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2020 brought a large amount of change upon 
everyone. The combination of the global 

pandemic and Brexit has led to a vast amount of 
political, social and economic change. Due to the 
UK’s Deal with the EU, this has meant that changes 
have been made to product imports and regulations. 
Covid-19 has meant shops have had to move online 
to survive, education has been moved online, and 
more people are working from home. 

Society is staying separated in their homes and this 
is having a detrimental effect on some individual’s 
mental health. Valeria.S, et al. (2020)

Anxiety, separation from loved ones, loneliness, loss 
of freedom and uncertainty are just a few of the 
consequences of quarantine that have affected the 
population. (Li and Wang, 2020; Cao et al.2020).

THE YEAR OF CHANGE
CHANGE

0
5

Physical distance protects 
us from COVID-19, but it 

also gives rise to  
some of the ugliest 
human tendencies. 

- Terrizzi and Shook (2020)
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cottonbro (2020) Man Wearing Paper Bag on Head



Despite the importance of staying apart, “Staying 
Connected” has been more important than ever. 

The wonders of modern-day society, the internet and 
video calls have enabled people to virtually connect. 
However when asked, how divided do you think your 
country is these days, 85% of people believe the UK 
was Very/Fairly Divided (Ipsos. 2018). Political views, 
differences in rich and poor, the difference between 
immigrants and people born in the country and 
religions could be the reasons for the divides.

These dividers are also the beginnings of 
communities. It is human nature to feel a part of 
a community and to feel accepted. Identity and 
belonging are terms usually used in conjunction. 
An individual’s cultural identity begins from when 
they are born and grows and evolves based on 
beliefs, upbringing, hobbies, religion, the people 
around them and even the music they listen to. 
Multiculturalism, Immigration and religion are 
commonly at the forefront of public  
discourse and politics.

Humans are social beings, people find comfort in 
being part of a community. Whether it be football 

teams, religion, hobbies, clubs, race to even gender 
and sexuality. Many of these things are collectively 
what people use to create an identity. “Consumers 
have social identity needs. “Consumers have social 
identity needs. Brands need to fulfil these needs.” 
(Torelli 2013).

Brands often create consumer personas to 
understand their consumer better, however as stated 
before, society and social identities can influence 
consumer habits that have evolved and changed. 
As stated by Champniss et al(2015) small changes 
in social context can quickly change what group we 
identify with.

Humans are
SOCIAL 
BEINGS
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nappy (2018) Five Women Laughing. 



Champniss et al. (2015)
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AIMS & OMBJECTIVES

The objectives of this  
report will be:
• Account for the different communities  

within the UK.

• Explore how brands have connected consumers,  
how they have created community and how they  
connect to people. 

The aims of this  
research report will be:
• To identify the different identities within the UK.

• To investigate how brands connect communities.



THE

To begin the report, it was necessary 
to have an understanding of the 

surrounding topics before conducting 
interviews. Having background 
knowledge of the objectives of the 
investigation benefited the construction 
of the survey as existing points could 
be investigated further. This saved time 
in constructing the survey and allowed 
the process to progress quicker. Reading 
material from both online and off was 
used to gather further knowledge on 
the topic. It is important to have the 
correct reading materials to aid in 
the progression of the investigation. 
Information and statistics were gathered 
from sources such as the Office of 
National Statics and university papers 
from King’s College University review 
reasons for divides in society. 

Literature
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Every person is a unique individual 
and as discussed previously, identity 
is created from a range of variables 
such as race, age and gender. For this 
reason, the survey needed to reach 
a wide variety of people. The final 
total resulted in 64 people responding 
with a fairly equal gender split of 30 
males and 34 females. The survey also 
reached a range of ages, however, the 
split of younger to older generations 
was quite large. Although 78% of the 
survey responses were from 18-24 
year-olds, there were responses from 
all other ages groups apart from 12-17 
and 75 and over. The majority of the 
responses being from the 18 to 25 age 
group will have to be taken into an 
account when analysing the data.

From the research, it was decided 
that there were three sections 

needed in the survey. The beginning 
of the three sections of the survey 
included basic information such as 
gender and religion and included 
easy to answer short questions. The 
first section was about the UK and 
Britishness, their own identity and if 
they believed there was a divide in the 
UK. The second section was to gain 
insight into how Covid-19 had affected 
them, and the third section was about 
their involvement with brands, their 
involvement in the community. The 
survey was structured in such a way 
that this would ease the reader into 
giving more information slowly as 
to not overwhelm the reader and 
therefore this resulted in in-depth 
responses from nearly all responses.

