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Backslash is a proprietary TBWA discipline that highlights the latest shifts in culture (news, 
events, initiatives, trending hashtags, inventions, brands’ communications).  

We call them “Triggers”, because they trigger something in culture. 
They are often a pre-requisite for emerging cultural trends.  
 
The emergence of a new trend is something we call “Edges” as they aren’t necessarily 
established yet, but are definitely emerging and growing. 

A Trigger; for example is: “Women are now allowed to drive in Saudi Arabia”.  
In turn, this informs the rise of the Edge: “Fempowerment” in the Kingdom. 

In light of COVID-19, culture is shifting in every direction.  
This is being fed by consumers’ needs, governments’ reactions and brands’ initiatives.  

Triggers are everywhere, shaping Edges. 
This document brings you the latest COVID-19 Triggers in the MENA, the Edges they shape 
and their implications for brands and industries. 
It also includes a special add-on: an overview of social media conversations around COVID-19 
in the region. 

This document helps you to:  
• Understand the culture that is surrounding us in COVID-19 era.  
• Identify opportunities amongst the darkest news.   
• Jump into cultural conversations and be part of a global phenomenon. 
• Capitalise on this unique opportunity. (If done right.)  

This document is for the curious.  
All marketers – from the anxious to the opportunist. Any advertiser looking for insights. 
Anyone who likes to read into what’s happening. 
If you’ve got it, it’s for you. 

Enjoy, and steal with pride, 
Remie Abdo 
Head of Strategy

WHAT’S 
THIS?
DOES IT 
MATTER? 
AND TO 
WHOM?
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THE TRIGGER
Social Physical Distancing  
The World Health Organization is dropping its use of the term “social distancing” and 
replacing it with “physical distancing”. Maintaining social connections while physically 
distancing from friends, family and colleagues could have a lasting impact on our way 
of life.

In-person meetings become a premium offering for businesses?  
Video calls are the norm, and physical meetings come at an extra cost.

Succinct writing and talking-to-camera improve as we rely more  
on emails, Skype, and FaceTime than on subtle body language and gestures?

Useful link: The National

EDGES

WHAT IF

Empathy Age 
Welcome to the Interpersonal Economy. In a 
more interconnected world where one country’s 
crisis impacts us all, and where many human 
skills can be automated, empathy is the new 
currency. Kindness now beats honesty and 
vulnerability is the new relatability. 

Our bodies change due to more sitting and less moving, make-up is adapted  
to the camera and beauty norms get redefined?

IRL 
It’s time to get real. In a lonelier, more 
automated world, we seek real-life, human 
experiences. Experts say we’re starting to 
build deeper relationships with a smaller 
number of people we can actually stay in 
touch with IRL. Brands can respond to our 
need for deeper, real-life, person-to-person 
connection. 
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THE TRIGGER
The Overworked and the Out-of-work 
While some industries have been rocked by the COVID-19 crisis (travel, tourism, 
entertainment, non-FMCG retailers), other businesses are struggling to keep up 
(hospitals, e-groceries, e-commerce). For every person who is overworked, there is 
someone else with little to do but wait. This crisis is a test of many things and one 
of them is our ability to adapt to this imbalance.

Grounded airline staff (who already have basic medical training) could 
support the strained healthcare system?

We created a platform that matches idle talent with industries that 
need them, to even things up?

Useful link: The National

EDGES

WHAT IF

Public transport and taxis could support e-commerce platforms to speed 
up the delivery of essential goods? 

Brand Gangs
Competitors, come together. Brands are joining 
forces around shared industry challenges and good 
causes where they can have a greater collective 
impact. 53% of consumers think brands can do more 
to solve social problems than governments. Imagine 
what an entire industry could accomplish? 21st-
century brands are built on collaboration. Rethink 
the enemy and gang up for good. 

Survivalism 
Today, disaster feels imminent. Climate 
anxiety, looming financial crises, and 
political instability is driving consumers 
to hope for the best but prepare for the 
worst. Now drastic problems require 
even more drastic solutions. 
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THE TRIGGER
The Renaissance Born at Home 
Freedom does wonders for creativity and never before have we had more free time and 
less structure. Brand Dubai, the creative arm of Dubai Media Office, has launched an 
Instagram series of online workshops covering as many topics as possible to keep you busy 
while you’re stuck at home, from drawing techniques, to how to brew the perfect coffee, to 
creating beautiful art on clothing.

Brands play a role in stimulating and facilitating ways for people to 
channel their creativity?

Life in quarantine ignites a renaissance in music, movies, art, books, 
podcasts, apps, technology and more? After all, Newton did his best 
work during the bubonic plague isolation period.

Useful link: 
The National, 
What’s On, 
Brand Dubai IG

EDGES

WHAT IF

This triggers new passions and skills, allowing more people to quit their 9-
to-5 jobs?

Bedroom Pop 
From the DIY bedroom music genre, to pajamas 
as millennial fashion, and decor-inspired new 
subcultures like "VSCO Girls.” Both a TikTok 
portal to the world and a private space anxious 
youth are retreating to, staying in is officially 
the new going out. Self-care start-ups like “Girls’ 
Night In” are capitalizing on the “Homebody 
Economy.”

