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The Brand Navigator LIVE series 
PART 1: NOW & NEXT

The content we’ll cover today:

Reaction to 
COVID-19 
right now

What could 
come 
next…

Emergent  
cultural 
themes

The 
important 

meta-
context 

Some of the big 
issues that COVID 
has brought to the 

fore. 

How people are 
feeling and 

responding to this 
new reality. 

The community 
response to COVID-
19 and how it’s’ re-

shaping our values & 
behaviours. 

Potential 
implications for 

how this will shape 
people in the 

future.

Q&A’s

Discussion 
time at the end.
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To live in a crisis is to 
inhabit a world that is 
up for grabs.
- William Davies

“
“



Brands need to start 
thinking with a future-
focused mindset. 

To make sure they come out the other 
side faster, stronger and more 
purposeful than ever.



The meta-context.
Some big issues have been brought to the fore and 
are hanging in the balance. 

How these get resolved, may result in a major 
ideological shift in the future.
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1/ Capitalism vs. socialism

2/ Globalism vs. protectionism

3/ Individualism vs. collectivism

4/ Have’s vs. have-nots

These big issues: 

The tension between keeping the country financially and physically well. 

Our need to find a global solution, while balancing the interests of our own nation & 
people.

We’re fiercely protecting ourselves and our families, but also reaching out to those in our 
communities. 

The collateral damage of COVID-19 impacts some more than others. 
And recovery trajectories aren’t equal either.  



Reaction to COVID-
19 right now. 
The nation in numbers.
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The majority of Australians are concerned by the 
COVID-19 outbreak

4%

23%
36% 37%

Not
concerned at

all

A little
concerned

Moderately
concerned

Extremely
concerned

At least a little concerned: 96%

CONCERN ABOUT COVID-19

Q. What is your overall level of concern about COVID-19? Q. And what exactly are you concerned about? 
Base: n=200 (April 6 Pulse)
* vs. 29th Mar

(-5pp)*



While improvements are seen since last week, few feel 
things are getting better or will be in the short term

40% 41%

19%

Worse than
last week

The same as
last week

Better than
last week

Today is…

OUTLOOK

Q. Thinking about the entire COVID-19 situation (including its impact on health, economy, society, social distancing etc.), compared to this time last week, how do you feel the 
situation (is today / will be next week / will be in three months)?
Base: n=200 (April 6 Pulse)

Next week will be… Three months will be…

33%
45%

21%

Worse than
today

The same as
today

Better than
today

20% 19%

62%

Worse than
today

The same as
today

Better than
today

-34pp +19pp +15pp -35pp +22pp +12pp -17pp +1pp +17pp∆ vs.
29 Mar



In fact, most believe it will take at least 6 months before 
things return to normal 

0%
5%

10%
15%
20%
25%

Less than a
month

1-3 months 3-6 months 6-9 months 9-12 months Longer than a
year

1-2 years Longer than 2
years

EXPECTED TIME TO RETURN TO NORMAL

Q. And when do you think things will return to normal?
Base: n=200 (April 6 Pulse)
*No change since 29 Mar

I think things will return to normal in…

6 months or longer: 67% 



We’re looking for updates frequently, leaving a third 
feeling worse as a result

FREQUENCY OF UPDATES

Q. How often do you actively look for information or news about COVID-19? How do you typically feel after …?
Base: n=200 (April 6 Pulse)
* vs. 29th Mar

Actively looking for information on COVID-19

12%

12%

28%

29%

6%

2%

10%

Constantly

Every hour or two

A few times a day

Once a day

Every few days

Less often

I never actively look for information / 
news about COVID-19

51%
(-8pp)*

This leaves me feeling…

Worse, 
35%The same, 

60%

Better, 
5%



From the information people have gathered, most say 
they understand the current situation quite well

KNOWLEDGE ABOUT COVID-19

Q. How well do you feel you understand the current situation and everything that’s going on?
Base: n=200 (April 6 Pulse)
* vs. 29th Mar

72%
(+7pp)*

19%8%2%

I feel I understand the current situation…

Not well at all Not very well

Quite well

Very well



Whilst some knowledge helps relieve concern, too 
much knowledge can become worrisome

IMPACT OF KNOWLEDGE ON OVERALL CONCERN

Q. What is your overall level of concern about COVID-19? Q. How well do you feel you understand the current situation and everything that’s going on?
Base: Not well at all (n=35), Not very well (n=171), Quite well (n=1044), Very well (n=350) / Entire period (29 Mar – 6  Apr)

65%

34% 33%
46%

Not well at all Not very well Quite well Very well

Claimed knowledge of the current situation

%
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Mental wellbeing is increasingly important to 
Australians at present

