FIVE CAMPAIGNS
THAT HIT
AND FIVE THAT STRUCK OUT.
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With diminished budgets and a call for the refocusing of messaging, advertisers and
marketing teams had it particularly tough during 2020. Here we take a look at some
campaigns that navigated the minefield with ease, and some that didn’t fare so well.

Play for the world.

Consumers want compassion, empathy, but also direction during
the COVID-19 crisis. Nike hit the nail on the head with its ‘Play for
the world’ campaign, launched early on in the pandemic. Created
by Wieden + Kennedy Portland, the ad promoted a simple message
through social media, which read; “If you ever dreamed of playing
for millions around the world, now is your chance. Play inside, play
for the world,” accompanied by the brand’s iconic swoosh. Nike's
roster of endorsed athletes, including Michael Jordan, Serena
Williams and Cristiano Ronaldo shared the ad to millions in their
own feeds as well. Later, the campaign also included a video,
which featured footage of regular people working out in their
kitchens and living rooms, alongside a few famous faces doing
the same. This reinforced the messaging of teamwork and was
backed up with actionable interactive content, with the hashtag
#LivingRoomCup seeing famous athletes set workout challenges
for those stuck at home.
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The joy of takeaway with Snoop Dog.

Following a recent merger with Takeaway.com, food delivery
company Just Eat launched a successful global campaign in 2020
with the help of world-famous celebrity Snoop Dog. Created by
McCann London, the campaign ran across TV, out-of-home, social
media and radio, and saw the company’s catchy jingle upgraded
by the rapper as he expressed his love for ‘codles of noodles’ and
‘tacos to the chateaux, - to a beat that viewers can't help but nod
along to. The light-hearted ad was postponed for five weeks while
the team made sure to survey customers and find out if they'd be
in favour of the cheerful messaging, despite the circumstances.
The response was overwhelmingly positive, and the ad launched in
May, resulting in a huge surge of popularity for the takeaway app.
While many brands focused on poignant, heartfelt messaging, Just
Eat proved that consumers in a crisis also responded well to some
much-needed comedic relief.
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NATIONAL CENTRE
FOR DOMESTIC VIOLENCE V]

Abusers always work from home.

Voted as the best campaign of 2020 on marketingweek.com,
the ‘Abusers always work from home’ advert was developed by
Wunderman Thompson for Britain’s National Centre for Domestic
Violence. The film was directed by an all-female creative team
and saw what appeared to be a regular family taking part in
typical lockdown activities, such as Skype calls with their family
and clap for carers. The violent undertone eventually takes hold,
as the mother is chased upstairs by the father and has to lock
herself in the bathroom with her children. The moving campaign
highlighted the difficulties faced by many, for whom home is not a
safe place to shelter. The charity’s CEO, Mark Groves, said support
following the video had been incredible, while outdoor media
owners JCDecaux and Clear Channel provided free ad space for
the campaign.

BEN & JERR 9

We must dismantle white supremacy.

In late May 2020 came the murder of George Floyd and subsequent
worldwide protests in support of the Black Lives Matter (BLM)
movement. Many brands rushed to publicly state their support for
the cause with organised statements and blacked out social media
posts, but Ben & Jerry’s went one step further. The ice cream brand’s
response was one of the most widely shared posts on social media,
despite being one of the longest, and was headed by an impactful
image and the words; ‘We must dismantle white supremacy. While
other brands were accused of bandwagon-jumping, Ben & Jerry’s
post rang sincere for many due to the brand’s long history with
social activism, having been advocates of the BLM movement for
over four years - they had already introduced new flavours such as
Justice ReMix'd. In addition, the brand highlighted actionable steps
to achieve its activism goals, calling for the creation of a national
task force to end racial violence and increase police accountability.
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PAY FOR CORONA
WITH PLASTIC

PAY FOR CORONA
WITHPLASTIC

CORONA gV

Pay with plastic.

The challenge: Nobody wanted to be on Corona’s marketing team
at the start of the COVID-19 pandemic, with rumours spreading
of a dramatic drop in sales thanks to the unfortunate moniker
coincidence. The beer brand rose to the challenge, however, first by
debunking myths about any loss in revenue (there was none) and
launching a joke campaign offering a monetary sum for rebranding
the illness ‘BudLightVirus:

What was the campaign? The piéce de résistance for Corona
came later in the year, with the brand’s thoughtful ‘Pay with plastic’
campaign, where plastic waste was accepted as payment for a

beer in stores and bars throughout Mexico, Brazil, Italy Spain and

Colombia. Launched to celebrate World Ocean Day on 8 June and

in partnership with environmental group Parley for the Oceans, the

promotion also included a limited edition can made of recycled
materials, where for every six-pack sold, volunteers would clean up
one square metre at a local beach. =

Why was it successful? Corona sensed the fatigue felt by many E

for COVID-19 related advertising, and offered a refreshing change

of pace. Climate activism has been somewhat left by the wayside

as COVID-19 and BLM took centre stage, but remains close to the —
HELP CLEAN CANADK'S

hearts of many. The ‘Pay with plastic’ campaign reignited feelings soRe

of hope for a better world, while drawing attention away from the

| PACK =1 METRE! CLEANED

draining situation at hand. This also positioned Corona in the minds
of consumers as a values-driven brand, forgoing actual sales in

favour of important environmental causes.
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Precedented prices.

