THE RESHAPIN

Shops reopen in May 2020,
after Covid-19 lockdown.
Bharuch, Gujarat
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Introduction

- Inthis, the second report in the series, we are exploring the
effects of the Pandemic on brands and marketing, including
communication.

+ We looked beyond the obvious to identify the deeper meanings
emerging from brands and communication and their likely

S B 75 “\ effects on consumption.
- kg > < - + We studied how marketers and brands have responded to the
| | Crisis from the very beginning and what that reveals about the
A\ codes that have emerged through a process of social consensus.
R\ We found that there is a marketing and branding culture in India

that is governed by norms and conventions (codes) that top
decision-makers converge to very quickly.

+  After the first phase of 60 days of Lockdown, marketers and
brand owners now need to consider what they need to do in the
next phase, as we continue to live in the Covid Economuy.

+  As before, with the study on Masks, we have used the

¥\l frameworks of Semiotics to carry out our analysis and draw

' inferences.
- We hope that our analysis stimulates thought, makes you
guestion decisions and begin to consider different ideas for the

{ NS ) next phase.

d ’ - The reportis in three parts. In Part 1, we analyse Government
actions and communication and how that aims to reshape our
minds as Citizens. In Part 2, we analyse how consumerism and
related values have been reshaped. And in Part 3, we take a
closer look at advertising and brand communication.

BN oo - We then put forward our point of view on the challenges going

MR jl ¥ R forward and close with a set of questions to consider.

T

X L ' Hamsini Shivakumar

Leapfrog Strategy Consulting
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As a nation, we stand united to fight a WAR against a virus

A REPORT BY LEAPFROG STRATEGY CONSULTING

THE War metaphor has enabled the rapid and full co-option of
citizens into the virus containment effort. It has made citizens
understand the situation and prepare themselves in specific ways:

Absorb and digest the SERIOUSNESS of the situation, not take it
lightly (as just another flu)

Put themselves in SURVIVAL mode of thinking, registering that
their own LIFE is at stake here

Become willing undergo HARDSHIPS without complaining and
rising up in rebellion

Be prepared to make any SACRIFICES that are required, willingly
Evoke their PATRIQTIC spirit to play their part for the national
good

It has also allowed those

in charge of governance to
equate Lockdown with Wartime
Curfews, thus explaining to the
police and security forces in
charge of enforcement, what is
required of them.

On March 22, from 7 am to 9 pm, all
Indians should obey the 'Janata’ curfew. |
request state governments to help
enforce the implementation of the curfew

No citizen, barring those in essential
services, should get out of th
house on March 22

On March 22 at 5 pm, we should
duly thank people like doctors,
medical personnel, cleaning staff,

: for their service

ht)
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PATRIQTIC sentiment has been consciously stoked and fuelled
through songs, staged events and the celebration of corona

warriors on the frontlines.

Bollywood has taken the lead in creating songs and videos
evoking the will to win, the intent to conquer the virus and not let
it conquer us. Citizens locked away at home have been urged to

show solidarity through various activities
by the prime minister. The purpose of
events has also frequently centered on
celebrating doctors, nurses, delivery staff
as the true Corona warriors risking their
lives for their fellow countrymen.

The celebrations draw from the symbolism
of Hindu rituals - they include the

lighting of lamps, the ringing of bells and
the showering of flowers. The Airforce
carry out a flypast to shower petals over
hospitals.

LYRICSADDICTION.COM

HUM HAAR NAHIN MAANENGE
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Businesses respond as patriotic citizens, not as economic agents

anand mahindra £
@anandmahindra

Whether or not they are used, | want to express my
appreciation to SkanRay, you, Velu and the joint team for
your outstanding commitment and effort... You all made
us proud.

ﬁ Pawan K Goenka £} @GoenkaPk - May 14

SkanRay/Mahindra ventilator, especially designed for Coronavirus, is ready for
production. Thankfully there 1s no demand. Despite the ingenuity and many
weeks of hard work by our engineers, we hope the machines never have to
leave our factories. @MahindraRise

A REPORT BY LEAPFROG STRATEGY CONSULTING

A WIDE range of companies use their factories for the production of
hand sanitizers, ventilators and PPE for health workers and doctors.
They carry out the retooling and production effort in record time
and at amazing speed. It's as if they are energized by the crisis

to showcase the best of themselves for the good of the country

and their fellow Indians as well as fellow human beings from other
countries. CEQ's take to social media to communicate their thinking
as well as their efforts to the world at large.

Many brands produce messages and communication, asking
Indians to stay at home.

