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What is a  
Cultural Snapshot?
Culture is notoriously difficult to define. 
You might know culture when you see it, but could you describe it? 
For us, culture means the behavioural norms shared by a group of people – the things 
that are learned socially, rather than inherited genetically. So, culture doesn’t drive the 
desire to eat, but it plays a big part in determining what food you choose.

It’s also constantly on the move. 
Some aspects of it faster than others. Anthropologist Grant McCracken divides it into 
‘fast’ and ‘slow’. Slow culture shifts over centuries, while fast culture can change in just 
a few years. Together, they create cultural landscapes too enormous and complex to 
capture in a short document. 

This snapshot offers exactly that – a snapshot.
It’s a slice of British culture in 2022. We’ve combined datasets from internationally 
recognised measures of culture with local statistics and case studies that explore areas 
where culture is moving particularly fast and which we think will be the building blocks of 
the cultural landscape in the future.

The 2022 Cultural Snapshot of the UK.
looks at how Britons are seeking everyday empathy from brands, are making themselves 
heard in the workplace, are finding fun in indulgent snacks, and are hunting for value amidst 
the cost of living crisis.
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EconomyDemographics Tech Pop culture

Religious Makeup
49% of the UK population is irreligious  

(or has no particular affiliation with any religion), 
17% is affiliated with an Anglican Christian, 17% 

with a non-Anglican Christian faith, 8% Roman 
Catholic, 5% Islamic

Metaverse adoption
18% of British 16- to 24-year-olds are 

already making friends in the metaverse

Most streamed TV show
Stranger Things 4 is the most-watched 

English-language show

Population
UK 67.1 million

Online shopping Average growth
UK Growth for 2022 has been 

downgraded to 3.5% (from 3.6%)
Euros were the most popular 

search of 2021
64% of Britons have bought 

clothes online 

Average unemployment
Unemployment is 4.6% 

Smart TV owners 
55.4% of Britons 

are Smart TV owners

Average inflation
Inflation is 9.1%

Biggest selling album 
Biggest selling album of 2022 

so far is Ed Sheeran’s = (Equals) 

Ageing society 
The proportion of the population who were 

aged 65 years and over was 18.6%
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Most popular search term

Country at a glance



You get shocks like this very rarely in history. You’ve had 
a pandemic, and while that’s been going on you’ve got a 
European wide World War, you’ve got an economic crisis, 
you’ve got a government that’s in disarray. And what that does 
to people at a psychological level is it makes them expect lots 
of other things to go wrong. Our minds are geared towards 
stability but when our minds are geared towards instability or 
kind of ontological insecurity, then we’re in trouble. Things start 
to get shaky.
 
First of all, there is a major clash going on at the moment 
between the paradigm of liberal democracy and a kind of 
cultural populism. It hasn’t been there always, it’s very specific 
to the contemporary moment, and it’s a real battle. If you look 
at places not so far away like Hungary, you just see how much 
of a battle it is and what’s at stake. When you look at it in British 
terms, it’s still very much something that’s an interest of the 
chattering classes. It’s certainly of interest to business. It’s 
certainly of interest to people involved in politics and the third 
sector. It’s about basic values of whether you accept certain 
rules that govern how values are allocated in a society. And if 
you give up on that as a paradigm, what happens is you end 
up with a form of populism in which there is an absence of 
foundational values, and the values simply reflect what people 
happen to be thinking at that time, or what they happen to be 
convinced of at that time. 

So in 2022, it is fundamentally in the throes of that kind of 
conflict. For Britain, it is also in the throes of a set of doubts 
about global reputation. For the last two or three years other 
parts of the world have been asking the question, why has this 
country done this to itself? In Britain, we don’t necessarily ask 
that or when we do it’s more just in terms of  polemical things 
where people say, ‘Oh, you’re anti-Brexit or pro-Brexit’, and it 
doesn’t get much further. But the reality is that if you look at 

something like the financial sector in Britain, people would say 
‘why would a country, when we are post-industrial, and finance 
is a central thing that you have to rely on, diminish its financial 
standing in the world?’

