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Abstract 

Drawing on Schwartz’s theory of basic values, this content analysis explores COVID-19 

pandemic-themed advertising published globally between March 2020 and July 2021. Given the 

magnitude of this health crisis, this study analyzes the extent to which the themes of pandemic 

ads reflected distinct values categorized in the four value clusters (conservation, self-

transcendence, openness to change, self-enhancement). An analysis of 870 pandemic ads 

revealed that the majority of ads reflected conservation and self-transcendence values rather than 

self-enhancement and openness to change values. Specifically, security and benevolence were 

the most dominant values throughout the entire period under study with an uptick of hedonism as 

the pandemic evolved. Similarly, findings reveal distinct value-appeal combinations, so ads with 

conservation values employed rational appeals and ads with self-transcendence values employed 

emotional appeals. Theoretical and practical implications are discussed in terms of the 

institutional role of advertising in reflecting prevalent societal values or leading a change. 
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