HAND
"SANITIZER

s EALLZ

\ S ee

BAL O (237 ml)

\ D Tt

IT'SIN ALL
OUR HANDS
TO MAKE

A DIFFERENCE

Businesses offer their
facilities to produce

the necessary supplies
required for the Anti-
Covid effort and to
remind Indians to stay at
home.
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No longer a WAR to defeat the virus quicklg but truce and peace

A new theme of “Living
with the Virus' is
introduced

A REPORT BY LEAPFROG STRATEGY CONSULTING

AS the lockdown is lifted in a phased manner, the media has
labelled the experience using the versioning analogy from the
software industry, thus calling it Lockdown 1.0, 2.0, 3.0 and now
4.0.

This analogy enables the ‘normalizing’ of the heavy state control
over citizens movements and public behaviours, for the purpose of
controlling the spread of the Covid-19 disease.

The Health Ministry has informed citizens that they need to adopt
a set of 3 actions (masks, social distancing and hand washing/
sanitizing) into their everyday behaviour in order to learn to live
with the virus.

The new phase from June 1st has been labelled Unlock 1.0 to signal
the opening up of many more activities for citizens.

Yet, the complete return to pre-covid behaviours has not been
signaled yet. The State still retains the powers to act swiftly to
shut down or ban activities, if the numbers of infected are looking
too high or the situation looks like it is getting out of control.

Learning to “Live with the Virus” is learning to live with restrictions
which can change every few weeks.

i‘..r
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hindustantimes

ld&d eaSiI‘lg Of curbs The “License-Permit” Raj is back

0 Step-wise relief in red, orange, green zones; all restrictions to stay in containment areas

THE NEW RULE BOOK
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In lockdown 3.0, which will continue for 2 weeks from May 4, the WEIE e
government has given area-specific relaxations

What's allowed in red zones?

m Private offices can operate with up to 33%
staff strength

m Movement of vehicles in certain cases, but
with just two passengers besides the driver

m Industrial activities in urban areas limited to
Special Economic Zones, and
manufacturing units of essential goods and
pharmaceuticals, among others

m Construction activities in urban areas
restricted to where workers are available
on site

m Standalone shops and shops in residential
complexes

m Commercial establishments such as print
and electronic media, and IT and IT-enabled
services are allowed

(All major metro cities such as Delhi, Mumbai,
Chennai, Kolkata, Hyderabad, Bengaluru and
Ahmedabad are in red zones)

WHAT ARE THE ACTIVITIES BANNED ACROSS INDIA?

Domestic and
international air travel

cleared by govt

of passengers
Passenger movement | inafew cases

by trains, except those

Interstate buses for T C
public transport, except hospitality services

Metro rails; schools,

-
;‘.,:f';:?:_ e 9:""4&
| ﬂ '-:f, % :13
r ety
What's allowed L
in orange zones? \ it districtsin | districtsin | districtsin
in addition to activities 5{" mred zones |orange zones, green zones

allowed in red zones,
orange zones will allow
taxis and cab aggregators
{(with one driver and two
passengers); and
inter-district movement of ____ 5
individuals and vehides & .
(For permitted activities)

What's allowed ol 9
in green zones? 8

In addition to activities
allowed in orange zones, in
green zones buses will
operate with up to 50%
seating capacity and bus
depots with 50% capacity

Other highlights

m Movement of people for all
non-essential activities not
allowed between 7pm and 7am

m According to an MHA official,
standalone liquor shops will
open in all zones (except for
containment areas). Also, shops
selling liquor and tobacco
products can't have more than
five people at a time

m Aarogya Setu app a must for
govt and private employees

All cinema halls,
shopping malls etc.

All social, political,
cultural and religious
gatherings

colleges and education-
al institutes; and

other than those for
essential employees
and those stranded

All major cities now part of 130 red zones

Vijdan Mohammad Kawoosa and
RhythmaKaul

e letters@hindustantimes com

somerelaxations.

removed 92districtsfromthe 170  them.
it had classified as Covid-19 hot
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tories (UTs), but only four states
The Union health ministry are home to more than half of

In the fresh classification,
NEWDELHI: The Centreon Friday  spots on April 15 and added 52  which will be followed by states
listed 130districts ashotspotsof new districts to the list, leaving and Union territories for a week

RATION FOR
3.9MN MORE

NEWDELHI: The Centre

Many restrictions placed on citizen's movements and freedoms
as well as the ‘permitted’ ways to get their needs met

Relaxations given are also conditional - they can also be
revoked if infection numbers rise

Home Delivery, Work from Home - the home is the fortress that
protects citizens from the virus and its spread/transmission

Offices, factories and workplaces have A
to adhere to new sets of regulations in
order to be operational

The Government and
all forms of authority
acquire a high level of
directive control over
citizens and therefore
over their consumption
habits as well

BUSINESS
INSIDER

COVID WARS

Lockdown extended till May 3

Places are open and shut by
government as per the level of concern
around the infection rate

MAY THE FOURTH
be with you!
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Group Membership trumps individual choice and individual rights

INDIANS were addressed by the PM as citizens and countrymen.
They were asked to perform their duty and responsibility as citizens
to fight the battle against the virus, celebrate and support front-line
health workers and stay at home, until permitted to move about
outside. Thus, citizenship was brought to the forefront of public
consciousness.

