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 Covid-19’s impact on brands, creativity and marketing have 

been neglected as studies are being drawn on broader 

business and economic aspects. The research explores Covid-

19’s impact on brands, creativity and marketing using a 

qualitative approach. The social marketing theory and related 

empirical applications were applied to find future areas of 

applications and establish sound basis upon which provide 

practical strategies needed to enhance financial and 

organizational performance were provided. Established 

findings depicted that shows that when the pandemic hit, 

consumers were moving their focus from the top pyramid 

(self-actualization and esteem) to the bottom (belonging and 

safety needs) of Maslow’s hierarchy of needs. The findings 

revealed that the SMT’s collective theoretical ideas suggest 

that it is vital for companies to promote valuable information 

during and after Covid-19 using creative branding, advertising 

and marketing strategies to enhance their financial and 
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organizational performance. Illustrations made using the SMT 

depict the importance of targeting the right audience at a 

time when Covid-19 has altered consumers’ behavior, tastes 

and preferences. The Research recommends that creative, 

practical and innovative branding, marketing and advertising 

approaches be devised to create audience awareness, target 

the right audience, reinforce messages, cultivate impressions 

or images, stimulate interests and induce desired results for 

firms to enhance their financial and organizational 

performance during the Covid-19 era. Such forms a sound 

theoretical and practical base on which the present research’s 

contributions and novelty are centered. 

INTRODUCTION 

The Corona virus has posed huge negative effects on all occupations with its effects 

having various social, religious and economic effects. The prevalence of the Corona 

virus also known as Covid-19 has altered social and economic activities coupled by 

restrictions in gathering, social distancing, quarantines the use of face masks and 

sanitizers to curb the spreading of the pandemic (Meyer, Prescott & Sheng, 2021, p.2). 

Various businesses scaled their operations (Seetharaman, 2020) while others 

resorted to online platforms to conduct their operations just to stay afloat in business 

(Manlova, Brush & Edelman, 2020, p. 484). Researchers have devoted significant 

attention towards exploring Covid-19’s effects on broader economic aspects (Batik et 

al., 2020; Fairlie, 2020; Hasanat et al., 2020), but little has been done to explore 

similar effects on branding and marketing activities, their resultant effects on 

creativity and how organizations should organize themselves to benefit from these 

observed innovative changes caused by Covid-19.   

One can undeniably argue that the emergence and increased prevalence of Covid-19 

has instituted numerous changes, which do not spare brands, creativity and 

marketing activities and platforms. Consequently, this research’s primary purpose is 

to explore Covid-19’s impact on brands, creativity and marketing. Such will be 

attained by employing a qualitative approach to answering the following questions; 
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• In what ways does the social media marketing theory explain the importance of 

companies adopting creative branding, campaigns and marketing strategies before 

and during the pandemic? 

• Has Covid-19 changed consumers’ needs and wants before and during the 

pandemic? 

Ideas provided in this research provide a platform on which the validity of social 

media marketing theories is put to test in the midst of structural imbalances like 

Covid-19. Contemporary branding and marketing strategies are also provided at a 

time were various social, economic, religious, political activities have increasingly 

adopted innovative electronic platforms to hedge against Covid-19’s effects. Hence, 

this present study provides distinct and sound theoretical and empirical implications 

vital for enhancing the innovative development and effective use of branding, 

advertising and marketing platforms and strategies capable of enhancing financial 

and organizational performance. 

2. LITERATURE REVIEW  

The social marketing theory (SMT) provides relevant information and ideas indicating 

how Covid-19 has initiated creativity and impacted branding and marketing activities. 

The SMT is an attempt to clearly understand how societal and psychological factors 

work to successfully manipulate them in order to increase how effective mass media 

information campaigns are (Dann, 2010; Wood, 2012). Sharp (2017) highlights that 

the SMT uses collective theoretical ideas to depict how to valuably promote 

information.  

Restrictions in various public activities and various adversities posed by social 

distancing have limited the extent and nature of information accessed by customers. 

Such follows a decline in traditional shopping strategies (Hastings & Saren, 2003). 

McDermott, Stead and Hastings (2005) contends that customers highly prefer in-store 

activities compared to online shopping and hence, Covid-19 is seen as hampering 

window shopping (Fairlie, 2020) and word-of-mouth (Manolova, et al., 2020, p.4.51). 

Such place organizations under pressure to devise creative ways of reaching 
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customers and brand their products and service to innovatively appeal to customers 

who have resorted to online platforms for e-shopping and other online activities.  

