






What transparency do you need to 
provide to gain confidence? 

Even in a post-pandemic recessionary environment, 
where consumers will likely be extremely price-sensi-
tive, we expect a resurgence in preference for Ameri-
can-Made or even locally produced goods and 
services, at least with a sub segment of the population 
as evidenced by our research. 

Yet for many others, simply understanding the origins 
of their goods may be enough to earn their trust. 
Ultimately, the solution for brands appealing to these 
consumers is to operate with more transparency.

We predict consumers will show preference for brands 
that are upfront with everything from their global 
supply chain practices to the treatment of their 
employees. And once the economy begins to stabilize 
again, those consumers may start purchasing from 
transparent brands which better align with their values. 

Moving forward, transparency will be vital to building 
more responsible industries – where suppliers are 
considered partners and consumers are informed 
like stakeholders.

A shining example in fashion has always been Everlane 
– where, when you buy a piece of clothing, you can 
check the cost of cost of materials, labor, transport, and 
duties, and learn about who made it and where it's 
been. Since its founding in 2011, Everlane has not only 
pursued the idea of "radical transparency" but products 
that are made and sourced ethically and sustainably. 

What will consumers take away 
from the experiences shared with 
humanity on a global level? 

Everlane
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A POST COVID-19 REALITY



Nestlé Google

Brands are finding ways to 
leverage their global 
interconnectedness for good.

It is a truly global emergency. In less than three 
months, the coronavirus all but shut down econo-
mies, putting millions of people into isolation, 
emptying the streets and clearing the skies. Brands 
have had to quickly evaluate the impact that they 
can have in this environment and react swiftly – 
and appropriately. 

Nestlé has risen to the occasion, stepping up its 
global humanitarian e�orts in the response to 
COVID-19 by partnering with the International 
Federation of the Red Cross and Red Crescent 
Societies (IFRC) to provide urgent help to 
emergency services and caregivers, as well as 
strengthen total health systems. The company has 
donated food, medical nutrition products, and 
bottled water to bring relief to those most a�ected 
by the pandemic. 

Google has pledged a total of $800 million to support 
small- and medium-sized businesses, governments, 
health organizations, and healthcare workers fighting 
COVID-19. The company has created a website dedicat-
ed to COVID-19 help and resources – ensuring safety and 
prevention tips are reaching people in most need.

A POST COVID-19 REALITY
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Inadvertent, short-term benefits 
could lead to meaningful, 
long-term change.

Zappos
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A POST COVID-19 REALITY

How will we continue to 
put our global imagination 
to use? 

There are also, to a certain degree, parallels that 
can be drawn between the coronavirus pandemic 
and the other, largest public health threat of the 
century: climate change. Both require a glob-
al-to-local response, long-term thinking, and the 
will to make fundamental change. Perhaps our 
collective ability to confront the current crisis will 
re-wire our brains to take more proactive mea-
sures here, too. 

We are already seeing short-term environmental 
benefits. In China and Italy, the air is now striking-
ly clean. Venice’s Grand Canal, normally fouled by 
boat tra�ic, is running clear. The outbreak has, at 
least in part, contributed to a noticeable drop in 
pollution and greenhouse gas emissions in some 
countries. After the virus ends, as we reflect on 
the inadvertent, positive environmental impacts 
of the shelter-in-place mandates, sustainability 
from brands might be an expectation more than 
ever before.

One of the things the coronavirus crisis has done 
is expand our global imagination. Governments 
and citizens are taking steps now that three 
months ago seemed impossible. So, as things 
inevitably return to “normal”, what opportunities 
are there to continue to live di�erently – for the 
betterment of the global economy, society, and 
sustainability of the planet?
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Is your brand 
ready to create 
what’s next?

Email: info@bigredrooster.com
Phone: 614-607-7900
Address: 121 Thurman Ave. Columbus OH 43206

bigredrooster.com
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