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2020 turned reality on its head. COVID-19, global protests, climate disasters, and a 
divisive US election – so much was ‘unprecedented’ that people grew sick of the word.

Stuck at home and facing huge uncertainty, people had time to dream up alternative 
futures for themselves, their family, and even wider society. In a year where scientists 
delivered a vaccine in under 12 months – something that would usually take closer to 
ten years – McDonald’s launched the McPlant burger that bleeds like meat but won’t 
destroy the planet, and (if you can remember that far back) the Korean film Parasite 
swept the Oscars, what’s real feels up for grabs. 

Yet if 2020 showed us anything, it’s that not everyone’s version of reality is the 
same. Misinformation, buoyed by authority figures and filtered through the lens of 
social media, has fragmented attention and fed divisive views about everything from 
vaccines and 5G to the US Postal Service. And with lockdowns restricting real-world 
interactions, people have become more susceptible to falling down the rabbit hole. 

Forget fusing cognitive horizons. Far from bringing the world together, the pandemic 
has heightened divisions and pulled back the curtain on existing inequalities. Even 
the reassuringly everyday – office life, packed trains, the high street – now makes little 
sense.  Once-easy decisions such as hosting Thanksgiving dinner or sending the kids 
to school can now spark a moral reckoning. Where there was once consensus, now 
emerges discord.

So, what next? 2021 will call for a pressure valve like no other. “Once the virus is 
contained and we have immunities, I think we will have a Studio 54 moment of excess 
and passionately intense re-engagement, where people will go out and misbehave 
without limit out of the sheer joy of being allowed to,” says Grant McCracken. Yet like 
many of our other 50 experts, McCracken is not naive in thinking that 2021 is going  
to be one long party. 

Right now, the fight is on. In the US election, record-breaking numbers of votes 
were cast on both sides – but one side’s victory party is the other side’s protest. 
The Everyday Rebels are crying out for a future that lives up to their values, fighting 
lockdown, climate change, police brutality, and claims of irregular voting. And out of  
the fire and the fury, grassroots ‘heroes’ are bridging the gap between the masses  
and those in power and forcing change to happen.

In 2021, we will rebuild the world and define a new reality – the ‘new normal’.  
What’s not clear yet is whose truth will win...

Seeing first-hand that the 
world can look different, 
people are battling to 
reset ‘normal’

The Canvas8 Expert Outlook

Canvas8 talks about the now. But we know – especially  
in times of uncertainty – that our clients like to look into  
the future.
 
Every year, we build a crystal ball full of authoritative voices, 
industry expertise, and Canvas8 analysis to uncover the 
key behaviours to watch out for. In our seventh installment 
of the Expert Outlook, we’ve pulled together 50 expert 
interviews, 15 reports, and one overarching theme to help 
you prepare for 2021.

Canvas8 Membership

But wait, it gets even better. Launching in January, our 
framework tool and supporting workshop will help you and 
your team apply Make Believe to your business challenges. 
And as we continue into 2021, access to the Canvas8 Library 
– an unrivalled resource for tracking consumer behaviour – 
team briefings, and exclusive events will ensure that you and 
your team continue to understand people and stay relevant 
to your audience. Members can also call on our analyst team 
for support and to gain access to our bespoke consultancy 
offering and expert network.
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Canvas8 expert panel
Agendas

Beauty

Shannon Peter
Beauty director and co-founder  
of the Painted Women project

Jeanine Recckio
Beauty futurologist and  
founder of Mirror Mirror

Brittany Brown
Founder and CEO of 
Project Beauty Media

Careers

Vipula Gandhi
Managing partner  
at Gallup

Dr. Heejung Chung
Reader in sociology and social  
policy at the University of Kent

Alec Ross
Author of The Industries  
of the Future

Communications

Dr. Crystal Abidin
Anthropologist 
of internet cultures

Dr. Xinyuan Wang
Research fellow at UCL’s  
Department of Anthropology

Dr. Stephanie Alice Baker
Senior lecturer in sociology 
at City, University of London

Fashion and Style

Jordan Anderson
Editor-at-large at NSS Magazine  
and online editor at Twin Magazine

Kim Jenkins
Assistant professor of fashion  
studies at Ryerson University

Emma Hope Allwood
Fashion writer, editor, 
and consultant

Citizenship

Leslie Mac
Founder of the Ferguson 
Response Network

Bel Jacobs
Writer and speaker on the  
climate crisis and animal rights

Bisila Bokoko
Global leadership expert  
and founder of BBES

Eating and Drinking

Dr. Anna Sulan Masing
Co-founder of Voices At The  
Table, Black Book, and Sourced

Eve Turow-Paul
Consumer behaviourist 
and author of Hungry

Lydia Richards
Certified sommelier and 
founder of Vino Concierge

Getting Around

Dr. Susan Kenyon
Lecturer in transport   
studies at CCCU

Claudia Adriazola-Steil
Deputy director at the WRI Ross  
Center For Sustainable Cities

John Surico
Research fellow at the Center  
for an Urban Future

Grant McCracken
Anthropologist and author 
of Chief Culture Officer

Jonathan Portes
Professor of economics and public  
policy at King’s College London

Debbie Hopkins
Associate professor in human  
geography at the University of Oxford

Hélène Landemore
Associate professor of political  
science at Yale University
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Canvas8 expert panel

Home and Relationships

Dr. Philip N. Cohen
Sociologist and demographer 
at the University of Maryland

Dr. Katherine Twamley
Associate professor 
of sociology at UCL

Lily Bernheimer
Founding director of 
Space Works Consulting

Luxury

Florine Eppe Beauloye
Founder of 
Luxe Digital

Dana Thomas
Journalist and New York Times  
bestselling author

Tara Donaldson
Executive editor at WWD  
and founder of The Diversity List

Money

Laura Whateley
Author of Money: A User’s Guide  
and award-winning journalist

Stephan Siegel
Professor of finance at  
the University of Washington

Anna Haotanto
Founder of 
The New Savvy

Shopping

Melissa Gonzalez
CEO of The Lion’esque Group  
and author of The Pop Up Paradigm

Steve Dool
Global head of brand 
partnerships at Depop

Dr. Barbara E. Kahn
Professor of marketing at  
the University of Pennsylvania

Health and Fitness

Joslyn Thompson Rule
Personal trainer and 
sports therapist

Dr. Anita Mitra
Gynaecology doctor and  
author of The Gynae Geek

Dr. Michael Ungar
Family therapist and professor  
at Dalhousie University

Technology

Barak Orbach
Professor of law at the 
University of Arizona

Kaiser Kuo
Editor-at-large 
of SupChina

Elodie Marteau
Futurist with expertise on  
future trends impacting Big Tech

Travel and Leisure

James Manning
International editor 
at Time Out

Rue Mapp
Founder and CEO 
of Outdoor Afro

Katie McAlister
CMO for TUI’s  
Northern Region

Media and Entertainment
Will Page
Former chief  
economist at Spotify

Alexandra Casson
Digital content editor  
and consultant

Dr. Paolo Ruffino
Lecturer in communication and  
media at the University of Liverpool

Jolyon Klean
Founder of 
Orca Sound Project



Expert Outlook 2021

Cultural
Agenda

Grant McCracken
Anthropologist and author 
of Chief Culture Officer

In 2020, COVID-19 brought a momentary sense 
of unity as the world tried to get to grips with the 
pandemic. People sought clarity and community 
online, clapped for carers, and found relief in the 
funny, the sweet, and the dystopian. But a year of 
lockdowns, job losses, global protests, and divisive 
politics means that a lot of people are going into 
2021 with uncertainty and anxieties hanging over 
them – both on a personal and societal level. Social 
inequality, misinformation, and climate disasters 
will continue to dominate the cultural conversation 
beyond COVID-19, so people will be  looking to 
brands to offer more than helpful gestures and 
entertaining distractions. They’ll be expected to help 
resolve some of the problems they contribute to.

We’re all now living in a world that feels 
filled with commotion and disruption and 
confusion, and we need to start thinking 
more about the infrastructural dynamics 
that are responsible for what happens on 
the surface.

“

Events to watch out for in 2021

Feb 7th

/ Super Bowl Mar

/ SXSW Online 2021 

Mar 6th: / Sydney Mardi Gras 
Parade

*ticketed event  
Apr 25th

/ 93rd Academy Awards 
Jun 11th  - Jul 11th

/ Euro 2021 / Copa América 2021
Jul 22nd - 25th

/ San Diego Comic Con  
Jul 23rd - Aug 8th

/ Tokyo Olympic Games

Oct 1st

/ Russia to launch Luna 25 
moon mission Dec 1st

/ Turner Prize, UK 
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Virtual Adaptations

COVID-19 forced cultural experiences online. 
From live-streamed concerts and synced-up 
Netflix binges to weekly sports, Fashion Week 
events, and art exhibitions, 2020 saw audiences 
embrace virtual alternatives like never before. 
In 2021, they will continue to experiment with 
digital channels (such as Twitch and Fortnite) 
for everything from therapeutic escapism to 
networking to protesting. With audiences clearly 
happy to adapt, expect cultural forms to further 
mutate even after ‘normal’ play resumes, whether 
that’s more Broadway adaptations topping the 
streaming charts or more political campaigning in 
gaming sensations like Among Us.

People will continue to embrace the 
convenience of digital culture

Party Time

After a long year of restrictions and cancellations, 
when countries finally turn a corner with the 
pandemic, there will likely be a prolonged 
moment of collective indulgence and celebration 
– something that has already begun in China, 
Taiwan, and Australia. Even with the pandemic 
ongoing, 2020 saw huge bursts of public 
energy – from young people raving in Europe to 
spontaneous post-election street parties, and 
even the various political protests. With big events 
like the Tokyo Olympics, Sydney Mardi Gras, and 
music concerts set to be scaled back and COVID-
safe, partying may continue to be spontaneous 
and centred around emotional moments rather 
than official entertainment.

