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About Attest

But first,
a bit about us…

We’re Attest, and our
mission is simple: we’d like
to fill the world with better
products and services, more
successful businesses,
and happier consumers.
Great companies put consumers and
data at the heart of every decision.
That’s critical whether you’re building
new products, creating ground-breaking
campaigns or exploring new markets.
With Attest you can draft surveys,
choose audiences from our pool of
100m consumers across 46 markets,

and analyse results all in one end-to-end
platform. Anyone in your team can keep in
constant contact with consumers, so you
can make rapid decisions with confidence.
Start analysing results as soon as your
survey is live, and receive hundreds
of responses in a matter of hours, so
research never slows your team down.
Instead, it helps you act more quickly.
For more information now, or after you’re
done reading, get in contact with us!

Now, let’s get to the good stuff…

“Attest is a catalyst for
changing the culture
of our company.”
Senior Executive, Discovery Network

“Takes the stress,
time, and cost out of
consumer research.”
Marketing Manager, Fever-Tree
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Intro-

If 2020 has taught us
anything, it’s that life
can be unpredictable.
Just when you have your
marketing plan all mapped out,
suddenly you’re faced with
a strange, new landscape.
Many routes to market are less profitable,
shopping behaviours have changed
drastically, and even consumer attitudes
have shifted dramatically from where
they were only months earlier.

So what do you do? You can’t rely on
your old knowledge to navigate your way
through it - the goalposts have moved and
the same roads no longer lead where they
used to. You need to make fresh plans,
but before you can do that, you have to
get to know your new surroundings.

duction

We’re here to help. In this report, you’ll
find the very latest consumer data
covering Brits’ current attitudes to brands
and marketing, trends in shopping
behaviour and media consumption, and
the issues that are close to their hearts.
It also explores entirely new pockets of
opportunity that are ripe for exploration.
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Age

Survey Sample
The survey was done on Attest
with 1,000 working-age consumers
during September and October 2020
and is nationally representative.
You can view the data here.
In this survey, we break the
sample into two roughly equal age
demographics, representing the
younger and older generations: aged
18-40 (50.6%), aged 41-65 (49.4%).

Region

18 - 24

15%

East Midlands

8%

25 - 34

20%

East of England

9%

35 - 44

24%

London

45 -54

22%

North East

5%

55 - 66

19%

North West

12%

Scotland

Gender

51%

49%

13%

8%

South East

13%

South West

9%

Wales

5%

West Midlands

9%

Yorkshire & Humber

9%

Female
Male
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Sentiment trends

Are you feeling
more or less positive
than you were a couple
of months ago?

The way we feel influences the things we do,
how we shop and what we spend. At the time
of writing, the UK economy is facing a “long
road to recovery” (according to the Institute for
Fiscal Studies) and COVID-19 cases continue
to rise, especially in the north of the country.
The situation is taking a toll on people, with nearly a
quarter of Brits feeling less positive now than they were
a couple of months ago. A further 31.6% feel up and
down emotionally, no doubt reflecting the government’s
continuously changing stance on coronavirus.

20.8%

31.6%

24%

23.5%

More
Positive

Up &
Down

Less
Positive

No
Change

Women are more likely than men to feel up and down
(35.4% versus 28%), while men are more likely to have
experienced no change in their feelings over the last
couple of months (28% versus 19.4% of women).
Younger people (those aged 18-40) are more
optimistic about the immediate future than
those aged 41-66, 26.1% of whom say they are
feeling positive versus 15.6% of older people.
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Complete the sentence: “I
want brands I love to make
me feel
right now.”

25.2% Valued/ special
24.7% Inspired/ motivated
21.3% Safe
16.3% Excited
5.4% Amused
5.3% A part of something
1.8% None of the above

Striking the right tone can be challenging when
the nation is in crisis. Brands need to be sensitive
to the situation but should also provide some light
relief, so what’s the best approach to take?

Sentiment trends

Three leading themes emerged from our research.
A quarter of Brits are looking to their favorite
brands to make them feel valued and special, while
another quarter most want brands to inspire and
motivate them. A further 21.3% want to feel safe.
It’s interesting that there’s so little desire among
consumers for amusing brand content right now
(5.4%). And while being purpose-driven has been
big news for brands in recent times, only 5.3% of
respondents say it’s important that brands make
them feel like they’re part of something.

