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An Outside-In Perspective on Lockdown
A 20-day online panel exploring the impacts of Covid-19 
on customers' decision making
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1

Some of what we’ve learnt has confirmed what’s 
obvious. People are fed up of Zoom; if they have them, 
they wish they could socially distance from their kids at 
least 10 times a day; no-one misses canteen lunches. 
However, much of what we’ve learnt was anything but 
obvious. We have been struck by the constant, rapid, 
and dramatic changes in people’s feelings, opinions and 
behaviours. In just twenty days our panel’s expectations 
of customer service yoyo-ed up and down beyond any 
level of predictability. They’ve gone from fury at out-
of-stock shelves and having no one to speak to; to 
unprecedented levels of empathy, happy to deal with 
previously unacceptable levels of service. (Who knew 
customers would be happy to wait an hour just to have 
a single question answered by a real person?) To now, 
apparently moving back to a more ‘me-centric’ attitude 
with decreasing levels of patience for organisations that 
can’t deliver on the basics. We’ve seen these strange 
shifts in behaviour across multiple areas of life from 
food, to finance, and health.
It’s clear that the only predictable thing about 
customer’s lockdown behaviour is that it is not at 
all predictable. With ‘stay at home’ advice likely to 
remain in place until at least June, the journey for 
customers and the organisations that support them 
is far from over. Indeed, as we approached the final 
days of the panel just after Easter, there were signs 
of shifts again. People were considering spending 

on non-discretionary items for the first time in 
weeks. They were researching post-lockdown 
holidays. Dare we say it, they were looking and 
sounding much more like their pre-covid selves. 
However, with pay-day imminent across the UK, 
it’s likely that mindsets and behaviours will shift 
yet again. Reduced wages through furlough or a 
job loss in the household will become reality. This 
may dampen the spark of consumerism we saw 
emerging or, for those benefiting from reduced 
outgoings, maybe the spark will turn into a flame?
Our advice is to do what you can to step into 
your customers’ shoes. Don’t rely solely on 
data and opinion. Read broadly. Read what they 
read. Talk to them and talk to as many people as 
possible, as often as possible. Challenge yourself 
to really feel what it’s like being them.
Finally, we’d like to take the chance to say a huge 
thank you to our generous friends at Further for 
providing us with the research platform and to 
the design team at Rare for helping us bring our 
findings to life.
Stay at home, stay safe but don’t stay 
‘Inside-Out’.

An introduction
The challenge of staying 
outside-in in lockdown

At 8pm on Monday 23rd March the UK Prime Minister asked us all to stay at home.  
30 days later here we are; a nation of Zoom calling, Tiger King watching, Gousto eating home-schoolers… Or are we? 
It’s difficult at the best of times to maintain an 
‘Outside-In’ perspective. When you are, quite 
literally, locked inside your own world it’s near 
impossible to see and understand the world from 
where your customers stand. Therein lies the 
challenge and the reason we’ve invested in our 
‘Outsiders’ panel. To combat inside-out thinking 
and to uncover understanding of what matters to 
customers right now. Bringing the outside-in. All 
this, with the aim of helping organisations respond 
well. To reduce the likelihood of them making bad 
decisions (easily done: Wetherspoons, Sports Direct, 
BrewDog - take note!) and where possible, open up 
new opportunities that bring value to customers, 
to colleagues and to the long-term success of a 
business.
From the outset there’s been no shortage of 
information or opinion available about customers’ 
changing sentiments and shopping habits. In 
reality, rarely do data heavy charts and faceless 
segments provide the clarity or energy needed to 
inspire action. We set out to help leaders connect 
with what customers were experiencing for real. 
Giving them the opportunity to not only see and 
hear about their customers’ needs and frustrations; 
but to feel them and empathise with them too.
 

We’ve spent the last three weeks connected via a 
digital platform to eighteen individuals and their 
families across the UK. From a seventy-year-old 
psychotherapist living alone in East London, to a Civil 
Servant and his teenage sons hauled up together in 
Humberside. We’ve had the privilege of being by 
their side through the highs and the lows of their 
unique lockdown experiences. We have spoken 
to them directly over Zoom each week, recorded 
their experiences through daily video diaries and 
explored some of their more subconscious thoughts 
and feelings with a range of probing challenges and 
activities. These included getting them to advocate 
on behalf of others (a tried and tested projective 
technique that reveals how people really feel) and 
writing letters of advice to their pre-Covid selves.
What made the study particularly valuable was 
the input of our network. Rather than making 
assumptions about what organisations might 
value hearing about, we asked our broad network 
to submit topics of interest to them. As a result, 
you’ll see throughout this series of articles a range 
of different ways of looking at the challenges and 
opportunities both customers and organisations are 
facing. From the inconvenient truths of customers’ 
lockdown lives, to a deep dive into their financial 
hopes and fears.
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2 “I wasn’t really living life on my own terms before”
One of the benefits observed about lockdown was 
the ultimate freedom to spend your time as you wish 
and feel no guilt about it. People are reveling in the 
Joy of Missing Out. 

“I’m secretly quite pleased that I 
don’t have any plans, that I don’t 
even have to bother saying no… it’s 
the first time I can ever remember not 
having a packed diary” Lynsey

But lurking beneath the surface of this novel 
realisation lurked a darker truth; have we not been 
living our lives on our own terms? Have we, in fact, 
been spending our time based on the expectations 
of others and missing out on the opportunity to do 
the things we truly enjoy? 

“As much as I moaned before, I miss the commute”
There are other supposed freedoms that have turned 
out to be not all they were cracked up to be. An 
inordinate amount of time was spent in pre-Covid 
life whinging about the commute, the challenges of 
staying focused in the office, about the monotony 
of daily life. And yet here we find ourselves, working 
from home indefinitely and free of any routine, and 
it’s driving us to distraction.

“We have a strict routine we’re all 
sticking to, otherwise it would be 
chaos. I have a work routine, the kids 
have their schoolwork, we have set 
aside family time”Gaz  

Perhaps what this is showing us is that there is less 
obvious value in being at the office and at school; 
it gives structure to our days without which we find 
ourselves aimless and disorganised. Maybe the 
commute isn’t so bad; it acts as a boundary between 

work and leisure, enabling us to decompress and 
switch off from one mindset and ease into another. 
Without these parameters of daily life, people are 
struggling to remain productive and motivated. Or 
struggling to find 5 minutes peace!