DIY EDU 
Who needs Harvard when you have an 
Internet connection? YouTube, 
MasterClass, Code.org and other web-
based educational tools are supplanting 
traditional study as a more accessible 
option for the self-taught students of 
tomorrow.
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THE TRIGGER
Coron-anxiety 
Social distancing, uncertainty about the future, health worries, an economic 
downturn, rising coronavirus cases and deaths – they are all causing a lot of stress 
and anxiety. A UAE-based healthcare company has partnered with a psycho-
social rehabilitation centre to offer 24/7 online mental health support for all UAE 
residents. 

Useful link: Gulf News

EDGES

WHAT IF

Anxiety Index 
It’s the era of shared despair. Modern activism birthed infinite 
issues for us to care about, now we have anxiety about all of 
them. From Eco-Anxiety to Gentrification Anxiety to FOBO, 
there’s a new rolodex of maladies, each getting a 
classification of their own. Millennials are the most anxious 
generation — but we’re all on the spectrum. Anxiety is both 
burden and badge of honor. Businesses will be born to both 
manage and champion our anxious state. 

Mental health becomes part of medical insurance plans, beyond the 
COVID-19 situation?

Governments and businesses give free mental health consultations to 
all employees?

By the time we get over the COVID-19 pandemic, we’re at the edge of a 
mental health crisis?

Empathy Age 
Welcome to the Interpersonal Economy. In a 
more interconnected world where one country’s 
crisis impacts us all, and where many human 
skills can be automated, empathy is the new 
currency. Kindness now beats honesty and 
vulnerability is the new relatability. 

Mental health becomes so mainstream that it is discussed openly just like 
any physical injury?
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THE TRIGGER
Shaving lives? 
Arab men pride themselves on their beards. The thicker the beard, the more masculinity it 
brings to the table. Not in the time of COVID-19 though. No definite statement has been 
released to the public, but there has been much speculation on whether men should shave 
as part of the precautions necessary to avoid catching the virus. For now, according to the 
Center for Disease Control and Prevention, beards can interfere with the correct use of 
masks and respirators.

Useful link: ArabNews 

EDGES

WHAT IF

As beards hide under protective masks, this international 
symbol of masculinity is reconsidered?

Survivalism 
Today, disaster feels imminent. Climate anxiety, looming 
financial crises, and political instability is driving 
consumers to hope for the best but prepare for the 
worst. Now drastic problems require even more drastic 
solutions. 

New Masculinity 
Beer, bros, and ballers are old masculine tropes. New 
Masculinity expands the sphere of male archetypes to 
previously taboo topics and raises the cultural question 
of what it means to be a man today.

The facial hair grooming industry finds opportunities to virus-
shield long beards, or creates new clean-shaven offerings?
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THE TRIGGER
#MotherAnd___ TikTok Couples 
Mother-kid duos are becoming the new trending couples on social platforms like 
TikTok. Hashtags like #Motheranddaughter & #motherandson are more popular in 
the UAE and the region. Social media ‘challenges’ are pushing moms to perform a 
variety of acts with their kids – from popular dance challenges to comic dubs & 
imitations. 

The relationship between parents & kids evolves to be more intertwined, 
going beyond conventional roles? 

This leads to a new collective audience segment for platforms & 
brands? 

Useful link: The National

EDGES

WHAT IF

Connected Families 
Family meets Tech. Where we used to look to relatives, we 
now outsource family roles through apps, social networks, and 
AI home assistants. Tech start-ups are efficiently filling the 
gap where governments and employers are failing working 
families. Brands can increasingly become “part of the family” 
as we embrace new support services. The modern village is 
no longer just about raising a child, but allowing parents to 
fulfill their lives and multiple identities too. 

BFF
In a lonelier, marriage-rejecting world, friendship 
is the new companionship. Tinder-style friends’ 
apps are booming. Buying a house or having a 
baby? Record numbers are doing it with their 
BFF. Modern friendship is being redefined, 
optimized and sanctified by technology and pop 
culture. 
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THE TRIGGER
Stay Home and Party 
Global clubbing outlets such as Boiler Room and Resident Advisor started 
broadcasting DJs playing from their homes, and the MENA region followed suit. 
The UAE’s Analog Room and Lebanon’s B018, Grand Factory and Ballroom Blitz 
closed their doors to the public but ran live broadcasts of DJs playing music for 
people to party to – from the comfort of their couch.

Home parties become a new revenue stream for clubs?

Useful links: B018, Ballroom Blitz, Analog Room

EDGES

WHAT IF

Diversification 
Pivoting is less of a strategy and more 
of an ultimatum. Brands are eking out 
a new lease on life by diversifying their 
offerings into entirely new industry 
sectors. We coin it “Commercial 
Darwinism.”

Bedroom Pop 
The teenage bedroom is the new hotbed of creativity. From 
the DIY bedroom music genre, to pajamas as millennial 
fashion, and decor-inspired new subcultures like "VSCO Girls.” 
Both a TikTok portal to the world and a private space anxious 
youth are retreating to, staying in is officially the new going 
out. Self-care start-ups like “Girls’ Night In” are capitalizing on 
the “Homebody Economy.”

This brings business opportunities and recognition to 
DJs who previously only played in their bedrooms?

