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This report provides an overview of the key 

consumer signals to help us plan for the year 

ahead, following the unprecedented and 

transformational events of 2020

Introduction

Before looking forward to what’s coming next, we invite you to join us in 

stepping back first to look at the fundamental shifts in consumer needs 

and behaviours that will provide the blueprint for what is ahead.

We will look back at the key events of the past year. The outbreak of the 

COVID-19 pandemic of course sits at the heart of the change we have 

observed in the past 12 months, but so do a range of other milestones –

including the Black Lives Matter movement, a series of elections and 

other local moments that had big global impact. What these events have 

in common is that they have all created new alliances across the globe 

between people, but also new wedges and division.

We will explore how 2020 accelerated disruption, established new norms 

and refocused beliefs and values as well as provide recommendations on 

how brands can make decisions to succeed in 2021 and beyond



The key events that shaped the past year

The most impactful event in decades, the 

COVID-19 pandemic has resulted in the 

re-evaluation of our needs and priorities.

The response to the pandemic has varied 

in scale and over time populations have 

experienced total lockdown, restricted 

movement and now the role out of 

vaccines. 

We are hopeful we are over the worst of it 

but it seems clear that the impact of the 

virus will still be felt well into 2021

Black Lives Matter protests sparked new 

waves of conversation and change about 

social issues and racial injustice in society.

Although we have seen people across 

socio-economic groups rally to challenge 

entrenched norms, these protests have 

also brought new attention to existing fault 

lines, inequalities and discrimination that 

create friction between communities and 

collide different value sets

Joe Biden will be sworn in as the 46th US 

President in January 2021, vowing to unite 

citizens and restore relations with allies.

However, across the world we have seen 

citizens’ rights being removed, sparking 

protests, global support and divisions. 

Poland has had a court ruling banning 

abortions, Belarus confronts electoral fraud 

allegations, and Thailand and Hong Kong 

face controversial constitutional changes. 

We are in a tumultuous political environment 

which will again influence events in 2021

COVID-19 Pandemic Democracy in actionBlack Lives Matter
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Media has had a key role to play, for good & bad in the coverage 

of these major events

COVID-19 Pandemic Democracy in actionBlack Lives Matter

A study on the use and design features of a UK 
government petitions platform illustrates the growing 
importance of social media, as 40% of traffic to the 
website came via Facebook and 10% from Twitter

Facebook Removes 7 Million Posts for Sharing 

False Information on Coronavirus

Most engaged online publishers writing about Black 

Liv es Matter (BLM) between May 17 and June 15, 2020 

ranked by total interaction

(In Millions)

12% U.S. adults say they changed their views –

either positively or negatively – about the Black Lives 
Matter movement because of social media

Facebook removed about 22.5 million posts 

containing hate speech in the second quarter, up 
from 9.6 million in the first quarter

4Source: Nielsen, Reuters, Statista, European Commission, Pew Research

https://ec.europa.eu/jrc/en/news/social-media-influences-our-political-behaviour-and-puts-pressure-our-democracies-new-report-finds
https://www.reuters.com/article/us-facebook-content/facebook-removed-seven-million-posts-in-second-quarter-for-false-coronavirus-information-idUSKCN25727M
https://www.nielsen.com/us/en/insights/article/2020/covid-19-tracking-the-impact-on-media-consumption/
https://www.reuters.com/article/us-facebook-content/facebook-removed-seven-million-posts-in-second-quarter-for-false-coronavirus-information-idUSKCN25727M


Each major event has highlighted the importance of acting with empathy, 

the importance of quality of communication and the need for action

5Source: Nielsen, Reuters, Statista, European Commission, Pew Research

COVID-19 Pandemic Black Lives Matter Democracy in action
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Let’s face it, 2021 is unpredictable

At the time of writing several effective 

vaccines have been announced and will 

be ready for widespread global 

distribution in 2021.

This points towards an end of the 

immediate health crisis. However, the main 

lesson we have learnt from 2020 is that the 

future is unpredictable. 

