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INSIDE THE MIND OF THE POST-PANDEMIC CONSUMER

1. Waste Not, Want Not

2. Living My Best Life

3. Stay Close, But Keep Your Distance

4. It Ain’t Cheap Being Broke

5. Make My Hood Great Again

TOP 5 POST-PANDEMIC CONSUMER TRENDS
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The COVID-19 pandemic and lock-down have  
forced everyone to temporarily change their lifestyle. 
People now live differently, shop differently, and 
consume differently.
 
In a way, living under a lock-down has given them 
time to reassess how they live, and finally attempt  
to get rid of some old habits to replace them with 
new better ones.
 
After being bombarded for almost 3 months with 
bad news on a daily basis, the time has come to 
shift our attention from mourning what happened  
to planning what comes next.
 

It may be hard to see that now, but not everything 
is bad in our post-pandemic societies. Many of the 
changes that have taken place, especially those 
relation to consumption, are quite positive.
 
So now that we are past the peak and easing 
restrictions to return to a degree of normality, the 
inevitable question is which of these changes are 
here to stay.
 
Although some of these trends continue to evolve 
week after week, taking note of them is crucial to 
succeed in the post-pandemic retail landscape.
 
Within this document, you will find our Top 5 post-
pandemic consumer trends, and the opportunities 
they create for brands.

INSIDE THE MIND OF THE POST-PANDEMIC CONSUMER

Introduction
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Waste Not, Want Not

The struggle for supplies due to panic-buying at 
the beginning of the lock-down has encouraged UK 
consumers to change their attitude towards food. 

Less-availability has forced people to use their 
supplies in smarter ways. As a consequence, 48% 
of Britons say they now throw away less food than 
before, and only 5% are throwing away more.  
(Source: The Guardian) 

This is true of other developed economies around the 
world. In fact, according to Accenture, limiting food-
waste is a top priority for consumers post-isolation.
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68%
of g lobal  consumers c la im that they  
wi l l  t ry  to l imi t  the i r  food waste af ter 
lock-down is over.  (Source:  Accenture)
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Waste Not, Want Not

OPPORTUNITY

Providing consumers with a clear path to enjoy the 
product with minimum food waste will add value 
to your offer, encouraging your consumer to feel 
both environmentally responsible, and that they are 
getting more bang for their buck.

EXAMPLE: ICELAND

Frozen food giant Iceland is championing the zero 
waste movement. The company recently released 
their first food waste report which includes initiatives 
such as allowing staff to take some surplus food at 
the end of the day and sending unsold bread from 
its Welsh stores to Tiny Rebel Brewing Company to 
make Bread Board Pale Ale.

A trend accelerated by COVID-19, Iceland are 
seeing colleagues sharing these experiences with 
friends, prompting discussions around zero waste. 

INSIDE THE MIND OF THE POST-PANDEMIC CONSUMER



6

Living My Best Life

59%
of g lobal  consumers say they wi l l  
be more heal th conscious with the i r  
choices post-pandemic.  
(Source:  Accenture)
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Growing health anxiety due to the pandemic is 
having an impact on people’s diets. In fact, retailers 
around the world have reported a ‘hefty surge’ in 
demand for organic foods and vegetables. 

In France, for instance, organic food shops are 
reporting sales growth of up to 40% during  
lock-down. In the UK, 59% of consumers say that 
they have become more conscious about their 
overall health, and 57% about their immunity.  
(Source: FMCG Gurus) 

Increasingly, consumers are trying to take control 
of their personal health – both physical and mental 
– to boost their immunity, reduce vulnerability to 
illnesses, and improve their overall wellbeing. 
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Living My Best Life

OPPORTUNITY 

Facilitate consumers to take control of their physical  
and mental wellbeing by tapping into ingredients 
that provide the health benefits they want (i.e. 
stress-relief; immunity boosting).

EXAMPLE: SHORT’S BREW

Short’s Brewing Company has created the solution 
for those worried about gaining the ‘COVID-10’ with 
their low calorie, low carb, low abv 12 pack of craft 
beers. Consumers can enjoy their favourites, whilst 
sticking to their new lock-down health habits.

INSIDE THE MIND OF THE POST-PANDEMIC CONSUMER
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65%
of consumers in developed 
countr ies say ‘best- in-c lass 
hygiene’ and ‘ fewer crowds’ 
are the i r  top 2 pr ior i t ies when 
consider ing return ing to t rave l , 
restaurants and out-of-home 
enterta inment.  (Source:  BCG)
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Although social distancing encouraged people to 
stay apart, it has actually brought them together in 
many new ways. According to a study by Accenture, 
80% of consumers claim they now feel more or as 
connected to their communities than ever.  

People are social beings and can’t wait to get back 
to the social activities they’ve always enjoyed. 
According to BCG, the top 3 things consumers in 
developed countries miss the most are ‘Leisure 
Travel’, ‘Restaurant Dining’, and ‘Out-of-Home 
Entertainment’, and for most of these, just a few 
precautionary measures are necessary to have them 
return to social life.

INSIDE THE MIND OF THE POST-PANDEMIC CONSUMER

Stay Close,  
But Keep Your Distance
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OPPORTUNITY

Reinvent the moment of consumption to provide 
the social experience your consumers desire whilst 
reducing the risk of infection to eliminate any health 
anxieties they may have.

