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COVID-19 continues to cause disruption across the marketing ecosystem; mirroring the changes taking place 

along the consumer experience journey.  This is forcing unprecedented action from marketers, brands and 

retailers to pivot in step with the evolving behaviors and expectations of society. Things that were previously 

delayed until capital investment and business plans were in place, are now being created at hyper-speed. 

With media content consumption nearly doubling in the U.S. recently and e-commerce surpassing upper 

growth projections, now is the time for those of us in the business of retail and commerce to ensure we are 

positioned to meet, match and exceed consumer needs. 

There is little doubt that consumers worldwide are currently juggling a new set of responsibilities as they 

adjust to their changing routines and seek whatever means possible to stay (and feel!) connected. Some 

brands have been quick to pull previously scheduled ads or postpone campaigns that tonally don’t fit with the 

current environment and consumer mindset.  Others are showing up with unprecedented creativity as they 

find unique ways to remain relevant to consumers.  Those capable of quickly leveraging the rapidly evolving 

infrastructure of digital commerce and delivery are moving to the frontlines with consumers and playing their 

part in keeping our economy going.

In Part Two of our Creative Commerce trends series, Geometry looks at the five ways marketers and
brands are reimagining existing channels and business models to maintain positive relationships with
consumers during this time.



As sports leagues, musicians and event producers 

all face the reality of cancellations, the marketing 

world is beginning to wonder how will our definition 

of ‘experience’ change in the aftermath of 

COVID-19?

In recent days, live streaming and virtual venues 

have cemented their position as an alternative 

means of entertainment. Brands are innovating to 

create digital versions of traditional offline 

activities and shopping excursions, such as travel, 

museum visits, theatre performances

and even car shopping. The ability to harness 

technology to deliver on consumer expectations 

between the real and virtual, will set the tone for a 

future that may rely less on the physical gathering.

Emerging virtual versions of 
traditionally offline experiences.
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How Brands are Bringing this to Life.

“Chipotle Together” uses zoom to create virtual hangouts with celebrities and musicians on Twitter, and offers

prizes and free meals to attendees.

Budweiser, Rémy Martin, Carlsberg and Pernod Ricard, among others recently joined JD and 
Taihe Music Group for an online clubbing experience. Each week, the Chinese e-commerce company has invited 
musicians and DJs from Taihe to hold a three-hour live show and introduce liquor products for viewers to buy in a 
single click.

Taobao Live, the live-streaming unit of e-commerce giant Alibaba, has been hosting an average of 300 

livestream events daily enabling over 1,5000 car dealerships to reach consumers digitally to offset the drop in 
sales expected in offline sales.

Westend and Geometry Hungary are working together to create an online platform that replicates the shopping 
experience of the largest shopping mall in the country via a virtual walk through the corridors of the mall.

The Metropolitan Opera in New York City is offering free nightly live opera performances streamed on its website 
or apps for at-home viewing on Apple, Amazon, Roku devices and Samsung Smart TVs.



Across the globe, people are suddenly 
faced with an unprecedented new reality 
of balancing not only their health but an 
increasing set of responsibilities. As 
caregivers and families with children take 
on the role of parent, teacher, nurse 
and employee, brands have been stepping 
in to ease the pressure by temporarily 
adjusting existing business models and 
making subscriptions more accessible.

With this spike in engagement, it will be 
interesting to see if the demand for these
at-home services become long-term 
propositions. The role that brands can 
authentically play serving these needs for 
people may last well beyond this pandemic.

Source: Unsplash

Brands alter business models 
to lend supporting hand.



How Brands are Bringing this to Life.

Amazon removes subscription from all children’s content across its platforms, and Amazon’s Kindle offers two free 
months to its unlimited e-book service for those who are passing time by reading.

LinkedIn is offering free hiring resources to companies in healthcare, grocery, warehousing and freight delivery, as 
well as disaster relief non-profits, to help find people with the skills and experience to fill critical frontline roles. 
LinkedIn members that have relevant skills that fit these open roles will receive automatic real-time alerts and emails 
that inform them so they can apply immediately.

HBO, typically a premium subscription is offering 500 hours of free streaming programming, while US-based fast 

food chain Popeyes launched a social media activation giving fans a chance to score login details to a branded 
Netflix account and stream for free.

