
CHANGING TIMES
Business Survey Report: 2020 – 2021

saintnicks.uk.com



2020 - 2021

It goes without saying that 2020 was a difficult year. 

With the world changing so much in such a short space of time, we 
considered it essential to get a bird’s eye view of businesses and their 
respective sector challenges and opportunities, understand what we 
could do to help, and present as much value as possible.

This document is a top-line summary of some of our findings, 
presenting key themes and how they compare to brands globally.  



EXECUTIVE SUMMARY:

Immediately following the country’s first 
lockdown, we reached out to businesses
to see how they were faring, and how that 
measured up with what we were hearing 
around the world. The top-line themes we 
saw were as follows:

1. The majority of our businesses’ 
performance has been negatively 
impacted by the pandemic.

This aligns with the overall view 
presented by global CMOs, half of whom 
either expected or have experienced 
significant budget cuts. However, it has 
been the opposite picture for a lucky few 
in some fields.

2. Growth is still the main objective 
for almost every business.

We had assumed, perhaps incorrectly that 
many businesses were in ‘survival mode’. 
This however is not the case, with most 
still pursuing a growth agenda – but it may 
take longer than expected to recover.

3. Businesses are trying to find 
the balance between strategy 
and execution.

Businesses are looking to adapt and define 
their strategy in the wake of Covid-19, with 
the majority stating brand strategy as their 
most important capability over the next 
18-24 months. This is then supported by 
other capabilities that are focused on short 
term performance and ROI.

4. Digital is accelerating
(for everyone).

As the world is forced to ‘go digital’, 
we see businesses feel the need to invest 
in digital capabilities to generate and 
meet demand; finding new ways to 
communicate with, and sell to, an 
increasingly digital customer base.

5. As everything changes, 
so are we.

With changing needs and shifting 
landscapes, the saintnicks team and 
offer is evolving to better suit our clients, 
and help them take their brands further.



THE PANDEMIC EFFECT:

How businesses, and 
their peers around the 
world see the impact 

of Covid-19.



How would you rate the pandemic’s effect 
on your organisation’s performance?

THE PICTURE FOR BUSINESSES:
At least half of businesses were negatively impacted

THE GLOBAL PICTURE:
Big spending cuts, but many still predicting ‘business as usual’

THE PANDEMIC EFFECT:

44% of CMOs experienced mid-year 
budget cuts due to pandemic-
driven economic downturn.

Negative Neutral Positive

Business sectors most 
effected: charity, 
entertainment and arts, 
financial services, consumer 
retail

Business sectors least 
effected: materials 

manufacturing, local 
government, travel 

manufacturing, real estate

57% An average of 57% of CMOs believe the next 
18-24 months will represent ‘business as usual’, 
with hospitality, healthcare, IT and consumer 
products most positive about the immediate future.

SUMMARY:
These are challenging times, 
but green shoots are emerging.

What we’ve seen:
We all know that the pandemic has 
been brutal for many sectors, and 
business’ responses bear this out. But 
globally, despite almost half of CMOs 
experiencing mid-year budget cuts, 
many are looking at the future 
positively. 

What it means:
Depending on your industry, we say:  
go confidently but carefully. Consumer 
confidence may be growing steadily, 
but 2020 has taught us to expect the 
unexpected.

ADDITIONAL SOURCES: Gartner CMO Spend Survey 2020-21



THE ROAD TO RECOVERY:

How businesses and the wider 
world see their return to 

pre-pandemic performance.



What is your organisation’s strategic priority
for the next 12-18 months?

THE PICTURE FOR BUSINESSES:
The majority of businesses are focused on growth, not just survival

THE GLOBAL PICTURE:
Estimated time to recover to pre-Covid-19 sector GDP contribution

THE ROAD TO RECOVERY:

Growth
Survival
Rejuvination
Other

SUMMARY:
Growth is on the agenda, but it’s going 
to take time to recover.

What we’ve seen:
Encouragingly, rather than stay in the ‘survival 
mode’ that many adopted during the first few 
months of the pandemic, most clients aren’t 
just looking to survive, but thrive. However, even 
conservative estimates indicate it will take 
some sectors up to 5 years to recover fully to 
pre-pandemic levels.

What it means:
Despite optimistic commercial conditions, 
government support is beginning to recede and 
consumer confidence remains fragile. Plan your 
growth strategy carefully, and be patient. 

ADDITIONAL SOURCES: McKinsey survey of 2,174 global executives, June 1–5, 2020.

How long do you estimate it will take to return to 
pre-pandemic commercial conditions?
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THE PROGRESSIVE AND THE PRAGMATIC:

How businesses and their 
peers see their marketing 

investment priorities.



What do you see as your most important marketing 
capability in the next 12-18 months?