Live music is the new premium of music streaming?
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THE TRIGGER
School’s Out, Online Learning’s In 
When it was announced that schools and educational institutions were temporarily 
shutting their doors, everyone panicked. Today it was announced that schools will 
be permanently closed for this academic year and will offer e-learning instead. 
Teachers, students and everyone involved are having to learn on-the-fly.

Online learning gives birth to a new generation of leaders – more independent and 
self-disciplined, who take personal development into their own hands?

This is the start of a new modern education system to match the times, 
that is more flexible with both time and place?

Useful link: Gulf News, LinkedIn

EDGES

WHAT IF

Shifting learning to online platforms has an unforeseen impact  
on children’s interpersonal and social skills? 

DIY EDU 
Who needs Harvard when you have an 
Internet connection? YouTube, 
MasterClass, Code.org and other web-
based educational tools are supplanting 
traditional study as a more accessible 
option for the self-taught students of 
tomorrow.

Teachers and educators give way to a new breed of A.I. 
instructors?

AI-ify 
Getting the AI treatment is now a verb. 
As AI-algorithms give jobs to entire 
industries a makeover, we’re calling it 
the process of AI-ification. Humans will 
have to fight for their privacy and 
rethink their skill set, or risk losing it to 
the machines. But it’s not all doom and 
gloom. More and more, we will 
welcome AI-ified convenience and 
entertainment. And truly human 
capabilities such as empathy will chart 
a new way forward for business and 
citizens alike.   
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THE TRIGGER
Balcony Applause  
Last week, a new & uplifting trend emerged as hundreds of thousands of people 
collectively decided to applaud the front liners fighting the war on the virus. 
Everywhere in the world, including the UAE, KSA, Kuwait and Lebanon, people cheered 
in enthusiasm. This collective cheer wasn’t limited to a day… it is becoming a daily 
ritual. 

Useful link: The National [1], [2] 

EDGES

WHAT IF

Empathy Age 
Welcome to the Interpersonal Economy. In a 
more interconnected world where one country’s 
crisis impacts us all, and where many human 
skills can be automated, empathy is the new 
currency. Kindness now beats honesty and 
vulnerability is the new relatability. 

This triggers a series of appreciation efforts beyond 
COVID-19, for the everyday ‘unsung’ heroes? 

We create digital applause – for those who live in 
apartments without balconies?

Invisible Citizens 
Previously ignored populations are coming 
out of the shadows to become stakeholders in 
their communities. Migrants, religious and 
ethnic minorities, senior citizens and ex-cons 
are growing populations that require new 
economies and opportunities to 
accommodate them.
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THE TRIGGER
TV is Back 
A Twitter poll showed that 48% of respondents in MENA are watching TV. Research by 
Ipsos showed a 21% increase in TV viewership in Lebanon. This conventional medium is 
seeing a comeback. Social media better watch its back, because TV is not here to play! 
That being said, advertisers should start reconsidering their plans on how to use this 
revived medium. 

People put their health at risk as they turn into 
permanent couch potatoes?

The tables turn and social media channels start finding 
solutions to compete with TV?

Marketeers re-look at TV as the new ‘unconventional’ 
conventional channel of communication?

Useful links:  
ArabNews 

EDGES

WHAT IF

Diversification 
Pivoting is less of a strategy and more of an ultimatum. 
Brands are eking out a new lease on life by diversifying their 
offerings into entirely new industry sectors. We coin it 
“Commercial Darwinism.” 
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THE TRIGGER
Drive-through COVID-19 Testing 
The UAE launched a mobile COVID-19 screening facility. To be tested, individuals need 
to make a booking online and take a pre-assessment screening. So as rapidly as the 
virus spreads, it is being met with an equally rapid response from the government.

Drive-through testing was implemented in every country at the same time and 
rapidly slowed down the spread of the virus?

This is the start of a new standard testing procedure for many more communicable 
diseases, which ensures that populations are healthy all year long?

Useful link: Al Arabiya

EDGES

WHAT IF

Diversification 
Pivoting is less of a strategy and more of an 
ultimatum. Brands are eking out a new lease on life 
by diversifying their offerings into entirely new 
industry sectors. We coin it “Commercial Darwinism.”

Empathy Age 
Welcome to the Interpersonal Economy. In a 
more interconnected world where one 
country’s crisis impacts us all, and where many 
human skills can be automated, empathy is 
the new currency. Kindness now beats honesty 
and vulnerability is the new relatability. 
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THE TRIGGER
Debunking Fake News 
To fight the wave of fake news in the COVID-19 era, Sky News Arabia and Facebook 
launched a daily interactive live news show, ‘Corona Question and Answer’ examining 
the facts surrounding COVID-19. Audiences submit questions on Sky News Arabia’s 
Facebook and Instagram Live streams, and expert guests address the questions with 
credible and accurate information in real-time.

Governments, media outlets and tech companies come 
together to fight fake news and rumors once and for all? 

Media outlets use COVID-19 as an opportunity to regain and 
establish credibility?

