


The coronavirus dominated the reality around us very quickly - it seems to have 

happened suddenly and by surprise. It affects all areas of our lives: work, study, 

family life, hobbies, behaviour. It concern all of us democratically. During our lifetime 

there was no such phenomenon and theme that would affect such a huge and 

multidimensional change. 

Threads that have absorbed us so far - like ecology, caring for the planet, climate 

and energy changes, although still valid and important – do not have our solemn 

attention anymore. We already focus on coronavirus and its impact on our 

completely new world, that has pulled up the handbrake at full speed. What 

is happening in our marketing communication industry? We learn, observe, advise 

and know that the crisis will end one day. As usual in such situations there will 

be winners who have noticed an element of opportunity in the crisis and losers 

who were not agile enough. 

As HMG, we believe - and we have this faith based on numbers from previous 

analyses and studies that we have been running for over a dozen years

– the brands can also come out unscathed from the time of the plague. 

Based on our Meaningful Brands study results, we have been talking for a long time 

about the enormous importance of what a brand does for its consumers - people. 

Now, during the re-evaluation, this will be especially important and responsible and 

credible brand actions will gain even stronger emotions and consumer bond.
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危机
The Chinese word for crisis carries two elements, 

danger and opportunity. No matter the difficulty 

of the circumstances, no matter how dangerous the situation, 

at the heart of each crisis lies a tremendous opportunity







Reaction to pandemic threat in Poland was relatively fast.. This means that

we may avoid a sudden collapse of the health system and disintegration

of social life, but in return, we can expect a prolonged virus activity over time.

The results of the latest simulations of the course of the epidemic in various

countries confirm, that we will have to adapt to life with the virus for several

months. The example of China shows that with radical countermeasures, it took

four months to reduce virus escalation. Knowing the experience from other

countries, we can limit this time by introducing tests on a large scale and local

infection control. Still after „hammer” time comes „dance” period of unknown

length.

Depending on the government's actions, the effects of the epidemic can last

approximately from three to twelve months. It is certain that coronavirus will

change many aspects of our lives. How to adapt to the new situation?

Source:  https://medium.com/@tomaspueyo/coronavirus-the-hammer-and-the-dance-be9337092b56

https://medium.com/@tomaspueyo/coronavirus-the-hammer-and-the-dance-be9337092b56


likely to 

reduce demand globally (up 

to 40% decline 2020 output) 

until disease is “under control” 

across transmission 

complexes, likely far into Q4. 

Already visible higher 

demand for local travel 

destinations in Poland

for the summer.

Hospitality sector could 

proactively protect and 

prepare its people, anticipate 

near-term fall in demand.

Travel restrictions, drop in 

consumer confidence, 

corporate policies to limit mass 

gatherings and non-essential 

travel acutely impacted 

industry. Impact across airlines 

to vary, with smaller airlines 

with low margins and smaller 

cash reserves more at risk.

Larger global network 

at risk of prolonged slowdown

As with tourism, expected 

recovery to be faster for 

domestic travel (~2 quarters), 

longer for international(~3-4 

quarters), if not longer based 

on disease evolution

Signs of ongoing disease 

expansion in Europe (2nd

largest global automotive 

producer, 6.1% of total EU 

employment) to amplify 

impact,  despite ongoing 

Chinese economic restart. 

Hubei province accounts for 

9% of total Chinese auto 

production (incl. global 

automakers and component 

parts), disrupting global 

supply chains until activity 

fully resumes

consumer confidence will

recover when disease 

is perceived “under control”. 

Retailers with thin margins 

in affected areas likely to face 

severe drops in demand and,

in parallel, liquidity and working 

capital constraints, forcing 

companies at risk (especially 

smaller and medium-sized 

enterprises) to lay off workers 

or decline salaries. Risk 

mitigation by pursuing online 

/ omnichannel strategies given 

accelerated trend in consumer 

behaviour

and likely to be exacerbated into 

Q2. Wuhan –a hub for 

semiconductors and fiber-optics

is critical in supply chain 

worldwide. Shutdowns

are impacting dwownstream,

28% of South Korea exports

are electronics, leading to further 

supply chain disruptions if 

increases in-country transmission, 

despite a China restart.

