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‘WHAT    ARE YOU  
      REALLY GOING 
TO CHANGE?’ 
        



There’s no denying the Covid-19 pandemic 
has caused huge disruption, devastation and 
uncertainty about our future. Daily routines 
have shifted as everyone and everything tries 
to adjust, but we wanted to know if this really 
is the dawn of something different or just a 
momentary blip before it all goes back to 
business as usual?
 
So we asked our community, what are you 
really going to change? 

This report explores the long-term attitudes 
- not short term reactions - that brands and 
businesses should be considering in this time 
of (potential) change.

INTRODUCTION
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This study has shown us that knee-jerk 
narratives associated with a world reset are 
not reflecting the reality of our community. 
They are currently experiencing a time of 
reflection, not revolution, and they’re using it 
as an opportunity to press pause on the social 
and cultural pressures of modern living and to 
explore what has true value, importance and 
meaning in their lives.  

This emerging state of Self-Actualisation is 
defined by a desire for individual and collective 
positive change. Our community is now 
acutely aware of the true cost of their choices 
in terms of their own, their neighbours’ and 
the planet’s wellbeing. They’re developing a 
post-growth mindset and, with it, new ideas 
of progression that are more sustainable 
and beneficial for both society and self, as 
it’s clear that one cannot exist without the 
other: Local and international communities 

are interconnected networks that must be 
balanced, and so too must the body and mind.

They have clear post-pandemic plans to 
be more intentional in their actions, more 
purposeful in their lifestyle choices and seek 
more meaning in the brands they buy. Highly 
personal areas such as work, self-care, 
consumption and interests will see the most 
radical change, whereas more collective and 
interpersonal moments like socialising, eating, 
drinking and ways of communicating will be 
rushed back to pre-pandemic ways.

In the midst of the pandemic, the notion of 
change is an ambiguous one. For the purposes 
of this report, we have defined change as a 
behavioural or psychological shift, expedited 
or provoked by Covid-19, that is sustained into 
the future. 

Two attitude changes will be key in shaping 
change: 

1 — A shift from a socially constructed state of 
Self-Optimisation to a personal journey of Self-
Prioritisation will see our community push back,  
slow down and make decisions based on their own, 
highly personal values. They’ll focus on maximising 
personal growth, not efficiency; on progression, not 
productivity; and how to better prioritise for themselves 
and society, not optimise for capitalism.
 
2  — A shift from forging Globally Expansive 
connections to cultivating Locally Intimate ones will 
localise empathy, interests and relationships. Thinking 
small, our community will choose IRL conversations 
over online convenience; follow community leaders 
over international influencers; and buy brands and 
products that understand and prioritise the nuances  
of communities over homogenous scale. 

The rest of the report unpacks all of the above and 
outlines how to authentically roll with the changes  
and stay relevant.

A SUMMARY
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METHODOLOGY

To understand which pandemic-related 
changes our global community of 
30,000 members plan to preserve, we 
applied the following methodology: 

Community  
Surveying 
To quantify and qualify the validity of ideas, we then 
designed and hosted an online discussion with 
1,100 members of our global community between 
3rd and 13th April 2020. In that conversation, we 
asked a mix of 30 closed and open-ended questions 
on topics ranging from post-pandemic socialising 
habits to expectations of brands, in order to develop 
statistically sound insights on what they predicted 
they’d really change.

Community  
Conversations 
Finally, we humanised the data and contextualised 
themes via in-depth conversations with 13 members  
in New York, Amsterdam, London and Berlin between 
24th and 28th April 2020.

Secondary  
Research 
Just like everyone else, we’ve been following the 
pandemic closely; stayed up-to-date through daily 
news feeds, pored over think pieces, lurked on 
Instagram Live videos, and sat through numerous 
Zoom presentations all to understand and map 
contemporary discourse around behavioural shifts 
triggered by Covid-19.
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 A TIME OF            
      REFLECTION

WE’RE
      WITNESSING

   NOT
REVOLUTION
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I’m feeling productive, 
I’m using the time as an 
opportunity to do things 
I wouldn’t usually

I’m feeling pressured to make 
the best out of the situation 
but am unsure in which 
direction I’m going

I’m feeling anxious,  
the uncertainty of these  
times is making me  
worry about the future

I’m feeling resourceful, 
I’m using the time as an 
opportunity to do things  
in a different way

I’m feeling bored,  
I don’t know what  
to do with my time

I’m not acting  
differently than 
usual

I'm feeling reflective,  
I'm using the time as an 
opportunity to think about  
what's important

Our community has been using this time to 
press pause on modern life and reflect on the 
personal and socio-political impact of their 
pre-lockdown lifestyles and choices.  