So, rather than creating a series of future-

gazing hypothesis on what will happen in 

2021, we are providing data informed 

guidance on how brands can prepare to 

embrace the future with confidence. With a 

focus on communication, action and 

empathy



Learn faster
than your competition 

Act faster
upon these learnings

We believe that to win in the future businesses need to
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And we’ve based our findings on the sources available within 

our Act Fast Suite of tools and data

8

M AR K E T P L AC E  I N T E L L I G E N C E  

V I A P O W E R F U L  D AT A

OMD   | Marketing in a pandemic



To enable…
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Learning fast and Acting fast to make Better Decisions, Faster

Details supporting recommendations and case studies of brand responses are included in appendix at end of doc 10

New 
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2020

Accelerated 

Disruption

Values and 

Beliefs
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Understanding
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The negative impact of the events in 2020 on the economy has 

been universal

Source: World Bank, Bloomberg
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Sectors and businesses have been affected in different ways

Source: McKinsey & Company COVID-19 Consumer Pulse surveys, conducted globally September 18-30, 2020

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/a-global-view-of-how-consumer-behavior-is-changing-amid-covid-19
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The trajectory of consumer confidence has followed that 

of the economy

OECD Consumer confidence index (CCI)

Source: OECD Consumer confidence index (CCI)

https://data.oecd.org/leadind/consumer-confidence-index-cci.htm
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We have experienced a global pandemic together. 

Yet our individual situations have created societal wedges 

For some lockdown gave them the 

space to pick up a new hobby, with 

April being the peak of the sourdough 

craze. 

However, for others it meant juggling 

work with home schooling or seeking 

out support from a food bank

Source: Google Trends November 2020
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We have seen big brands 

respond to the pandemic in 

different ways, but overall 

advertising expenditure has 

been volatile

Nine out of 10 Marketers 
delaying campaigns in 
response to Covid-19
Estimates have brands reducing spend by up 
to 20% vs original annual plans

16
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We are now in a dynamic 

situation with each market 

likely to be affected and 

recover 

at different speeds
Case trends by market

Mobility trends by market

Source: IBM Global Covid-19 Statistics, Apple COVID-19 Mobility trends 17
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But there is light at the end of the tunnel

Source: McKinsey & Company 

Thousands of Britons received the first clinically authorised, fully tested coronavirus vaccine on 
Tuesday, with many people reporting few side effects. Credit...Andrew Testa for The New York 

Times



Source: OMG Inv estment  Yahoo Finance 19

As at 25th Nov: Following leadership change in the US and vaccine news 

According to the Institute of International Finance 

S&P + the Dow at all-time highs 
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Irrespective of the vaccine, lifestyle changes were affected in 

2020

A unique opportunity to acquire new customers 
whilst still emphasising heritage

Account for & capitalise on short and long term 
habitual changes



Source: Forrester 21

The key to this document is understanding these shifts and how 

permanent they are likely to be

“Expectations of a world after the 
coronavirus and a next normal have 
been exaggerated. Human nature 
shows us that bad habits often 
overcome good intentions. Don't get us 
wrong; the crisis will lead to lasting 
changes, and we expect new waves of 
the pandemic in Europe before the end 
of 2020. However, rather than installing 
net new behaviours, the crisis will 
primarily accelerate pre-existing 
trends.” 

Forrester Trends Aug 2020

German Travel demand –
delayed rather than abandoned

% of activities Chinese consumers want to 
do as a priority when the lockdown is over

What purchases have 
you delayed?
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Three signals from 2020 that frame what is important in 2021:

Accelerated 

Disruption

Established 

New Norms

Refocus on 

Values & Beliefs

What new 

behaviours have 

been adopted?

How have people’s 

habits and expectations 

been affected?

What topics are high 

on people's 

agendas?

