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News
INDUSTRY
REACTS TO
CANNES LIONS
CANCELLATION

stories from around the world has already garnered hundreds of accounts
of our community uniting and showing progress in this crisis.
“We believe firmly that the Lions
continue to offer valuable recognition to that community and we look
forward to celebrating and honoring
the work in 2021, when the world will
hopefully feel more stable, and our
community can give their work the
focus it deserves,” Cook adds.

For the first time in its 66-year
history, the festival is called off
By Lindsay Rittenhouse

In an unprecedented gesture, parent
company Ascential has made the
decision to cancel outright the Cannes
Lions Festival of Creativity, raising
questions on what impact this will
have on an advertising ecosystem
built around the Lions, not to mention
the outlook for other industry events.
There are also questions about the
general look and feel of the festival
when it returns in 2021.
The last straw for Cannes, which
had been holding out for a late October 2020 date, came after holding
companies and agencies cut award
show costs and began pulling attendance and submissions for the Lions
as financial pressures mounted during
the coronavirus pandemic.
The next edition of Cannes Lions
will be held from June 21-25, 2021.

In announcing the cancellation, Cannes Lions Chairman Philip Thomas said “we realize
that the creative community has other challenges to face.”

Registrants for the 2020 festival will
have their passes deferred to 2021,
and work already submitted will be
moved automatically to the judging
pool for that year, according to a
Cannes spokesperson. When asked
specifically if Cannes would offer
refunds to people who may not want
to attend the 2021 event, the spokesperson did not respond.
In a statement, the organizers
say the “difficult decision follows
in-depth consultations with our
partners and customers and reflects
the unprecedented societal, health
and economic challenges currently
facing the world, as well as our desire

to remove any uncertainty about the
running of the awards and event for
our partners and customers.
“We realize that the creative
community has other challenges to
face, and simply isn’t in a position to
put forward the work that will set the
benchmark,” says Cannes Lions Chairman Philip Thomas. “The marketing
and creative industries, in common
with so many others, are currently in
turmoil, and it’s clear that we can play
our small part by removing all speculation about the festival this year.”
Simon Cook, managing director of
Cannes Lions, says that the festival’s
“recent call for inspirational creative

Cannes Lions through the years
Inspired by the Cannes Film Festival,
the first of what would become the
Cannes Lions International Festival
of Creativity was held in Venice, Italy,
in 1954—the ancient bronze winged
lion sculpture in the Piazza San Marco
is the inspiration for the trophy. The
festival didn’t make its way to the
French Riviera until its third year and
it wasn’t until 1984 that the Lions
found a permanent home in Cannes,
France—before that the festival alternated between Cannes and Venice.
Now, each June some 15,000 delegates from 90 countries descend on
the beaches of Cannes for the creativity festival. R3 Co-Founder and Principal Greg Paull estimates that holding
companies can spend from $20 to
$30 million on Cannes each year “by
the time you factor in flights, hotels,
access passes and all those cocktails
(Continued on page 2)
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News Lions go silent

WHAT CANNES’
CANCELLATION COULD
MEAN FOR INDUSTRY
(Continued from page 1)

Some executives believe that
when Cannes returns in 2021
it could be fundamentally
changed and less ostentatious.

on La Croisette.”
After it made the announcement that Cannes
2020 was no more, shares
of Ascential fell around
14 percent.
Ascential in 2019 generated about $174 million in revenue, or about one-third of the
company’s overall revenue,
from its Marketing segment,
which includes the Cannes
Lions awards, data venture
WARC and strategic advisory firm MediaLink. Award
entries account for the lion’s
share of Cannes revenue. According to Ascential, Cannes
Lions’ 2019 revenue came
from three buckets: award
entries (36 percent of Lions’
revenue); delegate passes
(33 percent of revenue); and
partnerships and digital (31
percent of revenue).
Jay Pattisall, principal
analyst at Forrester, says the
2020 Cannes Lions cancellation will deal “an economic
blow” to Ascential, “given
that events represent 50
percent of revenues in their
marketing segment.”
However, he sees “the
biggest casualty of all” being
“creativity itself.”
“Cancelling Cannes is

HOW FOX
SPORTS IS
KEEPING
ADVERTISERS
CALM IN THE
ABSENCE OF,
WELL, SPORTS
The channel is bringing out
top brass for virtual meetings
with media agencies to
discuss contingency plans
in the absence of its core
proposition—and its plans
for a recovery
By Jeanine Poggi
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likely the tip of the spear
of agencies suspending all
awards and festivals for the
foreseeable future,” Pattisall
says. “The industry repeatedly invests in creativity least
when it is needed most.”
Shockwaves
Given the current environment, many creatives in the
industry are praising Cannes’
decision to call it quits. Now it
will remain to be seen whether
other industry events follow
suit. Several, like the Webby
Awards and D&AD, say winners will be announced online
this year—submissions for the
D&AD awards have already
begun despite holding companies like WPP and agencies
like Wieden+Kennedy reportedly opting out of all award
shows, physical or otherwise,
to cut costs.
“I feel for anyone in the
events business,” says FCB
Global CEO Carter Murray.
“It’s desperately hard.”
Murray says agencies
are rightly focusing “on our
people and clients” and there
will be “event sacrifices”
that will have to be made as
a result. On Cannes, Murray
says canceling “was the right

Fox Sports, like any sports programmer in the face of COVID-19, is in a
state of triage as it grapples with the
sudden absence of live sports. In an
effort to quell advertiser concerns
and help them formulate contingency plans, the group has been hosting
fireside chats with top brass.
Eric Shanks, CEO and executive
producer of Fox Sports, along with
other key execs, have been meeting
virtually with media agencies to
discuss advertising solutions during
this sports blackout and plan for
what happens once leagues resume.
Agency execs are applauding
these meetings, saying they have
been informative at a time when
there have been few details available.
“It definitely feels like there is
a lot of good cooperation between
networks and leagues (both network to leagues but also network to
network) to sort out how to handle
something like NFL, World Series
and the Masters landing on the same

decision” even though he
thinks it will be a tough pill to
swallow for creatives, especially rising ones that rely on
Lions to build their resumes
and “propel their careers.”
“Cannes has done absolutely the right thing,” says
John Mescall, global executive creative director and
global council president for
McCann Worldgroup. “It’s
important for us to do everything we can right now to get
through this and keep our clients as successful as they can
be. More than ever we need
to recognize and promote our
industry, and hopefully we
come back to make 2021 the
best Cannes ever.”
But what Cannes will look
like in 2021 could change.
“Is Cannes ever going to be
the same again?” muses one
agency exec who spoke on
condition of anonymity.
The exec says “as sad as it
is” that Cannes had to cancel
this year, it might be time for
organizers to pause and assess
how to “do things a little bit
different” going forward.
Cannes has often been
criticized for ostentatiousness, with many execs
pointing out that, especially

weekend, which is possible,” says
David Campanelli, exec VP, chief
investment officer, Horizon Media.
Currently, many ad dollars that
were committed to live sports that
aren’t happening are being held
back, says Seth Winter, exec VP,
sports sales, Fox Sports.
Of course, it remains unclear
when, or if, the NBA, NHL and MLB
will return. In these meetings,
Shanks has said he is not speaking
on behalf of the leagues, but has presented various scenarios for if, and
how, the seasons might progress.
Winter says Fox is not anticipating live sports resuming before
the third quarter, and even then it is
uncertain if games will be played in
front of fans or in empty stadiums.
At least right now, Fox is operating under the assumption that NFL
and college football will start on
time, Winter says.
Like much of the industry (and
the wider world), Fox Sports is oper-

at a moment when agencies
are doing their best to save
their people from layoffs, the
time is right for the festival—
with its yachts and beach
takeovers—to come under
further scrutiny.
Mescall says Cannes
started out at as “a simple
celebration of creativity,” but
notes that it “maybe suffers
from the optics a little. I don’t
think Cannes is as glamorous
as everyone thinks it is. In
an Instagrammable world,
it’s just the imagery that’s
pushed out,” he says.
Murray says he’d like to
see Cannes providing “a more
digital experience where
more people can participate
remotely” next year.
“I think we’re all going
to come out of this period of
isolation reevaluating how we
work,” he says. “It would make
a lot of sense to revisit how
we’ve all changed from working remotely; and how [organizers] can evolve Cannes
as a result of [the pandemic].
I hope they come out of this
with learnings that make it an
even stronger festival.”
Contributing:

Bradley Johnson

and E. J. Schultz

ating under a lot of hypotheticals.
There is currently no clarity, for
example, when Major League Baseball may be able to start. MLB has
said it is committed to running an
entire schedule, but if games don’t
start until Aug. 1 they will need
to consider more doubleheaders
and reconfiguring playoffs, among
other things.
The marketplace is anticipating
there will be a surplus of sports gross
ratings points in the fourth quarter,
most likely in November and December, says Kevin Collins, senior VP,
sports investment, Magna Global.
Winter expects an enormous
amount of sports compressed into
a compact time, which he says will
be a positive for viewers. “I think
people will flee to sports once this is
all over. I don’t claim to know what
the market will look like, but I think
sports and news will be the most attractive media genre for investment
when things return to normal.”
Ad Age April 6, 2020
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News Briefings

New rules

VW’s new promise

Volkswagen is ending its
celebrity-driven campaign
for its new Atlas Cross Sport
crossover in favor of ads
plugging a new program
aimed at giving buyers
some financial relief during
the coronavirus outbreak.
The initiative, called “Community-Driven Promise,”
offers buyers who finance
through Volkswagen Credit
the ability to defer payments up to 90 days without
fees, as well as lease extensions of up to six months.
A campaign backing the
program features VW dealers in small towns across
America talking against a
backdrop of scenes showing
empty storefronts, streets
and classrooms, while
pledging that “we are here
to help.” The effort comes
from Johannes Leonardo.

TBD closes up shop

San Francisco’s TBD, a
small agency led by CEO
Jordan Warren and Chief
Creative Officer Rafael
Rizuto, is closing its doors.
Warren says the coronavirus pandemic has “pushed
out or canceled” most of the
projects the agency had in
the works and ultimately
caused its collapse. The closure underscores the pressure small agencies are under during the best of times,
and how the pandemic can
exacerbate existing pressures or become a tipping
point. Rizuto is joining BBH
New York as chief creative
officer, replacing Gerard Caputo, who left in January to
become a creative director
at Wieden+Kennedy.

SXSW starts streaming

South By Southwest has
found a way to stream the
film portion of its festival
through a new deal with
Amazon Prime. The festival’s organizers announced
that filmmakers would be
able to show their movies
on the subscription video
service run by Amazon.
Austin-based SXSW was
supposed to take place in
March, but it was canceled
as part of the nationwide
measures in place to
prevent the spread of the
coronavirus, COVID-19.

