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en categorías como alimentos, telecomunicaciones, medicamentos y 

cuidado personal. Estos hallazgos no solo evidencian cambios de 

comportamiento, sino también un llamado generalizado a la 

transformación cultural, el cuidado colectivo y la mejora social. 

Como recomendación, las marcas deberían adoptar una postura 

empática, flexible y con propósito, alineando sus mensajes y ofertas con 

los valores emergentes de responsabilidad, bienestar integral y resiliencia. 

En este contexto, la relevancia ya no se define únicamente por la 

funcionalidad, sino por la capacidad de la marca de generar confianza 

y contribuir activamente a una vida más consciente y equilibrada. 

 

Abstract 
 

This qualitative report aims to understand how Colombian consumers are 

redefining their routines, priorities, and values in the context of the post-

pandemic new normal. The study spans multiple aspects of daily life, 

including consumption habits, family dynamics, health, emotional well-

being, future outlooks, and perceived relevance of services, brands, and 

product categories. Through in-depth interviews, both emerging 

behaviors and individual and collective perceptions were explored, with 

the goal of offering a comprehensive view that helps brands and 

organizations design relevant strategies for this new environment. The 

scope of the study includes a diverse range of sociodemographic profiles, 

allowing for the identification of generational and contextual differences 

in attitudes toward change. 

Among the key findings, a profound transformation in consumers' daily 

lives is evident. The lockdown prompted new home-centered routines, 

increased awareness of physical and mental health, and a redefinition of 

what is considered essential—both in terms of products and personal 



 

relationships. Household tasks, physical activity, and digital entertainment 

gained importance, while the use of digital platforms for shopping and 

communication became more entrenched. Symbolically, concepts such 

as “caution,” “dignified work,” and “hope” emerge as central themes in 

the collective imagination. There is also a renewed appreciation for 

brands associated with quality, trust, and safety, especially in categories 

such as food, telecommunications, medicine, and hygiene. These findings 

reflect not only behavioral changes but also a widespread call for cultural 

transformation, collective care, and social improvement. As a 

recommendation, brands should adopt an empathetic, flexible, and 

purpose-driven approach, aligning their messaging and offerings with 

emerging values of responsibility, holistic well-being, and resilience. In this 

context, relevance is no longer defined solely by functionality, but by a 

brand’s ability to build trust and actively contribute to a more conscious 

and balanced life. 

 

  





 

such as health, hygiene, and food. Purchase decisions were 

influenced by brand trajectory, availability, and perceived safety. 

6. Ambivalent perception of isolation and its effects: Although 

negative impacts such as monotony and uncertainty were 

recognized, positive narratives also emerged related to creativity, 

introspection, and resilience. Generational and occupational 

differences influenced the way these changes were experienced. 

7. Changes in social imaginaries: A re-signification of the future was 

observed, characterized by personal aspirations, collective 

awareness, and symbolic visualizations of well-being. These 

representations reflect a desire for transformation that combines 

optimism, responsibility, and the shared construction of the future. 

8. Differentiated relevance of product and service categories: Food 

and beverages, telecommunications, health, and personal care 

were identified as priority categories. The perceived importance of 

these varied according to demographic profile and household 

context, highlighting both functional and symbolic needs specific to 

each segment.
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Leisure and free-time activities have taken on renewed importance as a 

way to cope with isolation and maintain emotional well-being. 

Individually, it is mentioned that during free time, people often “sing or 

record audiobooks” and “watch movies—oh yes, lots of movies, lots of 

series.” These activities not only provide a distraction from the immediate 

environment but also offer opportunities for personal development and 

self-expression. The choice of leisure activities may reflect a shift in 

individuals’ priorities toward those that promote personal and emotional 

well-being, which could have lasting implications for their habits and 

consumption preferences. Moreover, these activities can serve as a way 

to maintain social connections—albeit virtually—which is essential for 

emotional well-being during extended periods of isolation. 

 

In the area of household chores and family roles, there is evidence of 

greater participation in household responsibilities, suggesting an effort to 

maintain structure and a sense of normality. Individually, it is mentioned 

that “Fridays I dedicate myself to cooking; here we split the cooking, 

Fridays I’m the one who cooks and Saturdays are cleaning days.” This 

equitable distribution of roles within the home not only contributes to 

organized functioning during uncertain times but can also strengthen 

family relationships by fostering cooperation and teamwork. Active 

participation in household chores can provide a sense of purpose and 

accomplishment, which is especially important in a context where other 

forms of external validation may be limited. 