Useful link: Tahawul Tech

EDGES

WHAT IF

Platform Politics 
Say goodbye to the Wild West of social technology. It’s 
time for reform. In the fierce battle against 
misinformation, filter bubbles, and copyright 
infringement, platforms are under crackdown. And 
they’re adapting their products to help us filter fake 
news, break free of echo chambers, and fight tech 
addiction through nudges or curfews. It’s the new state 
of social where ethics, algorithms, ownership, and 
influence are all under scrutiny. Regulate or be 
regulated. 

Brand Gangs  
Competitors, come together. Brands are 
joining forces around shared industry 
challenges and good causes where they can 
have a greater collective impact. 53% of 
consumers think brands can do more to solve 
social problems than governments. Imagine 
what an entire industry could accomplish? 
21st-century brands are built on collaboration. 
Rethink the enemy and gang up for good. 

Social media platforms create a credibility filter and sanction 
fake news spreaders?
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THE TRIGGER
Expo 2021 
The World’s Greatest Show is postponed for a year. It is a shocking turn of events, as 
Expo 2020 is the most anticipated event of the year, not only for businesses and 
attendees, but also for brands who planned on pouring most of their advertising budget 
into this specific moment: the Super Bowl of the Middle East. 

Useful links: Reuters 

EDGES

WHAT IF

Immersive Entertainment 
New forms of interactive entertainment are emerging in 
the experience economy. ASMR advertising tingles our 
buying brain, virtual reality is being used to treat 
anxiety at hospitals, and augmented reality is going 
mainstream in phones and cars. The travel, art, 
entertainment, and food industries are investing in 
Immersive Entertainment to reimagine products and 
services —fulfilling people’s craving for new multi-
sensory experiences.  

Expo 2020 turns from a physical-attendance to an AR-
driven digital-attendance extravaganza?

Physical exhibitions, shows and public events become a 
thing of the past?

This gives participants and Dubai a chance to turn their greatest 
extravaganza into an even greater one, since COVID-19 has forced us 
to propel ourselves into the future and adopt new tech on-the-fly.
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Survivalism AI-ifyBedroom Pop Anxiety Index Connected FamiliesDie-versification

BFF Invisible Citizens Platform Politics Empathy Age DIY EDU IRL Brand Gangs

COVID-19 is putting 
15 edges in the limelight this week

Immersive Entertainment New Masculinity
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COVID-19 ONLINE 
CONVERSATIONS
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The research includes Arabic speaking countries 
in the Middle East and North Africa: Mauritania, 
Morocco, Algeria, Tunisia, Libya, Sudan, Egypt, 
Jordan, Lebanon, Iraq, Syria, KSA, Kuwait, Qatar, 
UAE, Bahrain, Oman and Yemen.

47.47%

11.88%

9.69%

6.89%

33.41%
2%

0%

0%

3.46% 0.01%

1.59%

2.9%

2.3%
1.5%

1%
0.01%

1.45

0.6%

0.69%

1.66%

0.08%

0%

Geography

Source of Conversation

Volume and Sentiment Around COVID-19 
2,482,493 Conversations

Middle East and 
North Africa
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KSA  

47.74%

UAE 

9.69%

Egypt 
11.88%

Kuwait 
6.89%

Lebanon 
3.45%

Top 5 countries 
leading 
conversations on 
COVID-19 in the 
MENA region
KSA, Egypt, UAE, Kuwait and 
Lebanon
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Top 5 topics  
during  
COVID-19 
outbreak in the 
MENA region Video Streaming Online Games Work From Home

Conversations about 
video streaming such as 
Netflix, YouTube, TV 
shows & movies 

Conversations revolving 
around online gaming 
such as Twitch, Call of 
Duty & Playstation.

Conversations about 
the status of working 
from home during 
this period

Home Delivery Wellbeing & Health
Conversations about 
home deliveries, food & 
lifestyle related

Conversations talking 
about home gyms, 
work-outs & staying 
healthy at home.
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Home 
Delivery

Streaming 
Services

Work From 
Home

Conversation were at a steady 
predictable growth due to the high 
rate of people staying home. Most of 
the conversations were about people 
sharing their favorite shows and 
movies

Conversation peaked on Thu, March 
26, the same day the British Prime 
Minister announced testing positive for 
COVID-19 and tweeted that he will be 
working from home.

Conversation dropped, could be due to the 
possibility of people being worried about 
receiving contaminated items. People 
expressed their fear of ordering online and 
their concerns of possibly catching 
COVID-19 from delivery servers.

Conversations peaked on February 20 
while COVID-19 news were also 
growing. People are sharing reviews of 
best games to play with groups online.

Steady growth in the conversation as 
more people are staying home and 
doing work-outs. Trainers started 
giving tips and nutritious advices.

295,952 conversations 573,312 conversations 4,018895 conversations

752,254 conversations 283,714 conversations

Size of 
conversations 
around the top 
5 topics during 
COVID-19 
outbreak in the 
MENA region

Online 
Gaming

Health  
& Wellbeing
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79%

3%

18%

Positive 
Sentiment

Negative 
Sentiment

Neutral 
Sentiment

67%

20%

13%

79%

3%

18%

Home 
Delivery

Streaming 
Services

Work From 
Home

Online 
Gaming

Health  
& Wellbeing

79%

7%

14%

68%

12%

20%

Sentiment of 
conversations  
around the top 5 
topics during 
COVID-19 
outbreak in the 
MENA region
Conversations around WFH & 
Health & Wellbeing are extremely 
negative. 

