2020: The feelings are plenty
A segmentation study based on the emotions experienced during the pandemic
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When the pandemic started we were all in shock, trying to understand what is happening and how we should
react to it; reports and studies were published daily aiming to shed light on the new reality*. It felt as if
everything was researched and covered.

2020: The feelings are plenty

Today, during the second wave of the crisis, the interest doesn’t seem to be as strong maybe due to the
pandemic fatigue. From our side, we did have the desire to talk with people and try to understand where we
stand and what has changed but we didn’t want to repeat what we thought we already knew.
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On the occasion of the second lockdown, which started in Greece on the 7th of November, we were curious to
see if the way we emotionally experience the crisis diﬀerentiates us. We wanted to test if running a
segmentation based on our feelings during this period makes any sense. And it does.
We hope you will ﬁnd the story that follows provoking and useful.

www.thelonglust.com
*Here’s the study we did last March (sorry it’s in Greek only) https://thelonglust.com/wp-content/uploads/2020/04/TI-ZOYME.pdf
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Survey profile
The survey was conducted between the 13th-18th November 2020, few days aﬅer the 2nd lockdown came in eﬀect in Greece (7th November).
We interviewed a sample of 1235 individuals over 18 years old across Greece, using random probability sampling. Interviews were conducted
online using standardized questionnaires. The length of the questionnaire was approximately 10 minutes.

Sample profile
2020: The feelings are plenty

The sample is soﬅly balanced for the needs of the survey across a number of key demographics. In more detail:
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Male 41% Female 59%

18-30 yrs 24%

31-44 yrs 40%
Athens 60%

Rest of Greece 40%
45+ yrs

36%

University Student
Private sector employee
Public sector employee
Self employed
Pensioner
Unemployed
Other

10%
38%
9%
16%
7%
16%
4%

The Big Picture
What the average ﬁgures reveal about Greeks’ sentiment
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Before discussing the segmentation it’s important to know which are the ‘common’
feelings Greeks have these days. This will help us better understand the unique
characteristics of each segment later.
The sentiment of the general population is quite strong and consistent and
signiﬁcantly diﬀerent from what we observed last March when we were at the
beginning of all this.

The Big Picture

Enjoy!
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The positive outlook we were trying to maintain
few months ago has evaporated.
Nowadays negative emotions prevail. Insecurity,
weariness, stagnancy, and anger are the most
common.
Living for months in a state of a pandemic has apparently taken its toll. While
in March many of us were trying to see the glass half full, today insecurity is
the prevailing feeling for the vast majority. There are still people who feel calm
and positive, but they are an exception.

The Big Picture

Most of us feel tired, stressed, stagnant, and angry. It’s a vicious circle that is
diﬃcult to escape from under the current circumstances.
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When the ﬁrst lockdown started the majority was believing that within 2-3
months we would go back to ‘normality’. At the beginning of the second
lockdown 40% believe we will ‘get back’ within 1-2 years, while 24% think
more than 2 years will be needed.
Now we know. And this knowledge is hard.

Which of the below words would you choose to describe how you
feel today? (choose up to 5 words)
Ιnsecurity
Weariness
Stagnancy
Anger
Sadness
Fear
Loneliness
Coolness
Futility
Hope
Despair
Tranquility
Stoicism
Creativity
Togetherness
Optimism
Other
Warmth
Powerfulness

51.78%
42.48%
42.07%
39.24%
28.48%
24.19%
22.49%
21.76%
16.67%
13.83%
13.27%
13.19%
13.19%
11.73%
11.49%
11.00%
5.58%
5.10%
4.53%
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The health of our family, our personal finance,
and our mental health are mainly what
concern us. In this order.

The Big Picture

Health of course is our main concern these days and we worry
more about the health of our family than our own. Personal
ﬁnance follows.
The state of our mental health is an important area we are
preoccupied with as many other studies have underlined recently.
Another strong source of stress is the limitations we feel we
experience in our everyday life.
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Interestingly the production and distribution of a vaccine doesn’t
seem to preoccupy us. Maybe this means that for the majority the
vaccine is not seen as a panacea, the solution that will make
everything normal’.
At the same time 25% of the population believes that we will need
more than a year aﬅer a vaccine is available to return to
‘normality’ and 28% believe that we will never live as we used to,
regardless of a vaccine’s availability.