Indians also realized that

the residential building and
neighbourhood where they
lived, was the first community
membership that they had to
become conscious of and the
first boundary to be mindful

of. In the battle against

the disease, Indians had to
compromise on both individual
choice and pleasures as they
could not go out and there
were only essential supplies
available. They also had to give
up their freedom of movement
in order to contain the spread of
the disease and do their part as
responsible citizens.

OF MUMBAI POLICE

This area has been declared as Containment area’
s a resident Is found POSITIVE in Corona Virus res
The Entry To This Area IS Restricted And Violation
0f Rules Is Punishable.

Maintain social distancing. Stay sale

-By Orders.

RAC ARS
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Citizens have a whole new experience of law enforcement

DURING the lockdown, citizens saw much more patrolling of streets The Police use both
and spaces by the police forces. Normally, the police has a limited carrot and stick
presence and role to play in the everyday lives of citizens in the big
cities and smaller towns. Indians believe that they can bend and
fix the law, especially traffic rules by paying money to the force.
Largely, most transgressions can be fixed with enough money. mandate

approaches to enforce
the “Stay-at-Home"

For the first time, Indians had an experience of what law
‘enforcement’ can be, as the police patrolled the streets and pushed
citizens into their homes, especially in containment zones.

At the same time, they
also saw a human,
creative and fun side
to the police force as
the police tried to enlist
the support of citizens
in the endeavour to
keep them at home and
to channelize citizen
energy towards the
Covid war.

A REPORT BY LEAPFROG STRATEGY CONSULTING 10 ©2020 LEAPFROG STRATEGY CONSULTING



Adaptive ingenuity blossoms as new ways have to be found to survive

AS many sectors remain shut due to the lockdown or can only
operate under very stringent conditions, businesses in these
sectors need to find ways to survive. They fall back on sheer
enterprise and adaptive ingenuity.

Hotels which would otherwise be shut, convert themselves into
guarantine centres with the support of state administrations.
Travel companies start operations in home delivery services.
Textile companies produce PPE for hospitals and the medical
fraternity. Restaurants convert their kitchens and retrain their
staff for home delivery.

Existing delivery apps and e-commerce companies quickly expand
their operations to deliver a whole range of
products that they didn't earlier. The local kirana

* finds ways to cater to the needs of people by
bringing them what they want, including difficult
to obtain items.

> Wg
= AL Even in Unlock 1.0 after June 1st, running
¢ % | MCHUPAT | businesses under the new conditions of the
B J@*flfi '- Covid economy - strict rules for controlling
t‘@ﬁ | | the virus spread and much lower levels of
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demand, requires a very high degree of adaptive
ingenuity to survive
11

MakeMyTrip Launches Gourmet Meal Delivery
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& TiNewsNetwork © 15May2020 @ 255  shoce [N i
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MakeMyTrip has rolled out an online gourmet delivery service in partnership with luxury and premium hotel chains
and independent properties across cities in India. With traditional dine-in experiences coming to a grinding halt
due to the coronavirus pandemic-triggered lockdown, MakeMyTrip aims to bring culinary experiences from top

restaurants to the doorstep of discerning customers in Delhi, Mumbai, Chennai and Bangalore.
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New value filters to requlate consumer behaviour

PROUDLY INDIAN

o ¥ ._::E.: i
SUPPORT SWADESHI o PROUDLY INDIAN
or I..;; LTI o ::::' -.'I::EI h ._ ! _1:.'_
o P . e -
|

THE government's concerted push towards reshaping the mindsets Rising salience and
of Indians as citizens and the lockdown experience results in consciousness of a
a different set of values gaining in salience and celebrated as

part of culture. These become filters for assessing consumption
behaviours. Many of these were trends even prior to the pandemic,
but they gain greater momentum in the Covid economy and linger
on into the post Covid Society.

different set of values

FROOTI AND ALIA ARE

— Patriotism:
2 aa N o g | i . — Swadeshi vs. Videshi ... Local (Indian) brands are more ‘cool
s AR and 'desirable’ than International brands
— Discipline, obedience and compliance
TPM'S CORONA MANTRAS  #SelfReliantindia [ soa | - fur}'r:‘g;'nsurﬁzrzsr;d Adaptiveness
5 PILLARS OF SELF-RELIANCE a FE720] e s
PILLAR 3 — Everyone must acquire digital familiarity
SYSTEM — Concern for the community and clan over focus on oneself:

— Sharing and caring
— Environmental consciousness
— Simplified living, questioning mindless spending
| = — Purposeful living
“Jm T, e s — A search for a sense of mission, pride and fulfilment vs. focus

MAICERANITE e entirely on lifestyle enhancement
'FIRST PILLAR IS ECONODMY WHICH '

SHOULDN'T FOCUS ON...

