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Introduction

Karl



We had 
our plans



How do 
Marketers
respond? 



A lot has 
been said…



“Don’t
go
Dark”! 

Don’t let your 
marketing 

flame go out!



“Substantial empirical evidence suggests 

that advertising during a recession leads to 

increases in market share and sales. 

Moreover, that effect seems to last beyond 

the recession”.

Source: Tellis G & Tellis K – A critical review of the synthesis of Research in Advertising in a recessions, JoAR April 2009 

Invest for the Long-Term 



Source: Marketing Week 28 Apr 2020

This is not 
what is 
happening 



Source: Les Binet, Marketing in the Covid 19 Recession, WARC, May 2020

“This recession will probably be much sharper and 

deeper than most previous recessions and the 

shape of the recovery is unusually hard to predict. 

Telling advertisers to ‘invest for the recovery’ may 

grate if they are fighting for their very survival 

and there is no recovery in sight”. 

Recession like no other



What are 
Marketers
to do?



Think
Long
& 
Short

Need to believe 
we will come 

out of this



Right balance of 
activation & brand 

for your sector

Source: Long and the Short of it – Les Binet & Peter Field 
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Short term sales uplifts, 
but no long term growth

Long term sales growth

6-12 months 

Think
Long
& 
Short



Acts
&

Ads

Start with 
the 

Customer

Leverage 
Paid,

Owned, 
Earned

Principles of Marketing are more important as when you have investment constraints

Framework to maximize investment NOW for the Long & Short



Start with 
the 

Customer

Framework to maximize investment NOW for the Long & Short



Source: https://www.smh.com.au/business/the-economy/new-lockdown-spending-habits-will-outlive-the-pandemic-20200426-p54nbi.html

People are still 
spending 

Winners / Losers

Start 
with the 
customer

https://www.smh.com.au/business/the-economy/new-lockdown-spending-habits-will-outlive-the-pandemic-20200426-p54nbi.html


Source: UM, Decoding Covid 19 What brands can do and say to make a difference. 

Start 
with the 
customer

Media 
Consumption

&
Ad demand  



Start 
with the 
customer

Sentiment
1. Unprecedented
2. New normal
3. Greenshoots



Start 
with the 
customer

Sentiment
In for the long haul

-47% until 2021!  

Source: System 1 Coronavirus tracker 21 May 



Source: System 1 Coronavirus tracker 16 April 

Start 
with the 
customer

Content 
& 

Context 



Planned 
flexibility 

Start 
with the 
customer



Acts
&

Ads

Framework to maximize investment NOW for the Long & Short



“Now is a time to demonstrate 
‘humanity and generosity’ – in your 
behavior, not just your advertising.” 

Acts & Ads?

Source: Peter Field, System 1 webinar, May 7 2020



How you behave 
now may have a 
bigger affect on 

perceptions 
than advertising 

Source: Edelman Trust Barometer, Coronavirus special report, April 2020 

Acts
&

Ads

Source: AFR Trust Barometer, Coronavirus special report, April 2020 



Brands helped 
the ‘war’ effort

Acts
&

Ads



Build brand 
saliency through 

useful acts 

Acts
&

Ads



Leverage 
Paid,

Owned, 
Earned

Framework to maximize investment NOW for the Long & Short



Paid
-TVC

-Digital display
-Print 
-Radio

-Out of home
-Paid Search
-Paid social 

Owned
-Website
-Stores
-Email

-Content
-Social

Earned
-PR

-Reviews
-Shared Social 

Paid,
Owned,  
Earned



Paid

Open 
for ‘safe’
business 



What creative 
is connecting? 

True of NEW and OLD creative. 

Paid

Source: System 1 Coronavirus tracker report, May 7 2020 



Paid

Distinctive 
Assets



Paid

Source: https://www.youtube.com/watch?v=vM3J9jDoaTA&t=34s

They must 
know it is you

https://www.youtube.com/watch?v=vM3J9jDoaTA&t=34s


Paid

• Celebrates
Connectedness

• Sense of 
Nostalgia 



Paid

Optimism 
& 

Positivity

Source: https://www.adweek.com/brand-marketing/nikes-latest-anthem-narrated-by-lebron-james-is-filled-with-hope-for-a-broken-world/

https://www.adweek.com/brand-marketing/nikes-latest-anthem-narrated-by-lebron-james-is-filled-with-hope-for-a-broken-world/


Owned

• Website
• Stores
• Email
• Content
• Social



Owned

• Website
• Stores
• Email
• Content
• Social



Earned

Positive 
stories



Earned

Leverage 
your acts



• Paid
o Open for business
o Distinctive assets 
o Connectedness & Nostalgia
o Positivity

• Owned - Content
• Earned: 

o Positivity
o Leverage acts

Acts
&

Ads

Start with 
the 

Customer

Leverage 
Paid

Owned & 
Earned

• Media consumption changes
• Monitor consumer sentiment 

o Content
o Context

• Planned flexibility 

• Double down on your 
positioning/purpose.

• Build saliency through acts.

Framework to maximize investment NOW for the Long & Short



THANK YOU



Karl Winther
Marketing Consultant 

• Karlpaulwinther@gmail.com

• Linkedin @ Karl Winther

Contact:

mailto:Karlpaulwinther@gmail.com

