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Balancing Relevance          
and Consistency 

It is important to remember that going in-sync with the times 
must not stop brands from staying true to their brand 
purpose. Balancing the diachronic identity for consistency 
with the synchronic situation for relevance is key. The force is 
with those who have know-how on strategic maneuverability.  

https://bit.ly/2RSC5V8 

Mini article
Here is a mini article on the positive developments about the 
current situation that the gonzo mass media fails to report.  

https://cnet.co/3aozjNE 

Apps 

Stop Motion Studio 

This app is known as one of the 
world’s easiest apps for creating stop 
motion moviemaking. It is useful for 
content creators that develop simple 
explainer animations to promote 
their products, ideas and services. 

https://apple.co/3bnnR6q 

Books 

Crystallizing Public Opinion 
by Edward Bernays 

Celebrated by PBS in its ‘Books That 
Shook the World’ feature, this book 
occupies a fascinating place in 
history, defining both a concept and 
a system that were taken up by 
progressive social movements, 
corporate barons, and national 
governments alike.  

https://amzn.to/3ah6qCT 
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Seeing the Clear Opportunity 

Those brands that invest in themselves and in their future will 
come out stronger. These are the brands that are focused on 
playing for return. Mark Ritson is right in that it may seem 
like a paradox, but recessionary periods actually provide 
fertile grounds for marketers to grow their brand’s market 
share if they’re prepared to think long-term. The best 
marketers will be upping, not cutting, their budgets. 

  

https://bit.ly/3eCz1X0

Deepening Need 
for Purpose 

As Markus Kramer reveals in this 
interview “Purpose, not technology, 
will help companies survive the 
current crisis. (…) The impact of the 
crisis will most definitely accelerate 
the momentum for purpose. If there 
is one silver lining to this crisis in 
which we find ourselves, it is that 
people have now become more 
conscious of what is happening 
around them. They are reminded of 
the essential values of life.” 

https://bit.ly/2VhLYxE 

Reputational 
Strengths            

Putting reputation first lightens the 
load in a crisis. As written in this 
article: “currently, the outbreak is 
still an operational and logistical 
crisis; it has yet to become the 
reputational crisis it is sure to 
become.” Those organizations that 
are taking the preventive measures 
by investing capital, time, attention 
and energy into strengthening their 
reputation will be rewarded. 

https://bit.ly/2XM3xre 

Words to Use. Words to Lose. 

What are the words to use and the words to lose 
in turbulent times? Curating the right words is 
especially important during the time of crisis. 
Words can function as tools for framing, choice 
creation and navigational direction. Moreover, 
language is the mirror of culture whether it is the 
culture of a country, city,  industry, discipline or a 
brand. As Dr. Sigmund Freud pointed out: 
"Words and magic were in the beginning one and 
the same thing.” The right words can spark 
actions, create movements, reduce uncertainty,  
maximize social cohesion, facilitate calm and 
stimulate the economy. 

https://bit.ly/3apgsSt 
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