It turns out that they’re not feeling pressured 
or panicked about lockdown productivity 
levels. In fact, they’re feeling empowered  
and positive about exploring what holds  
true value and meaning in their lives. 

44% 

38% 

29% 

28% 28% 

6% 7% 

How are you  
reacting to the 
current situation?
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THEY HAVE TIME TO 
EXPLORE THEMSELVES 
SO THEY’RE FEELING 
MORE POSITIVE 

SOCIAL PRESSURE  
IS LOWER THAN 
BEFORE SO ANXIETY 
ISN’T SO EXTREME

“It’s no surprise to me that people are feeling more 
positive after having a taste of what life with a 
bit more time for self-actualisation is like. Some 
lucky people (respect the key workers out 
there) have been granted time by the system, 
to explore themselves, their interests.” 

— Community response, London

“The pressure seems more distant and there 
are surprisingly less overwhelming experiences 
connected with leaving the house, travelling to feel 
comfortable with.” 
— Community response, Warsaw 
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Reactive

Reflective

FROM REACTIVE 
TO REFLECTIVE  
IN 3 KEY PHASES

PHASE 1:
Focus on Physiological 
Needs & Safety
In response to the initial outbreak of the 
pandemic, and once immediate safety was 
secured, meeting basic physiological needs 
became the biggest priority. 

They entered a stage of self-isolation, avoiding 
physical contact with others, in order to keep 
themselves and the extended population from 
harm. 

They then felt motivated to recognise the 
achievements and dedication of key workers 
who put their own health at risk for the safety 
of others. 

While they respected social distancing 
guidelines, they yearned for a sense of 
connection and discovered new ways of 
communicating with friends, family and 
colleagues. With no one to bump into, social 
circles shrunk and relationships became 
more intimate.

Having adjusted to a new routine, they’re 
gaining headspace and reflecting on their 
complex needs. 

They’re dedicating the additional spare time 
on their hands to creative pursuits, passion 
projects or hobbies, seeking personal growth 
in this period of disruption and redefining their 
personal values in the process.

Entering this phase of Self-Actualisation gives 
them an energy boost and sense of positivity, 
despite the circumstances. 

PHASE 2: 
Acknowledgment of
Esteem & Relationships

PHASE 3:
Room for Self-
Actualisation
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55% 

10% 
16% 

19% 
When it comes to how much they are  
actually planning to change post-pandemic, 
they are neither reinventing themselves nor 
are they reverting to the status quo. 

While all say they have developed a new 
routine, the majority (55%) believe that only  
a few of their new habits will continue  
after lockdown.

Narratives around a universal reset should 
be met with scepticism, as just 16% feel the 
majority of their new attitudes are here to 
stay.

I’ve made a few 
tweaks that will  
be here to stay

The majority of my 
new attitudes are 
here to stay

I think I’ll go 
back to my  
old ways

How far do you think 
this pandemic is 
changing your attitudes 
and behaviours?

I think I’m  
permanently 
changing

SELF-ACTUALISATION IS 
LEADING TO ADJUSTMENTS, 
NOT TRANSFORMATIONS. 
CHANGE WAS ALREADY 
HAPPENING, THE PANDEMIC 
JUST EVENLY DISTRIBUTED IT.

“For me it’s reaffirming what I 
was already aware of, but it’s 
helping cement change.”

— Community response, online
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The pandemic has highlighted the 
importance of both the balance 
between, and the interconnectedness 
of, society and self. Our community is 
acutely aware of the true cost of their 
choices, both in terms of the planet’s 
and their own wellbeing.  