Internally there’s another one which is not insignificant again, 
and that is about the North-South divide. Here’s a statistic 
that is significant about 2022: The differences between the 
economic conditions in the south of England, around London 
and the north of England, are greater than the differences 
between East and West Germany at the time of unification. 
Then one other thing is risk perception. And 2022 is part of 
the trend of a long journey that this country is on and which 
people have had to come to terms with very seriously about 
risk. Clearly, disease risk. But you’ve got climate risks. You’ve 
got crime risks. And what’s interesting is not just that there is a 
more acute sense of risk, but that the population is disaligned 
when it comes to risk. So you’ve got people, for example, right 
now who say the pandemic is over. You’ve got other people 
who think they’re in the middle of the pandemic and should 
hardly leave the house. And you’ve got people sort of along 
the spectrum between the two, which was unusual. During the 
Second World War, there were not many people who thought 
the war was over in 1942. But if you think in 2022 that some 
people think the pandemic is over, then you’re in a slightly 
different place. 

All of this is against a mood backdrop of shock. And the shock 
is essentially one in which people are asking: are we  a  liberal 
democracy, or we populist?;  Can we cope with risks? Where is 
our global reputation? And it’s not being it’s not being focused 
on in a particularly dispassionate, scientific fashion. It’s being 
focused upon as people normally focus on personal shocks 
with a sort of certain degree of panic and trembling. 

First 
  thoughts

Stephen Coleman is a professor 
of political communication at the 
University of Leeds, an honorary 
professor in political science at the 
University of Leeds, and a research 
associate at the Oxford Internet 
Institute, University of Oxford. 

Professor 
Stephen Coleman
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Jubilee glee
Three-quarters of British people (77%) 
feel the Jubilee is important for Britain.
(British Future, 2022)

Values at a glance

Kick it out
Three in five female supporters say they 
would like to see clubs condemn fans who 
exhibit sexist behaviour at matches.
(FSA, 2022)

Ready to re-engage
Nearly half of older LGBTQ people feel 
lonely at least some of the time, with a third 
saying they often or always feel lonely.
(Reengage, 2022)

Values-driven 
consumption
54% of Britons say that when it comes to 
engaging with a brand, it’s important the 
brand supports the same causes they do.
(Canvas8, 2022)

Clarity of consumption  
46% of British consumers say having 
more clarity on the origins and sourcing 
of products would help them lead more 
sustainable lives. 
(Deloitte, 2021)

Pursuit of happiness
The average UK worker would take a 10% 
pay cut to work where staff enjoy above 
average levels of happiness, a new study 
reveals.
(MIT, 2022)
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“Perhaps what we really want 
is to come together in mushy 
appreciation of the Queen’s 
platinum jubilee, Paddington 
Bear, and Paul McCartney at 
Glastonbury?”

Henry Mance,  
chief features writer at The Financial Times

“

https://www.britishfuture.org/wp-content/uploads/2022/05/BF_Jubilee-Report_WEB.pdf
https://thefsa.org.uk/news/survey-supporters-say-no-to-sexist-behaviour-at-the-match/
https://www.reengage.org.uk/site/assets/files/1708/developing_services_for_older_lgbt_people.pdf
https://www2.deloitte.com/uk/en/pages/consumer-business/articles/sustainable-consumer.html
https://www.google.com/url?q=https://mitsloan.mit.edu/shared/ods/documents?PublicationDocumentID%3D8153&sa=D&source=docs&ust=1658934126898170&usg=AOvVaw1IfmnXpfVrXX2MDoRJT_A3
https://www.ft.com/content/029a1022-d4b7-4ee2-802b-7ba3d5d14db6
https://www.ft.com/content/029a1022-d4b7-4ee2-802b-7ba3d5d14db6


As people get to grips with the cost of living crisis, they’re looking for 
brands that can support their immediate needs 

In the post-Brexit, post-Johnsonian era, and faced with the  cost-of-living crisis, British people are 
searching for moments and experiences that unite rather than divide us – and looking for brands that can 
meet their more urgent, rather than abstract, needs. While 48% of people feel pessimistic about the future 
of Britain there’s an understanding that isolationist approaches won’t work. Among members of the public, 
53% of the public feel that immigrants’ skills and labour are necessary to help Britain’s economic recovery 
– up from 24% in 2012. Where once abstract nationlistic ideology may have dominated discourse, in 2022, 
people want businesses to respond to the growing challenges of getting through the day to help uphold 
basic dignity and quality of life. 

