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Introduction
The digital transformation 
of society during COVID-19

Everyone could feel the way they used technology 
evolve during the COVID-19 lockdown. We wanted 
to dive into exactly how people have changed 
their digital habits in four countries: United States, 
Germany, France and United Kingdom. Did 
technology bring people closer together during 
the pandemic or divide them? Were brands able 
to position themselves well during COVID?

The study shows that digital uses have evolved, but to a different extent 
depending on the generation, country and sometimes even gender. The 
digital divide between generations and social categories has widened, 
with greater access to technology and information among the richest. 

As for the promise of bringing people together, this promise is not 
being kept: the respondents feel massively more distant from their 
communities, except for their family circle, to which they have become 
closer. In summary, here are some of the key findings of our analysis:

A growing adoption of technology, 
but a source of inequality, mistrust, 
and failure to provide a sense of 
closeness
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The public is massively adopting digital 
tools to follow the news and stay in touch, 
but this does not lead to an increase in 
confidence in new technologies. Rather, 
we are seeing an increase in concerns 
about fake news, privacy and the impact 
of technology on our daily lives.

Society is experiencing its digital trans-
formation unevenly. While all age groups 
have adopted digital tools to meet their 
needs (information, communication, shop-
ping), only the youngest - Millennials and 
Gen Z - see themselves maintaining these 
uses after the pandemic. Older generations 
foresee coming back to their old habits.

The quarantine has caused people to return to their 
roots and to turn inward. In all countries, people feel 
closer to family and home, but less connected to friends, 
neighbors, compatriots and immigrants. This is especially 
true for baby boomers, who feel the most disconnected, a 
sign of increased loneliness during COVID-19.

Based on our findings, the general public favors large 
retail brands and Amazon for maintaining service during 
the crisis, rather than those that have adapted their 
production for the common good. However, there is one 
exception in France, where LVMH and Decathlon are the first 
to be cited as brands that handled the crisis well, even though 
most French people (58%) have no opinion on the issue. 

The study shows that there is still a long way 
to go before new technologies and brands 
become recognized for delivering on their 
promise of social utility, and it can be a useful 
tool for communications professionals. 
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8 Methodology

Millennial and Gen Z men more comfortable than women using the Internet 

Lack of communication and access to media news could explain why the poorest 
are most hit by COVID-19 

Is the lockdown an accelerator for the digital transformation of American society? 
Yes, but only for Millennials and Gen Z 

Americans’ increased use of the Internet during the pandemic leads to growing 
concerns about technology

Americans feel closer to their household and families, but less close to everyone else

Young and poor Americans believe in technology to help solve problems, Boomers don’t 

Americans recognize the contribution of large retailers during COVID-19 

Internet proficiency of less educated and lower income respondents has been im-
proved by the crisis 

Crisis situations make French respondents go online to get their news and communicate

Videoconferencing and grocery delivery on the rise  

Increasing concern about fake news and data privacy 

The French are retreating into the inner circle 

Challenged sectors forced to innovate during the crisis 

58% of French people unable to name a brand that did something good during the crisis 
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Is COVID-19, highlighting the digital divide 
between generations?  

The digital divide worsens between London and 
the rest of the country, but improves between ge-
nerations 

Online shopping has accelerated during the cri-
sis – could the future of online shopping change 
forever?  

Brits are more concerned about fake news  

Brits felt much more connected to their communi-
ties during the crisis   

Could the education sector be transformed by 
technology moving forward?

Supermarkets have played a significant role to help 
British society throughout the crisis 

 

Younger generations feel even more comfortable using the Internet, the older ones 
stagnate

Differences in income lead to different use of online services 

The pandemic causes a boom in digital platforms, especially for Gen Z 

The fear of fake news in increasing – at the same time, trust in the media has never 
been so important  

Social relationships of older generations suffered during the pandemic – because 
of their insecurity in the digital world? 

Greater trust in technology in the fields of health, security and education

Germans most appreciate the contribution of the large online and food retailers

Americans and Brits more comfortable with the web during COVID-19, Germans 
and French still skeptical 

Brits are champions of Internet usage during COVID-19, France lagging behind

Videoconferencing on the rise, social networks remain favorites 

Fake news is the number one online concern 

Family links are stronger but society is more withdrawn 

Technology: problem or solution?  

Amazon stands out during the crisis 
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Methodology
02.

This quantitative research has 
been conducted among 4,028 
people in 4 countries.

The fieldworks for this survey have been conducted from 
April 28-30, 2020, through online research on CAWI 
(Computer Assisted Web Interview). 

OpinionWay carried out this research in application of 
the procedures and rules of the ISO 20252 standards.

The results must be read considering the statistical 
uncertainty margins: 1.5 to 3 points for a sample of 
1,000 respondents. 

�

�

�

�

France
  1,004 respondents

Germany 
  1,011 respondents

United Kingdom 
  1,013 respondents

United States 
  1,000 respondents
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Millennial and Gen Z 
men more comfortable 
than women using the 
Internet

Interestingly, men below 35 years old massively hold this opinion at 59%, 
which is 23% higher than women below 35. The gap closes almost entirely 
between men and women above 35. The reason for this discrepancy 
could be that young women are more concerned about protecting their 
privacy and safety online, which is the result of an Internet still massively 
designed by men – with women holding an estimated 20% of computer-
related jobs.

Since the start of the COVID-19 epi-
demic do you feel more or less 
comfortable using the internet?

0 3 . 1

41% of Americans consider themselves more 
comfortable using the Internet since the 
beginning of the pandemic, which is the highest 
of all 4 countries surveyed. Internet users are 
less concerned about Internet privacy and fraud 
issues, having to use the Internet more for 
communicating, delivery and all other services.

Gender Age Monthly income

% Total Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 
2,083$

2,083 to  
4,167$

4,168 to  
6,250$ 

6,251 to 
8,333$

8,334$  
and +

Total More 
comfortable

41% 42% 39% 71% 59% 47% 22% 18% 51% 42% 36% 39% 33%

…Yes, a lot more 
comfortable 

31% 33% 29% 48% 46% 38% 17% 15% 35% 31% 26% 35% 30%

…Yes, but you 
are still struggling 
with this platform 

10% 9% 10% 23% 13% 9% 5% 3% 16% 11% 10% 4% 3%

As before 58% 57% 60% 28% 40% 53% 77% 81% 47% 58% 63% 60% 67%
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Lack of communication 
and access to media news 
could explain why the 
poorest are most hit 
by COVID-19

Following the news: 65% for the highest income bracket vs 50% 
for the lowest

 Communicating: 47% vs 31%

 Shopping: 40% vs 27%

 Gaming: 45% vs 28%

The lowest income brackets are often essential workers who have less 
time to seek out health and safety information and communicate with 
friends and family, two essential ways to learn how to protection oneself 
and avoid contamination. The lack of communication and information 
could be one of the factors which explain why people with lower income 
are hit harder by COVID-19, on top of other factors such as lack of 
access to quality healthcare.

Since the start of the COVID-19 
epidemic, have you been using 
the Internet more frequently, less 
frequently or as frequently as before 
for each of the following activities?

0 3 . 2

Following the news (57%) and streaming movies 
and series (52%) are the two online activities on 
which Americans have spent more time since 
the beginning of the pandemic. Results vary  
vastly between age groups except for the most 
fundamental needs which are following the news, 
communicating and shopping where. 

There are also income disparities among 
respondents. The higher their monthly income, the 
more likely Americans are to spend more time:

Gender Age Monthly income

% More 
Frequently Man Woman

18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 
2,083$

2,083 to  
4,167$

4,168 to  
6,250$ 

6,251 to 
8,333$

8,334$  
and +

Following the 
news 57% 57% 57% 61% 58% 58% 54% 56% 50% 58% 58% 60% 65%

Watching 
movies, series 52% 53% 52% 75% 60% 61% 38% 34% 57% 50% 46% 59% 54%

Communicating 40% 39% 41% 43% 43% 49% 30% 37% 31% 42% 37% 48% 47%

Listening to 
music 37% 38% 36% 63% 56% 42% 20% 15% 43% 39% 28% 38% 41%

Gaming 31% 32% 30% 54% 43% 40% 14% 12% 45% 30% 25% 28% 28%

Shopping 30% 30% 31% 32% 28% 33% 28% 31% 27% 29% 29% 33% 40%

Listening to 
podcasts 20% 23% 17% 23% 32% 27% 9% 8% 17% 18% 19% 26% 23%

Dating 8% 9% 7% 20% 13% 9% 1% - 13% 5% 5% 10% 9%

11



Is the lockdown 
an accelerator for the 
digital transformation 
of American society? 
Yes, but only for 
Millennials and Gen Z

Vidéoconference : 34% of Americans have created an account 
and 23% intend to keep using it

Grocery delivery : 30% have created an account and 20% intend 
to keep using it

Food delivery : 28% have created an account and 19% intend to 
keep using it

Since the beginning of the COVID-19 
epidemic, have you created accounts 
for online services? For which cate-
gories? Do you intend to keep using 
them in the future?