WarnerMedia has new CEO
Jason Kilar, the former
head of Hulu, will become
CEO of WarnerMedia on
May 1. He will report to
John Stankey, AT&T’s chief
operating officer, who had
held Kilar’s new role.
WarnerMedia is getting
ready to roll out its new
HBO Max streaming service
and faces a crowded field.
Comcast Corp.’s NBCUniversal is launching its own
platform, and Walt Disney
Co. has Disney+, Hulu and
ESPN+.
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TWITTER, FACEBOOK,
GOOGLE ADJUST COVID-19
AD POLICIES ON THE FLY
From Facebook and Google to Twitter
and Snapchat, the largest internet
advertising companies are racing to
keep up with new issues surfacing from
the coronavirus pandemic, as many of
the problems that already existed in the
digital ad space—fake news, spam marketers and more—have been heightened
by the crisis.
Meanwhile, measures to avoid
coronavirus topics in ads are starting
to frustrate even legitimate advertisers
trying to get the word out about their
companies’ efforts through automated
platforms like Google Ads. The internet
companies are shifting their rules in
real-time to accommodate at least some
of these advertisers. Last week, Twitter
and Google both loosened rules against
mentioning coronavirus for some marketers. Twitter made the update, saying
it would allow some brands, including
Uber, Starbucks and UPS, to promote
tweets that reference the virus.
“It’s a shift that we’re making from
an ads policy perspective because we
believe that the messaging that brands
and businesses can provide to the world
and provide to consumers are going to be
positively received,” said Sarah Personette, head of Twitter client solutions.
“And they’re going to be positively
received because they are talking about
what they as brands and businesses
are doing themselves in the face of this
crisis, and also what their employees
and customers need to understand or be
informed about in the face of this crisis.”
Twitter still has policies that will
regulate who is allowed to advertise with
mentions of the pandemic and how they

Pandemic forces internet
companies to rethink their
automated ad rules
By Garett Sloane

can discuss it. Twitter says only “managed clients” can mention coronavirus,
which means only brands with a direct
relationship with the company's ads
team can run these types of promoted
tweets. Those advertisers can mention
coronavirus in two manners: To promote
how business practices have changed to
adapt to coronavirus or to show support
for employees and customers, Twitter's
new guidelines say.
“COVID and the coronavirus are
happening in real time in society today,” Personette said. “And we want to
make sure that they can scale and share
these messages in the most brand-safe
way possible.”
At the start of the coronavirus panic,
the initial instinct by the internet companies was to block advertisers from
even mentioning coronavirus, COVID-19,
which Twitter had done in early March.
Facebook and Google implemented similar bans on ads that promoted miracle
cures and home medical equipment like
face masks and hand sanitizer at inflated
prices. Snapchat, which has been seen as
mostly immune from the worst abuses
prevalent on rival apps, nevertheless is
open to potentially nefarious advertisers
promoting products like face masks.
On Google Ads, which delivers internet advertising to millions of websites,
some media buyers say the system has
given them problems. For instance,
Great Harvest Bread Company, comprising independently operated bakeries around the country, was blocked by
Google’s ad filters.
Eric Keshin, who is familiar to Madison
Avenue as the former chief operating

officer at McCann Worldwide in the early
2000s, is the president and principal
at Great Harvest Franchising. Keshin
manages the marketing strategy for the
franchises and says Google blocked a major ad push by the company. Many of the
company’s ads have been in limbo since
early March, unable to get approval to run.
“This is the problem with Google,”
Keshin says. “There’s a glitch, and
they’re not approving the ads the way
they’re supposed to be approving ads to
run.”
Google is recalibrating its ad policies
on the fly. On Thursday, Google reversed
a policy that banned political ads that
mention coronavirus and suggested the
looser rules could apply to more advertisers. “COVID-19 is becoming an important part of everyday conversation,
including a relevant topic in political
discourse,” a Google spokesperson told
Bloomberg News. “We’re planning to
allow more advertisers to run ads related
to COVID-19.”
Facebook also has been adjusting ad
policies. Last week, the social network
told advertisers they can’t set goals of
sending people to stores, a popular ad
targeting option, to comply with the new
quarantine norms.
“We’re watching use cases of all of
our products to ensure that people are
not getting misleading or inaccurate
information, to the best of our ability,”
Carolyn Everson, Facebook’s VP of global
marketing solutions, said in an interview
with Ad Age last week.
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Campaign ad scorecard

REMEMBER JOE?
REMEMBER BERNIE?
Plus why the PACs will be more important
than ever
By Simon Dumenco

Largest PACs by TV, radio and cable spending
By state. Dollars in millions.

Rank

PAC/sponsor (party)

North
Carolina

Iowa

Arizona

Maine

Michigan

Other

Total

1

Senate Majority PAC (D)

$16.6

$14.0

$13.0

$9.1

$1.5

$5.1

$59.3

2

Senate Leadership Fund (R)

21.6

9.1

0.0

7.1

0.0

5.9

43.6

3

Priorities USA Action (D)

0.0

0.0

0.4

0.0

6.1

22.5

29.0

4

Persist PAC (D)

0.5

0.0

0.0

0.0

0.0

13.0

13.5

5

VoteVets (D)

4.2

0.0

0.0

0.0

0.0

6.7

11.0

6

Unite the Country (D)

0.1

4.7

0.6

0.0

0.5

3.2

9.2

7

Defend Arizona (R)

0.0

0.0

9.1

0.0

0.0

0.0

9.1

8

Keep Kentucky Great (R)

0.0

0.0

0.0

0.0

0.0

8.9

8.9

9

One Nation (R)

1.0

2.2

1.2

1.6

0.0

1.3

7.3

10

AB PAC (D)

0.0

0.0

0.0

0.0

0.0

6.3

6.3

Other PACs

14.0

5.9

3.5

8.7

8.0

48.9

89.0

Total

$58.0

$35.9

$27.7

$26.5

$16.1

$121.9

$286.3

Source: Spending from Kantar/CMAG. Buys are included from Jan. 1, 2019, through Election Day, including advance bookings as of April 1, 2020. Spending is for PACs (political action committees) only.
Candidate spending is excluded. Excludes digital spending. The five states are those where the PACs spent the most.						
		

Two weeks ago in this space, in more
innocent times, we posed a simple
question: Remember Mike Bloomberg?
He’d just ended his White House bid
(on March 4), but already seemed like
ancient history. Now we’re compelled
to ask: Remember Joe Biden? And
remember Bernie Sanders?
It’s not just the coronavirus
crisis that has largely displaced the
remaining Democratic presidential
candidates from our collective consciousness. President Trump has been
able to further entrench his monopoly
on media time (exceeded only by the
coronavirus itself) with his lengthy
daily press conferences.
They’re technically coronavirus
briefings, but also function as extended infomercials for the Trumpin-wartime brand, as he blankets
(and pillows, with the MyPillow guy)
the airwaves. In effect, the networks
have been broadcasting ad hoc MAGA
rallies—the Donald Trump on view in
these briefings is typically as brash
and self-congratulatory as the Donald
Important to Important People
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Trump beloved by red-state stadium
crowds—to a captive audience of millions of self-quarantined Americans.
Meanwhile, Biden and Sanders,
forced to suspend their rallies, have
also dramatically curtailed advertising.
In fact, per the latest Ad Age Campaign
Ad Scorecard analysis—led by Ad Age
Datacenter Director of Data Management Kevin Brown in partnership with
Kantar/CMAG—Biden’s total ad spending on TV, radio and digital has yet to
surpass that of Pete Buttigieg.
You read that right: The presumed
winner of the Democratic nomination
has so far spent less on ads ($35.8 million, through April 1, including advance
bookings) than a primary-season loser
named Mayor Pete ($36.8 million).
The Democrats are also up against
history: As Wired’s Gilad Edelman explains, when it comes to perceptions of
presidential performance, an “approval bump due to major crises or wars
is one of the most consistent patterns
in American politics”—the so-called
“rally-around-the-flag effect.” Given

that Trump has, indeed, seen an approval-ratings bump, we can conclude
that his daily in-kind donations to his
reelection campaign, in the form of
those White House pandemic briefings,
have been working, right? Well, sort of.
Wired’s Edelman cites the fourpoint upward swing Trump had enjoyed through March 13 (shifting from
42 percent approval to 46 percent per
FiveThirtyEight’s poll tracker), then
notes that “the surprising thing ... is
how small the bump has been”—vs.,
say, FDR after Pearl Harbor (a 12-point
boost) or George W. Bush after 9/11
(40 points).
The problem is that Trump’s
“rally-around-the-flag” bump has been
bumping up against not only the catastrophic reality of skyrocketing illness,
death and economic devastation, but
Trump’s own words. On Feb. 26, the
president insisted that there were really only about 15 cases of coronavirus
in the U.S., and “the 15 within a couple
of days is going to be down to close
to zero, that’s a pretty good job we’ve

done.” By March 29, Trump not only
belatedly acknowledged the gravity
of the crisis, but was also suddenly
embracing the grim mortality projections of health experts—while still,
confoundingly, remaining in self-congratulatory mode. The headlines, such
as “What kind of person calls 100,000plus dead a ‘very good job’?” (The
Washington Post), were brutal.
Trump’s pandemic-related soundbites, of course, amount to readymade attack ads—on himself. Biden’s
campaign has produced such ads, doing little more than quoting the president’s pronouncements, but has little
cash to air them. Biden (and Sanders)
had to burn through enormous sums
throughout the primary season. And
like just about everyone else over the
past few weeks, the Dems are newly
cash-strapped—and grappling with
hobbled fund-raising machines.
Enter the political action committees—war chests (in some cases,
mysterious dark-money war chests)
that are set to have an even more
pronounced wild-card effect on the
current election cycle thanks to the
state of the economy. According to
Datacenter’s analysis, PACs have targeted major funds to back advertising
on a state-by-state basis, with North
Carolina ($58.0 million), Iowa ($35.9
million) and Arizona ($27.7 million)
leading the way, thanks in large part
to vulnerable Senate seats that need
to be defended or could be flipped.
Which brings us to one more question: Remember the congressional and
Senate races? Yeah, they’re still on.
That is, assuming the current wave of
coronavirus-related postponements
don’t extend to the fall (when some epidemiologists fear a viral resurgence).
With the mirage effect of Mike
Bloomberg’s ad-spending funny
money now a distant memory (along
with that of his also-forgotten fellow
billionaire rival Tom Steyer), the PAC
cash is basically the last meaningful
big pot of money left. (Except for the
cache of cash the Trump campaign
has in the bank.)
The story of the political campaigns over the next few months will
be one of, yes, triage—extreme resource management and competition
for advertising funds—in an election
where hundreds of thousands of lives
are quite literally at stake.
Editor’s note: Ad Age’s Campaign
Ad Scorecard is taking a deep dive
into political ad spending across
federal-level and gubernatorial races
through Election Day. Dive even
deeper at AdAge.com/CampaignTrail.
5
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News Home sweet office

WHOSE HOUSE IS IT, ANYWAY?

