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Today we will cover three topics…
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Latest consumer passion points
Covid shifted the importance of brand purpose. 

Now people want to see brands build on 
positive outcomes of the pandemic.

How to talk to people post-Covid
What does the future look like as we go 
‘back to different’ and how are people 

thinking and feeling about it?

Influencer landscape and trends
Influencer marketing is stronger than ever, but 

platforms are evolving and the influencer 
landscape is maturing. 
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But first some context… 

What is the current situation?
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A year into the pandemic we are still in lockdown… on the whole people have complied 
to the rules but fatigue is kicking in

96% 
of people reported 

‘majority 

compliance’ to rules 

in Jan 2021

Source: UCL
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The situation varies across different countries

• 50% of all UK adults 
vaccinated.

• Roadmap out of lockdown 
announced.

• Social restrictions expected to 
lift 21st June.

• 35% of US adults vaccinated.

• A nationwide patchwork of 
rules and restrictions differing 
by state.

• Slower vaccine roll-outs with 
12% of adults vaccinated 

• Rising Covid numbers creating 
fears of a third wave.

• Lockdown measures are being 
reimposed in high rate areas.
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But there are finally signs of hope on the horizon
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This has boosted positivity levels… and confidence in the economy

Colart



But after a year in lockdown, excitement is inevitably paired with anxiousness and 
uncertainty about the future

53%
Feel very anxious 
about resuming 

normal activities after 
the pandemic

Source: Ipsos

“I feel that I have become detached from the way things 
were before the pandemic, and the thought of going 
back to activities such as sitting on a crammed bus or 

drinking coffee in a café feels overwhelming” 

Source: BBC
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Only one thing is certain, things won’t be exactly as they were before
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Covid has led to many lifestyle changes, some of which are here to stay

More home focused

More Localised 

Remote

More cautious 
lifestyle choices

Embracing the benefits 
of home life

More individual 
wellbeing pursuits

Local community living

Continued remote 
connections

Reappraising lifestyles 
to fit needs

Appreciating what’s 
really important 

Societal issues will 
be amplified
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How to talk to people post-Covid?



Empathy Reassurance Optimism/playful Opportunity/reset 

We have seen the tone of comms shift throughout the pandemic…
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What’s next..?



16

Insight

We will see a continued focus and appreciation for the home in all facets of life. 

78%
of CEOs agree that remote 
collaboration and working 
from home is here to stay 

in the long term

Source:  PWC

Even as lockdown eases we know the home will still be important
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Insight

Many feel pressing pause on their go-go-go life has made them a better person, learning to say no to 
things, prioritise ‘me time’ and take up new hobbies.

And people have a new found appreciation for ‘me time’

Two thirds
of respondents think 

self-isolation has made 
them a better person, 

having had time to 
pause, reflect and 

reprioritise

Source: One Poll

22%
took up a new past 

time during lockdown 
while 35% 

rediscovered an old 
one

Source:  The Healthy Work 
Company
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Insight

After a year of uncertainty people could do with a reassuring nudge to go out and remember old 
favourites they loved and have missed. 

This does mean people are a bit worried to go back out again

“Comfort brands to me are the things that remind 
you of safer times.”

Source: Marketing Week
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Insight

People have had enough doom and gloom. The nation hit its lowest mood over the last couple of months. 
But there is now hope on the horizon and reasons to be optimistic. 

So people are looking for optimism and positivity about the future
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Insight

We will return to life with a renewed enthusiasm, appreciating moments that were previously taken for 
granted, sweetened by memories of a time they couldn’t. 

And are excited for the things they have missed so much to return

Two thirds 
believe the pandemic 

has made them 
appreciate the simple 

things more

Source: Red Cross

“When I can see friends again, I 
will appreciate the moments as 

they happen, fortified by the 
memory of a time they 

couldn’t”.

Source: The FT
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What does this mean for Colart?

