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Global Trends 2020
Beyond the pandemic

Ben Page, Chief Executive, Ipsos MORI

How much have long term 

trends changed?
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How has
COVID-19 
changed our 
societies?

The pandemic has 

had far-reaching 

impacts on our 

behaviour.

How far is this 

translating into 

change in values?
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Values can hold true over the medium term

I fear that technical progress is destroying 

our lives

I wish I could slow down the pace of my 

life

Fulfilment in life is achieving a prominent 

position in your chosen career

It is up to everyone to rely on their own 

principles

2008 financial 

crisis

1999

Amazon Alexa 

launched

Facebook 

launches

2019

United Kingdom internet penetration% Net agree

9/11

84%
82%

49%
52%

44%
47%

31% 32%

13%

93%

Sources: 1999: Ipsos Socioconsult Survey, 2019: Ipsos Global Trends survey – GB data, United Kingdom 

Internet penetration, Office for National Statistics (UK) 
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Our theory 
of change

A shock to 

the system
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To check it, we picked seven markets…

PRE-PANDEMIC PREPARATION ADJUSTMENT ACCLIMATION OPENING UP RE-START

The pandemic has 

not reached my 

area, so there have 

not been any 

restrictions so far

I am getting ready 

for possible new 

restrictions

I have adapted to 

the restrictions 

and settled into 

new routines.

It seems 

restrictions will 

soon be lifted in 

my area.

I am starting to 

do some things 

again that used 

to be restricted.

I am doing most 

of the things I 

used to do pre-

COVID.

I feel the 

pandemic is 

behind me, and I 

am moving on 

with life.

POST-PANDEMICNEW NORMAL

I am reacting 

day-by-day to 

the restrictions 

and establishing 

new routines.

Ipsos Essentials COVID-19 phases

China

Italy
France

Germany

Brazil
US

GB
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Ipsos Essentials polling: October 2020



The 
macro 
forces -

Growing inequality 

and opportunity

Geopolitical 

tensions

The fragile 

planet

Technology 

tipping points

Data 

world

Dynamic 

populations

Known 

knowns
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We found 36 global values…

Conserve

Change

Open

Closed

Nomadic Aspirations

Faith in Capitalism

Traditional Gender Roles

Beyond Binary

Technophilia

Brand Worship

Data Sharing

Climate Emergency

Pro-Globalism

Conscious Eating

Review-based Consumption

Left Behind

Populist Revolution

Early Adoption

Materialism & Achievement

Fear Of The Future

Individualism

Overwhelmed

Discerning Consumption

Aspiring to Health

Data Apathy

Technophobia

Wealth Redistribution

Nostalgia

Traditional Nationalism

Data Anxiety

Real World Shopping

Provenance matters

Xenophilia

Instashopping

Immortality Through Science

Regulate Big Tech

Trust In Medicine 

Tired Of Environmentalism

Health Self-Reliance

Hedonism

RadicalOptimistic

Traditional Pessimistic

Positive about technology, 

growth and capitalism
Radical change

Left behind, nostalgic 

and worried about 

the future

Traditional values 

and nationalism

8



© Ipsos | Ipsos Global Trends: beyond the pandemic | November 

2020 | Version 1 | Internal/Client Use Only

… sorted into 

twelve trends
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Six trends 

have 

registered 

most change

Healthcare, brands, 

climate, globalisation 

and reactions to 

inequality

10
© Ipsos | Ipsos Global Trends: beyond the pandemic | 

November 2020 | Version 1 | Internal/Client Use Only



© Ipsos | Ipsos Global Trends: beyond the pandemic | November 2020 | Version 1 | Internal/Client Use Only

The climate 
emergency
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Our strongest 
global value

Climate emergency 

emerges as the strongest 

value in Global Trends

Scepticism is far weaker 

yet remains significant

77

76

75

74

73

72

72

70

70

70

69

66

66

65

63

60

59

59

58

58

58

55

54

53

52

52

51

50

50

48

47

47

45

43

41
38

Climate Emergency

Trust in Medicine

Regulate Big Tech

Aspiring to Health

Fear of the Future

Individualism

Data Apathy

Discerning Consumption

Data Anxiety

Wealth Redistribution

Health Self-reliance

Technophilia

Conscious Eating

Review-based Consumption

Provenance Matters

Hedonism

Beyond Binary

Nostalgia

Populist Revolution

Technophobia

Traditional Nationalism

Pro-globalism

Nomadic Aspirations

Overwhelmed

Brand Worship

Traditional Gender Roles

Early Adoption

Left Behind

Xenophilia

Real-world Shopping

Materialism & Achievement

Data Sharing

Faith in Capitalism

Tired of Environmentalism

Immortality Through Science

Instashopping

Value intensity
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COVID-19 has 
not dented 
climate 
concern

“We are heading for 

environmental disaster 

unless we change our 

habits quickly”

% agree

50%

60%

70%

80%

90%

100%

2013 2016 2019 2020

Change 
2013-2020:

China N/A

Italy +6ppt

Brazil +10ppt

France +11ppt

Germany +11ppt

GB +24ppt

US +16ppt

Ipsos Global Trends Series

Base: c.1,000 adults aged 16-75 (18-75 in US) in each market for each wave
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Signals of the future

IKEA’s #BuyBackFriday BMA, Lancet and 

Royal Colleges call for 

a tax on meat

Renewables surpass 

coal in the US
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Healthcare 
and trust 
in science
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Health has moved up the agenda 
for consumers
“I will sacrifice convenience if it means getting healthier products” - % agree

59% 61%

51%

63%
66%

69%

77%

61%
58% 57% 57%

68%
74%

77%

65% 66% 66% 68%

78%
86% 86%

GB Germany France US Brazil Italy China

2016 2019 2020
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Base: 7,444 adults aged 16-75 (18-75 in US) in 7 markets interviewed in September 2020