By Ad Age Staff

Remember going into the office?
We don’t either. The coronavirus has
changed so much about our daily lives
that working from home has become
the new normal.
Zoom meetings and live
video have accustomed us to seeing
colleagues and clients in constant
Casual Friday attire and even relaxed
(read sloppy) work clothes, sweats or
exercise togs as people join in video
workouts or virtual cocktails. Admit
it, you have worn shorts hidden under
the dining room table with that nicely
pressed shirt or turned off your video
because the curling iron was just too
much to bear.
In recognition of this, shall we say,
workplace personalization at scale,
we asked industry leaders to submit
photos of their home workspaces as
a virtual guessing game. At right are
photos submitted by some of the industry’s top players (names and titles
listed below) showing where they are
working every day amid the pandemic. It’s on you to match the exec to the
space (photos 1-8 at right).
We hope this will give you some
measure of enjoyment while you are
cooped up at home, and who knows,
it might just give you a leg up when
pitching a new client or prospective
agency employer. (Just love your sofa
cushions!).
Answers can be found on Page 23
of this issue, and an expanded version
of the quiz with more home offices can
be found on Adage.com.

1

2

3

4

6
5

8
7

Images provided by subjects

Now that the industry
is working remotely,
kitchens, spare
rooms, bedrooms,
dining rooms and,
oh yes, home offices,
have been pressed
into service. Can
you guess who these
spaces belong to?

Andrea Brimmer, chief marketing and PR officer at Ally; Jason Deland, founding partner at Anomaly; Jeff Goodby, co-chairman at Goodby, Silverstein & Partners;
Susan Hoffman, chairman and global creative director at Wieden+Kennedy; Bob Liodice, president-CEO, ANA; Terri Meyer, co-CEO, co-founder at Terri & Sandy;
Stan Richards, principal at The Richards Group; Aaron Walton, CEO Walton Isaacson
6
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Can you hear me now?

U.S. podcast downloads fell each week during the last three weeks of March.

DIGITAL
AUDIO
SEES
SHIFTS
With less commuting,
consumers are
changing when and
where they listen—
and what they are
listening to

iStock

By George P. Slefo
Consumers are tuning into digital
audio differently now that home is the
new office. As fewer listeners commute
due to the coronavirus pandemic,
downloads for podcasts are declining.
But there are bright spots, as genres
such as science, cooking, health, news
and kids’ music see a surge.
Advertising is another story.
Podcast creators are seeing a rise in
media buyers blacklisting shows that
discuss coronavirus—a trend first seen
with online news publishers. And some
brands, particularly those in the retail
and service categories, are hitting
Important to Important People
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pause on their digital audio ad spend.
“We are either seeing canceling
budgets or postponing campaigns,”
says Alexis van de Wyer, CEO at
Pandora-owned AdsWizz, the largest
programmatic audio exchange in
the market. “The type of advertisers
is also changing: Auto dealerships,
brick-and-mortar stores, sports, casinos—all those categories are getting
hammered.”
Van de Wyer says there’s been
almost a 30 percent drop in secondquarter bookings, citing recently
released research from the IAB. “That
is massive,” he says.
No more commute
Similar to out-of-home, digital audio
captures much of its traffic from the
157 million people who make up the
U.S. workforce. Of those, nearly 77
percent drove alone to work each day,
according to the 2016 figures from
the U.S. Census Bureau, the latest
available. “A lot of listening happened
during the commute,” van de Wyer
says. “We see that almost entirely
disappearing.”
On the other hand, Lee Brown, VP
of global sales strategy at Spotify, says
he has “seen an increase across devices like computer desktop, gaming
consoles, TV and smart speakers.”
U.S. podcast downloads fell each
week during the last three weeks of
March (down 1 percent, 2 percent and
4 percent, respectively), according to
Podtract, which provides measurement data for advertisers. Popular
genres also fell, including tech (19 percent), history (17 percent) and sports
(10 percent).

However, some genres grew,
including fiction (up 19 percent), business (up 10 percent), science (up 9
percent) and children-themed content
(up 9 percent)
The disappearing commute has
only somewhat affected traditional
radio: 83 percent of those 18 and older
said they tuned in the same or more
during the pandemic, claims Erica
Farber, president and CEO of Radio
Advertising Bureau.
Still, consumer behaviors have
changed, as people tune into digital
audio at various parts of the day versus the typical hours associated with
a daily commute. About 80 percent
of listening is also now happening
in homes, which has prompted a 100
percent surge in use of devices like
Amazon Alexa and Google Assistant,
according to van de Wyer.
Pandora, iHeart and Spotify
declined to share baselines for all
figures provided.
From niche to mainstream
Downloads for “This Week in Virology,” a 12-year-old podcast focused on
viruses “that make you sick,” were
up more than 900 percent in March
compared to the previous month,
according to Libsyn, the largest paid
podcast-hosting network which works
with Pandora, Spotify, Amazon, Google and Microsoft. “Their topic was
niche until it became mainstream,”
says Rob Walch, VP of podcaster relations at Libsyn.
However, despite demand for
health-related content in the face of
COVID-19, in recent weeks nearly a
thousand shows have been blocked
using Adwizz’s blacklisting software,
PodScribe, up from about 80, as marketers move away from virus-related
content, the company says.
TV vs. radio
“We have seen that, in general, people
are choosing their TVs instead of
audio when spending time at home,”
says Keri Feeley, senior VP and group
partner of integrated investment at
UM. “With fewer people commuting,
drive time audio has seen declines.
There could be less interest in advertising in the digital audio space if the
drops remain consistent.”
Conal Byrne, president of iHeartRadio Podcast Network, says the
network, which includes some 350
different shows, is actually up 6 percent month-over-month, adding that
the figure is even higher in markets
where shelter-in-place-orders are in
effect such as California (13 percent
increase) and New York (8 percent).

iHeartMedia, like Pandora and
Spotify, is pitching to advertisers
their ability to quickly change a
brand’s messaging so it’s not tonedeaf. The fast turnaround is something video can’t offer, audio streaming giants say.
Byrne adds: “I’m not pretending
there won’t be disruption to secondquarter revenue, but we are not seeing
waves of cancellations like some other
media types.”
Fine-tuning creative
Walch says that direct-to-consumer
meal delivery companies, a staple in
the podcast advertising arena, are
halting buys because they simply
do not have the inventory to meet
demand from the rise in homebound
consumers. “Advertisers who have
retail space and an online presence
are now adding to promote online
to offset retail,” Walch says. “There
are certain ones that have canceled
ads that deal with travel or sporting
events—you can’t blame them. It’s a
case-by-case basis.”
Overall, brands are giving their
creative a second look to make sure
it’s up to par with the cultural climate.
“What I’m finding is marketers need
us most with creative and targeting
guidance,” says Lizzie Windhelm,
senior VP of ad innovation at Pandora.
“All of our sellers are auditing their
creative and asking if it speaks to the
consumer right now.”
Pandora declined to share specific
figures, but says it’s seeing an increase
in the types of devices people are using to stream audio: gaming consoles,
TVs and smart speakers are all up in
usage, the company says, adding that
brands should take that into account
when deciding on creative. Pandora
also says that cooking shows, dance
party music and children-themed
content are all on the rise.
Jack-in-the-Box worked with
Spotify to tweak audio ads so they
included a message that says the
restaurant is open for business and
that customers can get their food
through “drive-thru, mobile app or
delivery.”
Procter & Gamble worked with
Pandora in pivoting its message for
Pampers’ “Share the Love” campaign
by shifting focus away from how
incredible mom is to directly speaking about the uncertain times that lie
ahead. “We know that right now you
have a lot on your plate,” a narrator
for the updated spot says. “So we
wanted to remind you of one very
important thing: You’re doing a great
job. So give yourself a little love.”
7
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Questions & Ad Age Inflection point

Q&AA:
THE
WANDERER
Harris Diamond on leading McCann
Worldgroup through the coronavirus
epidemic, even when he can’t pop into
offices around the world
By Lindsay Rittenhouse

As the coronavirus pandemic worsens
around the world, causing shutdowns, shelter-in-place mandates,
travel restrictions and marketers to
pause their advertising, agencies face
potential negative impacts to their
own businesses and a new way of
operating as they, like many companies worldwide, adjust their staff to
working remotely.
Ad Age caught up with Harris
Diamond, CEO and chairman of
McCann Worldgroup, to discuss how
his agency is adapting to the new way
of working, and how it’s advising its
various clients on marketing during
the pandemic. Diamond spoke from
his home in Connecticut, as McCann
has mandated a work-from-home
policy across the U.S. and most of its
global offices.
So, everyone at McCann
is working from home?
Like most every company around the
globe, we’ve gone to a work-fromhome model, in some cases because
of government mandates and in some
cases because we just decided that
it is safer. I came up to Connecticut,
which seemed like the place to be
right now [he is based in McCann’s
New York office]. That’s where my
family is.
What have you found to be the biggest challenge to working remotely?
I think what we’re all learning is working from home has many new challenges. Many of our employees have
worked from home during vacation or
time off, just to check in. But this really
is work. With our staff, we have to
remind people this is a marathon, not
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a sprint. We’ve seen people working
from 7 a.m. to 7 p.m. and we tell them
they need to take a deep breath; there
has to be a [work-life] balance. We’re
recognizing the fact that people are
working from home with significant
others and roommates, and in ways no
one ever expected.
Having said that, our productivity
is as high as it’s ever been. We just
completed work for Coke, doing it
from our offices in Argentina and
Mexico City. While we’re working
from home, we’re tapping global
posts. It’s interesting; it’s a whole new
way of working.
What are you hearing from clients?
How are they thinking about advertising right now?
Obviously, we’re seeing a slowdown
around the world, but I will tell you
our pitches are continuing; we’re
continuing to win business. When
you look country by country, the
numbers vary.
But we are seeing clients make decisions. We’re seeing rapid response
from the client side on our ideas and
then rapid implementation on our
side. Whether it’s Coke or Nestlé,
across the board, we are seeing the
raw ability to do work differently,
produce and get content out.
Most clients I’m talking to are
asking what they should be saying and
how they should be saying it. If they
are saying something, how do they
make sure it’s meaningful for consumers? We have strategists working
with creative [that is] based on the
research we are doing, which shows
the concern we [as a society] have for
each other is at the highest it has ever
Ad Age April 6, 2020
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“We are seeing
clients make
decisions.
We’ve been
seeing rapid
response from
the client
on our ideas
and then
rapid implementation
on our side.”
Harris Diamond, CEO
McCann Worldgroup

been. Making sure the tonality is
appropriate and work is meaningful is vital.
And I would say we are at the
beginning of conversations around
how we come out of isolation. How
do we make sure demand ramps up
again? We’re just at the beginning
of those conversations; they will
become more important in the
coming week or two.
So how have you adapted to pitching, creating the work and conducting ad shoots remotely?
We’ve seen people return to work
in China; people have pretty much
returned to work in our Shanghai
office. We’re able to do some work
in China, Thailand, Japan and other
parts of Asia, which is obviously
great news for us. We’re farming
out work and producing it over
there. There’s a lot of digital work
we can still do around the globe.
We’re still doing a significant
amount of work for healthcare
clients; we’ve been able to produce
work for them and keep that going.
Candidly, I’ve been a little surprised by how well it’s worked. I’m
really proud of our team.
I know it’s not the best time to be
speculating but, in your opinion,
what might be the long-term effects of all this on the industry and
what we deem ‘business as usual’
for agencies?
We’re at an inflection point. Here in
the U.S., it’s clear we’ve moved into
a more digital, e-commerce world
and we are accelerating that by
the minute. Areas like gaming and
streaming are accelerating dramatically right now.
And then, just in terms of how
we work, I, like anybody else,
am learning that it is possible to
have more video conferences; it
is possible to do work around the
world in ways we probably didn’t
think about in the past. There will
be effectiveness and efficiencies
that will come out of this and take
our industry into the future. To
understand, gather and assemble information into concerted
messages is what we do, and that
hasn’t changed.