The role of the home

- How can we inspire people to spend time at home 
getting creative?

- What activities can easily be participated in from 
home? 

- How can we get families to get creative together?

Prioritise me time

- How can we encourage people to keep up creative 
hobbies they took up?

- What activities will instil a sense of achievement?

Provide reassurance

- How can the comforting, nostalgic nature of our 
brands help to reassure people?

- How can art provide moments of calm to support 
wellbeing as the world reopens?

Be optimistic

- What can we give people to look forward to?

- How can we remind people of the joy painting and 
being creative with can bring? 

Celebrate a renewed enthusiasm

- Can we encourage people to capture these moments 
and share through UGC?

- What have people missed from the creative world that 
they are going to be excited to return to? 
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Consumer passion points



Amongst pain and difficulty, we have also seen a lot of good come out of the pandemic 
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Many brands stepped up and helped through relevant purpose driven activations 
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Emotional support 
Functional support 

72%
say they like seeing 

brands helping those in 
need during the 

coronavirus pandemic.

(Foresight Factory, 2020) 
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Revealing that brands can do it, and quickly!
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“Purpose was already rising in 
importance. Now it matters more 
than ever. The pandemic is testing 
our humanity and values. Covid-
19 has given us all a common 
purpose and thereby elevated the 
very idea of a company’s 
‘purpose’”.

(Accenture, 2020) 

“A key lesson of the crisis, is 
that we can change things 
really fast when we want to… 
look at how fast many 
companies have pivoted
assets, capabilities and 
priorities to innovate and 
contribute”.

(Accenture, 2020) 
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““The optimistic view is that, after the peak of the crisis, 
the world will rise on more sustainable, just and human. 

And brands are already being asked to take a stand”.

(WARC, 2020) 
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So consumers are going to expect brands to do more going forwards
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80%
want brands to 

advocate change 
and solve society’s 

problems

Source:  Edelman, 2020
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Insight

People don’t want to see the environmental progress we have seen emerge from the pandemic go to 
waste. So there is more emphasis on protecting the planet than ever.

90%
of global consumers said 

they were equally or more 
worried about 

environmental issues after 
the Covid-19 outbreak. 

Source:  BCG, 2020

Consumers will be looking to brands to drive the sustainability agenda
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Insight

The impact of the virus has amplified existing societal problems. The gap between the have and have 
nots is larger than ever.

In the past brands have 
tended to avoid political and 

social justice topics, but this is 
no longer a safe bet: Silence is 
increasingly seen by many as 

tantamount to complicity.

Source:  Forbes, 2021

As well as stepping up to help society in relevant ways

85%
want brands to help 
them solve personal 

problems

Source:  Edelman, 2020
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Insight

Coronavirus has sparked a sense of collectivism; an awareness that we’re part of something bigger. This 
has reignited community spirit.

Community will be at the core of this

61%
Think Britain will be a 

more united place 
after the pandemic (vs 

just 21% pre-covid)

Source: ONS
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Activating purpose can be very beneficial for brands, with those doing a good job 
reaping the rewards
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Brands recognised for high 
commitment to purpose have 
grown at more than

2x
the rate of others 

(+175% vs +70%)

(Kantar, 2020) 
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But brands must ensure this is authentic and consistent to avoid ‘green washing’ claims 
and subsequent backlash
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56%
feel too many brands use 
societal issues as a 
marketing ploy to sell 
more of their product.

(Accenture, 2018) 
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What does this mean for Colart?

Tackle environmental issues

- What quick wins could we make in this space?

- What longer term things could we look to put in place?

Tackle societal issues

- Consider how we could start to support disadvantaged 
communities (e.g. art grants, donating stock, sessions 
with artists)

- How could we use the therapeutic benefits of 
creativity to help wellbeing? 

Foster community spirit

- Consider different community initiatives that our 
brands could run (online and IRL).

