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WELCOME

Welcome back for the third and final (for now) issue of the Human Futures series,
where we bring you into the lives of people around the world during Covid19.

Since April this year we've been checking in with a group of people across the world
- representing everything from teenage Mancunian guitarists to Wuhan pensioners —
and simply listening to them and the ways this pandemic is affecting them.

This is not a trends piece. It will not proclaim that this bit of technology or that
brand of ice cream is having a ‘good lockdown’. It will, however, do what we at One
Minute to Midnight believe to be at the heart of insight, which is hearing from real
people and bringing you closer to them with empathy and honesty.

This month, we've added one new location to the mix: the USA. As well as being
somewhere that the pandemic has become exceptionally high profile in recent
weeks, it's an exciting one for us as a business — turn to page 8 to find out why...

One of the themes we noticed in previous editions (and frankly, in everyday life) was

the emergence of a gap between those worried by the impact and those who were

not. This month, that's augmented by a growing sense of a gap between the advice
of governments and leaders, and the reality of the public who are beginning to

make their own judgements about what's safe, sensible, and responsible. This
continued death of deference comes as little surprise after the past 10 years, but
does, as always pose some challenging questions about our relationship to
institutions, public figures, and yes, even brands in 2020.

To leave you on a more positive note... once again, the statement of community
that this series is making by the voluntary collaboration of our agency partners
across the world has been extremely fulfilling. We'd like to thank again Beyond in
Sweden, MindsLab in China, Lighthouse of Italy, and MultiFocus from Brazil who
have continued to provide clarity for a complicated global experience.

More thanks are also due to Acumen Fieldwork, who have supported this project
here in the UK - again, we warmly recommend their recruitment services.

If you'd like to know more about any of the contributing agency partners, or are
curious about how we might be able to help you, please contact
weallarrived@oneminutetomidnight.life
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For the third time in the

series, we've charted the

relative moods to help

contextualise the stories you

will hear. I I

Some of the most interesting I I
comparisons that can be

made between these

countries at the moment

relate to their cohesion and H
confidence. H

H
For markets where we have H

longitudinal input we have
indicated developments
during the past 3 months.

Please see p.24 to plot your
brand, product, service, or
idea against this model.
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PRESENT
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“IT'S REVEALING ISSUES PEOPLE DIDN'T HAVE
TIME TO UNDERSTAND OR GET INTO BEFORE
NOW. THERE’S TIME TO DEDICATE TO
MOVEMENTS.”
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FUTURE



Here are a selection of stories from our global Human
Futures partners, ranging from those first impacted by
COVID-19 through to places where the full impact is only
now beginning to hit.

MindsLab - you can reach them at Boni.liu@mindslab.cn

Light House — you can reach them at federica.santucci@light-house.it

Beyond — you can reach them at info@beyondresearch.se

MultiFocus — you can reach them at multifocus@multifocus.com.br
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AUDIENCE

0 Which zone is your key
audience in today?

0 In what direction are they
moving?

ASSESSMENT

0 What zone does your
campaign, product, service,
or idea thrive in?
What risk does the current
zone pose to its success?

ACTION

o If the relevant market moves
to another zone, what's your
best option for your current
plans: delay, change, or
continue?

We're all in
this together

Communal
enthusiasm

Everyone for
themselves
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