“I’m finding it hard to be as productive 
in my job as I adjust to the new normal” 
Lynsey

Although the reasons for lockdown are scary and serious, the appeal of staying home was initially undenia-
ble. No commute to contend with, plenty of quality time with loved ones, the flexibility to follow your own 
routine… But as the old adage goes; you can have too much of a good thing. As the days wore on, the 
cracks began to show and the inconvenient truths of lockdown living emerged.

“It has taken a global pandemic to spend quality 
time with my family”
The first and least surprising perk to lockdown 
was relishing the opportunity to spend more time  
with family. And it wasn’t just those under the same 
roof; virtual communication has flowed abundantly, 
with some finding it suddenly and strangely 
permissible to reconnect with those they hadn’t 
spoken to for years.
Yet despite the rosy glow of all this connection, an 
uncomfortable realisation was dawning on people; 
it had taken a global crisis to find the time to spend 
an evening with a partner, or FaceTime a relative 
abroad, or even to catch up with how their kids were 
doing. 

“My husband works funny hours, but 
last week we managed to sit down 
together and watch a film! I think that 
was the first time in years we’ve done 
something like that…”Sarah 
 
 

 

And what’s more, having adjusted to this 
strange new normal, there was a sense of 
regret at having reconnected with long-
lost acquaintances and a realisation that our 
existing social circles are still all we really need.  
 
“I can Zoom all day and night and still feel lonely”
After a couple of weeks of online quizzes and 
virtual meetings, people started to experience 
‘Zoom fatigue’. It became abundantly clear 
that communicating virtually is not the same as 
connecting meaningfully.

“It is the lack of PHYSICAL CONTACT 
which I will find difficult”Jackie 

As convenient as it is to socialise from your sofa 
without having to remove your slippers, you can’t  sit 
in comfortable silence on a video call, you can’t read 
the nuances of body language or communicate the 
unspoken things like a reassuring touch of the arm. 
The overload of virtual communication has laid bare 
just how much of connection comes not from words 
but from shared presence and experience. 

The Inconvenient truths 
of lockdown life:  
A confessional

A quote that reminds Tereza to be grateful

Maggie’s schedule
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“I can’t do it all, and I don’t really want to”
For the already stretched Sandwich generation, 
lockdown has been a shock to the system. With all 
support systems gone – no schools or nurseries, 
babysitters or grandparents, parents are taking care 
of children around the clock, many whilst holding 
down full time jobs. And unable to visit them in 
person, they are also worrying about elderly parents 
from afar.

“My dad is 80 and lives in Somerset 
and my mother is disabled and my 
stepfather very old, so that has its 
own challenges with working out 
what to do regarding their care” Clare

For these customers, all boundaries that helped 
to compartmentalise their various roles in life have 
disintegrated. They must now be parents, teachers, 
employees, partners and friends all at once and it is 
understandably overwhelming.

“I’ve not been living my best life”
Throughout the ups and downs of the past few 
weeks, there have been moments of clarity; 
recognition of what’s truly important. Buoyed by 
news of silver linings such as a reduction in pollution 
and communities coming together to support the 
vulnerable, people have taken a look at their lives in 
a new light. 

 
 
 
 
 

“It’s that feeling of appreciation or 
maybe perspective you get when 
something horrible happens... Focus 
on what really matters is what I’m 
trying to say.” Clare
For some, it’s been an opportunity to review what 
they really want to spend their time doing, or finally 
get around to planning that trip of a lifetime. But 
what does this mean about how we’ve been living 
our lives until now? Have we been sleepwalking, 
taking for granted all the things that are most 
important? 
Lockdown has revealed a whole host of 
uncomfortable truths about the way we’ve been 
living our lives and encouraged some to consider 
longer-term changes that might make them healthier 
and happier. These are significant and admirable 
changes; living life more autonomously, connecting 
more meaningfully with the most important people 
in their lives, appreciating all that they have, and yet 
these aspirations are fragile. The realists fear that 
as soon as restrictions are lifted and the economy 
cranks back into full gear, they will be inundated 
by companies encouraging them to slip back into 
their old habits. There is evidently a scepticism that 
brands share their values. This presents a real risk 
for businesses; unless they have a clear purpose that 
aligns with one of these priorities, and unless they 
can help customers to overcome these inconvenient 
truths, then they are going to be fighting even more 
of an uphill battle in the post-Covid economy. 

“This is all about people seeing today’s dire 
situation as a chance to change for the better 
in the future whether it be re prioritising in their 
life or re assessing their habits” Tereza
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People everywhere are suffering and one of our 
instincts as humans is to find a villain to blame. It’s 
hard to blame a virus (yes, the close-ups are ugly, 
but it’s simply too small and inanimate to fit the bill 
for the scoundrel we’re after) so the hunt continues 
- creating an outbreak of moral righteousness 
that’s spreading as fast as COVID-19 itself. Tape 
measures being publicly brandished, 999 calls to 
report neighbours for a second daily outing and 
shopping basket checks are just some instances 
of social distancing shaming that are sweeping a 
nation desperate to blame someone besides the 
government for the crisis. 
With sensitivity about what behaviour is, and isn’t, 
acceptable heightened, organisations risk being 
embroiled in the blame game. Customers are likely 
to respond most harshly to companies they already 
distrust, and ‘doing the right thing’ is seen as the 
bare minimum rather than something that will earn 
praise or boost reputation.  

“I also felt worried going to buy milk 
today. We’d run out do I had to go to 
the local shop where there seemed to 
be zero measures in place. I think I’m 
going to suggest we don’t go there 
again.” Sarah

“I’m a bit wary of measures that Uber 
take straight off, purely because 
I know they’re not a very good 
employer…[saying they] will receive 
financial assistance for ‘up to 14 days’ 
- surely it takes people longer to get 
better?” Maggie

This begs the question, what exactly is ‘the right 
thing’ for an organisation to do? The crisis has had 
the curious effect of transforming organisations that 
were previously ‘faceless’ in customers’ minds, to 
being real groups of individuals - from hardworking 
doctors and nurses to heroic colleagues keeping 
shelves stacked in supermarkets. Our outsider 
panel unequivocally told us that protecting people 
– colleagues, the most vulnerable and customers, 
generally in that order – should be the top priorities 
for any businesses.

“I am pleased to see they are 
prioritising the protection of both 
their workers AND their customers, 
rather than just protecting 
customers which is definitely very 
important for my opinion of a 
company’s response.” Maggie [reading a 
response from Waitrose] 
 

 
 
 

 
 
 
 
 
 

Once companies have ensured they’re taking 
appropriate steps to protect people, there 
are several other things that customers are 
finding particularly valuable in this difficult time. 

