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Building the most 
influential brands of 
our time

OUR MISSION



Purpose- 
Led

Community- 
Driven

Tech- 
Enabled

Narrative- 
Based

ensuring their scale is 
ultimately to the benefit of the 
communities they serve

galvanizing community through 
meaningful incentives and 
mutual value creation

by world-class data-driven 
innovation that scales globally 
and connects emotionally

to unify all stakeholders  
with one shared story  
across all touch points

Equipping brands to thrive in the 21st century
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Biological Pandemic Cultural Pandemic



5

5

Share perspective, insight 
and useful tools to help 
leaders manage brands 

through the   2020’s.

GOAL OF TODAY 

We are to not here to ‘solve’ or ‘fix’.  
The intent is to provoke conversation & thinking.
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This is a defining moment for all brands.
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The world has turned on its head  
It will not return to ‘normal’.

7

Millions now realize that normal  
was broken & unacceptable.

🙃 😡 😳
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Brands have the 
opportunity and 

responsibility to help 
shape a better normal.

8

if they take it seriously 



62% of people 
believe their country 

will NOT make it 
through the crisis 

without brands 
playing a "critical 
role" in the fight 

against COVID-19. 

Only 33% of 
global 

consumers 
trust most of 

the brands 
they buy. 

Source: Edelman Global Research 2020 9
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What do consumers  
need right now? 

Who can we learn from? 

What principles should  
guide our actions?

10

CRISIS QUESTIONS
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Re-visiting 
Maslow

WHAT DO PEOPLE NEED?

Pre-
Covid-19 
focus

Brand managers are traditionally instructed to 
‘elevate’ their brands above functional physiological 

and safety needs in favor of higher order values.  

This is the traditionally seen as the way to create 
stronger affinity, preference and loyalty.
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Invert the 
hierarchy of 

Needs
Basic physiological and safety needs are real priorities. Don’t 

leap to ‘we’re all in this together’ messaging without first 
addressing the basic safety and social needs of customers and 

employees.  

Spend time mapping how your communities’ physiological, 
safety and belonging needs are being impacted and how to 

meaningfully address them.

Post-
Covid-19 
focus

WHAT DO PEOPLE NEED?
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SIX PRINCIPLES  
FOR MARKETING IN A CRISIS

13

Empathy
A tone that is genuinely 
considerate of people’s 

needs at this time

01

Generosity
Mobilize your assets & 

community to help those who 
most need it, and avoid 

expensive endorsements.

02

Utility + Agility
Only do things that add genuine 
value & constantly assess what 

constitutes value. What was 
meaningful last week may be table 

stakes or counter-productive today.

03

Do it your way
Run initiatives through the lens of 
your brand’s purpose & personality 

so you still build long term value.

06

Hands-on 
Leadership

People want to see your leaders’ 
personal commitment to making 

a difference.

05

Acts not ads
Make a meaningful contribution 
and document the story, avoid 

elaborate productions.

04
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As COVID-19  hit the United 
States,. Headspace quickly 
embarked on the their first-ever 
national campaign to address the 
emerging mental health crisis 
and also close the awareness gap 
on their bigger rival, Calm.

COVID-19

Who does it well?



X
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IMPACT
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Taking 
meaningful 
action requires a 
holistic  strategy: 
top to bottom  
inside & out

https://www.audeliss.com/news/a-open-letter-to-uk-business-in-response-to-blacklivesmatter/


2020

LEARN

This is a journey

(UN) 
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Ra·cial  
In·eq·ua·lity? 
“imbalances in the distribution of power, 
economic resources and opportunities”

WHAT IS

UNLEARN



22

22

Equality
everyone getting 
the same thing

everyone getting what they 
need to succeed 

Equity



23

23

“‘Racist’ is not a vicious 
pejorative, a fixed term, an 

identity…it describes what a 
person is doing in the 

moment, and people change 
from moment to moment.”