New 
Collectivism 

VALUES / CASE STUDY

Why is this important? 

Woke wars are a seemingly fertile area for political actors in the aftermath of Brexit.  But Britain isn’t as 
divided as media headlines would have people believe. British people are alert and interested in social 
values, with four in five Britons believe in being attentive to issues of race and social justice, according 
to a poll. Granted, 41% said they were not ‘woke’, but with 67% of Britons saying that the cost of living 
crisis was their main concern, real resonance will come through practical solutions. It’s why activists 
such as Kwajo Tweneboa are becoming icons by advocating on behalf of renters to protect them from 
landlords and property developers, and Ruby Tandoh has made waves with her Cook As You Are book that 
challenges the elitism of cookbooks and widens accessibility. 

What does it mean for brands? 

While British people still want brands to take a stand around issues they believe in, the biggest and most 
pressing concern is how they’re going to afford basic products. To that end, messaging and strategy 
around the cost of living crisis can still include social values – and indeed, slower consumption models are 
inherently more sustainable – while supporting working people. For example, Asda’s £1 meals for hungry 
kids is fundamentally pro-social justice  – but value rather than values is the key connector. A brilliant 
example of a hybrid messaging model can be found in Iceland’s Swift supermarkets. Opening with the 
slogan ‘Fast, Fresh, Local’, the chain taps into local pride and community connections implicitly but also 
focuses on offering convenience and value across shoppers’ favourite brands – a winning combination 
for the post-woke wars era. 

(British Future, 2022)

48%
of people feel pessimistic 
for Britain in 2022
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https://yougov.co.uk/topics/health/articles-reports/2021/02/22/nearly-half-britons-are-finding-latest-lockdown-ha?utm_source=twitter&utm_medium=website_article&utm_campaign=second_lockdown_difficulty
https://yougov.co.uk/topics/health/articles-reports/2021/02/22/nearly-half-britons-are-finding-latest-lockdown-ha?utm_source=twitter&utm_medium=website_article&utm_campaign=second_lockdown_difficulty
https://www.britishfuture.org/wp-content/uploads/2022/05/BF_Jubilee-Report_WEB.pdf
https://www.theguardian.com/society/2022/may/01/four-in-five-people-in-the-uk-believe-in-being-woke-to-race-and-social-justice
https://www.moreincommon.org.uk/our-work/research/britons-and-the-rising-cost-of-living-june-2022/
https://www.canvas8.com/library/case-studies/2022/06/22/kwajo-tweneboa-empowering-britains-poorest-tenants
https://www.canvas8.com/library/case-studies/2021/11/30/cook-as-you-are
https://www.canvas8.com/library/signals/2022/07/13/asda-eases-food-pressures-with-1-meals-for-children
https://www.canvas8.com/library/signals/2022/07/13/asda-eases-food-pressures-with-1-meals-for-children
https://www.canvas8.com/library/case-studies/2022/07/14/swift-convenient-and-affordable-grocery-shopping
https://www.britishfuture.org/wp-content/uploads/2022/05/BF_Jubilee-Report_WEB.pdf


Rescinding royalists 
Scottish support for the monarchy has 
fallen below 45% for the first time.
(British Future, 2022)

Power at a glance

Fan power
71% of British football fans think fans 
should have greater opportunities to 
own the clubs they support.
(Independent, 2021)

Mute monarchy
83% of Britons think Prince Andrew can’t 
ever return to public life.
(YouGov, 2022)

