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In Spring 2020, Britain went into a prolonged lockdown in response to the
global COVID-19 crisis. The pandemic quickly demonstrated that many of the
systems we’ve come to rely upon are not sustainable, resilient or fair.
Hubbub has been working since 2014 to support healthy, connected and
resilient communities across the UK, and these are the communities that
coped best during the crisis.
Now, as Britain considers how to rebuild, we’ve undertaken extensive public
polling to understand the public mood, hear people’s concerns and capture
their vision for the country post-COVID.
We found that after months of shopping locally, buying less, cooking more,
cycling and walking, and blending family, home and work life in new ways,
the British public tell us that they don’t want to go back to their old ways
of living.
They have told us that they want radical change, and policies that might
recently have been viewed as unthinkable must now be at the heart of
this change.
A greener recovery will mean green growth. Whether it’s creating the jobs
of the future, supporting left behind communities, or levelling up our whole
country, this can be the catalyst for economic transformation.
While the crisis has been deeply damaging, it has given us an opportunity to
rethink how we structure our country, society and economy. With our fragile
environment under unprecedented pressure, we may never have a chance
for change like this again.
The question is how to deliver that change. We have taken those research
findings to workshops with over 200 influential businesses and organisations.
With insights gathered from these events, we have created a range of
practical, tested policy proposals to help create a better Britain.

How has
COVID-19 changed
public opinion?
Hubbub has explored how the impact of COVID-19 has
changed people’s ways of living and what they value
through carrying out extensive sets of public polling
with Censuswide from April through to May.
Each poll was with a cross-representation of
2,000-3,000 people. Our findings have been
reinforced by further insight from BritainThinks,
the Food Foundation and WRAP. A number
of clear themes have emerged...

The way
we live
P E O P L E D O N ’ T WA N T T O G O B A C K T O
OLD ROUTINES

P E O P L E H AV E C O N N E C T E D W I T H T H E I R
NEIGHBOURHOODS MORE

The unexpected shock of COVID-19 forced people to change routines.
For many, this was a period of reflection, a chance to rethink what was
important in their lives. Most don’t want to go back to how things were.
Only 12% of people want life to return to ‘exactly as it was before lockdown’.1

Appreciation of NHS staff and essential workers has soared and people have
sought to build closer connections with their immediate communities and
neighbours. It’s clear they want to see these changes retained as the lockdown
is eased.

74% think COVID-19 has
given society an opportunity
to make important changes
to how we live.
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Britain Thinks ‘Coronavirus diaries’ July 2020

2-4

Hubbub Polling May 2020, Censuswide

Over 3 in 5
(63%) said that

lockdown has changed
the way they engage
with their neighbours/
community.3

20% said they
gave support to a
neighbour during
this time.4

The way
we eat
O U R R E L AT I O N S H I P W I T H F O O D
HAS CHANGED
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Food Foundation, May 2020
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Hubbub Polling April 2020, Censuswide
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Around 30% said they are getting
children more involved in cooking,
and 33% saw lockdown as an
opportunity to improve their own
skills, rising to half of those
aged 16-24. And around a third
expressed interest in growing some
food at home.8
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An astonishing 90% said
that they had changed
how they were shopping,
cooking or eating as a
result of the crisis.6
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There are also indications that many people have become more careful,
curious and discerning in their food choices through the COVID-19 crisis.
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We have seen stark evidence of households struggling to put enough food on
the table. Research suggests that 4.9 million people in the UK including 1.7
million children are now food insecure, up from two million before we entered
lockdown.5  
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The way
we travel
T R A V E L H A B I T S C H A N G E D D R A S T I C A L LY
People valued there being less traffic on the road and felt safer
cycling as a result and would like this to continue.

Over a third (36%) of
people agreed they
had walked or cycled
for journeys they
would otherwise have
driven or taken public
transport for.
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Hubbub Polling May 2020, Censuswide

1 in 4 (25%) agreed
that they have
enjoyed cycling more
and 23% agreed
that their confidence
on a bike has
increased, both due
to the reduced levels
of traffic.

39% said they
want to keep safer
cycling conditions
in the future. 66%
think we should all
use our cars less
and 77% think we
should walk more.

The way
we use space
P E O P L E H AV E C O N N E C T E D M O R E
W I T H N AT U R E
People have valued the improvement of air quality and the reduction of noise
levels and have appreciated using more green spaces to connect with nature
and help their wellbeing.
63% appreciated nature and wildlife more. 56% said they’d been appreciating
green spaces more with 43% spending more time in green spaces compared to
before lockdown. More than a third (36%) have discovered new green spaces
near their home. 58% said spending more time in green spaces during lockdown
made them feel more relaxed and 51% said it made them feel happier.