Source: McKinsey & Company: 27 Feb 2020

Uncertainty and reduced 

industry activities (~20% 

decline in Chinese demand), 

compounded with travel 

restrictions and recent OPEC 

allies disintegration, have led 

to a drop in prices, where up 

to 50% is attributed to global 

slowdown. Whereas impact 

during SARS was short lived, 

industry restart will be highly 

dependent on improved 

markets and  Chinese 

demand, as the world’s 2nd

largest oil consumer and 

largest importer of liquefied 

natural gas







Source: Havas Intelligence Koronabus Polska; 23.03.20, N=1000



For most Poles, the time of epidemic is an entirely new experience related

to uncertainty and a sense of danger not only about health but also about

the functioning of the known world, as well as financial security. Media flooded

with pandemic news fuel the panic. As a consequence, there is a rapid change

of needs. Self-actualization is no more critical when we long for belonging

and safety. Within the next few weeks, most of us will have to slide down

the Maslow pyramid with speed, which creates stress.

Retreat associated with remote work and reduced mobility builds the need

for social experiences, forced to be online. In this hard time, empathy is flowering.

Optimistic and positive communication focused on building a sense of security

and trust. Increasing communication weights for products that meet the current

needs. It is not a good time for a celebrity endorsement campaigns.

Brand involvement in fighting the plague builds a sense of safety and trust.

Good time for storytelling

Source: https://www.cnbc.com/2020/03/18/psychological-reason-why-gen-x-is-taking-covid-19-pandemic-seriously.html
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SELF

https://www.cnbc.com/2020/03/18/psychological-reason-why-gen-x-is-taking-covid-19-pandemic-seriously.html


Source: Statista 2020 Source: Havas Fabric

Promotion and iformation about new, convenient and secure forms of contacts, purchases and settling 

matters



For several years we have been observing the evolution of Poles towards post-

materialistic values. Restrictions on social life, restrictions on movement, and

uncertainty about the future accelerate these changes. It is more and more

important to have people close that care. Enjoying small things in life and being

safe and sound despite all dangers around.

Narrative based on community values, belonging, small joys, nurturing 

everyday life, and caring for your physical and mental form. Every form of 

people or community support is meaningful. Significant local activations. In 

time of lock-down small communities matter.



Source: Havas Intelligence Koronabus Polska

23.03.20, N=1000 

Awareness of cultural offer online is high in Poland, taking into consideration

only two weeks of quarantine when the study was conducted. This offer

is particularly attractive for young people, more hedonistic towards life,

and more social. Such experiences can be shared via social media

– an essential element of image building by youngsters. It may

be shared online, creating bonding experiences.

Not all brands are natural partners to culture creators, but during these

special times, all „normal” rules do not apply. Supporting cultural institutions

and facilitating access to culture is an opportunity to build a non-commercial

relationship and emotions that are difficult to obtain in normal times.



According to Ariadna's research (27.03.20), nearly one-fourth of Poles does not

go out of home, and the majority decline mobility. Screen time booms, social

media usage, and communicator apps grow in use. Exponentially grow

mobile and online gaming. Consumer-generated content blooms with

creativity.

Online, TV and news sources such as horizontal portals and print online

are the best choice for today—time to introduce or improve e-commerce,

primarily via social media. A time of intensive screen usage combined with

the reduced possibility to shop creates an opportunity to build top of mind,

tell your story, and improve brand image.

