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Recovery through Meaningfulness

This crisis is heart breaking.

At the same time it remind us we should take great care of 
each other and our home, planet Earth.

This adds greater meaning. Not just to our hearts. But also to 
our businesses and brands.
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Communication is Quintessential
Above all else, the number one key to recovery is our 
power to tell stories as equipment for living.

We don't mean just sending out messages. We mean 
creating true meaningful connections.



We need to be meaningful brands
The question ‘what adds meaning right now’ is on 
everyone their minds. 

Hereby we reach out to you with an outline of our 
twenty data-driven solutions that add meaningfulness to 
brands and media in recovery mode. 

May they inspire and keep you strong.
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Nature gave us a wake-up call.

While she has released a virus that tests our health-
care, economic and social systems – the fabric of our 

daily lives – she is also giving us deep blue skies, 
dolphins returning to the coasts and birds singing in our 

backyards.

Nature is making us slow down and look.
THE 
CONTEXT



THE 
CONTEXT

What adds meaning right now?
Compelling us to stay indoors, to keep our distance and 

take long walks, this slowing down of society made us 
think of the value of everything we do.

From our brands to our personal lives, we ask ourselves: 
‘What adds meaning right now?’



THE 
CONTEXT

Our behavior has already changed.
Some skeptical people ask if things would really change 

because of this crisis. Well, it takes 30 days to change a 
habit and 90 days to change a lifestyle. 

We’ve surpassed those 90 days already. 

By a wide margin. 



Reading 
more online 

news

38% Watching
more TV

36%

More 
house 

cleaning

34%

More quality
time with

family

30%

More social
media

27%
More 

online TV

24%

More 
online 

shopping

20%

(source: GlobalWebIndex March 2020 custom survey )

MEDIA EXPLODED

±90% of consumers say they have 
changed their behaviour during
lockdown



THE 
CONTEXT

As you can see, media adds meaning.

While these changes in media consumption will 
not last forever, they will have a lasting effect.

In this thoughtful time, consumers will ask the 
question which brands they truly trust to add 

value to their lives.

Now. And in the future.



In short: their standards 
of meaningfulness have 

just risen.

Consumers ask themselves who they 
wish to engage with. Now, more 

than ever, we must be meaningful in 
our connections to them.

THE 
CONTEXT



So without further ado, here are our twenty 
solutions to better engagement, both for now in 

this time of crisis, and for the coming period of 
our recovery.

Feel free to cherry pick which ones suit you 
best.

May they inspire and add 
plenty of meaning to our 

brands.

THE 
CONTEXT
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Creative organizations have on 
average a 70% higher stockholder 

value and 67% more organic growth.

And in a downturn outperform the 
market by 24%.

sources: McKinsey Award Creativity Score / 
Recession Marketing 2008

#1
GET CREATIVE



92% of the population feels concerned about the 
virus. This concern is often focused on others.

55% of people think brands and companies are 
responding more quickly and effective than the 

government. 

89% call for brands to use social media to 
facilitate communities. And 90% want brands to 

partner up with governments.

(source: GlobalWebIndex March 2020 custom survey / 
Edelmans Trustbarometer Corona Update)

HELP GOVERNMENT & 
COMMUNITIES

#2



Brand-building drives long-term growth as 62% of 
consumers are loyal to brands that they trust. That 

same number (62%) demands brands play a 
critical role in this crisis. 

81% find they must be able to trust the brand to 
do what is right. They want products to meet the 

challenges (89%) and offer free or lower-priced 
products (89%).

Source: Les Binet & Peter Field / Edelmands Trustbarometer
Corona Update

FOCUS ON BRAND BUILDING

#3



#4
84% of consumers think companies and brands should 

communicate honestly about their commitments and 
promises.

38% think companies and media brands indeed 
communicate honestly about their commitments 

and promises.

Already, 1 in 3 people have said to have punished 
brands that did not respond well.

Stay honest. 

Source: Havas Meaningful Brands Survey® / Edelmans
Trustbarometer Corona Update

HONESTY IS THE BEST POLICY



Before this crisis, already 77% of all brands could 
disappear without being missed.

With 63% of the Baby boom Generation, 76% of 
Generation X, 84% of Millennials and 87% of 

Centennials wanting brands to be more than just 
a product.

Right now, your brand is under an even greater 
microscope.

Source: Havas Meaningful Brands Survey®

#5
BE MORE THAN YOUR 

PRODUCT



#6
ADD BENEFITS TO 
YOUR BRAND
However, brands that add functional, personal 
and collective benefits outperform others 
significantly.

On average they have a 137% higher score on 
KPI’s, 7% higher recommendation rate,10% higher 
sales and a 12% higher price.

