




I cannot stand the words 
“Get over it”. 

All of us are under such 
pressure to put our 

problems in the past tense. 

“Slow down”…

Don’t allow others to hurry 
your healing. 

It is a process, one that may 
take years, occasionally, 

even a lifetime – and that’s 
OK.”

Beau Taplin

Mental health can be deemed as a 
silent killer because we suffer in 
silence, wearing a false mask 
whilst continuing to adjust to the 
normalities of life.  

Mental health can affect us 
through many forms,  lack of self 
confidence, self loathing, Post 
natal depression,  financial 
hardships, depression, anxiety,  
stress, bio polar, post traumatic 
stress disorder, isolation, grief, 
schizophrenia etc

Mental health can be triggered by 
past or present trauma that has 
not been dealt with. 

Mental health can isolate  you 
from your loved ones and portray 
paranoia. 

Mental health affects those who 
care for us because they don’t  
understand why we internalise our 
emotions.  

Mental health can impact your 
Day to day routines. 



”Healing takes time, 
and asking for help is a 

courageous step.”

Mariska Hargitay

Talking about mental health can be very 
hard to discuss with family, friends and 
professionals. We may feel judged or 
stigmatised because our mind is unstable. 

Talking about our emotions, make us feel  
vulnerable. However, they are the first steps 
to elevate the stress and anxiety that we 
have stored up in our minds.  

When we speak to professionals, friends 
and family we start to gain clarity of the  
negative thought patterns and pressure we 
put on ourselves. 



“Be confused, it’s where 
you begin to learn new 

things. 

Be broken, it’s where you 
begin to heal. 

Be frustrated, it’s where 
you start to make more 

authentic decisions. 

Be sad, because if we are 
brave enough we can 

hear our heart’s wisdom 
through it. 

Be whatever you are 
right now. No more 

hiding. 

You are worthy, always.

S.C. Lourie



Give yourself a break. 
Stop beating yourself up!

Everyone makes 
mistakes, has setbacks 

and failures. 

You don’t come with a 
book on how to get it 

right all the time. 

You will fail sometimes, 
not because you 

planned to, but simply 
because you’re human.

Failure is a part of 
creating a great life.”

Les Brown

The fashion industry exhibit's 
beautiful garments, glamourous 
fashion shows, flamboyance and 
exquisite editorial campaigns to 
promote fantasy and lifestyle, to 
make consumers feel confident 
about themselves.  

However, this is far from the 24/7 
flashy lifestyle.  The fashion 
industry is a high pressured 
environment across the board, 
with an emphasis on finding/being 
‘the next big thing', constant turn-
overs and staying on top of trends 
and delivery demands. 

This pressure can be an 
overwhelming experience for 
professionals in the industry. The 
fashion, industry statistics state 
that 25% of people are more likely 
to experience mental illness, due 
to the fast-paced, demand for the 
highest standards and heavily 
anticipated nature.  

In 2018, the UK’s Health and Safety 
Executive reported that stress, 
anxiety and depression make up 
43.8 percent of all workplace 
illness.



”Models, designers, and 
various professionals 

are often subject to long 
hours and high-stress in 

a demanding and 
deadline driven work 

setting. 

Additionally, the highly 
competitive and critical 

nature of the industry 
exemplified by pressure 
for certain appearances 

for models and heavy 
criticism for a designers 

work”.

Fashion United, 2018

Over the years Mental health has been destigmatised within 
society because of the tragic deaths of Alexander McQueen and 
Kate Spade, which has shone a light on mental health 
awareness within the fashion industry.  The pressure of 
working within the fashion industry to be original, innovative, 
travel, deadlines and work long hours can put a strain on your 
mental health.

The  industry implemented measures to support  creatives and 
models to gain awareness for wellbeing, advice and support 
through organisation The Model Health Pledge and Kering 
foundation . 

Currently, we are emerging out of global pandemic (COVID19) 
and the fashion industry has been hit the hardest because of 
store closure, employees furlough, businesses adjusting to a 
new normal  and moving sales online. 

However, this has given us time to re-think old strategies to 
new strategies and wellbeing is at the top of the agenda for 
consumers and businesses.  

The out come of the pandemic  has focused our lives on 
Protecting our health, family, and community that has led to a  
greater compassion for humanity.  

https://themodelshealthpledge.nl/%3Flang=en
http://www.keringfoundation.org/


“The journey into 
self-love and 

self-acceptance must 
begin with 

self-examination… 
until you take the 

journey of 
self-reflection, it is 

almost impossible to 
grow or learn in life.” 

Iyanla Vanzant



“Deep within 
every crisis is an 
opportunity for 

something 
beautiful”. 

Kate McGahan

Gucci designer “Alessandro Michele expressed concerning 
issues from his personal diary that was shared on Instagram 
(24th May) during COVID 19. 

• The designer reflects inwardly on the environmental 
damage of the fashion industry and the role his brand has 
played and he justifies the decision to stop the cycle

• Gucci will abandon the traditional fashion rota of 
showcasing  5 shows to 2, shows. 

