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Welcome!

• Your  m ic rophones  and  cameras  a re  now muted

• Ask  ques t ions  v ia  cha t  dur ing  the  web inar

• Modera ted  Q&A sess ion  a t  the  end

• Your  names /  dev ice  names a re  v i s ib le  to  everyone

• For  see ing  the  s l i des  be t te r  you  can  min im ize  and  move 
the  par t i c ipan t  w indow in  the  top  r igh t  co rner

• Qu ick  su rvey  a t  the  end  – We coun t  on  your  feedback ! J
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2008 or 2020?

„It may seem like a paradox, but 
recessionary periods actually 
provide fertile grounds for 
marketers to grow their brand’s 
market share if they’re prepared to 
think long term.” 

– Mark Ritson, taken from DDB Facebook



It’s tough when the only thing selling is this



The Pandemic struck…

• W h a t  d i d  p e o p l e  d o ? • W h a t  d i d  b r a n d s  d o ?



The process brands went through

• STAY HOME – DISTANCE - Immediate response – (health 
perspective, tactical)  

• WE CAN HELP. SOS - Short term relevance – offers, benefits 
(health, economic, tactical)

• WE ARE STILL HERE – Reassurance, further relevance - strategic

• WHAT WE WANTED TO SAY IN THE FIRST PLACE -Communicate 
purpose - Establish the authentic link of the purpose to what 
the brand is doing - strategic



First Act

• Immediate response – (health perspective, tactical)
• Stay home or distance yourself!  



Distancing

• Brands seemed to heed this 
advice… and it was fun for 
about a day or 15 minutes



Distancing – some succeeded at being original



When reality struck – Sziget Festival cancelled in 2020



When reality struck



Realization: It’s really going to last a long time

• W h a t  d i d  p e o p l e  d o ? • W h a t  d i d  b r a n d s  d o ?



The rise of kindness?

• With the spread of the virus, 79% of the respondents stated that brands 
must show how helpful they can be in the new everyday life, post the 
lockdown 

• 77% would want them to show their efforts to face the situation.*

• *Campaign magazine poll



The rise of kindness?



Second Act

• WE CAN HELP. SOS  - Short term relevance – offers, benefits 
(health, economic, tactical)



Distance … and an offer thrown in

• Little Caesars Pizza Portal, a virus-
hostile pie locker that circumvents the 
need for human interaction. 

• Commercials by Domino’s and Papa 
John’s reminded viewers that the heat 
of pizza ovens annihilates germs. 



Faster delivery … than others

• Kifli, the newest delivery kid on the block  was the first to react and became the 
winner of home delivery simply by offering greater variance in delivery (not 14 days, 
but 3 and now same day) and a more “interesting” product selection



We can’t really deliver, so why not DIY

• Easy for fast food and groceries but 
what about the fine dining 
establishments?

• Featuring the Laurel Budapest DIY 
fine dining suitcase



Some let us down…

• And letting customers down in times 
like this has a long lasting effect

• I would guess twice as bad as in 
“normal” times



And some became the engine of their community

• Stood firm 
• Didn’t let go of staff
• Didn’t close shop

• And introduced new business 
models
• Switched immediately to home 

delivery
• Switched to lighter menu
• Organised market fresh produce 

home delivery



SAY DO



• We are together. We help 
together.

• Coke shifts ad spend and 
creative agency talent over 
to Red Cross









• MOL shifts production 
to disinfectant within 
two weeks instead of 
usual 4 months 
development



Realization: It’s actually going to last even longer and maybe come back 
again

• W h a t  d i d  p e o p l e  d o ? • W h a t  d i d  b r a n d s  d o ?



Third Act

• WE ARE STILL HERE – Reassurance, further tactical relevance

• Brand Loyalty became brands being loyal to you



What did brands do?

• „Ads should assure us that this is not the end of the world – they preach 
to us about life, continuity, and that we are safe”

What this really means: behave normally, be reassuring.

*Ipsos research 2020 April



Key messaging

We are 
apart/ 

everything 
is empty/ 

depressing

But that’s 
ok since 

we’ve been 
here since 
19xx (seen 

this and 
that)

So we 
want to 

stay with 
you / true 
to you / 
close to 

you

And your 
family, 

loved ones

Because in 
these 

troubling / 
un-

precedented 
/ crazy times We need 

to stay 
together / 
connected 

More 
importantly 
we need to 
stay home

An we 
need to 

help 
eachother

To pull 
through 

this 
together

You can 
count on 

us



What did brands do? They “Disastertised”



• I think by now, what I really want in Advertising is for them to 
ignore the current crisis, rather than pretending to care 
about it. Of course stop/change messaging that seems 
tonality wrong, but I don't need more sad music and "we're 
here for you" any more. 

• *Tom Goodwin- Head of Futures Publicis



Realization: Since we’re all stuck, let’s do something with it

• W h a t  d i d  p e o p l e  d o ? • W h a t  d i d  b r a n d s  d o ?



Fourth Act

• Establish the authentic link of the purpose to what 
the brand is doing
• Work and live by long term Purpose – if you have 

one!!!



Provide inspiration

• During times such as this, people don’t just want 
companies to act in ways that are appropriate. 
• People need inspiration.
• For marketers, going quiet during the pandemic is not the 

answer. Rather, it is finding your company’s new purpose 
– one that can actually help all of us cope.



✚

Change the world… but don’t sell to me



Do what you do best – move



Do what you do best – sit around



Key messaging

Be a bum, 
chill

Move 
around

Play with 
your kids

Do indoor 
crazy 

exercises

Paint, 
write, get 

artistic

Teach, 
learn, cook

Is there a deeper meaning to all this?



The opportunity for brands

• Leadership vacuum
• Deepening cultural and political divisions around the world have 

frequently led to perceived leadership vacuums, in which it is difficult 
to rally for any particular institution or person. 

• To be filled by brands
• These vacuums have often been filled by brands that see social 

issues as an opportunity to connect with customers— who want to 
believe that there’s a right way to spend their money.



Fifth Act

• Will brands come out with a stronger purpose?
• Will they be able to fill the leadership vacuum gaps?
• Or will they move back to rational doings?
• Will there be a social element that stays on? 
• For the benefit of civilization, society?
• Once we can go out in the open – will they be able to lose the copycat 

streak?
• Will people rally around them?



Summary

• Be compassionate.
• Actions speak loudest. Take care of your employees and customers first.

• Be innovative.
• Retool your products and services that add REAL value to people’s lives. Don’t 

just say, do.

• Be on message.
• Stay true to your brand purpose and create messaging that matches. That is if 

you have a purpose!

• Be entertaining.
• Lighten the mood. Everyone knows things are bad. Stop reminding them.

• Be creative.



Do what you do best – provide juicy content



Do what you do best – provide juicy content



Any Questions?



Motivation and performance 
management during the crisis

Thursday, May 28, 16:00 – 17:00

Register at www.SEED-uni.com

Balázs Sipos 
SEED Faculty

WE NEED YOUR FEEDBACK! – Stay for the poll! A few seconds only J

http://www.seed-uni.com/

