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THE SHIFT

What has changed in the world
of purpose in the last 12 months?
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Disillusioned:
Any optimism around the new Labour Government
last year has faded and frustration is growing that
the economic situation hasn’t improved1.

Divided:
Media, organisations and individuals are encouraging 
divisiveness for their own ends, raising concerns 
around impartiality2. From the rise of Reform to the 
anti-immigration riots, the idea of hate is dividing us3.

Distrusting:
Data breaches4, cyber scams and the mighty rise of 
AI are redefining what trust and truth mean in the 
digital age5. The line between connection and 
exploitation has never felt thinner.

The macro trends and media agenda behind the top 50. This shifting landscape leaves marketing
and communications leaders with some
tough questions to answer. 

Data, data and more data. In a world where 
greenwashing concerns are high, root your 
planning, communications and evaluation in 
evidence. Know what your audience cares about 
and why. Research how to talk to them about these 
issues. Bring the receipts when making claims by 
backing them up with data. And set benchmarks
for the impact you want to make, providing clear 
evidence for internal and external audiences about 
how communications have landed. 

The big questions

Kindred insight #1

How can you hold
on to hope amid
growing cynicism? 

How can you take
a stand without

inflaming division?How can you benefit
from technological

innovation while
building trust?

1 https://www.bbc.co.uk/news/articles/cx2n4877j7lo
2 https://www.enhancingimpartiality.com/blog/party-political-coverage 
3https://www.reuters.com/world/uk/police-protesters-scuffle-110000-join-anti-
migrant-london-protest-2025-09-13/
4https://breached.company/the-1-9-billion-wake-up-call-inside-the-jlr-hack-u
ks-costliest-cyber-attack-in-history/
5https://www.forbes.com/sites/jonathanbrill/2022/12/19/ai-is-creating-a-post-tr
uth-world/
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Polls apart Mood of the nation
What 2025’s top 50 tells us. 

The communication landscape hasn’t just shifted,
it’s splintered. We find ourselves having to navigate
a more complex, more fraught and more fragmented 
world of competing concerns and public fault lines. 

The cost-of-living crisis has surged to the top of the 
agenda (up from #9 last year), while climate change
has plummeted from the number one spot to #15.
A striking fall in public priority.

New concerns are rising. AI makes its debut at #16, 
crime at #19 and violence against women and girls
at #32. 

However, despite the many changes, one thing
remains the same. 98% of the public still want
brands to take a stand. But on what, and how loudly,
is becoming a minefield. 

Polarisation now defines the conversation. Issues like 
fake news, gang and drug-related violence, immigration 
policy and even screen time addiction now appear on 
both sides of the divide – issues people believe brands 
should and should not act on.

Diving into the data

Building a Better World | Year 2
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THE NEW NORMAL

What 2025’s purpose landscape looks like.
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Introducing Purpose Paralysis
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Despite the vast majority of marketing and communications 
leaders (95%) agreeing brands should act on big issues,
the fear of backlash, inconsistency, saying the wrong thing,
or at the wrong time, has left many organisations in a state of 
Purpose Paralysis. 

And it’s not just consumers who want brands and 
organisations to stand up for what matters to them. 
Marketing and communications leaders also want to
take action on issues that are having a negative impact
in the UK and around the world. 

This is leading to a corporate culture of ‘issue-hushing’, 
when brands are so worried about saying the wrong thing, 
they say nothing at all. 

The data is clear: doing and saying nothing is costly.

69%
say polarisation has
dampened their organisation’s
appetite to take a stand on
issues that matter

68%
have seen a rise in
brands ‘issue-hushing’

18%
fear alienating some

of their customers

24%
cite ‘risk of controversy’
as the biggest barrier
to action

98%
32%
of people started buying
from a brand because of
its stance in the past year

of people still want
brands to take action

39%
of people believe everyone

in society – businesses, people,
Government, charities – should do

their bit to tackle issues that matter

42%

36%
of those taking action say

it’s because their leadership
feels passionately about

issues that matter
say it’s important
for their brand
reputation to act

79%
believe brands that act on issues
will be more successful over
the next five years

Building a Better World | Year 2
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Purpose paralysis

KBuilding a Better World | Year 2

Authenticity beats consensus. Accept that your purpose platform 
won't be everyone's cup of tea. And it doesn't need to be.

Ground your purpose-led work in a truth – perhaps your brand 
values, founding story or a real-world challenge – that connects it 

to the people you care about.