Representation vs reality
 67% of analysed media content 
portrayed older people in a negative way.
(The Centre for Better Aging, 2021)

Political cynicism 
66% of people in the UK believe that 
politicians are ‘out for themselves’. 
(Institute for Public Policy Research, 2021)

New narratives 
 62% of Britons are in favour of historical 
objects being permanently returned to their 
countries of origin.
(YouGov, 2022)
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People are aware of like, ‘Oh, this 
health thing that I’m having, or this 
dissatisfaction feeling or this depression 
or anxiety – it’s something to do with the 
way I’m living my life according to this 
societal norm that I feel is inherently 
unhealthy and is not just killing our 
planet, but killing ourselves slightly, too.’” 

Jenny Ann Holden, 
interdisciplinary artist, somatic practitioner, poet, and photographer

“

https://www.theguardian.com/uk-news/2022/may/15/scottish-support-for-monarchy-falls-to-45-poll-reveals
https://www.independent.co.uk/sport/football/clubs-fan-ownership-super-league-b1863536.html
https://www.instagram.com/p/CeyvdkRLBzM/
https://ageing-better.org.uk/blogs/how-can-we-change-news-media-portrayals-of-older-people
https://www.ippr.org/news-and-media/press-releases/revealed-trust-in-politicians-at-lowest-level-on-record
https://yougov.co.uk/topics/entertainment/articles-reports/2021/07/02/should-britain-return-historical-artefacts-their-c


New work paradigms reflect a struggle around personal agency at a 
time of polarising conservatism  

From trains to planes, from barristers to council services and Post Office workers, 2022 is playing host 
to the summer of discontent as employees grow frustrated with poor conditions, poor pay and a lack of 
support. British workers are holding the government and businesses to account through industrial action, 
and reflecting the general mood of the British workforce who are in the throes of a great resignation – but 
also signposting opportunities to recalibrate the power balance and support new working culture. 

Strike 
Nation

POWER / CASE STUDY

Why is this important? 

The UK has started one of the biggest four-day working week trials in the world, reflecting the paradigm 
shift in the role that people want work to play in their lives. Where once people lived to work, there is a 
very real and non-Snowflakey recalibration of the purpose of work in people’s lives. The power is shifting 
back in the hands of the people – or at least, in a handful of industries. For while some businesses 
are revolutionising their working weeks, other sectors are failing to offer pay rises and are not making 
adjustments for inflation etc. The result is rising tensions that are resulting in strikes. But with the 
conservative government also rescinding protest rights and attempting to replace striking RMT workers 
with agency staff, there’s a sense that a rejection of the status quo is going to play out unevenly and 
chaotically – with the potential to lead to civil disobedience as well as new utopias. 

What does it mean for brands? 

In  2021, 51% of UK workers said that they were  feeling the pressure to put on a brave face when they 
returned to the office following the pandemic, while 38% of Conservative voters believe that rail strikes 
are justified. As such, there’s a clear opportunity for businesses to make working people feel heard 
and supported. Leaders at Secretly Canadian in the US were vocal of their support of unionisation – 
supporting a new era within independent music. The same strategy will prove effective in the UK, given 
that we know supportive action from businesses gives people faith in brand values.  Plus, the new power 
shift is heralding an unlikely series of icons, such as Mick Lynch, who went viral for his no-nonsense retorts 
to journalists. 

(ComsRes Global, 2022)

38%
of Conservative voters believe that 
rail strikes are justified.  
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https://www.weforum.org/agenda/2022/06/four-day-work-week-uk-trial/
https://committees.parliament.uk/committee/93/human-rights-joint-committee/news/156037/government-plans-to-change-law-to-restrict-demonstrations-breach-human-right-to-protest-says-jchr/
https://committees.parliament.uk/committee/93/human-rights-joint-committee/news/156037/government-plans-to-change-law-to-restrict-demonstrations-breach-human-right-to-protest-says-jchr/
https://www.cityam.com/union-hits-out-against-government-agency-workers-plans/
https://www.cityam.com/union-hits-out-against-government-agency-workers-plans/
https://happiful.com/survey-reveals-uk-workers-feel-under-pressure-to-hide-mental-health-struggles-at-work/
https://comresglobal.com/polls/transport-poll-21-june/
https://www.canvas8.com/library/signals/2022/03/18/supportive-action-gives-people-faith-in-brand-values
https://www.canvas8.com/library/signals/2022/07/01/union-interest-spikes-after-mick-lynch-goes-viral-
https://comresglobal.com/polls/transport-poll-21-june/