 

Surveys Pr
im

ar
y 

D
at

a
Interviews

Semi-structured individual interviews were also conducted. Single person 
interviews were conducted to collect more qualitative data. It was important 

to interview a range of business owners and consumers too. These interviews 
were used to get a further understanding of not only answers in the survey, 
but also to find out how business owners connect to the community. Half of 
the interviews were conducted over video call, due to the country’s Lockdown 
restrictions and the other half were collected via email, due to the interviewee’s 
own choice and their personal schedules. The interviewees were from small, 
and big companies to gain insight into both independent and corporations, as 
consumers of products as well.
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A survey was 
conducted with 60 

people, of which 65% 
believed the UK was 
“very/divided’ with 25% 
of people believing the 
UK was “a little divided”, 
leaving a remaining 10% 
who believe the opposite 
or are indifferent. This 
suggests that the majority 
of people believe there is a 
divide in the UK. 

As stated by Duffy 
et al.(2019) phrases  
such as ‘culture wars’ 
‘polarisation’, and 
‘tribalism’ have been used 
in Britain to describe 
how political trends 
more recently have come 
to light and reinforced  
divides in our population. 
Politics have arguably 
always caused divides in 
British society with 17.3% 
stating that politics was 
a reason for the divide 
in the UK. When asked 

Upon grouping everyone’s 
responses into common 
themes these were the 
results there were some 
clear trends. 

The mode of the data 
is Race/Racism. Racism 
presented as being 
the most common 
reason for a divide in 
the survey. Responses 
included racism against 
immigrants, inequality 
and casual racism 
to minorities within 
society. As reported by 
The Equality of Human 
Rights Commission 
(2020) evidence shows 
that there are areas for 
improvement within 
equality in several 
areas. These areas were 
employment, education, 
crime, living standards 
and healthcare. Their 
statistics clearly show 
that there is inequality  
in all of these areas  
for all minorities and  
this is present in  

The fact there are areas 
for improvement and 
there are clear disparities 
between minority groups 
presents equality 
 and division.

The second most 
common reason for the 
divide was “Politically” 
and the third being 
“Divided as a nation”. 
Divided as a nation 
meaning that individuals 
spoke about how they 
see a divide between 
England, Wales, Scotland 
and Ireland, or they see a 
separation between the 
South and the North.

As Denham, J (2018) 
suggests, tradition, 
morals, race, political 
views, gender and beliefs 
have always been reasons 
for division between 
people, and there has 
always been district 
separation between the 
South East, London  
and most of the  
rest of England.

A DIVIDED 
BRITAIN?

a divided Britain?discussion

[Brexit] has 
caused a 
significant 
divide between 
England and 
Wales.They 
were already 
divided before 
Covid.Wales 
and Scotland 
appear tO want 
a separation.
ALISHA SWEENY, PSYCHOLOGY STUDENT

Magni, O (2019) Busy Street. 



The separation between the 
nation was not only noticeable 

in the survey for this investigation. 
Furthermore according to the Office 
of National Statistics (2020) before 
Lockdown people believed that post-
pandemic, Britain would be more 
united, however as the pandemic 
progressed this belief began to 
decline and people also believed that 
inequalities in society would remain 
the same. 

There was also a disparity between 
people's beliefs in Scotland and Wales 
and England. Adults from Scotland 
were less likely (31%) to say that Britain 
would be more united as a country 
after the pandemic, where England 
(47%) and Wales (44%) were  
about the same. 

It is evident, that even before the 
pandemic, there is a divide between 
the north and the south. In addition 
to this, previous existing views of 
countries being separate have been 
accentuated due to the country’s rules 
different through the Lockdown. Wales 
and Scotland and Ireland created 
separate rules for England throughout 
2020.

Opposing to the notion of divide  
within the country, a review carried 
out by the Policy Institute at King’s 
College London (2019) found that 
attitudes and identity in the UK are 
converging rather than polarising. 
These views were on topics such 
as gender equality, homosexual 
relationships and racial prejudice. 
Despite this, the number of people 
who strongly identified themselves 
with a political party has reduced 
significantly according to King’s 
College London (2019) and is now 
being overtaken by the amount of 
people who strongly identify  
with their choice of Brexit vote  
(Duffy et al. 2019).

