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Courage, audacity
and resilience

“In good times, people want
to advertise; in bad times,
they have to.”

— Bruce Barton

Slashing ad spend during an economic downturn

or health scare seems like a reasonable move —

but with so many factors at play, it can be a recipe
for disaster. Advertisers should carefully consider
their position within the market and their industry
before pulling the proverbial trigger. The fact is, as
brick and mortar locations are shuttered and events
cancelled, the need for an online presence has
never been greater.

2 COURAGE, AUDACITY AND RESILIENCE CAMDEN’S PRACTICAL GUIDE TO MARKETING IN TIMES OF CRISIS



Table of contents

. Why should I stay the course?

s  Making it work

. Brands and COVID-19

8 Consumer psychology
10 Conduct and content

11 Blueprints for success

« Resilient brands

« References and
additional reading

.o Appendix - About Camden

3 COURAGE, AUDACITY AND RESILIENCE CAMDEN’S PRACTICAL GUIDE TO MARKETING IN TIMES OF CRISIS



Why should | stay
the course?

Build trust

Brands are about trust. Tempted to duck out on social media? Brand awareness will take
a hit. Withdrawing from social media, even temporarily, can get an “out of sight, out of
mind” response from consumers and erode brand awareness — both during and after
the crisis.

Generally speaking, every effort should be made to understand consumer needs and
address those needs with relevant cross-channel messaging. That’s how brands earn
trust and loyalty. When it comes to perception, a solid advertising budget can serve to
demonstrate an advertiser’s faith in the brand and signal its dominance — in terms of
reliability and performance — over conspicuously absent competitors.

Set the tone

The underlying message? We’'re in this together — we can get through this. Consistent
messaging that helps consumers navigate their current situation (physical, emotional
or otherwise) will help the brand build stronger relationships in the long run, above and
beyond the crisis.
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Why should | stay the course?

Educate your target

Now is the time to educate consumers on the benefits of your products and services
(WIIFM). Content your team has lagged on in busier times may finally see the light of day.
A short break from pressure to sell may drive brand development and creative focus; use
this time to reinforce your positioning and stand out from the crowd. Get creative, keep it
real — empower and entertain your audience!

Protect your market turf

Quiet brands watch as competitors seize market share and awareness, benefiting from
the “buyer’s market” ad pricing that goes along with any large-scale crisis. And they
might have to play catch-up for years once the economy recovers.

The Strategic Planning Institute argues that while reducing ad spend through recessions
may improve a company’s return on capital, it will slow growth in later years.

For example, companies who held or grew ad spend through the 2008 recession

saw their sales and market share climb both during and after the crisis.2

1. Aysen Akyiiz and Mustafa Ercilasun, “The Role of Advertising during Recession,” International Conference on
Eurasian Economies 2014 (Conference paper, 2014, https://doi.org/10.36880/c05.01141)

2. Brad Adgate, “When A Recession Comes, Don’t Stop Advertising,” Forbes (Forbes Magazine, September 5, 2019,
https://www.forbes.com/sites/bradadgate/2019/09/05/when-a-recession-comes-dont-stop-advertising)
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Making it work

Reconnect with your brand DNA

Brands, like people, deal with world events in their own way. It’s the agency’s job
(community managers, strategists, copywriters) to ensure consistency in terms of brand
behaviour and traits.

We usually define a brand’s personality — its voice and tone, its mission and values —
at the outset of a mandate. Well, now it’s time to look back at this documentation and
act accordingly.

Consider your target

Step into your target’s shoes. Consider their needs and how your brand can be of value
to them (or what you should avoid). For example, a business selling low-cost goods to
minimum-wage consumers should steer clear of advice about working from home.

Stay in the loop

Things change fast; yesterday’s home run could be today’s strikeout. Take the context
into account when replying to or posting a message. Community management will take
centre stage and brand account managers will be expected to tread lightly and very,
very carefully. Keep your ear to the ground to hit the right notes (today).

What role does our brand play in people’s lives?

What specific challenges do our customers currently face?

How do they feel about the future?

How do we want our brand to be perceived during this crisis? And after the crisis?
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Brands
and COVID-19

“You earn reputation
by trying to do
hard things well.”

— Jeff Bezos

We are facing a situation of unprecedented scope
and scale, an evolving global crisis likely to impact
every brand, company and individual for the
foreseeable future. This new reality calls for
thoughtful and deliberate planning.
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Consumer
psychology

The personas you so carefully crafted will take on new worries, fears and routines,

so don’t pull back on market research and analysis. Understand shifts in spending
patterns and fine-tune your strategies to reflect any new trends. As consumers reassess
personal priorities and reallocate resources, your approach and tactics will matter.