Now, more than ever, they 
understand that their values cannot 
be realised in a vacuum. In an ideal 
world, the choices they make would 
benefit themselves and society in 
equal measure, but for now this new 
holistic way of thinking will act as a 
guide for actions and attitudes in the 
immediate future.

POST-PANDEMIC  
PROGRESSION THINKS 
ABOUT SOCIETY  AND  
SELF HOLISTICALLY AND 
IN EQUAL MEASURES

What does this 
pandemic make 
you realise?

Installation by Hans Haacke: “All Connected”  
at New Museum

Olafur Eliasson’ ‘Earth Perspectives’ invites people 
to reflect on the co-existence of multiple world views 

That everything is fragile 
and I need to act more 
consciously

Neither

That everything is fragile  
and I need to live life to 
the fullest

44% 40% 

16% 
Photography by @youtojah
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...WHILE ALSO 
CONSIDERING THE 
NEEDS OF THEIR
WHOLE SELVES

THEY’RE THINKING 
BIGGER THAN JUST 
THEMSELVES... 

“This pandemic has seen the return of the 
shared experience where everyone is going 
through the same thing for what seems like 
a once in a lifetime moment. Realising that 
collective happiness affects individual 
happiness will mean moving forward I will try 
and ensure my local community is thriving.” 
— Community response, London

That we’re all 
interdependent and 
must act together

That I’m independent  
and responsible for my 
own actions

75% 

16% 

Top 3 answers out of 18 options

Neither
9% 

What does this 
pandemic make  
you realise?

“The change would be to seek it out for 
true self-care, not to just keep up with 
the demands of this infinite-growth over-
capitalised economy.” 
— Community response, Berlin

How I work
42% 

How I take 
care of myself

34% 

How I ravel/
move around

21% 

Once this is past us, 
which parts of your 
lifestyle do you think 
will see the most 
change?

Cover art by @_miki_kim_
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“I want to support brands that take 
care of their employees, rather 
than just the bottom line.”

— Community response, Berlin 

There is a clear need for brands to 
adjust in order to stay relevant in a 
post-pandemic landscape: just 5%  
of our community think “brands 
should continue what they’re doing.”

An emerging post-growth capitalist 
mindset means our community will 
demand that brands do more than 
just make products and profits. 
Where institutions fail, there’s a 
growing expectation that brands  
must become the stewards of 
change, leading by example and 
encouraging consumers’ net positive 
behaviours, attitudes and habits. 

There’s the belief that, in the future, 
efforts of eco-consciousness should 
be placed above innovation (24% vs 
10%) and brand initiatives that enable 
consumers to make positive change 
themselves will be more celebrated 
than top-down donations (13% vs 6%).

TO STAY RELEVANT  
BRANDS MUST RECOGNISE 
AND ACT AGAINST THEIR 
OWN IDENTITY, IMPACT,  
AND IMPORTANCE

What do you think 
brands need to do  
to ensure they’re  
still relevant after  
the pandemic? 

Help consumers  
keep up their new,  
more positive habits

Show they were supportive to 
their staff during the pandemic

Put eco-consciousness  
first in all decisions

Be more accessible  
to consumers (e.g.  
lower price point)

Take more risks  
and try to innovate 

Make donations  
to those worse  
affected

I don’t think anything  
will be different so  
brands should continue 
what they’re doing

13% 
30% 

24% 

11% 
10% 6% 

5% 
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“The brands that I will buy from are 
those that prioritise the planet and its 
inhabitants. Brands that are for purpose, 
and not for profit.” 

– Community response, Amsterdam
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42%  How I work
34%  How I take care of myself
21%  How I travel/move around

SO, WHAT ASPECTS OF 
THEIR LIFESTYLE DO 
THEY THINK THEY’RE 
GOING TO CHANGE?

A snapshot of their lifestyle predictions.

EVERYDAY  
HABITS

Least change

Most change

Once this is past us,  
which parts of your 
lifestyle do you think will 
see the most change?

Everyday routines and habits have been 
disrupted and multiple aspects of life will 
see sustained change. Work, wellness and 
travel will be most impacted, while attitudes 
towards consumption and interests and 
hobbies will align with a newfound mindset 
developed as our community self-reflects. 
How they spend their money, how they form 
relationships with brands and how they can 
best prioritise their spare time will all be 
interrogated and subsequently adjusted. 
Meanwhile, approaches to socialising will 
change the least as our community looks 
to get back to pre-pandemic means and 
methods as quickly as possible. 