Sustainable shoppers 
59% of Britons are reducing the 
number of new products they buy in an 
effort to be more sustainable.
(Deloitte, 2022)

Pleasure at a glance

Global local
80% of 18- to 24-year olds use subtitles 
often or very often, compared to just 
23% of 56- to 75-year-olds.
 (Stagetext/Sapio Research, 2021)

Autonomous agrarians 
Nearly half of Brits grew their own fruits 
and vegetables in 2020.
(Weleda, 2020)

Let’s get physical
62% of Britons saying that physically 
interacting with a product makes them 
want to return to the high street.
(Retail Focus, 2021)

Subscribe vibes 
The average household in the UK holds 
around 2.6 pay subscription services, and 
renewals have increased by 84% year on 
year. 
(OMIDA, 2022) 

Circuit break
One-third of women in the UK were 
taking a break from exercising.
 (Strava, 2022)
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https://www2.deloitte.com/uk/en/pages/consumer-business/articles/sustainable-consumer.html
https://www.bbc.co.uk/news/entertainment-arts-59259964
https://www.walesonline.co.uk/whats-on/food-drink-news/millions-planting-grow-fruit-veg-20488817
https://www.google.com/url?q=https://retail-focus.co.uk/the-great-british-retail-take-off-70-of-consumers-plan-significant-return-to-high-street/&sa=D&source=docs&ust=1658935564416546&usg=AOvVaw3NyG3eWYDI6dM8iHGvzrfz
https://www.digitaltveurope.com/2022/05/24/svod-numbers-to-go-up-in-uk-despite-cost-of-living-crisis/
https://www.walesonline.co.uk/news/uk-news/one-three-women-taking-break-24042660


Britons are looking for moments of playful indulgence to combat an 
anxiety onslaught

What’s happening? 

The government’s introduction of calorie information on menus may have caused a stir in restaurants, but 
British people are eager to continue to find indulgent moments where they can. A playful nation who likes a 
sense of humour as a side with their meals, the great British public are searching for brands that give them 
a sense of joy – as Jaffa Donuts so effectively understood – and bring a moment of light relief from the 
daily grind. Indeed, as of November 2021,16% of UK adults felt that life will never return to normal. People 
continue to feel anxious, uncertain and uneasy.  

Hungry 
Huns 

Why is this important? 

For all the talk around healthy eating, Malteasers, Dairy Milk, Cadbury’s Chocolate Fingers, McVities 
Digestives, KitKat and Magnum all feature in the country’s top 10 favourite brands. But people’s 
relationship with brands has changed, and coming out of the pandemic there’s a new hunger for 
experiences, for a maximalism of feelings and emotions. Food and drink has become a crucial sector 
for the expression of this, and there’s a growing appetite for products that combine experience with 
functionality. For example, the Edinburgh-based brewery Vault City introduced a Wagon Wheel craft 
beer, while Guinness has flipped its focus to introduce a cold brew coffee with its classic stout flavour.

What does it mean for brands? 

People are open to playing with their food more. We saw Pizza Express tap into this with a boisterous 
relaunch of their Pizza Express club and the launch of their pizza-as-a-wrap lunch offer, positioning 
Pizza Express as the spot to get hair of the dog or date your friend’s ex, and get rewarded for it. 
Walker’s April Fools campaign hit a similar spot when it pretended to launch giant crisp sandwiches. 
Meanwhile Broadland has launched a  semi-sparkling cold brew tea to elevate the British identity of 
tea drinkers, while Cadbury creme egg’s Easter campaign dared fans to not eat their favourite treats. 
Building subversive identity into your product can tap into the new experience hunter mindset and 
bring a sense of light heartedness to the challenges of everyday moments.