The SMT compels organizations to adopt innovative ways of disbursing information 

to customers (Wood, 2008). Such is essential when traditional shopping and in-store 

activities have been adversely affected by Covid-19. Thus, efforts consumers’ Covid-

19 responsive behavior and ideas need to be captured as postulated by the SMT 

(Wood, 2012). The SMT also depicts the importance of targeting the right audience 

at a time when Covid-19 has altered consumers’ behavior, tastes and preferences 

(Dann, 2010; Hastings & Saren, 2003; Wood, 2012). Furthermore, the SMT denotes 

the importance of organizations to adopt creative ways to brand, market and 

advertise their products and services to target the right audience (Sharp, 2017). A 

study by McDermott, Stead and Hastings (2005) contends that creative ways are 

needed to reinforce advertised messages and such can be accomplished using ideas 

provided by the SMT (Hastings & Saren, 2003). Challenges posed by Covid-19 demand 

creative branding, marketing and advertising strategies to cultivate images or 

impressions (Dann, 2010. P. 149). However, this requires creative branding and 

marketing strategies capable of stimulating consumers’ interest. This is crucial for 

inducing desired results leading to improved financial and organizational 

performance. Thus, the SMT offers a platform upon which organizations can develop 

practical strategies to enhance their creativity towards developing effective branding 

and marketing strategies that can hedge firms against the adverse effects of Covid-

19. Such needs to be done on the premise of good and creative branding, and 

marketing strategies capable of creating audience awareness, targeting the right 

audience, reinforcing messages, cultivating impressions or images, stimulating 

interests and inducing desired results.  

3. METHODOLOGY 

The research uses applications scientific approach to explore Covid-19’s impact on 

brands, creativity and marketing. This is because qualitative research allows 

organizations to understand consumers’ attitudes (Pathak, Jena & Kalra, 2013). 

Consumer patterns have changed since the emergence and prevalence of Covid-19 
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and this imposes challenges on organizations as they are forced to devise new and 

effective ways to brand and market their products and services. A qualitative research 

approach serves as a content generator which firms can utilize to find new ways to 

present old content (Silverman, 2020). Presenting old content during the Covid-19 era 

can be very difficult, even to an experienced marketer. As a result, the qualitative 

research approach allows for genuine ideas to be collected from specific 

socioeconomic demographics. Practical branding, advertising and marketing ideas 

drawn from worldwide cases to illustrate the extent and nature to which Covid-19 

has stimulated creativity, and affected branding and marketing activities. Such was 

reinforced using ideas provided by the social marketing theory and related empirical 

studies. 

4. FINDINGS 

Application of the SMT reveal that Covid-19 challenges affecting organizational 

activities require creative branding and marketing strategies. With swift and stern 

changes in traditional shopping activities restricting window shopping activities and 

altering consumers’ behavior, needs, tastes and preferences. This can be supported 

TD Reply’s 2020 findings revealing that consumers’ need before and during the 

pandemic have significantly changed (see Figure 1). Figure (1) shows that when the 

pandemic hit, consumers were moving their focus from the top of the pyramid (self-

actualization and esteem) to the bottom (belonging and safety needs). 
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Figure (1): Changes in consumers’ needs before and during the pandemic (Source: 

TD Reply, 2020) 

The information provided in Figure (1) shows the importance of companies improving 

their brands, adopting creative marketing strategies to successfully benefit from 

societal and psychological factors responsible for causing a change in consumers’ 

needs before and after the pandemic. As such, it is important for companies to use 

campaigns that are typically appealed to COVID-19 related messaging. This is in line 

with propositions made in a previous study by McDermott, Stead and Hastings (2005) 

highlighting that this can include using emotions in a way that reflect their brand 

purpose and consumers’ needs. Furthermore, consumers tend to resonate with 

original campaigns and hence, companies must use original and creative COVID-19 

campaigns and marketing strategies that resonate with consumers’ mind, attitudes, 

approach and behavior. If not, then the campaign will be ineffective. 

It is apparent that traditional shopping methods have been seriously affected by 

Covid-19, and consumers are increasingly resorting to online or virtual shopping 

platforms at the comfort of their homes. Thus, SMT propositions established in this 

study require existing and new companies to creating audience awareness to 

promote any current and new products, services or ideas. Porter’s five forces suggests 

that costs can hinder a firm’s competitiveness (Grundy, 2006, p. 221), and the 

prevalence of Covid-19 has left many companies struggling to cut down operational 

costs. Similar propositions were made by Hastings and Saren (2003) revealing that 

creative branding, campaigns and marketing strategies will target the right audience 

thereby cutting costs and ensure higher levels of audience penetration. Such is 

importance at a time when Covid-19 has altered consumers’ behavior, tastes and 

preferences. Besides, Sharp (2017) contends that creative and original campaigns and 

marketing strategies can reinforce messages, cultivate impressions or images that can 

Stimulate consumers’ interest and induce them to act in a manner that benefits the 

companies (desired result).  

