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A n d  w e  s t i l l  d o n ’ t  h a v e  a  f i n a l  c o s t

Source: John Hopkins Coronavirus Resource Center, retrieved May 20, 2020. 



… t h a n  w e  e v e r  c o u l d  h a v e  i m a g i n e d

https://www.ft.com/content/e626cc6f-5aa9-4dae-b6a0-175b92aa126d
https://www.businessinsider.com/countries-imposed-lockdown-again-after-coronavirus-case-spike-2020-5?r=US&IR=T
https://www.bbc.co.uk/news/world-51235105
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W i t h  a  s c a l e  n o t  p r e v i o u s l y  s e e n ,  a n d  n o  e n d  i n  s i g h t



B u t  t h e r e  a r e  s e v e r a l  s c e n a r i o s

https://www.forbes.com/advisor/investing/covid-19-coronavirus-recession-shape/
https://hbr.org/2020/03/what-coronavirus-could-mean-for-the-global-economy


E v e r y  b u s i n e s s  n e e d s  c r i s i s  m a n a g e m e n t  b u i l t  i n



https://blog.chartbeat.com/2020/04/08/coronavirus-data-news-traffic-trends/
https://www.wired.co.uk/article/coronavirus-news-fatigue


B e c a u s e  w e  k n o w  t h e r e  a r e n o  d e f i n i t i v e  o n e s

Source: John Hopkins Coronavirus Resource Center, retrieved May 5, 2020. 



A r o u n d  t h e  w o r l d ,  o u r  i n t e r e s t  i n  t h e  w e a t h e r  h a s  o n c e  a g a i n  o v e r t a k e n  c o r o n a v i r u s  

https://trends.google.com/trends/story/US_cu_4Rjdh3ABAABMHM_en


F o r  t h e  f i r s t  t i m e  s i n c e  M a r c h ,  t h o u g h  f e a r  r e m a i n s  t h e  d o m i n a n t  e m o t i o n  

https://expertsystem.com/wp-content/uploads/2020/03/20200331-COVID-19-Insights-Feelings-ENG.pdf
https://expertsystem.com/wp-content/uploads/2020/03/20200331-COVID-19-Insights-Feelings-ENG.pdf






F o r  w h a t ’ s  n e x t :





& W h a t ’ s  n e x t ?
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stages

B u t  r e m a i n  a t  d i f f e r e n t  p o i n t s



B a s e d  o n  p r e v i o u s  e x p e r i e n c e





T w o  d e v e l o p i n g  v i e w s

https://www.newyorker.com/news/q-and-a/how-pandemics-change-history
https://www.linkedin.com/posts/talhabinhisaam_marketing-brand-advertising-activity-6666553352526143489-_ZPb/


K e y  c o n s u m e r  a t t i t u d e s  a n d  b e h a v i o u r s



A n d  w o n d e r i n g  w h a t ’ s  n e x t ?
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T h e r e  i s  o n l y  f o r w a r d

Source: ‘A global view of how consumer behavior is changing amid COVID-19’. McKinsey & Company. 25th April 2020. Link; BBDO Knows Get 

Google Smart: Session #2. 14th May 2020

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/a-global-view-of-how-consumer-behavior-is-changing-amid-covid-19


A n d  o u r  a n x i e t y  i s  i n c r e a s i n g

Source: Coronavirus: the impact on consumers as we enter a transitory phase: Wave 3. Global Web Index. May 2020 



A n d  u n c e r t a i n t y  a n d  h a s  a  s e v e r e  p s y c h o l o g i c a l  i m p a c t

Source: Forbes LINK, The Guardian LINK

https://www.forbes.com/sites/bryanrobinson/2020/03/12/the-psychology-of-uncertainty-how-to-cope-with-covid-19-anxiety/#683ba967394a
https://www.theguardian.com/world/2020/may/05/coronavirus-uncertainty-how-to-prepare


A n d  s e e  t h e  g o o d  t h a t  h a s  a r i s e n  f r o m  t h e  c r i s i s

Source: BBC, Good Housekeeping, Google, Youtube 



W e n e e d  t o  c o n t r o l  o u r  w o r l d s  w h e n  e v e r y t h i n g  e l s e  i s  o u t  o f c o n t r o l

https://www.ipsos.com/en-us/knowledge/consumer-shopper/behavioral-science-insights-amidst-the-covid19-outbreak


W e  n e e d  s a f e t y  d u r i n g  a n d  b e y o n d  a  h e a l t h  c r i s i s

Source: Google Truths: The Human Side of Uncertainty. May 5 2020; McKinsey & Company 

COVID Consumer Pulse Survey, 30th April – 3rd May 2020 via Facebook Covid Live Episode 7 



