
Changemakers ’20 

@
Executive Summary



Contents / 

Intro Trends Conclusion

@



@

Intro



@

Remember, there is no normal 
to go back to.

Intro /

2019 felt like a year of despondency. In March 2020, we are at a critical 
inflexion point. It is time to make some hard decisions and really begin 
mapping out new needs and possible futures. While the world is both 
collapsing and reforming, brands, businesses, and institutions need to 
do the same. Art and culture will be crucial to making the much 
needed transformative shift in attitudes and behaviours. 
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Regeneration Subversion

Conjunction Common

The fundamental truth about this 
audience is that they are walking 
contradictions. They morph radically and 
rapidly, ambiculturally and 
idiosyncratically.  

These trends are held at the same time 
though they are often in opposition to 
each other. 



80%
of Changemakers are 
investing in making 
themselves more 
sustainable
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Regeneration
While we watch the world literally burn in front of us, Changemakers 
are radically accepting that we must use our eco-anxiety to design a 
better future. Changemakers  believe in optimism, minimalism and 
love— and they expect that products reflect this change. They want to 
stop being reactive to short term problems and start embedding long 
term vision as to where we want to go. Regenerating through using 
future proof simplified thinking. 

How efficient and beautifully mindful is your approach - can you strim access and 
simplify? 

How circular is your approach? Have you considered indirect or upstream waste? 

Think bigger than aiming for sustainable, change mindsets from neutral to positive 
and regenerative. 

What are your products or services carbon footprint? How are you resetting or 
regenerating it?
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82%
of Changemakers 
agree that the world 
should be aiming for 
regeneration, not just 
sustaining
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Subversion 
Innovation is a vague word, and over the last decade, anything new 
or developmental has been labelled as such. Changemakers are 
looking for more radical new ways of thinking which take risks and 
challenges the status quo. Transformation will come from working in 
the grey areas, not finding small unmet needs to deliver on. 
Changemakers are increasingly demanding nonconformity and 
giving more and more permission for brands to try something 
radically new. Subversion through rebellious quantum thinking. 

Can you rethink your approach to innovation to challenge the status quo? 

How are you empowering your consumers through acting rebelliously?  

Apply quantum thinking to your problems or new projects. 

Does your business need a real shake-up? How far can you push it? 
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85%
of Changemakers are 
looking for brands to 
lean into new thinking 
and shake up the 
status quo

83%
of Changemakers 
believe a system 
shake-up is crucial for 
our future
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Conjunction
Our time continues to be precious and our privacy is under 
negotiation. Changemakers are learning how to self-optimise 
through navigating algorithms and utilising their power over the 
data market. Giving up privacy will no longer come at the cost of 
customised experiences. Changemakers are increasingly savvy to 
how systems work, they want good and services to work harder for 
them. Conjunction through using individual analytical thinking.  

How are you planning for CCP?  

Can you rethink your approach to personalisation, using opt-in as a way to build 

advocacy but also optimised customised service? 

How are you empowering your consumers through big data?  

How well are you balancing privacy with customisation?
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71%
of Changemakers 
saying they prefer 
communicating with 
brands via text 
messaging over 
chatbots

87%
of Changemakers have 
decluttered who they 
follow on social media 
in the last month
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Common 
Changemakers are looking to level the playing field for all, shifting 
systems from exclusive to inclusive of tackling and healing divisions to 
find the common good and to find resilience. Brands and governments 
are beginning to join forces to tackle global societal issues. 
Changemakers are shifting their hierarchy of needs from an individual 
self-actualisation to a collective one. This audience considers 
themselves to be citizens and is acting as such. Truly believing in the 
common good and applying inclusive altruistic thinking. 

Can we adopt a more holistic approach that really takes into consideration not only 

the financial value but also the human values of your audience?  

What is your audience's correct hierarchy of needs for your product/ service? 

How can you start defining success as inclusivity?  

What uncovered knowledge are you sitting on? Are there misrepresented aspects of 

your legacy? 
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75%
of Changemakers say 
that brands are too 
focused on sales over 
culture

79%
of Changemakers 
think of themselves 
as citizens over 
consumers
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Our hope for the ’20s is that the world enters a new age of 
awareness, values and new possibilities. Challenging learned logic 
and acceptance of the status quo will be imperative. We have to 
learn from our past, and in many cases rewrite it accurately and 
sensitively. The work being done around our individual and 
collective feelings, while reforming in how we see ourselves, our 
roles and our impact will be vital for a successful future.  

Changemakers are the influencers beginning this shift.
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Please email if you would like a copy of the full report. 
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