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This has been a year unlike any other before it. And it quickly became 
clear to us at The Brand Guild that to survive and grow in 2020 and 
beyond, our approach to brands and their consumers would have to be 
unprecedented, too.

From racial justice protests to the global COVID-19 pandemic to a 
tumultuous U.S. election season, consumers and the brands that serve 
them have been rocked by forces of change.

Why We’re Here
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We witnessed reprioritization at a scale we’ve never seen before, largely in 
line with the hierarchy of human needs. We saw a return to the home and 
everything in it — from decor to fitness — a renewed emphasis on every 
kind of wellness, the need for community, and a new kind of human 
connection. And perhaps most importantly, a redoubled demand for 
brands to be empathetic, authentic, and mission driven.

We decided to investigate which of those changes was here to stay and 
which would be left in the dust of 2020. More importantly, we wanted to 
chart which brands will last for the long haul or even experience growth in 
the next year. That’s why we came up with the 2020 Factor — a meter for 
the lasting effects that we expect the turbulence of the past year will have 
on consumers and the brands they stand behind.

This report and the six macro trends within it bring together brand and 
market research, insights from our own client work, as well as insights from 
thought leaders featured at The Brand Guild’s events and quarterly 
executive roundtables. This will be a resource to inform our future client 
work and to enhance our leadership in establishing the next generation of 
meaningful, lasting brands — and we hope it helps to guide your work, too.

Introduction & Theses 
Trends & Research

C
onclusion & A

pplications



TABLE
CONTENTS

INTRODUCTION & THESES
The 2020 Factor (Meter)
Definition of the Conscious Consumer™
The Gen Z Imperative

TRENDS + RESEARCH
Purpose-Driven Brands
Home at the Center
Community as a Valuation
The State of Luxury
Wellness In Focus
Contactless Doesn’t Mean Connectionless

CONCLUSION AND APPLICATIONS
Where We Go from Here

5
6
7

9
16

20
25
30
34

38



Introduction & Theses 
Trends & Research

C
onclusion & A

pplications

How much of a mark? We decided to measure our predictions for the magnitude of 2020’s effect on 
each macro trend in our report with a sliding scale:

A pandemic. Protests. Wildfires, Fake news. All culminating in an historic election year.

2020 is going to leave a mark.

The 2020 Factor
INTRODUCTION & THESES

The industry will recover 
from 2020’s wrath.

“Buckle up” — this is 
the new normal!



Retailers are facing a sea of new opportunities and 
challenges thanks to the rise of the conscious consumer. 
They became a strong focus through which we wrote 
this report.

Def: Conscious Consumer — A consumer who votes 
with their dollars by buying what they perceive as 
ethical products or boycotting "unethical" companies. 
Furthermore, it’s a consumer who invests time, money, 
and followership in brands that reflect themselves, their 
interests, and their values — and reduces interaction 
with brands that do not.

The 
Conscious 
Consumer™
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We’ve carved out a special place in this report for Gen Z. Born in or after 
1996, Gen Z is the most diverse generation in history. They make up 
roughly a third of the U.S. population, control $143 billion in the U.S. alone, 
and represented 10 percent of voters in the 2020 U.S. presidential 
election.

They've also been impacted more than any other generation by the tumult 
of 2020. According to Pew, half of Gen Zers reported that they or 
someone in their household either lost a job or income due to the outbreak. 
And already impressionable and apt to shop online, Gen Z’s purchasing 
behaviors have majorly shifted due to the COVID-19 pandemic. 

The Gen Z 
Imperative
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ADVENTUROUS SPENDERS
Without baked-in shopping habits, these young consumers are the most 
adventurous shoppers in our economy, with nearly 70 percent reporting 
that they bought a new product for the first time ever during the 
quarantine, according to The Sourcing Journal. 

A NEW WORLD VIEW 
Gen Z cites #BlackLivesMatter as the second-most impactful event in 
their lifetimes after COVID-19, and 68 percent in the U.S. say it has 
majorly affected their worldview.

DEMANDING ACTION 
To that effect, this group also demands authenticity and action from 
brands at a scale we’ve never seen before: Nearly 80 percent of Gen Z 
shoppers agree that companies should take a stand on 
#BlackLivesMatter and that companies’ responses will affect whether 
they buy from them in the future. They want corporations to stand for 
something and are patronizing brands whose values align with their 
own.