The typical average negative 
sentiment rate is 8% - any figure 
higher is considered as extremely 
high and out of the ordinary. 
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“Series” and “movies” 
are the most trending 
keywords, followed by 
“Netflix” as the most 
talked about service 

“Working” and “meetings” 
are the most trending 
keywords, followed by 
“conferences” and “zoom”.

“Discounts” and “codes” 
are the most popular 
words during this time

“Games”, “Playstation" & 
“PUBG" are the most 
popular words.

“Training” and “muscles” are the 
most popular words followed by 
“exercises" and “cardio”.

Home 
Delivery

Streaming 
Services

Work From 
Home

Online 
Gaming

Health  
& Wellbeing

Word Cloud 
for the top 5 
conversations 
around  
COVID-19 
outbreak in 
the MENA 
region 
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Streaming Services - The most influential author in this conversation are 

@netflixmena - online streaming platform 

@ScreenMix - Lifestyle & entertainment news 

@CelebsArabic - Lifestyle & entertainment news

Work From Home 

@naguibsawiris - Egyptian billionaire businessman 

@borisjohson - UK Prime Minister 

@news_ejazah - Official channel for study suspension in KSA

Home Delivery - The most influential author in this conversation are 

@J2J2d - account for shopping ads 

@hlo450 - discount codes 

@no_cc2- discount codes

Online Gaming Some of the influential authors in this conversation are  

@Eyaaaad - Arabic online translator  

@i_Ammarj - Twitter gamer & influencer  

@playstation - Gaming console official account

Health & Wellbeing 

@2em2e - A KSA account for workouts from home 

@gym63 - A KSA account for workouts from home  

@alnajmahkeeeb1 - A beauty and wellbeing shop

Authors & 
Influencers 
leading the 
top 5 topics 
conversations
Netflix is the top mentioned online 
streaming service. 

News about Boris Johnson testing 
positive peaked and drove conversations 
around WFH. 

Home delivery services missed the 
opportunity of communicating their 
services with the audience - No 
company or brand is leading 
conversations. 

Professional gamers are leading the 
conversation on gaming, streaming live 
sessions. 

Trainers and dietitians are more active, 
sharing their tips and live sessions. 
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NO MORE SHOWS! 
Juventus player running out 
of shows to watch on Netflix.

People were interested on the news of 
Boris Johnson testing positive for 
Corona and how is he leading the 
government from home.

Discount codes tweets 
are very popular during 
this period

Twitch drama! A gamer 
claimed that he was banned 
from playing  FIFA.

A Saudi based trainer started a thread 
on Twitter sharing a set of workouts 
that can be exercised from home.

Top Content 
concerning 
COVID-19
Everybody is now sharing a list of their 
favorite shows and movies and everyone 
is afraid of running out of things to 
watch! 

Since home delivery service providers 
failed to lead the conversations, 
conversations are mostly Ad spams. 

Work from home conversations were 
lead by world elite leaders; such as Boris 
Johnson, Trump, UAE leadership and 
businessmen. 

Gamers are all about DRAMA! Top posts 
are about slow internet, servers lagging 
and noobs.  

Most of health and wellbeing 
conversations are from Saudi Arabia. 

Home 
Delivery

Streaming 
Services

Work From 
Home

Online 
Gaming

Health  
& Wellbeing
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Top brand 
content 
during  
COVID-19
Video Streaming - Netflix faked a hack on 
their twitter page to promote one of their 
newest Arabic cartoon movie release in 
collaborations with the Saudi Telfaz 11 
network. 

Work From Home - Boris Johnson’s office 
tweeted on how he is going to be working 
from home and called for everyone to do 
the same. 

Gaming - Twitch hosted an online concert 
for people to stay entertained at home. 

Home Delivery - AmazonAE promoted their 
book range to engage with reading during 
this period. 

Health & Wellness - FitnessFirstME started 
posting home work outs & cooking videos 
for the public.

Home 
Delivery

Video 
Streaming

Work From 
Home

Gaming Health &  
Wellness
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Keywords

Home 
Delivery

Online 
Streaming

Work From 
Home

Online 
Gaming

Health  
& Wellbeing

Netflix OR NetflixMENA OR نتفلكس 
OR نيتفلكس OR “Watch movies” OR 
Series OR مسلسالت OR أفالم OR فيلم 
OR مسلسل OR “Prime Video” OR 
“Apple TV” OR “Amazon Prime” OR 
HBO 

Conference OR “Conference Call” 
OR “Online Meeting” OR اجتماع OR 
 OR “Visrtual اجتماعات OR شغل
Meeting” OR Facetime OR Zoom 
OR “Google Hangout” OR Skype 
OR “Microsoft team”

Home Delivery 
Amazon OR Noon OR Talabat OR 
Namshi OR Toters OR shein OR 
Zomato OR “Uber Eats” OR 
Instashop OR “Careem now” OR 
“Mcdelivery” OR أمازون OR نوون OR 
 ”كريم ناو“ OR زوماتو OR نمشي OR طلبات
OR توصيل OR Deliveroo OR “Online 
shopping” OR “Buy Online”OR 
Noon OR نون OR طلبات OR ديليفري  