Finally, differences between segments, such as age and occupation, 

significantly influence how individuals adapt to the new normal. While 

young people like Laura seek creative activities and personal learning, 

older adults like Pedro tend toward more traditional leisure activities. 

These differences reflect how individual experiences and life stages affect 

the way people reorganize their routines in response to isolation. For 

young people, isolation may represent an opportunity to explore new skills 











 

follow safety measures for the common good. Smart isolation is not only 

about protecting oneself but also about protecting others, emphasizing 

the interdependence of individual and collective actions. The shared 

responsibility for maintaining public health is viewed as a moral 

imperative, where the well-being of the community is prioritized over 

individual preferences. 

 

Finally, “Normality and New Normal” is associated with everyday activities 

such as “university, recording, hugging” and the expectation that “when 

all this is over, it will be.”. The new normal includes elements such as “one 

meter, fresh air, well-being” and “restrictions, government measures”, 

showing a transition in the perception of what is normal, where safety 

measures and personal well-being are integrated into daily life. The new 

normal represents a reconfiguration of expectations and daily practices, 

where safety measures are internalized as part of the routine. This reflects 

an acceptance of new realities and a commitment to continuous 

adaptation, where personal and collective well-being are prioritized in the 

pursuit of a balanced and safe life. 

 

These perceptions vary by demographic segment. For example, a young 

film and television student may see the future as a space for self-

expression and personal development, while a real estate advisor may 

have a more pragmatic approach focused on material objectives. These 

differences suggest that communication and marketing strategies should 

be tailored to the distinct perceptions and priorities of each segment, 

considering both personal aspirations and collective concerns. In 

summary, the analysis reveals a rich diversity of perceptions and behaviors 

around the new normal, highlighting the importance of understanding 

these differences to design effective, resonant strategies aligned with the 

emerging experiences and behaviors of Colombian consumers in the new 

normal. 



 

2.2. Scenarios 
The qualitative analysis of the subchapter “Scenarios” reveals a set of 

perceptions and expectations about the post-pandemic new normal that 

are essential for understanding the behaviors and attitudes of Colombian 

consumers. In Mobility and Traffic, Bogotá’s traffic jams emerge as a 

recurring concern. In isolation, it is mentioned that “again Bogotá’s traffic 

jams, the worst of the worst”, reflecting a pessimistic view of the return to 

vehicle congestion. This perception may be influenced by citizens’ daily 

experiences with traffic, affecting their quality of life and the time 

available for other activities. However, there is also a perception of 

improvement, with comments such as “there aren’t as many traffic jams 

now”, suggesting that some perceive a temporary relief in traffic, possibly 

due to changes in mobility patterns during the pandemic. This duality in 

perceptions could indicate an opportunity for transportation authorities to 

implement measures that maintain this perceived improvement, 

promoting a more efficient and sustainable mobility system. 

 

Regarding Social Interactions, the desire to “hug people a lot” is 

mentioned in isolation, indicating a longing to regain the social closeness 

lost during the pandemic. This desire underscores the importance of 

physical and emotional connections, especially for younger people, who 

value these interactions as an integral part of their daily lives. The 

restriction of physical contact during the pandemic has highlighted the 

basic human need for connection, and this wish to resume physical 

interactions could influence an increase in social events and family 

gatherings once restrictions are eased. Additionally, this need for physical 

contact could have implications for mental health and emotional well-

being, underscoring the importance of interpersonal relationships in post-

pandemic recovery. 

 

The Environment is another key topic, with isolated mentions of 

“environmental recovery” and the hope that “there won’t be as much 

pollution.” This suggests a positive perception of environmental 











 

ironic situations is more pronounced in the younger segment, represented 

by a film and television student. Her response reflects a critique of the lack 

of empathy in today’s society, especially toward essential workers. In 

contrast, a real estate advisor, while also mentioning precaution and 

health care, focuses more on the image of the red traffic light and the use 

of face masks as symbols of precaution. This suggests that, although both 

segments are concerned about health, the advisor’s approach is more 

visual and direct, while the student associates it with a broader social 

critique. The difference in perspectives may be influenced by their 

personal and professional contexts, where the student’s youth and 

academic experience allow for a more critical and reflective vision, while 

the advisor, with his more practical approach, prioritizes tangible safety 

and protective measures. 