In terms of seeing how usage has
ramped up for social media, apps
and streaming services due to the
current state we’re in, how is McCann looking at that and planning
advertising around that?
I think it’s early [to plan around
that behavior], but we’re looking at
every medium right now. Our strategists are having conversations
with the Googles, the duopoly; in
fact I had one this morning around
the opportunity at this moment
in time to look at our systems in
a different way than we did in the
past. Our strategists and creatives
are looking at Instagram; increased
usage there. There are mediums
like videoconferencing that have
seen increases in usage but we’re
not going to put marketing messages there—it’s integral for people
and we want to use that medium
for what it is. But there are a lot
of mediums where we will place
marketing messages.
How are you preparing McCann for
the potential negative financial
impact the coronavirus pandemic
could have on the business?
Obviously we’re looking at all the
issues. How long this goes on for
will contribute to how big of an impact we see. I’m pretty proud that
we have a strong company. We’re
clearly looking at what clients
are doing—right now most understand that they need to be present
in consumers’ lives. The right
message is important.
And have you leaned more on your
parent Interpublic Group of Cos.
through this?
I never comment on my mother or
father. That said, we have a strong
company. Of course, we utilize
their services. A lot of our clients
are shared across IPG agencies.
How have things been for you
adapting to leading the company
while remote?
It’s different. I’m a wanderer. I like
going into people’s offices. We have
offices in over 100 countries; I like
spending time at those offices. This
is a whole new world for me. I’m
calling people, videoconferencing
with people; some of that engagement you can still have. But I like
being there with the people. I thrive
on that and I miss it a little bit.
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Brand Playbook
ACTIONS
SPEAK LOUDER
THAN LOGOS
5 tips from a
consumer
psychologist on
how brands
should respond
to coronavirus
By E.J. Schultz
Illustration by Tam Nguyen
As the severity of the coronavirus
outbreak began dominating the news
in mid-March, brands at first took a
cautious approach. PR pitches slowed
to a trickle and social media posts
tapered off. But with each passing
day, brands got more aggressive, with
seemingly every marketer trying to
get in on the conversation, whether
that means ramping up philanthropy
or putting out ads to show how they
are responding.
But as the activity picks up, so does
the risk. Consumers are especially sensitive right now to anything that looks
like a brand is exploiting the situation.
“Brands really do have to be incredibly
careful right now because consumers are definitely taking notes,” says
consumer psychologist Kit Yarrow. “In
times of stress and anxiety, consumers
are hypervigilant.”
Yarrow is a professor emerita at
Golden Gate University in San Francisco. Below is a snapshot of her advice
to brands on how to communicate
during the pandemic.
Be careful
First of all, do no harm. “There is a
good percentage of people [that are]
really angry and they are looking for
10
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Advice for brands spacing out logos to support social distancing: Step up your philanthropy instead.

a scapegoat,” Yarrow says. “They are
looking for someplace to put blame
and so I think companies really have
to get it right right now—by not making any mistakes, first and foremost.
And then, secondly, by approaching
their relationship with their consumers in a really, really careful way.”
Don’t make it about yourself
Some brands have run ads that try to
encourage social distancing by re-imaging their logos. McDonald’s Brazil,
for instance, on social media shared
images of its Golden Arches in pulledapart form. It drew a strong rebuke
from Bernie Sanders on Twitter. (The
image no longer appears on McDonald’s Brazil-run social media accounts.)
Coke is running a Times Square
billboard featuring its brand name—
normally written in tightly connected
Spencerian script—with space between
each letter. Chiquita bananas removed
its Miss Chiquita mascot from a version
of its logo posted on Instagram.
Yarrow says these messages are
wrongheaded: “It’s just a mistake
because it’s all about them. Maybe in
a month from now, it could be OK-ish.
But generally speaking, talking about
yourself, talking about your business,
talking about your needs is the worst
thing you can do. Anything that appears to be self-serving is going to be

mocked and thought of ... negatively.”
She adds that because there are
some “trust issues going on with government, businesses actually have an
enormous positive opportunity to fill
that role for consumers—but it has to
be all around consumer needs. It can’t
be around our company, our logo,
aren’t we cute.”
Talk is cheap, take action
In the last week, numerous companies
are stepping up their philanthropy.
Alcohol brands are making hand
sanitizers, Ford is partnering with
3M to make respirators and Unilever
just announced it would spend $108
million on soap, sanitizer, bleach and
food for charities. This is the right
approach, Yarrow says. Brands should
“understand what consumers really
need right now and then [offer] that
to them. Anything that you say is irrelevant right now. It’s really all about
what you are doing.”
Put employees out front,
skip the celebrity endorsements
Yarrow acknowledges that brands
must still communicate their actions—
but advises brands to make their frontline workers the stars of any campaign.
“Our heroes today are the truck
drivers, the restaurant employees, the
grocery stockers, our neighbors—ev-

erybody seems to have lost interest
in big celebrities and their phony way
of offering us some sort of sense of
connection.” she says. “All of a sudden
these little people around the world
are becoming our heroes ... all brands
can attach to that somehow. They
have these employees. Attaching to
that human element of their brand is
where I think the action is today.”
Highlight your heritage and expertise
In recent years, old, established
companies ceded the spotlight to sexy
startups. But the pandemic has made
old companies cool again. Ford, for
instance, in its coronavirus response
ad highlighted its role making tanks
and planes during wartime.
“In these times of upheaval we
really like things that we can look back
and rely on,” Yarrow says. “We want
the reassurance of an old company
that has been around a long time.
There is an opportunity for these
companies that looked maybe a little
bit stale a couple months ago to look
suddenly solid and reassuring.”
“We have a renewed respect
for expertise,” Yarrow says. “That
acquired knowledge and expertise is
something to be revered and valued.
I think there will be a shift towards
valuing that and understanding the
role of that in our community.”
Ad Age April 6, 2020
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5 CONSUMER TR
WILL ENDURE AF
By Adrianne Pasquarelli

The coronavirus pandemic has yet to even peak in
the U.S., yet many consumers have already changed
their behavior in ways that will have lasting implications for brands. Typically, it takes about 66 days
for someone to acquire a new habit and continue doing it when not coerced, according to Paul Marsden,
a consumer psychologist at the University of the
Arts London.
With the changes, there is both danger and opportunity for marketers.
“When there are serious changes in lifestyle and
life circumstances, there is a fairly dramatic change
in preference for brands that consumers use, and
their perceptions about those brands,” says Peter
Noel Murray, who runs his own consumer psychology practice in New York. As the crisis continues,
many brands are accelerating their good deed initiatives—but experts say consumers will also expect
such actions to continue long after coronavirus.
“Now is the time for brand action, [it’s] not
about words,” says Marsden. As they plan for the future, brands might do well to consider the following
trends, which experts expect to outlive COVID-19.
Time-tested brands will shine
As consumers change to adopt new behaviors and
habits, they’re sticking by the brands they’ve long
trusted to get them through and beyond the crisis.
The change from “novel and trendy” to “tried and
true” was outlined on a recent call by Evercore research analysts, who said it will be difficult for new
brands to launch in this environment.
“We’re not open to new things—we go from a
gain mentality to a maintain mentality, which is
important for a lot of the brands to realize,” says Simon Moore, CEO of Innovation Bubble, a behavioral
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science company. “Brands that think, ‘I’ll start marketing a new product or a new service’—that’s not
going to work.” He says brands should use this time
to do their homework around their user experience
and remove irritants and other stresses that might
turn off already anxious customers.
Unlike established companies, new brands have
also not had the opportunity to connect with customers on an emotional basis and build a foundation for navigating this time of uncertainty.
“The older brands that have been around a long
time and have the benefit of traditional print and TV
advertising have built the emotional brand equity
up over generations, and they have an advantage,”
says Murray.

DIY gains ground
Consumers are using their time at home to learn
new skills, like baking, cooking and sewing, and
those abilities are not expected to disappear when
the virus does. Yeast purchases are skyrocketing as
people turn to baking bread as a way to feed their
families and reduce anxiety through the therapeutic
act of kneading. Many shoppers across the country
report depleted baking aisle shelves, though the
section is not quite as empty as the toilet paper
aisle. Nielsen found that sales of yeast were up
nearly 650 percent for the week ended March 21
compared with the year-earlier period.
Popular cooking and e-commerce site Food52
says its site traffic in recent weeks—up 36 percent
for the last two weeks of March compared to the
first half of the month—has been on par with the
week leading up to Thanksgiving, the company’s
biggest week of the year. Early on in the pandemic,
Food52 pivoted to more content and recipes to sup-
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What it means for
marketers now
that consumers
are embracing new
behavior and habits
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TRENDS THAT
AFTER COVID-19
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port its now home-based community, according to
a spokeswoman. Unsurprisingly, one of the site’s
leading articles is around the yeast shortage and
contains tips on making sourdough starters from
scratch. U.S. dollar sales of small home appliances, like electric pasta makers and juicers, rose 8
percent for the week ending March 14, compared
with the year-earlier period, according to research
firm NPD Group.
“You’re seeing more people being more selfreliant,” says Marsden.
With the closure of beauty salons, consumers are also getting used to doing their own hair.
Nielsen reported an uptick near 20 percent in sales
of hair color kits for the week ended March 21;
direct-to-consumer brand Madison Reed says it has
seen a rise in demand as customers do their own
hair dyeing. Traffic to the brand’s site has quadrupled in recent weeks, and the company is ramping
up its customer service lines and online tutorials
as a result, says Mary O’Connell, VP of communications and content.

