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The end of the pandemic is in sight — now what?

2021 trends and 
opportunities in 
customer loyalty



Five Top Trends and Opportunities
1. Mitigating risk
2. Emphasizing wellness
3. Embracing social consciousness
4. Staying resilient/supporting reinvention
5. Preparing for a resurgence



Trend 1 — Mitigating risk
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Kantar U.S. MONITOR 2020 (August)

If a store in my area doesn’t take 
COVID-19 seriously, I’ll think twice about 
shopping there again in the future.

HHI under $25K HHI over $100K

Source: Kantar, U.S. Monitor, October 2020.

Concerns about COVID-19 remain high.
During the pandemic, consumers are choosing brands and 
stores that take their safety seriously. 

Given the soaring number of COVID-19 cases in the last few 
months of 2020, safety is likely to remain a top concern in 2021.
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Target has taken a number of steps to help customers feel safe in 
its stores during the pandemic: e.g., additional cleaning, curbside 
pickup, and limits on the number of in-store shoppers.

The company also implemented additional safety measures for the 
holiday-shopping period. Customers could check online to see if 
their local Target had a line of waiting shoppers. They could also 
make shopping reservations.

Sources: Target, “Target’s Latest Safety Measures Are Designed to Promote Health and Social Distancing” and “Target Introduces New Safety Measures for the Holiday Season.”

Mitigating risk: 

Example

https://corporate.target.com/article/2020/04/coronavirus-safety-measures
https://corporate.target.com/press/releases/2020/10/Target-Introduces-New-Safety-Measures-for-the-Holi
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Mitigating risk: 

2021 opportunities

Build trust Broaden 
CX lens

• Understand your customers’ mindsets 
and sources of concern — both rational and 
emotional 

• Be transparent about your safety measures
• Leverage your app to give customers 

information about social distancing and 
number of in-store shoppers

• Consider implementing fee-based premium 
safety options or tier benefits

• Create a safety ecosystem that holistically 
considers customers’ interactions with your 
brand from start to finish

• Partner with other brands to create custom 
safety experiences or packages



Trend 2 — Emphasizing wellness

6 Source: Kantar, U.S. Monitor, August 2020.

Mental health challenges have increased.
The perceived importance of wellness has grown during the pandemic — especially among 
Gen Zers and millennials, who report feeling isolated and struggling with mental health.

In 2020: Gen Z, 10–23 years old; Millennials, 24–41 years old; Gen X, 42–55 years old; Boomers, 56–74 years old
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Microsoft is partnering with the online 
healthcare company Headspace to 
offer users of Microsoft Teams 
meditation and mindfulness features 
beginning in mid-2021.

Source: Microsoft, “New Tools Can Help Boost Wellbeing and Soothe Unexpected Stresses of Working from Home.”

Emphasizing wellness: 

Example

https://news.microsoft.com/features/new-tools-can-help-boost-wellbeing-soothe-unexpected-stresses-working-from-home/
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• Consider new partnerships focused on 
solving a stress point in your customers’ 
current journey map

• Connect your consumers with each other 
by fostering mini communities around 
common interests, including wellness

• Deliver surprise and delight through 
one-on-one customer service

• Lean into conversation, care and empathy

Create
partnerships

Prioritize 
customer 
service

Emphasizing wellness: 

2021 opportunities



% who will shop 
elsewhere

% who will 
boycott altogether

% who will continue 
to share negative 
opinions on social

media

When brands fail to uphold 
their commitments on social issues...

42%
29%

19%

Trend 3 — Embracing social consciousness

A “more than me” perspective is 
growing.
More and more, today’s consumers are factoring in larger 
ideals (e.g., racial equity, sustainability, and the local 
economy) when they decide what and where to buy. 

Socially conscious decisions are good for society, and 
they can enhance your business. And today’s callout 
culture means brands are held publicly accountable for 
their decisions.

81% of consumers expect businesses 
to have a positive impact on 
society and the environment
Source: Kantar, U.S. Monitor, August 2020.

Source: Lauren Cover, “Navigating Call-Out Culture,” SproutSocial.com.
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https://sproutsocial.com/insights/navigating-call-out-culture/
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Outdoor retailer Backcountry provided 9,000 face 
masks to homeless people and front-line workers. 
The company also invited its consumers to donate 
to a fund to help produce additional masks.