People will look to let off steam – 
whether they’re allowed to or not

Family Home

During 2020, as homes became all-in-one offices, 
schools, and shelters, women disproportionately 
bore the brunt of facilitating this multi-use home. 
After decades of progress towards gender 
equality, mothers are much more likely to have 
taken on the additional burdens of childcare and 
housework. They’re also more likely to have lost, 
left, or cut down on paid work and more likely to 
have seen their mental health suffer due to the 
pandemic. But their power and responsibilities 
within the home have become more visible than 
ever. Gender equality is likely to be high on the 
agenda in 2021 as women seek to re-establish 
their roles within the family and the workplace.

Women will reassert their equality in and  
out of the home

Deep Divides

Joe Biden may be heading to the White House in 
2021 with a message of unity, but the US election 
results highlighted the enduring polarisation 
in America and beyond. Rather than providing 
a common enemy, COVID-19 and the ensuing 
infodemic have deepened rifts within populations 
and made it clear just how much people continue 
to inhabit different realities. From divisions over 
racial equality to the politicisation of science 
and the seemingly unstoppable QAnon omni-
conspiracy theory, people are feeling more 
alienated from each other than ever, and pressure 
is growing on technology platforms and media 
brands to clean up the information people receive 
and create more unifying spaces.

People will look to resolve polarisation 
as a priority

Cultural
Agenda
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Economic
Agenda

Jonathan Portes
Professor of economics  
and public policy at  
King’s College London

In the first half of 2020, as countries confronted 
COVID-19 outbreaks, economies were almost 
universally uprooted. Unemployment figures soared, 
businesses were shuttered, manufacturing was 
halted, and governments were forced to step in. In 
2021, as the promise of viable vaccines looks set 
to stabilise both the literal and economic health of 
the globe, there is the hope of positive recovery. As 
a hesitant confidence returns and people begin to 
shape their lives in a post-pandemic environment, 
some will be looking to let off financial steam while 
instability will continue for others. For governments, 
there is an opportunity to reset economic policies. 
For brands, there will be a need to mindfully respond 
to disparate needs. 

We’ve seen the largest fall in economic 
output in most countries in reported 
economic history. In 2021, we’ll see the 
rollout of the COVID-19 vaccine, so  
there is potential for an increase in 
economic confidence.

“

Events to watch out for in 2021

Jan

/ Brexit transition period ends
/ Joe Biden’s inauguration day

May 18th - 21st

/ Davos becomes Lucerne as the 
World Economic Forum’s annual 

meeting is postponed from 
January and will be relocatedMid-year

/ UK and Kenya to co-host a 
global education summit

Oct

/ NASA, the European Space 
Agency, the Canadian Space 

Agency, and the Space 
Telescope Science Institute 

plan to launch the James Webb 
Space Telescope

Nov

/ COP26 (postponed from 2020)

Ongoing events:

/ Impact of the RCEP – Asia’s mega trading bloc
/ Vaccine programmes
/ UK to host the G7 summit
/ New Zealand will host the Asia-Pacific Economic Cooperation 
summit virtually
/ The EU has announced plans to abolish Daylight Savings Time
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Local Investments

As remote working continues long term, where 
people spend their money could be redirected to 
more localised centres. This creates new spending 
moments as people replace daily coffees, travel 
costs, and working lunches with home comforts. It 
could also see a rejuvenation of local high streets 
– 80% of people globally feel more connected to 
their community in 2020. Brands concentrated 
around existing hubs – cafés, large commercial 
properties, and transport services – may need to 
pivot to reach people where they are. Nike’s Watts-
based store hired 85% of staff from within three 
miles of the branch while also supporting nearby 
charities and youth centres, demonstrating how 
global brands can tap into local needs. 

People will spend their money closer  
to home

Economic Indulgences

As vaccines are developed and people feel more 
confident going outdoors to socialise and shop, a 
desire to make up for lost time may push them to 
splash out on things they missed in the previous 
year. With 77% of Britons saying they’ve changed 
their approach to saving due to pandemic 
restrictions, they may indulge in long-desired 
items or experiences. Watches of Switzerland, 
the main retailer for Rolex in the UK, reported 
an 18% year-on-year rise in sales between July 
and October 2020, pointing to how Britons are 
already seeking joy in one-off extravagances. For 
brands, this points to an opportunity to encourage 
customers to treat themselves.

People will want to spend on everything 
they missed in the previous year

Imbalanced Recovery

The imbalanced impact of COVID-19 means 
that some people and businesses will be slower 
to regain financial confidence. In the UK, the 
lowest-earning workers were seven times more 
likely than the highest to work in sectors that 
had been forced to close. Globally, more than 
55% of women reported lost income as one of 
the biggest impacts of COVID-19, compared to 
just 34% of men. For many, 2021 will continue to 
present financial hardships, meaning brands may 
need to be more mindful of the varied experiences 
of their customers. The ability to rebuild long-
term robustness will depend on sustained 
economic stimulus from governments and other 
organisations. Consequently, the road to recovery 
may yet be precarious.

While some will rush to spend once 
restrictions ease, others will remain cautious

Sustainable Structures

The impact of 2020 created an opportunity to 
reset, and one consideration is how sustainability  
is interwoven into economic planning. At the start 
of the UK’s first lockdown, over half of Britons 
noticed cleaner air and only 9% said they’d like a 
complete return to normal. This could see them 
prioritising local and sustainable products, but 
given the cost barrier to such purchases, they may 
look to retailers to deliver on green credentials 
without increasing prices. With the UN declaring 
2021 the International Year of Creative Economy 
for Sustainable Development, all eyes will be on 
governments to shape meaningful approaches 
to the climate crisis, factoring in the challenges 
of COVID-19 while considering the economic 
implications of those changes. 

People will look to interlink economy 
and sustainability

Economic
Agenda
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Environmental
Agenda

Debbie Hopkins
Associate professor in 
human geography at the 
University of Oxford

The Australian wildfires may have dominated public 
attention at the start of 2020, but COVID-19 pushed 
the climate crisis out of the disaster spotlight for 
most of the year. Still, the pandemic will have a big 
impact on the conversation going forward, from 
governments considering ‘green recovery’ plans 
to individuals reconsidering their relationship with 
nature. With US President-elect Joe Biden set to 
rejoin the Paris Agreement and COP26 taking place 
in November in Glasgow, 2021 will be bookended 
by global climate talks. Having seen just how 
much change is possible in a moment of crisis, 
campaigners and citizens will push for more drastic 
measures from institutions and businesses, and 
they’ll have even less patience for green-washing.

Public awareness of climate change is very 
high and we will see that trickling more into 
behavioural change and support for policy 
in 2021... It’s possible that new greener 
habits formed in 2020 could continue into 
the future, but there is a limit to how much 
can happen without structural support.

“

Events to watch out for in 2021

Jan 20th

/ Inauguration of Joe Biden, US 
set to rejoin Paris Agreement

Feb 16th

/ How to Avoid a Climate 
Disaster: The Solutions We 

Have and the Breakthroughs 
We Need by Bill Gates (book)

  Jun 5th

/ World Environmental 
Awareness Day 

Nov 

/ COP26, Glasgow 
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Climate Literacy

Climate change is such a huge issue that, often, 
only the clearest stories cut through. It’s why the 
One Trillion Trees initiative gained steam in 2020, 
even as experts questioned how helpful it would 
be. People worldwide feel that fellow citizens and 
the government hold roughly equal responsibility 
for maintaining the health of the environment, 
but most don’t know how to tackle the issue or 
face hurdles in doing so. As a result, the media 
is driving a heightened focus on climate change 
stories going into 2021, with the Covering Climate 
Now alliance pledging to keep the subject front-
of-mind. Brands can play a role in telling powerful 
educational stories to help close the climate 
literacy gap.

People will seek stories that help them 
understand the climate crisis

Holistic Critics

Brands are responding to concerns about the 
climate crisis and are doing more than ever in 
terms of sustainable production and recycling 
initiatives. But with consumers becoming more 
informed about the complex nature of their impact 
on the environment, they’re demanding that 
companies do the same – green-washing will not 
fly. For example, instead of just celebrating how 
electric vehicles reduce reliance on fossil fuels, 
there’s a developing conversation around how 
they’re produced, what minerals are required, 
and how batteries are disposed of. Similarly, 
famous campaigners such as Emma Watson and 
Leonardo DiCaprio are being called out for their 
frequent flying habits. 

People will think more broadly about 
their environmental impact  

Intersectional Environments

Historic discrimination means that indigenous 
people and other communities of colour are 
often the most impacted by environmental 
issues, but their perspectives and activism have 
long been sidelined. This was exemplified by the 
editing out of Ugandan climate activist Vanessa 
Nakate from a photo of her peers, and Extinction 
Rebellion’s reckoning with race and class. Going 
into 2021, environmental research and activism 
are becoming increasingly intersectional, and 
there will be pressure on brands to ensure they 
consider the social, racial, and economic context 
of their climate initiatives and look to foreground 
activists like Intersectional Environmentalist who 
understand the interplay of these issues. 

People will consider sustainability issues 
in the context of social justice

Natural Habitats

In 2020, with the world moving at a slower speed, 
people had more time to pay attention to and 
appreciate the natural world. Britons spent 
more time outdoors, internet users watched a 
pair of pandas hook up, and people celebrated 
successful rewilding programmes. While much of 
the viral coronavirus content around nature was 
misleading, the desire to engage more with green 
spaces is real. Brands have an opportunity to 
facilitate rewilding experiences, whether through 
outdoor initiatives such as Slow Ways or epic, 
persuasive content like David Attenborough’s A 
Life on Our Planet and Patagonia’s Public Trust.