At a time when people are feeling overwhelmed 
with negative news and uncertainty, simple and 
straightforward communication is valued more 
than ever. Customers are being sent large volumes 
of communications, so keep things concise and 
digestible, and consider using images rather than 
long text. Tone is also important, with customers 
responding well to communications that are 
reassuring, honest and positive like the example we 
showed them from Jack’s Flight Club. And, with the 
perception of organisations as first and foremost 
people, content that elevates colleagues and 
individuals is well-received. 

The crisis has organisations on a knife-edge. On one hand, people are on high alert for blame-worthy vil-
lains meaning organisations need to juggle what’s right in the eyes of their customers and what will keep 
them up and running. On the other, truly doing the right things for your customers in such a challenging 
time – the things that will genuinely help them get through it - can earn a long-lasting seal of approval in 
people’s memory

3 Hunting for villains: 
how to make sure your 
organisation isn’t one

In communications:
• Clear, straightforward information 
• Positive and reassuring tone 
• People-centred communication that   

highlights individuals

Lynsey responsibly venturing out to the doctor
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“It made me feel positive with 
something to look forward to after 
this situation passes. In these trying 
times it’s good to have something 
positive.” Gary (responding to Jack’s Flight 
Club email)

“It was nice that they used real 
workers and showed them doing the 
things they would be doing every day 
in their work.” Sarah (responding to Waitrose 
video)

Particularly at the beginning of lockdown, customers 
demonstrated more patience than usual. At the 
moment, they’re willing to wait longer but find clear 
setting of their expectations helpful – for example, 
one customer designed an app that would tell you 
how long the supermarket queue would take as his 
‘lockdown invention’. They’re willing to try digital 
alternatives offered where they’re effective (though 
many are sceptical about web-chat based on past 
experience), supportive of anything that reduces 
the need for in-person contact, and appreciative of 
organisations sharing service information proactively. 
 
“Tesco and Sainsbury’s have taken 
out full page adverts and keeping 
customers informed that way” Gary

In a dichotomy of sentiment, alongside the wave 
of moral righteousness, there’s also a surge of 
generosity towards the true heroes of the hour. 
People are passionate about supporting the NHS 
and its workers, with organisations’ actions to 
support them viewed positively. The same goes 
for elderly and vulnerable people, with customers 
happy to concede online shopping slots or priority 
store hours to help them.

In customer service and experience:
• Expectations being clearly set
• Digital and contactless alternatives 

offered – as long as they’re effective
• Proactive information

In other initiatives:
• Action to support NHS workers
• Demonstrating help for the most 

vulnerable

“[It’s] vital to recognise the role that NHS 
workers are playing right now, the more 
companies can do to help the better” Gary

Jackie spotting supportive signs on her walkFrontline workers
Alex heads to the supermarket past the deserted high street
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But in the company responses customers have seen 
so far, there’s as much (if not more) bad as good. 
Based on what we’ve heard from our outsiders, 
here’s what organisations should avoid:

Singling themselves out as heroes
While good deeds and sensible measures are 
appreciated, blowing your own trumpet isn’t – 
customers are very sensitive to what companies 
might be doing as a ‘PR exercise’ rather than 
because it’s just the right thing to do.

“It’s just doing the same as some of 
the other supermarkets are” Kimmy 
reflecting on a Waitrose video

Profiteering from panic
Anything that rings of a company trying 
to sell more based on people’s current 
feelings of vulnerability or panic is eliciting 
extremely negative reactions from customers 
 
“I feel like it is playing on people’s fears 
and insecurities and makes me feel a 
little sad. I don’t like that insurance/
health companies are trying to profit 
from the situation.” Darren’s reaction to 
BUPA’s advert

No / ineffective service alternatives
Not offering people another way to get in touch, 
or pushing them towards interim solutions that can’t 
solve their problems, is irritating customers.

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
“I was annoyed as the phone lines 
were busy and it took me nearly an 
hour to get through. I thought there 
should have been an answer phone 
or call back service.” Joanna’s experience 
with her local pharmacy

All talk, no action
Seeking certainty and reassurance, people are 
looking for solid and specific actions that show what 
organisations are doing to help – not vague words. 

“It’s quite vague…Have workers been 
allowed to work from home? Or are 
they expected to still come in to 
work? Are they offering paid leave to 
people who want to isolate? I think 
all of these are important questions 
companies should try to answer for 
their consumers.” Maggie, in response to 
Spoke’s email

Is patience wearing thin?

“Wondered what happened to my 
egg delivery today. She was due to 
deliver. I imagine her hens are still 
laying…” Kimmy

As the weeks of lockdown have worn on, the search 
for villains has continued at the same time as we’ve 
seen examples of patience wearing thin. In addition, 
our outsiders have seen their neighbours and 
communities coming together, using their resources 
to help where they can. They’re expecting companies 
to do the same. This leaves organisations of all kinds 
in a precarious place over the coming months and 
as sentiments constantly shift, staying close to your 
customers will be more crucial than ever.

 
 
 
 

“Companies should be doing more 
with the skills they have, so for 
example why can’t Uber drivers do 
shopping deliveries? It doesn’t take a 
lot of thought. People are doing that 
even in my neighbourhood – offering 
help with things should neighbours 
need a hand.” Sarah

Joanne social distincing outside the shops
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As people now wait with bated breath for their first 
lockdown pay check - or lack thereof – the true 
financial ramifications of COVID-19 and lockdown 
remain far from clear for many across the country. 
What’s inevitable though, is that its impact will be 
highly uneven: already some are enjoying the fruits 
of spending less and saving more, even as others 
struggle by on slashed household income or have 
lost their jobs altogether. 
We first spoke to our outsiders the day after lockdown 
commenced. While some were already anxious 
about money and others felt lucky to have been 
unaffected thus far, what united them was a sense of 
uncertainty about what would follow. Over the past 
few weeks, we’ve seen them getting their ducks in a 
row – be it agonising over spreadsheets to work out 
what their family can get by on, or enquiring about 
things like payment holidays with their bank, just in 
case – but watching and waiting for the clouds of 
uncertainty to disperse. As pay checks hit accounts 
and furloughing comes into effect, it’s crunch time 
– we anticipate that deliberation will shortly turn to 
action. 
We’ve also observed a general abstemiousness with 
regards to ‘unnecessary’ spending since the start 
of lockdown, both because of financial uncertainty 

but also provoked by a feeling of it simply being 
inappropriate to splash out on luxuries during a 
national emergency. But with the weeks wearing 
on, sentiment shows signs of shifting as people are 
tempted back to the (online) shops. 
Beneath the surface of this uncertainty and thriftiness, 
though, we’ve spotted three different segments of 
customers emerging – with divergences likely to 
deepen through the crisis. 
1. The financially destabilised
Those of working age whose employment status 
is insecure or whose income has been slashed are 
being hit the hardest, especially where they are 
supporting children or others financially
• Concern highest among those that are self 

employed or with less secure employment status
• Short-term anxiety about whether government 

schemes will cover them, be sufficient and 
whether there will be a long gap before they 
receive the money