EXAMPLE: SIGNATURE BREW IN A BOX

Signature Brew is bringing the pub to you at home. You 
can buy a pub starter pack which includes a selection 
of their award-winning beers, glassware, snacks, a 
music quiz and exclusive playlists curated by music 
journalists to accompany the beers themselves.

INSIDE THE MIND OF THE POST-PANDEMIC CONSUMER

Stay Close,  
But Keep Your Distance
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28%

58%

of Amer icans are choosing a more 
premium dr ink when order ing  
take outs (Source:  Nie lson)

o f  Amer icans are buying the same 
ones they’ve a lways loved.  
(Source:  Nie lsen)

10

INSIDE THE MIND OF THE POST-PANDEMIC CONSUMER

It Ain’t Cheap 
Being Broke

The pandemic has hit the luxury industry hard. 
According to a BCG study, global sales of luxury items 
could drop by 25% compared to 2019. However, it’s 
looking like accessible luxury has a degree of immunity 
to the Covid-19 shock.

Sales of ‘status’ spirits have grown faster than the 
wider category during lock-down – this can be seen 
in sales of traditional premium drinks like Scotch and 
Cognac, but also of Rum and Tequila.These figures 
remind us that people will always want to indulge; 
perhaps even more now post-lockdown deprivation.

Accessible luxury offers them an opportunity to 
continue enjoy the good things in life as they navigate 
their new economic realities.



11

It Ain’t Cheap  
Being Broke

OPPORTUNITY

Even though the financial pain will be hard, consumers  
will still want to treat themselves. Premium brands  
must continue to offer the elevated experiences  
consumers desire, but taking into account their grim  
post-pandemic reality.

EXAMPLE: GOAT COCKTAIL CLUB

For £8 per household, premium London cocktail 
bar GOAT, is offering 90 minute virtual cocktail 
masterclasses every Saturday. You can elevate  
the already premium at home experience by  
having a private class or Zoom cocktail party  
with other households.

INSIDE THE MIND OF THE POST-PANDEMIC CONSUMER



1212

26%

57%

of Br i t ish shoppers are say ing 
they wi l l  pay more for  local 
products post- lockdown. (Source:  EY)

o f  Br i t ish shoppers wi l l  be more 
l ike ly  to buy f rom brands act ive ly 
support ing the i r  community. 
(Source:  Nie lsen)

Make My Hood 
Great Again

INSIDE THE MIND OF THE POST-PANDEMIC CONSUMER

Although we still don’t know what the high street will 
be like after more than 2 months of lock-down, it’s 
widely expected that the temporary closure of local 
restaurants and stores will unfortunately lead to the 
permanent failure of many of them. 

The ones able to survive though will get a boost from  
the rise in popularity of the ‘shop local’ movement.  
During lock-down, it was already visible that many 
consumers were leveraging the power of platforms like 
Whatsapp and Instagram to galvanise support  
for struggling local businesses.

When a full picture of the post-lockdown high street 
finally begins to emerge, expect shoppers to be even 
more conscious with their purchase choices and 
become more protective of local businesses. 
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Make My Hood 
Great Again

INSIDE THE MIND OF THE POST-PANDEMIC CONSUMER

OPPORTUNITY

Localising your offer will allow your brand more 
aligned with what consumers want post-pandemic. 
Collaborations can help you to achieve that, whilst  
also enhancing your social responsibility as your  
brand helps struggling local businesses to get back  
on their feet.

EXAMPLE: BACARDI X DELIVEROO
 
Bacardi x Deliveroo team-up in the UK to offer 
home-delivered cocktails from smaller, independent 
bars that have closed during the pandemic. The 
partnership allows bars to generate revenue during 
this challenging time whilst allowing consumers to 
enjoy drinks from their local favorite whilst helping to 
keep local pubs and bars afloat.



14

Missouri Creative is a design and creative agency. 
 
Most industries have been disrupted during the pandemic 
with many customer interactions restricted or evolving as 
we start to see the emergence of the ‘new normal’. We are 
committed to working with brands to help them navigate this 
fast-changing consumer landscape as we prepare for an 
unpredictable future.
 
We are working with clients to maximize new consumer 
and shopper opportunities so they can continue to create 
meaningful moments with customers as well as tangible 
business results.
  
Whether eCommerce, on pack, in-store, on-shelf or at home, 
we understand how, through memorable, emotive design and 
communication, brands can create impact where it matters 
most -  where the brand meets the consumer.
 
Missouri’s philosophy is ‘Don’t tell me, show me’. Why? 
Because even in today’s turbulent times brands can no longer 
TELL consumers why, they have to SHOW them.
 
We’d love to SHOW YOU.
 
Get in touch.

www.missouri-creative.com

Missouri Creative
7.02 The Tea Building
56 Shoreditch High Street
London, E1 6JJ
United Kingdom

P: +44 (0)207 749 2605

@wearemissouri

Missouri Creative

@WeRMissouri

honor.dewinton@missouri-creative.com
Honor de Winton, Business Development 

Stuart Wood and Paul Brennan, founding partners

https://missouri-creative.com/
https://www.instagram.com/wermissouri/?hl=en\
https://www.linkedin.com/company/3324969/admin/
https://twitter.com/WeRMissouri
mailto:honor.dewinton%40missouri-creative.com?subject=
https://twitter.com/WeRMissouri?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
https://www.linkedin.com/company/missouri-creative/
https://www.instagram.com/wermissouri/