- Community is a big part of the creative world – how 
can we reignite this in a post-Covid world?
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Influencer trends



Prior to the pandemic, there was a consensus that the influencer bubble was about to 
burst 
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But early into the pandemic, shoots were halted, brands were forced to innovate, and 
marketing budgets were refocused into digital and social 
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With influencer and UGC focussed allowing for cost effective content creation, as well 
as driving awareness 

36

“Marketers and creatives must 
stick to their brand values during 
the Covid-19 pandemic, and not 
be afraid to use influencers to 
help them produce cost-effective 
content and communicate with 
their target audiences.”

(Marketing Week, 2020)

“It's crucial for brands to stay in-market during this 
time; and brands and influencers will need to continue 
to innovate when it comes to relating to their 
communities. The emphasis should be less on sales 
and lower funnel messaging, but rather, refocused on 
messaging in order to connect with your audience and 
build a deeper bond.

(Forbes, 2020) 
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Why using influencers as content creators is a great 
pay off for your brands 
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Cost Effective

50% reduction in creative 
costs on average when 

working with influencers in 
place of a production studio 

40% increase in ad 
performance of 

influencer-created 
content in social ads 

33% increase in 
brands looking to 
hire influencers to 
create their photo 
and video assets 

Audience First Creative

57% of marketers say 
influencer content 

performs better than 
brand-created assets

Authenticity
Because influencers are seen as 

‘independent’, aligning your brand 
with their authoritative voice can 
add genuine authenticity to your 

messaging.

30% of consumers 
say brands that use 

influencers are more 
compelling than 

brands that don’t 

32% of consumers find influencer content more relatable to their own 
lives rather than brands own advertising Colart



Traditionally, influencer marketing has appealed to younger, lifestyle consumers – but 
this is shifting 

73% 
Of consumers would unfollow 
an influencer who incorrectly 

labelled a sponsored post 
and/or promoted 

unsustainable or unrealistic 
lifestyles or body images. 

(influenceronline 2020)
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This means rather than bursting, the market is adapting and maturing – making it a 
great fit for a variety of brands 

96%

of US and UK consumers 
who followed influencers 
were engaging with them 

more or to the same extent 
as before the coronavirus 

outbreak.

(GWI, 2020)

The influencer marketing 
industry is on track to be 
worth up to $15 billion by 
2022, up from as much as 

$8 billion in 2019

(Insider Intelligence, 
2020)



New platforms are gaining popularity with influencers, with unlimited algorithms 
generating a lot of appeal 
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24%
Of influencers joined 
TikTok during the 
coronavirus pandemic 

(Obviously, 2020) 

67%
of those surveyed 
reported creating or 
consuming TikTok
content.

(Obviously, 2020) 
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And each new platform serving a different purpose for both creators and their fans alike 
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TikTok’s incredibly 
detailed algorithm allows 
even the niches niches to 

have a community

Clubhouse sees a swift 
change of direction from 

the visual to audio, 
already being mimicked 

by other platforms

Discord allows deep dive 
fan culture, effectively 
creating a multitude of 

subreddits on your 
favourite topic

Patreon puts the power 
back on creators to 
provided paywalled 
content to their fans
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What does this mean for Colart?

Influencer marketing continues to 

thrive

- How can we align our 2021 marketing objectives to an 
influencer strategy?

- What can our longer term influencer goals look like? 
Do we create an ambassador programme? Do we 
create our own community? 

The market is adapting and 

maturing

- How can we talk to each different core demographic 
for Colart through influencer channels?

- How can we create meaningful content beyond the 
stereotypical #sponcon?

Platforms offering new 

influencer opportunities

- How can we use these new platforms to each sub-
brands advantage?

- How can we use in platform e-commerce to generate 
sales through influencers?

- How can we generate a community around Colarts
brands in new spaces? 
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Any Questions?
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Thanks

For any additional questions or support please reach out to
Abi Patience: apatience@tmwunlimited.com