Comfort with digital offerings
As media and research companies adjust from live
events to virtual ones, so are consumers adjusting
to digitizing their behavior. Some demographics,
like older consumers, may have been previously
uncomfortable with buying groceries or other goods
online, but the coronavirus has forced them to get
comfortable. Once they fall into the new routine,
and get used to the ease of delivery at their door,
such shoppers may be hard-pressed to return to
brick-and-mortar, experts say.
Nearly 40 percent of current online grocery
shoppers made a first online grocery purchase in

Important to Important People
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March, according to a study by SmartCommerce, an
ecommerce platform for consumer packagedgoods brands.
“People are forced to do new things and that’s
going to accelerate the digital transformation,”
says Marsden.
In addition, more doctors and other medical
providers have been offering camera sessions
online as a way to see their patients who have
non-emergency situations. Experts expect such
virtual telemedicine to continue as a trend. In addition, consumers are also turning to digital banking to manage their finances when they can’t visit
a bank branch. While many banks still maintain
a robust brick-and-mortar presence, that could
change as they view such real estate as redundant
and obsolete, Marsden says.
Flexible work arrangements
Many expect the current situation of so many
Americans working from their homes will lead to
a dramatic shift into more flexible work arrangements as employers realize it’s not necessary to
have everyone in an office to get things done.
Some office workers may continue the move
toward more remote offices. Employers “might
benefit because employees are spending less time
to travel and have more time to work—they’ll be
less stressed,” says Moore. Workers will also have
more control to manage their roles as parents and
caregivers if they’re able to work from home. In a
recent poll of 500 adults, between 40 and 50 percent of respondents said they will go back to their
previous routines, including work, school, recreation and entertainment, according to an AcuPOL
survey commissioned by Cincinnati startup accel-

erator CincyTech.
At the same time, the pace of doing business has
already changed drastically, according to several
marketing executives. Calls are replacing meetings
in some cases, and many have deadlines to avoid
unnecessary time wasting. Marketers and their
agencies are learning to be more nimble and quick
in decision-making.
“People are stripping out all the non-essentials
and learning that you can move quickly—there’s no
massive repercussions of not having 32 governance
meetings and 50,000 emails,” says Andrea Brimmer,
chief marketing and PR officer at Ally Financial.
“You can make decisions on the spot and go because
everyone’s doing these things out of necessity.”

Safety wins over privacy
While consumers have grown more protective of
their privacy and personal data in recent years,
experts say that is changing during the current
crisis. Many are deferring to the government and
those in leadership positions to keep them safe,
even if it means giving up on their own privacy in
the process.
“This has serious implications from an advertising perspective,” says Marsden, noting how
tech giants such as Facebook and Google have been
painted in a negative light previously as companies
that will steal personal data and information and
use it against consumers. “They’re perceived as being the bad boys, but now if this lingers on, we may
move toward more of a surveillance state,” Marsden
adds. “People are willing to trade our freedoms for
safety.”

Contributing: Jack Neff
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By Jack Neff

Consumer panic buying seems to have peaked,
but brand panic may have just begun. While many
brands have slashed spending during the current
crisis, the temptation for more to follow suit will be
hard to resist.
But research suggests that brands cutting spending now will have a harder time when recovery comes.
And despite an unprecedented disruption in people’s
lives amid a pandemic that could kill hundreds of
thousands of people, the current crisis is also creating
new opportunities for brands old and new—as uncomfortable as that may be to think about.
First, things will get much worse
As bad as things have been in recent weeks, they’re
about to get much worse for consumers.
The downturn fueled by coronavirus will make
the onset of the Great Recession in 2008 look mild—
at least in the early going. The latest second-quarter
U.S. gross domestic product forecast from Goldman
Sachs is for a 34 percent decline, more than three

times worse than the previous quarterly record of
10 percent set in 1958 (amid a flu pandemic).
A tracking survey of more than 3,200 people
conducted March 29-April 2 by CivicScience found
that 16 percent of respondents had lost their jobs
and weren’t getting paid, while another 16 percent
were working fewer hours for less pay. Another
5 percent were not working but still getting paid,
though it’s unclear for how long.
Increased unemployment compensation and
one-time payments from the Internal Revenue
Service of up to $1,200 per person under the CARES
act will help offset that effect. But those payments
also will take a few weeks to kick in and may not
stimulate much spending.
CivicScience found 64 percent of more than 1,300
respondents March 27-April 2 would use that extra
money to pay down debt, save more or invest. Only 4
percent said they’d treat themselves, though another
24 percent said they’d use it to buy necessities, and 5
percent said they’d make donations. Caution is driv-

WHAT’S NEXT
FOR BRANDS
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History shows
marketers who
keep spending
during downturns
fare much better
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“Hold your nerve. This will pass, and we’ll be
in a situation like China where things will recover.”
Jane Ostler, Kantar

iStock

en by the fact that 71 percent of people in a broader
sample said they’re concerned about their jobs.
Cutting now has long-term effect
Amid all that, it’s tempting for marketers to stop
spending on one thing they can control, which is advertising. A survey by agency lead generation firm
RSW/US conducted last week found 9 percent of
marketers have cut all spending, another 29 percent
have “greatly reduced it” and another 31 percent
have “somewhat reduced it.”
TV spending data from iSpot.tv show a mixed
bag. Ford and General Motors have changed messaging but continued spending, albeit at levels
lower than a month or a year ago. Fiat Chrysler has
ceased advertising on its individual brands—which
include Jeep, Dodge and Ram—in favor of a single
campaign touting online buying and zero-interest
loans for new car purchases. Fast-feeders McDonald’s, Burger King, KFC and Sonic remain on the air,
but Buffalo Wild Wings, a staple of March Madness
advertising, isn’t. Most consumer staple brands,
many of them helped temporarily by stock-up buying, have maintained spending.
Advertisers including United, Delta, Hilton and
Marriott largely have disappeared along with most
travel. But not every marketer in the space is silent.
Accor’s Red Roof Inns launched a promotion April 1
(no kidding) offering its rooms as “remote working
spaces” from 8 a.m. to 6 p.m. for $29.
“At Kantar, we have a lot of evidence to suggest
that cutting marketing budgets at this time can
cause problems for brands both in the short-term
and longer-term,” Rosie Hawkins, chief offer and
innovation officer at Kantar, said during a recent
briefing on COVID-19 effects.
One reason to avoid drastic action is that the
impact could be relatively short, as it appears to
be in China, said Jane Ostler, global head of media,
insights at Kantar. “Hold your nerve,” she said.
“This will pass, and we’ll be in a situation like China
where things will recover.”
A simulation Kantar ran for a beer brand, Ostler
said, showed cutting marketing spending in half would
have a relatively muted impact on ad awareness over
the balance of the year, essentially in line with the low
end of the brand’s long-term range. But cutting spending entirely would have a far more dramatic effect.
Research by Ebiquity shows brands that increase
spending during a recession achieve market share
gains averaging 1.6 percentage points during the first
two years of a recovery, said Christian Polman, chief
strategy officer, speaking at an Advertising Research
Foundation webinar on recession impacts late last
month. Brands that maintain their spending average
a one-point share gain, while brands that cut spending during a recession average a 0.7-point share gain
during the subsequent recovery, he said.
A Kantar survey found large percentages of
people now want companies to focus on employee
health, remote working, making sure they can still
provide needed goods and increasing donations to
help ease the crisis. But only 5 percent of people
said companies should stop advertising.
Important to Important People
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Changing the message
But for brands that continue to spend, messaging
may have to change.
Marketing Evolution CEO Rex Briggs gives automakers Ford and General Motors high marks for
continuing to advertise, but quickly adapting their
messages. Ford pointed to its willingness to provide
credit support for people affected by COVID-19.
GM launched offers for no money down, 0-percent
financing for 84 months and no payments for 120
days on some cars and trucks.
A “Chevy Cares” ad featuring that offer plus
OnStar crisis assistance and help for people having
trouble with their current loans did best among
a recent crop of car ads, according to Ace Metrix,
scoring 16 percent better than other ads over the
past 90 days. Overall, ads with COVID-19 messaging
scored 18 percent above average for relevance and
11 percent higher for likeability.
But specifics help. A Sam’s Club ad from Mono
thanking workers for their role during the crisis
scored highest among recent COVID-19 ads on likeability but below average on information, because it
lacked specifics on how the retailer was rewarding
workers, according to Ace Metrix.
Serta Simmons Bedding Chief Marketing Officer
Melanie Huet says the mattress brand is preparing
a discount package and favorable financing terms
with retailers to advertise as it looks to rebound
from the crisis.
“So many people have been put out of work,”
Huet says. “Yet the latest research I’ve seen is that
one-third of households can’t afford to miss even
one paycheck and still afford necessities. We’re trying to sell products to people who have the means,
and then we’re trying to put meaningful discounts
in place in case somebody else does need a bed.”
Changing the channel
One of the biggest long-term impacts for many
marketers is a shift to e-commerce. A huge number
of people buying groceries online for the first time
means at least some are likely to continue.
Of CivicScience respondents, 47 percent said
they were shopping for groceries more during the
week starting March 22. A separate survey by Field
Agent found 14 percent of U.S. respondents said
they either started using online grocery pickup for
the first time or are using it more often as a result of
the crisis.
Spirits marketers in particular have stepped up
e-commerce marketing to compensate for bars and
restaurants shutting down, says Rachel Tipograph,
CEO of MikMak, which has an Instagram ad format
that allows brands to fulfill sales through multiple
online retailers.
“E-commerce for many liquor brands has now
become their only sales channel,” Tipograph says.
“Pre-coronavirus, e-commerce was growing 60 percent year-over-year organically for liquor brands,
accounting for somewhere between 1 and 3 percent
of total revenue. Now e-commerce is becoming
somewhere between 50 and 100 percent of a brand’s
total revenue.”