While faith in 
vaccines has 
dropped in the 
US and 
Europe

“I believe all 

recommended 

vaccines are 

beneficial for me and 

my family”

% agree

0

-9

-4

-12

-17

+2

-9

Change since 

2019 

80%

74%

69%

65%

63%

56%

54%

80%

83%

73%

76%

80%

54%

63%

Brazil

GB

Germany

Italy

US

China

France

2020

2019
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Ipsos Global Trends Series

Base: c.1,000 adults aged 16-75 (18-75 in US) in each market for each wave
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Although rising belief that science has the 
answers has been unaffected
“Eventually all medical conditions and diseases will be curable” - % agree

Change 2013 - 2020

Brazil +17ppt

China +11ppt

France +10ppt

GB +8ppt

US +5ppt

Germany +5ppt

Italy +4ppt
0%

25%

50%

75%

2013 2014 2015 2016 2017 2018 2019 2020

COVID-19
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Ipsos Global Trends Series

Base: c.1,000 adults aged 16-75 (18-75 in US) in each market for each wave
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Authenticity 
is King
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Brands have 
gained in 
importance

“I am generally willing to 

spend extra for a brand 

with an image that 

appeals to me”

% agree

25%

38%

40%

47%

43%

53%

75%

31%

40%

41%

43%

41%

50%

69%

42%

44%

45%

51%

53%

59%

71%

Italy

GB

France

US

Germany

Brazil

China

2020

2019

2016
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Ipsos Global Trends Series

Base: c.1,000 adults aged 16-75 (18-75 in US) in each market for each wave



With a greater 
role for 
purpose

56% 72%

2019 2020

“I tend to buy brands that 

reflect my personal 

values”

% agree, GB
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Base 2019: Ipsos Global Trends – 1,001 British adults aged 16-75 interviewed June - July 2019

Base 2020: Ipsos.Digital polling – 1,000 British adults aged 16-75 interviewed 1-2 October 2020



Friction with 
ecommerce 
has grown

“I find shopping online 

more difficult than 

shopping in traditional 

stores”

Change in % agree 

2019-2020

+14

+10

+5 +5
+3

+2

-14

France Germany Italy GB US Brazil China
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Ipsos Global Trends Series

Base: c.1,000 adults aged 16-75 (18-75 in US) in each market for each wave



And Gen Z 
are no 
exception

43%

40%

36%

36%

32%

27%

20%

27%

29%

23%

37%

30%

35%

27%

France

Germany

GB

Brazil

US

China

Italy
2020

2019

“I find shopping online 

more difficult than 

shopping in traditional 

stores” 

% agree, Generation Z
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Base: c. 150 Gen Z adults per wave in each country. Fieldwork dates 

June-July 2019 and September 2020
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Rebalancing 
global and 
local
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National pride 
is tied to the 
pandemic

“I feel very proud of 

my country”

Change in % agree

2019-2020

+15 +15

+12

+9

+3
+2

-2

Germany Italy Brazil China France GB US
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Ipsos Global Trends Series

Base: c.1,000 adults aged 16-75 (18-75 in US) in each market for each wave
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Globalisation is not seen as THE problem

“Globalisation is good for my country” - % agree

Italy; 36%

49%Germany; 43%

56%

GB; 41%

54%

China; 81%

89%

Brazil; 69%
74%

US; 37%

53%

France; 24%
29%

2013 2014 2015 2016 2017 2018 2019 2020

COVID-19
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Ipsos Global Trends Series

Base: c.1,000 adults aged 16-75 (18-75 in US) in each market for each wave



But more 
are looking 
closer to 
home

62%
65%

62%

72%71%
74%

71%
66%

71%
75%75%76%79%

86%

GBGermanyBrazilFranceUSItalyChina
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Ipsos Global Trends Series

Base: c.1,000 adults aged 16-75 (18-75 in US) in each market for each wave

“I prefer to buy products 

from my country rather 

than products from abroad”

% agree

Resilience

Shorter supply chains 

Retreat to known and 

familiar

20192020

27



59%

34%

32%

29%

27%

24%

20%

54%

50%

30%

27%

21%

29%

19%

Brazil

China

GB

US

Germany

Italy

France

2020

2019

And local 
pride has 
surged

“I think global brands 

make better products 

than brands that are 

just local to my 

country”

% agree

-5

-16

+2

+2

+6

-5

+1

Change since 

2019 
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Ipsos Global Trends Series

Base: c.1,000 adults aged 16-75 (18-75 in US) in each market for each wave
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77%

73%

71%

65%

59%

58%

55%

72%

65%

62%

60%

50%

48%

41%

Brazil

China

Italy

GB

US

France

Germany

2020

2019

Wanderlust 
has risen 
under 
lockdown

“I would like to experience 

living in different parts of 

the world”

% agree

Change since 

2019 
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Ipsos Global Trends Series

Base: c.1,000 adults aged 16-75 (18-75 in US) in each market for each wave

+5

+8

+9

+5

+9

+10

+14
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Big picture 
values are 
slower to 
change 
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What does 
it mean for 
2021?
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But we are still less than a year into this…

In conclusion…

Pandemic has NOT 

changed everything…

Massive behavioural 

changes not attitudinal 

ones – although 

attitudes around 

brands, health 

resilience and localism 

have been impacted

What hasn’t changed: 

• Environmental 

concern

• Attitudes to tech & 

data 

• Ideological divides 

32



© Ipsos | Ipsos Global Trends: beyond the pandemic | November 2020 | Version 1 | Internal/Client Use Only

THANK 
YOU!

ben.page@ipsos.com

ipsosglobaltrends.com
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