• Over the longer-term, employment plans called 
into question

“I have had my main means of 
earning money taken away because 
of the school closures and because 
I am an agency worker and am self-
employed I don’t have much security 
or protection at times like these.” 
Sarah

“It’s really called into question my 
career plans. Hospitality doesn’t seem 
like such a good idea anymore.” Cosi

The financial impact of the crisis will be uneven. With diverging segments of customers emerging, financial 
services providers and other organisations will have to cater carefully to their differing needs over the 
course of the crisis – and especially during the imminent weeks when customers’ financial deliberation is 
likely to become action.

4 Lockdown life: spotlight 
on finances as COVID-19 
deepens the divide

Possible opportunities:
• Help me rationalise my monthly spend, 

highlighting recurring costs that I could be 
cutting down

• Help me navigate this challenging situation 
with personal 1-2-1 guidance just for me

• Help me understand my different options 
easily, like payment and mortgage holidays

• Help me save for a rainy day in the future 
so I’m better prepared for emergencies like 
this

Maggie glued to the screen

Lynsey’s winning lottery ticket would give her financial stability
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“No change as I feel as a government 
worker my job and salary is safe at 
this moment in time.” Darren

3. The unaffected few
A few, including students and those in secure 
employment, aren’t feeling any financial impact of 
the crisis other than enjoying a few less outgoings 
than usual
• This group are feeling better off than before
• Some are looking for ways to make the most of 

their newfound ability to save, and are keen to 
continue the habit afterwards

• But there are temptations to splurge the extra 
money they’ve saved when it’s all over

“I think we might have a blow 
out holiday which we wouldn’t 
have planned otherwise. But we’ll 
have missed out on the end of uni 
celebrations.” Maggie

2. The coping-but-cautious
Many who are in secure employment or retired 
aren’t worried about their day-to-day finances, but 
are concerned about devaluation of their savings 
and pensions
• They have few short-term concerns about 

money and if anything are saving because of 
reduced daily spending on lunches, petrol, 
meals out and so on

• However, they are concerned about loss in 
value of their investments and pensions

• Most are adopting a watch-and-wait approach, 
hoping for recovery

“I have savings in a stocks and shares 
ISA and investment funds which have 
all dropped in value considerably 
over the past month or so. Hopefully 
once this situation has passed these 
can rise in value. I’ve got a feeling 
though it could take a while to 
recover the value in these products 
though!” Gary

“My emergency money for a car, new 
boiler and to pay extra for holidays is 
in shares. They’re obviously not doing 
so well.”Jackie

PICTURE(S)

Possible opportunities:
• Help me with flexibility to access money 

if I end up needing to 
• Help me make the most of the extra 

savings I’m making during lockdown

Possible opportunities:
• Help me hone and maintain my 

newfound savings habit 
• Help me stay motivated towards saving 

for something big after lockdown

Darren put old CDs up for sale
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Our outsiders’ money inventions (and what they tell us about the 
support customers would value most)

1. Cosi’s Money Printing Machine 
For ‘the financially destabilised’, inventions like this 
money printing machine show that they’re seeking 
financial security more than anything. 

“A winning lottery ticket would be my 
ideal money-related project. It would 
help me be able to ensure financial 
stability for my family, friends and I.” 
Lynsey

2. Maggie’s Piggy Bank 
Across all groups, there’s a newfound focus on 
saving. For student Maggie, it’s aboutmotivation to 
continue with the good savings she’s been able to 
make during lockdown. For others, it’s about help 
to identify the regular outgoings that they could 
be reducing as purse strings are tightened through 
lockdown, or a longer-term concern about having 
enough saved for future emergencies. 

“It has made me think about 
future disasters that are out of my 
control and I will have to save more 
and spend less to have enough 
emergency money in the future.” Alex 
 
“Send me a statement of the past 
3 months showing my monthly 
outgoings and identify areas where 
I may be able to stop or reduce 
payments.” Sarah

4. Kimmy’s Magnetic Money Tongs
People are seeking ways to avoid handling cash
and reduce their exposure to the virus. This is in
some cases speeding up adoption of digital 
options, with people seeking help online or using
online banking, though others are wary of scams.

“If anything I feel more committed 
about online banking as it negates 
the requirement to leave my house 
and be in contact with other people.” 
Kimmy

“I do manage my finances online 
but I’m always a bit nervous about 
it. Now that the subject has been 
brought up I’m thinking that 
scammers will be working even 
harder.” Jackie

4. Dev’s Virtual Money Assistant
People are seeking guidance with regards to their 
money to help them navigate the coming months, 
and Dev’s virtual assistant provides a convenient and 
contact-free way to get this during lockdown. And 
while it may be virtual, the advice should be from a 
real person to grant reassurance in this time of great 
uncertainty. 

“In these terrifying times I need to 
trust the people around me like my 
IFA to guide me to safety.”- Alex
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Finding accomplishment in the 
kitchen. People are enjoying 
cooking for their families and 
trying new recipes: “learning to 
cook something new is also a fun 
way to get creative!” says Maggie. 
Meanwhile Cosimo has been 
enjoying using cooking as a good 
time-filler, “We are making more 
of an effort with our cooking, we 
have more time and it gives us 
something to do”, and Dev has 
noticed “The longer the lockdown 
goes on the more important 
good food is becoming.” 

Exercise for the body and mind. 
Sarah is finding her daily exercise 
a necessary outlet for her excess 
energy, “I’m starting to feel a bit 
trapped but I’m sure I can sort 
that out by putting together an 
exercise routine for me and my 
husband.” Maggie also notes how 
helpful this been for her, “I did 
some bodyweight exercises in the 
garden. It’s really important for 
me to feel productive and normal 
at the minute, so that’s what 
I’ve been focusing on.” Online 
fitness classes have witnessed 
a huge boom. Influencer Joe 
Wicks has seen more than 23 
million views in a single week 
of his ‘PE with Joe videos’. That 
said, a recent study suggested 
that 60% of people in the UK are 
reporting less exercise than usual 
during lockdown, and Joanne is  

finding that despite the free time 
she is starting to struggle with 
motivation. 

