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▪ Brand Challenges & Opportunities During Uncertain Times

▪ Implications For Marketing While Looking Ahead

▪ Intel’s Brand Journey 

▪ Q&A
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Social Change Global Pandemic

Accelerated Digital Transformation Economy/Elections 
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• Reduces turnover rate by up to 50%

• Increases productivity by up to 13%

• Boosts employee engagement and 

satisfaction by up to 7.5%
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Source: BAV USA, FY2005, FY2009, All Adults

Drivers of Brand Strength

Prestigious
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Glamourous

Independent

Daring

Examples

Drivers of Brand Strength
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Simple

Cares

Down to Earth

Examples

Pre-Recession Post-Recession

2005 2009

In times of 

uncertainty, 

helpful, 

human-centric 

brands prevail



Brand Brand Perception Pre-Quarantine Brand Perception Post-Quarantine

Creative/Worth More Customer Centric/Reliable

Creative/Worth More Visionary/Humanistic

Creative/Worth More Reliable/Convenient

Dynamic/Worth More Visionary/Humanistic

Dynamic/Worth More Visionary/Humanistic

• Pre-quarantine strong brands lived squarely in performance,  innovation and value

• Post quarantine the most meaningful change were those that shifted  perceptions to be more customer and human-centric by taking action

Source: BAVSocial, USA, Facebook, Twitter, Instagram, Blogs, Forums, Search, Website; Pre: Jan. 1, 2020-Feb. 29, 2020, Post: March 1, 2020-present (Based on Correspondence Analysis)
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62%

of people worldwide trust 
private companies more than 
the government to take care 

of their needs

Source: BAV Global Best Countries Study 2020

72% of people agree that brands have a 
responsibility to drive social change 

66% of Americans say that advertisers 
should use their power to improve the 
accuracy of content on social networks  

65% of people agree that brands 
supporting racial equality can make 

a real difference
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EMPATHETIC & CONNECTED

• Consider how and why your brand solves human problems

• Celebrate user creativity as a catalyst

ACTION AND ACCOUNTABILITY MATTER

• Brand actions reflect brand communications

• Find your purpose and live into your values

EMPLOYEE & CUSTOMER ADVOCACY ARE CRITICAL

• Alignment between internal behaviors, external reputation and brand 

goals

• Clearly link the way you do business externally with the internal 

initiatives that make you unique
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Meet the New Intel
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•Visual Identity Sizzle: https://www.youtube.com/watch?v=qCUAEDvaJsY

https://www.youtube.com/watch?v=qCUAEDvaJsY
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Our 
People

Our 
Impact

Our 
Products  

Our 
Products 



Internally And Eternally
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EMPATHETIC & CONNECTED ACTION AND ACCOUNTABILITY 

MATTER

EMPLOYEE & CUSTOMER 

ADVOCACY ARE CRITICAL

• Corporate Values and 

Purpose Refresh

• Virtual Intel Partner 

Connect Event 

• RISE Initiative

• $1B Investment in 

Minority-led Startups

• Pandemic Response

Technology Initiative 

• Learning in Schools
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