Factors impacting consumpltion:?
¢ Disposable income

e Trustin the future

e Confidence in business and the economy

e Lifestyle and values

Four purchasing categories arise in times of crisis:*
e Essential: Critical to survival or well-being

* Treat: Justifiable immediate gratifications

¢ Postponables: Wants or needs that can be postponed

* Expendables: Unnecessary or unjustifiable expenses

3. Adgate

4. John Quelch and Katherine E. Jocz, “How to Market in a Downturn,” Harvard Business Review (HBR, August 1, 2014,
https://hbr.org/2009/04/how-to-market-in-a-downturn-2)
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Consumer psychology

Consumer Segments’ Changing Behaviour

HIGH

Low RISK OF SALES DOWNTURN
L |
f 14
ESSENTIALS TREATS POSTPONABLES EXPENDABLES
Slam-on- Will seek lower-cost Will deeply reduce
product and brand or eliminate treats
the brakes substitutes such as or seek lower-cost
private labels substitutes
Pained- Will seek out favourite  Will cut back Will delay major
brands at lower prices somewhat on purchases, repair

but-Patient

but settle for cheaper,
less-preferred
alternatives; will stock
up on good deals

Comfortably
Well-Off

Will continue to buy
favourite brands at
prerecession levels

Live-for-
Today

Will continue to buy
favourite brands at
prerecession levels

Key:

frequency and quantity
and emphasize value

Will be more selective
in purchasing luxuries

Will continue to buy
favourite brands at
prerecession levels

Stable market

Slight or no change
in opportunities for
companies

rather than replace,
seek value and low
ownership costs rather
than extra features,
and negotiate at point
of sale

Will seek better quality
for the price; will
negotiate harder at
point of sale

May buy if there is a
great deal; otherwise
may postpone

Mixed market

Slight or no change
for stronger
competitors;

a reduction for
others

. |

Rarely regards

any purchase as
unjustifiable but
may reduce the
most conspicuous
consumption in this
category

Is reluctant to regard
any customary
purchase as
unjustifiable; may
not want to expand
consumption to new
types of purchases

. Declining market

Substantial reduction
in opportunities for
companies

Fig. 1. Consumer Segments’ Changing Behavior : Quelch, John, and Katherine E. Jocz. “How to Market in a Downturn.” Harvard
Business Review (HBR, August 1, 2014. https://hbr.org/2009/04/how-to-market-in-a-downturn-2)
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onduct
and content

When times are tough, consumers seek out comfort, relief and information. As a brand,
displays of empathy and soothing language that reinforce emotional connections are key.

Brand visibility, relevance and differentiation in the years after recovery will be narrowly
linked to impressions made today. In the meantime, content that restores a relative sense
of normalcy can help consumers overcome fear and cope with the psychological impact
of uncertainty and self-isolation.

Consumer behaviour changes
e E-commerce uptick
* Live streaming and video conferencing

e Cutting expenses

Provide accurate, reliable information Talk about travel and tourism

Promote out-of-home activities

Lighten the mood (within reason)

Create virtual experiences Mention scarce commodities

Convey support, compassion
and solidarity

Share big announcements
and campaigns

Show close physical contact

Pat yourself on the back (all talk,
no action)
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Blueprints
for success

Guinness Guinness US & v
13 March 2020 B GUinnessUS

We know that St. Patrick's Day leels different this year, so
An infusion of cash and comfort o SR st St o s
from a trusted brand Sies baci Fond 1o holp comminiles Whate wie Ive, Vork &

celebrate. #Guinness

Vans
17 March 2020

@ vans @ « Follow

w Reply

An energetic, free-spirited
brand combines colour
and solidarity.

husentafatehfinish78 ©
tw Reply
frankhorriganZ077 Get the IT nerds

e 1o do their job and fix the checkout

situation on your website
tw Reply
ililililjun @9
1w Reply
m matthewlewls2344 We have a good
=

time to get our hands together and
make a good & o o

id Reolv

Qv W

MARGH 17

Log in to like or comment.
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Blueprints for success

no hame o N0 NaMe & L

17 March 2020 s NoNameBrands
slay safe

20

second

handwashing timer

Targeted, relevant, on-brand -
and funny!

SAQ

18 March 2020

Life goes on and spring unfolds.

. "E';B lasaq @ » Following
k]

| o

@ lasaq @ Mine de rien, le printemps

ol t. # arrive ce vendredi. On vous propose
cet accord léger et rafraichissant:
rouleaux de printemps et gimlet au
concombre! Définitivernent & essayer!

Recetne cocktail via story!

ol al ol

Spring's equinoy is this Friday! For the
occasion, he's the perfect meal and
cocktall pairing: spring rolls and a
cucumber gimlet! So fresh and zesty!

-

Cockall recipe via story!

w @mariedesneiges_photographe .
#lasag #gimlet #cocktail #drygin
ftspringrolls #springequinox
Hequinoxeduprintemps #akeout

Qv [l

Liked by laboureroi and 132 others

lee ° nike @ « Follow
21 March 2020

A brand that stands out - E‘,E nike & Now more than evar, we are one
yet again — for its spirit of solida- IF Yo“ R ° ;’b%y::mmaw:mmm
rity, ability to inspire and knack DREAMED oF
for bringing people together. M|f|!'|%¥|'§‘g|{8ll}“n ®
THE wonlu ' trayg_54 Soooo do | get an

endorsement or get to signa
multimillion dollar deal?? &0 ¢

NOW IS s
YOUR CHANCE.