0 3 . 3

A substantial portion of Americans have created 
new accounts for online services and about two 
thirds across all categories intend to keep using 
them after the lockdown is over. This is visible in 
the top 3 most popular categories:

Gender Age Monthly income

% Have 
created an 

account 
Man Woman

18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 
2,083$

2,083 to  
4,167$

4,168 to  
6,250$ 

6,251 to 
8,333$

8,334$  
and +

Fitness 23 % 26% 20% 53% 40% 27% 5% 4% 35% 19% 20% 25% 17%

Videoconference 34% 35% 33% 53% 47% 38% 19% 22% 35% 30% 28% 41% 39%

Grocery delivery 30% 31% 28% 52% 43% 31% 14% 17% 34% 26% 30% 27% 30%

Food delivery 28% 29% 27% 51% 43% 34% 10% 12% 34% 23% 26% 29% 30%

Entertainment 
(streaming 
movies, series...)

27% 27% 25% 53% 44% 28% 10% 10% 39% 23% 25% 26% 20%

Social Networks 24% 24% 25% 53% 42% 25% 9% 7% 36% 21% 22% 25% 21%

News 24% 27% 21% 46% 37% 27% 10% 9% 31% 21% 22% 26% 23%

Ebooks 20% 24% 16% 41% 34% 24% 4% 3% 29% 16% 17% 25% 17%

Podcasts 18% 21% 17% 39% 36% 21% 4% 2% 25% 18% 19% 19% 15%

E-commerce 18% 23% 14% 27% 32% 22% 8% 4% 24% 14% 14% 22% 19%

Audiobooks 17% 19% 14% 31% 31% 22% 2% 2% 24% 11% 15% 20% 15%

Dating 15% 19% 12% 32% 30% 19% 2% - 26% 13% 9% 18% 11%
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But here again there are differences between 
generations. For instance, 39% of Americans 
below 35 years old have joined a fitness app and 
plan to keep using it in the future, while this is 
only the case for 8% of people above 35 years old 
(perhaps they are more realistic on their ability to 
stick to a fitness routine in the long term!).

We observe a similar gap for food delivery: 32% 
of Americans below 35 years old have created 
an account and will keep using it, but only 7% of 
people 50 years old and above expect to do so.

The divide is less significant for videoconference. 
29% of people below 35 years old have created 
a videoconference account and expect to use it 
in the future. The figure only drops to 20% for 
people above 35.

Overall, Millennials and Gen Z foresee their 
new habits to continue after the pandemic, 
while older generations are using these 
services for convenience during the lockdown 
but expect to leave them behind in the future.

« Overall, Millennials 
and Gen Z foresee their 
new habits to continue 
after the pandemic, while 
older generations are 
using these services for 
convenience during the 
lockdown but expect to 
leave them behind in the 
future. »
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Americans’ increased 
use of the Internet 
during the pandemic 
leads to growing 
concerns about 
technology

Americans are also concerned about their digital footprint (33%) and 
the impact of technology in their daily lives (32%), although to varying 
degrees. The figures are higher for younger generations and tend to 
decrease with age. The lower concern for privacy of older generations 
could be an area of concern since they tend to be prime targets of phishing 
attempts. However, the lower concern of the impact of technology in 
their daily lives can be a sign that they see technology as a power for 
good to tackle some of the challenges they typically encounter: health 
problems, loneliness, mobility loss.

Since the beginning of the crisis 
due to the new coronavirus, are you 
more or less concerned about…?

0 3 . 4

Our research shows that using the Internet 
more does not make Americans less concerned 
about technology. On the contrary, more than 
half of Americans say they are more concerned 
about fake news than before, possibly because 
they are aware that in the midst of the COVID 
19 pandemic, misinformation can lead to very 
serious consequences for their own health. This 
is true across genders and all age groups.

Gender Age Monthly income

% More 
Concerned Man Woman

18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 
2,083$

2,083 to  
4,167$

4,168 to  
6,250$ 

6,251 to 
8,333$

8,334$  
and +

Fake news 51% 54% 49% 46% 51% 56% 48% 52% 52% 53% 46% 58% 55%

The data 
generated about 
you when you go 
online

33% 34% 32% 40% 34% 38% 26% 28% 39% 32% 28% 32% 31%

The impact of 
technology in our 
daily lives

32% 32% 32% 49% 37% 36% 23% 21% 38% 33% 28% 33% 29%
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Americans feel closer 
to their household and 
families, but less close 
to everyone else

For instance, while 62% of 18-24 year-olds feel more connected to their 
families, the number drops to 29% for 65 year-olds and above. The 
difference is also staggering for immigrants, with 33% for 18-24 y.o. vs 
4% for 50-64 y.o.

The research seems to show that loneliness has badly hit older 
generations and digital technology hasn’t been proven sufficient to 
alleviate the issue. 

Do you feel more, as much 
or less connected to…?

0 3 . 5

Americans declare feeling more connected to the 
people living in their household and their family 
members, which seems logical given they are 
often living through the lockdown together. While 
it seems that the lockdown has strengthened 
family ties, it has also hurt relationships with other 
groups, from friends to neighbors, communities 
and immigrants. 

Older generations seem to be suffering the 
most from this phenomenon, with the feeling 
of connection being substantially lower than 
younger generations. 

Gender Age Monthly income

%  More 
Connected

Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 
2,083$

2,083 to  
4,167$

4,168 to  
6,250$ 

6,251 to 
8,333$

8,334$  
and +

People living 
in your 
household

45% 45% 45% 59% 56% 55% 30% 28% 40% 45% 41% 48% 53%

Your family 43% 43% 44% 62% 51% 49% 31% 29% 48% 42% 38% 41% 45%

Your friends 24% 24% 24% 36% 27% 30% 15% 15% 28% 23% 19% 27% 23%

Your 
neighbors 21% 19% 22% 24% 26% 25% 13% 17% 22% 21% 17% 20% 24%

American 
people in 
general

21% 21% 21% 30% 26% 26% 12% 12% 23% 18% 21% 25% 21%

People from 
other 
generations

20% 23% 17% 26% 25% 26% 12% 11% 23% 19% 20% 13% 21%

Your 
community 19% 21% 18% 27% 25% 27% 10% 11% 22% 18% 18% 20% 23%

People living 
in other 
countries

19% 18% 19% 31% 23% 23% 10% 10% 23% 16% 12% 19% 22%

Immigrants 
living in your 
country

17% 20% 14% 33% 21% 24% 4% 7% 24% 14% 13% 14% 19%
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Young and poor 
Americans believe in 
technology to help solve 
problems, Boomers don’t  

The findings are similar with education, whereby 39% of Americans are 
convinced technology can help improve education-related issues (vs 
20% less convinced). 

Interestingly, those in the lowest-income bracket are the most trusting 
of technology to help solve problems such as education, safety, hunger, 
equality and poverty. On the contrary, people from older generations 
(50+ years old) seem to be the most tech-pessimistic, with 30% 
less convinced that technology will help solve poverty (vs 13% more 
convinced) and 27% less convinced that it will help solve inequalities (vs 
12% more convinced). 

Are you more, less or just as 
convinced about the fact that tech-
nology can help solve our problems 
concerning…?

0 3 . 6

Americans’ trust in technology to solve problems 
has increased during the pandemic, albeit to 
varying degrees depending on the problems and 
across generations. 41% of respondents are more 
convinced that technology can help solve health 
problems (vs 19% less convinced), showing that 
there is widespread trust in modern medicine to 
improve health outcomes, including tackling the 
COVID-19 pandemic. 

Gender Age Monthly income

%  More 
Convinced

Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 
2,083$

2,083 to  
4,167$

4,168 to  
6,250$ 

6,251 to 
8,333$

8,334$  
and +

Health 41% 45% 36% 57% 48% 44% 26% 35% 47% 38% 37% 39% 42%

Education 39% 40% 39% 50% 49% 40% 30% 33% 46% 33% 38% 39% 44%

Safety 33% 36% 30% 45% 45% 37% 21% 24% 41% 27% 26% 33% 37%

Environment 31% 35% 27% 44% 47% 35% 16% 20% 32% 31% 31% 29% 32%

Hunger 28% 30% 26% 48% 33% 31% 16% 17% 37% 29% 21% 27% 25%

Equality 24% 27% 22% 39% 39% 27% 12% 13% 32% 20% 17% 27% 27%

Poverty 23% 26% 20% 30% 33% 28% 13% 13% 31% 24% 15% 24% 24%
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Americans recognize 
the contribution of large 
retailers during 
COVID-19

Name one brand or company that 
has stood out to you as having done 
something especially well during the 
current crisis?

0 3 . 7

When asked which brands or companies 
have stood out to them during the pandemic, 
ecommerce and retail giants Amazon and 
Walmart are standing out. Despite public concern 
about the safety of essential workers in grocery 
stores and warehouses, Americans seem to favor 
companies that have maintained their essential 
services during the crisis with minimal disruption. 