People will look for ways to amp up  
their rewilding

Environmental
Agenda
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Political
Agenda

Hélène Landemore
Associate professor of political 
science at Yale University

Protests, political misinformation, and the pandemic 
– 2020 has been defined by urgency, precarity, and 
anxiety. While politicians balanced COVID-19-related 
decisions with economic ones, people cried out for 
their civil rights across America, Hong Kong, and 
Nigeria. But as they came together to demand change, 
misinformation and conspiracy theories gained 
precedence online, threatening to radically undermine 
democratic processes. Though social fragmentation 
intensified, 2020 can also be seen as a year in 
which people stood up for social issues. Allyship 
was recognised as vital to racial equality, brands’ 
performative gestures became transparent, and in 
light of the infodemic, people began scrutinising what 
they read and heard. With 78% of young Americans 
saying brands must speak out against injustices, 
inaction could lead to brand disloyalty in 2021.

It’s one thing to talk about CSR and it’s 
another to actually put your money where 
your mouth is and really take care of 
people. I think with visionary political 
and industry leaders, this is where some 
societies could go in 2021.

“

Events to watch out for in 2021

Q1

/ Senate confirmation of 
Joe Biden

Jan

/ New UK-EU relationship begins
/ US inauguration 

Feb

/ World Sustainable 
Development Summit 
/ Black History Month (US)

Mar

/ Two Session meetings in China
/ International Women’s Day

May

/ Anniversary of George 
Floyd killing

Jun

/ Pride Month
/ UN Special Session 

on corruption Oct

/ Black History Month (UK)
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Kinder Capitalism

In the face of police brutality, political 
misinformation, and COVID-19, people grew 
weary of capitalist systems in 2020.  
As the pandemic exposed the vulnerabilities of 
key workers and WFH policies saw people rethink 
the rat race, capitalist exploits were recognised 
and people realised the value of those who are 
overlooked and underserved. In the UK, 70% of 
people believe the pandemic demonstrated the 
importance of immigration in running essential 
services. Wise to social issues – and how brands 
must structurally and financially respond – 
people will cast a critical eye over the capitalist 
system in 2021 and look for more equitable, 
kinder futures. For brands, this means putting 
people before profits. 

People will want capitalism to better 
serve them and their communities

Eat the Elite

Before the pandemic, economic inequality was 
causing mass frustration with the global elite, 
and when COVID-19 caused the wealth of the 
1% to surge, exposing the haves and the have-
nots, a touchpaper was lit. Black Lives Matter 
ushered in deep reflections of racial privilege 
while young South Koreans turned against ‘Gold 
Spoons’. Tired of nepotism and inequality, people 
will continue to call out injustices and push for 
action in 2021, turning to brands for assistance 
in their endeavours. Putting honest effort into 
supporting a movement may guarantee brand 
loyalty – 46% of Americans believe taking a stand 
leads to credible change. 

People will continue to protest 
inequalities and demand action

Playful Participation

When it comes to political processes, people 
are feeling discouraged. In Australia, political 
disillusionment is on the rise, and the brutality 
of the Nigerian regime has been exposed. As 
traditional systems of governance start feeling 
out-of-touch and dated, people could start 
entertaining political innovations in 2021. From 
playing politics in Animal Crossing to foiling  
rallies through TikTok, people are already  
exploring ways to engage in citizenship. And with 
75% of Americans feeling that they lack influence 
in governmental decisions, the appetite for active 
participation is there. While governments could 
reshape participatory structures, brands can play 
with engaging people politically. 

People will want to engage with citizenship 
in innovative ways

Trusted Leaders

Faith in democracy has been dwindling since the 
start of the 2010s, but the polarised discourse 
and misinformation that have been omnipresent 
through 2020 have left people wanting democracy 
to live up to its promise. As various scandals 
reinforce the notion that the economic and 
political elite are outside of governance, alongside 
well-documented representational failings, it’s 
easy to see why 52% of people are dissatisfied 
with democracy. Gen Yers are especially aggrieved 
and have emerged as the most disillusioned 
generation with democracy in living memory. 
Against this backdrop, calls are mounting for Big 
Tech firms to protect democracy and strengthen 
their position against bad actors.

People will want democracy to work 
better

Political
Agenda



With COVID-19 disrupting major beauty touchpoints 
and trends, 2020 saw brands pivot to cater to the 
needs of increasingly discerning, home-bound 
consumers. Swapping socialising for self-care, 
people are no longer looking for glamour but are 
instead finding solace in their beauty routines. 
Whether they’re seeking out unfiltered images of 
product success, retreating to their bathrooms for 
mood-boosting rituals, or protecting their skin from 
the side-effects of mask-wearing, 2021 will see 
people place more value on functional beauty that’s 
centred around conversation and care. 

EXPERT OUTLOOK 2021: MAKE BELIEVE
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Beauty Outlook 2021
Sensorial Moments

In 2021, we’ll see an increased focus on the sensation 
of beauty – that inexplicable dopamine hit that you get 
from a product. During the pandemic, people have been 
looking to beauty as an emotional crutch. They’re turning 
their bathrooms into sanctuaries and, increasingly, beauty 
moments and rituals have become about taking time out 
for ourselves rather than being performative. The amount 
of time people are spending on their make-up has dropped. 
Instead, people are investing in skincare more than ever. 
With the pandemic granting people time to indulge in 
treatments they didn’t before, a major opportunity for brands 
is the increased amount of time that people will spend on 
beauty. We will see beauty rituals expanding with more body 
oils, body brushing, and body masks hitting the market, and 
a growing focus on sensorial properties as people look to 
get the most out of their beauty moments. 

Shannon Peter
Beauty director and co-founder 
of the Painted Women project

People are seeking comfort, so they will use beauty  
as a way to boost their mood

Hygiene Heroes

With COVID-19 pulling many traditional beauty touchpoints 
into question, consumers are expecting brands to adapt 
and evolve their offerings to meet new anxieties around 
health and hygiene. We’ll see a lot of innovation around the 
idea of a ‘clean’ beauty experience, with the concept of self-
cleaning packaging and materials set to become more and 
more important to consumers. The impact of mask-wearing 
will also need to be incorporated into beauty routines, with 
specialised mask creams and masks infused with beauty-
boosting ingredients set to hit the market. Additionally, 
the question of how brands can recreate intimate in-store 
beauty experiences while keeping consumers feeling 
safe will become increasingly important. Whether they’re 
rethinking online shopping channels to better cater 
to product discovery or introducing smart filters, we’ll 
see brands switch up their methods of distribution and 
showcasing to meet consumers’ new health priorities.

Jeanine Recckio
Beauty futurologist and founder 
of Mirror Mirror

With COVID-19 top-of-mind, people will seek out 
beauty products that prioritise hygiene
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CASE STUDY

ROSEN Skincare
Taking the guesswork and synthetic 
feel out of specialised skincare, Rosen’s 
products aim to normalise acne. The brand’s 
messaging features people showing their 
skin conditions and it posts unfiltered before 
and after success stories from its shoppers. 
It is all about making acne an everyday part 
of the beauty conversation. 

Beauty Outlook 2021
Indie Influence

Branding in beauty is shifting from aiming for a perpetuated 
beauty ideal to how a group of people can identify with this 
product and company. Commercials used to show how 
using a product would help you look like a model, but moving 
forward, people don’t want to reach these unachievable 
societal standards because they aren’t real. Instead, 
people are demanding to feel seen and heard within beauty 
marketing and advertising, which is increasing consumers’ 
preference for a more relatable, home-grown style of 
beauty brand. As this grows, we are going to see traditional 
influencer culture struggle and more power will be given 
back to the consumers. They will be the influencers and the 
drivers of the product. Big players such as Fenty are already 
using unknown faces to launch products, so we’re seeing the 
shift taking place in a wider commercial sense. 

Brittany Brown
Founder and CEO of Project 
Beauty Media

People will rebel against traditional influencer culture

Read the full report on the Library

https://www.canvas8.com/content/2020/11/30/beauty-expert-outlook-2021.html
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For better or worse, 2020 saw people’s relationships 
with work irrevocably transformed. As we head 
into 2021, the gig economy – born out of the 
last recession – is becoming more specialised 
than ever. With no end in sight, the mass shift to 
remote working is set to pose new challenges 
for organisations, especially around employee 
engagement and wellbeing. And for many people, 
lockdowns have renewed the importance of 
flexibility – carrying implications for how employers 
and individuals engage in the world of work.
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Careers Outlook 2021
Virtual Leaders

High employee engagement is always a big business 
advantage – and it’s an even bigger one during a recession. 
An organisation can have great strategies behind market 
leadership and own the technology to support that strategy, 
but the rubber really meets the road on how its managers 
are inspiring and driving performance at the team level. 
Managers are responsible for up to 70% of the variance 
in team engagement (and, therefore, their performance) 
and they are key to optimising it. But at the moment, the 
science of management has outstripped the practice of 
management. In 2021, business leadership and human 
resources will have to focus on upskilling managers and 
supporting them, making sure that they have buy-in around 
their own roles in boosting organisational performance. 
Leaders will need to become performance coaches.

Vipula Gandhi
Managing partner at Gallup

Managers are key to retention, so they will need  
to step up to become performance coaches

Flexibility First

For many, the pandemic has reinforced the desire for 
flexibility. There has been an increase in people wanting 
to reduce their hours to spend more time with family and 
work flexibly on the whole. Work culture could be shifting 
to something more similar to the flexible, remote, and 
shortened work weeks in places like the Netherlands 
and Germany. But this will also play out according to a 
segmentation of the labour market. Professionals with 
stable jobs will be prioritising work-life balance and enjoying 
that, whereas for people in more vulnerable sectors – those 
who are perhaps younger and without so much negotiating 
power – pandemic insecurity will mean that competition 
has intensified. But this could also be a great time for 
restructuring and rethinking work. What are the most 
prioritised elements of work in our society and how can 
they be done better?

