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SB INSIGHT

ABOUT THIS WHITE PAPER

This white paper is constructed by SB Insight and is focusing 

on the COVID-19 situation’s effect on consumer attitudes and 

sustainability. The purpose of the paper is to get an overall 

picture of Nordic consumers´ and sustainability experts´  views 

on COVID-19 in terms of responsibilities, corporate action and 

their attitudes to sustainability in light of the spread of the 

Coronavirus. The white paper also provides you with some 

cases of corporate action as inspiration. 

ABOUT SB INSIGHT

SB Insight is an insight agency on a mission to create sustainable 

brands. We provide knowledge and understanding of how 

sustainability affects branding, communications and business 

development. Our insights come in different forms and are 

used for strategic decision-making. 

To learn more about us, visit: 

METHODOLOGY

The data in this COVID-19 white paper was collected through 

one quantitative consumer survey and one quantitative expert 

survey, both conducted by SB Insight.

• The consumer target group was defined as follows: The 

general population – Swedish, Norwegian, and Finnish 

consumers, from 16 to 75 years old.

• Total number of consumer respondents: 1120. 

• The expert target group was drawn from SB Insight´s 

Sustainability Experts Panel, consisting of Sustainability 

Directors, Opinion Leaders, Politicians, Media 

Representatives and other sustainability experts across the 

Nordics. 

• Total number of expert respondents: 23 (from Sweden, 

Norway and Denmark). 

• The quantitative studies were conducted via web surveys 

during April 2020.

COVID-19 WHITE PAPER

www.sb-insight.com

2

http://www.sb-insight.com


51%

37%

5%
2% 1%

51%

36%

6%

2% 2%

44%

49%

3% 2% 1%

Individuals The government International
organisations (e.g. the
EU & the UN)

Companies Academia

Sweden

Norway

Finland

51%

37%

5%
2% 1%

51%

36%

6%

2% 2%

44%

49%

3% 2% 1%

Individuals The government International
organisations (e.g. the
EU & the UN)

Companies Academia

Sweden

Norway

Finland

51%

37%

5%
2% 1%

51%

36%

6%

2% 2%

44%

49%

3% 2% 1%

Individuals The government International
organisations (e.g. the
EU & the UN)

Companies Academia

Sweden

Norway

Finland

51%

37%

5%
2% 1%

51%

36%

6%

2% 2%

44%

49%

3% 2% 1%

Individuals The government International
organisations (e.g. the
EU & the UN)

Companies Academia

Sweden Norway Finland

44%

54%

44%

50%

41%

53%

2%
1%1%

SwedenNorwayFinland

Large responsibility Some responsibility No responsibility

Some responsibility

Large responsibility

Little responsibility

Who is mainly responsible for reducing the spread- 

and handling the effects of the Coronavirus?

How much responsibility do you think that companies have 

in order to reduce the spread- and handle to effects of the 

Coronavirus?

In this section, we examine what 

responsibility consumers place on key 

stakeholders to reduce the spread and 

handle the effects of the Coronavirus.

RESPONSIBILITY INDIVIDUALS RESPONSIBLE FOR LIMITING THE SPREAD 
OF THE CORONAVIRUS

Consumers in Sweden & Norway consider that individuals are 

mostly responsible for reducing the spread- and handle the 

effects of the Coronavirus. In Finland, more people rely on 

governmental action. 

Quite surprisingly, very few put their hopes in international 

organisations, companies or academia.

SWEDES PUT LESS FOCUS ON CORPORATE 
RESPONSIBILITY THAN FINNS & NORWEGIANS

When directly asked about the responsibility of companies 

in this crisis, the vast majority of consumers consider that 

companies do have a duty of some sort. In Norway, the share 

of respondents who assign companies large responsibility 

to hinder the spread- and handling the effects of the virus 

is the largest (54%). In Sweden, more consumers find it 

that companies have “some responsibility” than “large 

responsibility”. Consumers have seen some company solutions 

in the media, but they still find it too abstract that companies 

would play the most meaningful role in battling the spread of 

the Coronavirus.

The government 

Companies 

Finland Norway Sweden

Individuals 

International organisations 
(e.g. The EU & the UN) 

Academia
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In this section, we examine the preferred 

actions that consumers want companies 

to prioritise to limit the spread- and 

handle the effects of the Coronavirus.

CORPORATE 
ACTION

What is the best way for a company to handle the effects of the spread of the Coronavirus?

DIFFERENT NATIONALITIES HAVE DIFFERENT EXPECTATIONS 
ON CORPORATE RESPONSIBILITY 

Most Nordic consumers think that the best way to handle the effects 

of the spread of the Coronavirus as a company, is to simply practice 

caution, but keep production and operations going to protect the 

economy. The second most prioritised corporate action is to close 

offices and facilities to reduce the spread of the virus. 