By mid-March in 2020, it's possible every human on the planet
was sick of the word unprecedented. Nevertheless, ALDI Australia
decided to launch a commercial that revolved around a play on the
word, which kicked off with a gag about another COVID-19 trope;
toilet paper shortages. Created by BMF, the advert ran across TV,
outdoor, in store, digital, social and in catalogues, but was less than
popular with the general public. Following straight on from the
widespread supermarket brawls and panic buying that dominated
the early stages of the pandemic, the joke about toilet paper
seemed particularly short-sighted. While Aldi’s prices might always
be ‘precedented, so too was this unimaginative advert, which did
nothing to address any of the real concerns of shoppers during the
pandemic, or highlight ways in which the supermarket was ensuring
the health and safety of its customers.

NORWEGIAN CRUISE LINES (X}

Feel free to move more.

It’s fair to say the COVID-19 pandemic has been tough on cruise
operators, particularly at the beginning of the crisis, when horror
stories of punters stuck on ships for weeks on end made headlines
worldwide. Norwegian Cruise Lines managed to add further insult
to injury however, with the ‘Feel free to move more, campaign,
which was launched on 11 March 2020. Not only did the kick-off
commercial air during a CNN news segment about passengers
stuck aboard the Grand Princess, the ad inspired rage among
customers who were already having difficulty getting refunds
due to the brand's cancellation policy. The promotion essentially
encouraged consumers to book a cruise for later in the year, despite
the pandemic, in a blinkered cash-grab that seemed to put profits
above the health and safety of its passengers. Furthermore, it later
came to light that NCL had instructed sales operators to spread
misinformation about the virus, convincing them it could not
survive in tropical climes in order to make sales.
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DIAMOND MIST [[X]

Mo’s mad for menthol.

British Olympic Gold medallist, Sir Mo Farah, took legal action in
early 2020 against a vape company called Diamond Mist, over
an advertising campaign which appeared on London buses. The
display ads featured a model who bears a resemblance to the
long-distance champion, with the slogan ‘Mo’s mad for menthol’
in large lettering. Understandably, a pro athlete as famous as
Farah was quick to distance himself from the eliquid campaign,
first tweeting to confirm he had no associations with the company
and second by taking Diamond Mist, its director Mahrokh Amini
Mandehmahalleh, and a connected company to the High Court.
The Advertising Standards Agency soon removed the ad, and the
company faced a hefty pay out.

VOLKSWAGEN [(x]

The new Golf.

In May 2020, Volkswagen ran a social media campaign in Germany
to support the launch of the new Golf model, with a video which
ran across Instagram and Twitter. The video depicted a black man
being pushed across the road by an oversized pair of white hands,
and then flicked away from the new car into an establishment in
the background called Petit Colon - translating to little settler/
colonist. The racist connotations are so glaringly obvious here it's
unclear how the creative teams heading up the campaign missed
them, but it goes without saying that the video faced a furious
backlash from consumers. Volkswagen deleted the clip and issued
an apology, with brand board member Jiirgen Stackmann and
group head of diversity Elke Heitmiiller posting on social media;
“We understand the public outrage at this, because we're horrified
too. It is an insult to every decent person. We're ashamed of it and
cannot explain how it came about.”
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Kindness card.

When and where? Labelled tone-deaf by Twitter users, Airbnb’s
‘Kindness card’ campaign launched in July 2020 was not well
received by the general public. The email campaign was sent to
users of the app worldwide.

What was the campaign? In an attempt to appease the
platform’s hosts, who were told to refund prospective guests for
all cancellations as a result of the pandemic, Airbnb sent an email
to guests encouraging them to send virtual ‘Kindness cards’
to previous hosts, with the option to add a voluntary financial
contribution.

What went wrong? Users of the travel app were less than
impressed, and likened the prospect to paying landlords extra rent
for no reason. With many struggling economically in the current
climate, donating money to Airbnb hosts — who often own multiple
properties — seemed a particularly uninviting concept, especially
for those who have had a bad experience with an Airbnb host in
the past. Some of these people took to social media to express
their disgust at the campaign and further paint the platform in a
negative light. Many hosts were equally furious with the app for
riling prospective guests and requesting charity on their behalf.
Popularity for Airbnb has waned in recent years, often linked to
global issues in over-tourism and difficulty regulating users —
which has led to some horrifying stories in the press prom the
perspective of both hosts and guests. Some of these were then
brought to the surface during the fallout of this new campaign.
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