 

The explanatory analysis reveals that social indifference is a critical 

phenomenon highlighting social tensions and perceptions of injustice, 

potentially leading to greater demand for social responsibility and fairness 

in consumption practices. The critique of indifference is not limited to the 

lack of empathy but may also reflect a growing demand from consumers 

for more ethical and responsible business practices. Precaution and 

health care are fundamental in the new normal due to the pandemic’s 

legacy, and the use of face masks and the red traffic light image as 

symbols of safety and precaution indicate that consumers are more 

aware of the need to protect their health. This awareness may influence 

consumption behaviors, where safety and health become decisive 

factors in choosing products and services. 

Finally, valuing dignified work is a response to the experiences lived during 

the pandemic, where many essential jobs gained visibility and 

revaluation. This new perspective on work may influence consumers’ 

expectations toward brands, demanding greater recognition and support 

for essential workers. Altogether, these phenomena offer a 

comprehensive view of how Colombian consumers are navigating the 



 

new normal, shaped by recent experiences and significant social 

changes. The youth and experience of a film and television student lead 

to a critical, reflective perspective focused on social justice and valuing 

work, influenced by her family environment. On the other hand, a more 

practical, direct approach to precaution and health care stems from 

work experience and family context, where personal and family safety 

are paramount, reflecting a more visual and tangible perspective. This 

diversity of perspectives highlights the complexity of consumer attitudes 

and behaviors in the new normal, where personal and contextual 

experiences play a crucial role in shaping perceptions and decisions. 

 

 













 

perception of time and vices, promoting a focus on making better use of 

time and improving self-esteem. This renewed emphasis on time 

management and personal growth can be seen as an attempt to find 

meaning and satisfaction in daily life despite the restrictions imposed by 

the pandemic. 

 

Regarding mobility and personal space, a change has been noted in 

transportation habits, with an emphasis on maintaining appropriate 

distance inside vehicles. For example, it is mentioned that even if there 

are only two people in the car, one sits in the back as a precaution. This 

behavior reflects concern for personal safety and adaptation to new 

social distancing norms. The possibility that people may not spend as 

much time outside the home as before also suggests a shift in the 

perception of personal space and safety. This adjustment may be 

influenced by the need to minimize the risk of virus exposure as well as a 

change in personal priorities, where the home becomes a safe haven and 

the center of daily activities. 

 

Finally, in terms of consumption and habits, there is a trend toward 

reduced consumption of tinto (black coffee), which may indicate a shift 

in priorities toward healthier habits or a restructuring of daily consumption 

due to new routines established during the pandemic. There is also 

mention of the importance of communication with family and friends and 

the need to congregate at church, highlighting a change in how people 

socialize and practice religion. This change suggests a need for social and 

spiritual connection, showing how people have adapted their ways of 

socializing to maintain meaningful relationships during times of physical 

distancing. Virtual communication and the desire to physically 

congregate in the future reflect a longing for social interaction and a 

search for community that transcends the physical limitations imposed by 

the pandemic. 



 

 

In terms of age and occupational differences, it is observed that young 

people, such as Laura, 23, are more focused on changes related to 

hygiene and transportation. This is likely due to a lifestyle involving more 

social interaction and mobility. Laura lives with her mother and aunt, 

which may influence her perception of household hygiene and the 

importance of maintaining safe practices at home. In contrast, older 

adults, such as Pedro, 49, focus more on spirituality and maintaining a 

positive attitude. This may reflect a deeper concern for emotional well-

being and family stability, influenced by his role as head of the household 

and his personal environment. Pedro lives with his wife and daughter, 

which may influence his emphasis on spirituality and family 

communication, suggesting that older adults may be more focused on 

spirituality and emotional well-being, while younger people may be more 

concerned with changes in social interaction and mobility. 

 

In conclusion, the phenomena observed in “Pre-Existing Behaviors” 

indicate that products and brands capable of responding to these new 

expectations and needs—standing out in hygiene, safety, emotional well-

being, and social connection—will be more relevant in the new normal. 

The adaptation of hygiene and personal health habits underscores the 

importance of products that promote cleanliness and safety, while the 

increase in awareness, positive attitudes, and spirituality suggests that 

consumers are placing greater value on emotional well-being and 

connection with transcendent values. In the context of mobility and 

personal space, precautionary measures and adaptation to social 

distancing highlight the need for products that provide a safe and 

comfortable experience. Finally, changes in consumption and habits 

reflect a reorganization of priorities, where the quality of time and 

interpersonal relationships take on renewed importance. Brands that 

facilitate a consumption experience that fosters connection and personal 

well-being are likely to gain relevance in the new normal. 