Gender Age Monthly income

% Total Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 
2,083$

2,083 to  
4,167$

4,168 to  
6,250$ 

6,251 to 
8,333$

8,334$  
and +

Total Quote at 
least one brand

73% 72% 73% 70% 68% 70% 74% 80% 71% 70% 71% 74% 83%

Amazon             6% 8% 4% 1% 8% 9% 4% 6% 2% 8% 8% 4% 8%

Walmart 6% 5% 7% 9% 4% 7% 4% 6% 11% 6% 3% 4% 5%

Ford                2% 2% 2% - 3% - 1% 6% 1% 1% 2% 3% 4%

Verizon 2% 2% 2% 1% - 3% 1% 3% 2% 1% 1% 1% 3%

Other (NGO, 
foundations…)                       

2% 1% 2% - 1% 1% 2% 4% 1% 2% 3% 1% -

General Motors 2% 1% 2% - - 2% 3% 1% 1% 1% 1% 4% 2%

Mcdonald's         2% 2% 1% - 3% 2% 2% 1% 1% 2% 1% 3% 1%

Nike               1% 1% 2% 5% 2% 2% - - 4% 1% - - 1%

Johnson & 
Johnson 1% 1% 2% 1% 1% 2% 1% 2% 1% 2% 2% 1% 1%

Target 1% 1% 1% 2% 1% 2% - 2% - - 1% 1% 3%

3M 1% 1% 1% - 1% - 2% 2% 1% - 1% 1% 2%

Google              1% 1% - - 1% 1% 1% - 1% - - 1% 3%

Publix 1% 1% 1% 1% - - 1% 2% 1% 1% 2% 2% 1%

Governmental 
institutions 
(hospitals, etc)  

1% 1% 1% 2% 1% 1% 1% - 2% - - 2% 1%

Zoom               1% 1% 1% 2% - - 1% 2% 1% 1% - 2% -

Kroger 1% 1% 1% - 1% 1% 1% 1% 1% - - 1% 1%

Microsoft          1% 1% - - 1% 1% 1% - 1% - - - 3%

Apple               1% - 1% - - - 1% 2% - 1% - - 2%

Netflix            1% 1% 1% 1% 1% - 1% - 2% 1% - - -

Other brands                                    3% 3% 3% 3% 3% 2% 3% 4% 4% 5% 3% 1% 1%

Other 38% 36% 39% 43% 36% 34% 43% 34% 34% 37% 39% 40% 41%

Don’t know 27% 28% 27% 30% 32% 30% 26% 20% 29% 30% 29% 26% 17%
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Internet proficiency 
of less educated and lower 
income respondents has 
been improved by the 
crisis

However, positive signs can be found when analyzing data on respondents’ 
level of education and revenue. People who have a lower income (29%) 
and are less educated (28%) were in fact among the groups which 
comfort on Internet improved the most. Only 11% of people that pursued 
more than 2 years of higher education feel more comfortable, and only 
13% of individuals with a monthly income over €3,500 said they do. 

The crisis also has had a specific effect on shopkeepers, with 33% of them 
declaring to be more comfortable with Internet usage. This is confirmed by 
trends observed in the media: with restaurants and shops closing, small 
and local business owners had to react quickly, and a lot of them turned 
themselves to digital marketplaces like Deliveroo or Uber Eats. 

Since the start of the COVID-19 epi-
demic do you feel more or less 
comfortable using the internet ? 

0 4 . 1

Surprisingly, 80% of French respondents declare 
that they feel as comfortable as before using the 
Internet. While this lack of change could mean 
that many respondents already felt very proficient, 
it shows nuances based on age, monthly income, 
education etc. 

First, it appears that individuals under 35 have 
been more prone to change than their elders. 29% 
declare that they are more comfortable using the 
Internet, vs only 16% for individuals over 35. This 
growing generational divide is a dark perspective, 
as the divide was already in place before the 
COVID-19 digital divide.

Gender Age Monthly income 

% Total Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1000€
1 000 to  
1 999€

2 000 to  
3 499 € 

3 500€ 
and +

Total More 
comfortable

19% 19% 19% 22% 34% 18% 15% 13% 29% 25% 19% 13%

…Yes, a lot more 
comfortable 

13% 13% 13% 15% 26% 13% 8% 8% 20% 19% 13% 6%

…Yes, but you 
are still struggling 
with this platform 

6% 6% 6% 7% 8% 5% 7% 5% 9% 6% 6% 7%

As before 80% 80% 81% 73% 66% 81% 85% 87% 71% 75% 81% 86%
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Crisis situations make 
French respondents go 
online to get their news 
and communicate

In addition, more women than men used social media (43% vs. 34%) 
to communicate during the crisis. The gap increases when focusing on 
people under 35 (48% vs. 27%), which shows a perhaps bigger need 
from Gen-Z/Gen-Y women to interact with the outside world. 

More expected, the fact that entertainment (movies, podcasts, music…) 
rose far quicker among young people, especially in urban areas (40% in 
Paris vs 28% for the rest) where it was one of the only leisure activities 
available. 

Since the start of the COVID-19 
epidemic, have you been using 
the Internet more frequently, less 
frequently or as frequently as before 
for each of the following activities?

0 4 . 2

Similarly to what was witnessed during the 
Charlie Hebdo and Bataclan shootings, 41% of 
respondents declared following the news online 
more frequently during the COVID-19 crisis. 

This finding is applicable to all generations, with 
a nuance based on monthly income. In fact,  the 
higher the income, the higher the increase 
in frequency - 45% for people making over 
€3,500 a month vs 31% for people making 
less than €1,000.

Gender Age Monthly income 

%  More 
Frequently Man Woman

18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1000€
1 000 to  
1 999€

2 000 to  
3 499 € 

3 500€ 
and +

Following the 
news

41% 37% 45% 40% 38% 43% 43% 40% 31% 40% 44% 45%

Communicating 39% 34% 43% 37% 41% 40% 35% 40% 29% 37% 37% 49%

Watching movies, 
series

30% 30% 31% 54% 42% 31% 30% 13% 34% 34% 28% 30%

Listening to 
music

19% 18% 20% 28% 29% 23% 14% 11% 22% 22% 19% 18%

Gaming 17% 15% 18% 34% 25% 20% 9% 9% 25% 20% 17% 14%

Shopping 16% 14% 18% 16% 22% 15% 16% 14% 10% 19% 16% 19%

Listening to 
podcasts

8% 7% 8% 6% 19% 10% 4% 3% 11% 8% 8% 8%

Dating 2% 2% 5% 4% 13% 2% 1% - 6% 6% 2% 4%
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Videoconferencing 
and grocery delivery 
on the rise

It has been confirmed that food delivery is a service almost 
exclusively used by the youth, as only 2% (vs 16% for individuals 
under 35) of individuals aged 35 and above created an account during 
the crisis, and only 7% (vs 33%) of them already owned an account. 

Since the beginning of the COVID-19 
epidemic, have you created accounts 
for online services? 
For which categories?

0 4 . 3

With the full lockdown put in place in France, remote 
work became compulsory for millions of workers. 
This translates as expected in the amount of newly 
created accounts for videoconferencing services, 
which is the top pick from respondents (13%).

Tied for the top pick from French respondents: 
grocery delivery. Women (16%) were more likely 
to create an account for this service than men 
(9%). This was also similar for food delivery -- 
10% of women created a new account vs only 7% 
of men. 

Gender Age Monthly income 

% Have 
created an 

account 
Man Woman

18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1000€
1 000 to  
1 999€

2 000 to  
3 499 € 

3 500€ 
and +

Videoconference 13% 10% 15% 20% 23% 13% 8% 11% 12% 13% 11% 17%

Grocery delivery 13% 9% 16% 10% 25% 10% 13% 9% 11% 14% 12% 14%

E-commerce 10% 10% 10% 5% 27% 9% 5% 6% 10% 13% 10% 8%

Entertainment 
(streaming 
movies, series...)

9% 8% 11% 15% 23% 11% 3% 3% 15% 11% 9% 8%

Social Networks 8% 6% 8% 8% 21% 6% 3% 4% 11% 12% 8% 3%

Fitness 7% 4% 10% 15% 21% 6% 2% 1% 9% 12% 6% 4%

News 7% 6% 8% 8% 20% 7% 3% 5% 9% 11% 7% 4%

Ebooks 6% 4% 7% 7% 15% 5% 2% 3% 9% 10% 4% 3%

Food delivery 5% 4% 7% 10% 19% 4% 2% - 8% 8% 4% 5%

Audiobooks 5% 4% 5% 5% 14% 4% - 3% 8% 6% 4% 3%

Podcasts 4% 4% 6% 4% 18% 5% - - 8% 7% 4% 4%

Dating 4% 3% 4% 1% 15% 4% 1% 1% 9% 7% 2% -
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Increasing concern 
about fake news and 
data privacy

This question of the use of our data is more worrying for Parisians (26%) 
than for provincials (20%), while fake news is increasingly concerning 
for individuals over 50 (44%) than under 35 (29%). Their lower 
capacity to see the difference between genuine and fake news might 
be the reason for their higher concern.  

When asked about the general impact of technology in our daily lives, 
lower income respondents, whose jobs are potentially more threatened 
by technology, were far more concerned than higher income respondents. 

Since the beginning of the crisis due 
to the new coronavirus, are you more 
or less concerned about…?
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After the surge of fake news online during the 
COVID-19 and all the debates about STOP. 
COVID, the government’s official tracking app, 
we were to expect an increased concern from the 
population. 

Unsurprisingly, 39% of respondents declared 
being more concerned by fake news and 22% of 
them about the data they generate when online.