The division is very clearly seen 
within the 2016 referendum with a 
nearly 50-50 split (gov.UK 2016).  As 
suggested by Tuc (2020) The locations 
most exposed to Brexit associated 
risks are London, Wales, the North 
East and the South East, and coastal 
communities that rely on tourism 
and hospitality such as Manchester, 
Liverpool and Glasgow and a large 
part of London are likely to be exposed 
to the short term effects of COVID-19. 

Populism is not just an American issue but a British 
and European one too. This has led to a considerable 
political division which has only been 
exacerbated by Lockdown. 

There is the uniquely British issue of classism 
too which colours all levels of society and other 
prejudices such as sexism, racism, homophobia and 
transphobia. Austerity and lockdown only worsen these 
divisions too.
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Anon from Survey (2021)
Fig 1. Reasons why people think the UK is divided.  

Survey (2021) 
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The current divide between countries 
is not just a short term effect of 

COVID-19 and Brexit, but the political 
situation also reflects the public 
attitudes between economic and social 
areas over many decades. However, 
Duffy et al. (2019) encourage that as a 
society we need to take care in uses of 
polarisation and related concepts as 
this may mischaracterise the changes 
that have occurred within the UK.

Britain’s “New Britain” was a strong 
concept in 1997 which supported 
values like female empowerment, open 
multiculturalism. Dragon Rouge, who 
released “Brands for Britain” the same 
year, and also at the same time as Tony 
Blair became the new Labour Leader 
of the Government, stated that Britain 
was embracing being part of Europe as 
part of their new identity on 
 the global stage. 

As a final observation, divides in 
society have been prevalent for 

many years, due to social and political 
causes. Brexit and COVID-19 have  
shown to highlight current divides 
within society.

Discussion
20.



22. 23.

University of South Wales - February 2021. DG3S41 Research Project (Investigation) 2021

GRAPHIC COM
M

UNICATION

Fig 2. Brexit Results (2016)  
Votes to leave (52%) and votes  

to remain (48%).
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IDENTITY& 
CULTURE

A MULTICULTURAL 
BRITAIN

A Multicultural Britain | Identity & Culture

Kuko, D (2021) Man in Blue Crew Neck T-shirt. 

Britain has gone through an accelerated period 
of cultural and social change since the 1950s. 

A culmination of the dissolution of the British 
Empire and growth of the commonwealth, and the 
immigration of different nationalities, culture and 
languages, creating an ethnically diverse country 
with a range of heritages and identities. 

During the past quarter-century, immigration 
and emigration have increased to the highest 

levels with immigration exceeding emigration by 
over 100,000 every year since 1998. As stated by the 
UK Parliament Migration Statistics (2020) the net 
migration figure in the UK is 363,000. The growth of 
women in labour and their increasing independence 
has altered their position in society, as well as the 
change in youth with alternative attitudes and 
values, has shaped Britain since the mid-twentieth 
century. So what does it mean to be British?

Fig 3. The net migration figure in the UK (2020)  
The UK Parliament Migration Statistics

Discussion
25.
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Being awkward when people give you 
compliments, queuing, drinking tea,

 the whole knee slap “right” when you’re 
about to leave, talking about the 

weather, saying sorry after everything.

A Multicultural Britain | Identity & Culture

An interesting campaign created 
by Havas London called “Long 

Live the Local”, a fun play paying 
homage to a very British ‘Long live the 
queen’. The campaign is to support 
local breweries and pubs in the UK, 
for allegiance and sign the petition to 
cut beer tax. COVID-19 has affected 
the pub industry and many locals 
have had to close down for good. As 
part of the campaign, Havas London 
created a documentary that interviews 
locals about their fond memories and 
what pubs and locals means to them. 

group of friends.” Another emotionally 
shares how the pub is there through 
everything. “[when there is] a power-
cut- you go to the pub. When there’s 
a snowstorm - you head to the pub. 
If you've run out of anything…”- The 
screen then cuts to black.

This documentary highlighted the 
importance of community and pub 
culture within the UK, and how being 
part of the local pub community is vital 
to some individuals identity. 

more prevalent, some people do not 
want to call themselves British. One 
responder stated “a lot of right-wing 
activists are using the term “Being 
British” as an excuse to justify their 
racism and xenophobia. This is 
 causing the word “British” to adopt a 
lot of negative connotations”. Divides 
in society also divide meaning with 
certain labels. This comment suggests 
that some people use British heritage to 
justify their views; taking the meaning 
into their own hands. 