Playstation OR “X Box” OR “Call Of 
Duty” OR Fortnight OR “Evil Apple” 
OR Gaming OR Games OR ألعاب OR 
Twitch OR PUBG  OR FIFA20 OR 
dota OR “league of legends” OR 
“world of warcraft” OR Nintendo 
OR ببجبي OR تويتش OR نينتندو OR 
بابجي

Yoga OR training OR exercise OR 
meditation OR Diet OR gym OR يوغا 
OR يوقا OR يوجا OR تمرين OR تمارين 
OR استرخاء OR رجيم OR دايت OR جيم 
OR workout OR “Home gym” OR 
“Home workout” OR “تمارين المنزل” 
OR “تمارين منزلية” Edition 2 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APPENDIX
GLOSSARY OF EDGES SEEN 
IN THIS DOCUMENT
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An Edge is a cultural shift or cultural 
value where brands can identify 
insights and opportunities to play 
into. 

Edges provide direction on 
emerging and evolving cultural, 
consumer and category behavior.

What is an  
Edge?
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Edge Name

Description of the Edge

SF 
Sports &  
Fitness 

Pe 
People

ME 
Media & 

Entertainment

MB 

Marketing & 
Business

Te 
Tech

TT 
Travel &  

Transport

FM 
Finance &  

Money

FD 
Food & 
Drink

FR 
Fashion &  

Retail

HB 
Health &  
Beauty

G 
Government

Lifestyle

Name of person of interest 
that is relevant to or 
exemplifies this cultural shift

Brand

Name of TV show, podcast, 
movie, song, publication

Media

Name of buzzword, hashtag, 
or neologism

Language

People

Name of art, 
meme, design

Visual
Name of behavior 

or trend

Name of company, 
institution, campaign

Li 
Lifestyle

What's on  
the next slides?

Edition 2 
Copyright 2020 TBWA\



Welcome to the Interpersonal Economy. In 
a more interconnected world where one 
country’s crisis impacts us all, and where 
many human skills can be automated, 
empathy is the new currency. Kindness 
now beats honesty and vulnerability is the 
new relatability. 

Pe 
People

Li 
Lifestyle

MB 
Marketing & 

Business

Empathy Age Patreon lets you 
support the creators 

you love

#________Strong

Facebook Fundraiser - The 
social network makes it easy to 
create and share a fundraiser 
for a cause that’s important to 
you 

NFL Solidarity - 
Athletes and 

celebrities take a 
knee to protest 
against police 

brutality and 
racism in America 

Go Fund Me - The for-profit 
crowdfunding platform where 

millions have raised billions 
for causes and people in need   

Brand

Media

Language

VisualLifestyle
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It’s time to get real. In a lonelier, more 
automated world, we seek real-life, human 
experiences. The rise of local community 
meetups, DTC pop-ups, and rent-a-person 
services are reviving opportunities for 
physical connection. Experts say we’re 
starting to build deeper relationships with 
a smaller number of people we can 
actually stay in touch with IRL. Brands can 
respond to our need for deeper, real-life, 
person-to-person connection.  

MB 
Marketing & 

Business

Pe 
People

ME 
Media & 

Entertainment

IRL Girl Boss Rally is a conference 
and community designed to 

empower and connect 
women

“IRL” - in real life

Bumble Hive - the 
dating app goes off-
line and creates a 
space for IRL 
networking

MeetUp - the 
local community 

facilitator has 
over 225K groups 

in 180 countries  

Branded cafes are a 
trend - Patagonia’s 

aims to connect  
activists IRL 

Brand

Media

Language

VisualLifestyle
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Competitors, come together. Brands 
are joining forces around shared 
industry challenges and good causes 
where they can have a greater 
collective impact. 53% of consumers 
think brands can do more to solve 
social problems than governments. 
Imagine what an entire industry could 
accomplish? 21st-century brands are 
built on collaboration. Rethink the 
enemy and gang up for good. 

MB 
Marketing & 

Business

FM 
Finance &  

Money

Sali Hughes and Jo Jones 
are the co-founders of 
Beauty Banks, an initiative 
that encourages consumers 
and brands alike to donate 
toiletries to those in need

The Executive’s Letter 
vs. Gun Violence

“Partnership” - the World 
Economic Forum says it’s the 

business trend to watch  

Covering Climate Now: global 
media outlets collaborating to 
make climate change a daily, 
high-profile news topic

Over 86% of people 
feel stressed when 

trying to find a 
restaurant for a date 

night, so Hinge teamed 
up with Open Table to 

offer personalized 
restaurant 

recommendations to 
daters

 Burger King’s “Day Without Whopper” 
campaign was initiated to redirect sales to 

McDonald’s in order to boost their 
charitable donations towards cancer 

research, a shared cause

G 
Government

Brand

Media

Language

Visual

People 

Lifestyle

Brand  
Gangs 
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Today, disaster feels 
imminent. Climate 
anxiety, looming financial 
crises, and political 
instability is driving 
consumers to hope for the 
best but prepare for the 
worst. Now drastic 
problems require even 
more drastic solutions. 