JUST GETTING STARTED
Their influence has only just begun. 
While the past year has been an 
inflection point for Gen Z, this 
demographic will continue to hold 
brands’ feet to the fire on social 
issues and bring their own diverse 
and progressive views into the 
marketplace for decades to come. 
So as we chart the path of the new 
normal for brands in this report, it’s 
imperative that we also look 
through the lens of this next 
generation of consumers and 
change agents.

Sources: Pew Research Center, The Sourcing Journal, Morning Consult
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THE GEN Z IMPERATIVE



TRENDS & RESEARCH

Purpose-Driven 
Brands
#BlackLivesMatter, a global pandemic, and the 
2020 election have consumers reprioritizing 
where they invest their time, money, and energy. 
Consumers are putting their money where their 
mouths are — and demanding brands do the 
same. COVID-19 has forced brands to 
reconsider what “brand” really means. Purpose 
does not come from a simple product, but is 
rather melded into a brand's conception and 
mission. 



“Once a nice-to-have, purpose is now a 
need-to-have. This moment in time is 
all about bottom-up revolutions. 
Millennials and Gen Zers are voting 
with their wallets, and 
they won't be ignored.”      

Purpose-Driven Brands

Jayne Sandman
The Brand Guild Co-founder & CEO

- 

"It's a redefining of the value proposition, 
that when done well, can lead to more 
growth opportunities. Once those 
customers trust you, they'll follow you 
wherever you go next."



“To truly be a purpose- 
or mission-led brand, it 
has to be part of how you 
show up every day, who 
you hire, how you make 
decisions. It's consistent 
intentionality.” 
Marilla Perkins, Director of Strategy at Bolt 
Threads, at The Brand Guild Quarterly Executive 
Roundtable, Fall 2020
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Purpose-Driven Brands

- 

DEFINING PURPOSE
Def: Purpose — The reason for which something is done 
or exists. Now more than ever understanding a company’s 
why — why they exist, for whom, and what their impact on 
the world looks like — is becoming one of our most 
pervasive gauges for a brand’s success. Those brands with 
a clear and permeating purpose are the ones that will 
thrive in years to come.

In the wake of COVID-19, consumer reprioritization has 
meant a greater emphasis on “purpose.” In a recent 
Deloitte survey, nearly 80 percent of CMOs said 
customers are paying closer attention to the social 
activism, outreach, and investments of companies during 
the pandemic — and will reward brands that represent 
their values with greater loyalty in the long run.”



THE NEXT GENERATION
Millennials and Gen Z consumers have been through some 
of the most defining moments in modern society. “These 
are life-defining moments: 9/11, the Iraq War, the first 
Black president, cyberbullying, Trump, #BlackLivesMatter, 
school shootings," said Lerer Hippeau Principal Caitlin 
Strandberg at a recent Brand Guild executive roundtable. 
"These massive cultural moments impact how consumers 
interact with brands. For Gen Z – they grew up in The 
Great Recession, where unemployment increased and 
money was tight, and this has created a much higher bar 
for purchasing decisions. They want their dollar to do more 
— they spend on brands that represent their core values." 
According to a recent Harvard Business Review study, 60 
percent of Americans across all generations say that how 
a brand responds to racial justice protests will influence 
whether they buy or boycott that brand in the future.

Purpose-Driven Brands
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Purpose-Driven Brands
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PUT YOUR MONEY WHERE YOUR MOUTH IS
But a brand’s POV has to go further than marketing speak 
to be effective. “Our audience wants us to participate in the 
conversation even when it gets hard. They want us to live it, 
not talk about it. When equality is in the news, they want us 
to be there,” says Julie Ross Godar, editor-in-chief of 
investment platform Ellevest, which works to close the 
gender investment gap. “We’ve all seen brands put their 
foot in it when they’ve tried to use what’s in the news for 
their own brand. Being there in the conversation is not 
enough. You have to deliver in your brand promise, as well.” 

After learning that 2.4 billion people didn’t have access to a 
toilet, Simon Griffiths, Danny Alexander, and Jehan 
Ratnatunga set out to create Who Gives A Crap. By selling 
toilet paper and donating half of its profits to support 
charity partners working in water, sanitation, and hygiene, 
Who Gives A Crap has been able to donate over $5.8 
million to help provide proper sanitation to 2 billion people 

in need. At the start of March, daily sales doubled, 
eventually reaching 12 times their numbers in 2019. At the 
panic-buying peak, Who Gives A Crap was selling 28 rolls 
of toilet paper per second with a waitlist over over half a 
million people.