A REPORT BY LEAPFROG STRATEGY CONSULTING 12 ©2020 LEAPFROG STRATEGY CONSULTING
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The consumer was King and the citizen was entitled

The post-liberalization
arrangement and
understanding in India
of the ideal relationship
between citizen,
consumer, business and
the government.

A REPORT BY LEAPFROG STRATEGY CONSULTING

AFTER the 1991 economic liberalization process, urban consumers
and those who had money learnt that as consumers, they could
be Kings. Businesses worked very hard to satisfy and delight
consumers and those who had money could buy whatever they
wished. Money enabled Indians to address gaps of governance by
buying products and services to bridge the gap. Bad water? Buy
water purifiers. Polluted air? Buy air purifiers. Noise pollution?
Listen to music on your headset. They were seduced to shop

with discounts and offers, with low prices, with a huge variety of
products and services as per their liking. An
Indian with money to shop with, was a King.
Helshe could be excessively demanding of
business, especially in terms of customer
service and customer experience.

At the same time, as citizens, rural voters and
the urban poor were given a slew of rights
which became their entitlements with no
expectation of reciprocal obligations to the
State being demanded from them. Whenever
the economy ran into trouble or sectors had
issues, business could lobby the Government
for bail outs and special privileges, as
consumption is the engine that powers the
economy and sustains GDP growth.

14

Amazon Fashion OUR BIGGEST SALE EVER!

~—7 Up to 8% of f*
\Iglé E I:ﬁRECJSBI_EI Flat ¥1,000 Cashback* ‘ :E;i;@

*Min. Trn: 5,000; Max. Cashback: 1,000 T&C apply

SALE

LAST DAY TODAY

0/ INSTANT
1 0 A] DISCOUNT
“Min. Trxn: ¥3,000; Max. Discount: ¥1,000 per card.
Validity: 18™ - 23" Jun'19. Alse valid on EMI Trxn. with SBI Credit Card, T&C apply.

OSBI = |osBI cardJ
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Citizenship trumps consumerism; self-reliance wins over entitiement
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Sbl Card

Make life simple

)))

VISA

Signature
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CITIZENS are addressed directly as such by the PM. They learn that
even in the toughest of crisis, they have to learn ‘Self-Reliance’
‘Self-Reliance’ (Atma-nirbharata) is a virtue that every Indian needs
to cultivate so that he/she can triumph over all challenges that
come their way.

The PM believes that while the government can help the citizen up
to a point, ultimately, he/she has to help himself to overcome any

crisis that he encounters in life. There are no free lunches, though

there can be subsidized lunches for a while.

The Government can enable citizens, give them a leg up and give
them access to the basic requirements to live with dignity, using
technology and other means, but it is always on a contributory
basis. If the State provides a free Gas connection, the user then has
to pay for the cylinders that he/she consumes.

Citizens as economic agents have to take charge of their own
agency to assert their human dignity. Dignity cannot be bestowed
upon them via grants from the State, but is earned by them by
paying their way too. This principle holds for the poor villager as
much as it does for the Industrialist approaching the Government for
subsidies, tax waivers and the like. Or even a bail-out in the context
of a bankruptey or business collapse.

The power of the

State is used for social
engineering and to ask
for reciprocal partnering

from citizens
Bmwrtz= (B S LS
4 SANIIV KUMAR GREWAL ::m

"JI Y0OB: 1991

-1 Y MALE .E%Ei
0 AR T (=]

HARYANA 4

P353PYHAA

A Health coverage upto

g&/j\% INR 5 lakh per family

' * ! per year for secondary and

e tertiary care hospitalisation
TR\

M-JR AYU i H,M AN

BHARAT
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What happens to the values that underpin India’s consumption?

The new, nhew status symbols

o v . Q
I r

CONSUMERISM celebrates individual choice and the pursuit
of pleasure. It is often combined with political liberalism as an By - TOI Crest | Created: Mar 13, 2010, 00:00 IST
ideology, celebrating personal freedoms (individual's autonomy
from the group and group pressures) and indulgences (hedonism).
A market should provide a thousand or even a million options to
consumers so that each one can get exactly what he/she wants v This's for
and likes so that he/she can shop and find a way to fulfil not just i 527 L my Facebook,
needs, but every want and every desire, to the maximum.