Much of the growth MikMak is seeing for liquor
brands online comes from an entirely new demographic for them in the channel: people over 65,
she says.
“Shopping for liquor online is still a new
consumer behavior, and MikMak has found there
currently is no retailer preference as to where they
choose to shop for liquor online,” she says. This is
very different than other categories such as grocery
and beauty. That makes it important for brands to
launch a “multi-retailer storefront that allows them
to own as much of the customer journey as possible,” she says, and direct people where their items
are in stock.
New opportunities for brands
While Evercore ISI projects the crisis will steer people toward established brands and make it harder
for startups and direct-to-consumer players to get
funding, rampant out-of-stocks amid panic buying at stores and the shift to remote working and
buying have created opportunities for old and new
brands alike.
As many as 44 percent of consumers recently
bought something new because they couldn’t find
what they wanted, according to surveys by AcuPOLL. The firm cites verbatim responses from consumers who tried pita bread rather than tortillas,
veggie spaghetti, Dawn spray dish liquid and Gold
Medal over store-brand flour, all of them liking what
they tried. Another bought Frosted Flakes, describing it as “an old childhood favorite that I have long
forgotten due to eating more ‘adult-like’ cereal.”
Eco-friendly direct-to-consumer laundry and
dish detergent marketer Dropps had its best sales
month ever in March, says founder and CEO Jonathan Propper.
“We’ve had 14 straight quarters of growth, but
March was ahead of plan,” Propper says. “Loyal customers want to stock up, in part because
they’re at home more, not going out to eat, doing
more dishes and want to make as few trips to the
store as possible.”
Dropps temporarily cut back on customer-acquisition ad spending to make sure it could serve
current customers, Propper says. Also, Facebook’s
increase in usage driven by the crisis initially meant
a larger audience that drove up ad costs, he says,
though costs have since abated because many other
advertisers cut back.
For Varsity Tutors, an online marketplace that
vets tutors to work with K-12 students, coronavirus
shutdowns that have almost all U.S. school children
working remotely created a new opportunity. Previously, the firm also offered a limited number of interactive classes, mainly for test prep. Late last month,
it rolled out a host of new free online interactive
classes ranging from basics like algebra to topical enrichment classes, like “Science of Pandemics,” which
opens up a possible new market down the road, says
Chief Marketing Officer Adam Weber.
“I feel like this is a massive tipping point for education,” he says, one that could lead to a lot more
remote learning permanently.
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Executives
from Ally
Financial, Perdue
Chicken, Reckitt
Benckiser, Hippo,
Boston Beer,
Serta and Feeding
America share
their messaging,
media and workfrom-home
strategies
By Ad Age Staff
To say that the marketing world
has been turned on its head is an
understatement. The growing
coronavirus pandemic has
forced brands to scrap campaigns, alter media buys, boost
philanthropy and craft new ads
with insane turnaround times
of a week or less. And marketing execs must oversee all this
while working from home, many
of them working part-time as
a teacher to suddenly homeschooled kids.
Ad Age reached out to seven
executives for a behind-thescenes look on how they are
managing it all.

Andrea Brimmer

Chief marketing and PR officer,
Ally Financial
It’s all about over-communication at Ally Financial now, says Brimmer, who oversees the
Detroit-based bank’s marketing and PR, noting the need for hyper-alignment justifies the
plethora of Zoom meetings, texts, emails and
calls. In early March, Brimmer and her team
conducted a full audit of all of Ally’s marketing. They went through the entire marketing
calendar and pulled anything that appeared
tone-deaf and insensitive to the coronavirus
pandemic, and also stopped cross-selling
products to customers during this time of
economic uncertainty.
“We were going through and changing all of
our TV spots, anything that might appear the
least bit insensitive right now,” says Brimmer.
At that time, Ally made decisions around canceling, postponing or altering its marketing,
much of which was around sporting events
like NASCAR and basketball. New proactive marketing includes communicating to
customers around Ally’s relief package, which
it rolled out last month. The package offers
deferrals on auto and mortgage payments for
customers.
Ally is also rearranging its budget into the
type of media that people are currently consuming, including broadcast, gaming, social
and digital. Brimmer says she is also preparing
for when the crisis is over by shifting some
media into the mid-third quarter and fourth
quarter of the year.
Brimmer, who is building a new house,
works from the kitchen area of a temporary
home and has several virtual meetings a week.
She meets with Ally’s leadership team every
afternoon to make sure everyone is on the
same page. Three times a week, she checks in
with Ally’s agencies, Anomaly, Mediacom and
R/GA, to check on alignment. Those meetings
can last anywhere from 30 minutes to 2.5
hours.
“It’s by phone or sometimes we do a Zoom,
depending on if anybody’s washed their hair,”
—Adrianne Pasquarelli
Brimmer says.

David Zucker

Cynthia Chen

Perdue Chicken decided to hit pause on the
March 30 launch of a product-focused campaign “given what our employees were going
through and people in the general food supply
were going through,” says Zucker. But it had
already secured the media. Perdue told its
creative shop, the VIA Agency, it wanted to do
something more emotional—and quickly.
“We called them on a Monday afternoon
and they had five concepts to us by the next
morning,” says Zucker. That Wednesday,
Chairman Jim Perdue recorded two selfie-style videos thanking workers in the food
industry, with help from an app Zucker
downloaded to act as a teleprompter while recording. The brand and agency communicated
during the shoot on a Zoom call on Zucker’s
laptop. VIA did editing on Thursday and the
spots were ready to go on Friday. Perdue is
trying to lower its media levels, primarily
because its products are already currently in
such high demand, says Zucker.
Being part of an organization that’s considered critical infrastructure, Zucker says, “it’s
just nonstop—nothing seems able to let up.”
He says he is probably working 70 or 80 hours
a week now, including weekends, up from 50
to 60 hours before the pandemic. Each day
begins with a 30-minute call with his direct
staff at 8 a.m., followed by an 8:30 senior leadership meeting with the company’s president,
and other meetings peppered throughout the
day. He tries to get up and go for walks, taking
calls outside if he can. He’s working out of a
spare bedroom in the house he shares with his
wife, which is more crowded now that their
daughter and her boyfriend, and son and his
girlfriend, have come to stay. “Everyone’s kind
of in a corner somewhere,” he says.
—Jessica Wohl

Chen sees five stages of a pandemic—denial,
panic, peak, resignation and recovery. “Right
now, my personal assessment is that we’re
in stage No. 2, panic mode,” Chen says. That
guides what she does as a marketer of such
brands as Mucinex and Delsym, which have
been boosted by panic buying in recent weeks.
But she says “utility and empathy” are what
marketers should be offering now, steering
clear of any hint of opportunism.
“What we need to do at this time, what
the industry needs to do, is be a helper rather
than self-serving,” says Chen. “We’re trying
to spread facts, not fear.” That included
launching a site developed by McCann aimed
at conveying facts and dispelling myths about
COVID-19.
RB is still working through how to navigate
the five stages, Chen says. “My personal
view is that people will come back to the real
basics,” including safety, family, health and
hygiene, which play into what her company
and brands do.
Chen came to RB in August after serving
as CEO-China for General Mills. Based on the
much larger role digital media and
e-commerce play there, she intended to move
her business here in a similar direction. RB’s
Dettol getting 9 billion TikTok views in only
four days with its #HandWashChallenge in
India has only reinforced that commitment.
Chen is working from her home in New
Jersey on a table in her bedroom, juggling
work with home-schooling her son. Her team
connects through regular video meetings.
“Physical distancing is actually bringing us
closer,” Chen says. “I was saying that at our
leadership meeting yesterday. I’m actually
closer to my team and to my family than
before. The question is, how do you use technology to solve that?” One solution has been
sharing “digital martinis” with her team, she
says. “Prior to this pandemic, I don’t think
—Jack Neff
that would have been possible.”

Chief marketing officer and
senior VP of e-commerce,
Perdue Chicken

President of consumer
health, wellness and relief, RB
(Reckitt Benckiser)

HOW 7 BRAND LEA
RESPONDING TO T
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Catherine Davis

Chief marketing and
communications officer,
Feeding America
As some brands reduce ad spending, Feeding
America—a nonprofit that works with food
banks—aims to increase awareness around
hunger in America. There’s a need to feed
people, including children whose schools
are closed, adults who have been laid off and
seniors who need to shelter in place, beyond
the 37 million people who relied on food banks
before the crisis. Demand at food banks is up
by 40 percent, on average, and in some areas,
it’s up 50 percent, says Davis.
Food marketers and retailers, publishers,
media companies, celebrities and others are
reaching out to the hunger organization. Fox
identified Feeding America and the First Responders Children’s Foundation as organizations to support with the televised
March 29 iHeart “Living Room Concert for
America,” which generated millions of dollars
in donations for both organizations. “Everything is coming together incredibly fast,” says
Davis. “I think when Americans see a need,
they rush to fill it.”
Feeding America is securing more public
service airtime as some advertisers pull back
on spending and some brands donate their
purchased media space for its message, says
Davis. Feeding America has revised existing
communications and released some new work
at the end of March. “We’re trying to be as
creative as we can because we can’t really do
shoots,” she says.
Davis, who hasn’t been in the office since
March 13, says she misses her colleagues and
enjoyed seeing people show off their pets on a
recent video chat. She often works 12 hours or
more per day, and tries to start each morning with a walk before an 8 a.m. call about
COVID-19. When she goes to Plum Market for
groceries, she’s given a pair of hospital gloves
and a disinfected cart. The bagger and cashier
change their gloves between each shopper. Davis uses Apple Pay. “I’ve developed a no-touch
—Jessica Wohl
grocery system,” she says. 

Andrea Collins

VP of marketing, Hippo
One of the first things Andrea Collins did when
facing the pandemic was to recalibrate her
business goals. Knowing her budget was basically halved for the quarter, the VP of marketing at Hippo, a five-year-old home insurance
seller, adjusted her agency relationships and
media accordingly.
Hippo is ramping up its community-driven
advertisers, like Next Door—a social networking service for neighbors—and search engine
marketing. Owned and earned channels are
very strong right now, Collins says, noting
that direct-mail and TV aren’t flexible enough
channels for any of her dollars during a constantly changing news cycle.
“I can’t write creative for a mailer and know
that it’s not going to sound tone-deaf when it
lands in someone’s mailbox,” she says. As a
result of the switch, Hippo has put its directmail and TV agencies on hold. It is asking its
remaining agencies, which handle PR, SEO
and content, to think more creatively. “For our
brand, that’s pretty easy—we are focused on
providing homeowners with tips and advice
and holistic home wellness, versus just a home
insurance product, so that gives us a lot of
room within our brand space,” says Collins.
“The onus is on the agencies now to help me
more with creative thinking and strategy
versus me coming in and saying, ‘I’ve got less,
here’s what you need to do.’”
Collins is also thinking creatively with how
she manages her work day in a household
that includes her husband, who is also working from home, and young son. She schedules
time with her son on her professional calendar
so co-workers can see that time is blocked off.
“Everybody’s working on different schedules,
and everyone has their own situation, but I put
it in my calendar,” she says.
—Adrianne Pasquarelli

