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At Butterfly we believe in the power
of emotions. That behind a choice,
there’s a feeling driving it.
A goosebump, a jaw-drop, a chuckle
- influencing decisions and stirring
people into action. We’re a leading
brand and innovation company,
based in NYC and London.
A team of strategists, researchers and designers working
together to get behind the whats and wade into the whys
behind your challenge, no matter how complex.
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From the editor
If 2020 turned our world upside down, 2021 offers us a chance
to redefine our purpose and move forward with clear intent
and momentum. People may talk about “going back to normal”
but, from our perspective, ‘normal’ is not what it was.
And this makes us excited!
Here at Butterfly, we love a knot to untangle and that is where we are
today: untangling a knot that will leave us with endless opportunity
and possibility, which is, quite literally, as long as a piece of string.
We have been eagerly studying the landscape to see what is going on.
Though the shock and paralysis of 2020 still lingers in the shadows,
a sense of energy is returning. And with it a renewed resilience,
optimism and will to get busy living and make the most of all this change.
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This pioneering spirit has led to many remarkable new products and
stories emerging over the past six months. And with such monumental
changes to societies and human behaviour still revealing themselves,
there truly never has been a better time to innovate!
Combined with the prospect of sun and social interaction increasing
day by day - in the Northern hemisphere at least - we are confident that
there is plenty more fruit yet to be picked. So, what does this all mean
for brands? What guides everything we do at Butterfly is our belief that
brands, like people themselves, need to start with Empathy. We help
companies understand not just how things are changing but also why
they are changing and what they can do to thrive.
We call it Thinking with Feeling, an approach founded on empathy.
In researching this newest version of Nectar, we looked at the global
trends shaping how we live and the many inventions created by the
dreamers and schemers of the modern world. Indeed, it’s been both
energising and inspiring to see so many businesses and entrepreneurs
responding with insight and ingenuity to some of the greatest changes
& challenges faced in our lifetime. Above all else our research has
shown us that now is the time to take control, to redefine the way we
connect, redefine ‘normal’ & redefine health.
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We hope you enjoy exploring Nectar as much as we have enjoyed
building it for you and we look forward to helping you define your
path forward through 2021 and beyond!
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The idea of ‘community’ has evolved rapidly
since the internet first landed. And since the
rise of social media? Even more so.
Digital technology has been the ultimate bringer-togetherer, hyper-connecting
people like never before through an ever-increasing array of devices. Yet, for
all the transformation technology has brought over the recent years, nothing
comes close to the speed and scale of change in response to COVID-19.
In just one year, the concept, structure and value of communities has taken
on new levels of meaning, redefining what it means to be a part of one.
First, the reawakening of the “neighbourhood”, with people rediscovering
local communities in light of the pandemic.
For many people, the requirement to stay at home has led to greater flexibility
in the daily routine - an undeniable perk of lockdown. But the move indoors
led to a lack of human connection - at least in the form people had been
accustomed to. Filling this connection gap? Local communities and ‘bubbles’,
offering wide-ranging support from childcare to shopping and helping to
combat loneliness.
At the same time, people have turned to technology in an attempt to couter
social isolation and to regain some semblance of ‘normal’ life. Think TikTok
crazes, viral Netflix series, and more. Whether going online to pursue new
interests, rekindle old hobbies, or meet likeminded people, the desire to feel
a shared experience with others has pervaded the Covid-19 crisis.
Whether physical or virtual, human communities are changing shape not just
because people feel the need to belong in a tribe, but also because they want
connections with an unmistakably human touch. The task for brands is to stand
out by showing empathy, genuine care and local understanding. In other words:
the best of humanity.
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People thought they knew what the future
held, and what they wanted that future to
be. The pandemic? Well, it had other plans.
But when plans mess up it often gives you
a chance to rewrite the script.
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With the events of 2020 bringing the topics
of health and wellbeing harshly into the
spotlight, it’s perhaps no surprise that we’re
seeing a redefinition of what it means to be
happy and well.

In the face of such change, people are seeing a unique

“Wellbeing”, already a multi-billion dollar industry, is seeing

opportunity to reset the status quo – to rethink, reassess and

a cultural redefinition, impacting practically every industry,

redefine what to move forward with, and what to leave behind

encompassing physical, emotional, mental, environmental, and

in a box marked “Old”.

even spiritual health.

From social justice movements to increasingly ethical

The cultural pressure to fit a socially acceptable ‘better you’,

consumption choices, individuals are using their power to

now has less power over individuals. Just as the pandemic has

affect positive change and make their mark on the blank

led many to reassess their lives from many angles, people are

canvas of our unwritten futures. There’s more individual

now asking themselves “Who am I doing all this exercise for –

questioning, more curiosity and more open challenge about

myself or others?”. More people are turning their attention

how we can and should be living our lives. Taking the best

away from what society expects of them, and instead becoming

from the past, people want to create a new world, where what’s

deeply acquainted with themselves; they are searching for

defined as ‘normal’ is more accessible and fairer than ever.

answers, meaning and, ultimately, peace. Indeed, ancient
and spiritual wisdom is blossoming in Western culture, with

And make no mistake - this new sense of purpose is already

‘life’ being valued more over ‘lifestyle’ and ‘being well’ more

having a far-reaching impact, redefining everything from

appreciated over ‘being more’.

work-life balance to how we view social status, and how we
relate to ourselves and those around us.

