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By DIANNA DILWORT H

Since the pandemic hit, consumers are prioritizing the wellbeing of family and friends, health, social connections
and financial security, and brands that are looking to connect should be focused on purpose.

Consumers want to know that the brands they patronize are doing something to help address the issues that they care
about such as the environment, social justice and the pandemic. Indeed, they do not want to shop at brands that are
not taking a stand, according to Brandwatch's 2020 Purpose report.

"The pandemic means that everyone is now in the business of saving lives even marketers," the Brandwatch report.
"The accompanying global economic downturn is causing widespread terror, and decisions must be made under
crushing uncertainty.

"Black Lives Matter protests are highlighting the need to address structural racism, forcing execs to address difficult
questions about diversity and inclusion," he said. "And all the while, the climate crisis continues to worsen."
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Brand purpose
While brands are trying to keep the ship afloat, the language that they use with the public has had to change. For
instance, the word profit has a bad connotation among consumers and brands should not be vocal with such
language.

"Profit may be a positive word for business leaders, but among consumers it has increasingly negative
connotations," the Brandwatch report said.

"Looking at a year's worth of social media mentions of words like profit,' profits' and profited,' and comparing
volumes to the year before, negativity and negative emotions are trending upwards while positivity and joyful
emotions are slipping downwards."

Instead, consumers want to hear brands talking about their values and how they are taking steps to make the world a
better place.

"They're far less concerned about more performative actions around those values, like getting press coverage or
sharing statements about purpose," the report said.

For instance, Adidas saw the biggest spike in brand mentions on Twitter between July 2019 and July 2020 with its
#ChangeIsATeamSport campaign.

The campaign included collaborations with influencers and other brands to help promote positive change in local
communities around the globe. Adidas used the platform to promote its Superstar sneakers and saw an increase in
sales, illustrating for luxury brands that cause efforts can be financially rewarding.

Notably, Brandwatch also found that employee wellbeing, sustainability and helping the most vulnerable were more
important to consumers than "keeping prices as low as possible." Even as the economy has retracted, consumers
are still valuing brands that are working to create a better world.

Consumer needs have shifted to more basic needs and fundamental concerns this year, per the report, and this is
changing shopper buying preferences. The report compared values in April and July and found that health and local
sourcing are gaining in significance.

"Now, consumers think that items being healthy and locally sourced are even more important than they were back in
April, and numbers were fairly high then," the Brandwatch report. "Meanwhile, they're even less likely now than in
April to care about an item being branded. Loyalty to specific brands is in peril in 2020, and the picture is getting
worse.

"The most successful businesses of 2020 will be those that can marry their strong purpose with the needs,
preferences and desires of consumers. As we've shown above, those preferences and needs are continually
changing analyzing them must be an ongoing process, not a one-off."
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Consumers  trus t employers  and brands  more than the government when it comes  to COVID-19. Image credit: Brandwatch

Building trust
The report found that consumers are more likely to trust business and employer safety measures than government
safety measures to keep them safe.

Brandwatch pointed out that this data point is complementary with recent Edelman research that found that
consumers thought their employer was better prepared for the virus than their country.

"COVID-19 is the most pressing global issue of the year, and businesses are in a strange position within it. People are
relying on their logistical competence, their messaging, and their safety measures more now than they could have
previously imagined."

The data also revealed that consumers see businesses as they see the media and trust companies to keep them
informed.

Interestingly, people trust employers more than the government to keep them up to date on developments. And
consumers value brands that take care of employees.

"Keeping workers safe and well informed is not just the duty of employers, it's  what's expected of them," the report
said. "Breaches of this fundamental understanding of the role of the employer, especially during dangerous times,
are likely to be harshly punished by consumers and commentators."

While the future remains uncertain, Brandwatch found that consumers expect COVID-19 to continue to be a threat
into next year.

At the same time, 57 percent of consumers want businesses to focus on sustainability and the environment more in
2021. Black Lives Matter support is also important to 37 percent of U.S. consumers.

"While this may seem low, recall what we said above about how consumers want action more than they want
performative indications that a business supports something," the report said. "A business stating they support the
BLM movement is one thing, but acting upon this support is another.

"One way businesses can make a change is to improve on diversity and inclusion internally, and we've seen a
massive increase in interest in this in the last few months."
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