The big questions

Kindred insight #2The challenges facing marketing and communications leaders 
when trying to meet the public's purpose expectations.

How can you get
internal alignment,
when everything
feels so divisive? 

How can you
celebrate achievements

without overstating progress?

How can you
 reach new audiences

without leaving
your existing

audience behind?

The data shows a rise in issue-hushing, with risk of controversy 
cited as the biggest barrier to brands taking action.
If these trends continue, 2026 could become the year of
Purpose Paralysis. Where fear of doing the 'wrong' thing on
the issues that matter to people leads to even more marketing
and communications leaders doing nothing.

2026:
the year of Purpose Paralysis? 
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LEADING LIGHTS

We spoke to five marketing and 
communications leaders about how 
their organisations are still pushing 
ahead on purpose, even in these 
challenging times. 

Building a Better World | Year 2
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In last year's Building a Better World research, climate change topped the chart of issues people wanted to 
see action on. But this year, it fell to #15. In fact, six of the top 10 biggest fallers were environmental issues. 

We spoke to Holly Holder, Senior Comms and Marketing Manager at Wildfarmed, about how the answer
to changing consumer opinion is boldness and greater clarity, not diluting their message. 

Holly Holder
Senior Comms and Marketing Manager,
Wildfarmed
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WILDFARMED:
being clear in a world of complexity

“In food production, everything is connected. Climate change, food waste, soil health, nature loss…
And as a brand, we could talk about it all. We often joke that we’re drowning in opportunities. 

The challenge for us at Wildfarmed has always been focus. When someone is scrolling on Ocado, they don’t 
want a lecture on food systems. They just want to know 'does it taste good and is it good for me?' ‘Is it good 
for the planet’? comes next. 

That insight shaped everything. Taste and health come first – sustainability is the ‘kicker’ that keeps people 
coming back. If you can make a loaf people love the taste of, then you’ve earned the right to tell them how it 
helps the soil, boosts biodiversity and cuts carbon.

From day one, we wanted to challenge convention. Back then, sustainability comms was painfully dry:
all doom, gloom and dying bees. We went the other way. Bright visuals and bold language. Our founders,
Andy Cato and George Lamb, met in the 90s rave scene, so we leaned into that, and ‘Nature loves a party’ 
became our creative framing. People want aspiration, hope. And food is supposed to be a joyous experience. 

Building a Better World | Year 2
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If we wanted to break through the constant news cycle, showing lovely pictures 
of fields with happy farmers just wasn’t going to work. But being bold and 
provocative is what worked for us. 

We’ve evolved along the way. Early on, we were loud – sometimes too loud. 
But that got us noticed. Now, we prioritise accuracy and transparency.
Because attitude isn’t enough. You’ve got to have the receipts. In the age
of greenwashing, our consumers can have absolute confidence in what
we're doing. We can literally take you to the farm where your loaf came
from, introduce you to the farmer and show you our entire supply chain. 

Our biggest success? Showing that sustainable food doesn’t have to stay
in the fringes of the premium deli space. We started in a borrowed office
with ‘The Long Road to Greggs’ scrawled on a whiteboard. Now our flour
is in Greggs, Nando’s, Franco Manca and more. It proves sustainability can
be mainstream.” 
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WILDFARMED: being clear in a world of complexity

• Lead with people’s purchase priorities (taste, health)
and purpose will follow

• Lean into what you have – it will make your communications authentic
• Balance provocation with precision – proof sustains credibility.

Lessons from the leaders

Building a Better World | Year 2

15



"We have a mission to make sure all Londoners feel comfortable in their city.
That's one of the Mayor's manifesto commitments and showing how London is 
welcoming is one of the things we can do with communications. It's not a question
of if we act, it's a question of when. 

Every year we run at least one campaign that reminds Londoners of the many 
strengths of this city, including its underpinning values and social norms –
of which diversity is a key one.

This year's campaign, Loved and Wanted, had an incredibly positive response
from people and partners across London. We've had letters from Londoners saying,
'I've lived here all my life, and this really speaks to me,' or 'I've moved here recently 
and this really feels like someone sees me.' We've had nurses and teachers and
Girl Guides get in touch, asking how they could get involved. It speaks to how
much people appreciate hearing this message right now.

