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NOTHING WILL EVER BE QUITE THE SAME AGAIN 

POST-CORONA 



That the COVID-19 pandemic has already in the 
shortest time changed our ways goes without 
saying; we are in quarantine, people are getting sick 
by the day, people are dying, commerce is closed, 
jobs are being lost and we are trying to cope as 
good as we can with this new scenario. Besides the 
statistics, that we are daily confronted with and to 
which we have all become part of, we have also 
noticed an interesting and positive development in 
how people are communicating with each other 
over social media (one of the pillars of our digital 
business). Mainly how they are taking information in 
and how they are spreading it, and, most 
enlightening, what kind of information they spread.

THE PANDEMIC HAS 
CHANGED OUR WAYS

COVID-19



Having been in communications and advertising for 
over 30 years, I have grown accustomed to listen to 
consumers and analyse their behavior patterns. And I 
can state for a fact, never have I seen such a massive 
shift in perceptions, evaluations and interactions as we 
are experiencing during this crisis. 
By now I have been around the block a couple of times 
and lived through some serious crisis; the hyper-
inflation during the “lost decade” in Latin America in 
the 80’s (my stints with Grey in Peru and Mexico), 
Mexico 1994, Asia 1997, internet bubble 2000, 
subprime mortgage crisis 2007/8 as well as some 
minor stock crashes and black Mondays, but I sure as 
hell haven’t experienced anything like that.  

ANALYSING CONSUMER 
BEHAVIOUR

COVID-19



In the past, throughout crises people’s confidence in 
the economy remained unshattered as much as the 
belief that they were part of the natural market 
corrections, and that all would continue normally, if 
not better afterwards. But this time around we find 
ourselves in uncharted territory; it isn’t about 
economy only, it is about the way we perceive life 
altogether, it has exposed our fragility in ways we 
were not used to.  

CONFIDENCE IN THE 
ECONOMY

COVID-19



The virus is attacking every country in the world, up to 
70% of the world’s population could become infected, 
we do not know when and how a vaccine will be made 
available, we do not know what the economy is going 
to be like, we do not know if we will still be part of it 
and we do not know what will happen to our loved 
ones - family, relatives and friends.  
We do know however, that we will at some point get 
out of this situation, that we will regroup, reorganise 
and restart (because we are humans and that’s what 
we do), but that nothing will ever be the same again. 

CONFIDENCE IN THE 
FUTURE

COVID-19



And here we would like to share some 
considerations, based on our research and 
observations, of what we think may happen after 
Corona, from a marketing perspective. Our 
comments are based upon how people are acting 
and reacting on social media (analysing the data of 
over 2 Million Facebook fans we administrate, as 
well as our Instagram, Pinterest, TikTok and Twitter 
channels).

SOME CONSIDERATIONS
COVID-19



People are using social media less for self-exposure 
and stalking, but more for communicating with each 
other (which will lead to an immediate shift in the well-
established influencer format). Users are now 
interested in the wellbeing and the actual lives of their 
fellow beings and less where they have spent their last 
glorious holidays. Show off, display of riches, fake 
happiness, etc. will become inviable selling 
propositions in within the next couple of months. The 
sooner companies and brands react, the easier they 
will reconnect with their consumer base. 

1. LESS EXPOSURE, LESS 
STALKING

CONSIDERATIONS



Messages on social media are clearly moving 
towards uplifting topics, even in the more sarcastic 
and juvenile channels such as 9GAG, the trend is 
palpable. Bad news, bad mouthing, bullying, 
bitching, and bull shit (The Bad B’s, as we call them) 
will lose track and be replaced by positive messages 
and positive content. Courage, empathy, 
selflessness, compassion, camaraderie, friendship, 
humbleness and modesty are a few of the terms that 
appear in our semiotic map as upcoming behaviour 
patterns. And we have been using our own 
Semiometry tool for almost a decade now with great 
results for our clients.

