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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
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THE TRIGGER
Social Shaming – The New Punishment 
Dubai Police will be circulating photos of offenders who don’t stay indoors, to deter 
others from breaching the current movement restrictions. Images will not be blurred or 
pixelated. Their publication could have stark implications for those caught out.

In a country where people can afford to be fined, but can’t stand being 
shamed or have their ego shattered, social shaming proves more efficient 
than fines?

Useful link: The National

EDGES

WHAT IF

Polarization 
We're living in a world of extremes. With the rise of 
polarized camps, the middle ground has eroded. It’s 
Good vs. Evil out there. Think smaller, more tribal, more 
radical. Or break the filter bubble, embrace your critics, 
and champion the grey area.

Helicopter Tech 
Everything is watching you. Governments, brands, 
and devices are turning into “helicopter parents” — or 
worse, monitoring our every move. Fitbit shares user 
data with health insurers — and some customers 
have walked. Colleges vet applicants by stalking 
social media. Friends track each other through geo-
location apps. Soon you won’t even be able to poop 
in private, as smart bathrooms enter the home. With 
privacy at a premium, new businesses are being born 
to help users stay stealth or monetize their data. 

This becomes standard practice to prevent people from doing the small acts 
of law-breaking that aren’t usually prosecuted?
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https://www.thenational.ae/uae/government/coronavirus-dubai-police-to-share-pictures-of-reckless-residents-breaching-stay-home-laws-1.1003327#20


THE TRIGGER
A.I. Has An Eye On You 
Dubai Police are using artificial intelligence to help decide whether to issue fines to 
people for moving around during the sterilisation programme. A.I. along with radar 
speed traps help identify which vehicles have movement permits or belong to people 
working in vital sectors. The system can also identify your path and check if you went 
out for an unnecessary reason.

We were all prisoners of our own data?

This was applied to catch law-breakers, and at a global level?

Useful link: Gulf News

EDGES

WHAT IF

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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Helicopter Tech 
Everything is watching you. Governments, brands, and 
devices are turning into “helicopter parents” — or worse, 
monitoring our every move. Fitbit shares user data with 
health insurers — and some customers have walked. 
Colleges vet applicants by stalking social media. Friends 
track each other through geo-location apps. Soon you won’t 
even be able to poop in private, as smart bathrooms enter 
the home. With privacy at a premium, new businesses are 
being born to help users stay stealth or monetize their data. 

https://gulfnews.com/uae/covid-19-precaution-dubai-police-using-ai-to-find-out-if-your-trip-was-essential-1.70829268


THE TRIGGER
House Of God, At Home 
COVID-19 has forced religious entities to adapt to a new reality where their practices 
are no longer ‘physical’. Islam’s call to prayer now asks people to stay home, the Palm 
Sunday Mass was live-streamed, and all places of worship are closed. Religion is 
receiving the e-treatment in the age of Coronavirus.

Religion goes from being a shared public practice to a purely personal practice?

Useful link: The National, Khaleej Times

EDGES

WHAT IF

Edition 3 
Copyright 2020 TBWA\

iReligion 
Religion is getting a facelift. With the help of VR, apps, and 
pop culture at large, institutions around the globe are 
injecting modern sensibility into ancient tradition. From the 
Hajj to the rosary, religion unites with technology in order to 
modernize and bring in younger worshippers. Instead of 
people finding their faith, it’s finding them.

This is the first step towards digitising religion and creating VR 
mosques/churches/synagogues/temples?

This marks the end of fanatic symbols, practices and beliefs?

This makes religious influencers such as digital imams and priests go 
mainstream?

https://www.thenational.ae/uae/abu-dhabi-churches-ask-christians-to-pray-together-from-home-1.996815
https://www.khaleejtimes.com/uae/dubai/palm-sunday-mass-service-streamed-live-for-christians-as-they-mark-holy-week-at-home


THE TRIGGER
No Ad-Man Gongs This Year 
Adding to the list of events cancelled: Dubai Lynx. MENA’s biggest advertising award 
show, announced that their Festival of Creativity will not happen in 2020. It was earlier 
postponed from March 2020 to September 2020. 