IMPORTANT AREAS OF LIFE

Q. Of the following, which are the three most important to you right now?
Base: n=200 (April 6 Pulse)
* vs. 29 Mar 2002

Rated as top 3 most important right now…

77%
50% 44% 37%

20% 20% 18% 12% 10% 8% 5%
My family's
health and
wellbeing

My mental
wellbeing

My long-term
financial
security

My physical
fitness

Eating well My short-term
financial
security

My job
security

Work life
balance

Sustainability “Me time” My social life

(+9pp)*



The impact of COVID-19 on Australians’ mental health 
is substantial

MENTAL HEALTH

Q. How strongly do you agree / disagree with each of the below?
Base: n=200 (April 6 Pulse)
* vs. 29 Mar 2002

% Agree / Strongly Agree

I am putting on a brave 
face but privately I am 

really worried

I feel isolated and 
alone

I feel like things 
will never be the 

same again

34% 47% 56%
(+6pp)* (+1pp)* (+3pp)*



How are people really 
feeling right now.



A sense of loss.

People are experiencing real ‘grief’.

For lives lost.
For the loss of routine, social connections, family structures 
and our sense of security.

And a lost vision of future; of what might have been.

56%
of Australian’s 
feel things will 
never be the 
same again



COVID-19 has flung people into a wave of emotion –
of disbelief, anger and depression. 

THIS ISN’T 
HAPPENING.

(Denial)

Confusion
Ambivalence 

Shock 
Fear 
Panic 

THIS CAN’T BE 
HAPPENING.

(Anger)

Frustration 
Anxiety 
Worry

Irritation

WHY IS THIS 
HAPPENING?!
(Bargaining)

Struggling to find 
meaning

Reaching out to 
others 

Telling one’s story

HOW DO WE COPE 
WITH THIS?
(Depression)

Overwhelmed 
Vulnerable

Lonely
Helpless
Hostility 

Sad

WE’LL GET 
THROUGH THIS

(Acceptance)

Exploring options 
New plans in place 

Moving on 
Ingenuity 
Innovation

Growth

The Kubler-Ross Model of grief

Information & support Emotional support Guidance & direction



Worlds have become 
very small.
We’ve been confined to our own four walls for 2 weeks or more. 

There’s no respite from it. With all conversations leading back 
to COVID-19. .

Where it’s at, how we’re coping under the circumstances, what 
we’re accomplishing with our time.

Making the everyday experience feel restricting and lacking.



Fluctuating levels of 
anxiety.

Initially levels of concern were low, with many dismissing and 
denying the reality of COVID-19. 

However, anxiety has increased as the situation has worsened. 
Though it tends to vary depending on people’s level of 
confidence in government and their handling of the crisis.



Who we are as 
Australians is being 
challenged and 
potentially re-made.
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There has been a marked shift in the key 
values of Australians as a result of COVID-19.
2019:  TOP 10 VALUES 2020:  TOP 10 VALUES

46%

21%

19%

16%

15%

14%

13%

13%

11%

11%

33%

29%

17%

17%

15%

15%

14%

9%

9%

9%

Honesty 1. Safety

Safety 2. Honesty

Freedom 3. Freedom

Empathy 4. Independence

Open-mindedness 5. Fairness

Fairness 6. Knowledge

Independence 7. Resilience

Knowledge 8. Empathy

Self-Acceptance 9. Companionship

Companionship 10. Tolerance

Green – risen in ranking  Red – fallen in ranking
3 Most important values to you personally as per Australia Report Data March 2019 compared to State of the Nation Data March 2020



Despite the state of flux, 
one thing remains 
consistent. 

Silver-linings continue to be our 
best defence.



Australians are trying to focus not on what we’re 
sacrificing to contain COVID-19, but what we’re 
gaining. 

The speed of change & adaption to ‘the new normal’, 
is creating a vision of our future, that could possibly 
be brighter and better than before.

Right now this is seeing people:
1. Re-centering themselves
2. Re-connecting with each other
3. Renewing interests & passions
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Australians are optimistic – many think we will all be 
stronger once we make it out the other side.

Q. How strongly do you agree / disagree with each of the below?
Base: n=1600

7 in 10
Agree that we will get through this and 
be stronger because of it (70%)



A NEW WAY OF LIFE

Q. How strongly do you agree / disagree with each of the below?
Base: n=1600

Many believe this is the reset we all desperately 
needed.

NET of Strongly, Somewhat agree

“This is the reset 
we needed to re-
evaluate how we 

were living.”

62
%

Agree



If these new values & 
behaviours endure, 
what could this mean 
for what comes next?
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The path from NOW TO NEXT.

Source: McKinsey

Resolve

Resilience

Return
Reimagination 
& Reform

Life altering 
impacts 
clearly 
defined & 
new paths 
are forged. 

