
Achieving the basics 

People are currently needing to put a lot of energy into achieving 
the basics. Now they are generally able to meet their physical needs, 
they are focusing on a sense of safety and belonging. The huge 
efforts required to achieve this don’t leave them much energy for the 
higher-order needs such as creativity, motivation, spontaneity or a 
sense of achievement. 

Brands have an opportunity to show understanding and help 
people to achieve the basics and support people to start to feel 
a sense of progress and purpose again. From light relief of daily 
anxieties, to special moments of celebration, there is a role to 
connect on a deeper and more personal level than previously.

Every day is like Sunday afternoon 

As lockdown has stretched on and evolved, one of the most difficult 
aspects of life at home is its sameness There is little opportunity for 
novelty, discovery or spontaneity, and at the same time a pervasive 
low-level anxiety and uncertainty about what ‘tomorrow’ holds.  

Brands have an opportunity to surprise and delight through 
enabling the discovery of new products and experiences, both 
within the home and outside of it as restrictions ease. 

Cautious and conscious about money 

The COVID crisis has exacerbated financial worries across that 
spectrum and even those who are still working and managing to 
make ends meet are trying to hold on to their money to prepare for 
whatever might come next. The uncertainty about how long this 
might go on for and the speed of an economic recovery is significant 
concern. 

Brands need to work harder to encourage people to spend money 
through more clearly demonstrating practical or emotional 
value. Brands may need to offer short-term support in return for 
long-term reputation and customer loyalty.

Doing the right thing, not just saying the right 
thing  

In a climate of empathy, the way a brand treats its staff at all 
levels is very top of mind for people across the social and political 
spectrum. People understand that this is a challenging time and 
we are all learning but expect that issues will be dealt with openly 
and honestly, showing the steps that are being put in place to make 
things better for the future. 

At times like these, brands are judged on their actions, not 
their words. It’s hugely important that businesses stay true to 
their values and acts responsibly on behalf of its employees, 
customers and communities.
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Staying connected and disconnected 

As long as face-to-face social contact remains difficult, people will 
need to find ways to meaningfully stay in touch with the people they 
care about. Work, entertainment and social contact are all frequently 
delivered via screens and so it can be a struggle to fully disconnect. 

Connecting with people online is now easier than ever but brands 
should also be aware of the need to step away from screens 
but not attempt to interfere when people are disconnected. As 
restrictions are lifted, and opportunities for face-to-face contact 
increase, businesses will need to balance offline and online 
interactions to best reach people. 

Making space for everyone 

Home is a sanctuary for most although people have frustrations, 
home is a place where they can find safety, comfort and a sense 
of control. Living life largely at home has meant that people need 
their physical space to work harder for them than ever before. Many 
people are putting effort and energy into creating pleasant spaces 
for everyone, as well as thinking about new functional needs such as 
working spaces for everyone living at home. 

As homes become utilised for a wider range of activities, there 
are opportunities for brands to offer innovative products and 
services which allow people to compartmentalise and better 
manage their space.

Focus on food 

With not a lot else going on, people are very focused on food for both 
sustenance and entertainment. Food is one of the few areas where 
there is at least some potential for disruption, excitement or change. 
But this focus on food is somewhat at odds with the pressure and 
pains of actually buying food in a socially distanced environment. 
Safety trumps loyalty when it comes to shopping and many have 
voted with their feet. 

Brands have an important role to play in making the discovery 
and delivery of food easier so people can enjoy more of the things 
that make them happy. 

The ‘Old Normal’ 

We are indeed living in extraordinary times and consequently people 
have had to work hard to find and maintain some sense of normality 
in the midst of so much upheaval.

Brands need to give consumers the comfort and security of how 
life was before and continue to deliver the ‘old normal’ whilst 
people adapt to a new way of life. 

The ‘New Normal’ 

The new normal is full of anxiety and challenges and is not 
something people are prepared to accept wholesale. But there are 
aspects of this new way of life that people do want to embrace – even 
if they sometimes find this hard to admit to themselves or to others. 

Brands need to tap into a renewed sense of what really matters to 
people and speak to the aspects of the new normal that resonate, 
recognising some of this may be sensitive. 

Getting back to normal 

Most of the households are not ready push the boundaries and go 
back out there no matter how much they miss their old, normal lives. 
Normality will not be established through an absence of rules or 
guidelines from the government, instead requiring a sense of being 
able to go out and do things without significant worry or anxiety.

Brands need to be empathetic and design experiences that 
demonstrate an understanding of the emotional and physical 
safety needs of their customers as they adapt to life outside 
again. 
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For more Home Truths contact 
Andrea Layyous at andrea.layyous@yonderconsulting.com 

DATA SOLUTIONS

Our Home Truths lifelogging study of households during lockdown has 
highlighted 10 important considerations for brands.
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