SOCIALISING

16%

12%

11%

10%

9%

9%

How I care for others

How I socialise

How I consume food/drinks

How I consume food/drinks

How I approach romantic relationships

How I communicate

CONSUMPTION  
AND INTERESTS

19%

19%

19%

18%

How I decide what to buy 
(e.g. clothes)

How I work out

How I manage my finances

How I engage in my 
interests/hobbies
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POST-PANDEMIC 
CHANGES IN THE 
WORDS OF OUR 
ONLINE COMMUNITY

“Giving myself time to restructure my 
career that was going in a direction I didn’t 
want. I’m doing more exercise and cooking 
at home every day.”

“The constant feeling to have to be productive or 
busy to be happy/successful. It’s okay not to be 
productive sometimes but being busy does not 
equal your level of success.”

“My habits such as self care, as well as 
organization and my fitness.”

“Overall, I have a deeper “local pride” mindset.”

“Not feeling the need to keep up with the 
non-stop lifestyle that cities like London 
seem to foster.”

“How I view work and evaluate my employer, 
how I evaluate brands and companies I work 
with and/or purchase from, greater awareness 
about what I really value, adjusting of work/
life balance, perceiving of life more holistically 
and wanting to live in a more integrated and 
purposeful, intentional way.”

“I think I will appreciate ‘the after pandemic 
life’ more. Being able to hang out with friends, 
visit family whenever I want, discover new 
places and simple things like just drink a 
coffee somewhere are things I miss.”
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               KEY 
                  MOVEMENTS       
              SET   
                  TO SHAPE 
             POST-PANDEMIC       
        DECISIONS
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PRE-

PANDEMIC 
POST- 
PANDEMIC

Personal development
From Self-Optimisation

to Self-Prioritisation

to Locally Intimate

Personal relationships
From Globally Expansive 

While having society’s needs in mind, their 
post-pandemic adjustments are happening 
on a deeply personal level, impacting their 
approach to self-development and personal 
connection. They’re inciting change within 
themselves and taking control of how 
they want to have evolved by the time 
relative normalcy returns, as opposed to 
following the lead of others or living by set 
expectations of the proposed, pre-defined 
‘New Normal’.

11
22
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1
PERSONAL               
   DEVELOPMENT
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TO SELF-
PRIORITISATION

FROM SELF-
OPTIMISATION

Personal development will follow a revised path, 
shifting from a socially constructed race of Self-
Optimisation to a personally constructed journey of 
Self-Prioritisation. 
 
Pre-pandemic, there was constant pressure to be 
optimising, to maximise the efficiency and output of 
every action, moment, and interaction throughout the 
day. Personal development was defined by a desire 
to reach “peak performance”. For example, Slack 
proliferated so workers could be reached more quickly; 
lunches were ordered via apps and eaten at desks for 
rapid refuelling; and HIIT workout classes were selected 
predominantly for their calories-to-minutes burn ratio. 

The pandemic has afforded our community time to 
reflect and to realise that the mass programmed Self-
Optimisation approach ignores their personal needs and, 
actually, often stunts their personal development. 

Post-pandemic they’ll adopt a Self-Prioritisation 
approach which means pushing back, slowing down and 
making decisions based on their own highly personal 
values. They’ll focus on maximising personal growth, not 
efficiency; on progression, not productivity; and how to 
better prioritise, not optimise.

Personal development  
will change course... “A lot of health regimes were ways to cope with 

the increasing demand of the economy we were 
all taking part in. It’ll be interesting to see if more 
people realise this  
and start to shift their obsession with 
optimisation of themselves in service of the 
optimization of work, versus doing it for true  
self-improvement.” 
— Community response, Berlin

The Herman Miller cubicle set the benchmark 
 for office productivity in the 1960s   

C
uddle pillow

 by @
rosegreenberg_things
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“Working from home has a positive effect 
on self care. Having more time in the 
mornings and evenings to exercise my 
mind and body can really help to drive a 
good work-life balance. This is something I 
would like to see employers consider as a 
standard policy beyond the pandemic.” 