Which of the following worries you the most these days?
(choose up to 3)
My family's health

52.99%

My ﬁnances

41.10%

My mental health

40.29%

The limitations imposed on everyday life

39.16%

The ﬁnancial state of the country

27.35%

My health

26.46%

My work

24.68%

When a vaccine will be available

9.95%

Other

4.13%

RESEARCH + STRATEGY

The Big Picture
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What we crave the most is our
freedom. We would also
welcome feeling more
optimistic and more secure.

The need for emotional support is
strong, together with the desire to
feel we are not going through this
alone.

The volatility and uncertainty of our current
life has made us more conscious of what is
really important, and more thankful of what
we already have.

Is there anything you're missing
this period? (choose up to 3)

Is there anything that gives you hope or makes
you feel better these days? (choose up to 5)

Do you see anything positive coming out of the
experience of the pandemic? (choose up to 3)

My partner
My friends
My kids
Music
Myself
Physical exercise
My pets
My parents
Nature
Art
My job
Science
Other
Religion

Care more for our health and personal hygiene 49.43%

Sense of freedom

65.61%

Sense of optimism

32.69%

Sense of security

32.61%

Sense of happiness

24.03%

Sense of control

21.93%

Sense of self-determination

18.77%

Sense of collectivity

17.31%

Sense of togetherness

15.78%

Sense of enjoyment

15.13%

Other

6.31%

46.84%
38.67%
34.79%
32.20%
30.10%
27.99%
26.54%
24.60%
22.90%
20.47%
20.31%
13.19%
8.33%
7.93%

Appreciate life more

46.36%

Remote working

27.91%

More meaningful relationships

26.05%

Care more about our self generally

25.73%

More solidarity

18.93%

More self knowledge

15.37%

Online education

13.35%

Other

8.58%

Online shopping

6.63%
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Screen is the queen of our
lockdown pastime.

Online media is the source we
trust more for our information,
followed by scientists.

Satisfaction with the state’s handling
of the crisis is in decline, together
with satisfaction with Greek media.

Is there anything from the following you will do
more during the lockdown? (choose up to 3)

What are the sources you trust more to get informed
these days? (choose up to 3 you trust most)

How would you evaluate state's handling
of the pandemic?

Watch movies and series
44.74%
Read/Study
37.38%
Work out
33.58%
Spend more time with family at home 33.33%
Spend time online:
32.85%

Online news & information media

61.89%

Scientists

49.51%

Cooking
24.68%
Stay in touch with family and friends 24.60%
Music
17.07%
Home improvements, decoration etc. 16.75%
Spend more time with my pets
11.33%
Video/online games
10.60%
Online shopping
6.96%
Other
6.31%

The Big Picture

Facebook, Instagram,YouTube etc.
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Online newspapers

28.07%

Friends and family

13.75%

Facebook

13.67%

Radio

11.41%

Other

10.36%

Television

10.03%

Printed newspapers

4.53%

Politicians

0.04%

29
0

Not satisﬁed at all

100

Very satisﬁed

How satisﬁed are you with the quality and the
content of the Greek media these days?

22
0

Not satisﬁed at all

100

Very satisﬁed
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Vast majority believe they follow
the hygienic regulations stricter
than the average population.
How strictly do you believe you follow the
health rules and regulations comparing
yourself to the average population?

67
0I follow them much looser
than the average

100
I follow them much stricter
than the average

The Big Picture

Most of us know someone who
has contracted the virus.
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Do you know anyone in your close or
wider circle who has contracted the virus?

80
0No, I don't know anyone

100
Yes, I know someone

The state and the citizens are
deemed equally responsible for the
current increase in the cases of
COVID-19.
Who or what do you think is responsible for the
increase in the number of COVID-19 cases
during the last weeks? (choose all that apply)
The state's handling

65.94%

People not following the rules

60.36%

(wearing a mask, keeping distance,
avoid commuting)

The nature of the virus

41.26%

The handling from the scientiﬁc
community

17.15%

Other

8.74%

We are not overly pessimistic about how
everyday life will be in the near future.
But we are not very optimistic either.
How do you think our everyday life will be in
3 years from now compared to today?

56
0

It will much worse than today

100

It will be much better than today

What we know for sure is that most of
us will spend less during this Christmas
season versus last year.
How much do you think you will spend this Christmas
under the condition of not being in lockdown?