However, we see an interesting demographic divergence here. While 

more than half of those stating that we should keep production going, 

also state that we instead should close offices in Norway and in Finland. 

In the Swedish market, only about 30% of those who want to keep 

production going says that closing facilities is a top priority. This 

reflects the Nordic situation, where more severe restrictions have been 

imposed on consumers from the Norwegian and Finnish government 

than the Swedish one.  

Also, many Norwegian and Finnish consumers think that companies 

should focus on offering services that can be consumed from home. 

At the same time, Swedes prioritise contributing with material to the 

health care system or help health care organisations more than Finns 

and Norwegians.

Keep production & 
operations going to 

protect the economy but 
practice caution 

Offer new work 
opportunities for 

laid off staff 

Free home 
deliveries to  
your door

Contribute with 
material to the 

healthcare system 
or help health care 

organisations 

Offer services 
that can  be 

consumed from 
home

Close offices, 
manufacturing 

units & facilities to 
reduce the spread 

of the virus
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YOUNG PEOPLE MOST POSITIVE 
TO CLOSING DOWN OFFICES, 
MANUFACTURING UNITS & 
FACILITIES

There are some generational 

divergences when looking at the top 

two prioritised corporate actions to 

handle the Corona outbreak, according 

to consumers. First, consumers in the 

youngest age group between 16-29 

years old are not as fond of companies 

keeping production and operations 

going as the other groups. 

Instead, the same group prioritises 

that companies should close down 

manufacturing units, offices and 

facilities to reduce the spread of the 

virus more than older age groups. 

At first glance, this might seem 

surprising as many young people work 

in sectors that are downsizing vastly  

due to the Corona outbreak. On the 

other hand, more of these consumers 

are students in high school or in 

university, meaning their economic 

situation is not as dependent on offices 

keeping production intact. This group 

also has less loans and less savings 

than other groups, which also affect 

their view on the financial situation of 

the crisis. 

In this section, we investigate the 

generational divergence for two 

prioritised corporate actions to the 

spread of the Coronavirus. 

GENERATIONAL 
DIVERGENCES

The % of consumers that think that companies should keep 

production and operations going, but practice caution 

The % of consumers that think that companies should close offices, 

manufacturing units and facilities to reduce the spread of the virus
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THE CORONAVIRUS HAS AFFECTED CONSUMERS´ 
INTEREST IN SUSTAINABILITY

During the time of the Corona outbreak, many have emphasised 

the potential sustainability effects of the virus. Both the welcomed 

impacts, such as reduced CO2 emissions due to fewer transports, 

as well as negative effects, such as the lack of societal resilience 

and capacity to handle a crisis (e.g. health care systems, pressure 

on our data networks, etc.)  

Examining the data above, it seems like these messages have 

reached consumers. Because regardless of whether consumers 

perceive a sustainability effect of the Coronavirus as good or 

bad, the majority of consumers have changed their interest in 

environmental and social responsibility. In Finland and Norway, 

these numbers are slightly higher than in the Swedish case. 

Also, we see that 16%-20% of the population, depending 

on the country, state that their interest in environmental and 

social responsibility has changed to a large extent due to the 

Coronavirus. Thus, it is safe to say that the Coronavirus has 

affected not only our view on social interaction but also the 

attitudes and interest for sustainability. 

Does the spread of the Coronavirus affect your interest for environmental- and social responsibility?

In this section, we investigate whether the 

Coronavirus has changed consumers’ view 

on sustainability?

CORONA &  
SUSTAINABILITY
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EXPERTS PUT MOST RESPONSIBILITY ON THE 
GOVERNMENT – BUT RECOGNISE BUSINESS 
ACTION

According to sustainability experts, the government is 

mostly responsible for hindering the spread- and handling 

the effects of the Coronavirus. When comparing with the 

answers for consumers, experts put more responsibility 

an all of the actors than consumers do. But it becomes 

especially apparent when looking at international 

organisations and companies, where companies 

themselves assign these actors more responsibility. When 

zooming in more on companies, we see that 57% of the 

experts state that companies have a large responsibility 

in the challenge to limit the spread and handle the effect 

of the Coronavirus. However, 13% of the experts still 

state that companies have little responsibility in the same 

task, putting more responsibility on the Government and 

individuals.

COMPANIES LESS FOND OF 
CLOSING DOWN FACILITIES THAN 
CONSUMERS 

Just like the consumes, the majority of 

the experts think that companies should 

mainly keep production and business 

operations going. However, offering new 

work opportunities for laid off staff and 

contributing to the health care system or help 

health care organisations are ranked higher 

as important action points for companies 

than for consumers. Closing down offices 

and facilities, which was the second most 

prioritised action for consumers, is the 

second lowest ranked priority for the 

experts.