Gender Age Monthly income 

% More 
Concerned Man Woman

18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1000€
1 000 to  
1 999€

2 000 to  
3 499 € 

3 500€ 
and +

 Fake news 39% 41% 36% 29% 30% 37% 39% 49% 39% 32% 43% 40%

 The data 
generated about 
you when you go 
online

22% 21% 22% 17% 29% 22% 22% 18% 23% 18% 24% 18%

The impact of 
technology in our 
daily lives

18% 15% 21% 16% 21% 23% 16% 14% 25% 18% 19% 13%
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The French 
are retreating into 
the inner circle

Do you feel more, as much 
or less connected to…?

0 4 . 5

The effects of confinement are very visible here, 
as individuals felt increasingly connected to their 
family (26%) and/or the people in their household 
(25%).  These are the only two answers that have 
a positive more connected/less connected ratio. 
Compared to men (23%), women especially felt 
over-connected to their family (29%) a truth 
specifically valid for those under 35 (36%).

Gen Z respondents were hit hard by the crisis, 
sometimes managing to get back their families, 
but struggling to maintain the usual level of 
connection with their friends (36%).

Gender Age Monthly income 

% More 
Connected

Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1000€
1 000 to  
1 999€

2 000 to  
3 499 € 

3 500€ 
and +

Your family 26% 23% 29% 32% 29% 27% 22% 26% 21% 24% 28% 26%

People living in 
your household 25% 24% 25% 32% 32% 27% 21% 19% 20% 23% 25% 27%

Your neighbors 18% 17% 19% 13% 26% 18% 16% 19% 11% 19% 20% 20%

Your friends 16% 14% 17% 13% 23% 11% 13% 19% 17% 13% 17% 18%

People from other 
generations 12% 8% 15% 13% 17% 12% 10% 8% 12% 13% 10% 13%

People living in 
other countries 8% 4% 11% 9% 13% 6% 6% 6% 10% 9% 7% 9%

Your community 8% 6% 10% 10% 17% 7% 4% 6% 13% 7% 8% 8%

French people in 
general 8% 5% 10% 13% 12% 8% 5% 5% 12% 11% 6% 8%

Immigrants living 
in your country 5% 3% 6% 4% 14% 5% 2% 1% 9% 6% 4% 3%
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Challenged sectors 
forced to innovate 
during the crisis

Techno-skepticism is once again more important among people with 
a monthly income (<€1,000) than their higher income peers, especially 
when technology addresses issues like poverty, equality and hunger. 

When focusing on the environment, a key outcome in debates around 
COVID-19 in the French media, we notice a form of skepticism towards 
the impact of technology. Only 20% of respondents felt more 
convinced that technology can help us preserve the environment, 
and a whopping 32% of women under 35 even felt less convinced 
(vs 18% for men under 35). 

Are you more, less or just as 
convinced about the fact that tech-
nology can help solve our problems 
concerning…?
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Sectors that were hit and put under scrutiny during 
the crisis we forced to innovate: in education, with 
classes held on Twitch or Discord, and in health, 
with the extraordinary mobilization of thousands 
of scientists.  Again, this translates here, with 
health & education being a tied first pick (35%). 
Interestingly, in rural areas that suffer from digital 
divide and medical deserts, this optimism is less 
shared than in Paris (41% vs 29%). 

The older the respondent, the higher the optimism 
about technology’s impact on health: a finding 
that potentially shows that more vulnerable 
populations were strongly hoping for a quick 
fix thanks to technology (Decathlon mask / 
Vaccine…)

Gender Age Monthly income 

%  More 
Convinced

Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1000€
1 000 to  
1 999€

2 000 to  
3 499 € 

3 500€ 
and +

Health 35% 37% 33% 27% 29% 30% 38% 43% 25% 32% 37% 45%

Education 35% 34% 35% 37% 34% 31% 33% 40% 32% 31% 37% 41%

Safety 21% 23% 18% 19% 21% 17% 18% 28% 16% 18% 23% 27%

Environment 20% 19% 20% 17% 20% 20% 18% 21% 16% 21% 21% 21%

Poverty 11% 11% 11% 10% 17% 12% 11% 7% 9% 14% 12% 11%

Equality 10% 10% 10% 10% 16% 9% 10% 8% 10% 12% 12% 8%

Hunger 10% 9% 11% 8% 16% 9% 10% 7% 8% 11% 12% 9%
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58% of French people 
unable to name a brand 
that did something good 
during the crisis

Name one brand or company that 
has stood out to you as having done 
something especially well during the 
current crisis?

0 4 . 7

This finding shows the increasing gap between 
brands and consumers in France. Even worse: 
66% of respondents aged under 35 were unable 
to name a brand at all. 

LVMH (4%), thanks to its support to governmental 
institutions (hydroalcoholic gel), was the most 
quoted brand by respondents, just ahead of… 
governmental institutions with 3% (including 
hospitals). A popularity especially visible in Paris 
(7%), where thousands of neighbors were seen 
clapping for health workers every night at 8.00 P.M.

Gender Age Monthly income 

% Total Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1000€
1 000 to  
1 999€

2 000 to  
3 499 € 

3 500€ 
and +

Total Quote at 
least one brand 42% 42% 42% 35% 34% 45% 46% 44% 33% 38% 42% 52%

LVMH                       4% 3% 5% 4% 4% 4% 7% 3% 2% 1% 5% 8%

Governmental 
institutions 
(hospitals, etc)  

3% 4% 3% 1% 1% 4% 4% 5% 3% 2% 3% 5%

Other retailers 2% 2% 2% - 3% 4% - 3% - 4% 2% 3%

Decathlon                  2% 1% 3% 2% - 3% 3% 2% 4% 1% 2% 3%

Amazon             2% 1% 2% 2% 4% 2% - 1% - 3% 1% 1%

La Poste                   1% 2% 1% 1% 2% 2% 2% 1% - 1% 2% 2%

Peugeot                    1% 2% 1% 1% - 2% - 3% - 2% 1% 2%

Orange                     1% 2% 1% 2% - 2% 2% 1% - 1% 2% 1%

Maif                       1% 2% 1% - 3% 1% 1% 3% - - 2% 2%

Cosmetics, luxury 
industries 1% - 2% - 1% 2% 2% 1% 1% 1% - 2%

Free                       1% 1% 1% 1% - 2% 2% - - 2% 1% -

Textile industries                    1% 1% 1% - - 2% 1% - 4% 2% - 1%

Michelin                   1% 1% 1% - 2% 1% 2% 1% - 2% 1% -

Auchan                     1% 1% 1% 2% 2% 1% - - 1% 1% 1% -

Carrefour                  1% 1% - - - 1% 1% 1% 1% - 1% 2%

SNCF                       1% 1% 1% 1% 1% - 2% - 2% 1% 1% -

Air Liquide                1% 1% - 1% - - 1% 2% - - 1% 1%

Banks                    1% 1% - - 1% 1% - 1% - - 1% 1%

Total                      1% 1% - - - 1% 1% 1% 4% - 1% 1%

L'Oreal                    1% 1% 1% - - 1% 1% 1% 1% - 1% 1%

Sanofi                     1% - 1% 3% - - - 1% - - - 2%

Renault                    1% 1% - 1% - 1% - 1% - 1% 1% -

Food industries            1% 1% - 1% - 1% - 1% - 1% 1% -

Other (NGO, 
foundations…)                       

1% 1% 2% 3% - - 2% 2% 3% 2% 1% 1%

General mentions                                    2% - 3% 3% 1% 1% 2% 2% - 2% 1% 1%

Other 6% 6% 6% 6% 6% 7% 6% 6% 6% 3% 5% 9%

Don’t know 58% 58% 58% 65% 66% 55% 54% 56% 67% 62% 58% 48%
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Is COVID-19, 
highlighting the digital 
divide between 
generations? 

Comparatively, the rest of the demographics in the UK did not seem 
to have been significantly impacted in terms of comfortability online. In 
fact, 65% of 35-49-year olds did not see the difference and on average 
83% of those aged 50-65+ felt the same as before as well. This could be 
bringing to light the digital divide in the UK, as the younger generation 
appear more apt to adjusting in the increased use and reliance of internet 
during COVID-19.

Since the start of the COVID-19 
epidemic do you feel more or less 
comfortable using the internet?
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It appears that as a result of the pandemic, a large 
portion of Gen Z and millennials said they feel 
more comfortable using the internet than before. 
This could be spurred by the fact that they have 
accustomed easily to the digital shift, given that 
they are digital natives.

61% of 18-24 year old’s and 49% of 25-34 year 
old’s said they feel more comfortable using the 
internet since the start of the pandemic. 

Gender Age Monthly income 

% Total Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1300£
1 300 to  
2 599£

2 600£ 
and +

Total More 
comfortable

34% 32% 36% 61% 59% 35% 19% 13% 37% 34% 33%

…Yes, a lot more 
comfortable 

28% 26% 30% 49% 50% 31% 15% 10% 31% 28% 29%

…Yes, but you 
are still struggling 
with this platform 

6% 6% 6% 12% 9% 4% 4% 3% 6% 6% 4%

As before 66% 68% 64% 39% 41% 65% 81% 86% 62% 66% 67%

27



The digital divide 
worsens between 
London and the rest 
of the country, but 
improves between 
generations

In the UK, the older population has adopted online forms of 
communications, much more so than the other countries.  46% of those 
aged 50-65+ are now using online communications more frequently. 
Comparatively, only 34% of the same age group are doing so in France. 
The rise in communications reflects the data the highlights that social 
media as the top account which Brits have created accounts for since 
the epidemic.