Sources: SNEWSnet, “Backcountry Provides 9,000 Face Masks to New York Department of Homeless Services,” and Starbucks, “Starbucks Makes Global Commitment to Hire 10,000 Refugees by 2022.”

Embracing social consciousness: 

Examples

Starbucks aims to hire 10,000 refugees by 
2022, focusing on its markets where refugee 
need is greatest — including Western 
Europe and Canada.

https://www.snewsnet.com/press-release/backcountry-provides-9000-face-masks-to-new-york-department-of-homeless-services
https://www.starbucks.com/responsibility/community/refugee-hiring
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• Integrate corporate charitable priorities into 
customer communications and loyalty 
strategies; tell your story

• Allow members to participate in social 
causes and amplify your efforts

• Be authentic by taking a stand that 
showcases your brand’s particular strengths

• Invest in local communities through 
job opportunities, volunteer hours and 
financial commitments

• Crowdsource local organizations for 
your company to support

Take a stand Think local

Embracing social consciousness: 

2021 opportunities



Trend 4 — Staying resilient/supporting reinvention

of global urban consumers surveyed say 
they’re spending more on entertainment 
and media during the pandemic

Source: PwC, “Global Consumer Insights Survey 2020.”

Consumers have responded to the 
pandemic with resilience.
We’ve shifted how we work, shop, and access entertainment 
since the spread of COVID-19 called for widespread change 
in daily decisions.

The history of brand disruption during volatility suggests that 
even in challenging times, innovation can take root. During 
the Great Recession a decade ago, high-profile brands —
e.g., Uber, Airbnb, and Venmo — emerged as disruptors.

Source: CNBC, “CNBC Disruptor 50,” June 16, 2020.

2020–2021 Pandemic

36%
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https://www.pwc.com/gx/en/consumer-markets/consumer-insights-survey/2020/pwc-consumer-insights-survey-2020.pdf
https://www.cnbc.com/2020/06/16/meet-the-2020-cnbc-disruptor-50-companies.html


13 Source: Airbnb, “Airbnb Launches Go Near, a New Campaign to Support Domestic Travel.”

Staying resilient/supporting reinvention: 

Example

In 2020 Airbnb, noticing the expansion 
of local bookings, successfully pivoted 
its travel messaging with a “Go Near” 
campaign and new algorithms.

https://news.airbnb.com/en-au/airbnb-launches-go-near-a-new-campaign-to-support-domestic-travel/
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• Update predictive models to reflect 
significant changes in behavior

• Incorporate AI into customer journeys to 
personalize their experiences

• Engage and entertain customers with 
augmented and virtual reality experiences

• Study disruptor strategies; participate 
in a loyalty disruption workshop

• Leverage loyalty data (which disruptors 
may not have) to detect changed 
customer behaviors and opportunities

Advanced 
analytics & tech

Innovate

Staying resilient/supporting reinvention: 

2021 opportunities



Trend 5 — Preparing for a resurgence

of the 18+ 
population31%Jump-starters 

make up

Source: Kantar, U.S. Monitor, April 2020. Source: Kantar, American Values, October 2020. 

Consumer demand will return.
After the pandemic wanes, many people will be 
ready to jump back into social activities — such 
as traveling, dining out, and spending time with 
friends and family. Leading the way will be the 
one-third of us who are the most tolerant of risk. 
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Some consumers will be nervous about 
where they can travel for much-anticipated 
vacations. United Airlines hopes to 
alleviate those concerns by creating an 
interactive, easy-to-use domestic and 
international map that shares information 
on travel restrictions, necessary visas, etc.

Source: United Airlines, “See What’s Open for Travel.”

Preparing for a resurgence: 

Example

https://www.united.com/ual/en/us/fly/travel/international-map.html
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Market 
intelligence

Readiness 
planning

• Track emotional and behavioral triggers 
to target audiences that are ready to 
return to business

• Consider how vaccine distribution will 
impact your business; overlay vaccine 
data with customer data to prioritize 
marketing efforts

• Calibrate customer KPIs, setting new 
benchmarks to track progress

• Prepare for pent-up demand by building 
in flexibility that accounts for products 
or services of greatest need

• Anticipate high loyalty reward 
redemption, and consider new reward 
options to alleviate business pressure 

• Continue appealing new services, 
e.g., curbside pickup and delivery

Preparing for a resurgence: 

2021 opportunities



The Lacek Group is a specialist brand company of Ogilvy.

Here’s to your health, 
happiness, and 
success in 2021.