Elon Musk has predicted an 
apocalyptic end of the world is 
near and mankind is already 
living in a matrix of its own

The Last Man on Earth 
is a TV show set in a 

cataclysmic future

“Doomsday”

Survival box subscriptionPrivate-hire fire 
fighters - a growing 

trend in wildfire-
prone and celeb-

residing California 

Rising S Company sells 
bomb shelters and 

bunkers to the masses

Te 
Tech

TT 
Travel &  

Transport

Li 
Lifestyle

Brand

Media

Language

Visual

People 

Lifestyle

Survivalism
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DIY EDU

Kid Coder

MasterClass

Edupunk

Coding AcademiesDigital Nomadism

Coursera

Who needs Harvard when you 
have an Internet connection? 
YouTube, MasterClass, Code.org 
and other web-based 
educational tools are 
supplanting traditional study as 
a more accessible option for 
the self-taught students of 
tomorrow.

ME 
Media & 

Entertainment

Li 
Lifestyle

Te 
Tech

Brand

Media

Language

Visual

People 

Lifestyle
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Demis Hassabis, DeepMind co-
founder and CEO, a 
neuroscience-inspired AI 
company that helps tackle 
some of the world’s most 
pressing challenges

Rebooting AI: Building Artificial 
Intelligence We Can Trust by Gary 

Marcus and Ernest Davis

“Human capabilities” - Deloitte says 
this is what will separate man vs 

machine work

Creative master of 
deepfake’s Dr. Fakenstein’s 
memes have a cult following 

Learn a new language during 
your 5-minute break - AI 

promises to fast-track fluency. 
The Lingvist app is one of the 

disrupters in this space

Olay’s AI-powered 
beauty consultation

Getting the AI treatment is now a verb. As 
AI-algorithms give jobs to entire industries a 
makeover, we’re calling it the process of AI-
ification. Humans will have to fight for their 
privacy and rethink their skill set, or risk 
losing it to the machines. But it’s not all 
doom and gloom. More and more, we will 
welcome AI-ified convenience and 
entertainment. And truly human capabilities 
such as empathy will chart a new way 
forward for business and citizens alike.   

Te 
Tech

Pe 
People

FM 
Finance & 

Money

Brand

Media

Language

Visual

People 

Lifestyle

AI-ify
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Invisible  
Citizens
Previously ignored populations 
are coming out of the shadows 
to become stakeholders in their 
communities. Migrants, 
religious and ethnic minorities, 
senior citizens and ex-cons are 
growing populations that 
require new economies and 
opportunities to accommodate 
them.

ME 
Media & 

Entertainment

Li 
Lifestyle

Pe 
People

Peer-to-peer aid

Lifestyle

Starbucks

Brand

Knife Skills

Media

Inclusion

Language

Mothers of Rinkeby

People

ASL

Visual
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Family meets Tech. Where we used to look 
to relatives, we now outsource family roles 
through apps, social networks, and AI 
home assistants. Tech start-ups are 
efficiently filling the gap where 
governments and employers are failing 
working families. Brands can increasingly 
become “part of the family” as we embrace 
new support services. The modern village is 
no longer just about raising a child, but 
allowing parents to fulfill their lives and 
multiple identities too.  

Pe 
People

Te 
Tech

Li 
Lifestyle

Amazon’s Alexa and Echo 
products are helping 
parents parent—from 
bedtime storytelling to 
facilitating family video 
chats 

Disney Plus takes on the 
streaming wars with a 

family-first proposition 

“Household Profiles” - shared 
home devices personalized to 

each family member    

Smart diapersFamily Slack - 
some households 

are starting to 
operate more like 

businesses

Uber for Pets

Brand

Media

Language

Visual

People 

Lifestyle

Connected 
Families
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In a lonelier, marriage-rejecting world, 
friendship is the new companionship. 
Tinder-style friends’ apps are booming. 
Buying a house or having a baby? Record 
numbers are doing it with their BFF. 
Modern friendship is being redefined, 
optimized and sanctified by technology 
and pop culture. 

Pe 
People

Te 
Tech

Li 
Lifestyle

BFF

Whitney Wolfe made 
making friends the 
new dating when she 
added Bumble BFF to 
her online dating 
platform

Ann Friedman and bestie 
co-author’s forthcoming 

book Big Friendship 
explores the profound 
meaning of friendship 

“Friendship Optimization” 

Friends revivalInvestment clubs 
with friends

Plum Contacts - start-up that 
reminds and rewards you for 
maintaining your friendships   

Brand

Media

Language

Visual

People 

Lifestyle

Edition 2 
Copyright 2020 TBWA\



It’s the era of shared despair. Modern 
activism birthed infinite issues for us to 
care about, now we have anxiety about all 
of them. From Eco-Anxiety to 
Gentrification Anxiety to FOBO, there’s a 
new rolodex of maladies, each getting a 
classification of their own. Millennials are 
the most anxious generation — but we’re 
all on the spectrum. Anxiety is both burden 
and badge of honor. Businesses will be 
born to both manage and champion our 
anxious state. 