Since the start of the COVID-19 
epidemic, have you been using 
the Internet more frequently, less 
frequently or as frequently as before 
for each of the following activities?
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In relation to the overall evolution of online 
activities, the UK saw the highest number of 
people following the news more frequently than 
usual, with 60% saying they have following it 
more. In London, this increases to a significant 
70% which may be because Londoners were most 
affected by changes imposed by the government. 

Gender Age Monthly income 

% More  
Frequently Man Woman

18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1300£
1 300 to  
2 599£

2 600£ 
and +

Following the 
news

60% 56% 64% 58% 68% 64% 59% 51% 61% 61% 63%

Watching 
movies, series

49% 42% 55% 72% 74% 55% 38% 18% 48% 51% 50%

Communicating 48% 44% 52% 49% 49% 51% 47% 45% 41% 50% 59%

Listening to 
music

37% 37% 37% 56% 56% 42% 24% 19% 37% 39% 39%

Shopping 32% 33% 30% 25% 31% 30% 29% 40% 29% 33% 36%

Gaming 25% 25% 24% 56% 39% 24% 15% 5% 28% 23% 25%

Listening to 
podcasts

18% 20% 15% 29% 33% 25% 5% 5% 18% 17% 21%

Dating 6% 9% 4% 11% 15% 7% 2% - 8% 5% 6%
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Online shopping has 
accelerated during 
the crisis – could 
the future of online 
shopping change 
forever?

Video conferencing: 44% of British people have an account for    
video conferencing 

20% say that they created an account during the pandemic that 
they will use in the future

Ecommerce: 37% of Brits have created an account and 8% intend 
to keep using it

Food delivery: 61% have created an account and 16% intend to 
keep using it

Since the beginning of the COVID-19 
epidemic, have you created accounts 
for online services? 
For which categories?
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Similarly to their US counterparts, the UK also saw 
a large rise in the use of video conferencing. More 
notably, both countries had a higher percentage 
of the population that said they will continue to 
use video conferencing after the crisis, whereas 
much fewer people in France (9% ) and Germany 
(13%) said they would do the same. This may 
also suggest that the UK will be more likely to 
continue remote working after the pandemic, 
particularly in the capital, as 62% of Londoners 
have an account and 29% will continue to use it.

Gender Age Monthly income 

% Have 
created an 

account 
Man Woman

18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1300£
1 300 to  
2 599£

2 600£ 
and +

Videoconference 28% 28% 28% 44% 44% 32% 13% 19% 26% 27% 34%

Grocery delivery 25% 29% 22% 34% 44% 23% 14% 20% 23% 26% 27%

Food delivery 24% 27% 20% 37% 42% 19% 14% 18% 22% 25% 25%

Entertainment 
(streaming 
movies, series...)

23% 23% 22% 43% 49% 24% 10% 2% 23% 24% 24%

Social Networks 19% 19% 19% 48% 43% 15% 6% 4% 20% 20% 18%

News 18% 20% 16% 37% 37% 17% 6% 6% 18% 18% 20%

Fitness 17% 17% 16% 37% 37% 19% 4% 2% 17% 18% 17%

E-commerce 15% 17% 14% 29% 38% 16% 3% 2% 14% 16% 18%

Ebooks 15% 16% 13% 32% 33% 16% 3% 3% 16% 15% 14%

Audiobooks 14% 16% 13% 28% 32% 18% 3% 2% 16% 15% 15%

Podcasts 14% 17% 12% 32% 34% 15% 2% 1% 16% 15% 14%

Dating 11% 12% 11% 27% 27% 12% 1% - 12% 13% 11%
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The rise in online grocery shopping could have also been driven by fear 
of overcrowded supermarkets, which is understandable considering that 
Britain is the most densely populated country of all countries surveyed. 
In addition, the media reported research that demonstrated how the 
virus can spread across aisles in supermarkets. This coupled with the 
government campaign to “Stay Home. Save Lives” seems to have had an 
impact on people opting to shop online to reduce exposure to the virus.

As social distancing may become the “new normal,” could this increase in 
online shopping have a long-term effect on the way Britons shop in the 
future?

Interestingly, whilst there is a rise in online grocery shopping, general 
ecommerce does not appear to have accelerated. Only 37% of British 
people say they have an account for ecommerce, which is the lowest 
percentage out of all the countries. It could indicate that people are being 
more frugal with their spending and focusing on the necessities, such as 
grocery shopping. 

Despite this, food deliveries proved to be a popular option in Britain, with 
61% of the population with accounts. In the capital an outstanding 71% 
have a food delivery account. Takeaway was increasingly popular among 
the Gen Z (71%) and even more so with millennials (81%). This could also 
indicate that British people, and particularly, the younger demographic 
generally tend to prefer to eat out than cooking.

Out of all the countries, the UK saw the highest 
increase in people adopting online shopping, 
with 32% of the population saying that they have 
started shopping online more frequently than 
before. March saw a huge spike in supermarkets 
due to stockpiling as coronavirus started to 
spread. Tesco, UK’s largest retailer found that in 
the early part of the COVID-19 crisis, sales grew 
by 30% (Sillitoe, 2020).

Grocery delivery: 62% of people said they have 
an account for online grocery shopping with 16% 
saying that that created an account during the 
crisis that they will continue to use in the future.

Online grocery deliveries seem to be quite 
prominent in the UK in comparison to the other 
countries, with a significant 62% of Brits with 
an online grocery shopping account. In London, 
71% have an account, with a significant 37% of 
people that created an account since the crisis. 
This highlights the increase in usage of online 
shopping, particularly in the capital. In order to 
meet the increasing demand, Tesco doubled their 
capacity and fulfilled one million delivery slots.
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Brits are more 
concerned about 
fake news 

Another notion is that millennials understand the value of their personal 
data online and therefore feel more concerned about their data 
information.  To add to this, millennials and Gen Z seem much more 
concerned about the impact of technology on our daily lives.

 Fake news: 54% of Gen Z are concerned about fake news 

 Data online: 39% of Millennials are concerned about the data 
generated about them when online 

Impact of tech: 38% and 35% of Gen Z and Millennials respectively 
are concerned about the impact of technology on their daily lives

Since the beginning of the crisis due 
to the new coronavirus, are you more 
or less concerned about…?

0 5 . 4

With a significant amount of British people 
following the news more regularly, it is expected 
that there is a more concern about the spread 
of fake news. Gen Z saw a higher percentage 
concerned about fake news, which may be 
because they understand how easy it is to spread 
false information. This could be due to the notion 
that Millennials and Gen Z are more cautious 
about the spread of propaganda by the mass 
media as many use social media as a source of 
information.

Out of all the demographic, millennials are the 
most concerned about their data privacy online. 
This indicates that there may be worry around 
cybersecurity for this demographic. 

Gender Age Monthly income 

% More 
Concerned Man Woman

18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1300£
1 300 to  
2 599£

2 600£ 
and +

 Fake news 49% 51% 47% 54% 47% 52% 44% 52% 49% 48% 53%

 The data 
generated about 
you when you go 
online

27% 29% 25% 26% 39% 25% 22% 24% 26% 29% 25%

 The impact of 
technology in our 
daily lives

26% 26% 25% 35% 38% 26% 15% 21% 29% 26% 25%
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Brits felt much more 
connected to their 
communities during 
the crisis 

Neighbours: 29% of Brits felt more connected to their neighbors

 Community: 23% felt more connected to their community

Friends: 44% feel less connected to their friends

A large portion of Britons felt more connected to members of their 
household and much less so to their friends. This suggests that many 
listened to the government advise to stay home and not meet anyone 
outside of the household, even friends and family.  

Do you feel more, as much 
or less connected to…?
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From the results, it appears that communities 
really came together during this time of crisis. 
Brits felt more connected to their communities 
in comparison to all 3 countries. Traditionally, 
Britain has been known for being an individualist 
society. However, during this period, it was clear 
that solitude was emphasized. Initiatives such 
as Nextdoor, a social media app which connects 
neighbors by postcode, has surged in use amid 
the crisis. This highlights the increased community 
feel among Brits.

Gender Age Monthly income 

%  More 
Connected

Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1300£
1 300 to  
2 599£

2 600£ 
and +

People living 
in your 
household

42% 40% 44% 59% 56% 44% 37% 23% 37% 41% 49%

Your family 34% 32% 35% 47% 46% 34% 26% 26% 33% 33% 36%

Your 
neighbors 29% 29% 29% 22% 30% 29% 29% 30% 25% 28% 37%

Your 
community 23% 22% 24% 25% 28% 24% 21% 18% 22% 20% 30%

British people 
in general 22% 21% 24% 25% 30% 22% 22% 14% 21% 22% 27%

Your friends 22% 21% 23% 31% 35% 22% 17% 13% 24% 22% 22%

People from 
other 
generations

19% 20% 17% 17% 30% 22% 16% 9% 15% 21% 23%

People living 
in other 
countries

16% 17% 15% 25% 21% 19% 13% 7% 16% 16% 18%

Immigrants 
living in your 
country

13% 14% 12% 21% 24% 13% 7% 5% 11% 15% 14%
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Could the education 
sector be transformed 
by technology moving 
forward?

