GDP, 2007-25
(forecast)

• …as COVID-19 restrictions caused a severe fall in spending
• Consumer spending is heavily dependent on the path of the

pandemic
Figure 13: Household consumption index, 2019-25 (scenario
forecasts)

• Furloughs have saved millions of jobs…
Figure 14: Number of employments furloughed, time series,
March 2020-February 2021

COVID-19 CONSUMER TIMELINE

THE POST-PANDEMIC OUTLOOK FOR MEDIA

THE ECONOMIC IMPACT
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• …but unemployment is forecast to rise when state support
ends
Figure 15: Quarterly unemployment rate, Q1 2008-Q1 2026
(forecast)

• Under-25s have taken the brunt of COVID-19 job losses
Figure 16: Change in number of employees on payroll, by
age, February 2021 vs February 2020

• Impact of COVID-19 on media
Figure 17: Impact of COVID-19 on media, in short, medium and
long term, 8 May 2021

• Consumer media spend falls just over 1% in 2020
Figure 18: UK consumer spend on media, 2015-20

• People have spent more on streaming music and video…
• …but spent less on physical media
• Drops in advertising spend in 2020 impact media markets

• Mintel expects a return to growth in media spend in 2021
Figure 19: UK forecast for consumer spend on media, 2015-25

• The pandemic will have accelerated trends towards spend
on digital media
Figure 20: UK forecast for consumer spend on media,
2015-25

• Mintel’s approach to predicting the impact of COVID-19
• Fundamental differences in how COVID-19 is affecting

consumer markets
• The risk of vaccine-resistant strains of COVID-19 adds

uncertainty
Figure 21: COVID-19 scenario forecasts for consumer media
spend, 2015-25

• Different COVID-19 scenarios will have a limited impact on
overall media spend

• COVID-19 market disruption: risks and outcomes
Figure 22: Summary of Mintel scenario expectations and the
impact on media, May 2021

• Exposure anxieties align with case numbers
: Figure 23: Mintel COVID-19 exposure anxiety and lifestyle
impact index, 28 February 2020-12 March 2021

MARKET SIZE AND PERFORMANCE

MARKET FORECAST

COVID-19 SCENARIO PERFORMANCE

CONSUMER CONCERNS OVER THE IMPACT ON HEALTH
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• Exposure anxiety typically higher among over-55s
Figure 24: Proportion of adults indicating higher levels of
anxiety (‘4’ or ‘5’) towards being exposed to the coronavirus,
by age, 28 February 2020-26 March 2021

• Middle-age band fear transmitting virus

• Concerns about lifestyles impact outweigh exposure fears
• Consumers react to unprecedented lifestyle restrictions

Figure 25: Mintel COVID-19 exposure anxiety and lifestyle
impact index, 28 February 2020-12 March 2021

• Lifestyle impact concerns high across all age groups
Figure 26: Proportion of adults indicating higher levels of
anxiety (‘4’ or ‘5’) about how the outbreak could impact their
lifestyle, by age, 28 February 2020-26 March 2021

• Financial wellbeing has hit new heights despite the crisis…
Figure 27: The financial wellbeing index, January 2015-March
2021

• …but many still feel worse off than a year ago
Figure 28: Changes in household finances, January
2015-March 2021

• One in six have been furloughed at least once
Figure 29: Impact of COVID-19 on employment and working
patterns, February 2021

• Income trends point to a two-track crisis and recovery
Figure 30: Impact of COVID-19 on personal income, February
2021

• Cuts to discretionary spending have kept household
finances afloat…
Figure 31: Impact of COVID-19 on household debts, February
2021

• …and led to a record savings boost
Figure 32: Impact of COVID-19 on the value of savings in
different products, February 2021

• Most are optimistic about the year ahead…
Figure 33: The financial confidence index, January
2015-March 2021

• …and looking forward to getting back to experiences
Figure 34: Financial priorities when COVID-19 is no longer a
concern, February 2021

CONSUMER CONCERNS OVER THE IMPACT ON LIFESTYLES

IMPACT ON HOUSEHOLD FINANCES
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• Change in commuting habits will have long-term
implications for media markets

• Working from home more opens door for greater voice
control use
Figure 35: Expected behaviour after COVID-19 pandemic, 18
February-2 March 2021

• Looking after mental health has become a greater priority
• Many are concerned about the impact of social media use

on mental health
• Less acceptance of harmful content and bullying

Figure 36: Priority given to looking after mental health
following pandemic, 18 February-2 March 2021

• Plans to limit non-essential spending could reduce
willingness to purchase media content
Figure 37: Expectation of limiting non-essential spending, 18
February-2 March 2021

• TV viewing soars during 2021 lockdown
• Major sporting summer to keep people glued to the TV

Figure 38: Media activities following COVID-19 outbreak, 18
February-2 March 2021

• More than one in three people have been using social
media more

• High social media use and shared pandemic experience
have provided useful backdrop for new social media
players

• Social media platforms explore more payment options for
users

• Pandemic accelerates role of social commerce
Figure 39: Shopping via social media after COVID-19
outbreak, 18 February-2 March 2021

• One in four increase time playing video games
• Console market and social media platforms boosted by

increase in gaming

• Fears for books market prove unfounded
• Independents have been hardest hit by store closures during

lockdown
Figure 40: Expenditure on media during lockdown, 18
February-2 March 2021

• People boost spend on TV

HOW THE PANDEMIC SHAPED CONSUMER BEHAVIOUR

IMPACT OF COVID-19 ON MEDIA BEHAVIOUR

IMPACT OF COVID-19 ON MEDIA EXPENDITURE
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• Netflix’s streaming crown could be under threat
Figure 41: Media subscriptions, December 2017-20

• Many pay more for music as listening habits change
• Music streaming services improve audio quality to attract

subscribers
• More podcasts are being placed behind paywalls
• Parents of young children have valued audio content during

lockdown
Figure 42: Expenditure on media content compared to
before the COVID-19 pandemic, by age of children in
household, 18 February-2 March 2021

• The pandemic could have further strengthened attachment
to TV

• TV production ramps up to entice viewers with exciting new
content
Figure 43: Media activities post-COVID-19 pandemic, 18
February-2 March 2021

• Video calling fatigue will limit its role post-pandemic
• Making video calling more relaxing
• Young people expect their social media use to be higher

post-pandemic…
• …but some social media users are turning away

Figure 44: Use of social media post-pandemic, by
generation, 18 February-2 March 2021

• The pandemic has boosted inclination to read books…
• …but not magazines

Figure 45: Time expected to spend reading magazines post-
pandemic, by age of children in household, 18 February-2
March 2021

• Newspapers should focus on capitalising on core
readership rather than online reach

• Abbreviations
• Consumer research methodology

• Market forecast and prediction intervals
Figure 46: UK forecast for consumer spend on media,
2015-25

• Market drivers and assumptions

MEDIA ACTIVITIES POST-PANDEMIC

APPENDIX – DATA SOURCES, ABBREVIATIONS AND
SUPPORTING INFORMATION

APPENDIX – CENTRAL FORECAST METHODOLOGY
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Figure 47: Key drivers affecting Mintel’s market forecast,
2020-24 (prepared 12 March 2021)

• Forecast methodology

• Scenario performance
Figure 48: COVID-19 scenario forecasts for media, 2015-25

• Rapid COVID recovery, central and extended COVID
disruption scenarios outline

• Scenario methodology

APPENDIX – COVID SCENARIO PERFORMANCE
METHODOLOGY AND ASSUMPTIONS
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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