


Canvas8 has built a Framework 
to help brands prepare for the new 

realities of 2021



The Sensemakers Framework introduces 
you to the audience mindsets that are set 
to shape 2021, helping you generate new 

ideas and areas of opportunity



It turns the human insights from our Expert Outlook into 
an actionable tool – one that s̓ designed to help brands 
respond to these contradictory consumer expectations

“

“



Weʼve identified four key mindsets weʼll 
see from consumers heading into 2021

Challengers: 

Sensemakers: 
People trying to make sense of new normals

Drifters: Seekers: Nesters: 



Looking for: 

Brands to help make 
sure things ‘go back to 

normal’

Positioning that 
might resonate: 

Reassurance
‘This won’t 
last forever’

Looking for:

Brands to help 
them cope 

with change

Positioning that 
might resonate:

Inspiration
‘We are by your 

side – we’ll make 
this easier for you’

Looking for:

Brands to 
empower them to 

make a change

Positioning that 
might resonate: 

Empowerment
‘You can do this – 
here’s some help’

Looking for: 

Brands to take an 
active role in shaping 

the new world

Positioning that 
might resonate: 

Transformation
‘We are here to change 

the world with you’



How It Works



My customers 
are...

1 / Ask:  Which audience mindsets 
are relevant to your business?

Want brands to help make sure things ʻgo back to normalʼ

Want brands to help them cope with change

Want brands to empower them to make a change

Want brands to take an active role in shaping the new world



Reassurance

Inspiration

Empowerment

Transformation

2 / Ask: How are you reaching 
your different audiences now?



/ Cultural Agenda
/ Economic Agenda
/ Environmental Agenda
/ Political Agenda
/ Beauty
/ Careers
/ Citizenship
/ Communications
/ Eating and Drinking
/ Fashion and Style

/ Getting Around
/ Health and Fitness
/ Home and Relationships
/ Luxury
/ Media and Entertainment
/ Money
/ Shopping
/ Technology
/ Travel and Leisure

3 / Use: The Expert Outlook
to map the relevant behaviors for 2021

https://www.canvas8.com/expert-outlook-2021-make-believe


 

 

 

 

NESTERS SEEKERS CHALLENGERSDRIFTERS



Challengers
Want brands to take an active role in shaping the new world

● Pioneers will be looking to 
take the best innovations 
and improvements from the 
pandemic and amplify them 
in the ‘new normal’. How 
could McDonald’s think ahead 
to what these consumers will 
want to 
see in the future and start 
making innovations today?

● Pioneers see themselves as 
drivers of change and they 
were unsatisfied with life 
pre-COVID19.

● Pioneers are looking for 
brands to take an active role 
in shaping the new world.

● Positioning that might 
resonate is one that focuses 
on transformation (e.g. 
‘We are here to change the 
world with you’).

● McDonald’s begins offering 
on-demand delivery.

● Moving forward, 
McDonald’s is focusing 
on the 3 Ds: delivery, 
drive-thru, and digital.

● McDonald’s launches its 
McPlant line of plant-based 
menu items.

● Intersectional 
Environments: people 
will consider sustainability 
issues in the context of 
social justice.

● Eat the Elite: people will 
continue to protest 
inequalities and demand 
action.

4 / Build: Sample Worksheet



Seekers
Want brands to empower them to make a change

● As Seekers look to embrace 
change, how could 
McDonald’s prioritize the 
‘sticky’ changes in behavior 
that occurred during the 
pandemic to bring them into 
the future?

● Can McDonald’s lead the way 
in employee empowerment, 
particularly with associated 
gig workers?

● Seekers are open to change 
and they were less satisfied 
with life pre-COVID19.

● Seekers are looking for 
brands to empower them to 
make a change.

● Positioning that might 
resonate is one focused on 
empowerment (e.g. ‘You can 
do this – here’s some help’).

● McDonald’s introduces 
14,000 order-taking kiosks.

● “Customers are looking 
for a more contactless 
experience, a more digital 
experience, one they can 
navigate on their own. 
That behavior is an 
enduring change,” said 
Kempczinski.

● Geared-up Gigging: gig 
workers are becoming 
more empowered, so they 
will expect better benefits.

● Playful Participation: 
people will want to engage 
in citizenship in innovative 
ways.



Drifters
Want brands to help them cope with change

● How could McDonald’s think 
about amplifying its core 
offerings that appeal to 
its customers while gently 
helping Drifters adopt new 
behaviors?

● How can McDonald's feel 
like part of a local community 
and help people cope with 
change?

● Drifters are reluctant to 
change and they were 
somewhat satisfied with life 
pre-COVID19.

● Drifters are looking for 
brands to help them cope 
with change.

● Positioning that might 
resonate is one focused on 
inspiration (e.g. ‘We are by 
your side – we’ll make this 
easier for you’).

● McDonald’s expanded its 
menu to include breakfast 
items.

● McDonald’s is focusing on 
the affordability and value 
of its offerings, which both 
responds to the consumer 
landscape and positions it 
for an economic recession.

● Local Logistics: freed from 
the commute, people will 
embrace travel in their 
neighborhoods.

● Diverse Diets: people will 
be hungry for equitable 
access to food.



● As people struggle to 
reconcile with their current 
reality, how could McDonald’s 
tap into nostalgia and ‘the 
way things were’?

● Looking forward, how could 
McDonald’s capitalize on the 
fact that many people are 
eagerly awaiting a ‘normal’ 
future in which they splash 
out on missed products and 
opportunities? 

● How can McDonald’s strike 
the right balance between 
innovation and consistency?

● Settlers are resistant to 
change and they were very 
satisfied with life 
pre-COVID19.

● Settlers are looking for 
brands to help make sure 
things ‘go back to normal’.

● Positioning that might 
resonate with Settlers is one 
focused on reassurance (e.g. 
‘This won’t last forever’).

● Sensorial Moments: people 
are seeking comfort and 
ways to boost their mood.

● Party Time: people will look 
to let off steam – whether 
they’re allowed to or not.

● McDonald's announces the 
return of the McRib.

● After store closures amid 
lockdown, McDonald’s 
ramped up investment in its 
core business. As CEO 
Chris Kempczinski said: 
“Consumers are looking for 
trusted favorites, that is 
why [investing in] the core 
menu makes sense for us.”

Nesters
Want brands to help make sure things ʻgo back to normalʼ



We are Canvas8, the global 
leader in behavioural insights 
operating out of London, New 
York, and Los Angeles. We help 
organisations understand people 
so they can make better strategic 
decisions. Our insights inspire 
innovation in some of the world s̓ 
leading brands, agencies, and 
organisations. 

Canvas8 Membership
In 2021, businesses risk becoming 
disconnected from people. Our 
members wonʼt. Theyʼll enjoy cutting- 
edge services to keep them relevant. 
Membership includes access to the 
Canvas8 Library – an unrivalled 
resource for tracking consumer 
behaviour – as well as team briefings 
and exclusive events. To unlock new 
opportunities, members can call on 
our analyst team and expert network 
for support and gain priority access to 
bespoke consultancy.

Get in touch:
Alre

ady a member? Connect with our team:

lucy@canvas8.com
Lucy Thompson, Senior Membership Manager
44 020 7377 8585

Interested in finding out more?
Get in touch with our new business team:

dominic@canvas8.com
Dominic Rowe, Group Commercial Director
44 020 7377 8585 

mailto:lucy@canvas8.com
mailto:dominic@canvas8.com