Appreciate
nature more

Appreciate
green spaces
more

Feel more
relaxed
Spend more
time in green
spaces

Feel happier
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Hubbub Polling May 2020, Censuswide

The way
we dress and shop
PEOPLE’S SHOPPING HABITS AND NEEDS
H AV E C H A N G E D
The lockdown intensified the shift
to on-line purchasing, but people
also started to use local shops and
specialist delivery services as they
became reluctant to travel too far
from home. Increasingly people are
questioning companies seeking
to sell them things that they don’t
need and instead want durable
products that are made to last.
The polling revealed a clear desire
for long-term change, but this
can only be realised if it is made
easy for people to retain the
benefits which means changes in
government policy and the way that
companies operate.
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Hubbub Polling May 2020, Censuswide

Supporting
local businesses

People have supported smaller,
local businesses more often and
34% will continue to support
smaller, independent busineses
after lockdown.
UK spending
45% of the population are trying
not to buy stuff they don’t need and
15% want brands to stop making
and selling products that nobody
actually needs.15

How have
companies and
organisations
responded?
Hubbub has undertaken structured conversations
with over 200 influential businesses and
organisations to explore what this crisis means for
them. What’s clear is that they have changed their
working practices incredibly rapidly and many
reported that COVID-19 had actually accelerated
trends that were already slowly building within
their strategies. Several trends emerged...

T H E I M P O R TA N C E
OF PURPOSE

Companies that have a
strong sense of purpose
have managed to shift their
business model quicker.
Brands that have a clear sense
of who they are, are finding it
easier to be agile during
this time.
G L O B A L C O N S U LT A N C Y F I R M

Companies with a clear sense
of social and environmental
purpose have been able to
respond quickly to the change of
circumstances. Those companies
that have a strong connection with
their suppliers, employees and
customers have fared better than
others.

A NEW FOCUS
ON RESILIENCE
The COVID-19 pandemic has
illustrated the danger of not
planning sufficiently for a known
and significant risk. Resilience
has become the new watchword.
Progressive companies are taking
a broad view of resilience ensuring
that they retain their ambitious
climate targets and build models
that can cope with climate shocks
as well as future pandemics.

PUTTING PEOPLE
FIRST
Progressive companies are putting
the welfare of people at the heart of
their strategy. Many are reporting
the need for a new duty of care for
employees, suppliers, customers
and vulnerable sections of society.

We’ve seen social issues
rocket up the agenda...
We’re increasinly seeing the
connection between social and
environmental issues... we’re
having frank conversations
about who will be the winners
and losers of a Green
Industrial Revolution.
T E L E C O M M U N I C AT I O N S P R O V I D E R

“

SOCIAL RESPONSIBILITY
HAS COME TO THE FORE

Sustainability has
not gone away.
Sustainability and
purpose is more
important than ever.

COVID-19 has exposed deep divides within
society. People have rallied around those
who work in the NHS, essential workers
and the vulnerable. Many of these groups
are predicted to bear the impact of climate
change, directly or indirectly. COVID-19
has reinforced the need for companies to
both integrate social and environmental
policies and to build inclusivity and
diversity hand-in-glove with ambitious
environmental targets.

RESPONDING TO
CHANGING CONSUMER
VA L U E S A N D H A B I T S
Consumer values have shifted, companies
need to respond by demonstrating that
they are putting people first, that their
supply chains are fair and that they are
committed to improving environmental
performance.

M U LT I N A T I O N A L F M C G B R A N D

In the face of a deep recession, it will be tempting for businesses to
retract to their core business, to reduce costs and shorten planning
horizons. Our research suggests that the most progressive companies
will take a more ambitious outlook and these will be the ones that will
flourish as the lockdowns ease.

“
The crisis has made us realise
that people are at the heart of
everything and that community
is at the heart of everything.
It made us consider how we
could come together to
collaborate to support the
community and those most
vulnerable.

The Greenprint
policy asks...

G L O B A L C O N S U LT A N C Y C O M P A N Y

”

Changing the way
we live

The COVID-19
pandemic has sharpened
focus on social responsibility,
the need to put people first, and
the importance of building
resilient communities.

C R E AT E G R E E N E R
HOMES

CONNECT OUR
COMMUNITIES

Our homes are responsible for
20% of the UK’s greenhouse gas
emissions but there are simple
steps we can take to make them
greener. Bringing in mandatory
minimum environmental and water
efficiency standards for all new
housing developments can help
us end fossil-fuel heated homes
by 2025 and make the way we live
more sustainable.

In the UK, 11 million people are
digitally isolated and 28 million
smartphones are lying unused in
people’s homes. The creation of
‘Community Connection Centres’
in areas of the UK with the poorest
access would offer local people the
opportunity to learn digital skills
on donated, quality technology.
Manufacturers can play their part
by ensuring older phones can
continue to be updated with the
latest security software.