Source Havas Intelligence Koronabus Poland; N=1000; field 23.03.2020



Source: Statista 2020



After the first shock and product stockpiling, as coronavirus cases continue

to rise, we observe significant changes in shopping habits. It looks like

e-commerce will stay in Polish homes for good. An essential result

of life uncertainty is the reduction of consumers’ expenses. The Chinese market

shows that after normalizing the situation, consumers return to the previous

level of spending.

The time of e-commerce has come! The time of crisis is the moment to 

improve product quality and IT systems. It is necessary to audit its owned 

media, primarily online, and use it’s potential. The time of the same ads on 

TV and social made has gone. The time has come to build relationships 

and sell where the consumer is present.

Source: Havas Intelligence Koronabus Polska; N=1000; field 23.03.2020



Source: https://www.bbc.com/news/business-52066454?fbclid=IwAR1qVvKHX_6Q-u-9wGDmEXo3ct-jUOMgc8ehb_D31j5x3oWhUh23tGlEN2Y

https://www.bbc.com/news/business-52066454?fbclid=IwAR1qVvKHX_6Q-u-9wGDmEXo3ct-jUOMgc8ehb_D31j5x3oWhUh23tGlEN2Y




Source: https://www.bain.com/insights/chinas-retailers-and-the-coronavirus-outbreak-lessons-from-the-past/

https://www.bain.com/insights/chinas-retailers-and-the-coronavirus-outbreak-lessons-from-the-past/


Source: Statista 2020





An analysis by Kantar Millward Brown indicates that brands can stop TV advertising without losing brand equity only in a short period. The net change after six months of 

discontinuing TV advertising is defined as the percentage of brands experiencing an increase in results, minus the percentage of brands experiencing a decrease in results. 

The analysis shows that a significant reduction in communication awareness (TBCA) has the most substantial impact on brand interest, purchase intention, loyalty but also 

on brand image and awareness. In order not to lose market share, you should keep to the rule share of voice (SOV) > share of market (SOM).

Source:  Kantar Millward Brown, What happens when brands go dark? 2018; Peter Field, “Marketing in a downturn: lessons from the past”, Market Leader, Autumn 2008, *Nicholas De Canha, Michael Ewing, and Ali Tamaddoni, The impact of 

advertising on market share: Controlling for clutter, familiarity, and goodwill decay, Journal of Advertising Research, Digital First, March 2019



Source:“Advertising in a downturn”, WARC, 2008

Advertising is one of the very areas most at risk of cuts during an epidemic. 

However, evidence gathered during the economic crisis in 2000 and 2008 

suggests that reducing advertising spending during a recession results

in decline in sales and, in the long run, weakens the company's results.

Inventory of the offer with strategy revival for the incoming year. Investing 

in communication of brands closest to current consumer needs. Development 

of a new media strategy that takes into account changes in media 

consumption & tone of voice. New models of communication, more 

storytelling, less short term sales. Watching the SOV> SOM rule



Analysis from the PIMS database of the strategies followed by 1,000 companies coping with recession

reveals a clear and dramatic pattern: companies that increase their marketing activities during

the recession are more successful than companies that cut back.

During a recession, there are some costs where the optimum stay steady or even increases (good

costs) and other costs where the optimum drops dramatically (bad costs). Good costs in recession

relate to marketing, quality, and product development. Bad costs in the recession are associated with

fixed capital, working capital, manufacturing, and general and administrative expenditure. Brands that

increase good costs can sustain even three times more market share during the crisis and regain

position faster when the good times come, which will give them a lasting competitive advantage. Top

of mind is a crucial indicator after a disaster for quickly rebuilding the gutter position!

The best way to ensure that you adopt the right strategies in recession for your businesses

is to determine which strategies have proved successful for companies analogous to your own

Source: Tony Hillier; Successful competitive strategies for recession and recovery; 1999





Rational benefits, concerning product or 

service quality, safety, fair price, and 

easiness of interactions with client

People ask themselves a question what 

brand does for me personally? Does it make 

my life easier? Does it help me to save 

money? Does it help me to learn new 

things? Does it improve the quality of my 

life?