With recommended actions brands can take in 2021 and beyond

22



Accelerated 

Disruption
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The global pandemic has completely disrupted Category 

Dynamics 

Shifting purchase behaviours Disrupted customer journeys The channels within which people shop

Source: Euromonitor, McKinsey & Company, Bank of America , US Department of Commerce

https://www.portal.euromonitor.com/portal/dashboard/index
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As a result of disruption to category dynamics, we believe it’s 

important brands have clarity in the following areas

Closely monitor all available 

data sources on your category 

dynamic, from digital, social 

through to brand tracking 

surveys

Incorporate updates to media 

landscape to identify new 

category dynamics, new 

consumers and new paths to 

purchase

Understanding 

category 

dynamics
To address changes in consumer 

behaviour many brands launched a 

direct-to-consumer channel allowing 

customers to buy their favourite brands 

online

Channel preferences are also changing 

in B2B sectors, as customers seek to 

reduce pandemic-induced supply chain 

disruptions by cutting out the 

middleman

This shift also enable brands to mitigate 

for a cookieless future

Potential of DTC 

sales channels

Most sales and marketing teams 

are organised in serial fashion: 

Marketing generates and 

nurtures demand early through 

digital channels before handing 

off the most qualified of 

opportunities to sales for in-

person pursuit

Brands need to consider 

integrated marketing and 

sales ecosystems

Integrated marketing 

and retail
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Disruption to priorities: Shift in consumers passions based 

on where they are & where they want to be 

Many are welcoming the opportunity to hit the 
“reset” button
• leaving the city behind for more rural 

surroundings
• shifting to remote work more permanently to 

achieve work-life balance or
• re-focusing on hobbies and passions which 

were long forgotten before they were forced to 
halt their lives

• heightened excitement of stuff we’ve missed 
out on that we enjoy (e.g. holidays)

People will likely reflect on which brands and 
categories they want to dedicate time to –
distinctly considering how they contribute to their 
quality of life and overall wellbeing.

On average, 56% of consumers globally want to 

be closer to country / rural life.

“Which of the following do you look for in a holiday? Please choose your top three in 

order, and then any others.” | To get closer to nature | % selecting top 3
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Visits to travel websites in Germany exceed 

pre-Covid levels by 10% during summer 2020

Source: Foresight Factory │ Base: 624-3934 online respondents per country aged 16-64[Indonesia 16-54], 2020 May
Source: Foresight Factory │ Base: 29,077 online respondents aged 16-64, Global Average, 2019 May
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The pandemic has sparked relocation, both temporary 

and permanent 

One in seven Londoners (14%) want to leave the city as a 
result of the COVID-19 pandemic.

Of those that wanted to move in London: 46% want the home 
to be out of London and 43% want to remain in the city.

22%

Source: Pew Research, UK Office for National Statistics

https://www.london.gov.uk/press-releases/assembly/escaping-the-city-post-covid
https://www.bloomberg.com/news/articles/2020-09-16/the-truth-about-american-migration-during-covidhttps:/www.bloomberg.com/news/articles/2020-09-16/the-truth-about-american-migration-during-covidhttps:/www.bloomberg.com/news/articles/2020-09-16/the-truth-about-american-migration-during-covid
https://www.pewresearch.org/fact-tank/2020/07/06/about-a-fifth-of-u-s-adults-moved-due-to-covid-19-or-know-someone-who-did/


As a result of disruption to priorities, we believe brands would 

benefit from having clarity on the following

Revisit how you understand 

and define your audiences

People’s identity, needs and 

contexts will shift in 2021

Understand what is likely to 

be temporary and what is 

more permanent

The implications of location 

and economic dynamics 

on audience has shifted

Location of work, inside or 

outside of the home, has 

become a strong indicator of 

education and affluence

Balance maintaining brand 

affinity with harvesting 

demand

Need to recognise optimum 

time to communicate with 

people and ensure branding 

activity is based on their 

hierarchy of priorities

28

Audience 

definition

Role of location 

targeting

Branding & sales 

activation 



“More consumers will acknowledge that the company 
they keep is as important to wellbeing as their 
careers, the places we inhabit, and the health and 
nutrition regimens we follow.

Consumers will hold parallel needs: rekindling and 
strengthening social bonds and pruning less fulfilling 
relationships.”

