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Methodology Followed to Generate the Themes of the Week

Digital Scanning was used to note behavior patterns at play in the period March 2020 to April 2020 . We collected data from popular 
hasthtags on all social media platforms such as Twitter, Instagram, Tik Tok and others and arranged them into key themes as represented in this 
newsletter.

This is the 2nd Edition on “Time in the Times of Covid 19”.

1



Quantum Pulse Time

There appear to be three three broad coping strategies in the context of the 
unprecedented pandemic situation
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Stress Driven ‘Purpose’ and 
Regeneration Driven

Calm Driven
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Reactionary Adaptive

Low Stress

High Stress
Coping Strategies : A Conceptual Construct

How do I feel in the 
situation?

What is my response 
to the situation?
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Reactionary Adaptive

Low Stress

High Stress
3 behavioural and coping strategy constructs

STRESS DRIVEN
Fight or flight

Panic
Fear of the ‘Unknown’, 

uncertainty of  employment 
and inability to cope with 
the new situation could 

drive this

CALM DRIVEN
Here, consumers 

respond rather than 
react; try to accept the 
situation and normalize 
their daily life to cope 
with it. Navigate with 

simple solutions
REGENERATION 

DRIVEN
Here, consumers decide to 

capitalize on the forced 
situation and come out 

better and improved. Become 
more than what I was I went 

into lockdown with
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Stressed

Regenerative

Calm
Reactionary Adaptive

Low Stress

High Stress
Plotting the Behavioural Mindsets

Overwhelmed by the 
situation. Unable to 

think straight. 
Worried about the 
“Unknown” as well 
as professional and 

economic 
consequences

Takes the situation 
in one’s stride. 

Adjust. Tide over 
and enjoying the 

suboptimal situation 
as long as it lasts

Driven by the forced 
situation and seeing it as 

potential to become 
bigger and better than 
what I am. Leveraging a 

seeming disadvantage and 
converting it into a 

winning period
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TIME
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Why is this Important?
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Perception of time has been completely redefined by the current lockdown situation

With the blurring of lines between one’s in-home and out-of-home existence, the cyclical notion of time has been replaced by a linear, expansive
notion of time.The day goes on and one in more or less the same vein with seemingly less breaks and time-outs.

Being at home 24 x 7 puts pressure on routines and ‘timetables’ of the past, which measured the passage of time between one activity and the next

Today, paradoxically, time is both ‘in abundance’ and ‘in short supply’. Plenty of time but no real knowledge on how to savor and capitalize. New
learning required to understand and utilize time better when available like this.

Time has moved from a functional definition to a notional one

Functional time – to be measured, used judiciously, planned for and respected

Notional time – available in plenty but not really in my control, can be planned for but not controlled, not ‘mine to plan’ but shared through the day

So, how are consumers coping?
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THE STRESSED 
ZONE
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Unable to demarcate and keep track of time, consumers are 
slowly losing control over the routine of their daily lives
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Sitting at home all day, there is a sense that the day is long but not leisurely; the day is ‘open’
but hectic and packed

Consumers suffer a sense of confusion as time is both abundant and in short supply, fast and
slow, mundane yet taxing

Consumers view time as a dichotomy. 

They experience a surreal paradox due to the time blur.

Time is no longer being perceived as a linear continuum, with fixed & periodic intervals
but a continuous notion.Which creates stress and lack of control over time.
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Due to the work from home culture, consumers have lost the distinction between work and
home life. In the pre-COVID scenario, SPACE and TIME were two factors that helped
consumers distinguish between personal life and work life

The journey from home to office and back helped consumers break their lives into ‘work’ and
‘non-work’. It created the notion of ‘a hard stop’ at the end of an office day. It signaled the
permission to transition from work to leisure, recreation and persona time.

Today, these handles of demarcation are missing thereby creating constant stress and dilemma in
consumers’ lives about whether they are using their time well and correctly. There is a tendency
to overcompensate on ensuring that work time is effectively factored in, thereby compromising
on the more joyous personal time.