Consumer evaluates the brand in terms of consistency of values and behaviour. 

Among others in covers responsibility, ethics, transparency, using local suppliers, 

creating jobs, or solving social problems 



Source: Meaningful Brands Polska 2019`
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Source: Meaningful Brands Polska 2019



Source Havas Intelligence Koronabus; N=1000; field 23.03.2020











The New York Metropolitan Opera launched the cycle 

"Nightly Met Opera Streams", in which it presents 

repetitions of performances that were broadcast 

to cinemas in previous seasons. 

https://www.metopera.org/) Every evening at 19.30 EST 

(in Poland - 0.30) with the ability to playback within 

the next 20 hours.

The Warsaw Uprising Museum since March 16 on its official

Facebook profile has been broadcasting two thematic blocks

of history lessons: morning, aimed at children, and afternoon

for students and adults.

Ninateka – Cinema, theatre and 

museum for free without going out 

of home

#TeatrŻydowskiwDomu

Teatr telewizji – teatr online TVP

The Warsaw Uprising Museum from March 16 on its official Facebook began to broadcast two thematic blocks of history lessons: morning, aimed at children, and afternoon for students and adults.



TOK FM  support movement #STAYATHOME. Each

person that will enter special code have acces to 80 000 

podcasts

From Monday, March 16, writers associated in the Literary 

Union will meet readers every day at 6 p.m. as a part 

of the „HIVE with books". For three quarters of an hour, 

one of the authors will read old content and new, rare 

cymes and award-winning bestsellers, and even 

unpublished books

The Empik Bookstore Premium service is free 

access to over 11,000 audiobooks and e-books 

as well as to the offer of radio plays and 

podcasts in the Empik Go application. There

is also a free delivery of orders by courier and 

parcel machines as well as discounts on 

the purchase of various products. Empik

customers will be able to use this service for free 

for the next two months. 

From Monday, March 16, writers and writers associated in the Literary Union will meet readers every day at 18 as part of the "UL with books". For three quarters of an hour, one of the authors will read old things and new, rare cymes and award
The Empik Premium service is free access to over 11,000 audiobooks and e-books as well as to the offer of radio plays and podcasts in the Empik Go application. There is also a free delivery of orders by courier and parcel machines as well as discounts on the purchase o





The 4F sportswear manufacturer donated 300 

pairs of goggles to the MSWiA clinical hospital 

in Warsaw, which will be used by doctors dealing 

with people infected with the coronavirus. Also, 

the brand announced that he would also transfer 

20% of turnover from his online store, starting 

from March 14 this year to fight the disease.

Agata S.A., a network of furniture stores and 

interior accessories, has joined the fight against 

the coronavirus pandemic in Poland. 

The company's management decided to donate 

PLN 1 M PLN for the purchase of medical 

equipment and sanitary measures

Colian has declared dispatch of sweets and 

beverages to all hospitals transformed into 

contagious to support fight against COVID-19 

in Poland. A total of almost 160,000 pieces of 

Grześki wafers, Goplana Break bars, Petit Beurre 

Jutrzenki cakes, Goplana chocolates and Hellena

non-carbonated drinks will go to doctors and 

patients. 



Reserved fashion brand initiated the 

#ReservedForUs project - together for 

healthcare. Owner of the brand - LPP decided 

to support doctors, nurses and all medical 

personnel with PLN 1 million for the purchase 

of masks for infectious hospitals in Gdańsk and 

Krakow. Reserved will also provide hospitals with 

10% of the sales of each product from Joyful 

#EcoAware

Circle K - rescuers and security services

employees of the ambulance, fire brigade, 

police, army, city guards and border 

guards will get free hot drinks at the 

stations. 