THE PICTURE FOR BUSINESSES:
Brand strategy is businesses’ priority, 
supported by ways to activate and monetise

THE GLOBAL PICTURE:
Brand strategy is the most vital marketing 
capability for 33% of CMOs

THE PROGRESSIVE AND THE PRAGMATIC:

SUMMARY:
Businesses are looking for balance: 
between setting a direction, and actively 
pursuing it.
What we’ve seen:
As the economic effects of the pandemic 
become more evident, so is the need for clear 
strategic direction for our clients and the 
brands they drive. But vitally, the focus on ROI 
has never been sharper – it’s no surprise to find 
businesses wanting new ways to generate 
demand, and at a global level, new ways to 
measure their efficacy.

What it means:
Don’t just settle for tactics. Spend time defining 
your brand strategy before optimising your 
channels and messaging. Always have the 
bigger picture in mind.

ADDITIONAL SOURCES: WARC, The resurgence of brand strategy, 2020

What do you see as your organisation’s most vital 
marketing capability?



THE GREAT ACCELERATION:

How businesses and other 
global brands are embracing 

the shift to digital.
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Where will you invest most of your marketing effort in the next 12-18 months?

THE PICTURE FOR OUR BUSINESSES:
A clear focus on digital marketing investment and infrastructure

THE GLOBAL PICTURE:
Acceleration of businesses towards eCommerce models: 10 years’ of growth in 90 days

THE GREAT ACCELERATION:

SUMMARY:
Digital transformation is 
happening at pace.

What we’ve seen:
As the world is forced to ‘go digital’, we see 
businesses feel the need to invest in digital 
capabilities to generate and meet demand; 
finding new ways to communicate with, and 
sell to, an increasingly digital customer base.

What it means:
At a time of great change, it’s imperative that 
you understand your customers’ evolving 
buying habits and purchase journeys, 
optimising your digital presence, and creating 
online experiences built to engage and convert.

ADDITIONAL SOURCES: McKinsey, ‘The Quickening’ 2020.



In a world of profound change we 
know what businesses are looking for.
But what about consumers?

This year, consumers will be 
seeking more…



Health and wellbeing

• 59% of consumers in Europe are now more conscious 
about their overall health as a result of COVID-19; 72% 
plan to eat and drink healthier as a result.

FMCG Gurus, May 2020

• 41% of US adults struggle with mental health issues 
related to the pandemic, increasing to 75% among those 
aged 18-24.

CDC, August 2020

In a world of profound change we 
know what businesses are looking for.
But what about consumers?

This year, consumers will be 
seeking more…



Connections

• 180 million more people used social media between 
July and September 2020 compared to the previous 
3 months — up almost 2 million users per day.

WeAreSocial, October 2020

• Between April and June 2020, the typical internet 
user spent almost 7 hours per day using connected 
devices, up by almost a quarter of an hour per day 
compared to Q1.

GWI, Q3 2020

In a world of profound change we 
know what businesses are looking for.
But what about consumers?

This year, consumers will be 
seeking more…



Convenience

• Daily average global e-commerce sales and traffic 
measured 7% and 3% higher respectively in August 2020 
compared to the previous year.

Nosto, Q3 2020

• Globally, the number of internet users in suburban areas 
that had purchased a grocery item online in the last 
month rose from 30% in Q1 to 34% in Q2 2020.

GWI, October 2020

In a world of profound change we 
know what businesses are looking for.
But what about consumers?

This year, consumers will be 
seeking more…



Peace of mind

• 63% of global consumers say that things in 
their country are on the wrong track.

Ipsos MORI, October 2020

Fairness

• Globally, 86% of surveyed adults surveyed agree that, 
‘I want the world to change significantly and become 
more sustainable and equitable rather than returning 
to how it was before COVID-19’.

Ipsos MORI, September 2020

In a world of profound change we 
know what businesses are looking for.
But what about consumers?

This year, consumers will be 
seeking more…



Trust

• 60% of consumers across 11 countries agree that during 
the crisis, they are turning more to brands they can trust.

Edelman, October 2020

• 73% of US adults said they were not too confident or not 
at all confident in technology companies’ ability to 
prevent the misuse of their platforms to influence the 
2020 presidential election.

Pew, September 2020

In a world of profound change we 
know what businesses are looking for.
But what about consumers?

This year, consumers will be 
seeking more…



Entertainment

• Consumers spent over $20 billion on mobile 
games in Q3 2020, up 5% from Q2.

App Annie, October 2020

• TikTok reached 100 million users in Europe in 
September 2020.

• Over 27m players attended Travis Scott’s 
Astronomical concert, hosted in Fortnite.

In a world of profound change we 
know what businesses are looking for.
But what about consumers?

This year, consumers will be 
seeking more…



saintnicks.uk.com

Business Survey Report: 2020 – 2021

If you want to know more about our business insights and consumer trends 
and how they might impact on your brand, get in touch we’d love to hear from you.

https://saintnicks.uk.com/contact/