Men and women have similar priorities when it
comes to how they want brands to make them
feel, although men over-index for wanting to feel
amused (7% versus 3.9% of women). Looking at
the differences between the generations, we see
that older people especially want brands to make
them feel safe (24.1%), but this is only the third
most popular answer for younger people (18.4%).
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Please name one brand
whose marketing
you appreciate at
the moment:

Now we know how consumers want brands to
make them feel with their marketing, which
brands are actually doing a good job? We
asked respondents to name one brand whose
marketing they appreciate at the moment.
Amazon, Nike and Tesco were the top three.
Amazon have focused on lighthearted ads
promoting their low prices and hands-free music
changing with Alexa. Meanwhile, recent Nike
marketing campaigns have included the powerful
‘Don’t Do It’ anti-racism ad and inspiring tributes
to Kobe Bryant and the Williams tennis sisters.
Tesco have continued with their Food Love Stories,
tailoring the ads to reflect the current situation. Recent
spots in the series have included ‘Nan’s long-distance
roast lamb’ and ‘Jamie’s home school dinner stir fry.’
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What type of coronavirus
messaging are you happy
to hear from brands?
45.9% Good news/inspiration
45% How they’re helping at this time
37.9% Information on how to stay safe
31.2% Advice on adapting to the new normal
18% None, I’m bored of hearing about coronavirus
0.4% Other

Marketing trends

Coronavirus has dominated the headlines for
months now, so we wanted to explore how fatigued
UK consumers are by COVID-19 related messaging.
Surprisingly, only 18% of respondents said they are
bored of hearing this type of messaging from brands
(and all the demographics remain broadly tolerant of it).
In line with people’s desire to be inspired and motivated
by brands, respondents say they’re most interested in
receiving good news and inspiration around coronavirus
(45.9%). They’re only slightly less interested in hearing
how brands are helping out at this time (45%).
And despite the many public service messages we
receive from the authorities on how to stay safe
during the pandemic, this type of messaging from
brands remains popular with nearly 38% of Brits.
Advice on adapting to the new normal is the topic least
welcomed by consumers, but still, 31.2% of people are happy
to receive this type of information. And while the results
are pretty consistent among the demographics, men overindex a little bit for safety messages, whereas women are
more likely to want to hear what brands are doing to help.
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Thinking about marketing
images, which would
you prefer to see
depicted right now?

53.9% Our current norm

Marketing trends

Brands don’t always focus on reflecting reality
in their marketing - providing escapism or
something to aspire to is often the aim of
campaigns. In our current tough times, you might
think that the latter would be better received by
consumers. But our research shows Brits want
to see realistic portrayals of life right now.

25% Our previous norm

More than half of respondents (53.9%) say they would
prefer to see our current norm depicted in marketing
images, meaning people wearing masks and respecting
social distancing guidelines. A lesser 25% would prefer
to see life depicted as it used to be, before coronavirus,
while 21.1% don’t have a preference either way.

21.1% No preference

The results are broadly consistent across the
demographics, although men and people in
the older age group over-index for not having
a preference on marketing images.

i.e. people wearing masks
and social distancing

i.e. no social distancing
or mask-wearing
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How often are you happy to
receive email marketing from
brands you’re interested in?

8% Daily
22.1% Several times a week
29.1% Once a week
5.6% Once a fortnight
10.9% Once a month
7.2% Less frequently
than once a month

10.9% Not at all

Marketing trends

It’s not just messaging that brands should call
into question in troubled times - the volume
of marketing must be reconsidered too (and
not only for budgeting reasons). How often
is it appropriate to contact consumers? How
much is too much, how much is too little?
The great news for marketers is that UK
consumers remain very open to receiving
email communications from the brands they’re
interested in - the majority (54.8%) are happy
to hear from brands at least once a week.
The younger age group is most receptive to regular
contact, over-indexing for selecting “several times
a week” (16.8%). Meanwhile, men are nearly two
times more likely than women to not want to
receive marketing emails (11.7% versus 5.7%).
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Media consumption trends

49.4% Facebook

38% Instagram
24.2% Twitter

On which of
the following
social media
platforms do you
interact with
brands you’re
interested in?

14% Snapchat
11.4% Pinterest
11% TikTok
29.6% I don’t interact with brands on social media

43.4% Facebook

Are you using
any of the
following social
media platforms
more now than
you did a few
months ago?

32.2% Instagram
22.2% Twitter
13.5% Pinterest
11.4% Snapchat
9.2% TikTok
26.7% None
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Brits’ social media habits are
changing; 73.3% of respondents
say they’re spending more time
on at least one social network
than they did a few months
ago. Facebook is the platform
to benefit the most, with
43.4% of people saying they’re
spending more time on it.