Furthermore, it is crucial for companies to induce desired current and post-Covid-19 

results leading to improved financial and organizational performance. In overall, the 
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research’s findings reveal that the SMT offers a platform upon which organizations 

can develop practical strategies to enhance their creativity towards developing 

effective branding and marketing strategies that can hedge firms against the adverse 

effects of Covid-19.  Such needs to be done on the premise of good and creative 

branding, and marketing strategies capable of creating audience awareness, targeting 

the right audience, reinforcing messages, cultivating impressions or images, 

stimulating interests and inducing desired results (Wood, 2012).  

5. CONCUSIONS 

Covid-19’s effects of branding and marketing are highly evident and just like any 

economic and social activity, demand creative approaches to address its effects. Thus, 

firms are able to enhance their financial and organizational performance during the 

Covid-19 era on the premise that creative, practical and innovative branding, 

marketing and advertising approaches are devised to create audience awareness, 

target the right audience, reinforce messages, cultivate impressions or images, 

stimulate interests and induce desired results. Such forms a sound theoretical and 

practical base on which the present study’s contributions and novelty are centered. 

These recommendations are essential propositions implied by the social marketing 

theory and vital for enhancing financial and organizations performance. The SMT is a 

vital theoretical framework which firms can utilize to clearly understand how societal 

and psychological factors work during and after the Covid-19 era to successfully 

manipulate them in order to increase the effectiveness of mass media information 

campaigns. The SMT’s collective theoretical ideas depict how firms can promote 

valuable information during and after Covid-19 using creative branding, advertising 

and marketing strategies to enhance their financial and organizational performance. 

The SMT also depicts the importance of targeting the right audience at a time when 

Covid-19 has altered consumers’ behavior, tastes and preferences. 

The recommends companies to use creative and original COVID-19 campaigns and 

marketing strategies that resonate with consumers’ mind, attitudes, approach and 

behavior to maintain and boost their market share and performance. The study’s 

findings are limited to the theoretical applications and implications of the social 
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marketing theory. Besides, it is a general approach to the examination of Covid-19’s 

effects on branding and marketing. Future, studies needed to use other theoretical 

ideas like the technology acceptance model to broaden the study’s scope by 

incorporating insights like consumer perceptions and satisfaction. Such includes 

conducting surveys and applying quantitative methods to test established Covid-19’s 

campaigns and marketing ideas’ validity.  
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لەسەر داهێنانی براند، کەمپین و بەبازاڕکردن:   19  -کاریگەری کۆڤید
 نزیکبوونەوەیەکی تیۆری بۆ بەبازاڕکردنی کۆمەڵایەتی 

 : پـوخـتـە
لەسەر براندكان و داهێنان و بازاڕکردن پشتگوێخرا و خوێندن لەسەر بواری   19  - کاریگەریی کۆڤید  
لەسەر براندةكان    19بە شيوه يە كى فراوانتر. ئةم توێژینەوەيە کاریگەری کۆڤید  بازرگانی وئابووری 

ک بازاڕکردنی  ی  تیۆری  چۆنایەتی.  ڕێگەی  بەکارهێنانی  بە  بازاڕکردن  و  داهێنان  ۆمەڵایەتی و 
ئایندە   ناوچەکانی  دۆزینەوەی  بۆ  جێبەجێکران  پەیوەندیدارەکان  ئەزموونگەرییە  وتاقیکردنەوە 
بۆ  پێویست  پراکتیکی  ستراتیژی  دابینکردنی  کەبۆ  دەنگی  بنەمای  دامەزراندنی  و  لەتاقیکردنەوەکان 
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شانیان دا کە کاتێک پەرەپێدانی ئەدای دارایی و ڕێکخراوەیی دەستەبەرکرا. دامەزراوە دؤزةرةوةكان پی
بيجە سەرنجی بةكارهينةرانيان بة لاى خؤيان راكيشا وة زانستى هةرةمى ماسلؤيان  بە تاكە  لێدانە  
ؤردرا بۆ خوارەوە كة بريتية لة ك  (ڕاستی و باوەڕپێکردنەوە-خود)كردةوة لە هەرەمی سەرەوە    وانە