Similarly, Uncle Nearest Premium Whiskey — named for 
the former enslaved man Nearest Green, who taught Jack 
Daniel to distill whiskey — goes beyond honoring its 
namesake and premium whiskey to support and diversify 
up-and-coming talent in the whiskey-making industry. The 
Black-owned brand, which is now the fastest-growing 
independent American whiskey brand in U.S. history, has 
experienced more than 100 percent growth YOY in 2020 
with its social-justice-forward message, investment in 
distiller diversity via fellowships, and a program to protect 
communities of color during the pandemic with targeted 
PPE donations.



Purpose-Driven Brands
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...BUT PRICE STILL MATTERS
As a bleak economic outlook and additional waves of 
COVID-19 loom, consumers are still price elastic: 
According to a recent Deloitte consumer survey, price 
and quality remain the biggest factors driving 
purchasing decisions. But it’s not an either-or decision: 
55 percent of those same respondents believe that 
companies have a responsibility to act on issues related 
to their purpose. And those failing to do so risk being 
displaced by purpose-driven disruptors, as the latter 
segment grows three times faster on average than their 
stodgier competitors — all while achieving higher 
workforce and customer satisfaction. 



While woke consumers in the Millennial and Gen Z generations were already 
clamoring for better brands, 2020’s tumult threw the movement into 
overdrive. Going forward, brands without a strong POV will be left in the dust.

2020 METER
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TBG 
Insights

Purpose-Driven Brands

Who Gives A Crap — the profit-for-purpose toilet paper company — has 
donated more than $5.8 million to help provide proper sanitation to 2 
billion people in need. At the peak of pandemic panic-buying, sales 
reached 12 times their 2020 projections, and Who Gives A Crap was selling 
28 rolls of toilet paper per second with a waitlist of more than 500,000 
people.

Uncle Nearest Premium Whiskey team has doubled its sales and revenue 
in 2020 as appreciation grew for the celebrated brand, which also 
celebrates its Black heritage and formerly enslaved namesake Nearest 
Green.



Home at
the Center

TRENDS & RESEARCH

More Millennials and Gen Z are spending time at 
home (as of this summer, 70 percent of 
respondents in a BCG survey said they were 
staying put). That means they’re also turning their 
attention — and their income — inward.

With more of life happening at home, 
home-focused products and virtual services 
are being thrown into focus.
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Sources: Pew Research Center, The Sourcing Journal, Morning Consult, Wakefield Research, Beachbody

HOME IMPROVEMENT
In addition to causing a housing market boom in the 
U.S., these “nesting” consumers are spending more 
money on home improvement, home fitness, and 
CPG products to be enjoyed at home.

As more than 40 percent of American adults 
switched to remote work in 2020 (according to 
Stanford), modern home furniture retailer Room & 
Board reported an increase of more than 90 percent 
in office seating and nearly 60 percent in desks this 
fall, over the same time last year. Outdoor furniture is 
also up 63 percent YOY.

HOME ENTERTAINMENT
Gen Z and Millennial consumers are increasing time 
spent with family and at home, turning to mobile 
digital media for entertainment at a higher rate than 
older generations: 62 percent have increased their 
time spent on social media (versus 42 percent for 
older generations; 70 percent have streamed more 
video in 2020 than in previous years.1

Home at the Center
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INFLUENCERS AS HOMEBODIES
And with less money going toward travel and out-of-home 
experiences, the influencer world is shifting, too. Fitness and 
at-home products are winning the day for sponsored content. Even 
plants are enjoying a moment in the sun, with “plantfluencers” like 
Christopher Griffin (@PlantKween) growing by more than 150,000 
Instagram followers since March.

HOME FITNESS
Life at home during the pandemic has been defined by the growth of 
the home fitness market, which has ballooned as gyms and sports 
leagues closed. According to a recent survey from Wakefield 
Research and Beachbody, 9 out of 10 Americans plan to stick to 
home workouts, even after gyms reopen.

And home fitness equipment and content companies like 
NordicTrack, Nautilus, and Peloton are especially set up to capitalize 
on the fervor: Publicly traded Peloton posted its first-ever profit and 
a more than 170-percent revenue increase in 2020. And 2021 is 
looking even better: Its subscriptions and revenue are both projected 
to nearly double to 2 million and $3.5 billion, respectively.