Materialism celebrates acquiring possessions as the ultimate
marker of a successful and well-lived life. Find a way to acquire
the wealth so that you can have unlimited possessions - a fleet
of cars, any number of houses, cupboards full of clothes, shoes,
jewellery, accessories, paintings, art, music, whatever takes your
fancy.

’" Banks' Retail Lending Woes - Age of Duopolies
= INDIA °

\ {55~ Aspiration celebrates the intent to do better in one's life, moving
up the social class ladder by making more money, reaching the
top of one’s profession, getting more fame, more of everything.

Consumerism, materialism and aspiration as life philosophies
work in mutually reinforcing ways to fuel the consumption based
economy and society. They work to move people from need based
consumption and savings orientation towards desires and wants
based consumption and spending orientation.

A REPORT BY LEAPFROG STRATEGY CONSULTING 16 ©2020 LEAPFROG STRATEGY CONSULTING



The new realities put brakes to the expression of CMA

SHOPPING pleasure can no longer be unlimited, with money as the Consumerism,
only brake to pleasure. Pleasure and indulgence is constrained by Materialism and
access (will restaurants be open?), safety concerns (can | try on
clothes before buying them, is that safe?) and consciousness of the
collective (will my neighbours be OK if I host a party for 50 people at

Aspiration are now
tempered by access

my home?). [movement boundaries),

safety concerns and
The flashing of material possessions as indices of social success consciousness of the
may not be applauded but envied. So the pressure to share or in group, of collective

some way enable more people to share in one’s success may be felt
and this would shape purchases and expenditure. Either one spends
in a more “social” manner or one doesn't spend at all.

preferences. As
well as by economic
uncertainty.

IF YOU DONT

KILL POLLUTION
T WILL KILL

pag SNl \ _
‘\\JY Y .

Aspirations are tempered by economic uncertainty and the need to
take care of one's financial security.

It is also possible that environmental consciousness among young
people in their 20s as well as 30s, also reinforces these limits

and brakes. It enables the narrative of limiting consumption into

a positive (virtue signalling) instead of a negative (downgrading,
deprivation).

*

A

{ b
| 4

4

A a, N/
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Extreme safety measures result in joy-less spaces and experiences

SPACES and experiences are now being re-designed with a
singular goal, that of controlling the spread of the virus, of
preventing any potential carrier from entering the space and to
ensure that the space stays uncontaminated.

This includes air travel followed by office spaces. When
restaurants and malls open, the government issued guidelines and
protocols could end up having the same effect.

The goals of consumerism - pleasure, enjoyment

GOV = and fun and the goals of health officials -
N SR lowering the chances of the spread of the
AlIR PASSENGERS z . . -
infection down to zero are on a collision course.
FROM ORIGIN TO

Extreme safety measures, created to achieve
the system designer’s goals of sustained low-
no infections completely negate and remove

AIRPORT - DO’S /3 ,

H Social distancing and minimum touch plEGSUfG, enjogment ﬂnd fun.

Agreeing to the self declaration form &
Q bl o Travel, eating out and shopping become activities
By [iital payments & use of Authorized taxis undertaken out of necessity and need, not desire
P — and enjoyment. This will have the effect of
/i. 7T it R R suppressing the consumption economy.

> o Vulnerable persons such as very elderly, pregnant
h ladies, passengers with ailments are advised to
avoid air travel
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Advertising is an expense when it doesn't bring in sales

of the coronavirus outbreak. (Photo: iStockphoto)

Covid-19 impact: Advertising sector
can’t survive without govt relief, says
AAAI

1 minread.Updated: 16 Apr 2020, 10:23 PM IST

A REPORT BY LEAPFROG STRATEGY CONSULTING

20

SOON after the lockdown was imposed and its time line was not Businesses pull back
clear, businesses had a quick realization that their revenues were from udvertising in

likely to crash. With people confined to their homes for 21 days
and longer, even 50-60 days, many services shut down, with only

the lockdown in order

essential products and services made available, all businesses to conserve CGth and
faced massive disruption to their operations. protect the business
AS . reSUIt’ mﬂng If nOt mOSt Home > Industry > Advertising > News Broadcasters Association asks for GST relief on

businesses cut back entirely on

media advertising in traditional media
channels - outdoor, print, television.
While consumers were spending more
hours at home and in front of the
television, businesses still chose to cut
advertising, because the link between
advertising and sales was broken by
the lockdown. With consumers buying
what is available rather than what they
prefer, campaigns no longer contribute
to choice at the point of purchase.