Pe 
People

HB 
Health & 
Beauty

Li 
Lifestyle

Anxiety Index Severance - a dystopian novel 
about millennial anxieties 

“Xanny” - a constant pop 
culture reference, from the 

Billie Eilish song to the 
Jonathan Adler pillbox home 

decor 

“Sob Story,” Vanity Fair 
editorial on sad makeup

Anxiety blanket - 
weighted blankets to 
help fight feelings of 

anxiety at night

Lord Jones sells chic CBD 
gummies and partners with 

boutique hotels. Searches for 
anxiety-based products are 

forecast to grow 24% in 2020 in 
the US

Brand

Media

Language

VisualLifestyle
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New forms of interactive entertainment are 
emerging in the experience economy. 
ASMR advertising tingles our buying brain, 
virtual reality is being used to treat anxiety 
at hospitals, and augmented reality is 
going mainstream in phones and cars. The 
travel, art, entertainment, and food 
industries are investing in Immersive 
Entertainment to reimagine products and 
services—fulfilling people’s craving for new 
multi-sensory experiences.

FD 
Food & Drink

ME 
Media & 

Entertainment

Te 
Tech

Immersive 
Entertainment

Pipilotti Rist - Swiss 
experiential video and 
installation artist

Snapchat AR - Augmented 
reality filters bring artwork, 

animations, and products to 
your videos

“Haptics” - Sensory 
feedback 

Mark Zuckerberg visits 
Puerto Rico via VR 

Multi-sensory dining

Magic Leap - Cutting-edge 
start-up creating AR glasses

Brand

Media

Language

Visual

People 

Lifestyle
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Say goodbye to the Wild West of social 
technology. It’s time for reform. In the fierce 
battle against misinformation, filter bubbles, 
and copyright infringement, platforms are 
under crackdown. And they’re adapting their 
products to help us filter fake news, break free 
of echo chambers, and fight tech addiction 
through nudges or curfews. It’s the new state 
of social where ethics, algorithms, ownership, 
and influence are all under scrutiny. Regulate 
or be regulated. 

ME 
Media & 

Entertainment

Te 
Tech

Mark Zuckerburg defends 
allowing false ads on 
Facebook, saying his 
company shouldn’t be 
“censoring”

Behind the Screen by Sarah T. 
Roberts tells the story of the 

more than 100,000 commercial 
content moderators that 

evaluate posts on mainstream 
social media platforms

“Disinformation”

Hidden Likes is Instagram’s 
attempt to “depressurize” 
the platform

Chasing the 
checkmark: verification 
scams are rampant on 

social media

GIFCT is an industry-led, self-regulatory 
effort launched by Facebook, Microsoft, 

Twitter, and YouTube to share knowledge 
and counter “extreme and egregious” 

terrorist content  

G 
Government

Brand

Media

Language

Visual

People 

Lifestyle

Platform 
Politics
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Pivoting is less of a strategy 
and more of an ultimatum. 
Brands are eking out a new 
lease on life by diversifying 
their offerings into entirely 
new industry sectors. We 
coin it “Commercial 
Darwinism.”

Slash careerist Lady 
Gaga has gone from 
pop star to actress to 
beauty entrepreneur

Quibi - short-form unicorn 
predicted to disrupt the 

streaming wars 

“Perpetual Beta”

Dipsea outdoor ads - the 
audio app that’s selling porn 
to millennials by making it 
more like podcasts

Cannabis - the 
ultimate modern 

rebrand

House of Showfields - 
reimagines retail as a multi-
sensory theater production 

Brand

Media

Language

Visual

People 

Lifestyle

Diversification

FR 
Fashion &  

Retail

FM 
Finance &  

Money

Te 
Tech
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The teenage bedroom is the new 
hotbed of creativity. From the DIY 
bedroom music genre, to pajamas as 
millennial fashion, and decor-inspired 
new subcultures like "VSCO Girls.” Both 
a TikTok portal to the world and a 
private space anxious youth are 
retreating to, staying in is officially the 
new going out. Self-care start-ups like 
“Girls’ Night In” are capitalizing on the 
“Homebody Economy.”

Bedroom Pop

Pe 
People

Li 
Lifestyle

FR 
Fashion & 

Retail

Clairo, pioneer of the 
bedroom pop sound

Girls’ Night In started as a 
newsletter and has 

expanded into home 
entertainment

“JOMO” - Joy Of Missing Out

VSCO girl bedroom mood boardE-girl and boy 
subculture - 

Rusty Fawkes 
has nearly 100K 

followers and has 
been profiled in 

the media

Loot Crate is a subscription 
box for homebody youths 

that delivers new video 
games, fashion and 

collectibles    

Brand

Media

Language

Visual

People 

Lifestyle

Edition 2 
Copyright 2020 TBWA\



Beer, bros, and ballers are old 
masculine tropes. New Masculinity 
expands the sphere of male archetypes 
to previously taboo topics and raises 
the cultural question of what it means 
to be a man today.

New Masculinity

MA 
Marketing & 
Advertising

Li 
Lifestyle

Pe 
People

Brosectamies

Lifestyle

hims

Brand

Media

Incel

Language

Steph Curry

People

#MenToo

Visual

Art of Manliness

#MenToo
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STAY 
HOME 
STAY 
SAFE
STAY 
CONNECTED 
FOR MORE
To find out more about Backslash MENA 
Romy Abdelnour 
romy.abdelnour@tbwaraad.com 
+961 3 979571 
+971 4 425 888 
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