‘How to Be An Antiracist’ 
Ibram X. Kendi
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You’re 
either racist or antiracist;
there’s no such thing as ‘not 
racist’



2525ONGOING LISTENING*

JOURNEY TO BEING AN 
ANTI-RACIST BRAND 

(UN) LEARN PLEDGE ACT

* To black & brown voices

ONGOING COMMUNICATION



Originally inspired by internal 
unconscious bias challenges, 
P&G has consistently used its 
voice to encourage employees 
and the public to  
#talkaboutbias through a series 
of provocative, insightful 
campaigns including ‘The 
Conversation’ and ‘The look’.  

ANTI-RACIST BRANDS

Who does it well?
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Depop acted quickly both to 
identify where it can do better, 
commit to tangible actions and 
meaningfully champion black 
members of its seller 
community.

ANTI-RACIST BRANDS

Who does it well?
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ANTI-RACIST BRANDS

Who does it well?
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Depop acted quickly both to 
identify where it can do better, 
commit to tangible actions and 
meaningfully champion black 
members of its seller 
community.
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You can be anti-racist  
in any category.

30

My brand doesn’t have the right or the budget to get involved
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“My name is Hayden Swank, and I am an 18-year-old aspiring NASCAR driver 
and a student at the University of Georgia. Growing up as a mixed-race fan of 
NASCAR was sometimes a disheartening experience. It was frustrating to 
never see a driver that looked like me. Or to know that in over 2600 races and 
70 years of competition, that only one was won by a Black driver. 

Only 1 of the 140 professional  drivers are black.. As I became a competitor 
myself, I came face to face with the main reason that the sport has only 
produced white drivers: money. Minority drivers such as myself are often 
hindered by a lack of financial support that is critical in producing wins from 
the very start of our careers due to coming from lower income households 
compared to our white competitors. Despite these challenges, I have been 
able to produce wins and high championship points placings throughout my 
career. 

I am currently attempting to compete in late model cars in the NASCAR 
Advance Autoparts Racing series. My only obstacle holding me back from 
doing so is the funding required to compete in these series. The backing from 
a group of partners to help me accomplish my goal would cost approximately 
$65k. 

Drivers that I have raced against and bested in the lower levels of 
competition are racing and winning in the upper levels of racing. The only 
factor setting me apart from them is the access they have to funding from 
either their families, or their corporate contacts. 

I do not have access to their resources, and it has hindered my past success 
and future opportunities. The one thing that I can offer brand partners that 
other drivers cannot is my story and my drive. Partnering with me is more 
than purchasing hood space on a race car. I can become a brand 
ambassador, taking their values with me on my journey into becoming one of 
true trailblazers in the world of NASCAR.“

“Drivers that I have raced against and bested in 
the lower levels of competition are racing and 
winning in the upper levels of racing. The only 
factor setting me apart from them is the access 
they have to funding from either their families, or 
their corporate contacts.” 

Hayden Swank 
Aspiring NASCAR Driver



There are 
Haydens in          
your category.

How can you use your power to accelerate their journey? 
How can you contribute to sustainable, structural change?
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This isn’t 
just about 
doing good 
it’s about 
doing good 
business 

FINAL WORD
Companies with More Diverse Leadership Teams… 

Report Higher Innovation Revenue

Companies with below-average 
diversity scores

Companies with above-average 
diversity scores

26%

average innovation 
revenue reported 

by companies

45%

average innovation 
revenue reported 

by companies

Sources: BCG diversity and innovation survey, 2017 
McKinsey & Company Diversity Database

…have stronger financial performance

Likelihood of financial performance above national industry median, by diversity quartile, %

Ethnic Diversity

Top quartile

Bottom quartile 43

58

+35%
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Thankyou for 
listening
If you'd like to discuss your brand’s  journey through 
these crises please reach out to steph@21cb.com

mailto:steph@21cb.com