We have set out practical policy
proposals to respond to the
priorities we heard from the
British public, businesses
and local authorities.
Our Community
Calling campaign
in partnership
with O2 supported
isolated households
to connect with
loved ones and
opportunities using
repurposed smart
phones during
lockdown.

Changing the way
we eat
I N T R O D U C E M A N D AT O R Y R E P O R T I N G O N
F O O D WA S T E BY M AJ O R F O O D C O M PA N I E S
More than 10 million tonnes of food is wasted every year in the UK, and less
than a third of the major food companies committed to reducing food waste
are actually publishing their data. We can encourage a reduction in waste
and make healthy surplus food available in our communities by introducing
mandatory reporting on all surplus food sent to landfill or waste facilities.
This would create more transparency in the sector, incentivise retailers to
reduce edible food waste, and allow local communities, charities, and groups
to benefit from more food donations. The reporting would be carried out by an
independent evaluator, using transparent data which companies would provide
from across their supply chain.

C R E AT E ‘ C O M M U N I T Y
FOOD HUBS’

Our network of almost 100
community fridges, and four
community kitchens, connect
people and communities through
food, while tackling waste.

‘Community Food Hubs’ can both
improve our communities and
help vulnerable people. We want
to see Hubs in areas of high food
insecurity to improve access to
healthy food and basic cooking
lessons. With Government support,
the Hubs would be at the heart of
our communities. They would offer
a sharing scheme for donated food;
provide a marketplace for local
producers; deliver food boxes for
local households in need; and their
kitchens could be used to support
local people with cooking skills and
nutritional advice.

In 2019, Hubbub’s #AirWeShare
campaign tracked a group of Londoners’
exposure to air pollution and supported
the public to reduce its impact by
making simple changes to their travel
and routines.

Changing the way
we travel
HELP CONSUMERS
MAKE THE SWITCH TO
ELECTRIC VEHICLES
We need to help more consumers
make the transition to electric vehicles,
electric household car sharing, and
e-bikes. If we properly incentivise car
scrappage schemes by providing larger
grants and incorporate electric vehicle
household car sharing and e-bikes,
we will make it easier to reduce our
emissions and improve air quality. At the
same time, we need to make specific
funding available for community electric
charging hubs so that electric vehicles
become a more convenient choice. This
is a once-in-a-generation opportunity
to move away from our reliance on cars
and towards low emission vehicles and
active travel, which is why we would
also like to see a reduction in the rate of
VAT for e-bikes.

C R E AT E
‘COMMUNITY
C YC L I N G H U B S ’
Many people in urban
communities across the
country do not have access
to bikes. This affects their
physical and mental health,
as well as the environment
and their access to skills and
job opportunities. The barriers
preventing bike ownership
include cost, culture and
education. To address this,
creating ‘Community Cycling
Hubs’ would offer access to
bikes, repair services, and
training to empower people
with the tools, knowledge,
and confidence to cycle more.

Changing the way

Changing the way

we use space
ENSURE NO ROOF
IS UNUSED
Green roofs use neglected spaces
by covering them with plants
and vegetation, which bring a
number of excellent benefits for
both the home and environment.
Government backed small
grants to help businesses and
households green their roofs
with plants and mosses or install
solar panels would help transform
urban centres, by increasing their
biodiversity and building resilience
to climate change.

ON-THE-GO
R E C YC L I N G I N
G R E E N S PAC E S
Our green spaces have been a
vital resource during COVID-19,
but with increased use has come
the problem of littering. We want
to make sure our green spaces,
beauty spots, and local parks stay
clean by asking the Government
to create national standards and
guidance for all local authorities
to provide well-marked litter
and recycling facilities in these
locations.

Our Leeds By
Example campaign
transformed on the
go recycling habits
in Leeds, and is
being scaled across
major cities in the
UK and Ireland.

we dress and shop
SUPPORT TEXTILE
I N N O VAT O R S
The fashion industry needs to start using
fabrics that are better for the environment
and society. With our heritage and expertise,
the UK has an opportunity to become a
world leader in textile R&D. Government
investment in the next generation of textile
innovators would increase skills and bring
the industry back to towns and cities with
a textile heritage. With British Business
Bank support providing sustainable textile
entrepreneurs with loans, we could help create
new jobs, particularly for those in left-behind
communities.

INTRODUCE A
SINGLE-USE
C LOT H E S L E V Y

We export the majority of UK’s waste
textiles. Investing in UK recycling
facilities would create a more circular
economy, reduce the environmental
impact of our fashion industry, and
create jobs. We would like to see the
behaviour change that consumers
are calling for and see retailers
increase their investment in R&D for
textile recycling in the UK, or face
paying a fee on the sale of clothing
that is not recyclable.

Hubbub currently
convenes the APPG for
Sustainable Clothing
and Textiles.

Thank you
HELLO@HUBBUB.ORG.UK
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