Are you more, less or just as 
convinced about the fact that tech-
nology can help solve our problems 
concerning…

0 5 . 6

Education (34%) was viewed as the area in which 
technology could help provide a solution for. With 
many having to resort to homeschooling, use of 
technology in education accelerated and may 
have also shown alternative ways to educate. 
Health (33%) was also an area in which people 
felt technology could help.

Gen Z (42%) appear to be more optimistic about 
technology helping solve problems regarding the 
environment, whereas only 25% of the population 
thought this could be the case.

Gender Age Monthly income 

% More 
Convinced Man Woman

18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1300£
1 300 to  
2 599£

2 600£ 
and +

Education 34% 33% 36% 47% 42% 36% 28% 26% 38% 33% 37%

Health 33% 35% 32% 45% 39% 34% 29% 26% 34% 31% 39%

Safety 26% 27% 24% 45% 37% 25% 18% 15% 29% 24% 28%

Environment 25% 26% 24% 42% 33% 28% 17% 15% 27% 27% 25%

Poverty 18% 17% 19% 31% 38% 14% 12% 6% 19% 19% 19%

Equality 18% 18% 18% 31% 32% 19% 12% 5% 22% 15% 20%

Hunger 17% 18% 17% 24% 34% 18% 10% 7% 18% 19% 19%
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Supermarkets have 
played a significant 
role to help British 
society throughout 
the crisis

Tesco was ranked as the top brand that stood out during the pandemic by 
8% of the population. People in Northern Ireland and the East midlands 
were particularly impressed with Tesco as 16% and 12% rated Tesco highly, 
highlighting their impact within these regions.  Tesco ran several initiatives 
across the UK including Bags of Help, which provides support for local 
communities by offering short-term funds amid the crisis. 

Name one brand or company that 
has stood out to you as having done 
something especially well during the 
current crisis?
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Brits valued the effort that the top British 
supermarket chains made during the crisis. Brands 
that displayed empathy and support towards the 
wider society were viewed more favorably. All 3 
supermarket brands had initiatives to support 
the community, which may have contributed to 
people feeling more connected to the community 
(see 5.5). The supermarket chains in Britain came 
together to draw ‘feed the nation’ contingency 
plans to help cope with the spike in panic buying.

Gender Age Monthly income 

% Total Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1300£
1 300 to  
2 599£

2 600£ 
and +

Total Quote at 
least one brand

74% 75% 73% 65% 62% 74% 78% 83% 74% 71% 79%

Governmental 
institutions 
(hospitals, etc)  

25% 27% 24% 8% 14% 28% 31% 33% 29% 24% 24%

Tesco           8% 9% 8% 8% 7% 7% 11% 8% 6% 9% 9%

Sainsbury       5% 5% 5% 8% 4% 2% 5% 7% 7% 3% 5%

Asda            3% 3% 2% 4% 4% 3% 2% 2% 4% 4% 1%

Amazon             3% 2% 3% 2% 3% 2% 2% 4% 4% 2% 3%

Coop            2% 1% 2% 2% 1% 2% 1% 2% 1% 3% 1%

Morrisons       2% 1% 2% 2% 4% - 2% 1% 3% 1% 2%

Aldi               1% 1% 1% 1% 1% 2% 1% 2% 1% 2% 1%

Dyson           1% 1% 1% 1% - 2% - 2% 1% 2% 1%

Marks & Spencer 1% 1% 1% - 1% 1% 1% 2% 1% 1% 1%

Waitrose        1% 1% 1% - - - 2% 2% - 1% 1%

BBC             1% 1% - 1% 1% 1% 2% - 1% 1% 1%

EE              1% - 1% 2% - 1% 0% 1% - 1% 1%

Zoom               1% 1% - 1% 1% - 1% 1% - - 1%

Mcdonald's         1% 1% - 1% 1% 1% - - 1% 1% -

Mercedes           1% 1% - - - - 1% 1% - 1% 1%

General mentions                                    3% 2% 4% 4% 2% 2% 3% 2% 2% 4% 2%

Other 15% 13% 16% 19% 13% 16% 12% 14% 11% 12% 21%

Don’t know 26% 25% 27% 35% 38% 26% 22% 17% 26% 29% 21%
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All the brands supported the National Health 
System (NHS) by prioritizing the workers and 
ensuring they were well looked after. During this 
time, there was a large focus on the NHS staff, 
and this is reflected in the results (see 5.5). Further 
emphasizing the important role NHS plays in the 
British society.

The crisis increased the trust in governmental 
institutions

A significant 25% noted that governmental 
institutions played a major role in society. 
Britain was the only country to list governmental 
institutions having a positive impact during the 
crisis. The shared pride in the NHS amplified. 
Many communities and brands came together in 
support of the NHS and several initiatives were 
launched to thank the front-line workers, including 
Clap for NHS and the Royal Mail painting post 
boxes blue. 

Those with lower disposable incomes viewed the 
government more positively, as 29% felt that the 
government played a positive role. This could also 
be driven by governmental measures to support 
the nation during this time, such as the furlough 
scheme. Those aged 50-56+ saw the government 
positively, with 32% noting the impact (Petter, 
2020)

« The crisis 
increased 
the trust in 
governmental 
institutions »
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Younger generations 
feel even more 
comfortable using 
the Internet, 
the older ones 
stagnate

The fact that especially the younger generations feel more comfortable 
using the internet could be due to the fact that young people use the web 
most often and test different platforms (like Zoom, TikTok, Houseparty, 
Twitch...). The learning effect is therefore potentially the highest. The 
older the participants are, the more likely they are to stick to the tried 
and tested: Google, news, e-mail.

Since the start of the COVID-19 epi-
demic do you feel more or less 
comfortable using the internet?

0 6 . 1

According to our data, the younger the German, 
the more comfortable they feel with the Internet 
as a result of the pandemic.

With Gen Z, almost 50% feel more comfortable on 
the Internet since the crisis. This figure decreases 
with the age of the participants: with Millennials it 
is 37%, but the age group of 50+ the figure drops 
to 16%. As many as 84% of 50+ year-olds say 
they have not noticed any difference since the 
beginning of the pandemic.

Gender Age Monthly income 

% Total Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1000€
1 000 to  
1 999€

2 000 to  
3 499 € 

3 500€ 
and +

Total More 
comfortable

26% 24% 29% 48% 37% 31% 16% 16% 30% 27% 28% 24%

…Yes, a lot more 
comfortable 

18% 16% 20% 29% 27% 25% 10% 10% 19% 18% 22% 17%

…Yes, but you 
are still struggling 
with this platform 

8% 8% 9% 19% 10% 6% 6% 6% 11% 9% 6% 7%

As before 74% 76% 71% 51% 63% 69% 84% 84% 70% 73% 72% 76%
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Differences in income 
lead to different use of 
online services

Online gaming and listening to music tends to decline with rising 
income

The use of the Internet to listen to podcasts and for communication 
tends to increase with rising income

Over 50% of the German population, regardless of demographic 
characteristics (exception: age 65+ with 48%), have been using the 
Internet more frequently to follow news since the beginning of the 
pandemic. The proportion rises with increasing income and lower age.

Since the start of the COVID-19 
epidemic, have you been using 
the Internet more frequently, less 
frequently or as frequently as before 
for each of the following activities?

0 6 . 2

In Germany, the use of the Internet for online 
purchases (18%) increased only slightly 
compared to the UK (32%) and the USA (30%). 
It is conceivable here that there is a correlation 
between the number of infected persons per 
country and the fear of the population to leave 
the house for shopping.

Gender Age Monthly income 

%  More 
Frequently Man Woman

18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1000€
1 000 to  
1 999€

2 000 to  
3 499 € 

3 500€ 
and +

Following the 
news

56% 52% 59% 62% 60% 59% 55% 48% 55% 50% 62% 62%

Watching 
movies, series

38% 38% 38% 72% 65% 47% 26% 12% 43% 39% 36% 39%

Communicating 31% 29% 33% 42% 51% 33% 22% 22% 31% 27% 35% 41%

Listening to 
music

29% 27% 30% 58% 50% 33% 18% 12% 40% 28% 25% 28%

Gaming 23% 25% 23% 54% 42% 33% 10% 5% 31% 24% 24% 21%

Shopping 18% 18% 19% 29% 28% 21% 12% 12% 19% 18% 22% 17%

Listening to 
podcasts

16% 15% 17% 32% 25% 21% 7% 9% 15% 14% 17% 19%

Dating 5% 7% 3% 10% 8% 9% 1% 1% 4% 6% 6% 4%
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The pandemic causes 
a boom in digital platforms, 
especially for Gen Z

Gen Z has a clear lead in the number of new online accounts (≥15 
% more than millennials) in these categories: video conferencing, 
streaming, social networking and fitness. 57 % of Gen Z have been 
using videoconferencing tools during the crisis (vs. Millennials 32 %, 
50+ only 5-6 %). 

Since the beginning of the COVID-19 
epidemic, have you created accounts 
for online services? For which 
categories? Do you intend to keep 
using them in the future?

0 6 . 3

Around 20% of the German population says 
they have set up a new online account for 
online commerce and video conferencing (19% 
each), as well as streaming and social networks 
(18% each). Except for a slight decrease in the 
number of accounts set up for social networks 
with increasing wealth, income has no influence 
on the online account creation trends during the 
pandemic.