    — Community response, Amsterdam
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THE SELF-OPTIMISATION 
TO SELF-PRIORITISATION 
SHIFT WILL HAVE THE 
BIGGEST IMPACTS ON 
WORK AND WELLNESS
“Living to work is not a priority anymore.” 
— Community response, New York

The shift to Self-Prioritisation means 
our community will be looking for more 
personal freedom in their work and 
flexibility in their role. The perfect work-
life balance has long been an idealised 
myth that no one had quite mastered, but 
a lockdown existence, where work time 
and leisure time are one and the same, 
has amplified the desire to create clearer 
boundaries and separate the two.

Features like job security and structure 
will no longer hold weight as our 
community looks to move away from 
giving so much of themselves to work 
that doesn’t reflect or respect their whole 
selves. They’re also planning to prioritise 
contracts and roles that put purpose 
(17%) and meaning above creativity (8%) 
as ideas around personal fulfillment shift 
to consider both self and society.

Chakra dinner by @lalph_rauren Chuntian by Kat Chan, a seasonal guide inspired by the 
philosophy of traditional Chinese medicine 

Danielle Pender, Editor of Riposte magazine, 
reassessing her relationship with work Gabi Abrão aka @signswoon, advocate for holistic self care
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How do you think this 
pandemic will change  
your relationship with 
work?

Illustration by Hassan Rahim for SSENSE

27% 
18% 

17% 
11% 
8% 
8% 

8% 
2% 

1% 

More flexibility: I’ll want to be 
more independent with where 
and how I work 

More purpose: I’ll want my 
work to have more meaning

None of the above, my 
relationship with work 
won’t change

More creativity: I’ll want to do 
something that makes me feel  
more creatively fulfilled

More security: I’ll want to 
feel protected by my employer

More structure: I’ll want 
a more traditional work 
environment

Other

More focus: I’ll plan to give 
more and work harder

More freedom: I’ll want a 
better work-life balance, 
work isn’t everything
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“I was already on a journey to become 
more selfish about projects and seek out 
those that align with my values. This will 
continue even more than before. I don’t 
want to engage with companies that 
aren’t seeking to build a post-growth 
world.” 
 
          — Community response, Berlin 
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Structured and high intensity Self-Optimisation is 
beginning to be phased out from our community’s 
wellness regime. They’re planning to move away 
from the rigidity of externally organised wellness 
and define their own diverse and holistic personal 
development plans. Just 1 in 10 plan to workout 
more in structured environments whereas almost 1 
in 2 plan to workout more independently and outside 
of gyms. 

Self-Prioritisation in wellness has grown out of 
understanding the interconnectedness between 
health and the realisation that development cannot 
be achieved via a singular focus, practice or method. 
Post-pandemic, mental health and social health will 
be equally weighted with physical fitness; immune 
system boosting consumption will be taken as 
seriously as a nutritious diet; and sexual wellness will 
be afforded the public discourse it needs to develop.

“The pandemic has given me time to read more  
on alternative health and healing practices I’ve  
been interested in, specifically in nutrition. The 
most important health shift I feel is understanding 
that our body is a connected  
whole - that meditating is just as important  
as eating well.” 
— Community response, New York

Do you think this 
pandemic will make you 
more considerate of any 
of the following types of 
health in the future?

57%  Mental health (e.g. anxiety management) 
 
51%  Social health (e.g. relationships)

50% Physical health (e.g. workout)

48% Environmental health (e.g. air pollution)

40%  Emotional health (e.g. self expression)

34% Financial health (e.g. money matters)

31%  Spiritual health (e.g. meditation)

29% Internal health (e.g. nutrition)

  6% I don’t plan to be more considerate  
  of any of the above types of health

48%  I plan to workout more  
   independently and outside  
   of gyms 
 
42%  I plan to devote more time to 
  my mental wellbeing 
 
31%  I plan to pay more attention to  
  a healthy and nutritious diet  
 
28%  I plan to pay more attention to 
   boosting my immune system  

23%  I plan to pay more attention to  
  my sexual pleasure/ wellness 
 
13%   I plan to pay more attention  
  to skincare 

12% None of the above 
 
11%   I plan to workout more in gyms

Do you think your 
approach to health and 
wellness will be different 
in the future after the 
pandemic?
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2
PERSONAL               
   RELATIONSHIPS
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LOCALLY 
INTIMATE

Personal connections will change focus, efforts will begin to shift 
from growing Globally Expansive networks to cultivating Locally 
Intimate relationships. 