Home at the Center

- Bruce Champeau
Room & Board President & COO 

"People are realizing we may be living with this 
pandemic for the foreseeable future and are investing 
in their homes to improve their everyday lives. In 
addition to creating more functional and comfortable 
spaces, we’re seeing customers seek out products that 
align with their values. They love that more than 90 
percent of our products are American made.”



Sources: Stanford, BCG, Peloton, Room & Board, JustFoodForDogs, Who Gives a Crap, Boll & Branch

From work, to fitness, to home purchasing decisions — 
2020 has shifted how we think of home forever.2020 METER
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Home at the Center

As consumers reevaluated priorities and reexamined the brands they 
chose to serve their families during the pandemic, JustFoodForDogs 
created graveyard shifts in its kitchens to keep up with demand and 
record adoption rates for its healthy, fresh pet food. 

Ethical luxury linens brand Boll & Branch and American-made 
modern furniture company Room & Board saw unprecedented 
growth in 2020, due to nesting and remote work.

For brands like JustFoodForDogs dog food and Who Gives a Crap 
toilet paper, panic buying early in the pandemic led to supply 
shortages and illustrated the renewed focus on the home and 
everything in it.

TBG Insights
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As 2020 has forced us to stay apart, we crave 
community and togetherness more than ever. 
Brands who have community built into their 
models are set up to thrive.

Community
as a
Valuation



Community as a Valuation

Barbara Martin
The Brand Guild Co-founder & CEO

- 

“This year shattered our original de�nition of 
community—but what grew in its place is so much 
more signi�cant. Those who will win from this 
point forward are those who know that their 
community has to be built from a place of stark 
honesty, inclusivity and value.”



Community as a Valuation
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THE REAL VALUE OF ENGAGED CONSUMERS
As commerce moves online (e-commerce sales are up 43 
percent YOY in the U.S., according to Adobe Analytics2), 
gauges for steady and growing brands are evolving, too. Many 
investors are looking toward community engagement — and 
organic content, in particular — to index a brand’s viability.

“We like investing in consumer oriented brands. What we look 
for in terms of community is more in line with traction. It’s one 
way we can figure out how sticky a business product can be. It’s 
a new metric we love analyzing as part of a due diligence and 
eventually valuation process,” says Keta Burke-Williams of 
TMV (formerly Trail Mix Ventures).



THE RISE OF THE ‘SUBGROUP’
Users are craving more intimate, personalized 
experiences. And that often manifests in 
subgroups within a larger community or user base.

“You want something that feels very intimate, and 
we’ve been really focused on breaking out our sub 
groups. What do our single moms need? A feeling 
of belonging and connection. Single moms, tech 
moms, moms in marketing. We’re seeing a lot of 
engagement on those fronts,” says Katya Libin, 
cofounder of private and professional network 
HeyMama.

Community as a Valuation
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MULTIPLE TOUCHPOINTS WIN
To create that meaningful engagement with users, brands need more 
than a product and a platform. Original content, virtual events, brand 
collaborations, and other moments create opportunities for a brand’s 
community to react and respond in unexpected ways.

"When consumers have more brand moments to share organically — 
like limited drops or collaborations — that organic word of mouth gets 
the business closer to profitability. We don't get excited about 
companies where paid marketing is greater than organic efforts. 
Many of our best brands see a community-driven flywheel that keeps 
the brand conversation relevant and does the work of traditional 
marketing spend,” says Lerer Hippeau’s Caitlin Strandberg.



Sources: Lerer Hippeau, Trail Mix Ventures, HeyMama, Ellevest, JustFoodForDogs

While Zoom fatigue was real by June, 2020 was a big year for 
community tactics as brands realize the value of truly engaged 
customers for the long haul.

2020 METER
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Community as a Valuation

“If people have a positive brand experience, they want to share it,” 
says Ellevest editor-in-chief Julie Ross Godar. Instead of just an 
investing company, we are a membership that provides financial 
education and financial coaches and career coaches, too. Because if 
you talk about money, you want to know how you can get it. Because 
as women, we have less of it, too.”

“We started an anti-racist subgroup. That was driven by our 
members. We have a Southeast Asian group. We try not to impose 
anything unless it comes from our community, otherwise it’s not going 
to be successful,” says HeyMama cofounder Katya Libin.

TBG Insights“It was cheap to acquire 
customers in 2010 via 
Facebook. Those days are 
long gone. You need to have 
a one-to-one connection to 
your customers.”