Creating a more mindful home. 
Lynsey has been enthusiastically 
working on her house: “I’ve 
run out of things to clean!”. “If 
I never bought clothes again 
I would have enough until I 
die” reflected Tereza: “It’s 
shocking.” Driven by a sense of 
purpose (and sometimes guilt), 

decluttering the home appears to 
be happening across the country, 
although not all are doing this 
legally - fly tipping is reported to 
be up 50% country-wide. Some 
Councils are requesting residents 
to avoid home clear outs which 
is increasing load on their waste 
disposal services.

(Re)discovering the joy of creativity. Tereza has been “Taking arts 
class online. Never drew anything before. I’m enjoying so much. It 
takes my mind away.” Painting has been a welcome break, “Gave 
myself the day off today!” says Maggie: “Spent most of the day in 
the garden painting which was lovely”. The Royal Academy has been 
setting daily art challenges on Twitter and museums offer virtual tours.

Feeling productive in the 
home and garden. For those 
lucky enough to have outdoor 
space, gardening is becoming 
a favourite activity. Dev said “I 
think this week will see some 
gardening, preparing beds and 
just a general tidy and clean up 
for the whole garden”. Lynsey 
said the best part of her day was 
“mowing the lawn and tidying 
up the garden” and enjoyed the 
added benefits, “I even caught 
a bit of a sun-tan!” Joanne 
has been buying paint to start 
redecorating her living room on 
the weekends.

5 Filling time or finding 
meaning?

Not everyone is finding they have more time during lockdown life. Many have lost what they saved on  
the commute with shared childcare or found ‘Working from Home’ hours creeping up. Those with time  
on their hands have been finding new activities, as well as long-overdue tasks, to fill their time and find a 
sense of productivity. 

Opportunities:
How might you appeal to people’s 
hunger for accomplishment?
How might you help them get 
creative for specific occasions – 
birthdays, date night, family making 
during lockdown

Opportunities:
How might you tap in on this 
newfound motivation? 
How might you help people stay well 
(and not overdo it)?

Opportunities:
How might you provide customers 
with inspiration when they can’t visit 
garden centres or DIY stores?
How might you help people prepare 
projects, ready for post lock-down?

Opportunities:
How might you help people 
declutter safely during lockdown?
How might you help people live 
more mindfully?

Opportunities:
How might you tap into the 
need for creative outlets?
How might you use virtual 
experiences to help people 
escape?
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Connecting Through Video 
Calls. Those who have been 
missing spending time with their 
loved ones have been particularly 
enjoying Zoom and FaceTime 
calls to catch up and feel a little 
less alone. For some, it’s the 
first time they’ve tried this, such 
as 70 year old Jackie: “It was a 
lovely time and we only started 
it because of the lockdown. It is 
something we intend to continue 
indefinitely. Something good 
from this situation”. Needing 
to isolate alone has been 
(understandably) causing some 
loneliness, Tereza was feeling 
the consequences of this but 
said “I will be happier when I see 
my children and grandchildren 
on FaceTime. It is always the 
highlight of the day.”

Escaping Reality. Books and 
TV shows have been a welcome 
distraction from the real world 
in this time. Maggie has been 
“watching TV in the evening 
(something light to take our 
minds off it all)”, using shows 
to help forget everything else. 
Meanwhile, Dev has been “using 
the time to catch up on the books 
I wanted to read” and Tereza 
unearthed a book she got “as a 
present more than 10 years ago 
but never managed to read it.” 
Official TV viewing figures have 
reached an all-time high in the 
past two weeks, with the average 
household spending three hours 
and forty-six minutes each day 
watching – higher than usual 
Christmas viewing levels.

Gaming togetherness. Families 
at home have been enjoying 
the light-hearted fun of some 
classic board games, with others 
joining their friends online to 
play video games. “So many 
highs! We played a board game 
as a family.” The sense of ‘doing’ 
together rather than forced 
‘communicating’ seems to be 
desired. Cosimo has daily video 
game sessions online, alternating 
between Poker and Call of Duty 
with his friends. What’s Cosimo 
spending his money on? Food, 
beer and computer games!

Opportunities:
How might you provide a sense 
of companionship and not just 
communication?

Opportunities:
How might you support people to 
explore new content?

Tereza catching up 
with family

Sarah’s gallery tour

Tereza finally has time to read a book

So what?
Some people are turning to ‘boredom beaters’ to make the lockdown feel more 
manageable – the question of whether these indicate trends which will last post-
lockdown remain to be answered.
Asking people to predict their own future behaviour is always fraught with 
difficulties, but a few key indicators can be used to help us understand which 
behaviours will be embedded into the lives of our ‘Outsiders’ post lockdown.  
The Fogg behavioural model of Motivation and Ability suggests one lens through 
which to view this question:

1. How motivated will people be to continue in these activities?  
(What value do they get from them, and will this value remain in a post 
lockdown world?)

2. How easy are the activities to continue with?  
(And if they have developed into habits, how hard are they to stop?)

The one thing that people appear to be missing most during lockdown is 
socialisation and ‘real’ contact. How easily will these new time-fillers be ‘re-
socialised’ when lockdown is lifted? Newly up-skilled cooks may choose to cook 
for friends after lockdown, rather than eating out. Conversely, activities which 
are currently replacing the physical contact of socialisation are likely to be short 
term. Video calls with friends and family are providing important communication 
during this time, but our outsiders are finding: ‘it just isn’t the same as seeing 
people in real life’.
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6 Sarah’s story

Meet Sarah. She’s a supply teacher and tutor, usually found juggling three jobs as well as three kids.  
Despite her determinedly positive and upbeat nature, the current situation has come with ups and downs 
for her too. 
Following the crisis through Sarah’s eyes, we were struck by how the little things - joyful, sad or irri-
tating - become magnified in lockdown life as we’re confined to our own narrow bubbles. And narrow 
though our individual experiences are, we’ve found so many elements of hers utterly relatable. So whether 
you’re wondering how your organisation might best support customers as the lockdown wears on, or you’re 
simply hoping to find solace in the knowledge that you’re not the only one grappling to find the ‘normal’ in 
‘new normal’ – keep Sarah in mind. Here’s a glimpse into her experience over the past few weeks.  

20th March
“I felt really anxious and low for a couple of days 
– the 80% wage hadn’t been announced and I 
was worried about everything – my husband, a 
cough my son had, my dad and grandma who we 
can’t see that easily. Once the financial measures 
were announced I felt much better – that was the 
biggest concern.”
25th March
“We thought 2020 was going to be our year. We 
were planning our first holiday – proper holiday, on 
a plane - in years, creative juices were flowing from 
doing so much at work… Now it’s like the rug’s 
been pulled from under my feet.”
1st April
“Being furloughed is at the forefront of my mind 
today. I just want absolute clarification on what, 
when, and how much. I also argued with my rather 
wilful four-year old… I think she’s trying to process 
things, she’d just got used to going to school when 
everything changed.”
 