Dr. Heejung Chung
Reader in sociology and social 
policy at the University of Kent

People want autonomy over how and where they work
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Collective Benefits
Collective Benefits is building the first 
benefits platform for self-employed 
individuals. It also helps businesses keep 
their self-employed workforce loyal, 
engaged, and productive by offering 
insurance, benefits, and perks designed 
specifically for freelancers.

Geared-up Gigging

The gig economy is simultaneously evolving and devolving. 
During the pandemic, we’ve seen some gig workers become 
viewed as indispensable. The gig economy is also evolving 
to incorporate increasingly specialised forms of work. 
People in industries like engineering, for instance, are now 
able to heavily curate their work, performing very expensive 
forms of labour in a distributed, project-based way. However, 
it’s also devolving in the sense that we are seeing less gig-
based work on some of the big platforms like Uber and 
Airbnb. Supply is higher, but there is less demand – people 
who previously would have done employer-based work are 
pushing into gig-based work because they have to. We’re 
seeing a Mad Max-like devolution of certain forms of gig 
work and a Star Trek-like evolution of high-end forms of gig 
work. Over the next decade, individuals on the higher end 
are going to be operating from a position of empowerment – 
and demanding better benefits.

Alec Ross
Author of 
The Industries of the Future

Gig workers are becoming more empowered, so they 
will expect better benefits

Careers Outlook 2021
Read the full report on the Library

https://www.canvas8.com/content/2020/12/careers-expert-outlook-2021.html


At the start of 2020, ‘CSR’ was seen by many people 
as an empty buzzword that inspired cynicism. Then 
came the COVID-19 pandemic, a global racial 
reckoning, and a polarising election campaign, 
all of which exacerbated uncertainty and anger. 
People turned to brands for meaningful action, but 
their efforts achieved varying degrees of success. 
For 2021, the expectation is more and better – a 
genuine commitment to equity and diversity, an 
empathetic approach to communications, and 
consistent brand strategies across external and 
internal policies.

EXPERT OUTLOOK 2021: MAKE BELIEVE
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Citizenship Outlook 2021
Authentic Action

This was a year where it was enough to just say ‘Black Lives 
Matter’ or ‘we stand with women’. 2021 is when folks are 
going to demand action. People are asking brands how 
they’re changing their internal structures, how they relate  
to their customers, and how that aligns with the things 
they’ve said. Allyship is people realising they’ve got to get 
clear on where their power exists and what they can and 
need to do with that power. The smartest thing a brand 
can do is show why and how they’ve changed. The ‘how’ 
and ‘why’ are critical to building trust so audiences don’t 
think brands just flipped a switch one day. No – we read, we 
studied, we talked, we’ve understood why these things were 
harmful, and now we’re changing course because we want  
to do things differently. 

Leslie Mac
Founder of the Ferguson 
Response Network

Fed up with empty statements, people will want  
to see brand processes as well as promises

Mobilising Many

The health and climate crises that we’re in are laying the 
groundwork for radical change. There’s a new emphasis on 
consumer choice. People have been feeling disempowered 
and frightened by what’s going on in the world. Now, they 
want to use their skills to take action. Dr. Ayana Elizabeth 
Johnson has a podcast called How to Save a Planet. Her 
quote is key to the activist movement: “A failing of the 
climate movement is that we’ve been asking everyone to do 
the same thing as opposed to what you’re good at, and how 
can you bring that?” This new form of activism starts by 
asking, ‘What can you do? What are the skills you can add 
to this?’ If you’re amazing at graphic design, come up with a 
graphic design campaign that speaks to your peers or the 
wider public.

Bel Jacobs
Writer and speaker on the  
climate crisis and animal rights

Meaningful change is about bringing individual  
action and corporate response together
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The Aspire Artemis 
Foundation
The Aspire Artemis Foundation is 
committed to improving the lives of girls and 
women from vulnerable and disadvantaged 
backgrounds through innovative early 
interventions, education, and training. The 
organisation’s activities strive to bridge the 
gaps between theory, policy, and practice.

Connect with Heart

The world of brands is changing. COVID-19 has opened 
up people’s eyes and they’re connecting to brands from 
a different perspective. Brands are becoming much more 
personal – they’re giving people something back. I believe 
you have to cater for kindness. You have to show your 
heart. What is the heart of your company? Marketing and 
branding strategy has to lead from the heart. Social media 
brings brands closer to the people, so businesses that are 
not active there need to create Instagram Lives and really 
understand and involve people in the conversation. There’s 
a need to help make people happy, even in adversity. Bring 
a positive message, use a sense of humour – we’re going to 
need a lot of that.

Bisila Bokoko
Global leadership expert and 
founder of BBES

People will want a committed relationship with the 
brands they love

Citizenship Outlook 2021
Read the full report on the Library

https://www.canvas8.com/content/2020/12/01/citizenship-expert-outlook-2021.html


From weddings on Zoom and play-dates over 
Minecraft to unemployment communities on Reddit 
and activism on Instagram, 2020 was the year that 
digital communication platforms morphed into 
cross-purpose, cross-generational tools used for 
work, play, and everything in between. But with 
COVID-19 conspiracy theories raging and BLM 
protests increasing social divisions, misinformation 
has ramped up, further damaging trust between 
users and platforms. In 2021, flexible etiquette around 
communication will likely stick around, but platforms, 
brands, and influencers will need to regain trust by 
creating environments that are fit for purpose. 

EXPERT OUTLOOK 2021: MAKE BELIEVE
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Communications Outlook 2021
Express Yourself

For a long time, influencers and celebrities have been 
seen as mainly a marketing tool for products and services, 
but with the events of 2020 putting a spotlight on brand 
and influencer values, perceptions of their authority and 
credibility are changing. When celebrities take to social 
media, people are no longer just looking for behind-the-
scenes footage. They’re looking for politics and for them 
to come down from the pedestal of celebrity and be 
ambassadors – like John Boyega during the BLM protests. 
People want to move away from polarising networks, but 
there are influencers for every trend and on every side of 
the fence, so influencers that share clear and persuasive 
messages that educate and inform can cut through to a  
wide audience. Brands can also stand for causes, but 
because people do their research, they need to have a  
track record and make sure that their principles line up  
with their statements.

Dr. Crystal Abidin
Anthropologist 
of internet cultures

Brands and influencers will no longer be 
able to stay silent on big issues

Etiquette Evolution

COVID-19 flipped social norms in communication. At work, 
people would previously have travelled long distances for 
meetings, which was perceived as a form of authenticity 
and formality. Such practices have been significantly 
compromised during the pandemic. Many were ‘forced’ to try 
online conferences and, for some, it has been eye-opening. 
Meanwhile, in private communication, it is common to see 
people actually have more frequent communication with 
relatives and friends that they would neither call nor meet 
face-to-face before. In the future, the practice of offline 
meetings will bounce back and most people would have 
developed screen fatigue. However, online communication 
has been fundamentally destigmatised – the moral 
judgement upon online communication being less formal or 
less authentic has been largely rebutted. It is very likely that 
online meetings will remain a major alternative or become 
the routine on a massively larger scale in workplace and 
private communications.

Dr. Xinyuan Wang
Research fellow at UCL’s  
Department of Anthropology

Unspoken rules around communication may  
have been broken forever
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Trust Issues

Consumers are becoming more aware of potential issues 
arising from digital communication (such as data mining, 
privacy, and misinformation) due to the attention given 
to these issues in the media. In general, there’s a deep 
distrust of social media companies because people have 
a better understanding of their business models, which 
profit from outrage and engagement. This year, we saw 
several Big Tech firms take the unprecedented move to 
work together to combat misinformation in response to 
COVID-19. Despite these efforts, many of the underlying 
issues around misinformation persist and one would expect 
it to be rife in 2021, particularly around vaccines and political 
conspiracies. With governments threatening regulation, tech 
companies will need to re-establish trust with consumers 
and show they can protect their users from misinformation, 
whether this takes the form of revising their algorithms or 
removing/demoting problematic posts.

Dr. Stephanie Alice Baker
Senior lecturer in sociology 
at City, University of London

The COVID-19 ‘infodemic’ has seen trust in  
Big Tech hit an all-time low

Communications Outlook 2021

Logically
Logically is a social initiative that combines 
artificial and human intelligence to combat 
misinformation and restore trust in news 
media. App users can submit their own 
claims to check, and the service even live 
fact-checked the US Presidential debates 
using a scrolling timeline to flag claims. 

Read the full report on the Library

https://www.canvas8.com/content/2020/11/30/communications-expert-outlook-2021.html


2020 saw eating and drinking largely limited to 
people’s homes – and that’s not likely to change 
in the year ahead. As hospitality venues are set to 
remain somewhat restricted for the foreseeable 
future, people are reimagining their dining spaces 
and embracing experimentation. It’s all about a 
DIY approach – from growing your own produce to 
educating yourself on the origins of produce and food 
cultures. Additionally, with a greater awareness of 
both nutrients and supply chains, people will expect 
brands to satisfy more than tastebuds. 

EXPERT OUTLOOK 2021: MAKE BELIEVE
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Eating and Drinking Outlook 2021
Domestic Connoisseurs

There is a knowledge quest that’s happening from the 
consumer. Restaurants and bars were once seen as a place 
to gain knowledge when you go out – having that interaction 
with front-of-house staff is a gateway to learning about food 
and drink. However, that kind of conduit has been thinned 
out. It will be interesting to see where people will find that 
knowledge instead. It will still be in the restaurants, but that 
might not be the driving force. Instead, it could be in things 
like reading the wine list before the reservation. In terms of 
delivery, again, people want to have that information and 
connection, like getting a delivery box with an online tutorial. 
It feels engaging as they learn. People will respond to 
prompts to go and investigate on their own, conducting their 
own research.