Caitlin Strandberg,
Principal at Lerer Hippeau

"Consider Glossier's community and what it means 
to be a 'Glossier Girl:' carrying the pink pouch, 
putting stickers all over your laptop, posting your 
latest purchases. They are more valuable 
customers because they are loyalists and 
ambassadors."



TRENDS & RESEARCH

The State
of Luxury

After years of growth, the $380 billion global luxury 
has been sent into a tailspin by the COVID-19 
pandemic. According to BCG, luxury goods sales will 
have dropped between 25 to 45 percent by the end of 
2020 — and take more than two years to recover.3

Spending on essentials increases, while investment in 
new luxury products declines. But that doesn’t mean 
luxury is dead: an uptick in luxury resale points, 
rather, to a seismic shift.



UPTICK IN ESSENTIALS SPENDING
That priorities shift has meant that consumers are now 
focusing their spending on home essentials (the only category 
to remain at or above pre-COVID levels in 2020, according 
to McKinsey)4 — grocery, personal care, and household 
supplies are soaring, while discretionary spending on travel 
and luxury goods is virtually nonexistent.

As they reduced discretionary spending on items like travel 
and major purchases like cars and mobile devices during 
COVID-19, 10 percent of Gen Z and Millennial shoppers 
expected to increase their spending on packaged food and 
beverages, while 12 percent increased spending on household 
products.5

The State of Luxury

A BOOST FOR RESALE
But the shift from new luxury goods purchasing 
hasn’t necessarily meant a decline in premium 
goods interest. In fact, the resale market is set to 
expand by nearly 70 percent in the next year alone 
— all while the retail sector at large shrinks by 15 
percent in the U.S. And the secondhand luxury 
market is set to grow by more than 400 percent in 
the next five years, from a $7 billion industry in 
2020 to $36 billion in 2024.6
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The State of Luxury

“We were shocked, but a 
week later we beat those 
numbers, and we’ve beat it 
over and over since then.”      

Fashionphile founder and president Sarah Davis, 
after the designer handbags and accessories resale 
company had the highest sales day in its history on 
April 15.

- 
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The State of Luxury

THE GEN-Z EFFECT: FAST FASHION
In a watershed year like 2020 and an already-tough luxury fashion market, 
only the brands with a clear path forward will survive. Even before the 
pandemic, Gen Z’s new generation of “woke” consumers was clamoring for 
systemic change to fast fashion. In 2019, Forever 21 declared bankruptcy 
as sales declined by more than 25 percent YOY, and its bottom line took a 
$1 billion hit in one year. By 2020, the textile sector represented 6 percent 
of global greenhouse gas emissions and 20 percent of industrial water 
pollution. And the consumer priorities reset that COVID-19 has provided 
means that the already-growing demand for sustainable, purpose-driven 
products will only grow once the pandemic is over.7

According to a recent survey by the London-based Royal Society of Arts, 
shoppers are calling for the end of fast fashion: 50 percent of respondents 
said the fashion industry should do whatever it takes to become more 
environmentally sustainable. And Gen Z respondents between 18 and 24 
were particularly supportive of brands with strong social and environmental 
policies, while more than a third said they planned to buy fewer items of 
clothing after COVID-19.8



Sources: BCG, ThredUp, McKinsey, Business of Fashion, Royal Society of Arts, Manufacturers and 
Commerce, Fashionphile, Who Gives a Crap, JustFoodForDogs, Boll & Branch

While COVID has dealt the luxury market a heavy blow, 
the demand for premium goods isn’t dead — just shifted.2020 METER
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The State of Luxury

As shoppers reduced discretionary spending and upped essential home purchases, 
retailers like JustFoodForDogs worked overtime to keep up with demand, as panic 
buying skyrocketed.

Who Gives A Crap toilet paper — which donates half its profits to nonprofits improving 
hygiene in developing countries — saw an unprecedented 1,100 percent increase in 
demand, sold 28 toilet paper rolls per second, and had 500,000 people on its waitlist. 
They also made their largest donation to date to global hygiene efforts of $4 million in 
2020.

Quarantine consumer behavior helped luxury accessories reseller Fashionphile have its 
best sales day ever on April 15 — then topped those numbers again and again in 2020.

Boll & Branch, a company known for defining the “sustainable luxury” category, grew 
its revenue by 37 percent in 2020, as home became a focus for consumers. They were 
even able to launch a higher-priced line, Reserve, in August.