Private sector brands who want to run a values or purpose-led campaign should
be lauded for that instinct. But they should also be aware that the conversation
has shifted. Consumers used to want brands to speak up. Now we want them to
be authentic. 
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GREATER LONDON AUTHORITY:
standing firm in a polarised world

Immigration and asylum policy is a so-called 'polarising issue', which we see reflected in our 
data. It's (new) in at #34 on issues consumers want to see action on. But also makes the top 10 
ranking of where consumers don't want action from brands (#7).
 
Jared Shurin, Head of Strategic Communications at Greater London Authority (GLA), talked to us 
about how their work on cohesion and inclusion shows that staying silent isn't always an option.

Jared Shurin
Head of Strategic Communications,
GLA

Building a Better World | Year 2
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Authenticity matters way more than jumping on a hot-button issue. If your brand 
wants to take a stand, you have to begin with actions, not just words. If you're 
genuinely scared of backlash, that tells you there's something not fully aligned 
internally. You shouldn't be doing purpose-led communications if your own 
organisation can't agree on what your purpose is. 

Make sure your internal policies all match the values you're espousing.
And commit for the long term. Flip-flopping between positions erodes trust. 
Consistent, authentic behaviour builds credibility: a brand is as much what you
do as what you say.

Brand leaders need to understand the context in which they're operating,
which is really tough because it changes over time. And while there's a place
for reactive campaigns, the best way of responding to the negative is by 
demonstrating the positive. With our campaigns, we’re not trying to create
a social norm – we’re reinforcing one: you are loved and wanted in London.
That's not a reaction, that's the truth.”
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GREATER LONDON AUTHORITY: standing firm in a polarised world

• Authenticity matters - lead with actions, not words
• Internal alignment is non-negotiable

• Commit long-term - flip-flopping erodes trust
• Stay hyper-aware of cultural context and avoid fuelling

harmful narratives.

Lessons from the leaders

Building a Better World | Year 2
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“Talisker’s connection to the ocean goes back almost 200 years – we’re a whisky 
that is made and shaped by the sea. So, supporting coastal restoration was a natural 
way to give the brand purpose. 

It was born from the fact that we know consumers are more and more motivated to 
protect the planet and give back. And it responds to the fact that our oceans need 
help, as David Attenborough's latest documentary showed so vividly. So, it’s a triple 
win: good for consumers, good for the brand and good for the planet.

Because our purpose work is so deeply rooted in an authentic brand truth, it makes 
for a really tight story. Which means we haven't had to jump through hoops to make 
the messaging work. 

Our biggest success has been activating this purpose across the marketing funnel. 
We’ve combined initiatives like Ross Edgeley’s ‘Swim for the Sea’ with in-store 
activations like Tesco stands pledging £1 for every bottle sold. That makes it easy
for people to participate and has driven an increase in rate of sale. 

Our research has shown that when quality and price are equal, purpose can tip
the balance. So, it’s not just a feel-good factor – it’s a competitive advantage. 
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TALISKER:
speaking your truth

The health of our oceans and water pollution remain in the top 50 issues people most want 
to see action on. 

We spoke to Lucy Hamilton, Global Head of Marketing for Talisker, about how their ocean 
restoration work proves the power of aligning purpose with brand DNA.

Lucy Hamilton
Global Head of Marketing,
Talisker

Building a Better World | Year 2
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We’re on the verge of announcing a new three-year partnership in coastal 
restoration. To mitigate any greenwashing risks, we have involved our legal
team in every step of the process. This will ensure everything we say is backed
by measurable action. And while we will always want to celebrate our wins,
we never want to overstate them. That’s how you lose trust. 

Our first steps in coastal restoration started in 2020. Five years on, this new 
partnership will bring community-led restoration work to the shores of Skye 
where our distillery is based. Rooting this work in our brand home gives us 
another way to reconnect people with the sea and the importance of
protecting this vital resource."
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• Root purpose in your brand truth
• Find the right language to communicate – make it simple,

but believable
• Make participation easy and tangible
• Celebrate wins, but don’t overstate them.

Lessons from the leaders

TALISKER: speaking your truth

Building a Better World | Year 2
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GIRLGUIDING:
boldness with purpose 

Violence against women and girls is a new entry to the top 50, debuting at #32.

Abby Lewis-Miller, Head of Corporate Communications & External Affairs at 
Girlguiding, talked to us about how they have tackled sensitive issues boldly
and authentically.

Abby Lewis-Miller
Head of Corporate 
Communications & 
External Affairs,
Girlguiding

“Girlguiding has always had a pioneering streak and a voice in the sexism and 
misogyny space. But recently, off the back of our flagship research, the Girls’ 
Attitudes Survey, and the external environment, we've really cranked it up. 