21%
of people in the UK say that vegan alternatives aren’t 
as exciting as their meat and dairy counterparts
(Nature’s Heart, 2022) 

PLEASURE / CASE STUDY 
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https://www.canvas8.com/library/reports/2022/06/06/how-will-calorielabelled-menus-impact-dining-out
https://www.canvas8.com/library/case-studies/2022/02/11/jaffa-jonuts-the-ad-campaign-that-sparked-joy
https://www.huffingtonpost.co.uk/entry/covid-omicron-variant-life-normality_uk_61aa32f5e4b025be1af718bc
https://yougov.co.uk/ratings/consumer/popularity/brands/all
https://www.canvas8.com/library/behaviour/experience-hunters
https://www.canvas8.com/library/behaviour/experience-hunters
https://www.canvas8.com/library/signals/2022/06/01/wagon-wheel-beer-provides-taste-of-childhood-comfort
https://www.canvas8.com/library/case-studies/2022/07/05/guinness-cold-brew-coffee-stout-with-functional-appeal
https://www.canvas8.com/library/signals/2022/03/01/pizza-express-lures-people-back-with-playful-rebrand
https://www.canvas8.com/library/signals/2022/04/06/walkers-joke-speaks-to-british-love-of-crisp-sandwiches
https://www.canvas8.com/library/signals/2022/01/21/cadbury-hidden-creme-eggs-tap-playful-nostalgia
https://www.totallyveganbuzz.com/news/brits-go-vegan-but-cant-give-up-cheese/


Food banks rising
Between 2017 and 2022, the use of food 
banks has risen by 81% in the UK as more 
people fall into food poverty, a situation 
only made worse by the cost of living crisis.
 (Trussell Trust, 2022)

Money at a glance

Trust issues
22% of British adults say they trust 
insurance companies less because of 
the way they handled the pandemic.
 (FCA, 2021)

Stressed out spenders 
In the UK, 54% of UK Gen Yers say they 
live pay-day to pay-day
(Deloitte, 2022) 

BNPL pressure
68% of Gen Z BNPL users accumulate 
debts across multiple providers.
(Barclays, 2022)

Money matters on mute 
Only 12% of workers aged 45-54 
have broached the idea of financial 
wellbeing in the workplace.
(Aviva, 2022)

Childcare burdens
Two-thirds of parents say they’re spending 
as much on childcare as rent or mortgage 
repayments 
(Pregnant then Screwed / Mumsnet, 2022) 
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It’s heartbreaking to see parents  
who can’t afford their children’s clothes 
or shoes, turning to Buy Now Pay Later, 
thinking it’s doing them a favour…  
In reality, it’s just more debt and  
more creditors.”

Millie Harris, 
a debt advisor at Citizens Advice

“

https://www.google.com/url?q=https://www.thedrum.com/news/2022/07/04/cost-living-crisis-forces-the-trussell-trust-s-first-direct-response-tv-ad&sa=D&source=docs&ust=1658936113080283&usg=AOvVaw3boHe5n446Tz2S77B-BsV6
https://www.insurancetimes.co.uk/news/more-than-a-fifth-of-adults-trust-insurance-firms-less-because-of-covid-19/1436479.article
https://www.google.com/url?q=https://www2.deloitte.com/uk/en/pages/press-releases/articles/cost-of-living-now-leading-concern-among-gen-zs-and-millennials.html&sa=D&source=docs&ust=1658936127242162&usg=AOvVaw3lQeedO4IFDzytcxyI4OM2
https://home.barclays/news/press-releases/2022/03/two-in-five-gen-z-shoppers-using-unregulated-bnpl-feel--overwhel/
https://www.peoplemanagement.co.uk/article/1793219/three-quarters-employees-talked-financial-wellbeing-manager-survey-finds
https://www.theguardian.com/money/2022/mar/25/childcare-costs-spiralled-uk-families-survey
https://www.canvas8.com/library/signals/2022/06/10/using-credit-to-pay-off-bnpl-debt-has-britons-trapped
https://www.canvas8.com/library/signals/2022/06/10/using-credit-to-pay-off-bnpl-debt-has-britons-trapped


