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13.7X 
OUTDOOR ENTHUSIASTS

4.3X

01

02

03

TOP INDEXING  
AUDIENCES SEARCHING 
AROUND BEAUTY:
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THE REVIVAL INDEX

R E V I V A L

This global data was collected from January 30, 2020 to May 19, 2020 from billions of monthly 
onsite searches that Captify captures across its premium publisher network

KEEPING A PULSE ON REVIVAL BY VERTICAL
Captify analyzes real-time search data across 10 key verticals to uncover consumer intent 
signals and to give brands the green light on when verticals are starting to bounce back  

to normality, or in some cases not. This data allows brands to shape messaging and 
creative based on where consumers are at right now.

With beauty being the most searched for E-Commerce category, Captify spotlights real-time  
beauty trends across the consumer consideration path to uncover how consumers are adapting 

their daily routines and learning new skills, the brands that are front of mind and the most 
anticipated moments post lockdown.

CONSUMER CONSIDERATION PATH

Date

FEB MAR APR MAY JUN JUL

AWARENESS
GROWTH &
LEARNING

FUTURE 
PLANNING PURCHASE 

SHORT TERM
NEW NORMALPANIC ESCAPISM INTENT 

Awareness:  
Knowledge that the 
virus exists

Panic:  
A state of fear & uncertainty 

Preparation: 
Planning for the worst 

Short-term new normal:  
Making the most of the 
situation

Growth & learning:  
Self-development & setting 
yourself up for success

Escapism:  
Discovery & dreaming of 
life after lockdown

Future planning: 
Developing a personal 
bounce back plan

Intent: 
New consideration 
developed in lockdown

Purchase: 
New purchase habits

K E Y

R&R—RECOVERY & RESTORATION
Self-care and wellness have become increasingly important during Coronavirus, with consumers looking  

to escape the current reality and relieve stress through ‘pamper night’ and ‘treat yourself’ moments.

Consumers are maximizing this time during lockdown as R&R for their hair, skin and nails,  
with restorative and repair products seeing an 85% uplift.

If you’re interested in finding out how your brand is being impacted by revival 
and keeping a pulse on when verticals are starting to bounce back, get in 

touch with your local Captify Account Team.

THE REVIVAL DESK
Powered by Sight, the Insights Studio

COVID-19 search trend

THE CHANGING FACE 
OF BEAUTY

Salon closures have forced consumers to  
take matters into their own hands and adapt 

their beauty routines whilst at home.  
Captify reveals that ‘Do it Yourself’ and  

‘How To’ beauty searches have increased 
 by 43% during lockdown. 

With health and hygiene being of high 
importance going forward, consumers who 
have developed new skills during their time 
at home may continue to maintain their own 

beauty routines beyond lockdown.

E S C APISM ZONE

ENTERTAINMENT
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SEARCH TREND: 
MoM change in Search Volume (%)

PHARMACEUTICALS
SEARCH TREND: 
MoM change in Search Volume (%)

REAL-TIME BEAUTY TRENDS ACROSS THE  
CONSUMER CONSIDERATION PATH
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Ind
ex

 (B
as

e I
nd

ex
 =

 1)

1.6

1.4

1.2

1

0.8

0.6

0.4

0.2

0
JAN FEB MAR APR MAY

SEARCH TREND: 
MoM change in Search Volume (%)
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FINANCE
SEARCH TREND: 
MoM change in Search Volume (%)
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HOME DELIVERY
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SEARCH TREND: 
MoM change in Search Volume (%)

E-COMMERCE
SEARCH TREND: 
MoM change in Search Volume (%)
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AUTO
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SEARCH TREND: 
MoM change in Search Volume (%)

TRAVEL
SEARCH TREND: 
MoM change in Search Volume (%)
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4% 36% 14%

01

02

Active audience size: (Past 30 days)

Consideration time: (WoW)

23.7 million

Intent score:
6/10

-25%

-9.8 hours

Virtual Apps/Care
Prescriptions

Top searched for attributes:
(Past 30 days)

01

02

Active audience size: (Past 30 days)

Consideration time: (WoW)

110.4 million

Intent score:
6/10

Search volume change:

-22%

+13 hours

Credit Cards
Savings

Top searched for products:
(Past 30 days)

01

02

Active audience size: (Past 30 days)

Consideration time: (WoW)