Dr. Anna Sulan Masing
Co-founder of Voices At The  
Table, Black Book, and Sourced

Without traditional expertise, DIY discovery will be the 
new normal

Diverse Diets

In 2021, there’s going to be an increasing acceptance and 
celebration of more diverse ways of eating as ingredients, 
traditions, and food cultures become less homogenised. 
Food culture has become white-washed around the world, 
and I would anticipate the pendulum is going to start 
swinging in the other direction. People will start to think 
about what grows locally, who the local talent is, how we’re 
celebrating skill sets, traditions, origins, and creativity. 
There’s also a deep yearning for connection and community 
that’s going to transform the way people identify and 
connect with food and beverage brands. Most likely, brands 
that do a really good job of creating community were already 
doing a really good job of conjuring this sense of connection 
– and that’s going to grow in importance in the years to come.

Eve Turow-Paul
Consumer behaviourist 
and author of Hungry

People will be hungry for equitable access to food
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Lifting Spirits

Since 2015, the drinks industry has really focused on 
premiumisation. Craft beer, in general, has not gone that 
well, but then you see premium wines, premium craft 
distillers making this huge jump. Obviously, the pandemic 
happened and it shuffled everything. In 2021, I think we’ll  
see people being more conscious about what they’re 
drinking. I think their beverage experiences in terms of 
alcohol are going to change. It’s not going to be just ‘drink 
because I feel stressed or sad’. People are going to find 
creative ways to have these drinking experiences at home 
because the holidays are coming and so on. The virtual 
gatherings, the virtual happy hours – that’s something that 
brands can touch upon. If you’re engaging with consumers 
at that level where you create a beautiful experience at 
home or support those experiences, that’s become really 
important because people are trying to find creative ways  
to make their home lives a little bit better.

Lydia Richards
Certified sommelier and 
founder of Vino Concierge

Conscious consumption will level up in the  
post-pandemic era

Oranj
Natural wine store Oranj has set up 
clubORANJ, a monthly membership that 
includes a sommelier-curated case of wines, 
an accompanying artist-commissioned 
poster, and access to virtual wine tastings. 
The elevated subscription model blends 
food and art, proving brands can offer more 
than just tastings inside the home.

Eating and Drinking Outlook 2021
Read the full report on the Library

https://www.canvas8.com/content/2020/12/02/eating-and-drinking-expert-outlook-2021.html


2020 thrust fashion and style into an existential 
crisis. As lockdown measures cancelled public life, 
style beyond the rectangle of a Zoom call became 
obsolete. But just as fashion brands were poised 
to play second fiddle to the pandemic, they were 
called to the fore – not for their wares, but for their 
ideals as people demanded corporate backing for 
the anti-racism movement. 2021 is likely to continue 
this trajectory. People are treating fashion as an 
aesthetic expression of their values, rather than 
considering style as an end in and of itself.

EXPERT OUTLOOK 2021: MAKE BELIEVE
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Fashion and Style Outlook 2021
Amplifying Voices

After COVID, the fashion industry is going to change. 
Not the art of design but the system of fashion itself will 
change. It could either become exclusive as budget cuts 
limit young designers and creators or more inclusive as 
the industry abandons old traditions, like fashion shows, in 
search of something less traditional. Within these broader 
changes, there are shifting attitudes when it comes to social 
responsibility. It’s no longer a matter of speaking about 
issues but, instead, allowing people and groups to speak for 
themselves. This is a big step from assuming what people 
want to see or hear. That’s part of the power of collaboration. 
Brands like Gucci have improved in terms of speaking on 
social issues because they’ve improved on their team – both 
internally and through a lot of collaborations with young 
Black artists – meaning that the brand amplifies voices 
instead of speaking for them.

Jordan Anderson
Editor-at-large at NSS Magazine  
and online editor at Twin Magazine

People will be given space to make their 
own demands

Ideological Outfits

In the wake of the pandemic, we’re seeing an ideologically 
polarised landscape, which is coming through in what we 
wear. We’re seeing it with masks – some people are angry 
and resentful because they feel like their voice isn’t heard, 
so clothing is a space where they can be self-governed. 
Fashion and logos are becoming a shorthand for political 
ideologies, with items like the polo shirt being co-opted 
by White supremacists in the recent past. Especially with 
menswear, people are saying: ‘I want to wear this as a signal 
that I’m aligned with this belief system’. A lot will be riding on 
brands in terms of who they associate with. If you’re a luxury 
brand with a queen, leader, or First Lady who loves your 
clothes, but you don’t love their politics, how do you navigate 
that? There’s a desire to be neutral or diplomatic, but in an 
increasingly polarised world, is there such a thing as neutral?

Kim Jenkins
Assistant professor of fashion 
studies at Ryerson University

Belief systems will be aligned with fashion choices
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Building the Archive

When I interviewed Virgil Abloh in 2019, we talked about 
the idea that streetwear, as we’ve come to think about it, 
might die in that it’s no longer going to be about who has 
the newest, shiniest, box-fresh piece. Instead, it’s going to 
be about looking into your personal fashion archive and 
pulling out something other people can’t just go into a shop 
and buy. The new status symbols are old things. Getting 
something vintage can be much more exciting, credible, 
and ethical than buying a brand new item. On one end of 
the spectrum, that means iconic designer archive pieces. 
At the other end, that might be finding a vintage Nike item 
on Depop. In the years ahead, there will be more focus on 
building a personal archive of clothing and having it be 
something unique to you – an expression of your knowledge, 
style, and beliefs, whether that’s shopping sustainably or 
buying brands that you align yourself with.

Emma Hope Allwood
Fashion writer, editor, 
and consultant

Fashion fans will take a pastiche approach  
to formulating their style

Telfar
Telfar is tapping into fashion’s move away 
from price-based exclusivity. Its slogan 
(‘Not for you, for everyone’) alludes to this, 
while its iconic, vegan leather tote bag is 
affectionately called the Bushwick Birkin 
since it boasts the cultural cachet of a Birkin 
bag, “but for those who don’t have Hermès 
kinda coins.”

Fashion and Style Outlook 2021
Read the full report on the Library

https://www.canvas8.com/content/2020/12/fashion-and-style-expert-outlook-2021.html


2020 was meant to be the year public transport 
helped everyone travel sustainably, but COVID-19 
has diminished faith in the safety of these services. In 
2021, that trust will be built back with the help of more 
practical options, such as e-cargo bikes, and inclusive 
innovations that ensure the recession doesn’t deepen 
the mobility divide. As people become more local-
minded, secure travel will also be high on the agenda. 
A renewed focus on road safety will emerge as streets 
become battlegrounds between micro-mobility users, 
delivery vehicles, and cocooning drivers. 
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Getting Around Outlook 2021
Mobility Inclusion

There’s a lot of excitement around mobility-as-a-service 
at the moment, but these brands have to start thinking 
differently about who their audience is. There’s an 
opportunity for mobility companies to take that social 
conscience, think about inclusion, think about sustainability, 
and offer something that’s brand new rather than just 
another way for people who can get around anyway to get 
around just a little bit quicker. Unwire, for example, takes the 
mobility-as-a-service idea (route-planning and payment 
all in one app) but factors in sustainability information and 
inclusive modes of payment, making MaaS work for those 
who are usually excluded from mobility, such as  those on 
a lower income or those who can’t access regular bank 
accounts.  We need brands to focus on environmental and 
social justice and the new markets that this will undoubtedly 
open up for them.

Dr. Susan Kenyon
Lecturer in transport  studies  
at CCCU

People will want transport companies to focus  
on accommodating diverse audiences

Safe Lanes

New York City, for the first time, had more users of the  
shared Citi Bike system than ever. Why? Because the  
streets were calmer, the streets felt – and were – safer.  
We have a couple of examples in Buenos Aires, where roads 
that were only dedicated to cars are now sharing the space 
with bicycles. But to sustain this, the cycle infrastructure 
will have to work harder. When local authorities try to carve 
a space for cyclists, they aren’t very conscious about how 
important it is to create a safe, long-term system taking into 
consideration safe speeds, intersections, and cycle lanes as 
a network. Bike lanes have helped to alleviate a public health 
problem – COVID-19 – but we cannot create another public 
health problem by having cyclists that are going to be hit by 
vehicles, or cycle infrastructure that has not been carefully 
designed around people’s safety.

Claudia Adriazola-Steil
Deputy director at the WRI Ross 
Center For Sustainable Cities

Calmer cities will invite the next generation 
of cyclists
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Local Logistics

The key theme to look out for in 2021 is whether we stay 
travelling local or not. The ‘15-minute city’ conversation 
isn’t going anywhere, it’s just going to ramp up. Distances 
themselves will be compressed for commercial and personal 
travel as people order from local stores and take shorter 
trips to nearby places. People are going to start realising 
they can do things a lot easier without having to rent a van 
or car, and what I’m seeing a lot right now are families and 
commercial enterprises using cargo bikes and e-cargo 
bikes to get around locally. Cities all over were amping up 
their cycling infrastructure before COVID-19, so lockdown 
measures have really activated that infrastructure.

John Surico
Research fellow at the Center  
for an Urban Future

Freed from the commute, people will embrace  
travel in their neighbourhoods

Pedal Me
Pedal Me is normalising the use of e-cargo 
bikes in London. With lockdown encouraging 
people to discover and support local 
businesses, it is pivoting from passenger 
rides to local deliveries. And as cargo 
bikes become a common vehicle for such 
purposes, they’re changing how people feel 
about them for personal use post-COVID-19.

