
Time for change 
 The shifts brands need to make to stay ahead.

A viewpoint from



COVID-19  is changing the way people 
interact with brands. 



75% of Britons say they’ve changed aspects  
of their behaviour since COVID-19 started. 

Source: Global WebIndex (2020)



As people experiment at home, consider new 
experiences, and start to shape their new  
normal, they’ll ask themselves:

“What can I try?”

‘What should I keep?”

“What does my world  
look like now?”



Changes in behaviour mean new opportunities for 
brands to be visible, desirable and meaningful.  
Understanding where the world is going is the first 
step to staying ahead.   

The question we asked ourselves:

“What shifts will we see?”



From Consumers
to Communities

SHIFT 1:

Brands need to support and empower their 
communities, not just see ‘consumers’. 



Never before have  
so many people  
sacrificed their own 
routines for the good  
of others. They are 
realising that they can  
do amazing things. But 
more that that, they 
achieve them together.   



“When we do [flatten the curve]—if we do it—it will be a 
civilizational achievement: a new thing that our scientific, 
educated, high-tech species is capable of doing. Knowing  
that we can act in concert when necessary is another thing  
that will change us… If we can find it in this crisis, to save  
ourselves, then maybe we can find it in the big crisis, to  
save our children and theirs.” 

Source: Kim Stanley Robinson, The New Yorker  (2020)



59% of Britons feel that coronavirus  
has brought the country together. 

According to The Guardian, on the 24th  
of March 2020 around one in five people 
around the globe [were] under lockdown.  
Source: The Guardian March (2020)

1 in 5 59%
Source: YouGov (2020)



People are mobilising en masse. 
No longer passive, they are 
taking an active role in the 
wellbeing of their communities.

“In China, self-isolation has encouraged people to 
develop a greater sense of community – feelings that 
have been intensified by COVID-19… One study 
suggests that the pandemic has resulted in people 
displaying more collectivist values than prior  
to the outbreak and ensuing lockdowns.” 

Source: Canvas8 (2020)



“It’s time to support truly purpose-driven  
brands who exemplify true leadership  
amidst this coronavirus pandemic.” 

Source: Forbes (2020) 



It’s time to change. 



Brands with a renewed focus on 
values, community and purpose 
will win in a new normal.

Our Thinking



From Assumed
to Understood

SHIFT 2:

To stay ahead, brands need to tune in to 
changing consumer behaviour. 



People can’t pop to the shops 
anymore, and facing the threat  
of a recession, they are spending 
differently.



In one study, only 41% of people were 
optimistic  about their finances during 
lockdown.  
Source: Market Measures (2020)

41%



Business models 
are changing and 
adapting in 
response. 

Bleach London are offering 
online cut and colour 
consultations to help people 
through the lockdown.  

Source: Canvas8 (2020) 



Heinz have a direct to consumer offer 
- Heinz to Home - to help shoppers 
who are worried about under-stocked 
supermarkets and anxious about 
leaving the house.  

Source: Canvas8 (2020) 



Chinese jeweller ‘Ideal’ launched 
the initiative ‘Thousand People, 
Thousand Stores’, closing all their 
stores but keeping their staff 
employed as live broadcasters 
selling through WeChat, a  
model not dissimilar to Avon’s.. 



As new classes are formed 
and old identities lost, will  
we need to look again at the 
market segmentations we 
once treated as standard?

"More than two-thirds (39%) of urban residents have 
said that COVID-19 has prompted them to consider 
leaving for a less-crowded locale, with 18- to 34-year-
old Americans the most likely to consider moving.” 

Source: Canvas8 (2020) 



“Four new classes have been produced 
since COVID-19 swept from coast to coast, 

according to Robert Reich, the Secretary of Labor 
in the Clinton Administration and now a 

professor at the University of California, Berkeley 
[Remotes, Forgotten, Essential, Unpaid].” 

Source: Robin Wright, The New Yorker  (2020)

Remotes. 
Forgotten. 
Essential. 
Unpaid.



It’s time to engage.