196.1 million

Intent score:
8/10

+9%

-3.3 hours

Beauty
Health & Fitness

Top searched for categories:
(Past 30 days)

01

02

Active audience size: (Past 30 days)

Consideration time: (WoW)

185.9 million

Intent score:
3/10

+7%

+4 hours

Deal Hunters
Business Travelers

Top indexing audiences:
(Past 30 days)

01

02

Active audience size: (Past 30 days)

Consideration time: (WoW)

171.3 million

Intent score:
6/10

-2.2 hours

Cell/Mobile Phones
Wearable Tech

Top searched for products:
(Past 30 days)

01

02

Active audience size: (Past 30 days)

35 million

Intent score:
8/10

-4%

Family Shoppers
Young Professionals

Top indexing audiences:
(Past 30 days)

01

02

Active audience size: (Past 30 days)

Consideration time: (WoW)

191 million

Intent score:
5/10

+1%

+1.6 hours

Top searched for brands:
(Past 30 days)

18% 20% 8%

16% 12% 7% 13% 18%

69% 7% 10% 1% 11%

21% 1% 5% 3% 29% 12%

3%

ABOUT CAPTIFY
Captify is the largest independent holder of consumer search data outside of Google,  

and its unique technology understands the intent and interests of consumers across all  
channels, including voice search, desktop on-site search and in-app search. 

Captify’s Search Intelligence powers media and insights for  
800+ of the world’s biggest brands.

Captify’s dynamic, real-time search data reveals how audiences are expanding and contracting 
day-by-day, signaling how consumers feel and where they are in the consumer consideration path.
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Search volume change: 

+2%
(Current WoW) (Current WoW)

Top searched for brands:

01

02

Active audience size: (Past 30 days)

Consideration time: (WoW)

105.1 million

Intent score:
6/10

-3%

-2.9 hours

(Past 30 days)

Search volume change: 
(Current WoW)

Search volume change: 
(Current WoW)

Consideration time: (WoW)

-3.5 hours

Search volume change:
(Current WoW)
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TELCO
SEARCH TREND: 
MoM change in Search Volume (%)
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01

02

Active audience size: (Past 30 days)

Consideration time: (WoW)

128.5 million

Intent score:
7/10

+30%

+2.2 hours

Internet Speed
Extras & Bundles

Top searched for attributes:
(Past 30 days)

17% 10%

Search volume change:
(Current WoW)CPG/FMCG
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SEARCH TREND: 
MoM change in Search Volume (%)

01

02

Active audience size: (Past 30 days)

Consideration time: (WoW)

155.9 million

Intent score:
5/10

+1%

+50 minutes

Household Goods
Alcohol

Top searched for products:
(Past 30 days)

9% 12%
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Pharmaceuticals Search Trend

pharma
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Travel Search Trend

travel
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Consumer Tech Search Trend

consumer_tech
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Finance Search Trend

finance
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Home Delivery Search Trend

home_delivery
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CPG/FMCG Search Trend

fmcg
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Entertainment Search Trend
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Auto Search Trend

auto
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Home Delivery Search Trend

home_delivery
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E-Commerce Search Trend

retail_ecommerce

5%

2% 1%

GROWTH & LEARNING ZONE 
Top Indexing Audiences: 

01

02

03

Fitness Fanatics
Outdoor Enthusiasts
Retirees

ESCAPISM ZONE 
Top Indexing Audiences: 

01

02

03

Travelers
Business Travelers
Gen Z

FUTURE PLANNING ZONE  
Top Indexing Audiences: 

01

02

03

Fashion Enthusiasts
Business Travelers
City Dwellers

INTENT ZONE 
Top Indexing Audiences: 

01

02

03

Retirees
Gen Z
Deal Hunters
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BEAUTY SEARCH TRENDS
K E Y

Cosmetics/ 
Makeup

Fragrance

Skincare

Haircare
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Beauty Search Trend

Cosmetics/Makeup

Fragrance
Skincare
Haircare

Date
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353%  
search uplift for  

Hair Serums 338%  
search uplift for  

Hair Masks

HAIRCARE:
01

02

03

SKINCARE:
01

02

03

COSMETICS:
01

02

03

FRAGRANCE:
01

02

03

TOP SEARCHED FOR BEAUTY BRANDS DURING LOCKDOWN

E S C APISM ZONE

TOP SEARCHED FOR R&R BEAUTY PRODUCTS: KILLER INSIGHT:
The average number of 
beauty brands searched 
for per consumer has 
increased from 3 (Pre 
COVID-19) to 9 during 
lockdown, suggesting 
consumers are exploring 
more products with  
extra time on their hands.

