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Hello,
We are living, to put it mildly, in unusual times. In a typical year, we’d be
sharing our Top Trends report hot on the heels of Expo West, full of new 
products, emerging brands and of course, our top trends from the 
show. Now Expo West is off the table and the future of many 
upcoming conferences is uncertain. 

But we are still working, living and creating in this world. 
We are still thinking about brands, products and trends. 
We’ve rounded up 5 of our thoughts on what this 
current state of affairs will  mean for brands, 
design, work life and life in general. We hope 
you find something that piques your interest 
and we’d love to know what you’d like
to hear more about in the
coming weeks. 

Be well,
WC&Co.
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increase in online activity decrease in NYC CO emissions

increase in streaming increase in US CPG sales

COVID-19 Stats

70% 50%
12% $8.5bn
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True Purpose
It’s no secret that being a brand that cares has been on the 

rise for quite  some time now. Many brands have debuted in the 
last few years, and almost all of those hoping to capture gens Y 

and Z, have imbued their companies with some type of purpose: a 
pledge to the greater good through sustainability, charity or social 

awareness.

But since this upswing in corporate responsibility began brands and business 
haven’t truly been put to the test — until now. Already there has been an incredible 

outpouring of action from brands large and small doing what they can. Unilever, Kraft 
Heinz and Reckitt Benckiser will donate millions in funds and products to the relief effort. 

Auto companies are making ventilators, and Anheuser-Busch, along with many craft 
distilleries, has shifted production to make hand sanitizer. Subscription services from The New 

York Times to the Nike Training App have lifted pay walls on premium features to make staying 
informed and staying fit a little easier.

Equally impressive is the multitude of small business across the country, many of whom have 
taken a financial hit, donating their time and resources to help those in need. When all is said
and done, we will be able to engage more confidently knowing which brands are truly driven 

by purpose, not PR..
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Package Design, Redefined
Shopping habits have changed drastically in the last several months. Delivery and curbside
pick-up are surging and trips to the grocery store have become infrequent, anxious affairs. 

What does this mean for packaging when much more shopping is being done online and 
decisions made at shelf are often hurried and distracted? We can assume that traditional
drivers like value and brand name will continue to play a role, but those may also cede in
favor of new priorities like shelf life or product versatility.

There is also the shopping experience to consider. Is this the time to be bold on shelf, or 
should we strive to put something soothing and nostalgic in shoppers’ hands? If consumer 
priorities shift, package design will have to adapt. Brands and agencies will be faced 
with strategic and creative challenges to help customers navigate this new 
landscape and find the products that fit their wants and needs.
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Mixed Messaging
Now, more than ever, there is a need for brands to connect with 

consumers in a way that is both authentic and appropriate. Brands are 
rethinking where they’re reaching consumers and also how and why. 

The biggest missteps will come from those who appear opportunistic
or out of touch. Marketing efforts are proceeding cautiously. Many brands

have halted experiential marketing and are also cancelling or postponing campaigns 
planned before the pandemic that now feel inappropriate. Coca-Cola took a novel 

approach by turning over their social feeds to charitable organizations, lending the power of 
their audience to the likes of Feeding America and the Salvation Army. P&G sought the elusive 

attention of Gen Z with the #DistanceDance, a TikTok video encouraging young people to
stay at home, that’s already generated over 8 billion views.

Our needs, wants and abilities have changed. Brands who master their outreach at this time 
have the opportunity to strengthen brand community, reassure loyal customers and perhaps 

even provide a sense of comfort and normalcy.     
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The Milkman Cometh
Social distancing has created an unprecedented demand for delivery and curbside pick-up.
While major services like Amazon, Shipt and Fresh Direct struggle to meet this increased
demand, new businesses are finding innovative ways to offer their services while protecting the 
safety of their customers and staff.

Many restaurants are offering pick-up and delivery, but there are also bars offering cocktails 
to-go and local specialty businesses like butchers, cheese shops and bookstores, offering
pick-up and local delivery to their community. Could this be the birth – or rebirth – of niche, 
localized delivery? It’s one thing to stock up on weeks’ worth of dry goods and household 
supplies, but fresh staples – meat, fresh produce and yes, dairy - require frequent 
replenishing. Could the milkman make a comeback?
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Business Unusual

Along with our social lives, pastimes and vacation plans,
work life has been thrown for a loop. For those fortunate enough to 

be working remotely during this time it’s been amazing to see just how 
much work can be done while entire teams are confined to their homes. 

However, it’s also important to recognize the inevitable blind spots. 

Even for those accustomed to working from home, part or full time,
“working from home” and “attempting to work while stuck at home” are not the same 

thing. From what we’re hearing, even the most productive remote teams are still missing 
some key parts of office life: the social interactions, the designated physical workspace and 

the small daily work life routines that lend a rhythm and normalcy to our days. 

It’s difficult to say what all of this will mean for the future of work. 
As we face more time at home, what innovations will be made to meet the social, 

creative and productive challenges of those who can work remotely? And how can we 
begin to reimagine the roles of those who can’t? For now, we can only speculate, keep at it, 

and hope for the best.
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That’s the view from the couch. 
Stay safe, stay in touch.

Join the conversation: 
Celsae Vandenberg
Strategy, Innovation Director
celsae@wallacechurch.com

Wendy Church
Director, Client Services
wendy@wallacechurch.com

wallacechurch.com 330 east 48th street, ny, ny 10017 212-755-2903
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