How can brands stay
° ° ° “} .._'
authentic in times of | e
o . -« i -4 3 ﬁ
crisis I

A
Lot b g
m ﬁ‘l!‘.:ﬂ_iﬁﬁj"
; N T B P |
IR |
LI n N :
i 8 “ 1l ! ﬁ i s 1
: L+ % Lt %n
21 May 2020 Lo
S T A SR N
" .oy n
- ' B T
= S E E D SCHOOL FOR EXECUTIVE n oY
) EDUCATION AND DEVELOPMENT 0 i i




@

Welcome!

Your microphones and cameras are now muted
Ask questions via chat during the webinar
Moderated Q&A session at the end

Your names / device names are visible to everyone

For seeing the slides better you can minimize and move
the participant window in the top right corner

Quick survey at the end — We count on your feedback! ©
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2008 or 20207

,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

In hard
times think
long term.




It’s tough when the only thing selling is this

@



The Pandemic struck...

« What did people do? « What did brands do?




The process brands went through

e 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
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Thanks for keeping your social distance o
is the best way to
stay united.



Distancing — some succeeded at being original

Right now, the safest place

to be isn’t in a Volvo.




When reality struck — Sziget Festival cancelled in 2020

Szokasos formajaban nem lesz Sziget fesztival
idén




When reality struck

§NHA Scores Schedule News Video NBATV Stats Standings Free Preview Players Teams Pick Em Shop Tickets NBA League Pass

NBA to suspend season following Wednesday's games

Official release
Mar 11, 20 37 PMET




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

* What did people do? * What did brands do?
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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

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

* *Campaign magazine poll



The rise of kindness?
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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

€3 Mentsd meg az éleimiszert % Mkcios arak W Kedvenceim Wi Uidonsagok MBS Marks & Spencer  w Grilezés @ Kave Engish gl Kiionleges finomsagok

Pékség és 28idség és

0% 8 Tejterék  Fagyasztott Tartos
cukrszat gyimeics Hos &5 hal

: ik
keazﬁmenyai s toids éleimiszer eleimiszer ok
- -

LEZTJOL KISUTOTTED' ;

o o
LEZESi TIPPEK OTTHONI SUTOGETESHEZ

Saba éc

L Vegyl-és Otthon, Allareledel
Szepsegapolas X
qayerak

papirdru iroda felszeceiés
. \-JoFt
|
|

| KORULTEKINTG 44
| GONDOSKODAS

IGY. xouuv:meren MEG A BAaAzfs IDOSZAKATI

MEGERKEZETT A
. SPARGASZEZON!

A FEMER SPARGA'MOST ELKEPESZTO'ARON!

Show Al X




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
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Some let us down...

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

* | would guess twice as bad as in
“normal” times




And some became the engine of their community

e Stood firm
* Didn’t let go of staff
* Didn’t close shop

* And introduced new business
models

e Switched immediately to home
delivery

* Switched to lighter menu

* Organised market fresh produce
home delivery
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* We are together. We help
together.

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

G SEED

EGYUTT VAGYUNK.
EGYUTT SEGITUNK.

Aprilistdl tovabbi tajékoztatasig
szlneteltetjik a Coca-Cola

és a Coca-Cola vallalat tébbi
markainak kereskedelmi
reklamtevekeny

forrasainkat kézosségeink

és munkatarsaink biztonsaganak
es egészsegenek elésegitésére
forditjuk. Ezért a hirdetésekre szant
feltleteinken és kdzdsségi media
csatornainkon itthon a Magyar
Voroskereszt tzenetei lesznek
lathatoak.

A Coca-Cola vallalat, a palackozé
partnertink és a Coca-Cola globalis
alapitvanya emellett tobb mint

120 millié dollart adomanyoz

AZERT TESSZUK, MERT HISZUNK ABBAN, HOGY EGYU TT SEGITHET{ NK!

globalisan az érintett
kézdsségeknek, hogy ezzel is

itse a COVID-19 elleni
vedekezest.

Azonnali tdmogatasunkkal
védofelszereléseket és innivalokat
biztositunk az egészseglgyben
dolgozdéknak és élelmiszert
juttatunk a kiszolgaltatott
csoportoknak




S EVENTS WEBINARS CONNECT YOUR CAREER

AB InBev Shifts Funds From Sports
to the American Red Cross

Brewer commits $5 million and airtime to relief efforts

By Kathryn Lundstrom | March 26, 2020
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Apple has donated 20 million masks, is
working to make 1 million face shields
a week, Tim Cook says

Published: April 5, 2020 at 11:04 p.m.ET

By Mike Murphy ﬂ

Apple CEO announces ‘global effort’ to help fight coronavirus pandemic

/| y2mate.com -..mpé & Rexona #Movi...mp4 A & Every Covid-1...mp4 o ®  p-1-and8216...webm A



@M US Crime + Justice Energy + Environment Extreme Weather Spaca + Science

Waiting for beacon.krxd.net..

A 93-year-old woman got a massive Coors Light
delivery after a viral plea for more beer

By Mallory Hughes, CNN
(© Updated 1846 GMT (0246 HKT) April 14, 2020




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

Koronavirus: mar a Mol is fertétlenitészereket gyart

Portfolio [Qamxmentess (T mezoszras
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Realization: It’s actually going to last even longer and maybe come back
again

« What did people do? « What did brands do?

EVERYTHING?

& Is ok




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.

*|psos research 2020 April



Key messaging

We are
apart/
everything
is empty/
depressing

More
importantly
we need to
stay home

So we
want to
stay with
you / true
to you /
close to
you

Because in
these
troubling /
un-
precedented
And your / crazy times
family,
loved ones

To pull

through
this You can
together count on

us



What did brands do? They “Disastertised”




* | think by now, what | 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 | 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 @

* What did people do? * What did brands do?




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
onel!ll



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.
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Change the world... but don’t sell to me

SEED



Do what you do best — move




Do what you do best — sit around




Key messaging

Paint,
write, get
artistic

Play with
your kids

Do indoor

crazy
exercises

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

LOVE

COOKS IN A
SLEEPLESS
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Do what you do best — provide juicy content

Cravings
% Crown

A novella by Velveeta

=

>

" »

( Uzenetkildése







WE NEED YOUR FEEDBACK! — Stay for the poll! A few seconds only ©
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Motivation and performance
management during the crisis

Thursday, May 28, 16:00 - 17:00

Register at www.SEED-uni.com

Balazs Sipos
SEED Faculty



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