TBG 
Insights
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Wellness
in Focus
THE LUXURY OF HEALTH
As consumers reprioritize their spending during COVID-19, the $4.5 trillion 
global wellness economy is the luxury sector that is set to benefit the most from 
the pandemic.9 

While the total number of investments for the first half of 2020 dropped by 16 
percent and investment value dropped 24 percent YOY, wellness companies 
collected $4.6 billion in nearly 500 deals during that same time. Two fitness 
tech companies, Keep and ClassPass, managed to get $1 billion valuations, and 
the mental health sector garnered more than $1 billion in 106 deals — the most 
of any wellness category in 2020.10

2020 has thrown into sharp 
relief the need to take care of 
ourselves and the ones we 
love. Brands that emphasize 
physical, emotional, or 
mental wellness are thriving.



Wellness in Focus

“Sakara used to be considered a luxury, something 
that we did every once in a while. As the world has 
shifted, though, it has turned into a health essential."      

Sabina Rahaman, Director of Affiliate Marketing at Sakara Life- 



Introduction & Theses 
Trends & Research

C
onclusion & A

pplications

Wellness in Focus

FOOD AS MEDICINE
Similarly, consumers are investing more in high-end food products as a form of 
preventative health. Grand View Research expects the market for functional 
foods — foods that offer health benefits beyond their nutritional value — to 
reach $276 billion by 2025.11

And as shoppers increasingly look to an inside-out approach to health and 
beauty, high-end retailers like Goop, Sakara Life, and CAP Beauty are offering 
food and beverage products alongside face masks and skin creams.

At the peak of the pandemic, e-commerce transactions for human-grade, 
fresh dog food brand JustFoodForDogs (which ignited the $30 billion fresh 
pet food movement 10 years ago) were up 400 percent over last year, and the 
company experienced record-high sales in 75 percent of its kitchens and 
pantries in the U.S.

“People are prioritizing their health in a different way. People were going to 
Sakara to lose weight or reinvigorate their skin. Now they’re infusing their 
biome,” says Sabina Rahaman, director of affiliate marketing at Sakara Life.

INVESTMENT IN MENTAL HEALTH
Gen Z and Millennials are leading the charge in 
investing in mental health, increasing the time they 
spend with family and friends by nearly 60 percent 
and increasing time outdoors and exercising, each by 
nearly 25 percent, according to YouGov.12

Marah Lidey and Naomi Hirabyashi launched Shine 
— the award-winning self care app — in 2016 to 
provide support to an underrepresented community 
against the backdrop of the last presidential election. 
Fast forward four years later, Shine has built a diverse 
community of 4 million across 189 countries, focusing 
on meditation rituals and relief from daily stress and 
anxiety. And demand for the mental health app’s 
solutions has grown so much during the pandemic 
that the founders launched a Shine for Work program 
in 2020 to help employers to focus on representation 
and address the unique needs of their BIPOC 
employees in this turbulent time.



Sources: Grand View Research, Global Wellness Institute, CB Insights, Sakara Life,Shine, BCG

Already on the rise, 2020 has been an inflection point for the wellness industry. And 
that awareness of what it takes to care for ourselves and others will be irreversible.2020 METER
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Wellness in Focus

At the peak of the pandemic, e-commerce transactions for fresh dog food brand 
JustFoodForDogs were up 400 percent over last year, and the company 
experienced record-high sales in 75 percent of its kitchens and pantries in the 
U.S. Call volume doubled during the pandemic, and the company added 
graveyard cooking shifts to its kitchens to meet demand. 

Shine launched its Shine for Work program over the summer as a response to an 
increase in demand of companies looking for mental health resources for 
employees as a result of the pandemic, specifically with a focus on 
representation and addressing the unique needs of their BIPOC employees.

TBG 
Insights
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Contactless Doesn’t 
Mean Connectionless

Touchless and contactless solutions are thriving due to the 
pandemic. But contactless doesn’t mean connectionless. 



RISE IN CONTACT-FREE EXPERIENCES
More than 70 percent of consumers aren’t 
comfortable with resuming their “normal” out-of-home 
routines.13 And while 100,000 restaurants have closed 
in 2020 due to the pandemic,14 Gen Z and Millennial 
consumers have increased their overall spending, 
including on at-home food retailers like grocery stores 
and food delivery.15 But the spike in digital shopping is 
also driving consumers to try new brands. More than 
75 percent of Americans have either tried new brands, 
stores or shopping methods in 2020, looking for value 
and convenience.16 And up to 80 percent of those 
consumers intended to continue their new shopping 
behaviors after the COVID crisis.