W e  n e e d  m e a n i n g f u l  c o n n e c t i o n s  p o s t  o u r  p e r i o d s  o f  i s o l a t i o n

Facebook Covid Live Episode 

Five;

https://flo.uri.sh/story/262445/embed#slide-0


W e  w i l l  e x t e n s i v e l y  b u d g e t  a n d  d e l a y  i f  w e  c a n ’ t  j u s t i f y

Source: Coronavirus research: April 2020. Global Web Index. 2020

https://blog.globalwebindex.com/trends/coronavirus-multinational-study-3/?_ga=2.46706087.1821581681.1588772773-1713691052.1585068200


S a f e t y  i s  n o w  i n e x t r i c a b l y  l i n k e d  w i t h  h e a l t h ,  t h i s  w o n ’ t  g o  a w a y  i n  t h e  n e a r  t e r m

— H a n s  L o p e z  V i t o ,  C O O ,  B B D O  G r e a t e r  C h i n a



A f t e r  b e i n g  d e p r i v e d  o f  c o n t a c t ,  w e  s e e k  m e a n i n g f u l  c o n n e c t i o n s

https://www.marketingsociety.com/blog-post/post-covid-19-life-and-human-connection


W e  w i l l  s p e n d ,  b u t  w e  w i l l  p l a n  i t  a n d  i t  w i l l  n e e d  t o  r e a l l y  m a t t e r

Source: Global Web Index April 22-27; Facebook Covid Live Episode Five

Source: ‘What are people most looking for post-pandemic?’ Kantar. 6th April 2020. Link

https://www.kantar.com/inspiration/coronavirus/what-are-people-looking-forward-to-most-post-pandemic


A d v i c e  f r o m  o u r  l e a d s  i n  C h i n a

“Many media have predicted that there will  be retaliatory 

consumption behavior after the confinement,  but I  personally think 

this is unlikely.  Because the epidemic situation has already hit  the 

global economy and affected many people's livelihood, people's 

consumption concept will  be more cautious and conservative after 

the epidemic.  Even in the slow recovery of China, the main 

purchase of consumers is the necessities of l i fe.  At most,  they just 

buy a high-quality cake,  or eat a hot pot to comfort their mind .”



A d v i c e  f r o m  o u r  l e a d s  i n  I t a l y

“I  think that after confinement consumers will  go through 

three stages:

1) the first reaction of people will  be of pure euphoria and 

will  be characterized by immoderate consumption on the 

wave of emotion and the desire to celebrate

2) in a second stage people will  have a huge desire to return 

to normal and they will  start making the same consumer 

choices they did before,  pretending that nothing happened

3) after these two short phases,  we will  enter a longer phase 

which will  be characterized by the fact that people will  have 

to deal with the economic effects of what has happened and 

will  probably have to reduce their consumption. It  is in fact 

quite intuitive to foresee that following this stoppage of the 

country's economic engine, a recession will  follow which 

will lead to a contraction in consumption on all  product 

categories.”



P e o p l e  a r e  c a u t i o u s  a n d  t h i s  w i l l  r e m a i n  



L e a r n i n g s f r o m  t h e  p a s t





B u t  t h e r e  a r e  p o s s i b l e  s c e n a r i o s …

https://www.forbes.com/advisor/investing/covid-19-coronavirus-recession-shape/
https://hbr.org/2020/03/what-coronavirus-could-mean-for-the-global-economy


“

H a r v a rd  B u s i n e s s  R e v i e w,  2 0 2 0



W i t h  a  s i g n i f i c a n t  d e c l i n e  i n  l e a d e r  s e n t i m e n t

https://www.pwc.com/gx/en/issues/crisis-solutions/covid-19/global-cfo-pulse.html
https://www.cnbc.com/2020/04/22/11percent-of-ceos-fear-their-business-wont-survive-coronavirus-ypo-survey.html


A d v o c a t i n g  s c e n a r i o p l a n n i n g

https://www.accenture.com/_acnmedia/Thought-Leadership-Assets/PDF-2/Accenture-COVID-19-New-Human-Truths-That-Experiences-Need-To-Address.pdf
https://www2.deloitte.com/uk/en/insights/economy/global-economic-outlook/weekly-update.html
https://www.mckinsey.com/business-functions/risk/our-insights/return-a-new-muscle-not-just-a-plan


P r i o r i t i s i n g  c o n s u m e r  u n d e r s t a n d i n g  f o r  n o w  a n d  t h e  f u t u r e

https://www.beveragedaily.com/Article/2020/05/04/PepsiCo-Tailoring-innovation-around-coronavirus
https://www.retail-systems.com/rs/Asda_Trials_Virtual_Queuing_System.php
https://media.ford.com/content/fordmedia/fna/us/en/news/2020/05/13/ford-celebrates-workforce-american-manufacturing.html