Useful link: CampaignME

EDGES

WHAT IF

Cancel Culture 
The mob-mentality meets social media-brands, 
public figures, and governments bow down to the 
Twitter masses or risk invoking their ire. Any 
person or brand can be “canceled” in a moment. 

Award shows are less elitist/niche and more accessible to the 
masses, with cheap online tickets?

We create a new digital award show during COVID-19 that recognizes 
creativity in times of crisis?

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. 

Awards are no longer the measure of success for creativity?
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https://campaignme.com/dubai-lynx-2020-cancelled/


THE TRIGGER
Keeping Tags On You 
Bahraini authorities will soon require quarantined people to wear electronic tag 
bracelets to ensure that they comply with all quarantine rules. Every person 
confined to their home or in a quarantine centre will have to wear the device and 
cannot stray more than 15 m from their mobile phone.  
Even with the tags, people could still be asked to send selfies to prove they have 
not left their quarantine areas. Those breaking the rules would be fined heavily.  

This brings automated preventative healthcare, with tags that monitor 
your vital signs at all times?

National ID cards get replaced with ID tags, which must be worn at all 
times?

Useful link: The National

EDGES

WHAT IF

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.   

Governments start tracking all our movement, and permission to enter 
another country is based on our movement history?

Helicopter Tech 
Everything is watching you. Governments, brands, and 
devices are turning into “helicopter parents” — or worse, 
monitoring our every move. Fitbit shares user data with 
health insurers — and some customers have walked. 
Colleges vet applicants by stalking social media. Friends 
track each other through geo-location apps. Soon you won’t 
even be able to poop in private, as smart bathrooms enter 
the home. With privacy at a premium, new businesses are 
being born to help users stay stealth or monetize their data. 
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https://www.thenational.ae/world/gcc/coronavirus-bahrain-to-use-electronic-tags-for-people-in-quarantine-1.1001903


THE TRIGGER
Stable Prices 
A price list for essential items has been released by the Dubai Economic Department to 
ensure fair pricing by suppliers during the COVID-19 crisis. This ensures that consumers 
can buy the basics at reasonable prices, despite fluctuations in supply and demand. 

Brands broke down their pricing, showing the cost of materials, labour, 
distribution and margins? 

Fair pricing was implemented during other periods of high demand 
(Ramadan, Christmas) or better, at all times?

Useful link: Khaleej Times

EDGES

WHAT IF

Shameless Transparency 
There’s no such thing as oversharing. From raw, emotional 
livestreams to publishing every dollar we spend, people and 
brands alike are living their lives out loud. Dirty laundry is no 
longer a faux pas, but an expectation. 

Consumers had a clear understanding of product margins? How would 
this affect purchase behaviour? 
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https://www.khaleejtimes.com/coronavirus-pandemic/covid-19-price-list-of-essential-items-in-dubai-released-1


THE TRIGGER
‘Once An Oil Economy…’? 
In the UAE, research shows that sectors like tourism, consumer demand and exports have 
recorded a third successive monthly fall. While in Saudi Arabia, the non-oil sector has 
witnessed the lowest activity for a decade due to COVID-19. 

Useful links:  
Nasdaq, Linkedin 

EDGES

WHAT IF

The GCC goes back to being an oil-dependent collective, taking 
important sectors like tourism ‘back to square one’?

Diversification 
Pivot 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.” 

Tourism transforms into a digital experience, and physical exports 
turn into crypto-exports?
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https://www.nasdaq.com/articles/saudi-non-oil-private-sector-hits-decade-low-on-coronavirus-pmi-2020-04-05
https://www.linkedin.com/feed/news/non-oil-activity-weakens-in-gcc-4531555/


THE TRIGGER
Cash is Not King 
As shoppers focus on hygiene and social distancing, they’re turning to contactless 
payment technology. It’s faster, safer and easier. Coins and banknotes may be in long-
term decline. 