Many educational subscriptions including Babbel and Skillshare, and mental health apps including Headspace in 
US and Unmind in UK, have made their platforms free for health professionals.



Everywhere we look, we are seeing and hearing 
messages of positivity as brands lock arms 
with governments, consumers and those on the 
frontlines. Against the backdrop of this global 
pandemic, those that have actioned against  
their messages will resonate most with 
consumers in need of a supportive, trusted 
brand.

This is truly the time to match word with 
deed. Creating actionable content or 
communicating your brand’s involvement in 
helping society will resonate with consumers
in need of optimism and hope.

Be the voice of positivity.



How Brands are Bringing this to Life.

Coca-Cola Company’s Innocent juice brand invites its consumers to write small messages of encouragement 

which will be printed and sent with bottles of smoothies to staff in hospitals.

Snapchat’s “Here For You” is providing users easy access to resources when they search for topics related to 

mental health, such as anxiety, depression, stress, suicidal thoughts and grief.

Hotels in central London are offering beds to vulnerable populations and hosted an initial 300 bed trial to 

homeless charities.

Frédéric Blondeel, Brussels based chocolatier, is delivering emergency chocolate to help brighten the days 

of quarantined and self-isolating Brussels residents.

Sleep brand Helix is donating over 155 mattresses to hospitals and is allowing health care workers to 

purchase its products at cost.



As social distancing and quarantine 

become the new normal, brands are 

realizing they play a critical role in helping 

people solve for their new reality – and 

thrive in it. From home projects to self-

maintenance, consumers are trying to 

make the best of an impossible situation 

and brands are right by their side.

The key here is authenticity. Explore

how your brand can help to deliver 

on a specific consumer need or even 

as an ounce of encouragement to ignite 

creativity.

Ideas, inspiration and solutions
for stay-at-home existence.

Source: Unsplash



How Brands are Bringing this to Life.

Toy maker Mattel is offering a new at-home resource to parents, Mattel Playroom with weekly DIY tutorials 
and advice on how to encourage free play and reduce the reliance on screens.

Alcohol ecommerce platform, Drizly and 14 Hands partner to create at-home wine recipes with ingredients 
ready for delivery

Together with our Pepco client (which offers a variety of home furniture and DIY type of decoration products) 
Geometry launched a social media platform with a 2-week “bring the most out of your home stay in a creative 
way” challenge.

Burger King in France reveals the recipe for its burgers so that its customers can make replicate the great 
taste at home.

Hershey World Park in Pennsylvania is offering downloadable character coloring pages for kids on its 
website to create memorable at-home experiences. 



Leading with transparency
& humanity.

As consumers’ fears continue to grow 
in reaction to the pandemic, some major 
brands have pulled back the curtain to 
give a look inside at how they are 
responding to the crisis. Brands 
are showing ways their adapting 
operating models, openly sharing how 
they are taking care of their workforce 
and sending messages of thanks where 
it is well deserved. In the situation we 
find ourselves, empathy may be 
the difference in those companies and 
brands we want to align with in the 
future. Where transparency and humanity 
may be lacking in other aspects of our 
lives, brands are stepping up and gaining 
back trust and leading with compassion.

Source: Unsplash



Starbucks offers a portal to show how its stores are responding to the pandemic + supporting communities.

Diageo has pledged £1m to help free-trade pubs and bars across the UK to cover bartenders' wages and has 

set up a complimentary Diageo Bar Academy Training Course online, open to anyone working in the drinks 
trade.

Major e-commerce sites like Alibaba and Pinduoduo help to facilitate online sales of fresh produce from 
farmers living in remote areas by livestreaming their products, and essentially cutting out the middleman to 
enable better margins for farmers in need.

AnadoluEfes, the largest beer company in Turkey, has donated almost $200K to provide shopping cards to 
all workers in the entertainment sector that have lost their jobs. Harnessing a CSR platform, workers can 
apply directly for the shopping cards.

FOOD4 HEROES is bringing together big restaurants chains across Spain to create thefood4herosmovement 

to deliver free food to doctors and nurses in Madrid Hospitals.

How Brands are Bringing this to Life.
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