• Covid 19 caused him to re-think the meaning of the 
creative process and actions to change lots of things from 
a brand perspective. 

• Gucci will move away from the deadlines the industry has 
consolidated. 

• Gucci has stated that they will want to set pace at a human 
level. 

• Michele stated “this crisis has somehow amplified such 
transformative urgency, which can't be deferred anymore”



“We depend upon our 
emotions for our 

creativity. On top of this, 
fashion environments 

that create toxic 
workplaces undermine 
their workers’ efforts.” 

“Those who work in 
fashion are sensitive,”

Caryn Franklin, 2020

• Work Offline – switch of social media and phone because they can 
bring positive and negative effects towards your mood. 

• Be in nature  - Grounds your energy when you feel overwhelmed.

• Be present with how you feel – This removes anxiety and allows 
you to go with the flow of things… 

• Its okay to say “NO” – It’s a healthy boundary to protect yourself. It 
will make you feel in control of what you are doing and its putting 
yourself first. 

• Travel – This frees your mind to experience positive things 

• Be with friends and family that you trust

• Its okay for silence – This will give you peace and to hear what your 
intuition is speaking to you. 

• Listen to music – This lifts the vibration and mood 

• Be creative when your low – Your low moments can bring out truth 
in your creations

• Meditate & Exercise – Releases endorphins, connect you to a 
higher consciousness . And stills the mind.

• Read positive books that gives you affirmations, pray and say 
thank you everyday that you have been given another day.

• Plan your work – Do little but often, this reduces timelines

• Tell yourself that you deserve it 

• Don’t compare yourself to others their path is different to yours

• Reflect back on your achievements  - i.e. Journal 

• Don’t be hard on yourself – Everyday is not going to be positive 
you must accept the contrast – this is what will help you grow

• Speak to a professional – someone outside of your circle  

• Remember the hare and the tortoise race – Slow and steady

• Laugh – A lot  



“You don’t have to be 
positive all the time. 

It’s perfectly okay to feel 
sad, angry, annoyed, 

frustrated, scared and 
anxious. 

Having feelings doesn’t 
make you a negative 

person. 

It makes you human.”

Lori Deschene

COVID 19 has disrupted the fashion industry and affected lives 
and habits of businesses and consumers across the globe. 
Consumers  and business were forced to purchase online 
because o the widespread closures. 

The below statistics indicate the consumer behaviour across 
all market sectors for the months (March & April) indicating the 
buying behaviour of consumer needs.  Apparel and Accessories 
were not the top of the priority list.  





As consumer emerge out of self isolation on the 15th June 2020 
and all non – essential stores have re-opened, how will consumer 
behaviour affect this new normal? 

• Consumers have been queuing for long hours to get into 
large stores maintaining social distance guidelines.

• Consumers needing to feel safe within there environments.

• Cautious optimism  between consumers and staff.

• Consumer maybe concerned weather its worth the hassle to 
shop in store .  

• Consumer will be excited to spend but this also includes 
social aspect of emerging from the lock down to go to 
stores.  

• Some consumers are not finding the new guidelines 
comfortable and are suggesting to purchase online and shop 
once a fortnight removing the inclination to shop 2/3 times a 
week in stores, according to channel 5 news – June 2020

• Smaller businesses have to ensure that they  have good 
marketing strategies to get the consumer through the door 

• Some smaller businesses say that it will cost them more 
money to open if the footfall of consumers are not there, 
which is uncertain for retailers.  

“Socializing is 
more positive 

than being alone, 
that’s why 

meetings are so 
popular. 

People don’t like 
being alone. That 

would be, 
however, an 

important skill to 
learn...”

Mihaly 
Csikszentmihalyi



Consumers are more inclined to shop online because its faster and less 
fuss. However 33% enjoy going to shops in person according to 
YouGov, 2020

Retailers can try to attract new customers online by providing subscription boxes 
because a change in behaviour. However, this maybe a good idea in the interim, 
but consumers may be concerned of hygiene because the resale and re-use 
market has been hit the hardest due to COVID19,  according to Mintel 2020.   



According to Doug Stephens | Retail Futurist

Following the 9/11 crisis a phenomenon was observed 
where a “brush with mortality” manifested in a 
consumption spike after things blew over. While 
companies should be cautious, optimism and 
adaptiveness are necessary for success down the road”.

• Forces consumers to explore their options after post 
COVID19 |  Short term shift will ultimately change for 
the long-term.

• Spike in athleisure – unexpected behavioural 
change 

• Change in the luxury Chinese consumer – going 
back to normal post COVID19 

• Predicting a 2-year recession period – stability of the 
global economy

• Retailers that  will suffer – “the most vulnerable” –
department stores 

• Consumer avoiding crowds 

• Amazon trying new 
alternatives to get more 
luxury brands online. 

• Cocooning and nesting | 
Physical stores are stages not 
stores.

• Shops | shops Alibaba – live 
streaming 

• Luxury brands becoming low 
key 

• Times of crisis recession –
reinvention necessity new 
alternatives, new value and 
continue with innovation, 
consumer what alternatives

• Engaging with consumer 
behaviour question 
everything don’t try and take 
your value away from your 
consumer start loving your 
consumer.  