advertising for broadcast

(Photo: ANI)

News Broadcasters Association asks for
GST relief on advertising for broadcast

1 min read . Updated: 14 Apr 2020, 06:49 PM IST
LataJha

The association wants 18% GST on advertising for broadcast media to
be either removed or reduced to 5% on a par with print media

©2020 LEAPFROG STRATEGY CONSULTING



Brands converge on a set of communication codes

BRAND communication converged into a set of norms or codes Businesses continue v | This is not an ad

pertaining to the “right” stance, tonality and messages for to follow the Laws of iReAD fTOhri SL'I;EE L;z};u c P

sustaining consumer connect and touching the hearts and emotions anding to secure service message. o THE ONES'WHO
of consumers. The speed with which this alignment was arrived _ BT WATEH OVER

at, reveals the extent of similar thinking in marketing/advertising their fuwre_ after the s A
circles and the presence of a marketing culture in India. pundemlc IS gone !

gle Search I'm Feeling Lucky

We identified seven codes used by brands to take the high ground in | Py
their Lockdown communications. pe——— 7l HBfaran Rece
COMMUNICATION CODES: TAKE THE HIGH GROUND IN A CRISIS WUHAN SE YAHAN LE AAYE...

. o . v

'\\
BE A WELL WISHER, FRIEND AND PROTECTOR OF THE PEOPLE, NOT A SELLER g 8 R Vb,
ATTITUDE OF GRATITUDE \ AT
BE THE VOICE OF HOPE ol = Amul
— . X . . - 1;.:'__ _.,."If h _HOMECWING
ACTS, NOT JUST ADS - 8 SCE SNACK!

SENSITIVITY OVER OPPORTUNISM

SHOW SOLIDARITY - SIGNAL WILLINGNESS TO GO THAT EXTRA MILE Kal ke mazboot jod ke liye,

PEOPLE USE HUMOUR TO LIGHTEN DARK TIMES, BUT BRANDS STAY ON THE SIDE LINES aaj thodi dooﬂ maintain karona
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Friend & Well Wisher Stance

Lifebuoy and Dettol present themselves as focused on public welfare, not selling

This is not an ad (i)
for Lifebuoy. S
This is a public

service message.

Know the rnpt guide that F.LLG.H.T.5 the coranavirus

Not just Lifebuoy.
nloor or Bodirej No

oy

Py ~ ]
_.[I & J ‘ ) k '1‘
L&
‘Wash hands with Cover your face when  Avoid close contact with amyone
soap snd waber sneezing and coughing wih has & fever oF cough

B § &

H you have fever or cough, Awokd direct contact Anodd consumplion of raw
sook modical care immadiately.  with wild animals or undier cookied moat

*As per the WHO guidelines, effeclive handwashing should be dome lor no less than 15-20 seconds lo ensure removal of germs
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This is a public
service message
from Lifebuoy
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WASPADA
WABAH

CORO

VIRUS —g&

Attitude of Gratitude

Mahindra, Google and Cadbury remind us to express our gratitude to those who support

and protect us and take the risks themselves

e e

..- t,,_

-9 Parking
Admin Staff ' Asslstant

(%

A BIG

¥
G A
Mahindra Home FInaNcE o I d \.-"":
-

THANK YOU

to our

DOCTORS |

NURSES

MUNICIPAL WORKERS | -
POLICE il

and ALL OUR

- OTHER HEROES -
for keeping us safel

o

| Go g‘aﬂ

Google Search I'm Feeling Lucky

To all food service workers, thank you

Googlges,

Resources to help teachers during cononavirus
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Voice of Hope Sensitivity Over Opportunism

Coca-Cola and Pampers remind us that there is a lot to be optimistic about in this world Brands that tried to be opportunistic in using the situation for sales got panned in social
media for lack of sensitivity and rapped by ASCI for false claims

_VIUHAN SE YAI'IAN LE AAYE...

7 -\‘
-_f" W

MUSHQILEIN HAIN _'“' ' UMMEED WAALIDHOOP::

Acting Tough

Products ?

plugging anti-
coronavirus

| B

claims ASCI Stance: | Retailers: WHO:
Mattresses Will ask Virus Industry,
e advertisers resistant governments
ay \v> to suspend claims of shuuldﬁsten up
e R ads with products scientifically
| l M R, Disinfectants | faise claims | flooding proven
} T A m u I '@ immediately store shelves products
' /4 0 vll o ~ lies!,
: i B T4 There have been various ‘virus
~ , G O E HOMECOMING £ resistant’ foods on store shelves that "?.3
I | i v Pan /Haﬂ 2 - SNACK! L4 too claim to fight off the deadly virus
HAANA MUSHGI ' %
‘m UMMEED U BADI :‘e ,, (el
' kentrosystems : 2= kentrosystems : 22  kentrosystems
i - ' : A\ @ Now Don't Compromise On
Pampers _ . \ Are You Allowing Your Maid To Her Hands May Be Infected. Health & Pl.ll'lty

Knead Atta Dough By Hand?

