
THE MORALE OF COMMUNICATIONS PROFESSIONALS
A HAVAS / BMMA COLLABORATION



2

PROFILE

A survey* of 

marketing, 

communication and 

media professionals

With managerial 

responsibilities, from 

head-of to c-level

Across an equal 

proportion of 

advertisers, agencies 

and media outlets

Within small and 

medium-sized 

companies as well as 

large corporations

* self-administered online questionnaire in French, English and Dutch, hosted from 22/04 to 17/05, 65 respondents
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Situation during the crisis

Future of the Belgian economy

Future of my company

A relationship to rebuild
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A mixed reality for 
companies: 

While generally 
negative (62%), the 
impact of the health 
crisis on their activity 
proved to be positive 
for nearly one 
company out of four

Since March 2020 - the beginning of the Covid-19 epidemic - has your company's 
activity been impacted by the health measures put in place?

0% 10% 20% 30% 40%

Strong positive impact

Positive impact

No impact

Negative impact

Strong negative impact

Don't know
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However, the vast 
majority of companies 
(80%) have had to 
adapt their 
communication actions

Since March 2020, has your company modified its communication activities (speeches, 
planned campaigns, press communications, social networks, ...)?

Yes

78%
No

17%

Don't know

4%
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Beyond the 
postponement of 
campaigns and the 
necessary 
digitalization of 
events, companies 
have had to juggle 
functional 
communications and 
societal positioning

How has your brand/company changed its communication?

0% 5% 10% 15% 20% 25% 30%

Digitisation of events

Communications that conveyed the meaning of the
trade mark's activity in this period

Communications that informed about brand activity
during confinement

Postponement or cancellation of campaigns initially
planned

Communications that highlighted the commitment of the
company's employees

Specific communications (maintaining orders,
promotions, etc.)

Another communication
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And to adapt, in 2 
cases out of 3, by 
implementing, on a 
more or less 
important scale, a 
reduction of 
communication 
budgets

Since the start of the Covid-19 epidemic in March 2020, what has been the impact on 
your company's communication budgets in 2020 compared to those planned initially?

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Sharp reduction in the budget in 2020

Slight reduction in the budget in 2020

No impact on the planned budget

Slight increase in the budget in 2020

Sharp increase in the budget in 2020

Don't know
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Evaluated on a scale 
of 1 to 10, the 
confidence of the 
sector's professionals 
in the rapid recovery 
of economic activity is 
quite low (5.9) but is 
based on very 
contrasting 
perceptions (ranging 
from 3 to... 10!)

On a scale of 1 to 10, how confident are you about Belgian economic activity in the 
coming months?

1

2

3

4

5

6

7

8

9

10
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Fears of numerous 
bankruptcies, rising 
unemployment and 
inequality are only 
partially alleviated by 
Belgiumõs deferred 
consumer spending 
and companiesõ 
investments towards 
their own 
transformation 

For what reason(s) have you given this score? Select the 3 main reasons

0% 5% 10% 15% 20%

I fear many bankruptcies

Thanks to future spending of the Belgian population

Rising unemployment

Rising inequality

Thanks to investments to be more digital

Thanks to investments to be more innovative

Increase in psychological malaise and mental illness

Thanks to European/State aid

Less good working conditions with the introduction of more teleworking

Better work-life balance

Thanks to investments to be more sustainable

Others

Thanks to new habits of the Belgians related to more sustainable mobility
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In particular, because 
these deferred 
spending and catch-up 
consumption forecasts 
are a given to only 
40% of those 
surveyed.

To what extent do you agree with this statement about post Covid-19 era: "Money will 
roll in and the economy should boom. People will spend the money theyõve saved 
during the crisis." 

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Totally agree

Rather agree

Rather not agree

Donõt agree at all

Don't know



12

If this study teaches 
us anything, it is that 
almost all respondents 
believe that this crisis 
will have a positive 
impact on the 
willingness of 
companies to give 
meaning to their 
actions

For you, will the current crisis caused by the Covid-19 epidemic have a positive, 
negative or no impact on...?
The willingness of brands/companies to give more meaning to their activities

Positive impact

82%

Negative impact

3%

No impact

15%
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Thus, addressing the 
impact that this crisis 
could have had on the 
attention consumers 
pay to the meaning 
delivered by brands

For you, will the current crisis caused by the Covid-19 epidemic have a positive, 
negative or no impact on...?
The attention paid by consumers to the meaning of brands/companies

Positive impact

77%

Negative impact

0%

No impact

23%



14

On the other hand, 
industry professionals 
have a more polarized 
opinion regarding 
whether this 
willingness of 
companies to give 
meaning will be better 
integrated into the 
way brands 
communicate (and 
act?) in the future

For you, will the current crisis caused by the Covid-19 epidemic have a positive, 
negative or no impact on...?
How brands/companies communicate

Positive impact

59%

Negative impact

5%

No impact

36%
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However, the majority 
(70%) believe that the 
attention given by 
companies to meaning 
is the result of a 
lasting change in 
public expectations

From your point of view, is the greater attention paid to the meaning of 
brands/companies ...?

A lasting change in 

public expectations 
(citizens, employees, 

shareholders, etc.).
69%

Just a fashion 

trend
26%

Don't know

5%
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