Alternatively, some people see being 
British as not having one linear 
meaning but many meanings.

The multiculturalism of Britain is  
part of the UK’s new identity.

“[Being British] once meant standing 
up for the oppressed, [now] it’s racist 
and selfish. Brexit is destroying British 
values.” Reflecting on the response in 
the survey about Britishness, there is 
a clear divide between the ‘old’ and 
the ‘new’. The ideals of old ‘traditional 
‘views and ‘modern ‘ views.

ANON FROM SURVEY

BRANDS AND BRITISHNESS

According to Walpole, there are pillars of Britishness. (Walpole 2020) Heritage 
is one of these pillars, but it is the use of heritage in a modern platform that 

makes a successful ‘British’ Brand. Respecting the brands and traditions but 
blending this into modern culture is something Mulberry has done. Mulberry 
uses “Modern Heritage” as one of their core brand values, as well as Land Rover 
who use “Dynamic Heritage” as part of their branding. These brands stay agile 
and adjust to the modern world. Brexit will also have an effect on Britain's 
identity and therefore how brands adapt and shift to fit an ever-changing idea 
of Britain and Britishness. Dragon Rouge, the agency who released ‘Brands for 
Britain’ described, “Brexit is a huge event challenging Britain’s sense of identity. 
While the political implications for the country are enormous, Brexit will also 
have a huge impact on brands as they aim to adapt to a shifting idea  
of Britain and Britishness.”.

Brands that rely on a sense of Britishness may need to evolve and adapt and 
rely on something else to stay agile. The label ‘Made in Britain’ is a large selling 
point for some brands. As mentioned before, the 1997 ‘Cool Britannia’ era is an 
opposite of Britain's “Brexit’ identity. Cool Britannia and Brexit Britain are two 
clashing identities and have resulted in “muddled values” and reluctance  
among many British Brands to “nail down what Britishness is.” (Bacon. J 2017) 
Will this result in Britain creating a new 21st-century brand or will it be divided 
into broken, smaller identities?

 Brexit is a huge 
event challenging 
Britain’s sense 

of identity. 

BRANDS & 
BRITISHNESS
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Tim Fellows, Design Director 
at 4creative. (no date) 

TIM FELLOWS. INTERVIEW (2021)

Tim Fellows, who is currently 
Design Director at Channel 4’s 

award winning in-house agency, 
4creative added how Channel 4’s 
remit has been evident in his time 
at the company and also in terms of 
staff as well as Programming. Fellows 
mentioned, “Gogglebox and Bake Off 
are examples of shows that reach 
massive audiences and really celebrate 
the nation in all its diversity.”

Channel 4 also manages to stay agile 
through different times of social 
and political change as part of their 
public service remit is to “stimulate 
public debate” as well as “champion 
alternative points of view”. Just as 
Land Rover are able to stay agile and 
just to the modern day, Channel 4 has 
too. Nicolla Mendelsohn, Co-Chair of 
the Creative Industries Council 

and vice president of EMEA and fan 
of Channel 4 remarks, “The birth of 
Channel 4 was a significant moment; 
to have a broadcast whose core values 
are being innovative, disruptive, 
mischievous and willing to tackle 
taboo is great. Channel 4 has always 
managed to capture the Zeitgeist 
incredibly well.” Channel 4 has 
managed to maintain stay relevant 
whilst also representing the nation 
on the screen. Channel 4 doesn’t have 
it’s own production team but hire 
different production teams around 
the country. Fellows adds, “To ensure 
Channel 4 better represents the UK 
on and off screen it has recently 
opened up offices in Leeds, Glasgow 
and Bristol, in addition to already 
established offices in London and 
Manchester.”. By situating themselves 
all of the UK they are able to work 
with production companies from all 
parts, and therefore represent all parts.

A Multicultural Britain | Identity & Culture BRANDS AND BRITISHNESS
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Ford, A (No Date) A Day in the Life, Polly Vadasz.

S ighh Studio  creates "beautiful and functional 
stationary & accessories to help you navigate 

DISCUSSION

streamline products and create ideas 
but also helped her get a grasp of  
who her customer is. 