Rather, it is age-related: The younger the 
participants were, the more often new online 
accounts were created.

Gender Age Monthly income 

% Have 
created an 

account 
Man Woman

18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1000€
1 000 to  
1 999€

2 000 to  
3 499 € 

3 500€ 
and +

E-commerce 19% 19% 20% 36% 28% 22% 11% 14% 17% 20% 25% 20%

Videoconference 19% 18% 20% 57% 32% 23% 6% 5% 18% 18% 20% 22%

Entertainment 
(streaming 
movies, series...)

18% 19% 17% 45% 28% 24% 10% 4% 19% 19% 20% 18%

Social Networks 18% 18% 19% 39% 23% 22% 13% 9% 23% 20% 19% 13%

News 17% 17% 17% 32% 21% 21% 10% 12% 15% 20% 18% 17%

Food delivery 14% 13% 16% 38% 24% 16% 8% 7% 16% 14% 18% 13%

Fitness 13% 13% 13% 36% 21% 19% 5% 2% 13% 13% 16% 13%

Grocery delivery 13% 12% 13% 31% 21% 16% 7% 5% 13% 11% 17% 16%

Podcasts 11% 11% 12% 27% 20% 17% 3% 3% 11% 13% 11% 11%

Audiobooks 10% 11% 10% 26% 15% 15% 4% 2% 6% 12% 14% 9%

Dating 10% 11% 9% 22% 19% 14% 5% - 14% 10% 12% 8%

Ebooks 10% 10% 10% 21% 14% 15% 4% 3% 7% 10% 13% 11%
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The fear of fake news 
in increasing – at the 
same time, trust in 
the media has never 
been so important 

The fact that it was precisely the fear of fake news that increased 
most during the Corona pandemic could be alarming; especially in an 
exceptional situation like the Corona crisis, trust in the media is essential. 
In Germany, however, not everyone shares this trust in the media, which is 
also evident from the numerous demonstrations and rallies (in Stuttgart, 
Munich, Berlin and other cities) against the measures to contain the 
coronavirus.

Concerns on all three points tend to decrease with increasing age. Above 
all, however, concern about privacy at risk in the digital world and fear of 
the impact of technology on everyday life is remarkably low among the 
65+ age group. 

Since the beginning of the crisis due 
to the new coronavirus, are you more 
or less concerned about…?

0 6 . 4

Despite more frequent use of the Internet and 
the statement that the COVID-19 pandemic has 
made people feel more comfortable using the 
Internet in general, Germans have since become 
more concerned about personal data through 
Internet use (21% have more worries vs. 13% fewer 
worries), as well as about fake news (45% have 
more worries vs. 11% fewer worries). Concerns 
about the impact of technology on everyday life 
remained the same. 

Gender Age Monthly income 

% More 
Concerned Man Woman

18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1000€
1 000 to  
1 999€

2 000 to  
3 499 € 

3 500€ 
and +

Fake news 45% 49% 41% 55% 53% 39% 43% 45% 50% 46% 44% 43%

The impact of 
technology in our 
daily lives

21% 20% 22% 37% 24% 19% 18% 17% 21% 21% 23% 16%

The data 
generated about 
you when you go 
online

21% 21% 20% 28% 25% 17% 21% 18% 21% 21% 22% 18%
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This may be because the older generation may 
not see technology as an enemy, but rather 
as a helper for their daily challenges: modern 
medical and health technologies, digital platforms 
combating loneliness, or the possibility to do their 
weekly shopping online. 

On the other hand, it could also be argued that 
older people in particular simply have too little 
knowledge about technology and are therefore 
unable to assess its effects. 

It is also notable that Germans with a monthly 
income of 3500€ + worry the least. Men are more 
afraid of fake news than women. A full 37% of Gen 
Z are concerned about the impact of technology 
on our everyday lives - a full 12% more than any 
other age group.

The fact that the Germans with the highest 
incomes are the least afraid of the impact of 
technology on everyday life may be due to the fact 
that high-income people tend to have a higher 
education and are able to inform themselves 
about the subject matter and thus turn concern 
into knowledge. It could also be argued that well-
paid occupations are often associated with in-
depth knowledge of technology and its impact.

« the Germans 
with the highest in-
comes are the least 
afraid of the impact 
of technology on 
everyday life »
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Social relationships 
of older generations 
suffered during the 
pandemic – because of 
their insecurity in 
the digital world?

The younger the Germans are, the less their relationships with fellow 
human beings have suffered during the pandemic: An average of 25% 
of Gen Z stated that relationships in general had improved, while this 
opinion is shared by only 9% of those aged 65+. This could be related 
to the fact that internet use, especially internet use for social networking 
and video conferencing, has also increased most among the younger 
age groups. Relationships therefore may have not deteriorated, but 
rather shifted to the digital world.

A correlation between the level of income and the development of 
relationships during the Corona crisis can also be established: The more 
Germans earn, the less relationships suffered from the pandemic.

Do you feel more, as much 
or less connected to…?

0 6 . 5

Most of the interpersonal relationships of the 
German population have suffered as a result of 
the pandemic. Only the relationships with people 
in one’s own household (30% closer vs. 17% less 
close) and with the family (32% closer vs. 7% less 
close) have been strengthened. This is similarly 
observed in France, the US and the UK, and could 
be related to self-isolation in the household, often 
only with family. A consistent 25% - 30% of the 
German population report that relationships with 
friends, neighbours, the community, Germans in 
general, people living in other countries or from 
another generation, and immigrants have become 
less strong.  

Gender Age Monthly income 

% More 
Connected

Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1000€
1 000 to  
1 999€

2 000 to  
3 499 € 

3 500€ 
and +

People living in 
your household 32% 30% 36% 43% 44% 38% 28% 22% 26% 30% 37% 41%

Your family 30% 27% 32% 39% 42% 35% 21% 22% 26% 29% 32% 33%

Your friends 16% 12% 19% 25% 19% 17% 12% 12% 8% 20% 16% 17%

Your neighbors 15% 12% 17% 22% 14% 17% 13% 12% 10% 19% 16% 13%

Your community 10% 8% 11% 15% 12% 11% 8% 7% 6% 11% 11% 11%

German people in 
general 10% 10% 9% 18% 11% 12% 8% 4% 8% 10% 11% 10%

People living in 
other countries 8% 6% 10% 18% 13% 10% 6% 3% 8% 9% 8% 8%

People from other 
generations 7% 6% 8% 17% 11% 7% 5% 3% 6% 7% 8% 9%

Immigrants living in 
your country 7% 5% 8% 15% 11% 10% 4% - 5% 8% 7% 6%
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Greater trust 
in technology 
in the fields of 
health, security 
and education

It was precisely these two areas that were the focus of media attention 
during the Corona pandemic and were thus also the subject of social 
media coverage, where primarily Gen Z is prevalent - whether articles or 
memes about the virologist Christian Drosten, news about the planned 
corona warning app, or general news about the current number of 
infected people.

One could also conclude that media attention guides our perception: 
the issue of security is inevitably linked to the current situation and 
healthcare. There may therefore be a growing belief that technology can 
help address this problem - dampened by fear of the impact of technology 
on our everyday lives (see 6.4). The discussion that has also been raised 
in Germany, «climate change is deadlier than the coronavirus», could be 
an indication that here too the presence of the issue has led to a rise 
in the number of people believing that technology can help tackle the 
environmental problem.

Are you more, less or just as 
convinced about the fact that tech-
nology can help solve our problems 
concerning…?

0 6 . 6

The German population is generally optimistic 
that technology can help to overcome problems 
in the areas of education, health, security and 
the environment. However, when it comes to 
eradicating hunger and poverty and strengthening 
equality, the majority is skeptical. This view is 
neither gender-based nor income-based.

Around a third of Germans (33% and 31% 
respectively) and a full 49% of Gen Z are convinced 
that technology can help solve problems in the 
areas of health and education. 

Gender Age Monthly income 

% More  
Convinced

Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1000€
1 000 to  
1 999€

2 000 to  
3 499 € 

3 500€ 
and +

Education 33% 31% 35% 49% 39% 29% 31% 29% 32% 33% 36% 32%

Health 31% 32% 30% 49% 37% 26% 28% 30% 27% 31% 35% 32%

Safety 24% 24% 24% 33% 30% 23% 23% 20% 27% 24% 26% 25%

Environment 23% 24% 21% 35% 25% 26% 16% 19% 18% 23% 26% 22%

Hunger 15% 15% 15% 26% 18% 18% 11% 9% 9% 17% 16% 15%

Poverty 14% 13% 15% 25% 15% 17% 11% 9% 13% 15% 14% 14%

Equality 13% 12% 15% 26% 19% 15% 10% 7% 14% 13% 15% 13%
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Germans most 
appreciate the 
contribution 
of the large online 
and food retailers

Also Remarkable is the mention of Trigema: the company, which is 
active in textile production and petrol station distribution, is probably 
not known to most people outside Germany, and even within Germany 
the brand does not really enjoy a high level of recognition. During the 
crisis, the company had switched its entire production to face masks, 
thus contributing to the safety of the population. Apparently, the older 
generations in particular became aware of this. In the meantime, however, 
the textile company has come under increasing criticism because of the 
high prices for its face masks.