Media consumption trends

This translates into more eyeballs for brands’ content
because Facebook is the number one social site
respondents visit to interact with brands (49.4%).
Instagram comes second, with 38% of people
going there to interact with brands - and 32.2% of
respondents say they’re using the platform more now.
Which of the two platforms you’re likely to be spending
more time on depends on your age - younger people
significantly over-index for Instagram. TikTok has also
seen a notable increase in use from those aged 1840. Nearly 21% of respondents in this age bracket are
spending more time there and 18.2% are interacting
with brands, showing it’s a platform with potential.
Another trend we see is that women are more likely to
have increased their usage of social media sites than
men, especially Instagram. 39.2% of women are spending
more time there versus 24.9% of men. And it’s a platform
where women are far likelier than men to engage with
brands (47.6% versus 27.9%). Meanwhile, men overindex for using and interacting with brands on Twitter.
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Shopping trends

Thinking about your shopping habits now
compared with before the pandemic, are you
more or less likely to shop in the following places?

Much more likely

31.5%

Local high
street
9.3%

More likely

37.4%

19.9%

16.2%

10.4%

15.8%

Neither more likely
nor less likely

27.3%

34.1%

38.2%

32.3%

56.2%

2.7%

27.8%

24.9%

31.2%

12%

1.1%

9%

14.4%

19.9%

10.5%

Online

Less likely
Much less likely

Out of town
superstore

Shopping
mall

Catalogue/
Teleshopping

6.2%

6.2%

5.5%
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The opportunity for e-commerce
has never been bigger - a
whopping 68.9% of Brits say
they’re now more likely to shop
online (including 31.5% who
are “much more likely”).
With the pandemic still rumbling on, shoppers
are less inclined to visit shopping malls and
out of town superstores, which have seen a
decline of 51.1% and 39.3% respectively in terms
of respondents’ likelihood to shop there.

Shopping trends
trends
Shopping

The local high street has taken less of a hit, with
36.8% of people less likely to shop there and 29.2%
more likely. Women are more likely to be avoiding
the high street than men; 39% say they are less
likely to shop there versus 34.1% of men.
Besides the internet, other forms of distance
shopping have also received a boost, with nearly
21.3% of people more likely to use catalogue and
teleshopping services. Women are more likely than
men to shop via these channels (23.2% versus
19.3%). Nearly 25.7% of younger people are also
more likely to use them than they were before.
People in the older age group show more reticence
to shop in potentially crowded places. Nearly
59.2% are avoiding malls versus 42.9% of younger
people and 44% are staying away from superstores
versus 34.6% of their younger counterparts.
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Shopping trends

It looks like omnichannel distribution has never
been more important; our data shows that
almost half of Brits prefer to do their online
shopping in a marketplace, like Amazon.

Do you have a preference for where you shop online?

46.7% Marketplace (i.e. Amazon)
15.1% Single brand website (i.e. Nike.com)
9.1% Multi-brand website (i.e. Net-a-porter.com)
29.1% No preference

Working with marketplaces means less control
and smaller profit margins, which is why many
brands have placed an increased focus on
direct to consumer sales instead - Nike has
completely cut ties with Amazon to do this. But
with so many consumers having a preference
for marketplaces, it’s a risky move.
Only 15.1% of respondents say they prefer to head
directly to brands’ websites to shop… but this rises
to nearly 20% of people in the younger age group,
which indicates D2C is on an upward trajectory.
It’s worth noting that men show more of a preference
for marketplaces than women. Nearly 53% of male
respondents say they prefer to shop in a marketplace
versus 41.2% of women. Women are more likely
to not have a preference where they shop online.
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Coronavirus has undoubtedly come as a great
blow to the economy, but how much of an
impact is it having on consumer spending?
Nearly 42% of Brits say they’re spending less,
but only 7.6% of those say it’s a “lot less”.
A further 34.4% of respondents say their spending
has been unaffected, while 23.5% are spending more.
When we look at the younger age group, 30.1% are
spending more while 36.2% are spending less, so the
impact on their overall spending is less pronounced.
The same is not true of the older age group, who
are being more cautious with cash; 47.3% are
spending less versus 17.1% who are spending
more. Meanwhile, women are more likely
to have increased their spending during the
pandemic than men (26.1% versus 20.8%).

Shopping trends

How has your spending changed since the start of the pandemic?