Foresight Factory December 2020

0 5 10 15 20 25 30

Work colleagues

Other adults in household

Friends outside household

Children (don't live with)

Partner or spouse

Children (live with)

Parents

Relationship types worsening as result 
of social restrictions

UCL Covid-19 Social Study, 70,000 participants

Foresight Factory December 2020, https://medicalxpress.com/news/2020-07-friendships-relationships-worsen-covid-lockdown.html 29

Disrupted Relationships: Reduced social contact has led to 

widespread relationship distancing



Source: La Vie en Confinement, VICO, Source: How Loneliness from Coronavirus Isolation Takes its Own Tool, Robin Wright, New Yorke 30

People have got rid of some relationships but created more 

closer bonds. While more peripheral relationships deteriorated, 

ties with close friends, families & neighbours strengthened

A French survey looking at the impact of confinement on 
relationships identified a “funnelling effect”

“For the past century, human life has focused 
increasingly on money and material belongings, 
which led to neglect of human relationships. 

Now that we’re suddenly lonely, stuck at home, 
the best means of surviving, psychologically and 
biologically, is to interact with our friends by 
whatever means available.”

Ami Rokach, Clinical Psychologist, 

University of Canada



Source: CNBC https://www.cnbc.com/2020/11/16/holiday-2020-shoppers-seek-out-more-meaningful-gifts-amid-pandemic-.html, Google Trends November 2020 31

As a way to maintain physical connections with important 

friends and family members, we have seen a surge in gifting 

Etsy has seen an 156% increase in searches for custom or 
personalized gifts in the three months to Nov 2020, compared 
to the same time a year ago

45% of consumers say they look for items that are more 
meaningful (the value of the recipient)

Personalised gifting market is forecasted at 43.3 billion by 2027

US research also found that lockdown has made many more 
people feel grateful for the things they used to take for granted, 
such as spending time with family, and that this would influence 
their purchasing and gifting behaviour in the future

Global lockdowns have sparked loneliness around the world as consumers have been isolating at home. A lack of opportunity to interact 
with others and a restriction on physical touch has led to consumers reassessing and realising that human relationships and “social 
wellness” are fundamental to their overall wellbeing. 

https://www.cnbc.com/2020/11/16/holiday-2020-shoppers-seek-out-more-meaningful-gifts-amid-pandemic-.html


As a result of disruption to relationships, we believe brands 

would benefit from having clarity on

The role brands play in 

peoples' lives

People build relationships with a set of brands 
so as to benefit from the meaning they and their 

products add to their lives

These meanings could be more functional and 
utilitarian, or even psychosocial and emotional

Brands need to be aware of how the nature 
of personal relationships may need to be 

reflected in the sentiment of communications. 
And be ready to respond as priorities change

How to leverage the 

gifting opportunity

Harness the opportunity created 
by people having tighter bonds 

and therefore a heightened 
propensity to gift

32



Disruption has accelerated in key areas 

that impact marketeers:

Category Dynamics: 
The landscape within which brands operate

33

• Be realistic on the role brands play in peoples 

lives

• Leverage new opportunities from surge in 

gifting 

Audience Priorities: 
The wishes and needs of the people brands want 

to communicate with

Personal Relationships: 
The way people prioritise and interact with others

2021 requires big businesses to 

be clear about their objectives, their 

audience and their role in people's lives

Learning Fast Acting Fast

• Reappraise where demand is coming from 

• Establish DTC sales channels

• Integrate marketing and retail

• New criteria for defining audiences

• New possibilities of location targeting

• Striking balance between long term brand & sales 

activation 



New Established 

Norms
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New established norms in home & leisure. Our homes have 

become central to everything we do. Many will continue flexible 

working going forward

For many, our homes have become multi-
purpose, shifting between being our offices, 
schools, entertainment destinations, etc.

As the situation stabilises, we expect that a hybrid 
working model will become the norm. However, this 
will be very much dependent on the type of work 
people do.

Brands should consider how they can adapt to the 
different needs and contexts of more people 
working from home – with their own schedules that 
might not look like the traditional workday or week.