Amid a cost of living crisis and inflation hikes, technology means 
people are casualising their approach to financial risk and debt  

Thanks to a toxic convergence of energy hikes, inflation, supply chain crises, an end of pandemic support 
and depletion of state benefits, many Britons are struggling to make ends meet. Meanwhile, gamification 
of finance means there’s a casualisation of financial risk –42% of Gen Zers who said they had made 
an investment had done so from their bed, while watching Netflix, or when returning from the pub. The 
dual tension of growing costs vs ambivalence of money management among looks set to shape British 
financial behaviours for the years ahead – we’re already seeing rocketing debt among young people in the 
post-BNPL era.

Casual 
Interest

Why is this important? 

Over two million British households have missed bill payments every month in 2022, while two thirds 
of  parents say that they’re spending as much on childcare as rent or mortgage repayments. With 47% 
of Britons also saying that financial worries do impact their life, there’s a clear impetus to support and 
nurture people’s financial agency. Notably, cash is being turned to as a way of budgeting better, with 
20% of people who don’t use cash regularly saying that they will begin to do so if the cost of living 
crisis intensifies. This suggests that the need for control and oversight is a huge driver for people in 
times of financial stress. 

What does it mean for brands? 

Shame around personal finances still features heavily in British society. As more people struggle 
to make ends meet, a focus on celebrating the savings-mindset and making money saving habits 
an empowering attribute will resonate with stressed out shoppers. In the US, Amazon has led this 
thinking with their back-to-school campaign, which features actress Kathyrn Han as a mom going 
through school encouraging parents to spend less on their kids. In the UK, the Money Buddies 
campaign has sought to raise awareness around financial hardship and generate financial donations. 
A combination of destigmatising money concerns and enabling greater financial control will resonate 
with people as they try to manage the personal fallout of the cost of living crisis.

Over two-thirds
(Canvas8, 2022)

MONEY / CASE STUDY 

of people in the UK believe that brands have a 
responsibility to look out for their customers’ wellbeing
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Solo homes
Solo parents made up 14.7% of family 
households and although still the smallest 
proportion, multiple-family homes are the 
fastest growing.
(ONS, 2021)

Relationships 
at a glance

WFH life
52% of people in the UK work 
from home.
(VoxEu, 2021)

Domestic wellness 
75% of Britons say that a clean home 
is important to their mental health and 
wellbeing. 
(Brabantia, 2022) 

Romance gap
A third of women say they’ve altered 
their behaviour to make their partners 
feel more powerful. 
(Bumble, 2022)

Celebration cynicism 
Over half of Britons (52%) believe 
Mother’s Day is celebrated more 
because of pressure from commercial 
entities than because it’s a special 
occasion.
 (YouGov, 2022)

Forever owners
42% of over-55s plan to always stay  
in their current homes 
(Stannah, 2022)
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Social media, with its opportunity to 
share personal thoughts and feelings 
around break-ups, has led to the 
inclusivity and normalisation of the 
grief process we experience when a 
relationship ends.” 

Kate Daly, 
co-founder of law tech start-up Amicable

“

https://www.ons.gov.uk/peoplepopulationandcommunity/birthsdeathsandmarriages/families/bulletins/familiesandhouseholds/2020
https://voxeu.org/article/working-home-revolutionising-uk-labour-market
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https://www.adweek.com/creativity/why-bumble-is-calling-on-daters-to-close-the-romance-gap/
https://yougov.co.uk/topics/lifestyle/articles-reports/2022/03/26/mothers-day-proper-special-occasion-or-it-too-comm
https://www.propertyreporter.co.uk/property/ajority-of-over-55s-have-downsizing-regrets.html