Our ethos is ‘girls can do anything’. But the research told us loud and clear that 
sexism and misogyny are holding them back. So it wouldn't sit right if we weren't 
addressing that head on. 

One of the things Girlguiding prides itself on is having girls’ voices at the heart of 
everything we do. We have an incredible advocates’ panel of young members.
They represent us in Parliament; they speak to stakeholders about issues that are 
important to them. They're amazing. 

One of our biggest challenges is making sure we're getting in front of the right 
people. This year, we ran a campaign to get people to sign a letter to the Prime 
Minister asking him to take action against sexism and misogyny. We held a launch 
event, opened by a seven-year-old Brownie talking about being bullied by boys
for being confident, and how Girlguiding was her sanctuary. Everybody cried. 

And when we get this letter to the Prime Minister, we’ll make sure that it's delivered 
by the girls so it’s actually heard. 

Building a Better World | Year 2
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It’s key that before you do anything in the purpose space, you listen to the experience of 
those who are affected and don't assume you can speak for them. And try not to censor 
those experiences. A lot of organisations are scared to be really honest, but you have to
be bold to make change.

We don’t see it as being about competitive edge, because we’re working alongside other 
organisations fighting for the same thing. It’s simply about doing what’s right for the girls.

What constantly amazes me is how brave these girls are. They might not necessarily stand
up for themselves, but they stand up for each other in the face of sexism and misogyny.
It’s a sisterhood. And together, they can do anything.” 

KBuilding a Better World | Year 2

• Listen to the lived experiences of those affected 
• Bring others’ voices to the fore to bring the cause to life 
• Don’t censor the stories you’re told
• Remember that you need to be bold to make change.

Lessons from the leaders

GIRLGUIDING: boldness with purpose 
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The online world feels more dangerous and more out of control than ever.
Protecting vulnerable people (adults and children) online is one of this year’s biggest risers, 
up 27 places to #13. AI's impact on people and society is a new entry to the top 50, straight 
in at #16. And screen time addiction is another new entrant, in at #33. 

As people are now demanding accountability from tech companies, we got a viewpoint
from Abi Lutterloch, Marketing Director at SafeToNet, about how to use tech as a platform
for purpose.

Abi Lutterloch
Marketing Director,  
SafeToNet

“The internet was not built for children. Like the physical world, the digital one must
also have boundaries. Children as young as seven are exposed to pornography.
They don’t have to seek it out, it finds them. And this sexual content rewires their 
innocence. When it comes to sextortion, 1 in 6 victims are aged 12 or younger,
and 1 in 7 harmed themselves after being targeted.

Tech gives us unprecedented reach and possibility, which in its purest form,
is incredible! The concern is that without proper guardrails, we’re causing real
and widespread damage to humanity. 

That’s exactly why we created HarmBlock, the world’s first ethical AI designed to stop 
the online sexualisation of children. With it, children cannot see, share, or store sexual 
images on their smartphone. It’s ‘ethical AI’, not only in its function but in how it was 
designed. 

Navigating a space where policy is still being written while running real-time 
communications is a constant challenge. Staying relevant amid evolving legislation and 
market demands requires focus and agility. Not to mention our sensitivity to messaging
in an emotionally difficult space. 
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SAFETONET:
thriving under pressure 
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Our biggest success has been the community – it’s a powerful catalyst for change.
Word of mouth remains one of the most influential marketing forces and, right now, 
consumers are speaking up and demanding better. 

Running comms in this space means listening, challenging the rule book,
and staying proactive. When people understand and believe in your purpose,
they become your most powerful advocates.

There’s so much work to be done in child protection, so it’s about collaborating
and building a new ecosystem that creates safer, more positive digital experiences.
Real progress happens when we come together with purpose and courage.

Speak up, even when it feels uncomfortable. We owe it to our children, our families,
and the future of our digital world. For me, this work is for my younger self who
needed safer technology, and for my future children who deserve it. 

Find your ‘why’ and let it guide you, and ground everything in data.
The evidence is clear and often confronting, but that’s what drives real, lasting change.”

KBuilding a Better World | Year 2

• Tech itself isn’t good or bad – it’s what we choose to do
with it that counts

• Engage with your community – they can be your most
powerful advocates 

• Speak up, even when it’s uncomfortable – it takes courage
to make change

• Ground everything you do in data – truth is what drives 
lasting change.

