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For Mental Health Awareness month, we examine the impact of 
COVID-19 on the mental health and well-being of physicians and 
medical staff from their perspectives. We use this opportunity to ask 
about the challenges and issues affecting respondents personally, in 
their own words; and look to these medical professionals to diagnose 
the resources, services or support, that would be most beneficial from 
brands to better support the mental health and wellness of essential 
workers at this time. 

Although results from this analysis effectively captures a moment in 
time amid the peak of the COVID-19 health crisis, we believe it also 
suggests a long-term view for health brands to protect the well-being 
of their employees, their business and brand, through various stages 
of this pandemic. The learnings from this report, in fact, should be 
beneficial for all brands to protect the mental health and wellbeing of 
their employees, as well as their brand value, as this health and 
economic crisis continues to unfold.  

We understand that these are challenging times for all brand leaders—know 
we’re here to help you navigate. It is our hope that these findings can lead to 
new thinking and responses to help us all reach a safe and speedy resolution.



Mental health among physicians has been a topic of concern even prior to 
COVID-19. While no one is immune to challenges or issues of mental 
health, there is no doubt the risks, pressures, and high-stress associated 
with being a medical professional can have serious implications for mental 
health. We asked physicians what changes they’ve seen in mental health 
among working healthcare professionals as a result of the current COVID-
19 outbreak and importantly, asked what is needed to better support their 
mental health and well-being at this time.
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Data points
Three out of four physicians believe mental health 
challenges have significantly increased or more among 
healthcare professionals as a result of COVID-19

Q1
In your opinion, to 
what degree have 
mental health 
challenges or issues 
increased (or 
decreased) among 
working healthcare 
professionals as a 
result of the COVID-
19 outbreak?

Many medical professionals cited a mental health 
disorder by name when detailing their own personal 
experience at this time

Q2
What have been the 
most prominent 
mental health 
challenges or issues 
you’ve experienced 
personally as a 
result of working 
during the COVID-
19 outbreak? 
Please detail.

According to physicians, the impact of the COVID-19 outbreak is clear among the 
medical community. Confirming this is more than conjecture, we see the impact also 
evidenced in the self-identification from responding medical professionals, who are 
trained and willing to detail their own mental health challenges, symptoms and 
disorders, experienced as a result of working during the COVID-19 outbreak.

It’s important that we don’t dismiss this first-hand account. At this time especially, 
the mental health of healthcare workers should be of high priority for all healthcare 
providers (HCPs), as well as any brand working within the health system, as people 
perceive these companies to have both a responsibility and the means to better care 
for frontline healthcare workers—with employee and patient lives depending on it.
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I feel abandoned/sold out by 
the system and the facilities. “ ”

In their own words:

% of respondents who 
self-reported their 
experience with 
mental health during 
COVID-19 using the 
specific terms 
‘Anxiety’, ‘Depression’, 
‘PTSD’, ‘Burnout’, or 
‘substance abuse’.



Stress, anxiety, and fear around their own safety and 
that of their family are the most prominent mental health 
challenges HCPs are facing, more broadly speaking. 

Although similar overarching mental health challenges (anxiety, stress, fear) may 
affect general populations during COVID-19 also, what is unique to this audience is 
the higher risk of exposure, ceaseless job stressors, and almost daily requirement to 
disregard their own health and safety to face the health crisis head on.

The impact this will have not only on employees, but subsequently on the business 
and the brand as well, should not be underestimated.

We aim to shed some light on physicians’ experience here, but strongly advise HCPs 
and all brands to mitigate the emotional and psychological burden of COVID-19 by 
engaging with their employees directly; to determine their needs and offset stressors. 
.

41%

44%

Of those who detailed specific factors negatively impacting 
their mental health, safety and increasing job demands were 
of the top mentioned 
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Q2
What have been the 
most prominent 
mental health 
challenges or issues 
you’ve experienced 
personally as a 
result of working 
during the COVID-
19 outbreak? 
Please detail.
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In their own words:

We are on the frontlines with this 
outbreak and we always worry 

about safety of our own families.“ ”
Anxiety about the unknown or what’s 
to come; having to give substandard 
care in overstressed system, deciding 

which patient receives limited 
resources, and lack of PPE.

Anxiety. Loss of routine work flow 
is very disorienting and makes the 

work much harder.

Feeling overwhelmed at times by the 
magnitude of Covid-19; uncertainty 
and overloaded with data on new 

viral illness manifestations.
“

”

“ ”
“

”



We see some indications that early-stage/more reactive crisis 
responses are beginning to give way to subsequent burnout 
and potentially longer-lasting mental health effects

44%

Almost half of healthcare professionals surveyed report 
either having no access or no awareness of mental health 
support from their employer
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Q3
Are there resources, 
services or support 
being offered to you 
and your colleagues 
to help support your 
mental health and 
well-being during 
this COVID-19 
outbreak?

Q2
What have been the 
most prominent 
mental health 
challenges or issues 
you’ve experienced 
personally as a 
result of working 
during the COVID-
19 outbreak? 
Please detail.