Chloe Greenway (pictured below) a 
Graphic Communication student and 
customer of Sighh inputs “I initially 
discovered Sighh before it was the 
brand it is now; back when Polly was 

selling 
phone cases 
and makeup 
bags back 
in around 
2013/14. It 
was when 
she was first 
discovering 
the creative 
community 

online. Greenway also mentioned that 
she likes the informality of the brand 
and related to the products, something 
Vadasz had also wanted. Greenway 
added, “I think I probably fit right into 
the centre of the target demographic 
sense why I find the products so ‘for 
me’.” This suggests that parts of Chloe’s 
identity aligns with the values and 
style of Sighh, which is why she leans 
towards the products and has remained 
loyal for many years. 

Sighh studio has grown massively 
the past couple of years, despite the 
Lockdown regulations it has “positively 
affected sales”. Vadasz also stated that 
because people have been inside more, 
and online, this is one of the reasons her 
business has had more footfall. 

A reason for this may be that the 
community online and relatability 
attracts consumers, and with the 
addiction of Lockdown and COVID-19, 
people may find comfort in a  
relatable online community. 

Greenway says “it definitely feels like a 
little group! I remember when I got the 
new student tote bags when they came 
out. “I had someone asking me about 
it in Tescos.” Sighh has brought people 
together, and in this instance,  
it is the student. 

COMMUNITY

To understand community and 
identity within a brand, Polly 

Vadasz, creative director and owner 
of business Sighh was interviewed. 
She started her business nearly 
nine years ago when she was still in 
college and her business has grown 
over time. Vadasz said she does not 
identify herself as British but does she 
as “English” because of her heritage 
and grandparents being from Europe. 
When understanding why she created 
her business, she mentioned how she 
wanted to create products for  
“like-minded people.”. “I would say 
that my customers do have good brand 
loyalty”, states Vadasz. When asked 
why this was, she mentioned that 
her brand is an extension of herself, 
and this is what people buy in to. It 
was discussed that people want to 
buy into the person behind the brands 
and not just the business and that 
“we embody the brand”. This idea 
suggests that businesses are becoming 
more personal. Sighh studio creates 
“beautiful and functional stationery & 
accessories to help you navigate  

According to the Vadasz, their  
consumer persona was “Charlotte”, who 
is currently or has just left university, 
is living away from home and enjoys 
sending gifts to people. This profile not 
only helped her as a business to 

Polly Vadasz, Creative Director and 
Business Owner of Sighh
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As found in the survey, around 85% of people’s 
mental health was affected during quarantine 

and Lockdown. Some of the problems people have 
faced included anxiety (61%), depression (46%), lack 
of motivation(69%), boredom (74%) and loneliness 
(54%). As a result of this many people took to try 
and ease the stress with gaming. In the first week of 
January in 2021, over 260,000 physical games were 
sold in the UK alone according to Dring, C (2021). 
In the article, it is suggested that a reason for this 
was because of the UK entering the year with a full 
Lockdown, an increase of more than a third of what 
was sold in the same week, a year previous. 

The dominant console was Nintendo Switch, with 
game sales up over 123% from last year and the 
top spot being Animal Crossing: New Horizons. 
Nintendo’s Animal Crossing has always had a strong 
community, possible due to its social simulation style 
game. To understand a bit more into what people like 
about animal crossing, an interview was conducted 
with Tara Turner, Nintendo fanatic and Performing 
arts student. Turner exclaimed that she’s always 
loved Nintendo as other consoles and game systems 
always seemed so aggressively manly. This is why 
she has stayed attracted to the diverse and friendly 
community of Nintendo. Other brand communities 
people have said they feel a part of have included: 
Nike, Apple, Gymshark, Nintendo, XBOX and 
Playstation. All stated brands are successful,  
and have always stayed at the forefront.

36.
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BRAND COMMUNITY Discussion

COMMUNITY
BRAND

Tara Turner, Performing Arts 
Student. (2020)

61% 46% 69% 54% 74%
ANXIETY Depression LACK OF 

MOTIVATION
Loneliness Boredom

Turner also mentioned how she felt 
included within Nintedo’s brand 

and she has recently separated herself 
from brands that did not align with 
her own values, and political views. 
An example of this was her no longer 
buying SHIEN clothing, since it was 
fast fashion and has unethical  
labour conditions.

Brand community in Channel 4 is also 
present. By having a consistent set of 
values and remit since its launch, the 
channel has been able to “build a loyal 
audience and as a service broadcaster, 
putting out content that people can 
resonate with is really important in 
terms of people feeling connected with 
the brand.” (Fellows 2021). 

The idea that people buy into brands 
that reflect their values is also present 
in the results from the survey, where 
33% of people agreed that they would 
buy into a product if it aligned with 
their values. 

