


Using Zoom Webinars

• Submit questions at any time via Q&A in control bar 

• Interactive Polls will be launched during the session

• Difficulty hearing? Go to ‘Audio Settings’ and check your speaker settings

• Any other Zoom issues? Please post a question in the Q&A and our tech 

support will try to help

The session will be recorded and 
available for registrants to view



Thank You to Our Foundational Partners



@SMCC_CCC

Stay Connected with the SMCC on Social Media!



Upcoming Events



Upcoming Events



TELL US WHAT YOU THINK!



Today’s Market Watch

Darren Roberts

EVP, Creative Strategy

A&C

Chantel Smith

Manager, Marketing Partnerships

NBA Canada





COVID19 Opportunity

Brand

Communications

e.g. ”We’re here for you”

Doing 

something     

meaningful

e.g. Donating PPE

Doing something meaningful that 

communicates brand value 

Aligns efforts with long term 

brand strategy, rather than 

a “moment”





What we know them for:

• A franchised business moving and junk removal service (with 

approx. 140 franchises across the US and Canada) 

What they did:

• Noted that stay at home orders increased domestic violence 

reports so they announced a franchise-wide commitment to 

providing no-cost moves to women in abusive living situations 

to certified shelters

Why it matters: 

• In-kind donation appropriate to small business that 

communicates brand personality during pandemic and may 

increase brand value post pandemic







What we know them for:

• A subsidiary of Vancity Credit Union – VCIB is the first and only Canadian bank exclusively focused 

on partnering with organizations that drive social, economic, and environmental change

What they did:

• Immediately mobilized large donations of cash towards the Toronto Foundation as well as similar 

groups in Ottawa and Hamilton for them to then distribute to non-profit groups most at need in each 

community

Why it matters: 

• VCIB demonstrated value to the communities in which they operate as well as empowered those in 

the know for where dollars are immediately needed









What we know them for:

• A global toy company with iconic brands including; Barbie®, Fisher-Price®, 

Hot Wheels®, American Girl®, MEGA™

What they did:

• Immediately launched Mattel Playroom (https://www.mattel.com/en-us/playroom) with activities, tips 

and content for parents and kids suddenly at home and trying to home school

• Made a commitment to make face masks for frontline workers out of fabric/factories normally 

committed to producing Barbie and her wardrobe

• A few weeks later, they further pivoted to create first responder dolls (doctors, nurses, EMTs, 

delivery people) to honour frontline workers

https://www.mattel.com/en-us/playroom


Why it matters: 

• Supported immediate needs:

• Frontline workers with PPE; parents and families with meaningful content that meets an 

immediate need to educate and entertain;

• Later, through toys, provided kids a way to engage with what is going on in the world 

around them



• Beer.

Molson iconic Canadian brand. Founded in 1786, the Molson Brewery, is the 

oldest brewery in North America, and the second oldest Canadian company.

What we know them for:

What they did:

• Molson Canadian created an initiative to promote drinkers to stay home and have virtual happy

hours with friends. If you take a photo of you and your friends doing a virtual party, post it to IG, tag 

your favourite local bar and Molson Canadian's IG handle then Molson Canadian will send you a 

$25 gift card to be used at that local bar when bars and restaurants open back up.



Why it matters: 

• Although Molson is a large company this works because it is true to their business, promotes 

customers staying home and supports local businesses across the country during a time when 

their doors are closed.



What we know them for:

What they did:

• Pivoted their creative away from an Easter 

grill campaign a digital program that would 

bring awareness and financial support to 

food banks. French’s and Club House brands 

started the “Thank You Front Line 

Workers” campaign showcasing the 

important work being done by food bank 

workers, as well as Food Banks Canada’s 

efforts to support them.

• Adding flavours to our lives.

McCormick brings Canadians French's products, 

Club House spices and Franks Red Hot



Why it matters: 

• Good example of a brand that was aware of the situation and pivoted so their 

message was not tone deaf. This initiative also gave McCormick the opportunity 

to shine a light on an area in need and showcase their longstanding relationship 

(since 2015) with Food Banks Canada.



What we know them for:

What they did:

• Recently announced Fries For Good, 

a nationwide initiative to support 

COVID-19 relief efforts and other 

recent Canadian tragedies. From May 

8-21, 2020, McDonald’s Canada will 

donate a portion of the proceeds from 

all fries sold in Canada to the Canadian 

Red Cross, supporting the Canadian 

Emergencies & COVID-19 Response 

Fund.

• Big Macs and fries!

McDonald’s Canada is proud to be one of the world’s leading food service retailers. From coast to 

coast, they serve more than 2.5 million people in over 1,400 locations every day.



Why it matters: 

• Canadians across the country are able to support fellow Canadians in need simply by 

purchasing their favourite fries!



Live Polls
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