The COVID-19 crisis spurs the development of central bank digital 
currencies? 

Contactless payment transactions and cryptocurrencies are greatly 
accelerated by the COVID-19 crisis?

Useful link: Khaleej Times

EDGES

WHAT IF

Convenience Economy  
We want it now. As people seek to fulfill their behavioral 
addictions, they increasingly rely on algorithms and smarter 
tech to not only deliver goods, services and entertainment 
in an instant, but to predict and send what we want before 
we even know what that is.

Flash Finance 
From the cutting edge to the mundane: 
finance has gone technological. Every 
bank is expected to have a mobile 
banking app at minimum, though an 
easy consumer interface for your 
cryptocurrency would be helpful, too.

Alt-Currency 
The “full faith and credit of the Nation” 
isn’t what it used to be. Cryptocurrencies, 
time banks, and regional barter systems 
are proving that trust—not central 
banking—is the real bedrock of the 
economy.
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https://www.khaleejtimes.com/coronavirus-outbreak/Covid-19-Avoid-cash-use-contactless-payments-UAE-residents-told


THE TRIGGER
Nurses On The Rise 
There has been a strong peak in demand for nurses – almost 6 billion worldwide.  
The World Health Organization has called for urgent investment in nurses, by either 
increasing the amount of nurse graduates or providing relevant employment.

Useful links:  
Linkedin,  

EDGES

WHAT IF

Polarization 
We're living in a world of extremes. With the rise of polarized 
camps, the middle ground has eroded. It’s Good vs. Evil out 
there. Think smaller, more tribal, more radical. Or break the 
filter bubble, embrace your critics, and champion the grey 
area.

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.   

Robot nurses replace human nurses because of the challenging nature of 
the job and pandemics to deal with?
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We create an exchange programme – nurses can travel to pandemic-hit 
places using a ‘medical passport’ like a diplomatic passport?

https://www.linkedin.com/feed/news/a-call-for-investment-in-nurses-4528267/


THE TRIGGER
COVID-19: The Planet’s Silent Helper 
While the catastrophic impact of COVID-19 on the world can’t be ignored, there’s a silver 
lining. Nitrogen dioxide emissions have significantly decreased in GCC countries. This is 
attributed to the precautionary measures taken such as lock-downs. With less vehicle 
movement and the halt of intensive factory work, the environment is cleaner.  

Useful links:  
Instagram: @mbrspacecentre 

EDGES

WHAT IF

The fundamentals of capitalism are shifting and this is the start of 
Capitalism 2.0: The Sustainability Edition?

COVID-19 ushers in a wave of new behavior focused on a cleaner 
environment? (E.g. letting go of cars as a main form of transport.)

Climate Credit: 
The pressure for climate cred is on. From green loyalty 
programs, to “sustainability makeovers,” and bans on single-
use plastic, brands, consumers and governments alike are 
vying for climate credit. It’s the new race to join the “circular 
economy” and be the most eco-friendly. In the business of 
climate change, everything and everyone gets a score.  
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https://www.instagram.com/p/B-cc6llAgV6/


THE TRIGGER
Permission To Joke 
During a radio interview with the director of Dubai Police’s Traffic and Patrols 
Department, a man asked if he needed a permit to move between the homes of his 
two wives. The officer joked about using the confinement situation as an excuse not to 
see one of his wives. The story made the news and became the topic of the day as 
people look for light-heartedness in the darkest challenges.

Useful links:  
ArabianBusiness,  

EDGES

WHAT IF

All governments followed the UAE lead in adopting a more 
empathetic tone of voice around COVID-19 to show their caring and 
resident-centric intentions?

Doom Generation 
Time to sit back and watch the world burn. Existential dread 
is no longer the purview of pessimistic intellectuals, it’s gone 
pop cultural. From music, to memes, to marketing, we’re 
surrendering to political, economic and climate instability 
with a new form of creative, often absurdist, nihilism.  