Bring Home

KENT ——

Atta Maker "l

Bread Maker

.....
......
.,_l‘:"

#WelcometotheWorld

Smart Chef

: .. .._-.' _'v: 3 - s . f '_'1.:I - ‘
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https://youtu.be/XKoz-4slpd8
https://youtu.be/rkgXbADmCFI

Acts, Not Just Ads

A slew of brands took the stance that actions speak louder than words and will garner
more consumer goodwill

John Distilleries, Nivea made hand sanitizers

Welspun, Khadi Gramodyog made face masks and PPE

Taj Hotels, JW Marriott and Ginger Hotels provided food to migrants
FDCI set up a Covid Relief Fund to support young designers

Fashion Brand Bhaane fed street animals

Byjus provided free e-learning. IBM made all its cloud services free for three months

_' | l -
A ! =
"

B e

A Y | |
i .= ' . (F
COVID-10 il it |

' JOHN WATLING'S DISTILLERY MANUFACTURING HAND SANITIZER [ 1@

e ammzs]l  1BM Cloud
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THE LEARNING APP

Going the Extra Mile

Brands opened up the most sacred aspect - their identity and their core promise for
conveying Covid safety messages ... signalling their solidarity with people and willingness
to go the extra mile for them

Tﬁc I

Mahincdra

©CENTRAL

BRAND.NEW

Kal ke mazboot jod ke liye,

aaj thodi doori maintain karona

THE
ULTIMATE
BOND

FEVICOL
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Themes for Consumer Connect

TVS =it

OUR 83 STORES e Nedanin WE SALUTE YOUR SELFLESS

SERVICES TOWARDS ENSURING
periods (L0 - 3.0), and especially in the first ARE STOCKED UP A HEALTHY TOMORROW #COVID19
lockdown was based on themes that talked WITH GROGERY

to the new consumer reality. The themes ESSENTIAIjS_
ranged from the emotional to the practical, We are open to serve you

L. s from 7am to 11pm.
pointing out the positive that could emerge .

from the lockdown experience as well as

BRAND communication during the lockdown

India's Learning Won't Stop

|
educating people on staying safe.
"5”‘""" “5”&'3*\ fmh =

PO AAP RAKHEIN DHYAAN APNO KA, fﬁ"ﬂ;{? PLANT .,"1';,
THEMES: FOCUS ON PEOPLE'S EMOTIONAL & PRACTICAL NEEDS AS Shxr il o i s
WELL AS THE PREVAILING SENTIMENTS DURING THE LOCKDOWN Thank you Customers for your Love, Care & Trust. ome. e

Safe&Clean [=—tiinuum gl . " :

_ Shopping e R : i
FAMILY, HOME AND TOGETHERNESS ﬁ 5 SR E:ff:"““" s L
EVERYTHING FROM HOME - STAY AT HOME e gy [ e——— pan 4| | —

ﬁ]@@ : ‘ﬂ:f #HereFurYuuWhenltMatters = g
HARNESSING THE POWER OF TECH - RAPID SHIFT TO DIGITAL PLATFORMS e = -
RESPONSIBILITY AND DUTY fém

: —y :

SAFETY EDUCATION, PRACTICAL INFORMATION S S T

G’ SHOPONUINE |- OURSTORES AREOPENFORYOU
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Brand:
Pre-Covid

An entity focused almost entirely on commerce and doing
business.

Addresses people as ‘consumers’ and ‘shoppers

Intent on creating ‘markets’ out of all human needs, wants
& desires

Flagbearers of the ideologies of Materialism, Consumerism
and Aspiration.

Core Belief:

“Hell is a place where there are NO SHOPS, NO CHOICES
AND FEW PLEASURES"
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THE SHAPE-SHIFTING BRAND
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Brand;
During Covid

An entity that has concerns beyond commerce and
business.

Addresses people as citizens and human beings.

Being HUMAN is the most important value of all, the
greatest priority in a crisis

Flagbearers of the ideologies of Humanism, Nationalism,
Patriotism

Core Belief:

“Hell is a place where there are NO HEALTHY, HAPPY
PEOPLE — ONLY DEATH & DESTRUCTION®
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Pre-Covid:
Branding 101

The Brand is a Fixed Point in consumers’ mind space

The USP

The “One” Concept or Idea
Clarity

Consistency

Repetition
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THE BRAND
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During Covid:
A New Rule Book

The Brand is a shape-shifting entity in consumers’ mind
space

The brand is responsive to changing context. It responds
to situational requirements as they arise.