Returning to 
functional & 
operational 
health.

Determining 
the scale, 
depth & pace 
of action 
needed now.

Absorbing & 
bracing for 
the shocks.

NOW

NEXT



TOP- 3 
CULTURAL 

THEMES 
(NOW)

KEY SIGNALS 
FOR WHAT’S 

NEXT & 
WHAT IT 

MEANS FOR 
BRANDS

The behaviour
or sentiment we’re seeing 
show up in culture now. 

Possible hypotheses for 
where this might take us 

as a collective. 

A structure of how we’ll leap from NOW to 
NEXT.



1/ RE-CENTERING.

A renewed focus and appreciation for who and 
what’s important and the simple things in life e.g. 
nature, pets, family & self-care rituals. 

With over half-agreeing that a positive arising out 
of this event, is the opportunity to slow-down and 
put life in perspective.

Bringing a greater sense of awareness to the 
importance of quality time and orientation to the 
needs of others.
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“I think that it will give everyone a renewed sense of 
perspective that materialism is not important”

“I value what I have right now and will take each day 
as it comes”

“Family and one’s good health which was taken for 
granted”

“Appreciate having a job more, freedom of businesses 
and how horrible/lovely people are”

How it’s coming to life:
shared introspection.



What could RE-CENTERING look like in the 
future?

NOW

• Appreciation and gratitude for 
people, places and the small 
things

• Return to traditional family 
values

• Increased value on simplicity
• Building resilience through 

mindfulness
• Re-evaluation of goals and 

priorities
• Vulnerability exposes true sides 

and depths of ourselves
• Affirmations and words of 

inspiration

NEXT

Nature as a 
life-force. 

Increasing
minimalism.

Depth over 
superficial.

Change of 
career or 
life-path.

Conscious 
consumption 

increase.

Running 
your own 

race.

Rise of 
spiritual 
practice.

Stronger 
sense of 

self.



2/ RECONNECTING.

A large majority are heartened by the way in 
which people are coming together and trying to 
make a difference.

Creating a sense of solidarity, which is being felt 
at many levels - within relationships, to 
communities and across the world.
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How it’s 
coming to life:
Outpourings of 
compassion, 
love and 
appreciation.



What could RECONNECTING look like in the 
future?

NOW

• Spending quality time
• Taking care of neighbours
• Random acts of kindness
• Mobilising to help people in 

need
• Rekindling dormant 

connections
• Participation & feeling part of 

a cause
• Buoying each other’s spirits

NEXT

Return of 
sentimentalism.

Wearing your 
heart on your 

sleeve.

Newfound activism-
proven power to 

mobilize.

Repositioning of 
online as a 

gathering place.

Rejection 
of backlash 

culture.

Forging 
powerful bonds 

through adversity.



3/ RENEWING.
(now more of a necessary re-orientation of how we spend 
our time)

People are using the extra time by starting or returning to hobbies 
such as cooking, playing an instrument, board-games, crafting, 
exercising & gardening etc. It’s seen as a time for creativity.

These different activities are taking on a new significance- beyond 
just boredom-busting, they’re giving us a sense of purpose and 
accomplishment.

The “novelty” of these activities has also taken a more structured 
and routine form, as people try to achieve a sense of normalcy, 
without the comforts of their everyday routine & work-flow.
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How it’s 
coming to life:
How-to’s, 
online tutorials, 
sharing life’s little 
accomplishments.



What could RENEWING look like in the future?

NOW

• Creating fun at home
• Comfort in staying busy 

(where it was 
previously a source of 
stress)

• Chaos creates perfect 
conditions for creativity

• Life-hacks & home 
organization

NEXT

Resurrection of 
play & the Aussie 

backyard.

Keener sense 
of time.

Exploring & 
expressing 
creativity.

Increased lust for 
knowledge & 

expertise. 

Fresh interest 
breathed into 

everyday
tasks.

Reshaping of what it 
means to be at 

home.
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The silver linings highlight what we’ve 
gained and allowed us to glimpse a 
potentially better version of ourselves 
in the future.

On the flipside, feelings of deprivation, 
restlessness & longing for what we 
know & love is mounting each day. 
With no clear end in sight.



Leading to another potential future scenario:
REBOUNDING

NOW

• Feelings of 
restlessness & 
boredom

• Growing desire for the 
new & exciting

• A want to escape
• Longing for the 

comforts of pre- Covid 
days

NEXT

Buying 
binges.

Live & in-person 
spectatorship.

Living 
large.

Exploring the 
outer-reaches. 

Dressing 
up.

Driving
progress.



There are many 
possible future in 
this uncertain world.
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Questions
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Thank you