Wacko World 
We’re all weird now. The absurd, inexplicable and 
plain silly have become common vocabulary in 
memes, fashion and marketing. This is a reaction 
to over-consumption and logic and signals a 
desire for the unique and irrational. 

Brands did less COVID-19 communication and more humour to ease 
coron-anxiety?
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https://www.arabianbusiness.com/culture-society/444581-dubai-man-asks-for-permission-to-move-between-two-wives-amid-covid-19


THE TRIGGER
Seeding Self-Reliance 
Panic buying and worries about supplies being interrupted are two common 
themes worldwide during the COVID-19 outbreak. Some people have decided to 
take matters into their own hands. With forced home confinement and increasing 
financial worries, we’re seeing the rise of the self-sufficient consumer – looking to 
grow their own fruit and vegetables, creating their own electricity etc.  

Useful link: Arabian Business

EDGES

WHAT IF

Climate Credit 
Gen Z and millennials are denying the 
stereotypes of wild youthful 
transgressions. Rates of drug use, 
drinking and teen pregnancy have all 
fallen off a cliff as a generation opts to 
play it safe. From knitting scarves to 
drinking mocktails, mild activities are 
building the bedrock of the next era of 
community gathering.

The rise of self-sufficient consumers goes well beyond COVID-19, creating a 
more sustainable way-of-life for more people?

Bio Design 
Green is the new black as brands and designers 
mimic nature to create an ecological vision of the 
future. From algae fashion to bee hotel billboards, 
the new mood of sustainability is 
transformational, optimistic and inspired by the 
natural world. Packaging and materials are under 
the spotlight, and brands are getting drastic 
about plastic, as we design for the “bio century.”

Industries that encourage and enable self-sufficiency get a boost?
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https://www.arabianbusiness.com/comment/443554-covid-19-the-re-shaping-of-supply-chains-why-the-uae-is-ready-for-it


THE TRIGGER
Digital Justice 
The Abu Dhabi criminal courts have rolled out a new initiative during COVID-19.  
Trial by video and virtual courts will be deployed to allow defendants to take part in 
proceedings while they are in custody. Hearings can take place digitally, with judges 
able to hear cases live before delivering verdicts.

This becomes the new method of dispensing justice that is faster, more 
efficient and more cost effective than the traditional court system?

This way of dispensing justice gets adopted globally, and the criminal justice 
system is overhauled?

Useful link: The National

EDGES

WHAT IF

Polarization 
We’re living in a world of extremes. With the rise 
of polarized camps, the middle ground has 
eroded. It’s Good vs. Evil out there. Think smaller, 
more tribal, more radical. Or break the filter 
bubble, embrace your critics, and champion the 
grey area.

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. 

Edition 3 
Copyright 2020 TBWA\

https://www.thenational.ae/uae/courts/virtual-courts-to-dispense-digital-justice-in-abu-dhabi-1.1001909


THE TRIGGER
Running Home 
On Friday 10th April, 749 runners representing 62 nationalities took part in the world's 
first 'Marathon at Home'. Runners from the UAE, Kuwait, Saudi Arabia, Oman, Bahrain 
and Jordan took part. They were free to decide on the shape of their running course 
inside their house.

E-sports grow even more, further rivaling traditional forms of sport?

Participation in such events becomes mainstream, creating an entirely new 
category of sports and entertainment?

Useful link: Khaleej Times

EDGES

WHAT IF

Spectator Sport 
Silent viewership is the new gossip. From 
Mukbang to Benkyou Douga to Cleanfluencers, 
watching others do the mundane—be it eat, 
study or clean—is the latest lifestyle trend. 
Mainstream drone and live-cam tech is enabling 
our voyeurism and fulfilling our nosey, paranoid 
needs to monitor everything. Loneliness, anxiety 
and privacy combine in the passive observation 
of others, rather than expressing ourselves. Today, 
we can be friends with whomever we want as 
long as one of us is watching. 