Melanie Huet

Exec VP-chief marketing
officer, Serta Simmons
Bedding
Job One in crisis planning for Huet was helping develop a “Pivot for COVID Plan” in midMarch. That included a two-week pause on
advertising “just to let things calm down,” she
says, but also a donation of 10,000 mattresses
to New York hospitals via Relief Bed International, and calling on competitors to follow
suit (Leesa previously announced a 1,000-bed
donation, with more in the works).
Serta hasn’t scrapped plans to market
recent rollouts, including a Harmony product
made with 50 bottles worth of recycled beach
plastic. That aims in part to improve Serta’s
standing with millennials and Gen Z, who
Huet believes still care about sustainability
despite the crisis.
Serta is also sticking with plans to launch a
bed-in-a-box at Sam’s Club in May that takes
half the shelf space of prior versions. Huet
thinks that recent double-digit increases in
foot traffic at big box stores, driven by consumers stocking up, can boost awareness that
mattresses are available there.
Preparing for economic hardship to come,
Serta plans “meaningful discounts” and
extended payment plans with retailers. On
future messaging, Huet says, “Mattresses can
harbor a lot of bacteria and viruses. While we
won’t go out with a really hard-hitting message, you’ll see some softer messaging around
how a replacement could be a good idea.”
Huet has kept her team together via WebEx,
Zoom and Slack, and younger members
launched virtual happy hours. “So there’s this
whole group of people having drinks together
and little children zipping by,” she says. “Of
course, one of the big topics now is the coronavirus look. Everyone looks terrible, and I can
assure you that P&G is not selling any razors
right now.”
Huet’s Atlanta home has become a sort of
a makeshift WeWork space. She works on a
bar in the kitchen, her husband in the dining
room and her two children from desks in their
bedrooms.—Jack Neff

Lesya Lysyj

Chief marketing officer,
Boston Beer Co.
As of early March, Boston Beer Co. was
planning to launch new campaigns for Sam
Adams, Truly hard seltzer and Twisted Tea in
rapid succession. But the ads were put on hold
as the gravity of the pandemic became clear.
“All our stuff is fun, high-energy, lighthearted,” Lysyj says. “We just did not feel it was the
right moment to be launching those kinds of
campaigns.”
So the brewer shifted gears and created the
Restaurant Strong Fund, which in partnership
with Boston area-based Greg Hill Foundation
raises money for restaurant workers sidelined
by the pandemic. It’s plugged with an ad from
Swift River Productions that was made in six
days. “We had a bunch of that media [buys]
we were committed to starting now. We are
putting it all behind this campaign,” she says.
Lysyj is steering the marketing department
from her home in Concord, Massachusetts,
where she converted an art room into a
makeshift office. “I have two teenaged kids, so
I need to get away from them and they need to
get away from me,” she jokes.
She spends almost her entire workday doing video meetings via Microsoft
Teams. “Boston Beer is a very fast-moving,
in-the-hallway-decision culture, and now we
can’t do that, so everything has to be a meeting.” She said the company quickly learned
that long video meetings can be exhausting,
so they made an effort to shorten them—and
also add some fun, like holding meetings
where everyone wears a crazy hat, or holding a
group Peloton ride over video. “There is a lot of
creativity that is happening, But it’s only week
three, so we’ll see what this feels like weeks
from now,” she says.
Lysyj has empathy for the parents of young
children who must home-school their kids.
“They are the teacher as well as the mom or
the dad and the full-time worker,” she says.
“It’s impossible. We are trying to allow them
to block time.”
The silver lining for Boston Beer—and all
beer marketers—is that people are stocking up
on suds, leading to astronomical sales growth
at grocery stores. Boston Beer’s beer sales
jumped 37 percent in the week ending
March 21, according to Nielsen data cited by
Credit Suisse. Established brands like Sam
Adams are doing exceptionally well. “What
people want is the familiar,” Lysyj says.
“Nobody wants to try three craft beers you’ve
never tried before right now.” —E.J. Schultz

EADERS ARE
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WHY A CHICAGO SHOT
DRINK GOT INTO
THE HAND SANITIZER
BUSINESS
‘Malört already tastes like hand sanitizer,
so this makes perfect sense’

Scores of breweries and distilleries have pledged to
make hand sanitizer in addition to beer and booze
in response to the shortage of mainstay brands like
Purell caused by the coronavirus outbreak. But no
alcohol brand got the same kind of reception that
Jeppson’s Malört did when it confirmed it also was
getting involved in the goodwill effort.
“Malört already tastes like hand sanitizer, so
this makes perfect sense,” says Dan Janes, director
of marketing for Malört owner Chicago-based CH
Distillery, jokingly summarizing some of the initial
feedback. “People are poking a little fun at it, but
most are just very appreciative that we are able to
contribute something.”
Malört is as Chicago as the Bears, Cubs and ketchup-less hotdogs, celebrated for the fact that it tastes,
well, terrible. “Like pencil shavings and heartbreak,”
is how comedian John Hodgman once described it,
according to a Chicago Magazine roundup of colorful
descriptions of the booze. Locals know that a “Chicago handshake” amounts to a shot of Malört and a
glass of Old Style beer—hangover included.
First made in medieval times, malört is a schnapps
made from wormwood, a bitter herb. Jeppson’s
Malört is named for Swedish immigrant Carl Jeppson,
who brought the drink to America in the early 1900s.
It became popular in Chicago’s Swedish bars, later
spreading to the city’s sizable Polish community,
according to the brand’s website. CH Distillery has
controlled the brand since acquiring it in 2018.
Truth be told, CH Distillery’s sanitizer is not actually made from Malört. Rather, the distillery followed
emergency guidelines put out in March by the U.S.
Food and Drug Administration for companies that
want to assist in the effort. The rules call for a mixture
of alcohol, glycerol, hydrogen peroxide and sterile
distilled water or boiled cold water—with a strict
mandate that companies not add other ingredients.
CH Distillery uses 190-proof alcohol, but had
to externally source some of the ingredients. It
mixes the concoction in a 1,000-liter stainless steel
tank that it also uses to make its booze, including
Malört. “A distillery like ours is a good candidate
for producing alcohol-based sanitizer because our
equipment can handle processing high-proof alcohol—essentially explosion-proof equipment,” the
distillery notes in its guidelines shared with Ad Age.
18
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It packages the sanitizer in the same 1-liter glass
bottles it uses for its booze.
The distillery—which also makes CH-branded
vodka, gin, rum and bourbon—slapped the Malört
name on the sanitizer to have a little fun. It won’t
be made available to the general public. Instead the
distillery will donate bottles to hospitals, hospice
facilities, retirement homes and other healthcare
providers. The organizations must transfer it into
pumps or other suitable dispensaries. The branding
is meant to bring some “lightheartedness into these
environments that are high-stress environments,”
Janes says. “That is why we ran with Malört, because that is what a lot of people know us for.”
But CH Distillery is serious about trying to help.
The first batch of 500 liters was recently completed
and will be made available for recipients by April 6.
“We’ve received hundreds of official requests
and inquiries,” Janes says. “Really, we are honored
that we’ve been able to take a new direction in terms
of what we are producing.” But “it’s been a little bit
overwhelming in terms of seeing where the demand
is and knowing we are only going to be able to supply
a fraction of the requests that we have received.” He
adds, “it’s too bad that just in total, as a country, we
are just that short, even in the Chicago area alone.”
The sanitizer production has not entirely halted
normal production runs of Malört and the distillery’s other brands. Because of the state of Illinois’
stay-at-home order, the distillery had to shutter its
tasting room in Chicago’s West Loop, which normally serves cocktails, shots and a selection of bar
food. But fans can still make online orders and do
curbside pickup, including for a bottle of Malört.
On social media, Malört has begun promoting
“#MalörtOClock,” a designated period beginning at
9 p.m. CT for homebound fans to imbibe.
Janes says brand loyalists started the movement
and Malört just jumped aboard, which he says is
typically how things go: “Malört as a brand we don’t
feel that we necessarily ‘own it’ ... it is really a brand
that is owned by the people that enjoy it.”
“Enjoy” is, of course, up to interpretation when
it comes to Malört.

Bottle image courtesy Malörts/Julia Schmuckler
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Opinion

The tone to strike
with our teams
during the crisis
is one of optimism
balanced with
realism
By Paul Marobella

Whether you lead a team of five, 50
or 500, some principles of leadership
are taking on new forms during this
crisis. With most of the world quarantined, this is a rare moment when
the entire world is having a collective
and shared experience. With fear and
uncertainty bubbling under every
industry and within every human, our
job as leaders is to balance optimism
with realism and ensure we are ahead
of the realities we will face in the
coming months.
Listening to the experts, it is clear
nobody really knows what comes next
for industry—especially if you are not
in a critical segment of the economy
(i.e., healthcare, first responders, food
supply, etc.). What I do know for sure
is that, as leaders, it is imperative that
we do our best to guide our people,
our companies and ourselves through
this moment.
Here are five ideas to help you adjust to the new normal of leading your
teams from your living room, bedroom,
porch, home office or the fantasy Zoom
background you’ve created:
Self-care
Without your own well-being in a good
place, you cannot take care of others.
The danger of isolation and increased
stress is to slip on taking care of yourself every day as you normally would.
This includes reading, exercise, meditation, hygiene, eating properly and
finding new ways to connect with others. Having a clear mind will help you
to be a better, more level-headed leader
when the inevitable tensions arise
during a crisis. This is also a good time
to look back and learn from people who
have strengthened their leadership
during times of crisis, such as Winston
Churchill and Abraham Lincoln.