This will now continue to grow. 

Source: Havas Meaningful Brands Survey®



#7
REGAIN TRUST
Since the last crisis, we live in the Age of Distrust
(Edelman) with trust in politics at 16% and in 
businesses at 17%.

Coming out of the past decade, only 15% believed 
governments and 26% believed companies tell the 
truth, with just 44% of all sustainable claims believed.

This crisis is our chance to regain that trust through 
meaningfulness.

source: Edelmans Trustbarometer



#8
THINK EDITORIAL
Trust in principle-driven editorial offices has risen to 
55% and trust in individual journalists is 80% recently.

You too can think editorial about your messaging. Be 
authentic.

sources: Havas Future of Trust / Edelmans Trustbarometer



#9
BE ON THE TELEVISION
‘Minutes per day’ viewing is increasing for all 
audiences evenly, including young and light viewers.
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#10
The world wide web is strengthening us.
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Source: RAB

#11
BE ON THE RADIO

We don't just talk; we are listening too. 
By the millions.
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#12
85% wish brands to become educators on 
the current situation that connects people 

(83%). 

The tone of voice should be both empathic 
(83%) and factual (88%) with a clear focus 

on meaningful solutions (84%), plus 
awareness of the current crisis context 

(77%). 

The ‘educator’ shift has already seen 37% of 
people starting to use a new brand. 

Source: Edelmans Trustbarometer Corona Update

BECOME AN EDUCATOR



#13
Influencers are 
now officially a 
10-billion-dollar

business.
Unofficially

the numbers 
are greater.

People turn to 
influencers now 

even more 
for lightness and 

entertainment. 
And influencers 

are helping.

Source: ClickZ / People Magazine

EMBRACE THE INFLUENCER



#14
Framing is more important than messaging right 

now. Your message should reflect the context. 

Brands that put place their profits before people 
during this crisis will lose trust forever (71%).

57% want humorous advertising to end and 42% 
wish to avoid escapist ads.

Sources: WARC Applying behavioural science to the Corona 
outbreak – Ashok Sethi / Edelman

ADJUST YOUR TONE OF VOICE



#15
Living a conscious lifestyle is the most important 

undercurrent of our time.

From yoga schools growing by 124% in 5 years, to 
conscious festivals now being the majority, to the 

number of vegans doubling each year.

Being conscious is good for business. 

And consciousness has just grown.

Sources: Chamber of Commerce NL / RTL Nieuws

CONSIDER CONSCIOUS



#16
90% of consumers expect brands to provide 
meaningful content

While 58% of the content is not meaningful to the 
consumer

Switch to deeper content relevant to your 
audience.

Source: Havas Meaningful Brands Survey®

GO BRANDED 
CONTENT



#17
40% of the population has concerns about 
inaccurate information on digital platforms.

All major tech companies are joining forces to 
fight Covid-19 fake news.

Be vigilant on your social media channels to 
protect your brand.

Source: GlobalWebIndex March 2020 custom survey

BEWARE OF FAKE 
NEWS



#18
DON’T STOP ADVERTISING, 
RAMP IT UP (WHEN POSSIBLE)
Be cautious… but don't go dark. Once decline sets 
in it will be very hard to reverse. 

Plus, all major research since the Depression of 
1920/1921 has shown that those who (can) 
advertise during a downturn, gain market share 
through better share of voice. 

And those who stop, lose.  

Source: Kantar Milward Brown / Peter Field – Marketing in a 
downturn / MarketingWeek (Mark Ritson) / Harvard Business 
Review/ PIMS (Profit Impact of Marketing Strategy) database / 



#19
PARTNER UP 
2/3 of all business is returning business from 
existing clients.

We need each other more than ever.

Source: Boston Consulting Group



#20
UNITE WITH THE WORLD
The United Nations has issued a call to all creatives 
worldwide:

“We are in an unprecedented situation and the 
normal rules no longer apply. We cannot resort to 
the usual tools in such unusual times. The creativity 
of the response must match the unique nature of 
the crisis - and the magnitude of the response 
must match its scale.”

Join the cause.

Source: United Nations



OUR POWER
Recovery through Meaningfulness
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OUR 
POWER

In this time of crisis, the creative 
world can unite through building 

meaningful connections.

It's our best asset and we are 
GOOD at it.

Together we can strengthen our 
communication to soften the 

blow now and help speed up our 
recovery in the coming period.



Thank you.

This is the outline of our data-driven solutions, based on deeper research into 
the changes that are occurring right now. 

Feel free to tell us what you would like us to research or contact us for further 
explanations.

We are your partner.

Stay strong.

Havas Amsterdam
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Havas Amsterdam
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+31 (0)6 547 60 647STAY IN 
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