The consumer  landscape has changed because of a wide variety 
of impacts that include, political unrest, climate change, 
fluctuating economies, and the global pandemic.

Going forward this  will change the behaviour needs of the 
consumer,  for the long-term. 

Consumer’s shifted their spending from discretionary to 
necessity purchases. The psychological impact will always be 
reflected in the mind of the consumer focusing on the priority of 
needs verses wants .  

The short term behaviour of consumer will be cautious optimism 
to shop in stores post COVID 19. However, others will be cautious 
about wellbeing, health, safety and financial security. 

Within the luxury sector “HENRY’s” (High income earners – not 
rich – yet) occupy the space of middle income consumers, that 
luxury brands depend on. The mindset, priorities and values for 
this consumer coming out of post COVID 19 will change.

The luxury market consumers will shift towards wellbeing, 
dimensions of physical health, emotional, and financial health 
and security. Wellbeing is going to be the larger emerging trend 
that has micro trends within it  i.e. wellness and sustainability. 
The luxury consumers financial concerns will be much less than 
the average consumer. 

• Fear - Fear is on the 
rise globally –
Pandemic / 
Political unrest

• Anxiety regarding 
climate change –
Impact’s of global 
warming 

• Financial 
Uncertainty –
Recession’s that 
are Looming 
because of the 
mass 
unemployment 



The luxury sector will 
focus its consumer 
behaviour and market 
position  on the upside 
Down Maslow Hierarchy 
Of needs 

Focusing on

• Wellbeing 
• Physical 
• Emotional 
• Financial Health 
• Security 

“Consumption is driven 
by very strong 
motivations, like emotion, 
identity, and social 
connections,. These 
motivations aren't going 
anywhere, but the values, 
habits and norms that 
shape  what we consume 
and how we consume 
could shift dramatically. 
according Chadwick 
Bailey, Forbes 2020

Original Maslow 
Hierarchy
Of needs . 
consumer 
behaviour and 
market positions. 

The psychological 
luxury market 
drivers of affluent 
consumers, When 
they feel good 
about themselves 
and on solid ground 
financially, they give 
themselves 
permission to 
indulge, when they 
don’t , they wont –
Its that simple” –
Forbes 2020

Original Maslow 
Hierarchy
Of needs 
–
Up right 

Luxury Sector new  
Maslow Hierarchy Of 

needs 
–

Up side down



Consumers optimism
globally that have 
emerged from 
lockdown according 
to Mckinsey & 
Company 2020 has 
stated that despite 
pockets of reopening, 
net consumer 
(Economic) optimism 
has decreased, and 
most consumers 
continue to expect a 
long-lasting impact 
from COVID-19.

(Stats from 24th May)



The UK consumer has concerns of economic recovery and health. There will be an opportunity for brands to focus on wellbeing and health
to ease consumer anxiety –This corelates with the sentiment from Doug Stephens | Retail Futurist - Engaging with consumer behaviour 
question everything don’t try and take your value away from your consumer start loving your consumer. i.e. Transparency of your brand, 
community and human vulnerability.    



Countries with greater consumer optimism in spending:

• Nigeria
• China
• Indonesia
• Dominican Republic
• Saudi Arabia

Indonesia, Nigeria, China, the Dominican Republic, and Saudi Arabia, show a net 
increase in expected spending in the next two weeks.

Countries with Lower consumer optimism in spending: 
• Korea 
• South Africa
• Mexico
Korea and South Africa expect to decrease spending. Mexico exhibiting relatively low 
optimism and substantially negative net spending intent.

Countries with slightly lower optimism, such as Colombia, Chile, Belgium, Brazil, 
France, Poland, and Portugal, still have more consumers who expect to increase 
spending.



• Despite pockets of reopening, net consumer optimism has 
decreased, and most consumers continue to expect a 
long-lasting impact from COVID-19.

• Net optimism has declined in most countries in recent weeks. 
China and India remain the most optimistic, 

• However in Europe have more consumers who are pessimistic 
about an economic recovery than are optimistic. 

• Most consumers globally still expect COVID-19 to impact their 
routines for a long time to come, with 70 percent of consumers 
in hard-hit nations anticipating adjustments to their routines for 
four months or more. 

• In most countries, consumers expect their finances to recover 
more quickly, though more than half of consumers in most 
countries still believe their finances will be impacted for four 
months or more.

• Consumer are shifting to online  and digital solutions as well as 
reduced contact channels to get good and services.

• Even though we have lifted stay – at home restrictions , most 
consumers still feel a pull towards  a ”Homebody Economy”

• Consumers want extra reassurance to resume day to day
activities outside of their homes

• Consumers also want to see an ongoing emphasis on cleaning 
and safety. 

• As consumer income declines we see more spending on 
personal care, wellbeing and on essentials.



I HOPE YOU HAVE ENJOYED

ANY QUESTIONS

THANK YOU 