5.6% I’m spending much more
17.9% I’m spending more
34.4% I’m spending neither more nor less
34.2% I’m spending less
7.6% I’m spending much less
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In troubled times, businesses need to support their loyal
customers. But how? The number one action British
consumers want retailers to take is making stores safer.
Shoppers want to know about safety measures like social
distancing and sanitisation so they feel reassured to visit.
Reducing prices is also a high priority. It means
that marketing campaigns built around rolling
back prices are likely to be well received.
The third most important thing retailers should be doing
to support customers is improving their online offerings.
This means making sure a full product range is available
and that your site is beautifully optimised for mobile.
Making home delivery easier and more convenient
comes lower down the list, in fourth place, and is
followed by running special offers, in at number five.
The different age groups do have different priorities,
though. Reducing prices is the number one action
the older age group wants retailers to take. They also
give greater priority to running special offers (ranking
it fourth). Meanwhile, the younger demographic puts
more emphasis on having a great online offering.

Shopping trends

What should retailers be doing
right now to support shoppers?
(rank in order of importance)
1

Making stores safer

2

Reducing prices

3

Improving their online offerings

4

Making delivery quicker and more convenient

5

Running special offers
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Shopping trends

Please name one retailer who is doing a
great job supporting customers right now:
When we asked which retailers are doing a great job of
supporting customers through the pandemic, Tesco and Amazon
were the clear leaders, with Sainsbury’s a distant third.
Tesco reacted quickly to the pandemic, introducing a range of safety
measures in-store, extending opening hours and giving NHS and care
workers priority access to stores. The supermarket has more than
doubled the number of home delivery and Click+Collect slots available
(to 1.5 million a week), helping vulnerable people to get groceries.
Amazon also became a lifeline for Brits when lockdown came into
force. In response to surging demand, the marketplace took on
thousands of temporary workers. As strong demand continues,
many of these roles are being made permanent. Amazon say they
will have created a total of 10,000 new UK jobs by the end of 2020,
centred around three new, state-of-the-art fulfilment centres.
Sainsbury’s, meanwhile, have used Government data to contact people
who have been identified as clinically vulnerable to offer them priority
access to home delivery slots. And they’ve launched a Volunteer
Shopping Card to enable people to shop for others easily in store.
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Have you done any of
the following since the
start of the pandemic?

25.2% Taken up a new hobby
25.5% Started a new diet or exercise regime
21.8% Tried a new brand for the first time
21.7% Started learning a new skill
15.6% Attended an online event
19% Signed up to a subscription service
25.1% None

Lifestyle trends

With many people spending more time at home, it’s
provided an opportunity for shaking up old routines
and trying something new. A quarter of Brits say
they’ve taken up a new hobby during the pandemic,
rising to 32.4% of those in the younger age group.
Women are slightly more likely to have adopted
a new pastime than men (27.3% versus 22.9%).
Younger people, especially, are likely to be learning
a new skill; 28.3% of those aged 18-40 compared
with 15% of older people.They’re also more likely to
have started a new diet or exercise regime (27.8%
versus 22.9%). More than a quarter of people overall
are on a health kick, with those aged 18-40 the
most likely (29.1% versus 21.8% of older people).
More than 24% of UK consumers say they have tried a
new brand since the start of the pandemic, which may
have been the result of product shortages experienced
in some regions (ranging from toilet roll to pasta).
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Lifestyle trends

Just under 22% of people have started
learning a new skill, which could be motivated
by coronavirus-related job losses and furloughs.

The live event industry has been one of
the hardest hit by COVID-19, with West End shows

shut down and iconic festivals like Glastonbury cancelled. Some
events have opted to go virtual, but how interested are Brits
in online gatherings and performances? Nearly 16% of people
say they have attended an online event in recent months.

Meanwhile, the pandemic has been good for
direct to consumer brands and for digital
subscription services. 19% of people have signed up to a

new subscription service, although the younger demographic is more
likely to have subscribed than the older one (22.6% versus 15.4%).
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Lifestyle trends

How interested are you in these
social issues and causes right now?
Sustainability

Racism

Diversity &
Inclusion

Gender
equality

LGBTQ +
rights

Animal
welfare

Poverty

Very interested

22.6%

19.7%

17.4%

17.3%

13.1%

26%

20.4%

Interested

48.2%

33.5%

32.5%

31.6%

26.2%

37.5%

39.7%

27.1%

29.1%

33.3%

32.4%

33.3%

28%

29.9%

3.6%

9.9%

8.2%

9.2%

11.9%

5.3%

5.4%

3.3%

7.2%

8.3%

9.4%

15%

2.7%

4.3%

Neither interested
nor uninterested
Uninterested
Very uninterested
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From climate change to standing up to racism,
there’s a lot going on in the world right now.
Brands that champion social causes can
win hearts and minds but it can be hard for
marketers to know where to focus their
efforts. We asked UK consumers which issues
are currently of most interest to them.
Perhaps unsurprisingly given the increasingly
urgent messages from climate scientists, Brits say
sustainability is the issue they’re most interested in.
Nearly 71% of people are interested in the environment.
Animal welfare is also a biggie; 63.5% of people
are concerned about the treatment of animals,
with nearly 26% of those “very interested” in it.