Name one brand or company that 
has stood out to you as having done 
something especially well during the 
current crisis?

0 6 . 7

When asked which brands or companies caught 
their attention during the pandemic, Amazon and 
DHL as well as Aldi, Lidl, Rewe, Edeka stood out 
to Germans. This could be because, despite public 
concern about employees’ working conditions 
(low security and long working hours), Germans 
appreciate companies that have maintained their 
essential services with minimal disruption during 
the crisis. 

Gender Age Monthly income 

% Total Man Woman
18-24  
y.o.

25-34  
y.o. 

35-49  
y.o.

50-64  
y.o.

65 y.o. 
and +

< 1000€
1 000 to  
1 999€

2 000 to  
3 499 € 

3 500€ 
and +

Total Quote at 
least one brand

58% 62% 53% 78% 60% 52% 53% 58% 60% 56% 57% 60%

Amazon             4% 6% 3% 4% 9% 4% 3% 4% 9% 3% 5% 4%

Trigema            3% 4% 3% 1% - 3% 4% 6% 3% 2% 4% 5%

Aldi               2% 1% 2% 4% 1% 1% 2% 2% 4% 2% 1% 1%

DHL                2% 3% 1% 1% - 1% 3% 3% 2% 2% 2% 1%

Lidl               2% 2% 1% 2% - 2% 3% - - 3% 2% 1%

Rewe               1% 2% 1% 2% 1% 2% 2% 1% 1% 2% 1% 2%

Volkswagen         1% 2% 1% 1% 1% 1% 2% 1% 2% - 1% 2%

Microsoft          1% 1% 2% 1% 2% 2% 1% 1% 1% 1% 1% 3%

DM                 1% - 2% - 3% 2% 1% 1% 3% - 1% 2%

Edeka              1% 1% 1% 1% 1% - 1% 2% - 1% 3% -

Bayer              1% 1% - 3% - - - 1% - 1% - -

Other 35% 37% 34% 55% 39% 34% 27% 36% 32% 38% 34% 35%

Don’t know 42% 38% 46% 21% 40% 48% 47% 42% 40% 44% 43% 40%
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Americans and Brits 
more comfortable with the web 
during COVID-19, Germans 
and French still skeptical 

0 7 . 1

A potential explanation is that French and German web users have 
remained more skeptical of what the Internet can offer but also that US 
and British apps and websites have made more efforts to adapt during 
the pandemic and appeal to a wider audience. This could mean that 
more education would be needed for web users in France, Germany and 
to a lesser extent, the UK, to feel more comfortable with their usage of 
the Internet.

There are significant differences between 
countries when It comes to the people’s comfort 
with the Internet. While few respondents declare 
they are still struggling with the web, 41% of 
Americans and 34% of British people say they 
are more comfortable using it vs only 26% of 
Germans and 19% of the French. 
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Since the start of the COVID-19 
epidemic do you feel more or less 
comfortable using the internet?

Yes, a lot more 
comfortable 

Yes, but you are still 
struggling with this method

As before Don’t know

� � � �

19% 26% 34% 41% More comfortable 
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Brits are champions of Internet 
usage during COVID-19, 
France lagging behind

0 7 . 2

Cultural content (music, podcasts, movies/TV shows) is a quarantine 
favorite, but only for young people. Baby Boomers are less inclined 
than younger generations to stream movies and TV shows more during 
the lockdown. This could be because retired people had pre-lockdown 
content consumption habits that they did not need to change.
 
Overall, people in the US, the UK and to a lesser extent Germany have 
been relying on technology more to fulfill their various needs during the 
pandemic, while the French haven’t increased their online activity as 
much. Are the French more conservative when it comes to using online 
services?

We see an increase of internet consumption 
across the board, especially for following the 
news, communicating, and streaming movies and 
series which are the Top 3 in all four countries. 
The gap between some countries is significant, 
with for instance 32% of Brits who declare doing 
more online shopping vs only 16% of the French 
and 18% of Germans
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Since the start of the COVID-19 
epidemic, have you been using 
the Internet more frequently, less 
frequently or as frequently as before 
for each of the following activities?

Following the news

Communicating

Watching movies, series

Listening to music

Gaming

Listening to podcasts

Shopping

Dating

More frequently More frequently + As frequently

	  �  �  �
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Videoconferencing on the rise, 
social networks remain favorites

0 7 . 3

Finally, new subscriptions to videoconferencing services is the strongest 
trend in all countries. The trend is driven mostly by students and 
professionals – the younger you are, the more likely you are to have a 
new subscription. This is an illustration of the impact of remote work but 
also of video conferencing as an essential tool to remain connected.

Social networks and entertainment sites (such 
as video streaming) have seen the most new 
subscriptions across all four countries, illustrating 
people massively turned to the Internet to stay in 
touch with their community and stave off boredom 
during the lockdown. 

What stands out is the sharp increase of 
subscriptions to grocery delivery services in the UK 
to a unique extent compared to the other countries.

50



Since the beginning of the COVID-19-
epidemic, have you created accounts 
for online services? 
For which categories?

Top 3 per country. % have an account.

62%

77%

66%

72%

III

II69% 72%
76% 77%

43%
55%

62%

51%

Social Networks
Social Networks

Social Networks
Social Networks

E-commerce

E-commerce

Entertainment

Entertainment

Entertainment
Entertainment

Grocery delivery

Video-conference

�   �   �   �
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Fake news is the number 
one online concern

0 7 . 4

This shows that online platforms, despite being more essential than ever 
in the lockdown period have done a poor job at reassuring their users 
about how their data is protected.

Finally, concerns related to the impact of technology in our daily lives 
vary across countries. In France and Germany, there are as many 
people who are feeling less concerned than before about the impact 
of technology than people who are more concerned. In the UK and the 
US, the proportion of people who are increasingly concerned about it 
is higher. This could be linked to the fact that Germans and French live 
less “tech-centered” lifestyles and therefore have more control on the 
impact of technology in their daily lives – US consumers spend more on 
technology than Western and Central Europe combined.

Fake news is a vastly growing concern in all 4 
countries, especially in Germany, UK and US 
where people declare they are more concerned 
about it than before. This could be because 
people realize that fake news may have caused 
an increase spread of the coronavirus, can lead to 
improper protection, and ultimately cause death.

For a percentage of the population going from 
21% in Germany to 33% in the US, increased 
usage of the Internet leads to increased concerns 
about the personal data left behind online, while 
only 11% (France) to 14% (US) say they are less 
concerned about their online privacy than before. 
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Since the beginning of the crisis due 
to the new coronavirus, are you more 
or less concerned about…?

More concerned Just as concerned

Don’t knowLess concerned

� � �  ! " # $ % & ' (

The impact 
of technology 

in our daily lives

The data generated 
about you when 

you go online
Fake news
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Family links are stronger 
but society is more withdrawn

0 7 . 5

Brits massively feel less close to their friends, but the sense of connection 
has been hurt less than in other countries, perhaps showing a stronger 
national unity. 

Generally, younger women in the highest income brackets women have 
maintained a closer connection to their peers (family, community, other 
generations) than other social categories.

As expected, people in all countries say they are 
feeling closer to people living in their household 
during the quarantine. A correlation can be drawn 
between the increased usage of social networks 
and videoconferencing technology and people 
feeling closer to their family. 

However, across the board people feel less 
connected to other categories of the population, 
with the French having lost the sense of 
connection the most, followed by Germans and 
Americans.
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Do you feel more, as much 
or less connected to…?

)  +  -  /

More connected Less connected

Your family

People living in your household

Your neighbors

Your friends

People from other generations

Your community

People living in other countries

French/British people
/Germans /Americans in general

Immigrants living in your country
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Technology: problem or solution? 
0 7 . 6

Poverty, hunger and equality are by far the three sectors of society 
that people in all four countries trust the least to be improved by 
technology. Older people seem to be the least optimistic about the 
impact of technology. In France however, we see the opposite trend: the 
younger you are, the more pessimistic.

Technology is not seen as a positive driver to preserve the environment. The 
survey reveals significant discrepancies between age groups here. 
While younger people seem more convinced that technology can help 
the environment, older people are more pessimistic. 

In Europe, education is the sector that people 
trust can be improved the most by technology 
following the crisis. The pandemic has had a big 
impact on schools, forcing them to innovate to 
maintain the level of service. Some schools even 
joined online platforms popular with gamers 
like Twitch or Discord, showing that advanced 
technology offers solutions to help provide access 
to education.

56



Are you more, less or just as 
convinced about the fact that 
technology can help solve our 
problems concerning…?
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Amazon stands out during the crisis
0 7 . 7

Respondents tend to recognize the contribution of retailers during the 
crisis. French people have noticed LVMH’s initiative to produce sanitizing 
gel out of its factories, the luxury brand being the no. 1 quoted brand. 
However, with 58% of respondents that did not know what to answer, 
the disinterest for brands is particularly visible in France.

Amazon is the only brand named in all four 
countries as having stood out positively during 
the crisis. This can be surprising given Amazon 
has been depicted as having a precarious impact 
on labor and workers. 
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Name one brand or company that 
has stood out to you as having done 
something especially well during the 
current crisis?
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