 

3.3. Identification of Relevant Categories 
The analysis in the subchapter “Identification of Relevant Categories” 

provides a detailed view of how consumer priorities evolved during 

quarantine, highlighting the categories of Food and Beverages, Public 

Utilities and Telecommunications, and Personal Care, Health, and 

Medicines as the most significant.The Food and Beverages category, with 

two mentions, stands out as the most relevant, underscoring its critical 

importance in a confinement context. In situations where access to 

resources may be limited, ensuring adequate food and beverage 

availability becomes an essential priority for daily subsistence. This focus 

on food not only reflects a basic need but also indicates concern for the 

quality and availability of these products in the new normal. The 

relevance of this category is amplified in an environment where mobility 

restrictions and health safety measures can affect supply chains and 

product accessibility. 

 

Similarly, the categories of Personal Care, Health, and Medicines, also 

mentioned less frequently, reflect a growing concern for personal care 

and health in the new normal. Personal care is vital for maintaining 

hygiene and preventing illness, especially in a pandemic context where 

the spread of the virus is a constant threat. Health and medicines are 

essential for physical and mental well-being, and their importance 

increases in situations where access to healthcare services may be limited 

due to system saturation or confinement measures. These categories 

underscore the need for products that ensure physical and mental health, 

which may influence consumers to prefer brands offering safe and 

reliable products. 

 

The analysis also reveals significant differences in perceptions of category 

relevance depending on consumer profile. For example, a young student 

may prioritize food, personal care, and shopping malls, reflecting a 

lifestyle centered on nutrition, hygiene, and socialization. For this segment, 













 

environment, are more inclined to adopt new technologies and services 

that offer greater flexibility and instant access to information. 

Conversely, a 49-year-old real estate advisor might find the landline more 

useful, particularly in his work where stable communication is crucial. 

However, he also acknowledges the importance of internet and mobile 

phones, indicating an adaptation to new technologies. This population 

segment, although more accustomed to traditional communication 

methods, is gradually adopting digital tools to remain competitive in a 

constantly evolving labor market. 

The descriptive and explanatory analysis of these phenomena suggests 

that the prominence of internet and mobile phones as essential services 

stems from various factors related to changing consumer habits. The 

pandemic accelerated digitalization, leading to increased internet use for 

work, study, and socializing from home. This reinforces the perception of 

internet as a basic necessity in modern life. Mobile phones complement 

this need by providing constant access to information and 

communication—crucial in an increasingly mobile and connected world. 

The ability to stay connected anytime and anywhere has redefined user 

expectations, who now demand services that adapt to their dynamic 

lifestyles. 

 

The increase in landline use may be explained by its stability and reliability, 

especially in contexts where mobile or internet connections may not be as 

dependable. This is particularly relevant for older generations or in 

occupations that require stable communication. The perception of 

television as a dispensable service reflects a transformation in media 

consumption habits. The preference for digital platforms and streaming 

services—which offer flexibility, personalization, and immediate access to 

a vast range of content—has diminished the relevance of traditional 

television. 

 

In conclusion, these changes in telecommunications and media 



 

consumption highlight the importance of relevance criteria in the new 

normal, where adaptability and digital access are paramount. The 

pandemic has accelerated digitalization, positioning internet and mobile 

phones as essential, while the landline has experienced a resurgence due 

to its stability. Television, meanwhile, is losing ground to digital platforms, 

reflecting a shift in consumption preferences toward more flexible and 

personalized options. These findings underscore the need for 

telecommunications companies and content providers to adapt their 

offerings to meet the evolving demands of consumers in an increasingly 

digitalized environment. 

3.6. Food and Beverages 
In the “Food and Beverages” subchapter, a clear trend is identified 

toward the prioritization of certain products considered essential in the 

new normal. The most frequently mentioned products include water, fruit, 

brown rice, meat, and vegetables. These items are viewed as 

fundamental in the daily diet, reflecting a preference for healthier and 

more basic options. In isolation, it was mentioned that the most important 

are water, fruit, canned meat, and vegetables, highlighting the relevance 

of these items in the daily diet. This emphasis on basic and healthy 

products reflects a shift toward more mindful and health-beneficial food 

choices. The repeated mention of these products suggests that 

consumers are re-evaluating their dietary preferences, possibly influenced 

by health and wellness concerns during and after the pandemic. 