Lessons from the leaders

SAFETONET: thriving under pressure 

Use your brand as a platform. The message doesn’t always need to 
come directly from your brand or organisation. Think about how you 
can provide a platform for the voices and stories of people with lived 
experience of the issue you want to act on. Your brand name, marketing 
budget and social channels can be powerful tools for purpose. 

Kindred insight #3
23
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PUSHING PAST
PURPOSE PARALYSIS

How to put this report into practice.

24
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The blueprint
We live in a complicated world of inter-connected global issues, 
where the desire to be bullet-proof on every concern can lead to 
anxiety or inaction. But it’s important to remember that ‘perfection 
is the enemy of the good’. 

So, if you want to do good, then you have to do something. 

The key to success is as much in how you communicate your 
actions, as it is in the actions themselves. 

Here are Kindred’s top five ways to push past Purpose Paralysis:

The gold standard is a consistent cause aligned
with your brand values. One that’s meaningful to your
organisation and that you can deliver real impact on
over time. When you find your 'thing’, think ahead.
What does it look like in Year 1, Year 2 and Year 3
of a campaign? As marketers, we’re often drawn to
the new and shiny, but consistency builds credibility
and creates change. Watch out for flip-flopping:
it can undermine authority and make your brand
seem inauthentic.

People value honesty and can easily spot
greenwashing or ‘issue-hushing’. Be clear about
your objectives and set benchmarks so progress
is visible at every stage. Share your evidence.
Seek independent verification where possible.
And don’t shy away from acknowledging where
data is incomplete or where more work is needed.

Get your house in order and bring people
along for the journey. Build confidence in
your cause by ensuring it's weaved through
everything you do. 

1. Find your ‘thing’ 

3. Engage stakeholders and
build internal confidence

Make sure your language,
tone and expression fit the moment.

Your cause should stay consistent,
but how you communicate it might

change in response to changes in the
world around you. Be sensitive to nuance. 

Taking a stand will always invite some controversy.
Expect it and prepare accordingly.

Know the landscape. Do your research.
And manage risks with foresight and confidence.

2. Understand the culture
you’re operating in

4. Be transparent

5. Plan for polarisation

25
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Taking action

After reading the report, it would’ve been easy to fall into the same
trap we’ve seen other brands stumble into: letting fear call the shots. 

We could have made the decision to dial down our campaigns, to play it safe. 
But after looking at our best work and talking with brand leaders, it became 
clear that the opposite is true: we need to be bolder and braver than ever.

Of course, that will take work. It means doing research like this
report and listening to the findings. It means staying alert and navigating
risks and polarising opinions with clarity and care so that we can deliver 
purpose-led communications that our clients can trust. Campaigns driven
by big ideas that make noise, rather than feeble, vanilla campaigns that
go unnoticed. 

It’s what we’ve done for over twenty years. And it’s exactly what we’ll keep
on doing.

What we learned and how Kindred will
put this into practice. 
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Methodology

issues ranking (PESTLE framework: 
Political, Economic, Social, 
Technological, Legal and 

Environmental)

97 5Top 50

2,002

251

1-to-1 

UK consumer research

UK consumers (aged 16+)

senior in-house marketing and communications leaders

interviews conducted by Sinéad Gray in October 2025

Survey conducted by Censuswide: 8-9 October 2025

Survey conducted by Censuswide: 16-20 October 2025

Marketing and communications leader research

Consumer respondents were presented with an extensive list of 97 issues that are having a negative impact in
the UK and around the world right now – following a PESTLE analysis framework that identifies the key external
factors (Political, Economic, Social, Technological, Legal and Environmental) that can influence both individuals,
as well as businesses.
 
Those in the consumer sample were asked which of these issues they believe businesses should take action
on/make a stand on, to what extent, how, and – if a given business didn’t – how much it would influence their
choice to use their services and buy their products. 
 
For the first time this year, we also looked at the top 10 issues consumers didn’t want brands to act on.
 
In parallel, those in the sample of in-house marketing and communications leaders were presented with the
top 50 issues consumers wanted brands to take a stand on, and were asked which, if any, does the business
they work for take action on, why, and how. Finally, they were asked questions around the impact of taking
a stance, whether polarisation in society affects this, and the prevalence of issue-hushing. 

Showing our working out 
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#22 Water pollution

Sinead.Gray@kindredagency.com 
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