Viewership of these events begins to rival that of popular sporting events 
such as the Super Bowl or the football World Cup?
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https://www.khaleejtimes.com/coronavirus-pandemic/combating-covid-19-749-runners-to-take-part-in-home-marathon-this-friday


THE TRIGGER
Corona The Peacemaker 
The Saudi-Yemen war has been an ongoing issue for years. But it has come to an end, 
at least temporarily. The Saudi coalition has decided to halt all attacks on Yemeni 
forces and work to confront the Corona pandemic and prevent it from spreading. 
While the current ceasefire is to be observed only for the next two weeks, one could 
hope that this will last as long as the virus poses a threat. 

Useful links:  
BBC NEWS,  

EDGES

WHAT IF

Copyright 2020 TBWA\

The Coronavirus brought a seismic shift in our governments’ and 
authorities’ agenda, forcing them to re-evaluate, rethink and refocus the 
priorities of their nation?

Polarization 
We're living in a world of extremes. With the rise of 
polarized camps, the middle ground has eroded. It’s 
Good vs. Evil out there. Think smaller, more tribal, 
more radical. Or break the filter bubble, embrace 
your critics, and champion the grey area.

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. 

COVID-19 gives birth to a peacemaking generation who have a new 
appreciation for human life, and don’t discriminate based on religion, 
gender or sexual orientation?

https://www.bbc.com/news/world-middle-east-52224358


COVID-19 is putting 
16 edges in the limelight this week
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Survivalism

AI-ify

iReligion Cancel CultureDiversification

Convenience Economy Flash Finance Alt-Currency Climate Credit Doom Generation Wacko World

Helicopter Tech Shameless Transparency Bio Design

Spectator Sport

Polarization
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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.

Middle East And North 
Africa

45.24%

13.25%

8.7%

7.08%

0.69%
3.12%

0.18%

0.04%

3.08%
0.53%

1.7%

2.74%

2.41%
1.62%

2.01%
0.9%

0.86%

0.77%

1.16%

1.83%

0.1%

0%

Geography Source Of Conversation

Volume and Sentiment around COVID-19 
2.16 Million Conversations

source: Crimson Hexagon



KSA 
45.24%*

UAE 

8.7%*

Egypt 
13.25%*

Kuwait 
7.08%* Iraq 

3.34%*

*percentage of total 
conversations around 
COVID-19 in MENAsource: Crimson Hexagon
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KSA, Egypt, UAE, Kuwait and Iraq

Top 5 countries  
leading  
conversations on 
COVID-19  
in MENA.



Conversations 
discussed during  
COVID-19 research

Job Security Food Security Services
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

Banking Education
Conversations about 
home deliveries, food & 
lifestyle related

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

Copyright 2020 TBWA\



Size of 
conversations 
around 
COVID-19

ServicesJob Security Food 
Security

Banking Education

Conversations were at a steady 
predictable growth due to the growing 
state of the virus and uncertainty 
regarding an end date.

Conversations peaked in the first week of March 
when new laws and regulations were launched 
on purchasing goods. Similarly, when the UAE 
launched the permit system for the public to 
purchase essential goods. 

Conversation dropped after peaking due to 
fears of lacking service manpower across the 
sector. People were also worried about receiving 
contaminated items.

Conversations peaked on March 22, when 
Saudi banks announced the 
postponement of instalments for up to 3 
months for workers in the health sector.

The conversation peaked on March 8, 
when the UAE and Saudi Arabia 
announced the closure of schools.

1.3 million conversations 599K conversations 713K conversations

563 K conversations 1.4 million conversations



Sentiment of 
conversations 
around 
COVID-19
The most negative conversations were 
about banking and job security, with people 
mostly worried about losing their jobs and 
income.  
Conversations about food security were 
more positive due to official government 
reassurances across the region. 
Students across the region also shared their 
worries about the progression of the year 
under these circumstances. 

ServicesJob Security Food 
Security

Banking Education



Word Cloud 
for 
conversations 
around  
COVID-19

ServicesJob Security Food 
Security

Banking Education

Job, prayers and corona 
(COVID-19) were the most 
popular words. 