Pre-pandemic, it was widely accepted that the more connections 
and worldly experiences the better. Being highly networked and 
internationally active was a sign of discernment and success. 
Our community’s profile, aesthetic, and ideas were proudly global 
and expansive. For example, their favourite sneaker was a collab 
between a Japanese sports brand and an independent Bulgarian 
designer; their favourite restaurant was a long-haul flight away; 
and their most prized print publication was exclusively published 
in a non-native language.

Time spent sheltering-in-place has forced our community to think 
local, to connect (or re-connect) with their surroundings and to 
ultimately value, support and celebrate the individuals, institutions 
and entities that are physically closest to them. The pandemic has 
localised empathy, interests and relationships.

There are also clear post-pandemic aspirations to carry on 
this Locally Intimate attitude. Thinking small, our community 
will choose IRL conversations over online convenience, follow 
community leaders over international influencers and buy brands 
and products that understand and prioritise the nuances of 
communities over homogenous scale.

Personal connections 
will shift from...

“If I am consuming, it’ll be supporting individuals 
and small projects as much as I possibly can, 
not only are they the ones hit the hardest... but 
they are also the most exciting.”
 — Community response, New York

Illustration by @sucukundbratwurst

GLOBALLY 
EXPANSIVE

Am
sterdam

 based food artist @
chefnana__ rem

inding of the beauty of 
forgotten produce in support of local farm

ing
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THE GLOBALLY EXPANSIVE 
TO LOCALLY INTIMATE SHIFT 
WILL CHANGE HOW OUR 
COMMUNITY CHOOSES TO 
CONNECT AND CONSUME

“The pandemic is making me more intellectually 
and physically active and give a greater 
contribution to my community” 
— Community response, online

They’ve become hyper-aware of their immediate surroundings 
and the fragility of their own neighbourhoods. Pre-pandemic 
ideas and efforts around community were mainly focused on 
identity politics and shared cultural values, but geography 
is now set to play an increasingly prominent role. National 
consciousness may not have experienced much of an upturn, 
but local consciousness has.

Local businesses have been highly active during lockdown 
with innovative efforts that pivot their business models to 
connect with the community and better serve real-time needs. 
This has shifted expectations: Our community is looking 
for more human relationships with brands and institutions 
where feedback is conversational, iteratively builds and 
is specifically relevant to their experience. They want to 
constantly feel like a local. 
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47% Our healthcare system 
 
  44% Threats to the planet 

   42% Social inequality 
 
 
     35% Local communities and support
       networks 
 

    28% How governments work 
 
    17%  Fake news 

   13% Privacy and technology monitoring 
 
  12% Banks and financial markets

  6%  Nothing in particular

Which of the following 
big issues do you think 
you’ll be more aware of?

How will you be 
engaging with your 
community, moving 
forward?

68% Privately (e.g. seeking out less public and 
  more intimate ways of communicating) 
 
  32% Publicly (e.g. utilising established and  
    accessible ways of communicating)

“I will probably treasure spending time 
with friends more, trying less to seek 
out “new” and more enjoying what’s 
already established.”
— Community response, Berlin
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“What many neighbourhood restaurants, 
cafes and shops in the area have made 
available to the public is really interesting 
and exciting. They are all showing that 
they are creative and committed to the 
community, so I would like to continue to 
support these people.” 

— Community response, Amsterdam
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The shift from a Globally Expansive to a 
Locally Intimate mindset is set to shape 
the products our community chooses to 
buy, where they buy them, and how they 
evaluate the relevance of a brand. They’ll 
use their purchasing power to divest 
from brands modelled on universal and 
unrelenting growth and invest in those 
that think and act local - supporting and 
catering to the communities that built, 
promoted and sustained them.

