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A new reality

How COVID-19 is impacting 
three critical elements of  life

• Health and well being

• Climate and sustainability

• Workplace dynamics

Implications for corporate 
leadership

• Insights 

• Case study

• New leadership model
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Our World Has Changed
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Unprecedented Economic Disruption



Existing Societal Problems Compounded



Resulting Impact on Consumer Concerns and Generations 

Health & Well-Being Planet & Sustainability Workplace Environment



www.hudson.org

Health & Well-Being



Health & Well-Being

 About 40% of U.S. adults with obesity

 COVID-19 disproportionately harming those with obesity 



Americans Led by Millennials Are Looking 
for Healthy Foods



Momentum to Healthier Foods on Hiatus 
During Coronavirus Crisis



Expect Acceleration to Health, Immunity and Safety





Planet & 
Sustainability



Almost 60% of  Consumers Are Alarmed or 
Concerned About Global Warming

Source: Global Warming’s 6 Americas

https://climatecommunication.yale.edu/about/projects/global-warmings-six-americas/


“Alarmed” Segment More Likely to Reward or Punish 
Food Companies for Their Environmental Actions

Source: CLIMATE CHANGE AND THE AMERICAN DIET

https://160g7a3snajg2i1r662yjd5r-wpengine.netdna-ssl.com/wp-content/uploads/2020/02/Climate-Change-and-the-American-Diet-FINAL-REPORT.pdf




COVID-19 Has Helped the Environment –
Will the Trend Continue?



Workplace







Source: Gallup, How Millennials Want to Work and Live

Millennials Uniquely Value Empathy 
and Adaptability



Organizations Moving to Understand the True 
Emotions Behind Employee Issues

Use of  Empathy Emoji’s for feedback and anonymity 

😱😱 Fear Anxiety, Horrified, Disbelief
😠😠 Anger Anger, Disgust, Frustration
🤮🤮 Disgust Abhorrence, Disgust, Outrage
😍😍 I love this! Love, Aesthetic appreciation, Craving
🙄🙄 Whatever Annoyance, Disbelief, Boredom
😢😢 Sad Sadness, Disappointment, Despair
💡💡 Good Idea Inspired, Interested, Awe
😟😟 Worried Concern, Empathic pain
🤯🤯 Mind Blowing Confusion, Horrified, Surprise
👏👏 Applause Admiration, Excitement, Joy
💯💯 Authentic Admiration, Awe, Authenticity
🤷🤷🤷♀ Whatever Boredom, Unreceptive
👍👍 Agree, Dislike Approval, Acknowledgment
👎👎 Disagree, Dislike Unreceptive, Dislike



Coronavirus episode will 
cement need for 
Adaptability and 

Flexibility
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State of  Economy Exacerbating Millennials’ Worries: 
2008 Redux

 Unemployment

 Mired in student 
debt

 Pricy housing 
market

Source: Department 26, Why Millennials Really Want to Work

http://www.department26.com/opinion/2018/1/18/what-millennials-really-want-at-work


As a Result, Millennials Are More Likely to 
Cut Back on Spending
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Source: First Insight







‘Purpose’ Agenda Moving into the C-Suite

Business Roundtable Redefines the 
Purpose of a Corporation to Promote 

‘An Economy That Serves All Americans’



Source: LinkedIn: Purpose at Work

https://business.linkedin.com/content/dam/me/business/en-us/talent-solutions/resources/pdfs/purpose-at-work-global-report.pdf


Sustainability-marketed Products Are Responsible for Half  
The Growth of  Consumer Packaged Goods Since 2013

Source: CSB Sustainable Market Share Index™ (March, 2019)

https://www.stern.nyu.edu/sites/default/files/assets/documents/NYUSternCSB_SustainableShareIndex_2019.pdf


Healthier and Lower-calorie 
Products Driving Most of  the 

Growth in Packaged Foods





“In the future, every Unilever 
brand will be a brand with 

purpose”

- Alan Jope, CEO Unilever



Sustainable Living Plan



Coronavirus Pandemic Leadership

 Offering €500 million ($580 million) in “cash flow” 
relief  
• Early payments to “vulnerable” small and medium-sized 

suppliers 

• Credit to select small scale retail customers whose businesses 
rely on Unilever 

 Committing to provide free soap, sanitizers, bleach and 
food to the value of  €100 million
• 50% to COVID Action Platform of  the World Economic 

Forum



“Sustainable Living brands 
grew 69% faster than the rest 

of  our business in 2018”

Positive Growth Results



Company Is Ranked at Top of CPG Industry



Critical Moment to Go Beyond CSR

Charitable 
Giving

Corporate Social 
Responsibility

(CSR)

Social Impact 
Leadership

Passive ResultsActive



Social Impact Leadership



Why Social Impact Leadership?

 Differentiation

 Attract, motivate and 
retain employees, 
especially Millennials 

 Superior growth and 
profit potential

 Enhanced credibility 
and reputation



Examples of How to Establish a 
Social Impact Leadership Platform 



Key Takeaways

 Organizations must be in concert with employee’s needs, 
styles and social interests
• Health & wellness

• Planet & sustainability

• Workplace environment

 One-size-does-NOT-fit-all
 Millennials are looking for true leadership and transparency 

that they can align behind
 Taking a Social Impact Leadership stance on issues key to 

your employees and industry will differentiate your 
organization and engender passion in your workforce



Thank You
Hank  Cardello

hcardello@Hudson.org

www.forbes.com/sites/hankcardello

mailto:hcardello@Hudson.org
http://www.forbes.com/sites/hankcardello


Motivators Vary Sharply Across Generations

Advancement in status Autonomy Supervisor as coach/mentor

Projects that make a difference Problem solving; less trusting 
of  employers

Team-oriented culture/ 
connectedness

Healthy Competition; 
opportunities for public 
recognition

Quiet recognition Peer-to-peer recognition

Willing to work overtime for 
seniority/respect

Work-life balance Blending work with personal 
lives

Flex time, but with face time Flex/work at home days; time 
off

Option to work from home 
(work as a thing, not a place)

Source: Beyond bonuses: what motivates Millennials, Generation X, and Baby Boomers

https://relate.zendesk.com/articles/beyond-bonuses-motivates-millennials-generation-x-baby-boomers/
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