For many being at home for longer means 
increased entertainment, social and leisure time

Source: UK Office for National Statistics, Gallup

https://www.statista.com/statistics/1110483/activities-since-staying-at-home-due-to-the-covid-19-pandemic/
https://www.ons.gov.uk/economy/nationalaccounts/satelliteaccounts/bulletins/coronavirusandhowpeoplespenttheirtimeunderrestrictions/28marchto26april2020


As a result of new norms in home and leisure we believe brands 

would benefit from a resourceful approach to

When and where people 

consume media

Rethink what prime time looks like 
and how you plan your channels 

according to the ways people spend 
time in and out of home

The way you approach 

events

Rethink events to build reach 
amongst new virtual audience 

opportunities We expect to see a 
trend towards events and 

experiences which can be enjoyed 
both virtually and physically as we 
move through 2021 and beyond.

36
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New established norms in entertainment, accelerating 

unbundling based on digital fragmentation of audiences

As people adapted their leisure behaviours to be at home, 
we saw changes to the media they use:

• streaming services out-performed television,
• social media saw higher usage and
• gaming continued to grow and evolve bringing about 

new fashion collaborations and promoting virtual 
versions of traditional activities

• Influencer marketing has also seen a rise, with 
marketers allocating more resources

But don’t ignore that people will want to go back to live 
events. 2021 will be a packed year of both delayed and 
scheduled events.

The global gaming market is estimated at $160 billion in 
revenue for 2020, a 9.3% increase over 2019

Interactions with sponsored posts reached 57 million in July, 
nearly five times the amount from March 2020

NASCAR adapted to canceled live events by creating their 
iRacing Series, attracting a peak of 1.3 million viewers 

What took 

Netflix 7 years to 

accomplish 

required only 5 

months for 

Disney+

Source: Globallwebindex, World Economic Forum, Business Insider, Newzoo, New York Times

https://medium.com/super-jump/how-covid-19-is-changing-the-global-video-game-business-e485411f1a5f
https://www.businessinsider.com/how-coronavirus-is-changing-influencer-marketing-creator-industry-2020-3?r=US&IR=T
https://www.weforum.org/agenda/2020/05/covid-19-taking-gaming-and-esports-next-level/
https://www.nytimes.com/2020/04/08/business/disney-plus-50-million-subscribers.html


The power of new 

look influencers

In light of the increased prominence 
of influencers and gaming on culture 

- for example collaborations, 
merchandise and social communities 

- we recommend brands explore 
new potential

Sponsorships and partnerships

Rethink relationships with rights holders as 
new media behaviours have emerged and 
dynamics of established franchises have 

changed.

Flexibility will need to be built into 
partnerships as we move ahead to increase 
the viability of investments, whether that be 

around the length of contracts or the ability to 
review rights based on ongoing performance 

and needs

As a result of new norms in entertainment, we believe brands 

would benefit a dynamic, agile and nuanced approach to

38
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New established norms of convenience 

The pandemic has accelerated the need for 
convenience:

• adoption and penetration of contactless 
payments and online shopping have increased

• reliance on home delivery has resulted in a 
demand for immediate services

• subscription and replenishment services are on 
the rise

• social media, shoppable live streams and 
gaming sites have also become shopping 
channels

Providing seamless and frictionless ways for people 
to have on-going orders that they don’t need to think 
about has increased our expectations of 
convenience

Source: McKinsey & Company, Deloitte

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-great-consumer-shift-ten-charts-that-show-how-us-shopping-behavior-is-changing
https://www2.deloitte.com/us/en/insights/industry/retail-distribution/consumer-behavior-trends-state-of-the-consumer-tracker.html..html


As a result of new norms of convenience, we believe brands 

would benefit from a dedicated approach to

Ensuring all elements of 

your brand experience are 

convenient

Rethink quality and service to ensure 
you deliver convenience for your 

customers across all owned 
touchpoints

Reducing friction in your  

media experiences

Rethink  your strategy to ensure all 
sales driving media utilises the most 
convenient formats, shoppable ads 
and reduce friction in access and 

purchase actions

40
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Areas in which we have seen new norms 

which impact what we do have been:

Home & Leisure:
People have adopted new behaviours in and out 

of the home

Entertainment:
People have adopted new ways to entertain 

themselves

Convenience:
People have increased expectations of ease and 

convenience

2021 will reward those businesses that are quick, 

clever and agile in how they find ways to adapt to 

the new norms in people's behaviour

Learning Fast Acting Fast

• Ensure all elements of your brand experience 

are convenient

• Reduce friction in your  media experiences

• Appreciate when and where people consume 

media

• Reconsider events as digital and physical 

opportunities

• Leverage the power of new look influencers

• A new approach to sponsorships and 

partnerships



Refocus on 

Values & 

Beliefs



Source: Foresight Factory | Base: 1000 online respondents per market aged 16+, 2020 June
Source: Foresight Factory | Base: 599-3711 online respondents per country aged 16-64, [Indonesia 16-54], 2020 May
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Importance of Accountability: Corporate Social Responsibility 

no longer applies to the here and now

Companies are no longer just judged for their current 
actions and commitment of future changes, but also 
to their past performance. 

Consumers are demanding that brands translate their 
values and principles retrospectively, rectifying any 
past wrongs.

There is an ongoing expectation that brands take the 
lead to “build back better”. 

Brands are living in a glass box environment where 
their actions across the whole of the business can be 
under scrutiny

Consumers are holding brands accountable

% w ho agree they are more likely to buy from 
companies working to reduce climate change

62%

55%

Gen Y Boomers

% w ho w ould be interested in using a service to check 
how ethical a product is before buying it

71%
56% 57%

72% 71%
63%

2016 2020

Microsoft: carbon negative by 2030

Some brands are taking climate action a step further and are 

atoning for their carbon legacies. At the beginning of the 

year, Microsoft announced that it aimed to be carbon 

negative by 2030. By 2050, it will have removed from the 

environment all the carbon the company has ever emitted.

Uncle Ben’s rebrands to Ben’s Original

After Black Lives Matter protests broke out earlier this 

year, Uncle Ben’s rebranded to Ben’s Original. After 

reflecting on the branding on what it is rooted in, parent 

company Mars dropped the racial stereotype of “uncle” as 

well as the image of a black man in a bow tie.

USA GB China
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The pandemic overshadowed sustainability issues. They will 

return to the fore as 2021 evolves

In 2020, we have seen massive wildfires across 
Australia and California, severe droughts in South 
America and flooding in Southeast Asia. However, 
for most the focus remained Covid-19.

In response, people are increasingly forced to 
change how they manage their lifestyles – and 
brands can be true partners in this process.

Brands are still expected to also continue their 
fight for a more sustainable future, as the 
possibility of a green recovery from COVID-19 is 
inspiring many to adopt a climate-positive 
approach to consumption – which is not just about 
offsetting our eco-impact, but about making an 
overall positive contribution

More than 3 in 10 Gen Z and Millennials believe it is 

too late to counter the effects of climate change
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Increase demand for plastic
packaging

Decrease overall carbon
emissions due to limited

travel

Decrease in demand for
second-hand products

Increase in attention paid to
how companies treat

customers and employees
during a crisis

% of industry 

respondents

Impact of COVID-19 on Sustainability 
Initiatives

Short-term change Mid-term change

Permanent change No change

Not sure

Source: Euromonitor International’s Voice of the 

Industry: COVID-19 Survey, October 2020

Source: Euromonitor
Source: Foresight Factory │ Base: 624-3934 online respondents per country aged 16-64[Indonesia 16-54], 2020 May

Source: Foresight Factory │ Base: 29,077 online respondents aged 16-64, Global Average, 2019 May



As a result of the new importance of accountability, we believe 

brands should be brave in how they

Ensure behaviours reflect 

the beliefs and values of 

their audience

Listen to customers, understand their 
concerns and empathise with the 

realities of their lives. Update 
communications as necessary

Have flexibility to deliver 

on business stance

Consumers are highly sensitive to 
behaviours which don’t match claims. 