Pressure to ’kill’ time or to use it productively 

Urgent need to reclaim time dedicated to leisure

Where they experience abundance of time, there is immense pressure to ‘put
it to good use’. Guilt at not using each minute in a constructive way.

The more they see others making good use of their time, the greater the guilt
and fear that one is missing out on the luxury of time that is now available

Worried about being a wastrel. A moniker that didn’t apply when one was
‘going out to work’

Unable to ‘enjoy’ time in this new context

WATCH VIDEO

https://quantumpl-my.sharepoint.com/personal/harish_krishna_quantumcs_com/_layouts/15/guestaccess.aspx%3Fdocid=160e58bb631c14a2882170ccc4c701496&authkey=AR_76aFKefkMWlYdiZyMJMA&expiration=2020-11-02T11%253A58%253A32.000Z&e=8eOmYF
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watching and stock piling.  

Thereby creating

• Anxiety and stress about one’s own altered behavior – what have I become?

• Fatigue and tiredness – doing nothing ‘significant’

• Insomnia and/or altered sleep pattern – too worried or tired to sleep!

Consumers complain of mood swings, 
distraction and insomnia

Consumers trying to reconcile good and poor utilization of time

Consumers trying to ease guilt around lost time

Consumers not liking ‘the man in the mirror’
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CALM DRIVEN 
ZONE
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to take the nostalgia route à More people are looking at the 
past for present day solutions
The past becomes a means through which they live in the moment.

Zoom calls with school friends from years ago, doing childhood FB challenges, playing board games
and online version of games played in childhood such as Ludo.

Throwback pictures on social media such as Instagram, Facebook, Twitter etc. of places people had
visited earlier, regular activities they could enjoy, the simple routine things they could do without
fear has instilled a sense of gratitude and positivity in people.

Positivity and 
gratitude can be 
seen in posts

Consumers are moving back to the basics, in their 
daily habits and content choices
Consumers increasingly connect to the nostalgic elements of brands in multiple
categories. For instance, Ramayana and Mahabharata on Doordarshan are the most
watched shows on TV now. Millennials are also watching the Harry Potter movies.

The value of lost time is sought by looking into and connecting with the past. There is
also a sense of togetherness when the show is viewed by members of the family.

There is increasing belief that the old times were good too; today, they have got a
chance to reflect and re-experience these moments. The old times were ‘different’ but
in no way lesser than today’s times.This realization is liberating for many.
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Consumers create their own experiences to fight the monotony 
caused by the stagnation of time

Consumers have already gone through the survival phase of the lockdown. As
monotony sets in, they are trying to find new things to do to balance the
humdrum routine that they have adopted in the lockdown.

Many trends on social media have gone viral in this regard like cooking and gardening, &
home work-outs.

Time is now anchored in external information 
consumers discover and read about

There is a realization of time passing based on the metrics like the number of days
passed in quarantine, social media updates on when the lockdown will end, & changes in
weather.

The ‘clapping for doctors’, the ‘diya’ day and the fly past occasion all measure the passage
of lockdown time. There is interest and participation in these activities to create some
milestones to remember the longer days by. The measure of time is also sought
from external sources due to the unchanging home environment the
consumer is in all day long.

The fact that there is a ‘count’ when life seems continuous is quite reassuring
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Sharing time with others is no longer fluid & natural, it is a 
conscious decision by consumers
Fitness challenges have emerged across the world as an activity but also to trigger the 
competitive spirit amongst people [e.g. Push-Up challenge]. Home-make up challenges, ”then vs. 
now” challenges, poetry challenges, quarantine routine, etc. are other popular challenges making 
the rounds. The recent “Pocha” [floor wiping] challenge, tries to make in-person interaction 
virtual.

There is a strong need to plan these social engagements - via virtual games and meetups 
with friends. This adds to a sense of connectedness and gives consumers something to look 
forward to.
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By sharing their post-COVID plans, consumers want to 
assert their erstwhile lost agency over time. 