Paul Marobella is
chairman & CEO
of Havas
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Normalcy
A large contributor to the well-being
of a team is to adhere to your normal
routine as closely as possible: waking
at the same time you would to follow

your morning routine, dressing for
work (even if you will not see anyone),
eating your usual meals and engaging
with your teams as you typically do.
This moment is anything but normal,
but the psychology of navigating each
day with a sense of purpose and focus
will help your teams move through
this with grace and determination.
Openness
Having an open-door policy has now
shifted to having an open-channel
strategy. Being available in multiple
channels is critical, especially for the
people on your team who you don’t
typically engage with on a regular basis. This goes beyond email to include
all social channels, communication
platforms like Slack or Microsoft
Teams and even giving your mobile
number to those who may not have it.
Also, shifting open office hours to open
video conference hours is a smart way
to allow some people to drop in to ask
questions or offer ideas to help the
company continue to thrive.
Perspective
A positive byproduct of a collective
experience such as the one we’re going through is that people are coming
together and empathizing with each
other’s unique set of challenges. With
parents having children at home yet
still in school, adult caregivers unable
to take care of their parents or people
isolated alone (or with roommates) in
small apartments, everyone is doing

their best to maintain a high level of
performance in their work while balancing the increased levels of stress in
their lives.
As leaders, it’s our responsibility
to ensure the health of our folks while
balancing the health of our business.
People will need flexibility on how
they can achieve the best results,
whether blocking out hours of the day
for no meetings or understanding the
life flow of each person on the team
and building around them.
Optimism
During moments of crisis, blind optimism is irresponsible, as is heavy negativity. The tone to strike with our teams
during this crisis is one of optimism
balanced with realism. With a situation
that is evolving as rapidly as COVID-19,
the strategies and plans to protect your
people and business will shift, as well.
They may be hard to see now, but there
are silver linings to every crisis, as
witnessed from those that have come
before—new healthier policies, new
societal values, new ways of working
and a new approach to innovation.
Be clear and direct with your teams
as they ask hard questions about the
impact to the business. That answer
may be “it is too early to tell,” but
balance it with the plans and process to
protect the sanctity of the business as
best as we can as a team. The best leaders are often forged in fire and have led
companies through post-9/11 and the
2008 financial crisis. I am confident
that we will come through the other
side of this stronger, more resilient and
assuredly more innovative. Together
as leaders we can guide our people,
companies and industries through this
moment of change. And for those who
are not currently leading people, don’t
forget that leadership is a role, not
a title. You can engage with positive
energy, be helpful to those who may
need it and ensure that your leadership
teams have the information they need
to make wise decisions.
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Studio
30
Let Ad Age Studio 30 be
your brand’s platform
Ad Age has been crafting stories
that move the industry forward for
nearly a century. Ad Age Studio 30,
our custom content studio, is built
on the same bedrock of journalistic
integrity.
From concept to creation to
conversation, Studio 30 can help you
build relevance and deliver content
that resonates, whether your goal
is awareness, lead generation or
somewhere in between.

All of our custom opportunities are
supported with a talented roster of
writers, illustrators, videographers
and researchers.
Email James Palma at
jpalma@adage.com to learn more.
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Opinion Man up

The intent to
change is helpful,
but it takes action
to make an impact
By Ben James

I’ve made many ads, but have never
been featured in one until taking part
in the #BiasCorrect campaign from
Burns Group and Catalyst—which
celebrated International Women’s Day
with a reboot of its successful 2019
campaign highlighting the impact of
workplace bias. This year, men were
invited to participate and amplify
the conversation around the power
of words by shining a light on how
women are often described in unflattering terms for exhibiting the same
characteristics as men.
There is a lot to unpack about
what it means to be a “good guy” in
advertising today. I think a lot of other
“good guys” wrestle with this as well.
We don’t talk about it enough. We
don’t point out our wrongs, and that is
a huge part of the problem. We have to
acknowledge our industry’s past, and
find the new customs, protocols, and
guidelines that will move us forward.
Men, it’s time for us to do the
work. To recognize our own privilege.
I believe our industry has the
intent to improve, but it takes action
to make an impact. Getting it right
requires an investment in time and a
commitment to the process. And I am
committing to invest.
We often refer to our industry’s
gender bias on a panel or in a tweet,
touching upon it and then moving on.
Taking part in the #BiasCorrect campaign was an opportunity to reflect
and ask if I am doing enough. If I am
truly determined, what more should I
be doing?
As reflections go, I ended up with
a list of actions—six commitments
to immediately implement to best
equip our teams to do their best work
and be their best selves in a bias-free
environment:
Bring your internal monologue
into the external conversation
Words matter. Speaking up to challenge inappropriate behavior or how
leadership is treating colleagues can
be a nerve-racking experience. But
get over it. A lot of people have been
scared for more reasons and for way
longer than you. Call it out when you
see it.

Ben James is head of
creative at T Brand
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Give credit where credit is due.
And given that so much credit
is due, give a lot
On the creative side of the business,
we often label “credit” by talking
about getting a “slash.” Be generous
and giving with credit, make sure the
slashes are right and give them out
along the way. Every experience on a
project is important to highlight. And

Amber Guild and Ben James, T Brand’s president and head of creative, in a #BiasCorrect ad.

Getting it
right requires
an investment
in time and a
commitment
to the process
it’s a good idea to check in on career
development at as many checkpoints
as possible.
We often bestow credit only when
something is over. In addition to assigning a project’s roles and responsibilities, spend time acknowledging,
too. Praise contributions along the
way to motivate the team.
Listen. The person at the table
who said nothing has an insight
to contribute
In rooms filled with five to 10 people
all trying to be the funniest or own
an idea, a lot of mental elbows are
thrown. I tend to be most interested
in the quietest participants, perhaps
because I was among the more quiet
growing up.
Make space at the end of sessions
for quiet voices to be heard, especially
after often-noisy WFH meetings on
Zoom, Google Hangout and Slack.
Promote initiatives and
make use of HR programs
Many HR programs go unused. Find
them and use them. If your company
doesn’t have any, ask for them. Encourage others to come along with you
when the unconscious bias training is
taking place. Don’t groan at state law
that requires you to watch a series of
training videos followed by a quiz.

departmental and cross-functional.
The true test of creative collaboration
is to see if you can get a diverse group
of skills and ideas to achieve something
new and remarkable. These should be
the tasks that test us the most. Turn
them into a project that seeks a true
creative business solution.
Develop internal panels where bias
and ignorance can be discussed
There’s no better way to develop trust
and collaboration than to practice
together. After attending The 3%
Movement’s conference this year our
team convened a staff-wide discussion
to discuss what we learned and ensure
continuous conversation.
Working from home shouldn’t
interrupt our inclusion initiatives,
but rather serve as an opportunity to
broaden the impact of your message by including more voices in the
virtual room. Continue your regularly
scheduled programming and expand
your events agenda by leveraging
virtual panels.
These might be small steps, but
they are important. I urge other male
leaders across the advertising industry to make similar commitments, and
to reflect on building your own lists.
To be honest in convening this conversation, we need to know what others
are doing and understand what else
can be done.
Let’s all be determined to make our
workplaces bias-free.

Go deeper and explore HR policy
Take the training, and then question it.
Is there more? Don’t do it in an email,
do it in person. Go cross-

Catalyst

SIX WAYS MEN
CAN HELP
PREVENT
GENDER BIAS
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90 years of Ad Age 2020 hindsight

1932

1933

1934

1935

1936

LEVITY
WILL BE
SCRUTINIZED
By Brian Braiker

1937

1938

1939

1940

December 15, 1941

Our collective fight against the spread
of the coronavirus has been likened to
a war. Donald Trump has compared
himself to a “wartime president.”
President Xi Jinping of China called his
country’s suppression effort a “people’s war.” A recent piece in Foreign
Policy argues that “the coronavirus
war economy will change the world.”
And indeed it already has. In
an effort that recalls World War II
specifically, the U.S. auto industry
has suspended vehicle manufacturing and switched to making medical
equipment and ventilators. Alcohol
brands including AB InBev and Diageo are making hand sanitizer, as are
beauty brands Estée Lauder, L’Oréal
and Coty Inc.
Three-quarters (74 percent) of
media buyers, planners and brands
surveyed by the Interactive Advertising Bureau said COVID-19 will have a
bigger impact on advertising than the
2008 financial crisis. Nearly a quarter
(24 percent) of respondents paused
all advertising spend for the rest of

1942

1943

1944

1945

the quarter.
All the talk about this moment in
time is about how “unprecedented”
it is.
But Advertising Age published
its first issue after the attack on
Pearl Harbor just eight days later, on
December 15, 1941, and it is filled with
familiar reportage. It was a moment
in time when everyone was forced to
improvise in real time—including our
own newsroom.
More than 80 editors and correspondents filed dispatches from
Washington, New York, San Francisco, Chicago, Los Angeles, Seattle,
Detroit, Boston, Pittsburgh, Cleveland
and more. Just about every imaginable segment of every industry was
covered: Readers heard from Heinz,
McCann-Erickson, Jergens, Van Camp
Seafood and more.
“Advertising of most products
containing metals, notably automobiles and appliances, has already been
hit hard and will be dealt a near-death
blow before the war has prolonged

1946

1947

1948

1949

1950

much longer,” we wrote. Elsewhere
in the copy, a subhead declares “Auto
Men Unhappy.”
Ad creative was affected immediately. “Levity in copy will be
scrutinized carefully to weed out
any themes that may be considered
in bad taste during the crisis,” we
wrote. “Radio commercials designed
to jolt listeners with such openings as
‘Flash!’ or ‘Women! Here’s a startling
piece of news’ will be dropped in favor
of more restrained appeals.”
News readership soared, much as
our own web traffic is skyrocketing today. Travel and out-of-home advertising suffered, as it suffers now. “Some
copy, such as the Greyhound advertising aimed at soldiers traveling on
furlough, was naturally killed,” we
wrote. “Outdoor advertising was also
hit hard by the necessity of turning off
lights due to air raid alarms.”
Of course, now we know how the
war played out. Back then we were flying blind—much as we are today.

A review of creative (right),
highlighted in Ad Age’s December
15, 1941 issue. The inset, entitled
“ADVERTISERS SOUND A QUICK
CALL TO COLORS,” explains how
advertisers were reorienting
messaging in real time to rally
‘round the flag. “These are
samples of the speed with which
stores, banks, utilities, financial
houses, and manufacturers
answered the declaration of war
last week on the United States,”
we wrote. “Spreading westward
from New York, copy appeared in
newspapers throughout the land
promising all-out aid in the battle
against the Axis powers.”
Then, as now, victory demanded
speed.
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Small Agency
Small Agency
Small Agency
Meet the
judges

A who’s who of small agency founders,
creatives and executives form the jury for
the 2020 Small Agency Awards, which honor
small shops that do great work, kill it in new
business and foster an excellent culture, even
in difficult times.
The winners in all Small Agency of the Year
and Agency Culture categories are handpicked
by the editorial staff at Ad Age. As in previous
years, a jury is convened to evaluate work
submitted for all Campaign of the Year
honors.
To see the jurors, including Verb Co-Founder
Shannon Simpson Jones and GUT Co-Founder
and Chief Creative Officer Anselmo Ramos,
visit AdAge.com/saa2020.
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Entry deadline:
April 23 at 5 p.m. EDT

Enter now at
AdAge.com/saa2020
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Order by phone, online
or wherever books are sold.
Available in hardcover
and audio.

A valuable and
entertaining read
recommended
by Bob Iger,
Ralph Lauren
and Michael
Bloomberg
simonandschuster.com

The Value of Values
In Leave Something on the Table, Frank Bennack recounts his Texas childhood—
a first job at 8, his own television show at 17—that foretold how he would become
a CEO at age 46. Bennack makes the case that, in today’s supercharged climate,
achievement and commitment are not enough—making this book an invaluable
handbook for advancing, as both a professional and a person.
Hearst President & CEO Steven Swartz presents Frank Bennack
with the trophy signifying his 2017 induction into the Advertising
Hall of Fame.
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