Getting Around Outlook 2021
Read the full report on the Library
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Even for those who’ve avoided getting COVID-19, 
health has been a top priority in 2020. Whether 
confined to homes or exposed on the front line, 
people have experienced assorted physical, mental, 
and emotional issues during the pandemic. But 
a renewed awareness of personal and collective 
wellbeing, as well as rapid-fire innovation, has shown 
that democratic healthcare is non-negotiable. Now 
accustomed to at-home workouts, people will seek 
a deeper understanding of their fitness and training, 
and as women open up about taboo topics, issues like 
menopause could finally get the attention they deserve.
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Health and Fitness Outlook 2021
Careful Coaching

The fitness consumer has changed massively in the last 
seven months. They don’t want more fitness classes, more 
Zoom, more IG Live, more content – they want something 
holistic. The pandemic has taught people they can train by 
themselves and now they want to know the ‘why’ and see the 
bigger picture. It’ll be the responsibility of the studio, app, 
or content provider to meet the consumer on their journey 
and not hand-hold but support and guide them. During what 
continues to be a stressful time, they need to provide care 
for the individual, not just a workout, goals, and hype. For 
example, a trainer friend of mine is providing twice-weekly 
sessions focusing on improving mile time. Nailing that one 
thing, like getting a push-up right, will appeal more than 
blanket workouts. Another thing I’ve noticed is that people 
don’t want polished content, they wanted relatable fitness 
content and reality.

Joslyn Thompson Rule
Personal trainer and 
sports therapist

After repetitive lockdown workouts,  
people will seek deeper fitness knowledge

Menopause Milestones

Access to healthcare hasn’t been easy during the pandemic, 
and people have been nervous to come into hospitals, so 
women have been speaking more with friends and family 
about their issues. The more society and healthcare make it 
okay to talk about something that’s typically uncomfortable, 
the more we can learn what women actually want and 
support them as they go through changes and fluctuations 
that are completely normal. Women’s body issues aren’t a 
disease, but we treat them as a disease. Menopause is going 
to be a massive domain for 2021. It’s the most universal 
women’s health issue, but experiences of it are very different. 
Bodyform did an ad campaign called Womb Stories, which 
I think is a piece of artwork. From periods to menopause, it 
shows different women’s experiences and some massive 
societal taboos, like baby loss and the choice to remain 
childless. It represented my patients so well.

Dr. Anita Mitra
Gynaecology doctor and author 
of The Gynae Geek

Women want tailored support during major 
life change
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Democratised Care

Resilience has become incredibly important with the 
pandemic giving us a heightened awareness of health 
vulnerabilities and class differences. I’d like to see 
healthcare tailored to the needs of diverse communities 
and acknowledging differential susceptibility – the idea 
that we’re genetically predisposed to deal with hardship in 
different ways, so need tailored approaches. Companies 
addressing multiple systems shaping wellbeing are going 
to be the most successful in the years to come. It’s about 
creating human-scale and technologically flexible services. 
So, clinical services should have online platforms that meet 
the needs of individuals who can’t come to an office, as well 
as providing office-based services. A good outcome of the 
pandemic is a realisation that my neighbour’s vulnerability is 
also my problem. Building systems that encourage collective 
responsibility should be how we approach 2021. 

Dr. Michael Ungar
Family therapist and professor  
at Dalhousie University

People will push for equitably built health systems

eQuoo
eQuoo is a UK-based mental health start-
up that uses adventure games designed by 
psychologists to increase emotional fitness 
and teach new psychological skills to young 
people, from communicating effectively to 
boosting mental wellbeing. Distributed by 
Unilever, it has signed Barmer, the largest 
insurance company in Germany, as a client.

Health and Fitness Outlook 2021
Read the full report on the Library

https://www.canvas8.com/content/2020/11/30/health-and-fitness-expert-outlook-2021.html


The events of 2020 have radically reshaped how we 
think about our homes and the people within them. 
Kitchens became classrooms, bedrooms doubled 
as yoga studios, and living rooms were the centre 
of the weekly pub quiz. People started to associate 
having space and safety at home with feeling 
fortunate as societal inequality became increasingly 
visible. As we move into 2021, designers will 
reevaluate open-plan living in favour of smaller, 
cosier spaces, and innovators will seek to replicate 
the everyday interactions that are sorely missed as 
people shelter inside. 
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Home and Relationships Outlook 2021
Walled In

The pandemic has heightened the disparity between the 
inside world of our homes and the outside world. Finding 
enjoyment and sanctuary in our home lives is positive, but 
the downside of this is that we’re building our walls higher 
and our distrust of others is increasing. In sociology, we’re 
very aware of the strength of weak ties – the importance of 
maintaining low-stakes relationships with people outside 
of our immediate circles. We don’t realise we rely on these 
interactions so much and, therefore, we don’t do a lot to make 
them intentional. But they are crucial for our development 
and sense of security, and I’m not sure that you can replicate 
those through Slack messages and Zoom Happy Hours. 
As people conduct more of their lives from home, they’re 
having to get by without these low-stakes relationships and 
unscheduled social interactions. This could present a real 
challenge for social cohesion moving forward.

Dr. Philip N. Cohen
Sociologist and demographer 
at the University of Maryland

More time at home means people are missing out  
on crucial low-stakes relationships

Social Gratitude

The pandemic has driven an interesting shift in people’s 
attitudes towards their home environments. Whether it’s 
having a spare room to work in or having a garden, we’ve 
seen a lot of people talk about feeling ‘lucky’ or ‘fortunate’ 
for the space they have. This emphasis on luck and privilege 
represents an interesting shift in the ways people interpret 
their success. Up until now – particularly in British society – 
success has generally been conceived as something that’s 
achieved, with a strong work ethic separating the fortunes 
of the haves and the have-nots. In light of the pandemic, 
however, more well-off people have been interpreting their 
surroundings not in terms of how hard they worked to achieve 
them, but in how privileged they are to have them, while those 
lacking in space and resources are viewed as unlucky.

Dr. Katherine Twamley
Associate professor 
of sociology at UCL

People will recognise privilege as a driver 
of success
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Sweet Separation

In the year ahead, achieving a sense of separation between 
the myriad competing new uses of home space will be front-
of-mind for home designers. We’re already seeing a huge 
backlash against open-plan living with people investing 
in partitions such as bookshelves, plants, and screens to 
create a more closed-off feeling, and segregating spaces 
they use for work from those they use to relax. As people 
come to realise the psychological disadvantages of working 
from the bedroom, we’re likely to see them seek out smaller, 
cosier spaces designated solely for sleep and relaxation, 
rather than large master bedrooms. On the whole, there’s 
increased demand for domestic space, but where this 
can’t be achieved, people are really looking for innovations 
that create distinctions between the remote working 
environment and the leisure space. 

Lily Bernheimer
Founding director of 
Space Works Consulting

Designers will favour smaller, cosier spaces that 
separate work from leisure

Wood-Skin
Milanese design firm Wood-Skin’s ‘foldable 
office’ is a workspace solution for homes 
without the additional room for a dedicated 
office. The origami-inspired workstation 
elevates laptops to create healthier postures 
and is compact enough to be folded away at 
the end of the day.

Home and Relationships Outlook 2021
Read the full report on the Library

https://www.canvas8.com/content/2020/12/03/homeandrelationships-expert-outlook-2021.html?navPath=LIBRARY--LATEST


Is the luxury sector ‘static’ and in dire need of a shake-
up? Will luxury become more of a lustful source of 
inspiration than a reality? At a time when consumers 
are making value-based purchasing decisions, luxury 
shoppers will be looking for brands that are moving 
to provide solutions and support when it comes 
to social, economic, and environmental problems. 
And with the number of young, affluent, and tech-
savvy shoppers on the rise, brands that can cultivate 
innovative events such as GucciFest are bound to 
leave luxury fans wanting more. 

EXPERT OUTLOOK 2021: MAKE BELIEVE
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Luxury Outlook 2021
Race to Relevancy

The new generations of younger (but certainly not less 
demanding) affluent consumers will continue to rewrite the 
rulebook of the once-bulletproof luxury industry – with new 
needs, new behaviours, and digital-infused lifestyles. These 
are generations of digital natives; they constantly engage 
with online content and are expecting highly sophisticated 
digital experiences. The very meaning of luxury is becoming 
much more diversified and contextual, and we believe 
‘elevated essentialism’ will be one of the themes that will take 
centre stage in 2021 and beyond. Many affluent shoppers 
will be reverting to less conspicuous, quieter forms of luxury. 
To engage with their modern audiences, luxury brands 
need to focus on their essence to craft authentic meaning 
that’s culturally relevant, soulful, and sensitive to what’s truly 
important in the here and now.

Florine Eppe Beauloye
Founder of Luxe Digital

Elevated essentialism will take centre stage  
as people seek quieter forms of luxury

Majestic Maquillage

I think people will still look to luxury for inspiration and for 
dreaming. It will carry on because people want to dream 
and want to fantasise. With luxury, fashion, photography, 
magazines, advertising, is it just going to be like porn that we 
look at like, ‘Wow, that’s really beautiful’. Where I think brands 
are going to be making a lot more money is in beauty and 
skincare. In Asia, people buy things from a brand, and they 
are so brand-dedicated. The Gucci girl buys anything Gucci. 
Everywhere else, Gen Zer shoppers, they’re going to buy 
vintage. Vintage isn’t from the ‘60s and ‘70s – vintage is from 
four years ago. Until you have a new crop of people running 
luxury businesses who don’t use those same boring, old, 
capitalist business practices – like they’re selling soap and 
toothpaste – the industry is going to remain static.

Dana Thomas
Journalist and New York Times 
bestselling author

People want beautiful luxuries in their 
make-up bag
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Origin Stories

In 2021, consumers will vote with their values. I think slow 
fashion has the ability to deliver on that with its attention 
to craft, its care for the creators it employs to produce the 
garments, and its ability to operate on a smaller scale to 
produce a more reasonable amount of product at a more 
realistic pace, which very often means less excess, less 
waste. We’ll certainly see artisan fashion become a luxury 
concept – going to different cultures, different communities, 
employing them, and embracing their traditional skills for 
certain weaving techniques, types of embroidery, or printing 
fabric. Consumers are thinking they don’t need to buy as 
much, but they’re going to want to buy into a story. What 
story is your brand telling? Is it telling one of purpose? Is it 
telling a story about the technique or the types of people 
who were involved in creating it?