Food, groceries and needs were the 
most-discussed topics due to the 
new regulations on how to purchase 
goods.

Discounts and codes were the 
most popular words during this 
time.

Bank, coronavirus and debt 
were the most popular words.

School and news updates from 
government sources were the most 
popular words.



Job Security - The most influential authors in this conversation are: 

@nwyfs - News portal 

@saudi_salaries - Saudi salary updates 

@almosahf - Religious tweets

Food Security - The most influential authors in this conversation are: 

@kalroudan - Minister of Commerce  

@AlmajdChannels - Family channel 

@m2013_502 - Popular Arabic restaurant owner

Services - The most influential authors in this conversation are: 

@aedff90 - Cleaning service 

@erwaaapp - Water service provider 

@almosahf - Prayer app

Banking - The most influential authors in this conversation are:  

@Sama_gov - Saudi Arabian monetary authority account 

@youtube Official account

Education - The most influential authors in this conversation are:  

@Moe_gov_sa - The Saudi Arabia Minister of Education account 

@News_Ejazah - A KSA news account on education 

@SPARegions - A KSA news account

source: Crimson Hexagon
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Authors & 
influencers  
leading  
conversations  
about  
COVID-19.
News & governmental accounts were the 
most popular profiles during this time, 
showcasing that during emergencies & for 
serious topics - people go to official sources 
rather than to influencers. 



Top Content 
concerning 
COVID-19

ServicesJob Security Food 
Security

Banking Education

Tweet concerning a security guard at a 
hospital taking not giving up during this 
time & continuing his education

Tweet promoting the current living situation in 
Saudi to be the best, with having strong food 
and health care services for everyone 

Tweet advising the telecommunication 
companies to reduce their prices for internet 
subscriptions due to the high volume of 
consumption with work from home & digital 
schooling

The Saudi Arabia Money Authority 
announced the postponement of the debt 
installments for up to 3 months for workers 
in the health sector. 

News KSA Account Announcing the school 
closure in the country.



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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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
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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.   
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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
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We're living in a world of 
extremes. With the rise of 
polarized camps, the 
middle ground has eroded. 
It’s Good vs. Evil out there. 
Think smaller, more tribal, 
more radical. Or break the 
filter bubble, embrace your 
critics, and champion the 
grey area.

Donald Trump

Sky TV Brexit-free channel

“Ok Boomer” - the millennial put-
down for out of touch Boomers has 

become a meme, merch and signal of 
growing generational conflict 

Nike’s Colin Kaepernick campaign 
turned some fans into haters

Incels - involuntary 
male celibates are 

a rising, dark 
subculture

BBC Sounds app - designed 
to break filter bubbles
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Award-winning entrepreneur 
Steve Gatena, founder of 
pray.com, a premium social 
network and subscription audio 
platform for faith

Follow Jesus Christ GO! The 
Vatican’s version of Pokemon GO!

“Smart Rosary” - wearables 
meet worship   

Tell Them, I Am is a new podcast 
that allows Muslims to define their 
own identities beyond stereotypes 

 VR Voodoo Experience

Modesty has become fashionable led 
by Muslim brands such as Louella. The 
modest fashion industry is expected to 

top $292bn this year

Religion is getting a facelift. With 
the help of VR, apps, and pop 
culture at large, institutions 
around the globe are injecting 
modern sensibility into ancient 
tradition. From the Hajj to the 
rosary, religion unites with 
technology in order to modernize 
and bring in younger worshippers. 
Instead of people finding their 
faith, it’s finding them.  
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Everything is watching you. Governments, 
brands, and devices are turning into 
“helicopter parents” — or worse, monitoring 
our every move. Fitbit shares user data with 
health insurers — and some customers have 
walked. Colleges vet applicants by stalking 
social media. Friends track each other through 
geo-location apps. Soon you won’t even be 
able to poop in private, as smart bathrooms 
enter the home. With privacy at a premium, 
new businesses are being born to help users 
stay stealth or monetize their data.  

