
This report looks at the following areas:

•• The impact of COVID-19 on attitudes towards brands
•• Leading brands across the brandscape on different metrics
•• A review of leading brands in different categories

Although the upcoming economic slowdown will inevitably put consumer
spending under the microscope, there is still room for brands to push their
quality credentials, even though it may seem counterintuitive at a time where
people are financially stretched. This is particularly true when it comes to
anything with perceived health benefits: 37% of UK adults said that in the light
of COVID-19, buying higher quality food products will be more important to
them in the future.

COVID-19 has impacted brands differently according to the category they
operate in. Some brands have been able to improve their brand image during
this period, while others - particularly in foodservice, leisure and retail - will
have struggled to create as many touchpoints, potentially undermining their
salience. The brands that will benefit most will be those which have been able
to assist consumers in keeping their lives on track – either by helping people
adjust to new habits, such as technology brands’ role in keeping people
connected; or by helping people access the bare essentials, such as the way
supermarkets and other retailers have adjusted their distribution models to
support house-bound customers.

Despite the focus on quality among consumers, branded products are at risk
from value-focused consumers seeking to cut their spend. In FMCG categories
consumers have the obvious choice to trade down to lower-priced products or
own-label options, which continue to improve their offering. In other categories,
like foodservice, travel or technology, consumers will have the option to cut
their spending by holding back purchases until the financial situation improves.
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The pandemic will offer an opportunity for brands to return to basics and
demonstrate the value they provide to consumers. This will be easier for brands
with tangible benefits than those relying on emotion. However, there is still
plenty of scope to focus on “softer” qualities, such as a commitment to ethics
and the environment, which have both moved up consumers’ agenda since the
previous recession.
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• Impact of COVID-19 on consumer attitudes towards brands
Figure 1: Short-, medium- and long-term impact of COVID-19
on brands, 15 December 2020

• Brands help to guide consumers
• More appreciation for brands that keep life running
• Reassert value ahead of tough economic environment
• Leading brands
• Amazon will benefit from 2020 lockdowns

Figure 2: Top brands by usage in the last 12 months, January
2019-November 2020

• Fairy’s trust leads to market dominance
Figure 3: Top brands by agreement with “A brand that I trust”,
January 2019-November 2020

• Amazon’s standout makes it a constant choice for online
shoppers
Figure 4: Top brands by differentiation (net of “It somewhat
stands out from others” and “It’s a unique brand”), January
2019-November 2020

• Brands with high preference are protected against trading
down
Figure 5: Top brands by commitment (net of “I prefer this
brand over others” and “It’s a favourite brand”, January
2019-November 2020

• COVID-19 creates a new appreciation for essential retailers
• Consumers are attached to their tech devices

Figure 6: Top brands by excellent reviews, January
2019-November 2020

• Recommendation will help create brand growth
Figure 7: Top brands by likely recommendation, January
2019-November 2020

• Functional products can demonstrate quality
Figure 8: Top brands by agreement with “A brand that is
consistently high quality”, January 2019-November 2020

• Technology brands often dependent on innovation
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Figure 9: Top brands by agreement with “A brand that is
innovative”, January 2019-November 2020

• Leading retailers clearly demonstrate value proposition
Figure 10: Top brands by agreement with “A brand that offers
good value”, January 2019-November 2020

• Consumers are willing to pay more for quality brands
Figure 11: Top brands by agreement with “A brand this is worth
paying more for”, January 2019-November 2020

• A focus on ethics and the environment remains crucial
Figure 12: Top brands by agreement with “Ethical”, January
2019-November 2020

• Brands help to guide consumers
Figure 13: Shopping behaviours during COVID-19, 16 April-19
November

• More appreciation for brands that keep life running
• Essential retailers
• Technology brands
• Food delivery services
• Value set to become more important

Figure 14: Trends in consumer sentiment for the coming year,
January 2009-November 2020
Figure 15: OBR expectations for GDP and unemployment,
2020-25

• Reassert value ahead of tough economic environment
• Learn lessons from the 2008/09 recession
• Savvy shopping is already well established
• A return to DIY
• Consumers looking for help

• Trusted brands will benefit from the pandemic
• Demonstrate quality to protect against trading down
• Move early on ethical initiatives

• Amazon’s brand image will benefit from 2020 lockdowns
Figure 16: Top brands by usage in the last 12 months, January
2019-November 2020

• Retailers become even more relied on

• Fairy’s trust leads to market dominance

THE IMPACT OF COVID-19 ON CONSUMERS

LEADING BRANDS – KEY TAKEAWAYS

USAGE

TRUST
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Figure 17: Top brands by agreement with “A brand that I trust”,
January 2019-November 2020

• Amazon’s standout makes it a constant choice for online
shoppers
Figure 18: Top brands by differentiation (net of “It somewhat
stands out from others” and “It’s a unique brand”), January
2019-November 2020

• Innovation can help promote a unique offering

• Brands with high preference are protected against trading
down
Figure 19: Top brands by commitment (net of “I prefer this
brand over others” and “It’s a favourite brand”), January
2019-November 2020

• Amazon makes it easy for consumers to stay loyal
• COVID-19 creates a new appreciation for essential retailers

• Consumers are attached to their tech devices
Figure 20: Top brands by excellent reviews, January
2019-November 2020

• Recommendation will help create brand growth
• Lockdowns provide the chance for new brands to come to

the fore
Figure 21: Top brands by likely recommendation, January
2019-November 2020

• Functional products can demonstrate quality
Figure 22: Top brands by agreement with “A brand that is
consistently high quality”, January 2019-November 2020