35
0

I will try to spend
almost nothing

I will spend much
more than last year

100

The 4 emotion driven segments identified
How the way we feel diﬀerentiates us
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The 4 emotion driven segments identified
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One of the questions we asked the participants during this research was to choose from a list
of 18 emotions the 5 that are more representative of their emotional state during this period.
Our hypothesis was that by using the way we feel as the basis for segmentation we could
create a useful and insightful universe.
Applying k-means methodology we identiﬁed 4 distinctive segments with coherent responses
and signiﬁcant associations with behaviours and attitudes as well as some interesting gems in
terms of how diﬀerent groups cope, react, dream and hope.
What follows is an analysis of the unique characteristics of each segment, what they mean
when it comes to recognizing needs and motivations and how these can be addressed.
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This is what we came across when we used the emotions we
experience as the base for segmenting the population:
It was clear that the diﬀerent emotions experienced create

The 4 emotion driven segments identified

Which of the following words would you use to describe how you feel these days? (choose up to 5)
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GROUP 1
52.50%
Insecurity
49.90%
Weariness
44.50%
Stagnancy
100.00%
Anger
35.30%
Sadness
0.30%
Fear
18.40%
Loneliness
11.90%
Coolness
19.60%
Futility
4.20%
Hope
17.50%
Despair
5.00%
Tranquility
6.80%
Stoicism
7.70%
Creativity
Togetherness 8.90%
2.10%
Optimism
7.10%
Other
1.50%
Warmth
Powerfulness 5.30%

GROUP 2
79.90%
45.60%
33.90%
42.70%
38.70%
100.00%
21.20%
5.10%
15.30%
9.50%
21.50%
3.30%
6.90%
6.20%
9.10%
3.60%
2.60%
1.80%
0.70%

GROUP 3
60.20%
52.00%
63.90%
0.00%
33.00%
1.50%
40.40%
8.00%
22.90%
6.40%
12.80%
8.00%
16.20%
9.20%
7.00%
4.90%
4.90%
3.40%
1.20%

GROUP 4
15.50%
20.50%
22.90%
10.10%
6.40%
6.40%
8.80%
63.60%
7.70%
36.70%
1.30%
37.40%
22.60%
24.20%
21.50%
34.70%
7.40%
14.10%
10.80%

TOTAL
51.70%
42.40%
42.10%
39.20%
28.50%
24.20%
22.50%
21.80%
16.70%
13.80%
13.30%
13.20%
13.10%
11.70%
11.50%
11.00%
5.60%
5.10%
4.50%

4 distinct segments:
1. One for which Anger is the overwhelming feeling
2. One that feels 100% fearful and over-indexes at Insecurity
3. One which feels Stagnant and Lonely more than anybody else
4. One that feels Cool and quite positive unlike all the rest

Furthermore these segments have similar size, each
one representing about a quarter of the total population.
We labelled them and we gave them a symbol, as you
do. So from now on we will refer to these segments as:

The Angry

27,3%

The Scared

22,2%

The Trapped

26,5%

The Calm

24,0%
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Before deep diving in each segment we want to share their demographic proﬁle.
It’s important for the analysis that follows to keep in mind that all 4 groups are inclusive regarding

The 4 emotion driven segments identified

age, gender, economical and political background. Of course there are characteristics that
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over-index within each segment but none is exclusive to the ‘aﬄuent’ or the ‘anti-establishment’.
One more proof that emotions transcend social structures and thus are highly insightful in
understanding behaviours.
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100
80

Gender
28,68%

33,23%

49,40%

51,88%

The 4 emotion driven segments identified

19,52%
35,78%

38,57%

40,07%

45,62%

18-30
31-44
45+

37,31%

40

15

18,61%

Men
Women

60

20

19,29%

Αge

71,32%

66,77%

50,60%

48,12%

42,14%

35,77%

26,91%

40,41%

0

100

1,48%

2,55%

15,73%

18,98%

80
60

50,74%

48,18%

1,83%
23,85%

0

24,92%

47,40%
47,81%

40
20

6,06%

21,63%
10,68%

20,07%
10,22%

20,18%

13,13%

6,73%

8,08%

Relative income
vs. the average
of the population
(self identification)

