
Whatõs in the new data?

TouchPoints 2021 (New)

Fieldwork: 22 Jun ð4  Sep

Expanded to BARB ES, fused to TGI & YouGov and used as the calibration hub for 

the Channel Planner due in February 2021



Lockdown fieldwork 
provided the opportunity to move 2 waves of fieldwork

Wave 1  ðLockdown Edition

c2,000 respondents

Wave 2 ðTouchPoints 2021

c4,000 respondents

Diary Data: 15 Jan ð10 Mar Diary Data: 22 Jun ð4  Sep

Release: 6 May 2021 Release: 16 Nov 2021

Wave 1  ðPre  Lockdown c4,000

respondents

Wave 2 ðLockdown

c2,000 respondents

Diary Data: 14 Jan ð23 Mar 2020 Diary Data: 23 Mar ð10 May 2020

Release: 10 Sep 2020 Release: 10 Sep 2020

2020

Wave 1  3,000 respondents
CONSOLIDATEDTOUCHPOINTS 2022 

RELEASE ðONGOING c7,000 respondents

Diary Data: Jan ðMar Diary Data: Wave 2 ô21 & Wave 1 ô22

Release: May 2022 Release: June 2022

2021

2022



Time spent awake and in/out of your own home; Adults (15+)
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Travelling patterns ðpre, during and post Lockdown
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Reach and time spent ðmodes of transport ; Adults (15+)
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The good times are back! Adults (15+)
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Anything, fun, shopping, attractions and events are back up

W
e

e
k
ly

 R
e

a
c
h

M
e

a
n

Z
H

o
u

rs



+25.7%
Baking

+27.6%
Visiting park/
green spaces

+31.3%
DIY

+26%
Jogging

+8.1%
Sports

+15.4%
Cycling

+18.2%
Buying 
alcohol

+13.8%
Mindful meditation

+5.8%
Food deliveries/

takeaway

+7.6%
Giving money

To charity

We saw lot of activities increase in lockdown 2020
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As life returned to normal in lockdown 2021, we saw big increases 
in working, childcare, socialising, drinking alcohol, sports (summer 
though) all went up but compared to pre -Lockdown, whatõs 
actually stuck?
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I appreciate the 
countryside more

I have also discovered 
beautiful walks in nature since 

the start of the pandemic

We have a young family and 
have discovered the local area 

through walks.

Daily local walks, I think 
that this will continue

K bn esjoljoh npsf Ǽ0 K ibwf 
put on about two stone

I definitely drink more alcohol 
and buy more take aways

I am drinking more. I shop 

and watch Television but not 

for enjoyment

Prior to Covid I never did online grocery 

shopping or brought a takeaway online to 

deliver to my door. But I now do both regularly

Drinking Alcohol + 
5% v pre-pandemic

Keeping up to date with the area I live in
+ 25%  v pre-pandemic

Sports & Exercise
+ 15% pre pandemic

Takeaway/Food Delivery
+ 5% v pre-pandemic

I'm more aware of supporting local 
businesses and buying locally sourced food

Any shopping is done locally or online

Any shopping is done 
locally or online

We shop online but also use 

local shops more

I am exercising more and 
have lost a stone and a half

Visiting Parks & Green Spaces 
+ 15%  v pre-pandemic

I spend my free 
time out locally 
either walking or 
cycling

I have started taking better 

care of my mental and physical 

health.

As of now I have a 

regular exercise regime 

that I am determined to 

continue



What did that mean for media?

TouchPoints 2021 (New)



Adults media landscape
Pre-Lockdown 2020
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Å All TV/video formats surged during the first lockdown by 15% to an average of 4 hours 37 minutes a 

dayé.and stayed there.

Å Commerical Linear TV increased by 23 minutes a day

Å BVOD saw the highest percentage growth in Lockdown 2021 

Å Subscriber VOD  continued to grow to 56% reach 18% share of all TV & Video viewing. Disney +, 

entered the market and got 15% 

Å Other online video returned to pre -pandemic levels in Lockdown 2 but within that Tik Tok went crazy !

Å Radio listening reach declined slightly as it missed itõs drivetime peaks 

Å 15-34s spent longer on their mobile, gaming devices. 55+s spent longer with print, radio, TV 

Headline changes in Lockdown



ipa.co.uk/knowledge/publications-reports/living-with-the-pandemic-in-october-2021/