There is also a sense of taking back control, away from society’s
expectations, and doing things on their terms. People want to

For many, the pandemic has given us a chance to move forward

discover how to recover, replenish and thrive from the inside

with a renewed sense of purpose, direction and motivation, to

out and bloom as human beings, not human doings. The rise

leave behind the old ways that weren’t quite working for us

of ‘wellness’ and ‘wellbeing’ culture is a response to people

and redefining things so that they do.

choosing a holistic approach.

Brands will need to keep up. What we thought was the future

Another word for holistic would be ‘wholeness’. People are

is no more. Long live the new future.

looking for wholeness from within to feel good and at ease.
Things that don’t fit with this new ideal will be shunned.
Things that bolster it will be sought vigorously. Where brands
fit in to this new whole-hearted, whole-bodied, whole-minded
view of health will be up to them.
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| MACRO TREND
REDEFINING COMMUNITIES
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One size no longer ‘fits all’,
as people reject the need
to fit into a particular mould
and instead choose to
honour their uniqueness.
But this personalisation trend is not
just about meeting the individual
needs of a single person, but also
the intersecting needs in shared
micro-communities.
So, whether catering to individual or
shared needs, respecting people’s
values and ethical concerns, or
celebrating individual desires and
forms of self-expression, brands are
getting a real beauty makeover.
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Nivea has announced a new global purpose of ‘Care for human
touch to inspire togetherness’, set to highlight the health benefits
of physical and skin touch.
Nivea carried out two reports on the state of human touch and
found a concerning level of physical touch deprivation even

Dove continue to pioneer the notion that

before the pandemic with nearly half the people surveyed

communities are made of individuals. In their

claiming isolation had made them feel lonelier than ever before

latest move to empower this ideal, they have

in their lives. The brand has also pledged to invest €20 million

redefined their on-pack language and hierarchy

in local skin-touch projects around the world (once it is safe to

to remove the word ‘normal ‘signifying further

do so), reaching 150,000 people including babies born preterm,

progression of “positive beauty” for one and all.

the visually impaired and the elderly with dementia.
NIVEA | GLOBAL

MIT innovator Atima Lui has developed an
AI-powered tool, Nudemeter, for more accurate
colour matching with cosmetics.
Users have to upload a selfie and complete
a short quiz from which in the algorithm,
trained by thousands of volunteer images, will
suggest the product that best matches their
skin tone. Nudemeter can be implemented
into existing brand websites to enable people
to easily obtain an accurate shade from the
comfort of their own homes.

| INNOVATION
NUDEMETER | USA

DOVE | GLOBAL
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Home is where the heart is…
well, that’s until home became
the office, and the bar, and
our favourite restaurant, and
our cinema of choice, and our
children’s school, and the gym,
and....well...you get the picture.
A once uniquely intimate place, home life has morphed
to accommodate our entire professional and social
environment. People have had to learn to navigate life’s
different spheres by carefully designing and purposefully
using their personal space.
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Ikea and Republic of Gamers have teamed up to create a range of affordable

Brooklinen has expanded into sleepwear - AKA ‘sloungewear’ - to target ultimate

PC gaming furniture that makes it easier for gamers to have a professional set

comfort and give people the feeling ‘like they never left bed’. This is just one

up at home. The collection spans six design themes and 30 products.

example of home brands savvily extending their perennial product ranges to
reflect the growing lifestyle needs of the newly-minted homebody community.

Among the furnishings, gamers will find gaming chairs to suit multiple interior
styles, cupholders, mouse guards and ring lights for live streaming. As ‘stay home’
becomes a lifestyle rather than a health recommendation, IKEA wants to provide
amateur gamers with the furniture they want at prices that are purposefully
accessible. What better way to embrace a homebody life than going all-in in
from-home entertainment.

IKEA & REPUBLIC OF GAMERS | NETHERLANDS

Fashion service Rent the Runway, which aims
to power the lives of women everywhere through
an online fashion rental service, has joined forces
with West Elm to extend dream designer wardrobe
into exclusive modern homeware. All rented décor
arrives in hand-picked bundles designed to amplify
and beautify current living spaces.
RENT THE RUNWAY | US

BROOKLINEN | US

CONTACT | NECTAR | 2021

k
o
o
l
e
W ard
w
r
fo
g
n
i
r
a
e
h
to
u
o
y
m
o
fr
stephane.lemoullec@hellobutterfly.com
M + 44 (0) 7974 836 521

WWW.HELLOBUTTERFLY.COM