2nd April
“Today has been OK. I feel like the children are into 
their routine now and I’m really enjoying teaching 
them at home. I’m starting to feel a bit trapped 
but I’m sure I can sort that out by putting together 
an exercise routine for me and my husband.”
3rd April
“I started prepping to do a bit of wallpapering in 
the kids’ room. That’s my job over the next week, 
and I need to get the curtains made as they’re 
sleeping with no curtains at the minute.”
“I’m going to find something free to watch, 
apparently there’s opera going up on YouTube – 
not really my thing but we’ll try and be cultured.”
4th April
“So many highs today! My husband had flowers 
delivered for my birthday tomorrow. We all 
played a board game as a family. I’m watching 
live comedy. I managed to hang a bit of wallpaper 
without it turning into a disaster. I cut my hair…
and my husband has just handed me a bottle of 
gin. YES!”

5th April 
“I’m just in the middle of eating my birthday tea! 
Opened presents this morning with my family and 
saw the lovely cards my children had made. I also 
got some new cook books which I’m really excited 
about using. Planning to play Cards Against 
Humanity with a few friends which should be good 
for a giggle.”
“Nice relaxing day until the internet cut out – 
infuriating! It’s back up and running now, but makes 
you realise how essential it is. I was panicking about 
work tomorrow.”
6th April
“Just heard about the PM and that’s quite 
concerning.”
“I’m a bit worried about my elder two children, I 
think it’s finally hit them just how much has changed 
and exactly how much they can’t do anymore… I 
might order them something fun to do over Easter, 
it’s about those little treats to pep you up and keep 
you going.”

“One of my tutee’s mum is also quite unwell – it 
really brings it home when it’s people you know. 
She’s getting tested tomorrow.”
“Managed to get out for a walk…maybe I’ve been 
subconsciously nervous about going out. Sang 
with my choir, you can’t harmonize because of the 
delay but it’s nice just to sing.”
7th April
“Worst part of my day was getting a vague email 
about furlough which still didn’t really answer any 
questions. As much use as a chocolate teapot, I’m 
not any the wiser.”
“My sister works in ICU and she thinks she’s got 
it… my dad’s treatment has been put on hold.”
9th April
“Nice to join in with the clapping. Feeling quite tired 
again. I must stop eating my birthday chocolates! 
Did a workout online yesterday though, a class I 
have been wanting to do in ‘real life’ for YEARS 
and it was great, I got very sweaty, so I’ll be doing 
that again.”
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“Was great to do book club via Zoom last night 
too. I hadn’t read the book but loved hearing 
about it and catching up with everyone.”
“Heard that my Grandma’s life-long (as in 80 years) 
friend had died. I was a bit worried about my 
Grandma so I gave her a ring and we had a lovely 
chat.”
10th April
“My tutoring is working quite well virtually because 
you don’t have the travel time… It’s definitely made 
me think about continuing with online tutoring in 
some respect. I am finding that I am in front of a 
screen much more than I would normally though.”
11th April
“Lovely, nice to sit in the sun and watch the 
kids play. Talked to a friend from the end of her 
drive, social distancing rules were applied, don’t 
worry! Looking forward to doing an Easter hunt 
tomorrow.”
 

12th April
“The more time goes on, the more relaxed I’m 
becoming. I am usually quite a big worrier…it goes 
to show how far I’ve come in the fact that I am 
accepting that much of this is out of my control 
and I just need to do what I can do, and not sweat 
the rest.”
“Feel better after a run. Children have been rather 
lovely despite a few blips. I can’t believe we’re 
about to go into week 4!”
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“I am wasting a lot less – usually I 
would have to chuck a load of salad at 
the end of the week, I am pretty much 

eating everything I’ve got”
Lynsey

4th March SKY NEWS: 
UK supermarkets ‘draw 
up emergency plans for 

major outbreak’

15th March SKY NEWS: 
Supermarkets tell public 
to be considerate and 

stop panic buying

17th March Google: 
Analytics: UK time 

spend at supermarkets 
increased by 21%

19th March The Telegraph: 
Supermarket sales surged 
43% in week coronavirus 

panic took hold.

25th March Wales News: 
Supermarket websites 
crash due to increased 

demand 

28th March The Guardian: 
Empty supermarket 

shelves: panic is not the 
problem

30th March Which?: 28% 
shopping at independent 

or convenience stores more 
since lockdown

3rd April Google Analytics: 
Time spend at grocery store 

locations down 41%

11th April The Guardian: 
Morrisons lifts ALL product 

restrictions after coronavirus 
rationing

6th March BBC: 
Coronavirus panic: Why 
are people stockpiling 

toilet paper?

 16th March:  
Boris Johnson advises against 

non-essential travel and 
suggests working from home

18th March The Guardian: 
UK supermarkets take 
steps to prevent panic 
buying and shortages

23rd March:  
Government announced 
three-week lockdown

27th March BBC: 
Supermarket shoppers 
‘keep calm’ and queue

30th March Which?: 76% of 
Britons experiencing product 

shortages when shopping

2nd April BBC: Why 
grocery shelves won’t 

be empty for long 

7th April Which?: 30% 
still struggling to get 
online delivery slots

17th April The Guardian: 
Brits cut food waste 

with ‘lockdown larders’ 
during coronavirus 

pandemic

7 Food and Grocery through the Coronavirus  
Crisis: The stories behind the Headlines

“I had to drive to three  
different supermarkets to  

get fresh vegetables”
Alex S

It makes me so angry that 
people are stockpiling. Its just 
selfish. I did manage to buy 
some extra loo roll though.

Alex S

“It seems we spend more time 
in supermarket buying less 

items due to looking  
for alternatives.” 

Alex

“Went to the local zero waste 
shop – wouldn’t normally do 
that but we panicked about 

buying noodles/pasta” 
Sarah

“Running a bit low on 
fruit and veg but I am 
just trying to go to the 
shops once a week” 

Lynsey

My children are shopping for me now.  
They told me I wasn’t allowed out – I 

couldn’t believe it! 
Jackie

“One thing that is different for me 
after the lockdown is that I cook more
I realised that I went out too much” 

Tereza

“I have noticed we are buying more 
fresh fruit and veg, and less processed 

food than before” 
Gary “Not a list, but a meal plan for the 

week, then we buy the ingredients 
from that” 

Sarah

“It has been hard to get a week’s 
worth of shopping into the fridge 

when it arrives and fresh things need 
keeping an eye on.”