Our community is planning to buy less 
so they’re demanding more from the 
brands they do buy. To them it’s 5x more 

important that a brand is community 
focused than it being a leader in its 
category. And it’s 2x more important 
that a brand reflects their values (social, 
environmental, ethical, moral, etc.) than 
just their surface lifestyle or aesthetic. 
They want to intimately know what a 
brand stands for and how it’s actioning 
those beliefs before they make an 
informed and values-based choice 
or connection.

“Death of turbo ultra globalism. Embrace of localism!”
- Community response, online

Community reactions

What types brands do 
you think you’ll value 
the most after the 
pandemic?

Brands that reflect  
my lifestyle

Brands that reflect  
my values

Brands that are community 
focused

Brands that reflect  
my aesthetics

Brands that are 
convenient to me

Brands that are leaders 
in their category

Brands that reflect  
my status

34% 
69% 37% 

28% 19% 7% 

3% 
@yocheeyo’s design for the #BestNYshirt2020 contest which gave 
500 local creatives a platform to express their NY pride, proceeds 
being donated to local non profit organisation

‘Bread on Earth’ is a com
m

unity based art 
project, sending out sourdough starters, 
encouraging these to be further distributed
w

ithin local com
m

unities
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Do you think the  
way that you buy 
in the future will 
change?

“This emphasis on local and supporting 
community will really make all of us 
rethink our consumption of problematic 
global brands.”
— Community response, London

The value propositions that our community will buy into 
will also evolve as local moves to the top of desires, 
above sustainable as a key USP. Local is seen as clearly 
definable and measurable, whereas sustainable is viewed 
ambiguous, fluid, and defined by the brand that sells it.

Choosing to buy the bottom-up concept of local instead 
of the top-down, brand defined concept of sustainable 
means they’re taking responsibility and control over the 
impact of their choices.45% 

55% Local: I’m keen 
on supporting local 
businesses

55% 

Sustainable: I’m keen on 
buying more consciously

Investment: I’m keen on 
buying less but better

Reduction: I’m keen 
on buying less

Enjoyment: I’m keen on 
splurging because, YOLO

45% 

38% 
4% 
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BE VALUES BASED: 
Brands must realise and act against their 
own identity to create long-term loyalty

LEAD FROM THE FRONT: 
Relevant brands will outperform society

HUMANISE CONCEPTS: 
Celebrated brands will be accessible brands

LOCALISE APPROACHES: 
Globally uniformed positioning, messaging 
and product won’t create intimate 
relationships

HOW BRANDS CAN  
STAY RELEVANT

There’s no one-size-fits-all strategy or solution. Actions 
and directions will be undeniably defined by a brand’s 
current industry, audience and positioning but here 
are a few general points that all should consider when 
operating post-pandemic.
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• Clearly defining values and reasons to exist 
and then ensuring everything is grounded in 
those principles: from products, pricing and 
manufacturing to ambassadors, employees and 
advertising

• Proving they’re more than just products and 
profits and deeper than an aesthetic or a 
lifestyle

• Not every brand can be a purpose brand, but 
every brand must create with purpose 

• Recognising that our community is taking 
control over the impact of their actions and 
thinking about themselves and society in equal 
measure

• Acting as platforms and partners for change, 
enabling positive habits and taking ownership 
over the entire lifecycle of a product

• Fostering a sense of community among 
consumers that extends beyond brand 
aesthetics

• Leading with truth and transparency so   
consumers can make informed choices based 
on their personal needs and priorities, not 
external pressures 

• Championing stories of progression, not 
perfection

• Relinquishing control over how products are 
defined, experienced and interpreted, as each 
consumer looks to connect and interact in their 
own way

• Working with community stakeholders will hold 
more influence than international icons 

• Prioritising considerate development over token 
innovations

• Thinking and acting local. Brands should invest 
and support the communities that helped build, 
promote and sustain them
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Protein Agency is a full service agency based in London, New York and Amsterdam. 
We collaborate with our global community to help brands better understand and 
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act bigger than ourselves - something we call “good growth” - so if you’d like to know 
more about our services or read our other reports, please get in touch:

proteinagency.com
info@proteinagency.com
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