Tara Donaldson
Executive editor at WWD and 
founder of The Diversity List

Values-led shoppers want deeper production 
narratives

Sindiso Khumalo
South African designer Sindiso Khumalo weaves 
racial and political activism through her fabrics. Her 
Spring collection is titled ‘Minty’ after Harriet Tubman’s 
nickname and features a cotton plant linked to slavery 
as a print throughout the line. With ethical processes 
valued in all aspects of the business, Khumalo’s 
employees are from an NGO in Cape Town, Embrace 
Dignity, which helps women move out of exploitative 
sex work and into work that’s more stable and safe.

Luxury Outlook 2021
Read the full report on the Library

https://www.canvas8.com/content/2020/12/04/luxury-expert-outlook-2021.html?navPath=LIBRARY--LATEST


While virtually every sector has been negatively 
impacted by COVID-19, the entertainment industry 
has faced some of the largest challenges – and 
it is being defined by how well it’s adapting to 
new norms. With people staying at home and 
mass events cancelled, the lines that historically 
separated the sector are becoming less clear, and 
an era of blended entertainment is emerging. 2021 
will see music finding new audiences in gaming, with 
‘phygital’ concerts – complete with avatars and free-
roaming abilities – giving fans greater access to their 
idols than ever before.

EXPERT OUTLOOK 2021: MAKE BELIEVE
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Media and Entertainment 2021
Perfect Harmony

2020 has seen music take a pragmatic approach to 
unforeseen circumstances, showing how truly malleable the 
industry is. With people moving away from shared musical 
experiences to sharing personal moments with others 
through streaming platforms, the common denominator 
is where the listener’s attention is being directed. Instead 
of competing with other industries within media and 
entertainment, I see musicians branching out towards 
gaming, film, and TV to succeed. Although there are artists 
who have already made strides in merging music with other 
entertainment, it is a method that I believe will be further 
explored in 2021. To maintain listenership and not lose 
attention to other forms of entertainment like gaming, it will 
be essential to meet fans where their attention is rather than 
competing to split their attention.

Will Page
Former chief economist  
at Spotify

Audiophiles will connect to their favourite  
artists in new entertainment spaces

About me TV

A transition from dual-screening to focusing on the singular 
watching experience is just one example of how TV 
behaviours have been regressing as a result of the pandemic. 
Through my lens into the world of televised entertainment, 
simplified watching behaviour is a reaction to the increased 
time people are spending in front of screens and the added 
need for relief. This relief is being found in shows such as 
Gogglebox, where audiences take great joy in watching how 
other people react to the same programmes they’ve been 
watching. There’s security in discovering that people think 
and feel the same way that we do and comfort in knowing 
they’re going through the same experiences. TV is a powerful 
platform for seeing ourselves reflected, and 2021 is an 
opportunity for more content to help us to feel connected to 
one another.

Alexandra Casson
Digital content editor  
and consultant

People will find comfort in seeing themselves  
reflected on screen
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Interactive Play

What could be described as two separate acts in 
watching and gaming are being combined in 2020. The 
digital entertainment space has become a mixed reality 
by blending the immersive experience with passive 
components. Games like Animal Crossing, Grand Theft 
Auto, and Minecraft are the perfect games for players 
to express these sentiments due to their free-roaming 
abilities, where actively playing isn’t an obligation. I 
believe 2021 will see this trend rapidly expand, while 
the increased interest from brands in game streaming 
platforms will bring about a blur between professional 
and trivial gaming. With the assumption that people are 
interacting with game streaming platforms (including 
YouTube), the commenting and interacting functions 
create an authentic viewing experience that can be 
shared and enjoyed with fans and players worldwide.

Dr. Paolo Ruffino
Lecturer in communication  
and media at the University  
of Liverpool

Gamers will break away from scripted  
narratives and take a DIY approach

Media and Entertainment 2021
Phygital Festivals

Live events and entertainment have been revolutionised 
out of necessity. Outdated concepts like drive-in 
events have found a new lease of life, with podcasters, 
comedians, and musicians all tapping into the format. 
However, the key change for the live industry has been 
through the application of digital tech and borrowing 
ideas from adjacent entertainment industries. Leaping 
into the world of virtual music festivals has enabled 
attendees to personalise their appearance, providing a 
digital experience that recreates dressing up in festival 
attire. As virtual experiences evolve, the integration of 
e-commerce will create new opportunities – for example, 
ordering food and merch within the experience and 
couriers delivering it to people’s real front doors. With 
the positives of global accessibility and lower costs, 
virtual festivals have a place in post-pandemic society.

Jolyon Klean
Founder of 
Orca Sound Project

People will come to expect virtual events that  
feel as good as (or better than) the ‘real thing’

CASE STUDY

The VR Lost Horizon Festival
In collaboration with Orca Sound Project, VR Jam,  
and Sansar, Lost Horizon Festival catered to the needs 
of 4.36 million people missing music festivals in the 
summer of 2020 by producing an entirely virtual one. 
Combining art and music in a multi-layered experience, 
the creators filled their webspace with secret stages, 
hidden headliners, and personal performances.

Read the full report on the Library

https://www.canvas8.com/content/2020/12/04/media-entertainment-expert-outlook-2020.html?navPath=LIBRARY--LATEST


The instability of 2020 has inevitably resulted in 
heightened financial consciousness. In the grip of 
a recession, people are reevaluating their influence 
– and responsibility – as financial consumers, with 
interest in more ethical forms of finance blossoming. 
Amid growing awareness of how the downturn 
is disproportionately impacting minority groups, 
platforms designed to empower women are becoming 
increasingly relevant. And in 2021, the implications of 
cashless, frictionless transactions mean that we might 
see financial institutions encouraged to add some of 
that friction back in, making money more mindful again. 
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Money Outlook 2021
Observant Outgoings

In 2020, thanks to the pandemic, we saw the shift to cashless 
heavily accelerated. Obviously, younger people have been 
using online banking and cashless payments for a long 
time, but now this has opened up even more. We pay for 
everything on our phones and with our cards. It’s hard to 
believe that we’ll ever go back to buying mainly physical train 
tickets, for instance. In 2021, brands will be under pressure 
to keep up with that level of convenience. The massive 
downside of that is that with everything being so frictionless, 
it actually becomes more difficult to manage money. 
Psychologically, not paying with cash and not thinking too 
much about paying means that it’s harder to budget. There’s 
an opportunity in 2021 for financial brands to add the friction 
back in, making it easier to manage money online – letting 
people pay, but not so easily that they’re being wasteful.

Laura Whateley
Author of Money: A User’s Guide  
and award-winning journalist

Convenience is not always the best solution as 
people manage their finances

Ethical Funds

A dimension of finance that will become more and more 
important will be people taking into account the social and 
environmental impacts of firms with public equity or bonds.  
In 2021, people will want to understand how their investments 
relate to inequality, social justice, and environmental impact. 
Increasingly, they will want either the option to direct 
shareholder initiatives to address these concerns or the 
ability to screen investments based on these options. People 
are now interested in socially responsible and environmentally 
friendly green funds. In the US, wealth managers will have to 
start offering these products because younger customers 
will be demanding them. Broadly, once people stop having 
to worry about meeting their basic needs, they begin caring 
more about the environments that they’re in – both the natural 
and the social.

Stephan Siegel
Professor of finance at  
the University of Washington

Socially responsible investors will push 
wealth managers to be more ethical
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Female Investment

In 2021, we’ll see banks looking more closely at the female 
dollar. Previously, banks were managed by men and run 
by men, so a lot of the language that they use still doesn’t 
resonate with women. And many people still don’t realise 
that women and men approach money very differently. 
Women have historically been taught that they’re not 
‘good’ with money, and even hearing, ‘Oh, you could make 
a 20% return on that’ doesn’t always emotionally resonate 
as much as it does with men. Many women simply have 
different financial needs that brands need to be taking into 
account. For instance, women take time off for childbirth and 
childcare, we tend to live longer, and all these things matter 
in terms of how much money we need for retirement and the 
longer term.

Anna Haotanto
Founder of The New Savvy 

Women will seek out targeted financial tools

Ellevest
US-based investment platform Ellevest is seeking 
to ‘unleash women’s financial power’ by delivering 
services in an industry previously designed by, and 
for, men. It responds to the fact that women have 
different financial planning needs and, as such, 
need tailored products.

Money Outlook 2021
Read the full report on the Library

https://www.canvas8.com/content/2020/12/02/money-expert-outlook-2021.html


2020 has seen the biggest ever shift and 
acceleration in shopping behaviours. Lockdown 
measures have forced a move towards e-commerce 
and have seen the birth of various partnerships as 
brands combine specialisms to offer a seamless 
purchasing experience. From safety and hygiene to 
functionality and efficiency, in-store expectations 
have changed, with browsing no longer the pursuit 
of idle shoppers but, instead, a risk to people’s 
health. As they explore new paths to purchase, 
shoppers are inspiring mass innovation and a 
change in approach from brands and retailers alike.

EXPERT OUTLOOK 2021: MAKE BELIEVE
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Shopping Outlook 2021
Prudent Partnerships

Across e-commerce in 2020, we have seen an increase in 
tactical partnerships. Walmart has joined with Instacart to 
reach customers at home, Bed Bath & Beyond is working with 
Shipt for same-day deliveries, and multiple beauty brands 
have collaborated with tech companies to offer augmented 
reality that enables people to test products remotely. For 
many, these are first-time partnerships that reflect new 
shopping behaviours while also demonstrating thought 
for the future. For example, Nordstrom just announced a 
partnership with Balsam Hill for Christmas trees – a sales 
point they don’t usually attempt. It’s a first for both brands 
and shows how two businesses are combining their 
strengths to offer a seamless experience for the customer. 
For 2021, stores are going to need to be flexible, modular, 
and open to partnerships that will help them fulfil new and 
highly specific consumer needs.