5,64%
8,90%

80-100 (top 20 )
60-80
40-60
20-40
0-20 (bottom 20 )

36,08%

6,42%
11,93%

6,20%
12,04%

13,80%
14,14%

35,78%

37,59%
41,41%

19,29%
29,38%

23,55%

21,17%
19,19%

22,94%

22,99%

11,45%

Political beliefs
(0: More on the Left 100 More on the Right)
80-100 (Top 'radical' Right)
60-80
40-60
20-40
0-20 (Top 'radical' Left)
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The Angry

The 4 emotion driven segments identified

For this segment anger is overwhelmingly strong as a feeling; 100% of its population feel it!
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Their anger appears to stem predominately from the limitations they feel they face on their everyday lives. They miss the sense of freedom more than anyone
else and the same applies to missing the sense of self determination.
I'm worried about the limitations imposed on our everyday life
59.60%

25.20%

35.50%

33%

Is there anything you're missing this period?
Sense of freedom
Sense of self-determination

79.2%
28.2%

60.6%
13.5%

61.8%
15.9%

58.9%
16.2%

They are also the least satisﬁed with the Government, and the most preoccupied with their personal ﬁnances; both of these help explain the intensity of their
negative feelings. In addition, they are the ones who distrust the Greek media the most, and it’s not uncommon for some of the Angry to not trust any source of
information at all. It’s worth noting that they score the lowest on ‘trusting scientists’ as well (40% < 51% or more for the rest of the segments).
Interestingly only 19% of this group lives alone while all the other groups are at the 28% or more for this variable; they over-index as living with partner and
children. Maybe the fact that they have to take care of a family plays a part in making them more concerned with their ﬁnancial situation and in the end more
frustrated with the current reality.

The 4 emotion driven segments identified
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The Angry
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They believe less than the other groups in the existence of COVID-19 (70% < 82% or more for the other 3 segments) and subsequently they worry the least
about contracting the virus, either for themselves or their family. If there were no ﬁne, they are the ﬁrst to admit they wouldn’t follow the health rules and
precautions.
They support that the state is mainly responsible for the current increase in the number of COVID-19 cases, scoring very low in recognising responsibility on
the individuals.
Who or what do you think is responsible for the increase in the number of COVID-19 cases during the last weeks?
The state's
handling

73.9%

67.9%

64.5%

56.6%

People not following
the rules

37.4%

69.3%

70.3%

67%

They are the most pessimistic when it comes to projecting how life will be in 3 years from now, and consequently are the least enthusiastic when it comes
to recognising beneﬁts resulting from the experience of the pandemic. It’s not uncommon for them to see nothing positive coming out of the crisis at all.
The Angry is the most repressed, negative, and pessimistic segment. They seem to represent those who more generally are against the
status quo and the current situation has intensiﬁed their feelings of distrust.
They are the biggest segment from all 4, representing 27.3% of the general population. When it comes to their demographics they are
slightly more male and more far Leﬅ politically speaking. They are also slightly older in age, over-indexing on the 55+ age bracket.
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The Scared

The 4 emotion driven segments identified

This is another very ‘pure’ segment, 100% of its population feels scared.
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This is a very strong expression if we consider that the other 3 groups’ fear percentage is 0.3%, 1.5% and 6.4% respectively. They are also the ones feeling
signiﬁcantly more insecure.
It’s very clear that their fears and insecurities stem from concerns around health. From all 4 groups they are the most apprehensive with the health of their family
and their own. They are also the most preoccupied with contracting the virus and subsequently the most diligent in following the hygiene rules.
Which of the following worries you the most these days?
My family's health
My health

38%
17.8%

71.2%
38.7%

52.3%
25.7%

54.2%
25.9%

How worried are you about contracting the virus?