In this section, we examine the views of 

sustainability experts regarding the spread 

and the handling of the Coronavirus.

THE EXPERTS’  
OPINION

Who is mainly responsible for reducing the spread and 

handling the effects of the Coronavirus?

How much responsibility do you think that companies 

have in order to reduce the spread- and handle to 

effects of the Coronavirus?

What is the best way for a company to handle the effects of the spread 

of the Coronavirus?

The  
Government 

Individuals Companies AcadmediaInternational 
organisations 

(e.g. The EU & 
the UN) 

Little responsibility 

Some responsibility

Large responsibility

Keep production & operations 
going to protect the economy 

but practice caution 

Offer new work opportunities 
for laid off staff 

Contribute with material to the 
healthcare system or help health 

care organisations 

Offer services that can  be 
consumed from home

Close offices, manufacturing units 
& facilities to reduce the spread 

of the virus

Free home deliveries to your door
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INCREASED INTEREST IN SUSTAINABILITY AMONGST ALL 
GROUPS DUE TO CORONA

The experts think that the Coronavirus will increase the interest 

for sustainability-related issues for all types of actors to a large 

extent – both for companies, governmental actors and for the 

public. 

However, they are most optimistic about companies raising their 

interest for sustainability issues overall. 

HEALTH & SECURITY, BUT ALSO WORKING CONDITIONS 
AND CLIMATE ARE THE ISSUES THAT WILL BECOME 
INCREASINGLY IMPORTANT ACCORDING TO EXPERTS 

Quite logic, health & security will be the main sustainability 

issues according to the experts that will increase in importance 

as a consequence of the Coronavirus. Furthermore, working 

opportunities & economic growth, but also climate change are 

areas that are expected to grow in the interest of consumers after 

the crisis. Sustainable cities and poverty & hunger are also areas 

that have been debated a lot in the media. Especially related 

to how the effects of the Coronavirus can aggravate differences 

between poorer and wealthier regions even more. 

Two surprising results are:

a) that animal welfare is ranked relatively low, when we know 

pandemics almost always originate from animals; and

b) plastics and littering is placed in the very bottom, which is 

something that we would never have imagined just one or two 

years ago, when the plastics debate was huge. 

In this section, we examine the views of 

sustainability experts regarding the effect 

of the Coronavirus on the sustainability 

agenda.

THE EXPERTS’  
OPINION

In what way do you think that the Coronavirus 

and its spread will affect different actors’ interest 

for sustainability issues in general?

Which sustainability issues do you think will grow in importance for the public due to the Coronavirus and its spread?

Public Politicians &  
government 

Companies 

Health & security 

Working opportunities & economic growth

Human rights & decent labour conditions

Climate change

Sustainable cities 

Poverty & hunger 

Circular economy 

Animal welfare

Biodiversity 

Anti-corruption

Plastics & littering

Gender equality & diversity

Water issues 

Large impact Average impact Low impact
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A s a response to the Corona crisis, a lot of brands 

have stepped up with innovative solutions in 

order to secure their business and stimulate new 

consumer needs. Many grocery stores are opening up 

certain hours for risk groups, many companies have 

produced masks and sanitizers for the health care 

system, and many companies have given permitted 

staff the opportunity to work within health care. Here 

are some initiatives that are reflecting an innovative 

mindset in this time of change. 

CASES – LEARNING 
FROM OTHERS

MCDONALD’S, LINKEDIN, CORONA & COCA-COLA

are only a selection of brands practising Brand Distancing, 

i.e. emphasising the need for social distancing by 

separating or changing parts of their brand logos.

STOCKHOLM´S PUBLIC TRANSPORT

is one of the public transport systems that clearly 

communicate in order to stop all unnecessary travelling. 

The line reads “We prefer if you do not travel with us. 

Now we run only for those who have essential social 

roles”.

YUM! BRANDS CEO

David Gibbs chose to forgo his salary compensation 

for 2020 to fund YUM’s general managers at KFC, Pizza 

Hut, Taco Bell and the Habit Burger as well as to set up 

an employee medical relief fund to provide support for 

workers diagnosed with COVID-19.

MICROSOFT

committed to pay all service providers their regular pay 

despite COVID-19 reducing service needs. The action 

was taken to support both employees and Microsoft’s 

global supply chains. 

NETFLIX & MIAMI AD SCHOOL

Students at Miami Ad School recently came up with an 

idea to get people to stay at home in the time of the 

Coronavirus and teamed up with Netflix. The unofficial 

campaign uses the tagline “If the virus doesn’t stop 

you from going out, these spoilers will”. The campaign 

is made up of ads in traditional spots around the city, 

such as the subway, which spoil the results of three of 

Netflix’s top series; Narcos, Stranger Things & Love Is 

Blind. Everything to make people #Staythefuckathome 

as the hashtag says.
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