I n v e s t i n g  i n  s h a r e  o f  v o i c e  h a s  d r i v e n  s t r o n g  g r o w t h  d u r i n g  t h e  r e c e s s i o n  a n d  l o n g e r - t e r m

Excess share of voice (ESOV), is defined as share 

of voice (SOV) minus share of market (SOM). 

https://www.pattisonoutdoor.com/the-best-marketers-increase-not-cut-their-budgets/
https://business.linkedin.com/marketing-solutions/blog/linkedin-news/2020/advertising-in-recession-long-short-or-dark




E x p e c t a t i o n s





R e s p o n d i n g  t o  C O V I D - 1 9
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L e s s o n s  f r o m  p r e v i o u s  r e c e s s i o n s  a r e  c l e a r

https://business.linkedin.com/marketing-solutions/blog/linkedin-news/2020/advertising-in-recession-long-short-or-dark
https://www.forbes.com/sites/bradadgate/2019/09/05/when-a-recession-comes-dont-stop-advertising/#3303ab4e4608


T e s t  y o u r  t o n e ,  p e o p l e  a r e  l o o k i n g  f o r  e m p a t h y .  T h i s  w i l l  r e m a i n

https://business.linkedin.com/marketing-solutions/blog/content-marketing-thought-leaders/2020/what-should-ads-look-like-in-the-time-of-recession-


R e g a r d l e s s  o f  t h e  s t a t e  o f  p l a y ,  ‘ p u r p o s e  d r i v e n ’  m a t t e r s

https://ipa.co.uk/news/peter-field-s-seven-lessons-for-advertising-during-a-recession
https://www.adweek.com/brand-marketing/purpose-driven-brands-need-to-change-their-approach-post-covid/
https://blog.globalwebindex.com/trends/brand-purpose-responding-covid-19/


S t a y  o n  t o p  o f  n e w  h a b i t s  a n d  n e w  c h a n n e l s .

https://www.bain.com/insights/the-power-of-consumer-loyalty-in-a-downturn/
https://warc.com/SubscriberContent/article/warc-exclusive/the-long-term-impact-of-covid-19-on-consumer-behaviour/132215
https://www.verdict.co.uk/electronic-payments-international/comments/commence-growth-covid-19-comment/


D e m o n s t r a t i n g  t r u e  e m p a t h y  a n d  d e e p  u n d e r s t a n d i n g  

https://www.adweek.com/brand-marketing/purpose-driven-brands-need-to-change-their-approach-post-covid/
https://www.warc.com/newsandopinion/opinion/how-the-brand-purpose-conversation-is-shifting/3577
https://www.warc.com/content/article/WARC-Exclusive/Navigating_COVID1919_survival_adaptation_and_recovery/132519




F o r  t h e i r  g e n e r i c  c a m p a i g n  f o r m u l a s

https://adage.com/creativity/work/microsoft-sam-every-covid-19-commercial-exactly-same/2251551
https://www.youtube.com/watch?v=vM3J9jDoaTA


C o n s u m e r  p e s s i m i s m  i s  g r o w i n g  

https://www.canvas8.com/content/2020/05/15/tom-doctoroff-thought-leader.html?navPath=LIBRARY--COVID-19
https://yougov.co.uk/topics/finance/articles-reports/2020/05/15/six-ten-brits-want-large-companies-pay-their-taxes


L o u d l y  a n d  w i d e l y

https://www.campaignlive.co.uk/article/at-t-amazon-j-j-among-brands-impressing-consumers-amid-coronavirus/1681237




“

- T o m  D o c t o r o f f ,  b e s t - s e l l i n g  a u t h o r  o f ‘ T w i t t e r  I s  N o t  a  

S t r a t e g y :  R e d i s c o v e r i n g  t h e  A r t  o f  B r a n d  M a r k e t i n g ,  

W h a t  C h i n e s e  W a n t ,  a n d  B i l l i o n s ’



F o r  n o w  & n e x t  
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F r o m  o p t i m i s t i c  t o  p e s s i m i s t i c
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F r o m  w o r r i e d  t o  s e e k i n g  c o n t r o l
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F r o m  i s o l a t e d  t o  c o n n e c t e d
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“Presence will no longer 

be given as freely as it once was.” (FF)
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F r o m  o n  p a u s e  t o  p l a n n e d  p l a y
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F o r  w h a t ’ s n e x t
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mailto:norrism@bbdoknows.com