0

I'm not worried

39

49

53

62

100

I'm very worried

The 4 emotion driven segments identified
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The Scared
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Unsurprisingly, the Scared express higher levels of stress, they are the most despairing and they strongly have the need to feel secure and optimistic. It’s interesting that they trust television slightly more than any other group as a source of information (15% > 12% or less for the other 3 groups). One could argue
that this aggravates their fears.
Is there anything you're missing this period?
Sense of security

22.8%

58.4%

29.4%

23.6%

Sense of optimism 35.3%

45.35%

35.8%

14.8%

They will spend more time with their family during the lockdown than the other groups and in comparison they take more hope from their parents and their
kids. They are the strongest believers in that the 2 most positive lessons from the pandemic is ‘Appreciate life more’ and ‘Take more care of our health’.
The Scared is the most emotionally vulnerable segment, the fear of death overwhelms them. They are in great need of positive messages that will
appease them and make them feel safer. They need to feel reassured that all will be well in the end. The crisis made them appreciate their health
and their life more and probably are also the ones who generally put more value to the family.
They represent the 22.2% of the population, the smallest of all 4 segments. Females over-index signiﬁcantly in this segment, and there is also a
slight over-index in the 31-44 age group and in being unemployed. The latter probably intensiﬁes this group’s sense of insecurity.
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The Trapped

The 4 emotion driven segments identified

Characteristic of this population is that they feel more stagnant and more lonely than anybody else.
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Demographically, this group is slightly younger in age and also it over-indexes in people who stay with
their parents; both of these help explain in part their strong feelings of stagnancy. For the young
people, the restrictions of the pandemic brought harsher changes to their everyday lives; they had to
supress their energy and vigour and put oﬀ their dreams and desires.
Living with parents, regardless of one’s age, could mean that you don’t live life on your own terms and
you don’t have the freedom to express yourself fully. Undoubtedly, the pandemic/lockdown has
intensiﬁed these feelings.

I live with my parents
12.76%

9.85%

19.57%

10.10%

I miss the sense of togetherness
10.1%

14.6%

23.9%

14.5%

Feeling lonely, the Trapped miss the sense of togetherness more than any other group. Besides, when
it comes to their sources of hope ‘My friends’ is the top choice followed by ‘My partner’ which scores
much lower comparatively; the pandemic/lockdown has probably
Is there anything that gives you hope or makes you feel better these days?
made it diﬃcult to spend the time they’d want with their friends.
My friends
36.8%
37.6%
42.5%
37.40%
Probably on this segment there’s also a higher percentage of people
My partner
48%
51.1%
39.1%
49.8%
who are unintentionally single, which could partly explain the stronger
feelings of loneliness the Trapped express versus the rest of the
groups.
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The 4 emotion driven segments identified
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The Trapped
We should also mention that this group is relatively more concerned about their mental health,
which relates with being lonely and stagnant. However, they don’t have anger or fear and this could
be attributed to the fact that they are more stoic than the Angry and the Fearful. One could argue
that they also tend to internalise their feelings.

I'm worried about my mental health
44.5%

43.8%

51.4%

19.9%

The Trapped is the segment that emotionally feels more conﬁned; the pandemic has pulled the breaks on their plans. They feel stuck,
lacking the means to escape and they seem to cope by mainly waiting patiently for this crisis to ﬁnish without showing any anger or fear.
What they would appreciate is more opportunities for social interaction and ways to express and fulﬁl their genuine desires.
This is the second biggest group representing the 26.5% of the general population. It is slightly younger in age (19-30 and even more
19-25), slightly more female and they over-index in living with their parents and being students.
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The Calm

The 4 emotion driven segments identified

These are the people who manage to remain relaxed and positive during the current situation.
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Unlike the other 3 segments, this population feels calm (63% > 11% or lower), content, creative, stoic and optimistic. Insecurity is only 15.5% for them, and
feelings of despair are almost non-existent. It’s as if the pandemic hasn’t really touched them.
The fact that this group over-indexes in higher relative income helps explain the above feelings; however, it can’t be the only mitigating factor since 21% of
this segment is in the bottom 40% for relative income. The combination of income and political beliefs sheds more light on understanding how they
experience the current situation.
The Calm are self-positioned more on the Right vs. the rest of the groups, and this research has shown that those who are politically more Right feel more
relaxed during this period, they worry less about their own ﬁnancial situation and their mental health, and they are more positive in their projections about life
in 3 years from now. They are the ones showing the least frustration with the status quo and what is happening and generally feel that ‘things are going ok’.
However, at the same time we should keep in mind that the majority of this group falls in the middle bracket of the income, like the rest of the segments do,
and politically is also quite central.
The second most important thing that gives the Calm hope, aﬅer their partner, is themselves; scoring much higher on this than the other groups. This shows
strong self-reliance and probably strong self-conﬁdence, which is connected with experiencing positive feelings and being less vulnerable emotionally. In
addition, when it comes to the positive outcomes of the experience of the pandemic ‘Stronger self knowledge’ is also relatively higher for them (19.5% >
14.4% or lower for the other 3 groups).