Sarah

“We have cut down on crisps, 
chocolate bars, puddings and sugary 
drinks to try and keep fit but also to 

try and keep costs down”
Alex

“Some of that stuff I bought at the 
start. I have eaten it now and I am not 
going to replace it as it was horrible” 

Lynsey

“Trying to ration myself [eating fruit 
and veg] because once it has gone 

its gone and I am only trying to shop 
once a week.”  

Lynsey

“Difficult to get online deliveries as I 
am trying to avoid the supermarket. 
We found that staying up just after 

midnight to get a slot online worked a 
bit easier.” 

Kim

“An app would be useful as it  
would give an indication of the  

queue times at local supermarkets 
(both at entrance and checkouts). This 

would save me time when choosing 
which supermarket to shop at as last 

weekend” 
Gary
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So what? Whilst supermarket supply chains have largely 
grown to meet demand, the shopping habits of 
our outsiders have shifted dramatically. ‘Loyalty’ 
was out the window during the first two weeks - 
brands and labels meant little and it was all about 
availability. As customers adjust to their new reality, 
most have settled into a routine of minimizing 
shopping frequency and location – a forced change 
of the habits which they have enjoyed and perfected 
over many years. This too has had its challenges. 
How to keep food varied? How to know what meals 
the family will want in 6 days time? How to get 
enough fresh fruit and veg to last between shops? 
And how to feed an overstretched family through a 
crisis without blowing the budget? 
Probing deeper into the outsiders’ desire to 
minimise shopping trips unearths some interesting 
truths about their motivation. It is not just the virus 
that puts them off, but the queues. ‘An app which 
showed the length of local supermarket queues’ 
was suggested as one useful ‘lockdown invention’. 
Conversely, Waitrose’s announcement on the 6th of 
April that self-isolating staff would not be paid was 
met by customers threatening to boycott the shop, 
although further questioning suggested concerns 
were more it may encourage staff to not self-isolate 
which posed risks to customer’s health. Waitrose 
quickly reversed this decision. 
Another ‘grocery lockdown invention’ our Outsiders 
came up with was a grab-and-go food box with recipe 
cards for the week provided by supermarkets. This 
‘invention’ highlighted well the two major challenges 
faced by grocery shoppers during lockdown. The 
message was clear: “Help me minimise time spent 
planning of meals.”
Whilst in some ways the crisis feels like it has settled 
into a ‘new normal’ for our outsiders – their grocery 
coronavirus journey is likely to be far from over. UK 
food producers warn of lack of migratory workers 

to help in fresh produce harvests, and the supply 
chains continue to be strained by self-isolating staff
The more long-term changes however might be 
in the development of new habits of customers. 
Spending time cooking from scratch, a desire to 
eat more healthily (boosting immunity rather than 
dieting), and a greater awareness of not letting food 
go to waste may last well beyond the crisis. New 
shopping behaviours too may develop into habits – 
online deliveries and regular ‘veg’ boxes which are 
so highly in demand right now may well become the 
corona-legacy for grocery shopping. 

The emotional highs and lows 
of our Outsiders have fluctuated 
through the crisis like the 
emptying and refilling of our 
supermarket shelves. From the 
initial amazement at ‘loo roll gate’, 
to the anger at stockpiling (whilst 
still stocking up themselves!), to 
the shock of empty shelves in the 
first week of lockdown. 
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8 Four digital discoveries that people 
will keep using… 

                           ...and the virtual fails that won’t    
                                         make the post-covid cut
Living in a digital age has never been so obvious as in our new lockdown lives. 
People are living, working, shopping, learning and socially social distancing 
online. The shift towards digital has been a trend for the past 20 years, and 
whilst lockdown has accelerated this shift – only those digital solutions which 
meet genuine customer needs will win out. Frustration with digital solutions 
which miss the mark is running high. How at a time when the world is ‘feeling’ 
more than ever can you ensure that you don’t digitally disconnect?
Here are some of the more useful digital discoveries which people hope to 
continue using…

Video Socials with Faraway Family
A faster, cheaper way to stay in touch: When 
faced with a global health crisis, people are more 
aware than ever of staying in contact with love 
ones, but the lockdown restrictions have forced 
this interaction online. “I will be happier when I 
see my children and grandchildren on FaceTime. 
It is always the highlight of the day” said Tereza, 
one week into lockdown. “Zoom meeting with my 
children and some of my grandchildren.” Jackie 
told us: “It was a lovely time and we only started 
it because of the lockdown. It is something we 
intend to continue indefinitely.”

New Ways of Earning a Living – a 
more efficient and effective way 
to earn: 
Although some jobs cannot be transferred to 
online, others are finding online working might be 
a new revenue stream. Sarah has been working as 
a tutor for children studying at home and says “My 
tutoring works quite well virtually too because I 
don’t have travel time, but there are some things 
such work better in person, for instance writing. 
It’s definitely made me think about continuing 
with online tutoring in some respect.” 

Online Workouts – a more convenient 
way to fit a workout in:
Follow-along Youtube videos have been reaching 
millions of hits during lockdown. Whilst trying to 
avoid the dreaded ‘Covid 15’ (a twist on the better 
known ‘Freshers 15’ weight gain in the first year 
of university), people have been enjoying how 
convenient and surprisingly fun these workouts 
can be. Kimmy said “it’s a good substitute if you 
can’t get to gym classes” after trying the wildly 
popular Joe Wicks home workout videos. Sarah 
suggests another option “I think fitness classes 
would work if they continued to be streamed but 
streamed from a live class where people have 
attended in person. I can’t get to many evening 
classes, but a live streamed class would be the 
next best thing.”

Sarah selling outgrown baby 
clothes on eBay

P.E with Joe

Jackie on her Zoom Call
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Online Classes – a more accessible 
way to experiment with new hobbies:  
Sometimes the fear of judgement holds us back 
from trying out new skills. But what if there was 
no one else around to see? As well university 
and college classes moving online, others such 
as art classes have been gaining popularity. One 
of our participants, Tereza, had never taken up 
art before but felt she wanted to give it a go 
during her extra free time. She said “Taking 
art classes online. Never drew anything. I’m 
enjoying so much. It takes my mind away.”  