 

Some interviewees noted that after quarantine they followed a strict 

health-conscious regimen, indicating a change in consumption habits 

toward healthier eating. This shift reflects growing awareness of the 

importance of maintaining a balanced and nutritious diet, especially in a 

context where health has become a priority. The pandemic has served as 

a catalyst for consumers to reconsider their eating habits, opting for foods 

that not only meet their basic needs but also promote overall well-being. 

 















 

use are elements that, together, determine consumer preference for 

certain brands in the current context. 

 

3.9. Changes in Shopping Habits 
The analysis of the “Changes in Shopping Habits” subchapter provides a 

detailed view of how consumers are redefining their interaction with 

commercial spaces, services, and consumption habits in response to the 

new conditions imposed by today’s reality. In isolation, it is mentioned that 

home delivery and restaurants have been points of interest, suggesting a 

shift in how consumers access products and services. This change may be 

driven by increased use of home delivery services, which offer a 

convenient and safe solution in the face of mobility restrictions that limit 

visits to physical establishments. Adapting to these new forms of 

consumption reflects a search for convenience and safety—factors that 

have become paramount in purchase decision-making. 

 

Regarding commercial spaces, it is occasionally mentioned that shopping 

malls have experienced significant changes due to mobility restrictions. 

The perception that “we can’t go out like before” indicates a reduction in 

both the frequency and the way these spaces are visited, suggesting that 

consumers are opting for alternatives such as online shopping or more 

sporadic, planned visits. This change in consumer behavior may be 

motivated by the need to minimize exposure risk and maximize shopping 

efficiency, prioritizing the purchase of essential products and reducing 

unnecessary visits. 

On the other hand, transformation in services—especially utilities—has 

been a recurring topic. It is mentioned that these have “increased 

twofold”, and the repetition of the word “a lot” emphasizes the significant 

impact these changes have had on consumers. This rise in service costs 

could be considerably affecting household budgets, forcing consumers to 

reevaluate their expenses and look for more economical or efficient 

alternatives to manage these costs. The need to adjust household 



 

budgets may be driving greater awareness of value and economic 

efficiency, which in turn could influence purchase decisions and loyalty 

toward brands that offer more affordable solutions. 

 

In segment analysis, notable differences are observed in how different 

demographic groups are responding to these changes. For example, a 

young student might be more inclined to use home delivery services and 

explore online options for shopping, given a more digital lifestyle and 

possibly a tighter budget. Living with family could influence her purchase 

decisions, prioritizing convenience and savings. This trend toward 

digitalization and the search for convenience reflects adaptation to new 

technologies and platforms that make it easier to access products and 

services without physical travel. 

On the other hand, a real estate advisor may be more affected by 

changes in utility bills, since their occupation could require more detailed 

expense and budget management. Their family structure might 

contribute to greater concern about rising service costs and a search for 

more economical alternatives. This concern for efficient financial 

management may be driving greater attention to promotions and offers 

that maximize the value of each expense, as well as a preference for 

brands that provide transparency and reliability in their services. 

In conclusion, this subchapter highlights the need for brands to adapt to 

these changes in consumer behavior, focusing on convenience, 

economic efficiency, and safety. Marketing and product strategies should 

consider differences in age, occupation, and family composition to 

remain relevant in the new normal. Brands that manage to offer solutions 

aligned with these new priorities will have a competitive advantage in a 

market that is constantly evolving. A brand’s ability to adapt to these 

trends and respond to consumers’ changing needs will be crucial for its 

success and relevance in the future. 









 

collective action to improve society. Pedro, with his experience in 

improving communities through the real estate sector, values collective 

action, reflecting an understanding that social problems require 

collaborative solutions. Consumers who value community effort may be 

more receptive to brands that promote participation and teamwork. This 

suggests that brands that encourage community involvement and 

teamwork may be more attractive to consumers who value collective 

action and seek comprehensive solutions to social challenges. 

In summary, to remain relevant in the new normal, brands must integrate 

these values into their strategies, showing an authentic commitment to 

cultural change, sustainability, social improvement, and collective effort. 

This will not only meet consumer expectations but also build a stronger 

emotional connection with them, allowing brands to stand out in an 

increasingly competitive and aware environment. By addressing these 

values in an integrated way, brands can effectively position themselves to 

resonate with their audiences and build lasting relationships based on trust 

and a shared commitment to a better future. 