2. POSITIVE MESSAGES
CONSIDERATIONS



There is a serious social consciousness awakening 
underway.  Messages, people, companies and 
products that do not show emotional intelligence will 
be completely out of place in most digital platforms  
(offline media as well).  

3. EMOTIONAL 
INTELLIGENCE

CONSIDERATIONS



Conspicuous consumption will be relegated to a far 
lower scale in the consumer values pyramid. It is not 
to say that a new product will lose its appeal 
altogether, but most certainly, by just changing the 
position of the camera on the new iPhone or the size 
of the BMW grille every year, brands will not be able 
to move masses of willing consumers to the stores. 
People will hold longer to their products and value 
quality over quantity. Lagom and Higge, already a 
reality in some northern European countries, will 
become a general trend. We recommended this 
positioning over a year and a half ago already to a 
large Supermarket chain.

4. CONSPICUOUS 
CONSUMPTION

CONSIDERATIONS



Companies and brands that do not have corporate 
social responsibility (i.e. not exploiting cheap labor in 
underdeveloped countries, being fair with employees 
and suppliers, being sustainable and 
environmentally conscious, etc.) will struggle and 
find consumer resistance. Shitstorms will be more 
virulent, and brands have to be prepared to respond 
correctly. 

5. CORPORATE 
RESPONSABILITY

CONSIDERATIONS



The mid segment in consumer market, which has 
been systematically strangled between the high-end 
and low-end segments, will see a resurgence, 
proviso companies and brands stand for fair 
produced and fair priced products. Here again a 
golden chance to grasp if the mid segment reacts 
fast and takes advantage by reorganising and 
communicating properly. Hashtags like 
#supportlocal or #buylocal are trending by the 
millions right now.

6. RESURGENCE OF THE 
MID-SEGMENT

CONSIDERATIONS



Big monopoly companies will have to rethink their 
missions and become more transparent in order to 
regain trust from the markets as well from 
consumers. Mainly the digital giants, who are the 
great profiteers of this crisis, will have to come clear, 
and follow a less voracious path. 

7. BIG MONEY
CONSIDERATIONS



Big opportunities for the midsized digital companies, 
since the rude awakening of European companies to 
years of oblivion will positively impact the digital 
market as a whole.

8. MIDSIZE DIGITAL 
COMPANIES

CONSIDERATIONS



Companies that do not adapt their communication, 
advertising and PR efforts to the new realities and try 
to keep their marketing strategies as before, will no 
longer be competitive.

9. ADVERTISING
CONSIDERATIONS



Companies that do not invest in digital expertise 
(internally as externally) will no longer be 
competitive. It is quite inexplicable, even mysterious, 
that we still have to remind brands of it in 2020.

10. DIGITAL
CONSIDERATIONS



Online Shopping will amount to at least 30% of total 
sales in Europe in the next 3 to 4 years.

11. E-COMMERCE
CONSIDERATIONS



Coopetition instead of competition will be the name 
of the game. Companies will profit far more from 
supporting each other than from competing. New 
market opportunities will arise from healthy 
coopetition and the sharing of knowledge. 
Coopetition will create whole new business 
segments, jobs, products and solutions as well. As an 
example; we offered our Notorious-Mag online shop 
for free to any small and midsized business lacking 
e-commerce. Already over 15 companies will use it, 
and in the future, when everything is settled and 
calm, they will maybe remember us.

12. COOPETITION
CONSIDERATIONS



Banks are going to be the big villains of the story, 
since at one point they will be forced by 
governments to help out, but not without first 
offering a high degree of resistance. And the general 
public will know of it and not forgive them.

13. BAD GUYS
CONSIDERATIONS



Finally, everything will be ok in the end, and we are 
optimistic that we will be able to prosper again and 
get along in a far more civilised and humane manner 
than we have in the past 20 years. 

And we will be happy to do our part and offer our 
expertise and assistance.  

ALL'S WELL THAT ENDS 
WELL

CONCLUSION
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THANK YOU AND STAY WELL

4E7
M E D I A

4e7media.com