Collaborate, form consensus and 
wait for others to trumpet success

45
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Newfound localised compassion - people are prioritising 

kindness and community

37%

% who agree that “I have 
recently started using a new 

brand because of the innovative 
or compassionate way they 
have responded to the virus 

outbreak”

In recent years, the need for empathy has been 
celebrated, with emotional intelligence becoming 
a must-have. Covid-19 has also created a 
common desire to stimulate 

• local economies, support small businesses 
and give back to the community

• self-kindness: awareness grows that, 
especially in these of times of global 
uncertainty, we owe it to ourselves to also be 
understanding and compassionate when 
faced with our own fears and shortcomings

56%

People said they were happy to 
hear how brands are helping 

out communities in response to 
the pandemic and navigating 

these challenging times

Source: Warc,Edelman Trust Barometer / Foresight Factory | Base: 1,000 online respondents per country aged 18+, 2020

https://www.warc.com/newsandopinion/news/brands-in-a-pandemic-world-insights-from-kantars-covid-19-barometer/43422
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However, hardship has refocused priorities of many onto more 

fundamental needs 

“Self-actualization has given way to basic needs, and 
CEOs must pay close attention to, and act upon, the needs 
of employees and customers in real-time.”

People have become more concerned with the basic 
fundamentals of their existence, based on the short term 
concerns the pandemic has created. 

Remember from our introduction, search trends in 
sourdough, home schooling and food banks all spiked at 
the same time. The pandemic is not “the great leveller” 
which many heralded in early 2020.



As a result of new found compassion, we believe brands should 

be brave in how they

Take a stand

Identify the key issues in which your 
brand is expected to participate and 

develop a consumer informed 
stance, based on audience needs

Make it real

Ensure your message is a 
tangible progression on virtue 

signalling

Give it a distinctive stance which 
is relevant to your business 
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“With the current pandemic, the situation appears dire, with 

even more bankruptcies predicted than occurred during the 

global financial crisis of 2008-2009.”

Harvard Business Review, September 2020

https://hbr.org/2020/09/do-you-have-the-right-sales-channels-for-a-downturn 49

2021 is going to bring further economic hardship, people will be 

under economic strain and many will have bigger concerns than 

brands



Sarah Vizard Marketing Week March 2020, https://www.marketingsociety.com/the-library/what-does-bravery-look-today%E2%80%99s-marketing
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Natural tendency towards conservatism during times of crisis is 

likely to have damaging impact on brand performance

Data indicates that strong brands recovered NINE TIME FASTER from the 2008 
financial crisis

Previous Slump

"Doing the right thing" should be table stakes for any 
brand. Brave brands go above and beyond this to 

understand how they exist in the lives of their 
customers.

Bravery in creative direction with significant media 

investment have been consistently shown to deliver 
stronger brand performance, especially following times 

of crisis.

“The natural reaction to a crisis is to hunker down and 
protect short-term profitability, but with demand for most 

brands either through the roof or through the floor, 
marketers must look longer term if they possibly can.”

Sarah Vizard Marketing Week March 2020

https://www.marketingsociety.com/the-library/what-does-bravery-look-today%E2%80%99s-marketing


As a result, in the upcoming economic hardship, we believe 

brands should be brave in how they

Bet Big

Think about brand in the long term as 
opposed to devolving to short term 

tactics.
Small bets are actually much riskier 
than big bets because small bets 
almost never breakthrough in a 

hypercompetitive media environment. 
Big bets are much more likely to 

break through and generate 
big profits

Are Distinctive

Now is not the time to blend in. 
Distinction has always been 
important in creative and the 

opportunities to be distinctive in 
media have never been richer. 

Make it easy for people to remember 
and value brands in times of hardship
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Purpose and brand values continue to hold 

importance but the nature of needs should be 

reflected. Areas of focus in people's values and 

beliefs in 2021 will be:

Against the backdrop of economic 

hardship:
People will be under enormous economic strain 

based on the recession

2021 will reward those businesses that show 

courage in the face of difficult circumstance and 

act with conviction on the fundamentals which 

matter and reflect consumer needs

Learning Fast Acting Fast

• Identify Big bets that are much more likely to 

break through 

• Be distinctive, make it easy for people to 

remember and value your brand

Compassion:
People want to act with greater kindness to others 

(and themselves)

• Identify the key issues in which your brand is 

expected to participate 

• Ensure your message is a tangible progression on 

virtue signalling

Accountability
People continue to have strong expectations of the 

internal and external positions brands take

• Ensure behaviours reflect the beliefs and values 

of their audience needs

• Have flexibility to deliver on business stance