The brand has multiple faces through which it addresses
people.
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Pre-Covid: During Covid:
Branding 101 THE BRAND A New Rule Book
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Citizenship and Consumption

A REPORT BY LEAPFROG STRATEGY CONSULTING

In the pre-covid past, citizenship and consumption had no
connection with each other. Marketers and brands could safely
ignore nationalistic sentiments if they wished to. Their focus
was on the adage that the Consumer is King.

Now that national interest is considered primary and citizenship
is gaining rapidly in importance, how would this impact
consumers expectations from brands?

If the duties, responsibilities, sentiments and qualities of
citizenship are more salient than the wants and desires of
a consumer; the Indian is first a citizen and only then a
consumer, how would consumer behaviour change?

When the values of citizenship act as a filter to consumption
behaviours and practices, would a sentiment of good for me and
good for India come to prevail, especially amongst a segment
of Indians, creating a specific type of sub-culture of patriotic
shoppers?

30
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A REPORT BY LEAPFROG STRATEGY CONSULTING
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In the pre-covid past, the Consumer was King and the prevailing
ideologies of consumerism, materialism and aspiration (CMA)
were the engines driving consumption. Now, the CMA ideologies
have taken a backseat and the consumer is stressed and fearful
(beleaguered).

Now that the consumer has experienced or fears loss of income
and spending power, how will their consumption change? Will
they do simple downtrading? Or will they buy less but of higher
quality? Will they seek affordable indulgences to retain the feel-
good factor about consumption?

If the extra pre-cautions for absolute safety create joyless
experiences of travel, eating out and shopping, how can the
consumer bring back joy and pleasure into their experiences?

An essentialist mentality is being imposed, focusing
consumption on needs. Will wants and desires be entirely
suppressed?

What is the right balance of safety and pleasure in brand
communication that will build consumer confidence and activate
demand?
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The Humanist Brand and Communication

- Inthe pre-covid past, Brands were entirely focused on selling
products, commerce and business. Brands only thought of
people as shoppers and consumers. During the Lockdown,
brands shifted their stance away from commerce to humanism
and patriotism.

Now that a longish period of ‘living with the virus' / the Covid S E L |. E R H U M A N PATR I UT

Economy can be anticipated, what should be the stance of
brands?

Should they drop their humanistic and patriotic stance and go
back to selling and commerce? Would this not be regarded by
consumers as being insincere and hypocritical? And thus erode
trust.

How can brands achieve the right blend of values and tonality
for the various stages of the Covid Economy? To retain
consumer trust and affinity?

How do they retain the tonality of sensitivity and empathy while
still making a hard push for sales? How do they navigate the
fine line between political correctness, genuine concern for
people and the imperatives of sales? Should they adopt a softer
tonality (which may not sell as well) or a hard hitting tonality
(more impactful for sales)?
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How the Leapfrog Team can help you in your efforts to adapt

to the changing context and regenerate growth

Semiotic Brand Audit to
identify under-leveraged
| . yetrelevant Qualities and
T * Values of your Brand that
- are particularly relevant
today.

Deep dive into Safety Deep dive into Affordable
Codes to get to the right Indulgences: Premium and ﬁ e,
balance between safety, Aspirational while still |

confidence and pleasure in  delivering Value. =
your category.

Identify how to use these signs and codes in your AN 2 AN dentify how best to
packaging and communication P~ /AN changing fast. leverage your brand as a
B . we Learn how Ashoka fellows  [ESTULEENERREETITC
¥ "N in 90+ countries are

A REPORT BY LEAPFROG STRATEGY CONSULTING

Getting to the Right
Tonality in communication,
especially for specific
audiences. Identify the
right communication codes
to use.

dentify how to create
the most effective
communication
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Rasika works as a Hyphenated Sumeet is a Marketing Semiotics Aarushi is a writer and research Pranab began his career in national
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FAIR USE NOTICE:

This report contains copyrighted material such as brand logos, packaging and advertising the use of which has not been specifically authorized by the copyright owners. The copyright belongs to the brand
owners and our work in no way infringes upon the same. We have referred to these materials in order to comment, critique, report and research the same, in order to advance understanding of brands and
communication. We believe that this constitutes a fair use of such copyrighted material as provided for in Section 107 of US Copyright Law.

If you wish to use copyrighted material from this report for purposes of your own that go beyond fair use, you must obtain permission from the copyright owner.
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