Lifestyle trends

Meanwhile, LGBTQ+ rights is a little further
down the list, with 39.3% of people interested
in this topic. Conversely, it’s the issue people
are most actively disinterested in (26.9%).
Both the younger and older age groups are united in
their interest in animal welfare (both 63%) but outside
of this topic, the younger demographic shows more
interest across the board. The biggest differences
can be seen in gender equality (62.3% versus
35.8%) and LGBTQ+ rights (52.1% versus 27%).
Men also show less interest than women in every topic,
but especially in the area of gender equality, where
39.3% of men are interested versus 58% of women.

Poverty comes next, of interest to 60.1% of
people. Racism (53.2%), diversity & inclusion
(49.9%) and gender equality (48.9%) are issues
that around half of Brits are interested in.
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I’m more likely to holiday in my own
country than I was before the pandemic

Lifestyle trends

I’m more likely to exercise at home or
outside than I was before the pandemic

20.9% Strongly agree

20.5% Strongly agree

35.2% Agree

36.5% Agree

27.7% Neither agree nor disagree

29.2% Neither agree nor disagree

9.7% Disagree

9.1% Disagree

6.6% Strongly disagree

4.7% Strongly disagree

With tighter travel restrictions in place and coronavirus
impacting countries globally, travelling abroad has become
less attractive. More than half of Brits (56.1%) agree they
are now more likely to holiday at home. Women, in particular,
are more likely to consider a domestic break now than they
were before the pandemic (59.7% versus 52.3% of men).

After months of closure, gyms reopened in the summer…
but are Brits less inclined to go back? 57% of people
agree they’re more likely to exercise at home or outside
than they were before the pandemic. The younger
age group, especially, agree with this (64.4%). While
these new habits could be bad news for indoor fitness
establishments, they could mean increased opportunity
for outdoor activities and at-home workout providers.
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I’m more likely to spend time cooking
than I was before the pandemic

Lifestyle trends

I’m more likely to spend money on
items for my home/home improvements
than I was before the pandemic

20.9% Strongly agree

14.5% Strongly agree

38.8% Agree

35% Agree

29.4% Neither agree nor disagree

35.6% Neither agree nor disagree

8.4% Disagree

10.9% Disagree

2.5% Strongly disagree

4% Strongly disagree

Besides exercise, cooking emerged as another popular
way to pass the time during lockdown - with sourdough
bread becoming a particular fascination for many!
And it looks like it’s a habit that may have stuck.
Just under 60% of people say they are more likely to spend time
cooking than they were pre-coronavirus. This increased interest in
the culinary arts applies to all the demographics, but most likely to
get busy in the kitchen are women (63.9% versus 55.4% of men)
and younger people (63% versus 56.4% of people aged 41-65).

After spending more time at home looking at potentially
scruffy or dated interiors (and having to show them to
the world on Zoom) are we more inclined to redecorate?
Nearly half of Brits agree they are now more likely to
spend money on items for their homes or on home
improvements. People aged 18-40 are more likely to do
this than their older counterparts (57.1% versus 42%),
perhaps investing in setting up home working areas?
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I’m more likely to drink alcohol at
home than I was before the pandemic
15.8% Strongly agree
27.2% Agree
28.4% Neither agree nor disagree
14.2% Disagree
14.3% Strongly disagree

Lifestyle trends

We all know how stressful
the pandemic has been,
but has it turned us into a
nation of home drinkers?
The majority of Brits (56.9%) say they’re not
drinking any more at home now than they were
before. But 43% do agree their alcohol consumption
has increased (15.8% strongly agree).
Younger people are more likely to have increased
their home drinking than those aged 41-66 (46.8%
versus 39.4%) but equal numbers of men and
women are enjoying a tipple or two at home.
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Thanks for reading.
Before embarking on any new marketing campaign in 2021,
it’s crucial that you check-in with your target market - things
have shifted dramatically, and you don’t want to be on the wrong
side of the changes. And as this data shows, there are tons of
interesting opportunities to capitalise on, even though they’re a
bit different than they might have been at the start of 2020.
With Attest, you can gain fresh, relevant insight to inspire your marketing
strategy. It’s so easy to get started, just sign up for a free account.

Thanks for reading

Get in touch!
askattest.com
hello@askattest.com
+44 330 808 4746
/ attest-technologies-limited
/ @askattest
/ @askattest
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