The 4 emotion driven segments identified
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The Calm
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At the same time, their feelings of companionship are much stronger than the rest of the population. Probably an indication of a balanced emotional life –
which of course is interconnected with a positive evaluation of one’s life.
Relatively speaking they are the most satisﬁed with the state’s handling of the crisis and the Greek media although
Myself gives me hope
their absolute levels of satisfaction are not high. It’s worth mentioning also that they worry more than all the other
26.7%
22.3%
25.4%
46.1%
groups about the ﬁnancial situation of the country.
Interestingly, this segment trusts Facebook the least as a source of information and they claim they will spend less
time online during the lockdown versus the other groups. Also they feel much more creative during this period.
How satisﬁed are you with the quality and the content of the Greek media these days?

How would you evaluate state's handling of the pandemic?

0

15

very dissatisﬁed

31 31

41

100

very satisﬁed

0

12

very dissatisﬁed

23

24

30

100

very satisﬁed

Calm show the highest sense of optimism as a result of their ﬁnancial situation, their political beliefs, and their self-conﬁdence. It’s the segment
that’s the least dissatisﬁed with the status quo and shows strong emotional stability. They represent the 24% of the total population and they skew
slightly on: relatively higher income, far Right politically, male, 55+ age bracket and pensioners.
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The 4 emotion driven segments identified
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The ‘Feelings to Motivations’ Framework
There is no serious research analysis without a framework so we deep-dived into what brings these 4 groups together
and what diﬀerentiates them.
A rather common dimension but an important one, which we also used in our frame, refers to which extent people are
more rationally or emotionally driven; which aspect dominates when it comes to dealing with demanding situations. The
Calm and The Trapped are clearly more stoic and self-composed, and they generally seem to try to ‘reason’ with the situation at hand.
The Angry and The Scared appear more expressive of the emotions even if it seems at times that they overwhelm them.
It’s no coincidence that each one of them feel Anger and Fear on 100%!
The second dimension has to do with the extent to which each segment feels they can inﬂuence their environment and situation. The Calm and The Angry appear to place more conﬁdence in their own capabilities and convictions within the environment . Among the Angry this is expressed as voicing their opposition and pushing back while among the Calm it is expressed as an eﬀort to redeﬁne their own personal space.
On the other hand, The Trapped and The Scared appear more resigned and compliant with the situation, feeling that there
is little they can do to inﬂuence it.
The way these four segments interwind on the frame help us identify unique ways of connecting with them.
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The ‘Feelings to Motivations’ Framework

The 4 emotion driven segments identified

Self assured
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Stoic

They are the only ones showing calmness and positivity. Satisﬁed with
their life, themselves, and the status quo it seems that the pandemic
hasn’t aﬀected them in a signiﬁcant way

They are frustrated with the current situation, they feel unfree, and have very
little trust for any ‘authority’. They are quite critical and show more negativity
versus the other groups.

Need for self-reward and self care.

Need for honesty and transparency.

They are managing well and they need to be positively reinforced
to continue being content and optimistic.
They would appreciate a tonality that shows recognition and
praise.

Their high levels of distrust mean that they need solid proofs for any
argument in question. They want to be acknowleged and, potentially, to
be invited to the solution. They would appreciate a tonality that shows
empathy and is not patronising or authoritative.

The pandemic has taken them aback, it almost ‘cancelled’ their life and
their dreams.
They try to patiently accept the current situation without being angry.

Truly terriﬁed for their health and that of their loved ones.
This places them in a constant state of alarm, agitation, and stress that
wears them out.

Need for escape, social interaction and self
actualisation.

Need for safety, reassurance and direction.

Would welcome being inspired and stimulated in order to
overcome the stagnancy and loneliness.
They would appreciate a tonality that’s energetic and resourceful.

They want to be sure that they are doing the best possible actions
to take care of their loved ones and themselves.
They would appreciate a tonality that shows experience and
knowledge.