Sundar Pichai, Google CEO, 
has said: “Privacy cannot be 
a luxury good offered only 
to people who can afford to 
buy premium products and 
services…Privacy must be 
equally available to 
everyone in the world”

Chinese police officers are using 
smart glasses to identify car 

number plates and screen 
crowds for criminals, which has 

divided media and tech 
commentators

“Data Brokers” - an 
emerging new industry 

which helps users sell their 
personal data 

Smart bathrooms are coming 
with the promise of monitoring 
our health at the cost of a private 
dump

Friends are keeping 
tabs on each 

others 
whereabouts for 

safety or nosiness 
— the jury is out. 
Location-based 

networking such as 
Find My Friends are 

booming  

 

US health insurance giant 
Blue Cross Blue Shield 

partners with Fitbit in a 
controversial move
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Doom 
Generation 

Rick and Morty TV series 
creators Justin Roiland and Dan 
Harmon. Their show has been 
described as “a never-ending 
fart joke wrapped around a 
studied look into nihilism”

"The End of the Fucking World” 
on Netflix 

“I’m baby”  - the fatalistic 
infantilization of the self meme  

The World Is Burning/This Is 
Fine Meme

Vaping - a new 
generation up in 

smoke 

Nilihst Arby's is a novelty Twitter account 
featuring bleak, pessimistic tweets about 

the meaninglessness of life with 
unenthusiastic recommendations for the 

fast food restaurant chain Arby's.

Time to sit back and watch the 
world burn. Existential dread is 
no longer the purview of 
pessimistic intellectuals, it’s 
gone pop cultural. From music, 
to memes, to marketing, we’re 
surrendering to political, 
economic and climate 
instability with a new form of 
creative, often absurdist, 
nihilism.
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Money doesn’t grow on trees—
yet. From cryptocurrency to 
paying for meals with “likes,” 
currency is no longer just paper 
money and credit. As countries 
and citizens look for alternative 
forms of payment the very 
definition of “money” is in flux.

Pay 
with 
likes

Lifestyle

Kodak

Brand

Coinbase 

Media

ICO: Initial Coin Offering

Language

Satoshi Nakamoto

People

Cryptocollectibles

Visual

Alt-Currency
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The mob-mentality meets 
social media-brands, public 
figures, and governments bow 
down to the Twitter masses or 
risk invoking their ire. Any 
person or brand can be 
“canceled” in a moment. 

Gillette Boycott

Lifestyle

Pepsi 

Brand

House of Cards

Media

#canceled

Language

Louis C.K. 

People

Joanne the Scammer

Visual

Cancel 
Culture
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From the cutting edge to the 
mundane: finance has gone 
technological. Every bank is 
expected to have a mobile 
banking app at minimum, 
though an easy consumer 
interface for your 
cryptocurrency would be 
helpful too.

Flash Finance

Te 
Tech
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Finance & 
Business

FR 
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Mobile Banking

Lifestyle

Apple Pay x Face ID 

Brand

Motley Fool

Media

Mike Quindazzi

People

N26 card

Visual

Real-Time Trades
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There’s no such thing as 
oversharing. From raw, 
emotional livestreams to 
publishing every dollar we 
spend, people and brands alike 
are living their lives out loud. 
Dirty laundry is no longer a 
faux pas, but an expectation.

Shameless 
Transparency

Pe 
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Mike Diva, YouTuber 
and all-around 
absurdist creative

Fortnite - wacky plot 
turns and 

unexpected 
collaborations 

“Ironic consumption”

TikTok cringey aestheticMukbang - Korean 
internet phenomenon 
of watching strangers 

eat  

Taco Bell wedding service

We’re all weird now. The absurd, 
inexplicable and plain silly have 
become common vocabulary in 
memes, fashion and marketing. 
This is a reaction to 
overconsumption and logic, and 
signals a desire for the unique 
and irrational. 
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Carole Collet is Professor in 
Design for Sustainable 
Futures at Central Saint 
Martins and runs a 
sustainability incubator with 
LVMH