• Focus on quality to improve after the pandemic
Figure 23: Important factors when buying food products
going forward, July 2020

• Technology brands often dependent on innovation
Figure 24: Top brands by agreement with “A brand that is
innovative”, January 2019-November 2020

• Retailers mesh historic and modern innovations

DIFFERENTIATION

FAVOURITISM AND PREFERENCE

SATISFACTION AND RECOMMENDATION

QUALITY

INNOVATION
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• Leading retailers clearly demonstrate value proposition
Figure 25: Top brands by agreement with “A brand that offers
good value”, January 2019-November 2020

• Consumers willing to pay more for quality brands
Figure 26: Top brands by agreement with “A brand this is
worth paying more for”, January 2019-November 2020

• Luxury brands carry an expected price premium

• Focus on ethics and the environment remains crucial
Figure 27: Top brands by agreement with “Ethical”, January
2019-November 2020

• Brands with a history of ethics lead the way
• Smaller brands are capable of standing out for their ethical

stance

• Brands can target peace of mind to boost wellbeing
• Customer service will be vital to future brand experiences
• Brands across categories will need to reassert value

• Shift from self-indulgence to self-care
Figure 28: Leading brands operating in the beauty and
personal care sector, by agreement with “A brand that cares
about my health/wellbeing”, January 2019-November 2020

• Market leaders have a better chance to withstand trading
down
Figure 29: Leading brands operating in the beauty and
personal care sector, by commitment (net of “I prefer this
brand over others” and “It’s a favourite brand”), January
2019-November 2020

• Ensure consumers are proud of their purchases
Figure 30: Leading brands operating in the beauty and
personal care sector, by agreement with “A brand that I am
proud to be associated with”, January 2019-November 2020

• Differentiated image drives sales for alcohol brands

VALUE

WORTH PAYING MORE FOR

ETHICAL BRANDS

CATEGORY LEADERS – KEY TAKEAWAYS

BEAUTY & PERSONAL CARE

DRINK
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Figure 31: Leading brands operating in the drinks sector, by
differentiation (net of “It somewhat stands out from others”
and “It’s a unique brand”), January 2019-November 2020

• Quality and premium brands create higher satisfaction
Figure 32: Leading brands operating in the drinks sector, by
satisfaction (net of “Good” and “Excellent”, January
2019-November 2020

• Financial services brands well placed to push their helpful
side
Figure 33: Leading brands operating in the financial services
sector, by agreement with “Helpful”, January 2019-November
2020

• Cautious consumers will seek trusted brand names
Figure 34: Leading brands operating in the financial services
sector, by agreement with “A brand that I trust”, January
2019-November 2020

• A test for customer service through digital channels
Figure 35: Leading brands operating in the financial services
sector, by agreement with “A brand that has great customer
service”, January 2019-November 2020

• Wellbeing focus among food brands set to grow
Figure 36: Leading brands operating in the food sector, by
agreement with “A brand that cares about my health/
wellbeing”, January 2019-November 2020

• Big name brands score highly on perceived value
Figure 37: Leading brands operating in the food sector, by
agreement with “A brand that offers good value”, January
2019-November 2020

• A space for brands to appeal on pure taste
Figure 38: Leading brands operating in the food sector, by
agreement with “Delicious”, January 2019-November 2020

• Delivery service brands are well placed for continued future
growth
Figure 39: Leading brands operating in the foodservice
sector, by likely recommendation, January 2019-November
2020

• Focus on atmosphere to bring customers back post-
COVID-19

FINANCIAL SERVICES

FOOD

FOODSERVICE
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Figure 40: Leading brands operating in the foodservice
sector, by agreement with “Welcoming”, January
2019-November 2020

• COVID-19 can help household care brands to extend their
influence
Figure 41: Leading brands operating in the household care
sector, by agreement with “A retailer that I Trust”, January
2019-November 2020

• Efficacy becomes more critical during the pandemic
Figure 42: Leading brands operating in the household care
sector, by agreement with “Effective”, January
2019-November 2020

• COVID-19 benefits retailers with a strong online reputation
Figure 43: Leading brands operating in the retail sector, by
agreement with “A retailer that provides a great online
service”, January 2019-November 2020

• Consumers appreciate essential retailers
Figure 44: Leading brands operating in the retail sector, by
(net of “I prefer this brand over others” and “It’s a favourite
brand”), January 2019-November 2020

• Customer service will be more critical after the virus
dissipates
Figure 45: Leading brands operating in the retail sector, by
agreement with “A retailer that has great customer service”,
January 2019-November 2020

• The pandemic brings people closer to their device brands
Figure 46: Leading brands operating in the technology
sector, by commitment (net of “I prefer this brand over others”
and “It’s a favourite brand”), January 2019-November 2020

• Media brands can target curious consumers to boost
revenues
Figure 47: Leading brands operating in the media sector, by
agreement with “Authoritative”, January 2019-November
2020

• Build trust to reassure consumers about future travel

HOUSEHOLD CARE

RETAIL

TECHNOLOGY AND MEDIA

TRAVEL
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Figure 48: Leading brands operating in the travel sector, by
agreement with “A brand that I trust”, January
2019-November 2020

• Value will drive spend on trips during a tough economic
environment
Figure 49: Leading brands operating in the travel sector, by
agreement with “A brand that offers good value”, January
2019-November 2020

• Demonstrate that customers come first
Figure 50: Leading brands operating in the travel sector, by
agreement with “Welcoming”, January 2019-November 2020

• Abbreviations

APPENDIX – DATA SOURCES, ABBREVIATIONS AND
SUPPORTING INFORMATION

APPENDIX – BRANDS COVERED
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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