This suggests that people care about 
the product and if it aligns with 
their values and therefore their own 
self concept. One anonymous survey 
respondent stated, “I boycott the 
companies that promoted Brexit. In a 
similar way, as Polly Vadasz stated, 
people are buying into the values 
behind the brand, and much more so  
the owner and identity behind the 
brand. She also states how as her 
consumer has grown up, so  
has the brand.

Fig 4. Problems people have faced during 
quarantine and Lockdown. From Survey (2021)
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KEY FINDINGS

After exploring the different divides 
within the UK, it is evident that 

COVID-19 and Brexit have had an 
effect on society and individuals’ 
identity. It is clear that Brexit has 
pulled to the surface pre-existing 
issues to light. Society has become 
somewhat fractured and people feel 
a strong sense of “us vs them” when 
it comes down to political beliefs. As 
shown by 89% in the survey, people 
believe Britain is divided. Continued 
from this, 67% of people believe the 
UK has a strong North, South divide. 
Over two-thirds of people wanted 
to learn about other communities, 
suggesting that they don’t want there 
to be such divides in the country. This 
leads to a possible question of: “Will 
British brands look back on old British 
Heritage, or will they create a new 
identity under the name of Britishness? 

38. 39.

University of South Wales - February 2021. DG3S41 Research Project (Investigation) 2021

Victoria Parsons | 18024440

Brands connect people and 
make people feel a part of a 
community, making people feel a 
part of something more. 

The biggest reason people thought the 
UK was divided was because of Racism, 
then next was Political beliefs. The 
change in Britain's identity along with 
Brexit has caused people’s own British 
Identity to change.

This suggests that the way the UK is 
being presented doesn’t align with 
people’s own beliefs and therefore 
people are creating their own  
idea of ‘Britishness”.  

In a similar way, consumers buy into 
brands that align with their own 

values. People are often buying into the 
owner, and the person behind the brand, 
rather than the business as a whole.  

Brands connect people and make 
people feel a part of a community, 
making people feel a part of something 
more. If people feel like they are part 
of a community, they feel like they 
belong. Is there a way brands can  
make other people want to connect  
to different parts of the UK?

As mentioned previously, the survey 
was mainly (78%) 18-24 year-olds, 
which are the earliest generation of 
Generation-Z. This should be taken 
into account and may suggest a design 
problem should be tailored towards 
that demographic. Within the idea that 
the majority of results showed that 
people wanted to learn about more 
communities, but what about the people 
who did not. 

Connecting the community may also 
solve loneliness that was present 
within the survey results. By using 
design and brands we can ask the 
question. “How might design and 
brands be used to encourage people to 
learn about different communities, and 
explore different identities  
within themselves?”.
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The question, “How might design and brands be 
used to encourage people to learn about different 

communities, and explore different identities within 
themselves?”, will be used to develop a design 
solution and solve the problem. 

By solving this problem, it will hopefully weaken 
divides within society, and educate different people 
on different cultures, ultimately solving the larger 
issue lead believed by people in the survey; Racism. 
Being able to encourage the people who did not 
know or did not want to learn about others will 
create a less divided society. 

There are many benefits to understanding different 
communities and cultures, such as minimizing 
stereotypes, preventing and overcoming ethical 
and racial divides and it opens people to more 
experiences. Understanding different communities 
also connects people, improves communication and 
opens people up to meeting new people, this also 
explores different identities  within themselves.
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Communication and connection is key 
to a successful, harmonious society and 
therefore designing a solution targeted 

towards young minds will hopefully create  
a more connected, equally and diverse 

society in the future.
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To begin further research, personas 
and trends that bring communities 

together will have to be researched 
to identify what works successfully 
in order to create a final product that 
will overcome these challenges. From 
the information that this report has 
uncovered a clear disconnect between 
the British community from the 
research in this report, an opinion can be 
formed that there are two types of British 
identities forming. On one side, the 
identity of ‘Brexit Britain’ which holds 
onto traditional and conservative British 
ideals, and in contrast the identity 
of ‘Modern Britain’ which embraces 
change, communicates between 
different communities. 

There is no reason these two cannot 
exist side by side, just like the 
successful brands explored in this 
report, it is important to embrace the 
old whilst adapting to the new. 

Communication and connection is key 
to a successful, harmonious society 
and therefore designing a solution 
targeted towards young minds will 
hopefully create a more connected, 
equally and diverse society in the 
future.
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