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With Covid-19 changing the world by the hour - economically,
socially and environmentally - it has become extremely difficult for
businesses to know how to respond to the crisis.

As economic and social restraints persist, consumers tend to set
stricter priorities on their spending habits. Many businesses cut costs
and reduce their prices in response with marketing expenditure
typically hit harshly.

However, this indiscriminate type of cost cutting to advertising ¢
be detrimental to a businesses future success.
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"Although it’s wise to contain costs, failing to support brands or examine

core customers’ changing needs can jeopardise performance over the lon
term.
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Companies that put customer needs under the microscope, take a scalpel
rather than a cleaver to the marketing budget, and nimbly adjust strategies,
tactics, and product offerings in response to shifting demand are more likely
than others to flourish both during and after a recession

- Harvard Business Review, post-2008 downturn.

Kantar: Covid-19 Has Not Changed Consumers At
Advertisil'

Only 8% of 5,000 global consumers Over 50% believe
surveyed feel brands should brands should

stop advertising altogether communicate as they
always have

Over 50% feel
companies should talk
about their own brand
in a carefree and light
way
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ntar: Marketing Over the Longer Term

stronger brands
the long- recovered up to nine times faster in
term detriment terms of stock market value than
others
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A Closer Look...

increases in
marReting spending during a recession have boosted

financial performance throughout the year following the
recession

BUYMEDIA



;juswaSeue|y sIsII)

Case Study: Great Depression
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Case Stl‘l990/ 1991 Recession

Pizza Hut increased sales by
61% Taco Bell sales grew by 40%
McDonald’s sales declined by 28%

BUYMEDIA



ase Study: Covid-19

;juswaSeuepy sISII)

0202 Idy | 9A10adsiad Sunnayie e

“Going dark did not feel like the right thing to do. At times of uncertainty
consumers really appreciate having a consistent message and having
brands they know and trust out there talking to them"

@rdsE)y

ConcldiSion

Adaption As Opposed to Reduction

adapting to the
current climate

Going dark is not an option
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