TOP ‘DO IT YOURSELF’  
BEAUTY SEARCHES:

Ve
rti

ca
l

How to make a  
beauty face mask*

Search Increase (%)

0% 100% 200% 300% 400% 500%

KILLER INSIGHT:
Captify saw a 415% search uplift for  

DIY beauty face masks during lockdown. 

How to make a hair mask

How to cut hair

How to color hair

How to do a facial

How to do a manicure

How to do a pedicure

*Excludes searches for 
COVID-19 face masks

THE ‘LIPSTICK EFFECT’ GIVES WAY TO THE ‘EYELINER EFFECT’
The lipstick effect is when consumers still spend money on small indulgences such as luxury lipsticks 
during recessions, economic downturns, or when they personally have little cash (Investopedia, 2019). 

Interestingly, Captify’s Search Intelligence has seen search interest around cosmetics shift from  
lips to eyes as consumers adapt to the new normal of wearing face masks.

NE W NORMAL ZONE

KILLER INSIGHTS:

TOP SEARCHED FOR LUXURY BRANDS:

During lockdown, premium cosmetic brand 
searches have increased by 22%, with mass 
brand searches declining slightly by 3%.

01

02

03

01 Masks & Treatments

68%
02 Moisturizers

37%
03 Oils

31%
04 Serums

9%

52%

8%

SEARCH INCREASE FOR 
EYE MAKEUP

SEARCH DECREASE FOR 
LIP MAKEUP

Mascara holds 62% 
Search Share of Voice 
across eye cosmetics

POST-PANDEMIC PAMPERING
With some lockdown measures being lifted across the globe, consumers are looking 
ahead to life after lockdown and developing their own personal bounce back plan. 

Captify reveals the most anticipated post lockdown moments, with consumers 16.2X more 
likely to search for post-pandemic pampering and beauty therapy.

TOP SEARCHED FOR ‘POST LOCKDOWN’ MOMENTS

FUTURE PL ANNING ZONE

PURCHASE ZONE 
Top Indexing Audiences: 

01

02

03

Deal Hunters
Business Travelers
Gen Z
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Back to Work

Beauty Therapy

Reuniting with Family
Eating Out

Socializing with Friends
Travel

Gyms Reopening
Live Events

71% of these searches are around 
booking hair appointments

Fewer searches around these areas with consumers’ 
perception that they won’t happen imminently 

KICKING RECOVERY PLANS INTO ACTIVATION ACTION?
Video is the prime medium to kick-off a recovery plan with emotive, story-led video that lets 

consumers explore, interact and even shop! Brands opting to spend smarter during lockdown 
need to strike a balance between relevancy and reach, as engaging with truly in-market 

audiences (and avoiding those not interested right now) has never been more critical.

Build qualified audiences using live and fresh data 
derived from Search 

Think about layering on other data sources like geo, 
weather or even time-of-day based on consumers new 
daily routines like ‘home-schooling’

Dynamically serve video to audiences based on what 
they’re interested in right now and with creative that 
speaks to them

Make sure you adapt video length for its placement—  
30 seconds for desktop & 15 seconds for mobile 

Combine relevant audiences with relevant messaging  
for increased engagement, longer dwell time and  
higher CTR

Access learnings and insights to fuel the next phase of 
recovery, moving from video to Direct Response 

Lockdowns
introduced 

C O V I D - 1 9  R E V I V A L  I N D E X :  V O L U M E  0 2

With lockdown restrictions being eased and lifted across the globe, Captify’s Revival  
Index keeps a real-time pulse on vertical trends as of today. This week’s edition also  
deep-dives into the beauty vertical, uncovering the changing search behavior of over  

119.1 million consumers and what this means for a post-pandemic future. 

Gina Mitchell,  
Head of Creative Studio, Captify

YOUR BOUNCE BACK VIDEO CHECKLIST

Spark creative joy 
during lockdown 
Integrate interactive 
elements that bring 
consumers a step 
closer to trying the 
real product

SCAN ME TO  
SEE THE CREATIVE  

IN ACTION

DIY Haircuts surge 
during lockdown with 
421% search uplift 
for hair clippers & 
trimmers

VER TIC AL DEEP -DIVE