Disoriented

Emotional
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The ‘Feelings to Motivations’ Framework
Examples of relevant messaging for each segment

The 4 emotion driven segments identified

Self assured
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Stoic

Emotional

Disoriented

The impact of income
The most apparent diﬀerences between the haves and the have-nots

€

€

€
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When using income as a base for observing correlations we see some very clear relationships that we believe are
notable and worth sharing. The presented variables are those where incremental diﬀerences in income have a direct
eﬀect on the respective perceptions.
(The question used to identify income was: Where would you position yourself ﬁnancially versus the average population. The scale was from 0-100,
where 0 was ‘much worse than the average’, 50 ‘I’m on the average’, 100 ‘much better than the average’)
€

€

€

What I will do more during the lockdown?
Spend time online
Spend time listening to music
Spend time with my pets

Physical exercise
Spend time with family

€
My pets
Music
Religion

The impact of income
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What worries me the most this period?
My personal ﬁnance

The ﬁnancial state of the country
When the vaccine will be available

My job
Science

Who’s responsible for the hike in COVID-19 cases?

Which are the positive outcomes of the pandemic?
Care more about myself
Remote working

€

What gives me hope?

The state
More solidarity

€

People

How satisfied am I with the State's
handling of the crisis and the Greek Media?
19/100
16/100

Satisfaction with State
Satisfaction with Media

40/100
27/100

How do I feel today and how I see life in 3 years from now?
34/100
44/100

Feel today
Life in 3 years

63/100
64/100

LEFT

RIGHT

The impact of political beliefs
The strongest diﬀerences between the Right and the Leﬅ

RESEARCH + STRATEGY

When using political beliefs as a base for observing correlations there are also some quite interesting direct correlations which
we’d like to share.
(The question used to identify political belief was: Where would you place your self on the below scale regarding your political views and beliefs;
0: More on the leﬅ – 100: More on the right)
LEFT

The impact of political beliefs

Freedom
Collectivism
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My mental health
Art

RIGHT

What am I missing the most this period?

Enjoyment

What worries me the most this period?

My ﬁnance

What gives me hope?

Religion

Which sources of information do I trust?
However, top 20% of the Right and the Leﬅ are the ones who trust Facebook the most!

Television

How do I feel today and how I see life in 3 years from now?
39/100
52/100

Feel today
Life in 3 years

51/100
60/100

0
2021

Where are we heading?
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We may all live in the pandemic but the way each one experiences it is obviously not the same. This study has shown that diﬀerent people have diﬀerent
concerns which aﬀect them accordingly on an emotional level. Consequently, all of the above create distinctive needs.
We hope that the ﬁndings of our research deliver a clear and insightful picture of the diversity of the population and will inspire and help you develop more
meaningful connections with your audience.
For us, the next step is to connect the current emotional states and needs with future behaviours; understand how people will act when we will gradually start
exiting the pandemic. Probably a combination of what each segment misses the most at the moment with what gives them hope can help on this direction.
Aﬅer all, we shouldn’t forget that the future looks brighter, or at least we need to believe it will. And if you don’t trust us you can listen to what the 4 segments
are saying about it.
How do you feel today?

Where are we heading?

0

32

28

How everyday life will be in 3 years from now?
39

I feel very insecure and stressed

40

71

100

I feel cool and calm

0

Much worse than today

46

54 61

65

100

Much better than today

The data and learnings we have available from this study are much richer than what is presented on this public deck. We will be happy to discuss how your
brand can navigate on this environment and help you further with your speciﬁc challenges. You can reach us at iwant@thelonglust.com
Thank you again for your time.
www.thelonglust.com

Long Lust Credentials
We are a fairly new strategic research agency created from the desire to help brands
develop more meaningful connections with people. As our name indicates our vision is the
creation of continuous desire for brands, ideas, experiences.
At the moment we are physically based in Athens, Greece and the knowledge we bring is
genuinely international.
Vangelis, the founder of the company, has spent a few years in London working with some
of the most creative insight agencies. His clients included many of the biggest brands around
and he has run projects in various markets of the world.
Before returning to Athens and starting Long Lust he spent a year and a half in South
America trying to ﬁnd the meaning of life (he did) and a year in Middle East working on
political research.
You can reach him at vangelis@thelonglust.com
The partners of Long Lust bring equally strong experience and passion and a stronger sense
of sensibility.
If you also desire to connect more eﬀectively with your world we’d love to hear from you.
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