
Incorporating the views of more than 13,000 
people over the last 12 months, Voice of the 
Nation is a constantly evolving snapshot of how 
people are behaving, what they are feeling and 
the issues most important to them.



Introduction  Predicting how 
attitudes and 

behaviour will change 
as circumstances 
change, and how 
people will seek to 

meet these 
fundamental needs in 

new and different 
ways.

We are in the midst of a 
period of sustained and 
widespread d i s rupt ion 
unprecedented in the 
modern era. 

Old certainties are no more 
and familiar assumptions have 
been cast aside as we get to 
grips - both as individuals and 
society - with the challenges 
and implications of the 
pandemic. 

This has huge implications for 
advertisers and brands in 
understanding the post-Covid 
consumer, and it is against this 
b a c k g r o u n d t h a t w e 
launched our biggest ever on-
going tracking study. 

Incorporating the views of 
more than 13,000 people over 
the last 12 months, the weekly 
tracker provides the very latest 
c o n s u m e r i n s i g h t a n d 
understanding, enabling us to 
ident i fy and adapt to 
behavioural changes as they 
happen.  



Trends driven by 
human needs
Our research identified a 
number of key trends that 
shaped our behaviour during 
the pandemic. 

We’ve analysed these trends 
through a framework of 
human needs. Three key 
human needs - of security, 
connection and meaning - 
h e l p t o e x p l a i n h o w 
consumers behaved over the 
last 12 months. 
  
Crucially, it enables us to 
predict how these attitudes 
and behaviours will change 
as lockdown eases and the 
country enters a post-vaccine 
scenario and beyond. 

Recognising these needs 
equips brands with the tools to 
connect with consumers, 
based on the feelings and 
opinions of the nation, 
evaluated on a weekly basis. 

Recognising 
these needs 

equips brands 
with the tools to 
connect with 
consumers



Security   Connection  Meaning    



Perhaps more than anything 
else, the pandemic focussed 
our attention on security. 

This is security in its widest 
sense, from securing our basic 
survival needs such as food, 
work and somewhere to live, 
to our physical and financial 
well-being. 

Home isn’t just where the 
heart is anymore, transformed 
by the lockdown into a multi-
functioning school, office, 
gym, pub, cinema and much 
else besides. More than ever, it 
became the place we and 
our family feel safe. 

Going forward, security will 
become less of a focus as the 
rhythms and routines of pre-
lockdown life return. But we 
will continue to self-fortress, 

with home improvements to 
make it ‘fit for multipurpose’, 
and stockpile essential items. 

There will be a new emphasis 
on looking after our bodies 
and minds, and hobbies and 
pastimes that we tried in our 
extra spare time are likely to 
continue.

Security

Security will 
become less of 

a focus



Connection is one of the most 
important human needs and 
in lockdown we have had to 
f ind new ways to feel 
connected. 

This has manifested itself in 
many guises, from consuming 
more media (radio, video-on-
demand) to appreciating 
what we have around us, 
from friends and family to our 
local high street. 

Competing media services 
face a battle to hold our 
attention when lockdown 
ends, as will shops and 
services on our doorstep 
when we are able to travel 
further afield. 

Connection is also about 
human contact and the 
value of our relationships has 

grown. As we are able to 
spend time with loved ones 
face to face again, we will be 
using any excuse to get 
together and celebrate. 

As restrictions ease over the 
summer, connection will be 
the driving force behind much 
of our behaviour. Spending 
time with friends and family is 
the number one thing we are 
most looking forward to. 

Connection

Connection will be 
the driving force 

this summer



Meaning
The f inal human need, 
meaning has tended to be 
eclipsed during the pandemic 
b y t h e m o r e p r e s s i n g 
requirements of security and 
connection but will come to 
the fore by the end of the 
year. 

As lockdown eases we will 
think again about the things 
that give our life meaning - fun, 
spontaneity and creativity. 

The pandemic has made 
many of us re-evaluate what 
we value most and opened 
our eyes to how we live our 
lives; whether that’s planning 
to reduce our working hours, 
making a  career change to a 
job that helps others or simply 
making more time for those 
we missed in lockdown.  

The fear and uncertainty of 
the pandemic will ease, 
enabling us to stop living in the 
moment, plan for the future 
(book holidays) and have 
something to look forward to 
again.  

As lockdown 
eases we will 
think again 

about the things 
that give our life 

meaning



In turbulent times it is critical  
that we put more effort into 
understanding people and 
their behaviour, enabling us 
to connect with them 
authentically and with 
empathy. 

Global’s Voice of the Nation 
views people’s attitudes and 
behaviour through the lens of 
how it helps them meet their 
fundamental human needs, 
enabl ing us to better 
understand the ‘why’ behind 
the ‘what’. 

It gives us the tools to predict 
how these attitudes and 
behaviour will change as 

circumstances change, and 
how we seek to meet these 
fundamental needs in new 
and different ways.

Join us at 11am on Thursday 1 
April for the launch of our latest 
wave Register here 

https://primetime.bluejeans.com/a2m/register/rwttkgqs