Short-term Long-term
Crisis / 

fight or flight response
Intermediate

burnout
Prolonged distress

(risk of PTSD, depression etc.)

Burnout. Hard to 
keep telling everyone 

to keep calm and 
everything will be ok.

I am worried about 
evaluating patients; I'm in 

the ER often. My mind 
tells me I should refuse 

to go in sometimes.

The profound sadness 
at the tremendous 

number of deaths on 
a daily basis…”

“

”

“

”

“

It’s worth noting that providers who ignore high-risk indicators or mental health 
issues in early stages of this crisis may see the effects compounded and worsen 
over time. This is of particular concern given the long tenure forecasted for the 
COVID-19 outbreak.

The sustainability of your people, business, and brand, during a prolonged crisis 
relies upon brands being responsive to needs as they arise and evolve. 

In this case, responsive means adapting to the unpredictable shifts and uncertainty 
of COVID-19, ensuring the business routinely listen to their employees for indications 
of mental health issues, and then proactively leveraging your brand to communicate 
and support the well-being of your internal (and external) audiences. 

Yes, 54%

No, 26%

Unsure, 
20%

Presence is equally as critical in ensuring mental health initiatives and communications 
are received and utilized by working healthcare professionals and employees. 

In a fast-paced, high-stress workplace, this requires understanding the role and 
responsibility your brand has both on-site and beyond (digital environments etc.) to 
show up in the time and places your audiences are most receptive, or most in need. 



One in four physicians feel that their mental health is not 
currently being considered by their healthcare employer

Interestingly, physicians are almost as eager for wellness, social, and brand initiatives 
to support their mental health as they are for telemedicine or counseling services.

While medical staff and leadership are overwhelmed by crisis procedures and patient 
care, it can also be the responsibility of brand and marketing teams, as well as HR 
and people teams, to initiate these programs to support health and well-being.

Doing so is likely to improve feelings of abandonment, resentment or neglect among 
people who feel their mental health is not of concern to employers or the system.

Evading responsibility and effort to reduce the impact of COVID-19 on the mental 
health of healthcare professionals, or employees of any company, with such 
initiatives at this time forgoes the opportunity brands have to place human well-being 
at the center of their brand. Consequently, this may negatively impact internal and 
external perceptions of the brand and cost businesses in brand value over time. 

41%

44%

Telemedicine and in-work counselling services are 
deemed most beneficial by physicians, followed closely 
by various types of wellness and social initiatives. 
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Q5
What types of 
resources, services 
or support would be 
beneficial to you (or 
your colleagues) to 
help manage your 
mental health at this 
time?

Q4
Do you feel the 
mental health of you 
and your colleagues 
is of consideration 
or concern to your 
healthcare employer 
at this time?
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Other includes: 
“Access to rapid testing for COVID”, “better preparation”, 
“Exercise at work - I think all people should have to walk 
daily at work for a mandatory 15 minutes”, “Nothing”, 
“Talking openly about concerns”, “Time off”
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Professional support services

Wellness & brand-led initiatives

Organizational changes



Key takeaways

01.
Convergence and normalization of mental health care is critical
Mental health care needs to be integrated and normalized within the business 
as a key priority for HCPs and many companies operating during the COVID-
19 pandemic. Bringing together telemedicine, mental health support initiatives 
(in-house counseling, peer support etc.), and real-life workflows should enable 
all brands to enact improved mental health practices in such in a way that’s 
effective, sustainable, and flexible enough to suit any business. Often, this 
means little more than introducing bite-sized portions for mental health and 
wellness at work, as well as a willingness to discuss mental health in the 
workplace. The cost of not doing so could be the short and long-term health 
of your people, as well as your business and brand. 

02.
Brand can serve as an outlet and point of intervention
People want guidance and expect brands—health brands, especially—to put 
their well-being at the center of the business. Now is not the time for your 
brand to go silent—all brands can take this opportunity to show up for 
employees and stakeholders when and where it matters most. Brand teams 
especially have the tools to engage audiences and to instigate mental health 
conversations or initiatives on-site and across their branded environments. 
Establishing brand presence and responsiveness now amid this crisis can 
strengthen the value and perception of the brand with your audiences for 
long-term protection or growth. As our results show also, brand-led initiatives 
may be considered beneficial for mitigating the effects of COVID-19 on the 
mental health of employees, when conducted with their needs in mind. 

For any brand operating in the current and post-COVID world, these learnings 
can and should be applied within the context of your own workplace to 
protect and improve the mental health of their employees. The earlier brands 
can engage with their employees and respond authentically to their mental 
health needs, the better your business and your people are likely to fair in the 
face of this prolonged health and economic crisis.

In today’s interconnected healthcare ecosystem, any product, service or 
offering has the potential to become mission-critical. 
The urgent imperative for all healthcare brands is to be prepared for that 
moment by clarifying their role and offering to every stakeholder. We hope 
these findings can lead to new thinking and responses that help us all get 
to a new place that is better equipped not only to handle a future crisis 
but also the healthcare needs of today.
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