Future plans are a way of reaffirming to themselves that things will return to normalcy. That 
the pandemic has put a pause but not a full stop on all their plans, desires and wishes. 

Articulating a future plan almost makes it easier to count the days to the end of lockdown 
and the cautionary phase following that. 

End of lockdown also somehow suggests that consumers have helped to partially win the battle 
against the virus. They have helped to contain it if not remove it. This shows gradual return of 
time as we have always known it. 
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The pandemic & the lockdown have been great levellers 

Pandemic and the lockdown has democratized the idea of time. The 
conceptions of time are similar to people of all classes. Their reactions are 
also very similar. 

Celebrities are doing the same things as us – cooking, sweeping, swabbing, 
disinfecting. Celebrities apologising for their privileged lifestyles – workout 
sessions, home gyms 

Celebrities are humans, after all. 
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This adds to one’s sense of balance and equanimity

Encourages one to take things in one’s stride and live out the lockdown day by day

Makes one feel that the entire world is now operating in one imagination – wait, watch, follow 
protocol and wait for the new normal to emerge

Improves one’s sense of self and lockdown management
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REGENERATIVE 
ZONE
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Lockdown time must be used productively and constructively – we 
must come out of this as a better version of ourselves. 

Consumers are using this time to learn and do new things. Things they have wanted to do or things
they now want to do.

Each one wants to take the lockdown and the virus ‘head on’ and use this luxury in the most positive
and constructive manner.

Increase in demand for online courses/ webinars/ global seminars/ lectures for free – and
many non-educational learning courses e.g. cooking, baking, knitting, writing etc

A perfect time for experimentation à a perfect 
time to improve 

New triggers and motivations to sign up and go through with courses

Earlier inertia or reluctance replaced with enthusiasm and optimism

Spending money on such courses seen to be good value and consumers likely to
reap rewards once things return to normalcy or they set at a new normal

Self improvement spends in lieu of lifestyle spends
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An opportunity to save time & money

A time for self-introspection
Introspection is something consumers have not had much time to do in this fast-
moving world.

The pandemic has given consumers the opportunity to reflect and
introspect. Review lifestyles. Do a serious gain-loss analysis of their lives.
Reprioritize. Reimagine a modified lifestyle when things start returning to
normal.

Many consumers are grateful for this opportunity to reconnect with their inner selves
and review life so far. There is some acknowledgment of priorities lost and traps gained
in life so far. It is good to know that one can reset one’s life meter from hereon.

As consumers are using their time in more productively, they feel more positively towards isolation at home.

Consumers [esp. of higher SEC/LSMs] talk about the time they have saved in the day –they do not have
to wake up and get ready, do not have to commute to and from work, etc. This means they have more time
to learn, to rest, to stay connected with friends & to focus on their health & engage with their
children à OPTIMIZATION OFTIME

They also acknowledge that they are saving money– by reducing expenditures on clothes, eating out, travel,
movies, online shopping. There is a sense of ‘feel good’ with the amount of money growing in their bank
accounts – by simply not spending. Somewhat offsets fear of loss of income in some cases à
MAXIMIZATION OF MONEY



Quantum Pulse Time 20

Time must be used in a collectively responsible manner
Consumers are beginning to understand the importance of collective responsibility.
For instance, they know that spreading of COVID-19 can only be stopped if everyone
abides by the lockdown regulations. There is a strong sense of contribution to the larger
good of one’s immediate locality, state, nation and even the world at large. There is a sense
that each day spent indoors means a better recovery of the world outside

Earth’s time to breathe 
Nature’s quick return to magnificence also gives a new perspective on time.
How quickly the dolphins, peacocks and wildlife have returned. How quickly
nature has reclaimed its legacy.
This gives a very positive twist on the power of time when it combines with
nature.