Companies such as Mosquito, a Tomaszów

clothing manufacturer, have joined the 

fight with coronavirus. Protective masks 

are produced next to the dresses, which are 

delivered are to hospitals in the regions 

where these companies operate 



Tauron donated PLN 1.5M to purchase 

equipment and funds necessary for hospitals 

and medical centers to fight with coronavirus. 

The Group's Management Board has also 

introduced several of preventive measures

to ensure the security of supply energy and 

heat. 

WOŚP The Great Orchestra of Christmas 

Charity has placed orders for the 

purchase of intensive care beds, which 

at the end of April will go to facilities 

selected jointly with the Ministry of Health, 

mainly to 19 single-name hospitals 

appointed to fight coronavirus. The value 

of the order is almost PLN 4M

Dominika Kulczyk issued a statement. "Doctors, 

paramedics, nurses, diagnosticians and all hospital 

staff are the heroes of our time. Their fight against 

coronavirus requires exceptional measures and 

effective tools. That is why I decided to donate PLN 

20M to the Doctors Foundation for the purchase 

of diagnostic and protective medical equipment. " 

”.





It turns out that even ballet can be trained 

at home. Warsaw Balance Studio offers

online classes. By participating in online 

classes, you will learn how to train 

professional ballerinas, as well as 

effectively stretch your body. The Balance 

Studio offer also includes pilates. 

Various yoga schools on Facebook 

encourage to join free yoga practice 

online

Not everyone likes physical exercise, some prefer 

mental effort. Szymon Majewski has an offer 

for those, who draw simple, funny rebuses

on markers on Facebook, and viewers live 

guessing in the comments 





From March 12, parcels have been delivered to Parcel Lockers 

throughout Poland also on Saturdays and Sundays. InPost is the first 

logistics operator to launch a weekend delivery service throughout the 

country. Additionally - by the end of March the service will be available 

to all senders with no additional fee. 

Poczta Polska has implemented 

procedures to ensure the safety 

of customers and employees 

when delivering shipments 

directly to the door.

Pyszne.pl introduced contactless deliveries last 

weekend. Suppliers were instructed to ring the 

door and leave a bag of food outside the 

door. Uber Eats also offers customers delivery 

without contacting the courier. Application 

users can add such a request in the notes

to be ordered. 





Over 60 influencers got involved in the 

action "Your crown will not fall off," initiated 

by the LTTM group (LifeTube, TalentMedia, 

Mellon Media). Its purpose is to encourage 

self-isolation and the use of appropriate 

preventive measures in connection with the 

announced pandemic 

Polish stars and celebrities set a good example 

- on their social profiles they show how they 

spend time at home 

Footballers from Legia Warsaw participate

in the "Legionnaire # stayathome" campaign 

on Legia.com, on social media club channels 

and the new Legia application. The campaign, 

whose ranges have already exceeded more 

than a million views, is aimed at raising 

awareness and prevention in the matter 

of hygiene and responsible social attitude 

in the face of the current pandemic.
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Prepare an action plan based on data and predictions for a similar category in countries that have already mastered the situation. Resist the temptation

to focus on sales during the crisis to make up for the losses. Fighting with a price for brands that do not have it in DNA means losses for the image

and position of the brand in the long run. Keep the brand's visibility in the media, after the crisis, the brands with the highest top of mind will quickly 

recover from losses.

Changing consumer behavior may be irreversible. A new standard arise, and those brands will prepare for it before returning to normality will have 

an advantage over the competition 

Consumers rely on the media in a new way - the opportunity is to create content that meets new needs. Intensify your digital presence. Some media offer 

good coverage at a reduced price - work with a media house to find solutions for new times. Going beyond traditional media, entering the world of music 

or games can be an exellent way to enter the new habits of consumers. 

Consumers tell brands - CHECK. Those who can prove in difficult Times that their values are not just a marketing message will win the increase 

of attachment and trust.

Organizationally, we must be ready for quick changes, and be flexible to respond to them. We will go through it together, even if everyone from your home 

comfort! 