Brands that set aside what they 
think they know and engage in 
real conversations with their 
audiences will be first in line to 
respond to their needs. 

Our Thinking



From Heads
to Hearts

SHIFT 3:

Meaningful connections aren’t built 
overnight. Their currency is trust and 
emotion, not data or analytics. 



As people move through 
tough times, they’ve 
been drawn back to 
nostalgia. From the TV 
they watch… 

“Whether we’re rewatching endless episodes 
of Friends or binging retro-inspired series like 
Stranger Things, revisiting the past is clearly 
playing a huge role in our viewing habits” 

Source: Creative Review (2020) 



To the food they buy. 

“The pandemic has seen demand for 
nostalgic brands and shelf stable goods 
surge as people seek a sense of control 
and comfort through their purchases.” 

Source: Canvas8 (2020)



We have an emotional 
connection with these 
brands. We see a promise 
of warmth, and they give 
us comfort. 



But brands have 
been putting 
short terms wins 
over long term 
love. 

“This human crisis .. is going to be a call to arms 
for the advertising industry to rectify the mistakes 

that it has made over the last few years in terms 
of… pure data and analytics and algorithms.” 

Source: Tom Doctoroff, Chief Cultural Insights Director at Prophet (2020)



It’s time to look long term. 



Investing in long term brand 
building will create the right 
associations and meaning in 
consumers’ minds, leading to 
greater success.

Our Thinking



From Unseen
to Seen

SHIFT 4:

Brands are now judged for how well they 
treat their people. It’s time for a new 
transparency. 



In light of the crisis, 
brands’ values are 
becoming increasingly 
scrutinised.

“Without a doubt, it's about how people treat their 
employees... The main things that I'll remember after 
the pandemic [will be] how my company treated me, 
and also how other companies and companies that I 
would potentially shop with [treated staff]. I don't 
think we should shop with them if they haven't 
treated their people right.” 

Source: Amy, 25, Birmingham, UK (Canvas8)



didtheyhelp.com is a volunteer created site  
that ranks companies in their response to the 
coronavirus, documenting ‘all of the good and 
the bad deeds’ and publishing them all online. 

http://didtheyhelp.com


As they take different 
approaches to safeguard 
staff and customers. 

ASOS has been accused of ‘playing Russian 
roulette with workers’ health’ while Next 
was praised for reopening ‘warehouses that 
shut in March with a two-metre rule and 
other measures.’  

Source: The Independent (2020), The Guardian (2020)



Responsibility has gained new layers, and 
the importance of hygiene and sanitation - 
the ‘clean’ - has moved up the agenda. 

Source:  Euromonitor (2020)



Consumers haven’t 
forgotten their old 
values, but they now 
have a much more 
layered outlook. They 
want brands to show 
they care about more 
than profit. 

On didtheyhelp.com Primark, who are often 
criticised for their role in fast fashion’s impact 
on the planet and sustainability, have a higher 
rating than Everlane, another clothing retailer 

who have been one of the most popular 
American eco-brands but laid off staff  

during the crisis. 

http://didtheyhelp.com


Brands that take their duty of care 
as a business seriously, and share 
what they do with honesty and 
integrity will gain the respect of 
their consumers.

Our Thinking



From

Consumers 
Assumed 
Heads 
Unseen

To

THE SHIFTS

Communities

Understood

Hearts 
Seen



In a new normal people will ask more from brands. 

More Responsibility.   
More Trust.  

More Credibility.  
More Transparency.  

More Meaning.  
More Purpose.  

More Voice.  
More Emotion.  

More Flexibility.   
More Community. 



It’s time to give us a call. 



© Uniform 2019.

Stephen Ardern 

Commercial Director  

T. 07525 123291 

E. stephen.ardern@uniform.net

Stay connected 
Since 1998, we’ve been helping our clients explore, create, design, and 
innovate to stay ahead. To discuss how we can help you, get in contact. 

75% of our client relationships start via referrals from people that value 
our work. If this document isn’t relevant for you, but you know 
someone who would benefit from it, please forward on.  
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