Virtual Contact – with no physical 
or emotional connection:  
Despite some people welcoming this break in 
socialising, such as Darren who says “Quiet day 
here I have not spoken to anyone outside my 
household which was quite nice for a change”, 
others are missing the physical closeness with 
loved ones. Joanne is feeling the strain of being 
unable to be around her loved ones, saying 
“It’s not the same talking to someone over the 
phone, as you can’t see facial expressions and 
tell if the person needs help. You can have no 
physical contact such as hugs.” Many others 
are also missing physical contact but will make-
do for the time being, with Tereza adding 
“Video call is not the same because we can’t 
hug and kiss, but it is better than nothing.”  

Always on News – becoming 
overwhelming and confusing:
Usually checking the news once a day, watching 
the daily updates on TV or just waiting to receive 
any breaking news updates is the extent of most 
people news intake. However, with constant 
coronavirus updates and briefings, our Outsiders 
have found themselves glued to their phones, 
TVs and radios waiting for any update. People are 
starting to feel the effects of the extra exposure. 
” I’m having a day off watching the news so am 
determined to be positive” said Lynsey last week, 
“It will still be there tomorrow.”

Live Performances – without the 
experience:  
It has been inspiring to see how many performers 
and celebrities have been trying to provide the 
same content from the comfort of their own 
homes, such as live concerts on Instagram live 
streams or TV shows being at home. However, it 
seems the effect can never be quite the same as 
with a full audience and a crew of technical staff to 
help. Sarah found that she needed the presence 
of an audience much more than she had expected, 
saying “I tried to watch live-streamed stand-up 
at the weekend. It was fun but odd because the 
comedians were performing from their houses 
without the feedback of a live audience.” 
 
 

Online Group Activities – lacking 
camaraderie:
While calling friends and family for a catch-up 
is here for the long-haul, more organised group 
activities haven’t felt quite the same. Book clubs 
and choir groups are struggling to find a way to 
get the same effect online as they do in the real 
world. Sarah tells us “Book club was lovely, but 
again, not the same as physical company. Usually 
we would bring food and wine and eat and 
drink together. There’s something special about 
sharing a meal together which can’t be recreated 
virtually”. And on her choir group: “In the same 
way, choir didn’t work as well either. We can’t all 
sing together because of the slight delay. It’s a 
really special feeling when you’re part of creating 
a beautiful harmony, it’s a very physical thing (I’m 
sounding a bit airy fairy now).”

However...
Not all the digital discoveries will survive the test of time. Already our outsiders are showing 
some frustrations when digital solutions fail to fulfil their needs.
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Anna Miley
Anna is a strategy and insight specialist with a knack 
for uncovering what really matters to customers and 
helping clients design an innovative and commercial 
response. She was previously Head of Innovation 
at brand consultancy Clear, leading the growth 
of their international innovation and behavioural 
sciences practice. A Unilever marketing graduate 
by training, Anna’s claim to fame was scientifically 
validating that Lynx deodorant does indeed make 
the wearer more attractive. 
amiley@the-foundation.com 

Madeleine Ito
Madeleine delights in using creative means 
to uncover customer insight, then helping 
organisations apply it to the strategic decisions 
they make. Maddie has worked with HSBC’s Global 
Private Bank to develop customer-led propositions 
and their strategic brand positioning, explored how 
Muller yogurts can innovate to reach new audiences, 
and worked with Yorkshire Water to define how they 
manage and improve their customers’ experiences. 
Prior to this, Maddie led consumer and corporate 
communications at innovative hospitality company 
onefinestay, and took a rural hiatus teaching English 
in the hills of Japan. 
mito@the-foundation.com 

 

Claudia Bhugra-Schmid
Claudia has a background in bringing the outside 
world into strategic thinking, from human and 
cultural insight to foresight and trends. She has 
worked across a range of categories and challenges, 
including developing new propositions for HSBC’s 
Jade customers and working on a positioning to 
help grow appeal with girls for LEGO. She has a 
background in advertising and a passion for helping 
businesses make their brands more relevant and 
contemporary, which has led to work exploring the 
positive impact and purpose of business in society. 
cbhugra-schmid@the-foundation.com 

Edmund Bradbury
Edmund joined The Foundation from the world of 
professional sport. Having previously completed 
an MA in Neuroscience and Management from 
Cambridge, his time as a professional cyclist offered 
him unusual insight into the optimisation of human 
behaviour patterns. For the past two years Edmund 
has also been coaching, using his understanding of 
performance psychology to maximise the capabilities 
of his clients. Since joining The Foundation Edmund 
has worked with Tesco Mobile developing their 
vision for simplification, and with Lowell Financial 
Services helping them understand debt collection 
from the perspective of their customers.
ebradbury@the-foundation.com 

Since 1999, we’ve been working with 
all kinds of organisations to help them 
achieve customer-led success. 

Why? Because we believe that being customer-
led is the foundation of sustained success. 
Understanding what really matters to your customers 
means you’ll earn more of their decisions in your 
favour, providing what matters and stopping what 
doesn’t. And repeatedly earning customer decisions 
is the thing that enables a company to grow in a 
sustainable way.
Being customer-led is easy to say but hard to do, 
for two reasons. Firstly, because people naturally see 
the world from the inside-out, closer to colleagues, 
business pressures and industry conventions than to 
customers and what matters to them.  And secondly, 
because whilst in most organisations there is plenty 
of outside-in information, it doesn’t have the impact 
it needs to cause leaders to take inconvenient 
decisions.
So we deliver outside-in perspectives with impact. 
This means re-connecting with what customers really 
value; the problems they have or the outcomes they 
want, not just their opinion on what is produced. And 
it means immersing people in these outside-in views 
directly, building belief in customer-led answers that 
really will lead to commercial success, and in their 
ability to respond.
 
 
 
 
 

We work across critical areas that contribute to 
customer-led success, most often being asked 
questions on:
• Growth Strategy – building your future plans 

around what really matters to your customers
• Propositions – creating breakthrough 

propositions around inconvenient truths
• Customer Experience Management – delivering 

a systematic approach that grows value for 
customers and the business

Our clients include HSBC, the John Lewis Partnership, 
Sky, Vitality and Ebay, with achievements including 
helping create Plan A at M&S, adding £100m of value 
to a Travelex travel money proposition, and giving 
Morrisons a competitive direction contributing to 
their return to growth.
Behind our work our most distinctive characteristic 
is our team and their outlook. We work as 
facilitators as well as experts, with every member of 
the team motivated to and experienced in crossing 
the border between the worlds of customers and 
business, which often resist mixing well.

Find out more at the-foundation.com 
Tweet us @TheFoundation
Get in touch: info@the-foundation.com 

The contributing team About The Foundation
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