Contactless Doesn’t Mean Connectionless 

DOUBLE DOWN ON SEO EFFORTS
With e-commerce skyrocketing and the challenges 
and restrictions facing physical retail locations, 
window shopping and discovery of new brands has 
been largely limited to social media feeds and 
targeted ads. But as active searches for products 
increase, so does the opportunity to capitalize on 
SEO investments for big brands and small 
businesses alike. “We’ve seen a big pick up in SEO,” 
says Shanna Tellerman, cofounder and CEO of 
shoppable 3D interior design platform Modsy. 
“People are at home looking for design help.” After 
her team noticed an uptick in searches for 
home-improvement essentials for the 
work-from-home set, they leaned in to optimizing 
Modsy’s content and digital ads to great effect.
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Contactless Doesn’t Mean Connectionless 

BRAND EXPERIENCES ARE MORE 
IMPORTANT THAN EVER
But just because IRL retail experiences are limited right now, 
that doesn’t mean retailers can neglect creating experiences 
that spark real joy with customers. Whether it’s through 
partnerships, giveaways, or even packaging — memorable, 
craveable experiences are more important than ever. “Brand 
partnerships and gifting have always been a big part of how 
we engage with our community,” says Sakara Life’s director 
of affiliate marketing Sabina Rahaman. “Our 30-day 
jumpstart of our metabolism program with educational 
content sold out before some of our affiliate partners and 
influencers even got their messages out. When you package 
things, create programming, and do a little extra, it really 
goes a long way.”
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Sources: McKinsey, National Restaurant Association, BCG, IAB, REEF, Fashionphile

Consumers are more open than ever to sampling new brands. Which means that creating 
joy and brand experiences are more important than ever, whether virtual, or hybrid.2020 METER
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As the American restaurant industry braces for an estimated loss of $240 billion in sales 
for 2020 (according to the National Restaurant Association), real estate network REEF 
is deploying neighborhood ghost kitchens to enable restaurateurs to extend their 
delivery reach and scale high-touch experiences better and faster. In November, REEF 
announced a $1 billion round of funding led by SoftBank, Oaktree, and others to expand 
REEF's network of more than 4,500 parking lots and garages and connect people and 
neighborhoods to locally curated goods, services, and experiences.

When luxury fashion accessories reseller Fashionphile learned that sellers and shoppers 
were afraid of visiting stores and the post office, they launched their white glove service 
with a pick-up option for sellers.

TBG 
Insights



Introduction & Theses 
Trends & Research

C
onclusion & A

pplications

Conclusion & Applications

CONSUMERS ARE ADVENTUROUS...
The 2020 factor has caused disruption in more ways than 
one – including our supply chain. As consumers sought to 
purchase their regular products online or in-store, many were 
forced to try different brands when a go-to product was not 
available. The transition to staying at home and increased 
online shopping has further driven consumer trials of new 
brands. According to a McKinsey report, more than 75 
percent of Americans have tried either new brands, places to 
shop, or shopping methods during the crisis, primarily driven 
by convenience and value.  Most of the consumers who tried 
new ways of shopping intend to continue using a combination 
of what they did before COVID-19 and what they tried during 
the crisis. With less barrier to entry and more opportunities to 
reach curious consumers, get ready to explore and 
experience more and new brands.

...BUT MORE DISCERNING THAN EVER
Brands are no longer allowed to be just about their products. 
Consumers are putting their money where their mouths are, 
and COVID-19 has flipped our perception of needs and 
luxury upside down. What are we paying attention to? 
Brands with social impact, a focus on home, and the 
wellness industry. The Conscious Consumer™ is becoming 
louder and clearer, paying more attention to the brand 
zeitgeist and demanding points of view and action from the 
brands they patronize. For brands to survive in 2021 and 
beyond, it’s mission critical for quick alignment on a clear 
mission, purpose, and strong core values.

Where We Go from Here
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Thanks for reading The State of Brand fall 2020 consumer trend report. To 
make sure you receive our next quarterly report and to find out how you and 
your brand can be featured in future editions, reach out at 
insights@thebrandguild.com.

@thebrandguild
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