If there were to be one positive thing to 
take from this terrible crisis we’re living 
in, it could be that it has given Mother 
Earth the time to breathe. The pandemic 
showed us how the future might look with 
less air pollution.
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Stress 
Driven

‘Purpose’, 
Regeneration 

Driven

Calm 
DrivenReactionary Adaptive

Low Stress

High Stress

Thus, brands can impact all three human psyches w.r.t. time  

Brands can help 
consumers 
elevate. Become 
a 2.0 version of 
themselves. 

Brands can show 
the way to rise 
about the 
shackles of the 
current 
restrictions

Brands can be 
relaxing and 
help discover 
the meditative, 
equanimous 
side of you
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Brands are striving to keep consumers engaged 
Brands like Swiggy and Burger King are acting swiftly in capitalizing on
consumers’ renewed cooking routines.

Swiggy’s tactical use of ‘60 SECONDS’ caters to consumers who are feeling a
dearth of time. It works as a behavioral nudge that pushes the consumer
to cook without thinking about the time that would be consumed.

Brands whose business has taken a direct & huge hit 
due to the lockdown, are extending support which 
puts them in a positive light

Brands are playing a supportive role, by comforting the consumers during these testing
times.

They are talking about consumer stresses ranging from work from home, relaxation, how
consumers can spend their time, and encouraging them to look forward into the future.



Quantum Pulse Time 23
Brands are capitalizing on consumer’s tryst
with nostalgia

As consumers are falling back on their nostalgic times to cope up with the
present crisis, brands have capitalized on this trend and have been successful
in emphasizing and adding positive tones to the nostalgia.

This prolongation of nostalgia is helping consumers cope up with the present and
brands are helping them along.

Brands have also begun tying this nostalgia with how they could spend time now.
For instance, watch the SBI- Ghar Mei Khushiyan Ad here.

Brands are creating new opportunities for 
themselves to be relevant

As the outside world is gradually stepping into our homes, everything about the
outside world is trying to find relevance even as we stay indoors.

They are also shifting some of their workforce to completely virtual ways of working
– as an adaptive measure.

Brands encourage consumers to step out of their usual home/ comfort clothing into
office-wear to get into the right work mood and be productive as they WFH.

SBI – Ghar Mei 
Khushiyan Ad  

(2020)

https://www.youtube.com/watch%3Fv=8Dex6YmtaAw
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Brands are trying to seamlessly fit into consumer’s 
routines, is key in the current virtual space 

The internet is a bottomless pit of resources and brands are trying hard to 
compete with each other - by offering free content, VIP membership, easy access 
to products and services etc.  

Brands are adapting by offering online live classes/ educational courses 
to members & non-members, who can now incorporate these easily 
into their routine [e.g. fitness classes, online course, live cooking, etc.]

Creating an organic conversation with 
consumers, rather than focusing on sale 
opportunities

By interacting with consumers in a space that is familiar to them right now 
helps brands create more opportunities of engagement.

This results in an organic conversation around the brand even though 
certain products and services may seem absolutely irrelevant at this 
moment.
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Brands are planning ahead of time

Brands are utilizing this time to chart their future plans of how they
will engage with consumers after the lockdown ends.

Lifting of lockdown will still leave remnants of fear in the consumer’s mind.
Considering their fears and apprehensions, building a new strategy around
that will be the only way out for many brands – promptness and agility is key
here.

Titan Watches India's video here beautifully captures the essence of time
during this lockdown.

https://www.instagram.com/p/B_RbRVjpyoQ/%3Figshid=5pryfi7ib3gy
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COMING SOON:  A Syndicated Quantum Original
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DESIGNING FOR THE ‘NEW NORMAL’

An Approach to Designing Marketing Strategy for a ‘During & Post-COVID19’  World
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Earlier Editions Check List:

Issue 1: “Role of Women”

Issue 2: “Time”
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Please contact any of the following people for any issues you may have missed out on:
Mumbai : shivanjali.phatak@quantumcs.com
Delhi: kshipra.rustogi@quantumcs.com
Bangalore: disha.wanchoo@quantumcs.com

http://quantumcs.com
http://quantumcs.com
http://quantumcs.com
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