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Evolution of priorities and needs
through the COVID-19 pandemic

Photo by Mario Purisic on Unsplash. Adapted.

COVID-19 reports and commentary are abounding
– every sector and industry is affected, every link in
the value chain wants to show expertise, opinions
and guidelines are shared from every perspective
imaginable. Regardless of where each market
finds itself on the virus maturity spectrum there is
an acknowledgement of the fundamental shifts in
mentality required to navigate the crisis – and the
resounding truth is in fact a human one:
that people are at the centre of every story.

NEXT

COVID Connect | Issue 2

COVID-19 PANDEMIC REFRAMES BUSINESS PROTOCOLS
TOWARDS PURPOSEFUL SERVANT LEADERSHIP
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Relaxation of restrictions
into new normal

Pre-pandemic

Most importantly, this transforms society’s expectations, perhaps
indefinitely, which ultimately demands a reframing of business protocol
towards purposeful servant leadership – prioritising employees, without
whom business would not exist, and the communities they serve.
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It is evident that society is overcome with anxiety, and the fear for survival,
safety, health and well-being for themselves and their families, and this
has eroded consumer and employee sentiment and trust on many levels.
People are reappraising what is truly important and this changes their
behaviour and the decisions they make in every aspect of their lives.
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A new narrative has emerged from business
leaders through the COVID-19 crisis promoting
community as the single highest priority, where
the needs of staff and consumers are recognised
at a deep human level.

EVOLUTION OF BUSINESS PRIORITIES THROUGH THE COVID-19 PANDEMIC

SALES

Accounts from global markets currently in lockdown, as well as leading
retailers across Asian markets beginning to relax their lockdown
restrictions, convey a consistent message of how operational priorities
evolve as the pandemic progresses. Pre-pandemic strategic focus
areas across organisations highlighted the goal of thriving through
sales revenue, expansion, maximising the bottom-line and beating the
competition to gain market share as the ultimate definitions of success,
underpinned by consumer marketing and operational efficiencies.

SOURCE: Ti analysis of market reports
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COVID-19 PANDEMIC REFRAMES BUSINESS PROTOCOLS
TOWARDS PURPOSEFUL SERVANT LEADERSHIP
Essentially the pandemic dissolves the needs
of humanity right down to the most basic
physiological and safety needs, greatly elevating
the value placed on basic needs into the new norm:
within weeks the lines of discrimination between the
privileged and less fortunate are blurred by a virus
affecting rich and poor alike, generational theories melt
as old and young begin to fall to the disease, creeds
unite in prayer for healing, nations merge, race erases,
self-indulgence is humbled, and society is emphatically
re-based.
Leaders and brands that reflect a deep understanding
of this evolution, and respond authentically and
compassionately to these changes, are the ones who
will emerge with meaningful and enduring community
relationships, amplifying consumer and employee trust
and loyalty, and resulting in sustained business growth.

Be ready to un-learn
everything, re-set thinking
and prioritise the values that
hold the human heart.
Click to view sources

EVOLUTION OF HUMAN NEEDS THROUGH THE COVID-19 PANDEMIC

Pre pandemic society is arranged by human-imposed divisions where the lucky few have more than what they
need at a foundational level. As the crisis evolves, there is a shift even for those few towards value placed on the
most basic needs and away from what previously set them apart, such as Esteem and Self-actualisation.
Self-actualisation
desire to become the most that one can be

Esteem
respect, self-esteem, status, recognition, strength, freedom

Love and belonging
friendship, intimacy, family, sense of connection

Safety needs
personal security, employment, resources, health, property

Physiological needs
air, water, food, shelter, sleep, clothing, reproduction

Pre-pandemic

Love and belonging
friendship, intimacy, family, sense of connection

Safety needs
personal security, employment, resources, health, property

Physiological needs
air, water, food, shelter, sleep, clothing, reproduction

Relaxation of restrictions into new normal

SOURCE: Ti interpretation of how Maslow’s hierarchy of needs reveals itself across the pandemic
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