ێویستیەکان. ئەو ئەنجامانە دەریخست  لە هەرەمی ماسلو بو پ  (ئینتیما و پێداویستییەکانی سەلامەتی)
ئەوە دەردەخات کە گرنگە کۆمپانیاکان زانیاری بەنرخ بەرز بکەن   SMTکە بیرۆکە تیۆرییە کۆلەکەکەی 

دا و دوای ئەوەی کە بە بەکارهێنانی براندی داهێنەرانە و ڕیکلام و ستراتیژی    19  -لە ماوەی کۆڤید  
و ڕێکخراوەیی خۆیان . توێژینەوەکە پێشنیاری ئەوە دەکات  بازاڕکردن بۆ بەرزکردنەوەی ئەدای دارایی  

کە ڕێگەی داهێنەرانە و پراکتیکی و داهێنەرانە و بەبازاڕکردن و ڕیکلامکردن داڕێژرێ بۆ دروستکردنی  
ينةوةية پێشنیار  زئةم توي  هۆشیاری بینەر و ئامانجگرتنی بینەری ڕاست و دروست و پەیامی بەهێز. 

نەرانە و پراکتیکی و داهێنەرانە و نوێکاری و بەبازاڕکردن و ڕیکلامکردن داڕێژرێ دەکات کە ڕێگای داهێ
بۆ دروستکردنی هۆشیاری بینەر و ئامانجگرتنی بینەری ڕاست و بەهێزکردنی پەیام و کاریگەری کشت 

بۆ کۆمپانیاکان   ئەنجامی خواستراو  بەرژەوەندی و دروستکردنی  بۆ   ستى  به مه بهیان وێنە و هاندان 

کۆڤید   سەردەمی  لە  ڕێکخراوەییان  و  دارایی  ئەدای  و   .19  -بەرزکردنەوەی  تیۆریی  بنەمایەکی  وە 
 ئێستایان لەسەری.  ى وه ليكؤلينهكردارى ی دەنگیی دروست دەکات کە بە بە شداریی نوێکاریی دواين 

__________________________________________________________ 
تأثير كوفيد  -19 على إبداع العلامة التجارية والحملات والتسويق: نهج نظري للتسويق  

 الاجتماعي 

  :الملخص

على العلامات التجارية والإبداع والتسويق حيث يتم إجراء دراسات حول الجوانب -Covid  19تم إهمال تأثير

على العلامات التجارية والإبداع والتسويق    -Covid  19التجارية والاقتصادية الأوسع. تستكشف الدراسة تأثير

صلة للعثور على  التجريبية ذات ال  والتطبيقاتطبيق نظرية التسويق الاجتماعي  تم ت باستخدام نهج نوعي. حيث  

المالي  التطبيقات  مجالات   الأداء  لتعزيز  اللازمة  العملية  الاستراتيجيات  لتقديم  سليم  أساس  وإنشاء  المستقبلية 

أنه عندما ضرب    والتنظيمي. حيث اظهر المؤكدة  الهرم    الوباء، النتائج  ينقلون تركيزهم من  المستهلكون  كان 

احتياجات الانتماء والسلامة( في تسلسل ماسلو الهرمي للاحتياجات. الأعلى )تحقيق الذات واحترامها( إلى أسفل )

تشير إلى أنه من الضروري للشركات الترويج لمعلومات   SMTالنتائج أن الأفكار النظرية الجماعية لـ  أذ كشفت  

للتعزيز   لكوذواستراتيجيات التسويق    والإعلان،  الإبداعية،باستخدام العلامات التجارية    -Covidقيمة أثناء وبعد  
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والتنظيمي. حيث   المالي  باستخدام  توضح  أدائها  إجراؤها  تم  التي  التوضيحية  استهداف   SMTالرسوم  أهمية 

 البحث  يقترح وختاماسلوك المستهلكين وأذواقهم وتفضيلاتهم.    -Covid  19فيهغير  وقت    19الجمهور المناسب في

واستهداف   الجمهور،بوضع مناهج إبداعية وعملية ومبتكرة للعلامات التجارية والتسويق والإعلان لخلق وعي  

وتحفيز الاهتمامات والحث على النتائج    الصور،وزراعة الانطباعات أو    الرسائل،وتعزيز    المناسب،الجمهور  

هذه الأشكال   إذ تشكل .  -Covid  19صر المرجوة للشركات لتعزيز مواردها المالية والأداء التنظيمي خلال ع

 والحداثة.  الحالي البحثأساسًا نظريًا وعمليًا سليمًا تركز عليه مساهمات 