Melissa Gonzalez
CEO of The Lion’esque Group and 
author of The Pop Up Paradigm

Strategic alliances will help brands reach customers 
at home

Resale Retail

There’s been a lot of fear and trepidation around resale as 
something that diminishes or undercuts traditional retail 
channels. But the pandemic is making people think more 
about the choices they make and the brands they buy from. 
As people take a step back from their pre-pandemic lives, 
they’re reviewing their relationship with brands, and some 
are giving the environmental impact of their purchasing real 
thought. While ‘anti-fast fashion’ was already a trend in retail, 
we’re seeing this shift accelerate as people use their free 
time to do more research on what they’re buying and, in turn, 
scope out second-hand more and more.

Steve Dool
Global head of brand 
partnerships at Depop

Luxury brands are building loyalty through 
resale communities
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Digitised Journeys

In 2020, the biggest change, of course, has been the 
reliance on e-commerce. It’s nothing new, but COVID-19 has 
accelerated the role that online plays within the shopping 
journey, and we’ll see that sustained into 2021. Some people 
are reaping the rewards of efficiency that online shopping 
offers – from home deliveries to DTC models – and we’re 
seeing retailers pivot to become more like warehouses so 
that they can handle the logistics of demand in this space. 
Online shopping isn’t going to be convenient for everyone, 
or even for certain categories, long term. For example, 
apparel is going to move more online, but definitely not 
100%. People like to try on clothing, to see and feel the 
fabric, so the in-store experience will still matter. It’s just that 
these spaces will change to incorporate digital as part of 
that journey.

Dr. Barbara E. Kahn
Professor of marketing at  
the University of Pennsylvania 

Spaces will change to incorporate digital  
as part of the journey

NM Connect
Neiman Marcus’ Connect app aims to combine 
the benefits of physical and digital shopping into 
one platform to deliver the store-like experience 
online customers crave. It matches shoppers with a 
personal stylist to guide their shopping (though the 
option for solo shopping also exists) and enables 
necessary prep for in-store visits – all in one place.

Shopping Outlook 2021
Read the full report on the Library

https://www.canvas8.com/content/2020/12/03/shopping-expert-outlook-2021.html?navPath=LIBRARY--LATEST


Before the pandemic, people were scrutinising their 
screen-time, but as 2020 progressed, the global 
reliance on technology exposed new dependencies. 
The need to connect with one another is an obvious 
one, but people have also looked to tech to help 
them be more resilient. However, it’s not that simple. 
Track-and-trace apps gave people a moral dilemma 
between health and privacy, while governments 
questioned the morality of tech companies 
themselves. As other parts of the world grappled 
with these issues, China innovated ahead with the 
wide-scale roll-out of 5G.
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Technology Outlook 2021
Tech Reckoning

The pandemic accelerated technological disruptions 
like never before. But the disruptions came with massive 
costs – the elimination of jobs, uncertainty, and anxieties. 
Widespread economic hardship and grievances are common 
realities that societies must address. There is a growing 
sentiment that tech companies have weakened democratic 
institutions and deepened social divides. In 2021, we’ll see 
increased pressure on governments to regulate digital 
platforms and, specifically, social media. For digital platforms, 
the monetisation of personal information (and subsequent 
exploitation of social divides) is an important source of profit. 
Users’ data can be sold to advertisers and political groups, 
and that can increase demand for biased content. These 
are market failures with which we have limited experience 
– exploitation of personal information and profitable 
polarisation. There is a broad consensus that, in the absence 
of government oversight, these problems will get worse.

Barak Orbach
Professor of law at the 
University of Arizona

There’s a growing sentiment that Big Tech has 
deepened social divides

5G Ubiquity

An appetite for technological innovation is still apparent 
in China, where companies are constantly rolling out 
new initiatives. Though derailed by regulators, China was 
about to have the world’s biggest IPO for Ant Financial, an 
extraordinarily disruptive fintech company that upended all 
financial services. In the West, tech companies are starting 
2021 on the defensive and will spend their time attempting 
to hold ground. Meanwhile, in China, technological 
advancement will continue apace. We’re not going to be 
in a situation where all home appliances are completely 
integrated, but the Internet of Things idea will start to take 
off. It’s almost de rigueur now that if you’re a young, tech-
savvy person and you’re not already on a 5G network,  
you’re a Luddite.

Kaiser Kuo
Editor-at-large 
of SupChina

5G reigns for the tech-savvy Chinese  
while the West struggles to hold ground



EXPERT OUTLOOK 2021: MAKE BELIEVE

CASE STUDY

Relationship Savers

Enforced restrictions have put pressure on all parts of life, 
including our relationships, so technology has stepped in 
to help people become more durable. For those hoping 
to ignite a new fire, Headspace teamed up with dating 
app Hinge to offer pre-date meditation sessions and help 
people to reconnect with themselves before swiping. 
Meanwhile, those looking to feel closer to an existing 
partner or friends could opt for H&M Lab’s Bluetooth-
connected denim jacket. Technology in the design sends 
out a signal to mimic the sense of touch and offer a new 
haptic connection from afar. We’ll also see dual desires for 
immersiveness and disconnection in 2021. With technology 
becoming a greater part of our life, it will be important to 
make sure that our usage isn’t creating another crisis.

Elodie Marteau
Futurist with expertise on  
future trends impacting Big Tech

In the face of a crisis, technology will 
facilitate resilience

H&M Lab’s Wearable Love 

H&M’s Wearable Love denim jacket is fitted with 
sensors that mimic the feeling of being touched, 
tapping into a widespread desire for physical 
connection. The garment’s tactility lets people 
digitally remind one another that they’re there, 
overcoming the ‘skin hunger’ that’s become 
prevalent during the pandemic.

Technology Outlook 2021
Read the full report on the Library

https://www.canvas8.com/content/2020/12/04/technology-expert-outlook-2021.html?navPath=LIBRARY--LATEST


2020 hit the travel and leisure industry hard. As 
countries closed their borders, people’s worlds 
narrowed, causing many to seldom leave their 
neighbourhoods. To inject some fun into their free 
time, people have been elevating the ‘staying in’ 
experience by turning to eateries that entertain 
at home. Yet the desire for an escape is arguably 
stronger than ever. While holidays abroad are 
largely unfeasible, many people are satisfying their 
wanderlust by opting for staycations closer to home, 
choosing hotels or ‘local stays’ that put hygiene and 
safety first.

EXPERT OUTLOOK 2021: MAKE BELIEVE
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Travel and Leisure Outlook 2021
Local Leisure

People’s worlds are getting smaller as shelter-in-place orders 
confine them within about 15 minutes of their homes. As 
a result, we’re seeing an increase in localism. In 2021, we’ll 
see that manifest in the desire for enjoyable yet safe social 
activities, all within a narrower radius of where people live 
– they won’t have to venture further out to the city centre. 
The mutually beneficial relationship between locals and 
local businesses will continue to thrive as people realise 
how important those networks are. We’re also seeing a 
trend where, because people are living within narrower 
circles, they’re willing to spend money on virtual events that 
allow them to be part of a cultural movement or collective 
experience. As virtual events move more into mainstream 
culture, they’ll evolve to become something that can be 
better monetised, where brands and businesses will tap in  
to take advantage of collective experiences.

James Manning
International editor 
at Time Out

People will look for entertainment closer 
to home

Holistic Healing

Nature is not new, but how people repurpose its value is. 
And given that we can’t do a lot of the things that we were 
free to do before the COVID-19 pandemic, nature is taking 
on greater meaning as a space that allows us to be free. 
It’s giving people a place to heal from the trauma of 2020 
– whether that’s the pandemic or the racial reckonings – 
and we’re seeing activities such as healing hikes provide 
a deliberate space for that. One of the biggest challenges 
this year has been that a lot of the outdoor spaces available 
to people closed because they hadn’t figured out social 
distancing or how to keep people safe. In lieu of that, we will 
see technology continue to step in to match-make people’s 
connections to the outdoors – like platforms that connect 
people to private land for walks.

Rue Mapp
Founder and CEO 
of Outdoor Afro

People will harness the restorative effects 
of nature
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Remote Reassurance

People will require more reassurance when it comes to 
booking a holiday in 2021. They want reassurance that it’s 
going to be an enjoyable experience, that they won’t have 
to quarantine, that they understand what the country’s 
entry requirements are, and – most importantly – that it will 
be safe. That can be done in a number of ways – whether 
that’s through more flexible insurance plans or on-demand 
support from a real person. While delivering on that 
physically will remain limited, the service evolution will be 
interesting to monitor. The industry will focus on making 
that digital journey as seamless as possible, and we’ll see 
that journey incorporate service personnel on-hand where 
they’re really needed. For example, some hotels have 
adopted contactless check-ins through apps, but people 
will still want that one-to-one relationship with someone 
they can really trust. That’s a real opportunity for brands  
to stand out.

Katie McAlister
CMO for TUI’s Northern Region

People will seek security on their holidays

Vamoos

The Vamoos app seeks to provide travellers with 
a transparent and stress-free experience before 
and after their hotel stay. It reassures guests by 
enabling them to check-in remotely, while a built-in 
messaging service allows them to communicate 
with hotel staff, and an integrated map feature helps 
them navigate the hotel.

Travel and Leisure Outlook 2021
Read the full report on the Library

https://www.canvas8.com/content/2020/12/03/travel-and-leisure-expert-outlook-2021.html?navPath=LIBRARY--LATEST
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