Brigitte Be Green is a new 
German sustainability magazine 
that the publishers say answers 

“society’s need for more 
information without moralizing”

“Bioplastics” - the 
biodegradable alternative 

for a new material world      

Living Root Bridges of Meghalaya: 
inventive members of the Khasi tribe have 
trained rubber trees to grow into bridges

Bio-couture: a global 
community of designers 

and scientists such as 
Japan’s Yuima Nakazato, 
growing fabrics like food, 

and changing the nature of 
luxury             

McDonald’s Sweden 
redesigned its billboards 

into “hotels” for at-risk 
honeybees 

Green is the new black as brands 
and designers mimic nature to 
create an ecological vision of the 
future. From algae fashion to bee 
hotel billboards, the new mood of 
sustainability is transformational, 
optimistic and inspired by the 
natural world. Packaging and 
materials are under the spotlight, 
and brands are getting drastic 
about plastic, as we design for the 
“bio century.” 
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The pressure for climate cred is 
on. From green loyalty programs, 
to “sustainability makeovers,” and 
bans on single-use plastic, 
brands, consumers and 
governments alike are vying for 
climate credit. It’s the new race to 
join the “circular economy” and 
be the most eco-friendly. In the 
business of climate change, 
everything and everyone gets a 
score.   

TT 
Travel &  

Transport

FR 
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Julie Wainwright, founder of 
luxury consignment site The 
RealReal, is a spokesperson 
for the Circular Economy

Zero-waste movie 
sets are now a thing

Upcycled home decorThe Carbon Credit Card: 
tracks the carbon dioxide 

emissions of purchases, 
and caps the 

environmental impact of 
users' spending

Adidas and Parley make 
history with the first high-

performance sportswear 
made from ocean plastic

"Sustainability makeovers” - 
brands and consumers are 
embracing green redesigns 
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Silent viewership is the new gossip. 
From Mukbang to Benkyou Douga 
to Cleanfluencers, watching others 
do the mundane—be it eat, study or 
clean—is the latest lifestyle trend. 
Mainstream drone and live-cam 
tech is enabling our voyeurism and 
fulfilling our nosey, paranoid needs 
to monitor everything. Loneliness, 
anxiety and privacy combine in the 
passive observation of others, rather 
than expressing ourselves. Today, we 
can be friends with whomever we 
want as long as one of us is 
watching. 

Pe 
People

ME 
Media & 

Entertainment

Te 
Tech

Min Ga-in, also known 
as Dorothy, is one of 
the top Korean 
Mukbang stars

Chinese app Abacus 
allows you to watch 
people go on dates

“Pet Cam”

Mrs. Hinch is a top UK cleanfluencer who 
has built a $1m empire and is helping to 
transform the household category 
through sharing pics of her clean home

Benkyou Douga or “Study 
with me” - Japanese 

phenomenon of watching 
people while they study has 

gone global 

Twitch
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Convenience 
Economy

We want it now. As people seek 
to fulfill their behavioral 
addictions, they increasingly rely 
on algorithms and smarter tech 
to not only deliver goods, 
services and entertainment in an 
instant, but to predict and send 
what we want before we even 
know what that is.

Te 
Tech

FM 
Finance & 

Money

FD 
Food & 
Drink

Jeff Bezos - American 
billionaire, internet and 
aerospace entrepreneur, 
media proprietor, and investor

The Skimm provides 
the daily “need to 

know” content in a 
concise newsletter

Brands as verbs, i.e., 
“Netflix & Chill”

Biometric Fastlane - CLEAR 
lets people breeze through 
security lines with just their 
eyes and fingertips

Contactless - Tap to pay, 
ride… do just about 

anything

Delivery Hero - One of the 
largest food-ordering 

services operating in more 
than 300 cities globally
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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

mailto:romy.abdelnour@tbwaraad.com


VISIT 
insights.tbwaraad.com  
FOR MORE TOOLS 
TO STRATEGIZE 
DURING COVID-19

http://insights.tbwaraad.com

