
ABOVE ALL ELSE,
AUTHENTICITY 
The lockdown in South Africa and many parts of the world has given 
brands an opportunity to support its people and communities in new 
ways. When handled correctly, communicating authentic interventions 
provides a good opportunity for brands to contribute positively to society 
and, ultimately, the lives of its customers. Handled poorly, a brand risks 
being seen as opportunistic and “chasing ambulances”.

What’s needed now? Action, funds, support, innovation: the world of 
communication will respond well to authentic gestures.

NETFLIX
Global entertainment company Netflix announced a $100-million fund to 
support crews globally working on Netflix productions, as their jobs are 
threatened by lockdowns and emergency regulations. Netflix said: “This 
community has supported Netflix through the good times, and we want to 
help them through these hard times.”

Netflix reduced the streaming bitrates on the service across Africa, which 
will reduce its traffic on telecommunications networks by 25%, to provide 
relief to congested networks in Africa during the crisis.

MITSUBISHI MOTORS SOUTH AFRICA
Mitsubishi has announced that it has extended all its 
active manufacturer warranties by 21 days. This 
provides peace of mind that owners of Mitsubishis 
can still have their vehicles repaired as per their 
warranty should their vehicles have needed servicing 
during the lockdown.

YUM BRANDS
The company, which owns Taco Bell, KFC 
and Pizza Hut, said its CEO David Gibbs 
will forgo his salary for the remainder of 
the year to help pay $1 000 in bonuses to 
all restaurant general managers during 
the coronavirus pandemic.

SOUTH AFRICAN BREWERIES
By the end of March, South African 
Breweries (SAB) delivered 10 000 
bottles of hand sanitiser to Riverpark 
clinic in Alexandra, Johannesburg, 
and plans are afoot to deliver to other 
hospitals over the next few weeks.

NIKE TRAINING CLUB
Nike is running a campaign received 
positively. It reads: “If you ever dreamed of 
playing for millions around the world, now is 
your chance. Play inside, play for the world.” 
Additionally, the brand launched a free 
training app (Nike Training Club) for those 
with or without equipment at home. 

WILDEARTH
During the lockdown, WildEarth is offering live, 
virtual safaris, including WildEarth Kids for children 
aged 4-18. The safariLIVE experience offers an 
educational and immersive experience in nature.

LEARN@HOME BY YOUTUBE
YouTube launched Learn@Home, offering 
resources and content for families. The service 
provides e-learning resources on topics such as 
mathematics, science, history and arts from 
popular learning channels including Code.org, 
Khan Academy and Sesame Street.

IT’S NOT JUST WHAT YOU SAY, IT’S HOW YOU SAY IT
How your brand communicates during a crisis is vital. Due to various 
issues in the public domain, McDonald's Brazil faced immense backlash 
from social media users and was forced to withdraw and apologise for a 
campaign where the two arches of its logo were separated to signify 
social distancing. Consumers saw that as opportunistic.

Closer to home, Lifebuoy ran a print advertisement where it listed its soap 
competitors - instead of claiming you needed Lifebuoy to kill the virus - 
and offered tips on personal hygiene. 

Woolworths, Spar, Pick n Pay and 
Shoprite collaborated on “We Shall 
Proudly Serve” -  a proclamation of 
solidarity during lockdown: “In these 
extraordinary times, we all need to work 
together to serve our fellow South 
Africans when they need us the most. 
United, we shall proudly serve. 
#FlattenTheCurve #UnitedWeStand 
#21DayLockdownSA.”

Find an opportunity to contribute 
positively, support your community and 
people, and build brand equity.
Be authentic.
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To trigger some 
thoughts of your 
own, here are some 
innovative and 
positive ways that 
brands particularly in 
SA have reacted to 
the coronavirus 
pandemic.

In the second edition of Trend Talk, we shine a spotlight on brands 
making a significant impact in the most positive ways. Challenging 
times have driven brands to think differently, re-invent and be creative 
with two clear stakeholders in mind: Employees and Consumers.
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To subscribe to our newsletter or find out information on crisis planning, tweaking your social media 
campaigns or advice on innovative ways to seed positive messaging, please email info@eclipsepr.co.za
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