An evolved ecosystem between people’s private lives and public cultural 
narratives is helping them celebrate family in all its forms

From new narratives around divorce to greater openess and acceptance around same-sex parents, the 
notion of ‘normal’ home life is being busted apart as British people become more comfortable speaking 
about their personal lives in public spaces. In turn, this is evolving mainstream understanding about what 
‘real’ family life looks like. Motherhood is a key area of cultural recalibration, with TV shows such as HBO’s 
The Baby (a horror show about motherhood) pushing to challenge the stigma around mothering ideals and 
supporting greater openness around the stress of being a parent – though stigma still remains.

New 
normals

Why is this important? 

Gen Y and Gen X are shaking up the stories they choose to tell about their family life, and they want 
brands to tell their stories too. From advocating for greater awareness around LGBTQ adoption to hair 
braiding classes for dads, people’s personal lives are challenging brands to diversify their comms and 
creative strategies. Interestingly this is something we can see transforming the LinkedIn ecosystem, 
where people are choosing to draw back the veil of their professional personas and share stories about 
their personal struggles, about parenting, partnerships etc. Such ‘authentic’ declarations on public 
platforms are one indicator of the appetite people now have for honest portrayals of key life moments. 
See also, divorce parties, divorce cakes, and a plethora of hit shows, such as Scenes from a Marriage, 
that all reflect the transforming attitudes to cultural norms in the UK. 

What does it mean for brands? 

When talking about family, normalise the difference and celebrate that no two experiences are the 
same.  Pinterest research showed that searches for ‘alt bashes’ are on the increase, with a 30% rise 
in searches for adoption party themes, an 85% rise in searches for adopt a pet birthday party ideas, 
and a 55% rise in searches for divorce party ideas in 2022. While people’s families might not fit a 
certain box, we know that the core human experiences really hit during the pandemic and people are 
feeling the impact of loss of loved ones, grief, disconnection, separation anxiety etc. The emotional 
experiences of family are very high at the moment, as people seek to recalibrate and stabilise in this 
still-kind-of-pandemic era. So new rituals and routines will resonate. For example, the Heartbreak 
Hotel runs retreats to help women through breakups and loss. 

Over a third
(35%) of UK adults aged 18-29 said they experienced 
the breakdown of a relationship in 2021.
(UCL, 2021)

RELATIONSHIPS / CASE STUDY
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What does the £8 pint mean for 
socialising in the UK?
The average price of a pint has skyrocketed since the 2008 
financial crash, exacerbated by Brexit, inflation, and the war in 
Ukraine. But what does the dawn of the £8 pint mean for the great 
British pub? And how will people socialise in the midst of a cost of 
living crisis?

Want to know more?

Is regionalism still key to English 
football fandom? 
Traditionally, football has been a key component of regional and 
local identity in England. But with the Premier League now defined 
more by wealth than locality, fandom is increasingly divorced from 
its local roots. What does this mean for the future of the nation’s 
favourite sport?

142 Central Street
London, EC1V 8AR

United Kingdom
+44 (0)20 3489 9520
info@canvas8.com

Explore the Library
The Canvas8 Library is an unrivalled resource of 32,000+ articles on global 
consumer behaviour and is available exclusively to members at www.canvas8.com 

Please get in touch with Lucy or your account manager to learn more.

Bespoke solutions 
From ethnographic research to strategic planning workshops, we offer a range  
of solutions tailored to enhance your understanding and inspire creativity. 

Please get in touch with Sam or Lucy to discuss how we can help you.

Sam Shaw
sam@canvas8.com
+44 (0)20 7377 8585

Lucy Thompson
lucy@canvas8.com
+44 (0)20 7377 8585

Contact
How is inflation impacting 
people’s transport choices?
With the cost of living crunching on people’s disposable 
incomes, they’re looking for more affordable ways to mitigate 
the staggering rise of petrol and also avoid the soul-crushing 
commuter jams of pre-pandemic life. Can e-mobility move beyond 
early adopters and break the mainstream?
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