INTRODUCTION
The first Lockdown triggered a sense of community
amongst creators and the public at large. We shifted our
communications from aspirational content and envyinducing posts, to authenticity, vulnerability and focus
on productive entertainment. We were all going
through the same struggles and trying to make the best
of a bad situation.
As a result, we formed new habits. Creators emphasised
realism over perfection. That trend hasn’t gone away.
The desire for vulnerability has adapted.
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Now with Lockdown 2.0 sweeping across European
cities, the need has intensified to feel connected in a
remote, virtual world. This is partly as we come into a
Holiday Season characterised by connection, family and
togetherness.
In this snapshot we identify current leading YouTube
categories, provide guidance on how brands should
work with creators and look at Q4 trends that have
emerged.

Q4. 2020

LEADING
CATEGORIES
FROM
LOCKDOWN 1
Our last report documented a huge
increase in demand for YouTube content
from the 7 key verticals listed (right).
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HIGHEST % INCREASE IN YOUTUBE VIEWS
( FEB - JUN )

GAMING

30.8%

ANIMALS & PETS

21.6%

FOOD & DRINK

17.9%

HOME & DIY

17.4%

HEALTH, FITNESS & SELF-HELP

13.5%

PEOPLE & BLOGS

9.7%

FAMILY & PARENTING

7.5%
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WHAT HAS
CHANGED
SINCE
LOCKDOWN 1?
Overall, YouTube viewership has increased by
nearly 15% between February and October.
This vast increase in demand is fuelled by
lockdown distractions that have become habits.
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HIGHEST % INCREASE IN YOUTUBE VIEWS
( FEB - OCT )

HOME & DIY

33.3%

GAMING

30.3%

ANIMALS & PETS

27.3%

NEWS & POLITICS

26.0%

KIDS, ENTMT & ANIMATION

24.2%

BUSINESS

22.4%

HEALTH, FITNESS & SELF-HELP

20.5%

Q4. 2020

STANDOUT
CATEGORIES
HOME & DIY

Whilst stuck at home, we’re still obsessed with interiors.
We are fascinated by moving, escapism and improving the
everyday environment.
KIDS, ENTERTAINMENT & ANIMATION

This is a newly popular category following return to school.
YouTube has replaced TV as the after-school activity to keep
kids occupied.
BUSINESS

GAMING

Gaming is one of the strongest growing categories of 2020, with
4 in 5 internet users playing games. Without physical contact,
people want to connect in the virtual space.
NEWS & POLITICS

Following COVID-news cycle fatigue, audiences shifted
attention to the US electoral landscape, peaking in September
and October.
SPORTS

This is a newly popular category since June. In light of
economic ramifications, people have turned got YouTube as
an educational resource to retrain and develop their skills.

After the cancellation of many sporting events, sports as a
category is nearly back to normal. However views are still 3%
lower than before lockdown…
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HOW DO
CREATORS
FEEL AT THE
MOMENT?

In a recent Twitter Poll, 61% of Twitter users in the
UK said they want brands to boost positivity and
share positive stories to combat the horrors of
2020.*
Content creators feel the same as all of us in 2020:
In limbo… All you need to is watch the video from
Bestdressed (left) to see if you can’t empathise.
Creators possess the potential to be beacons of
positivity and authenticity as they have the power
to build deep connections with their communities.
But we have to respect their vulnerabilities during this
unprecedented time and be sympathetic to every
individual’s journey during this crisis. Brands need to
avoiding setting unrealistic expectations for creators.

* Source: Twitter 2020 - E-Poll UK
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BRAND
CONSIDERATIONS

What brands should consider
when working with creators
during Lockdown 2.0 +

THE THREE ES
See content creation through the lens of the 3 Es:

EMPATHY
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ESCAPISM
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ENTERTAINMENT

EMPATHY

Aidette Cancino
! 561K

Aidette opens up about her mental health during quarantine and how she needs time.

KEY TAKEAWAY
Be real. Be direct. Be human.
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Pessimism is at the highest level since the outbreak of the
pandemic according to a recent study (McKinsey, October 2020).
We need brands to avoid preaching and co-create content that
conveys a sense of understanding, sensitivity and is people-centric.
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ESCAPISM

Gigguk
! 2.64M

In this post Gigg explains the allure of Vtubers (virtual tubers) in a time where he wants
to escape from the realities of the world. Deep.

KEY TAKEAWAY
Be bold and unconventional to break content tropes.

LEARNINGS FROM LOCKDOWN 2.0

Coping mechanisms vary massively during lockdown. But essentially,
we are all craving escapism. Whether that’s the rise in gaming (1/3 of
us spending more time playing video games) or crafting, we all find
release and freedom through forgetting our day-to-day.
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ENTERTAINMENT

NikkieTutorials
! 13.7M

Nikkie discusses the launch of her BeautyBay palette in which she gasifies the
experience with rewards and incentives based around her brand.

KEY TAKEAWAY
How can you gamify the consumer experience or
make it interactive?
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News, uncertainty and depressing statistics are omnipresent in our
lockdown lives. What we all crave right now is…levity. Take lead
from expert creators who enrapture audiences with entertaining
content. Brands must relinquish control and allow these creators
to carry brand messaging, but true to their style.
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FORWARD
THINKING

THE NEW SENTIMENTALITY
With the recent bout of Christmas ads, we’ve seen an
emphasis on home-life, family dynamics and overall a respect
and sensitivity around the reality of lockdown for all. Advertising
needs to portray reality, diversity and vulnerability.

ELEVATED ECOMM
Online sales surged 129% in April as shopping habits
moved from physical to digital. Social media platforms are
all moving towards shoppable content, that is engaging,
interactive and creator-led.

TIME TO PLAY
In the current landscape, brands new flexibility to innovate
and try new advertising channels. Brands are looking to get
involved in in-game activations and streaming at an
unprecedented scale. Now is the time to try something bold
and different.
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CONTACT
INFORMATION

STAY IN THE LOOP

GET IN TOUCH