"[1: krinampatel Damn, MNike ain't have
tr hit ma like that

Play inside, play for the world. DO A
¥ Liked by kipchogeeliud and
I - 619,162 others
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Blueprints for success

Converse
23 March 2020

©

canverse @ « Follow

An ingenious twist on the
brand’s visual identity.

converse @ Creativity can't be
quarantined. Together ar apart, we are
All Stars. #WesraallStars
fCreateAtHome

©

@ berrics & This is 50 rad
i F10kes Reply
e summaerfaulkner_ Omg this should

be & competition and get the new
shoa logo

i 9 likes  Reply

0 sneakerquesnscustoms laaking
for custom sneakers? check me

CHEATE AT HOME aut and feel free 19 send me a
Qv A

242,583 views

Everlane

'f‘_-\ Iy = Follow
17 March 2020 . everlane © - Foll

One brand that knows its target.
6\ everlang @ A ¥DamnGoodDensm ook

. ,-' fit for working from home. s

@onebrasstox

P.5. Qur best-selling denim is st

$50—all week long.

e david_motch There are some jeans
on e website that aren’t on Sale,
Will that change at all?

1like Reply

a thevagusvivs What is the return
policy for this offer? Can we still
return and recelve aur maney back

S

T TSP P

Qv N

@ Liked by minamigessel and 6,670 others

Everlane
16 March 2020

L
[ auarlane @ « Follow
| |®| eerlane @ We'na in this together

What & time Thés. is for all of us. AL the
Evesrdane virtual headguarters, many of
us speni tha waekend grappling with
our new reality ard how, as a company,
we can best show ua and run cur
business during this Lime

Tough times, new challenges -
no harm in talking about it.
Transparency and compassion
build trust.

A few things ane clear for us:

B Qv I
Liked by micaclavernelicn and
13,944 athers

1 3 COURAGE, AUDACITY AND RESILIENCE CAMDEN’S PRACTICAL GUIDE TO MARKETING IN TIMES OF CRISIS



Blueprints for success

Swatch
16 March 2020

A subtle reference to health;
a touch of colour in gloomy
times. Careful but clever.

@
&

swatch @ » Follow

swatch @ @ /W Some vitamin C tor
this Monday - thanks Tor sharing
@zelfasoufan

ad

chefpaulofelippecaldas
Diameters?

o Reply

Wiew replies (1)

maonriver.212 35566560

& cute

1 1like Reply

elliyekta 28

Qv o)

@ Liked by juliacarlile_xo and 10,172 others

Fossil
17 March 2020

Educating consumers on

product features.

fossil @ « Fallow

e fossil @ The molyation we all nesd 10
GET that Fame workeut in,

% mr_faddy_shadkch Mz dm ta me
wabvere | cangeti .., ?

23h  Reply
Wigw raplion (1)
I jalpa_matam 2 OO W R wow
o Reply

Wiew rapline 1)

w cheng_ckin e e
Qv n

@B Uked by robymsilis and 5,712 othars

Add a cammenl

Essie
17 March 2020

Window as a backdrop.

aEsin B « Follow

essie @ & resh mani can el e a
Whiane slate

18h

0 another_day_another_cutfit Thes is
my favorite caloe! | can't wait to
try it with your matle finish... | did
that te your licoeice color this week
ard it's AMAZNG PP

1Bh 12likes Reply
Wiew replies {1)

. dovarielsminispa W

1Bh 2 Hkes Reply

Qv [~

a Liked by motivation_nails and
17 BT others

Add & commer

1 4 COURAGE, AUDACITY AND RESILIENCE

CAMDEN’S PRACTICAL GUIDE TO MARKETING IN TIMES OF CRISIS



Blueprints for success

Bose
17 March 2020

bose & » Follow
Williamsburg, Brookhyn

Associating product and reality. R
on how you set it up. MWarkFromHaome
#HaseHeadphones ﬁ

Thanks for the photo @codengirl_.
Shane yours using #MyBose for a

chance to be featured:

id

armandvz_0 That's satup iz really
cool

16h 2 likes Reply

alexis_2 |

1d 16ke Reply

D e whob T Thambn

oQvVv [l

* Liked by adeibold and 5,294 others

Sennheiser
17 March 2020

sennheiser B « Follow

(N

Fun at home together -
without touching.

sennheiser & AMBED Augmented
Aidin helps 10 complete a truly
Immersive experience on Emagcieap
ard allows. you te sugment what you
can see with what you can hear, Create
yEUr swn enteriainment axperience
with AMBEC AR Ore heatset an Magic
Lep 1. Your world, your saund rules.
Leam mare: https: /bty 35 egwi

©

2Qv [l
(D) Liked by ranertjameslite ana
1,352 athars

Add a comment
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Resilient brands

“Stopping advertising
to save money is like
stopping your watch
to save time.”

— Henry Ford

The Great Depression

Post slashed ad spend while Kellogg’s doubled theirs — and made a 30% increase
in profits.

Chrysler was the third largest player in the U.S. auto industry, behind General Motors
and Ford. Right as the Depression was ramping up, Chrysler introduced its new entry-
level car, the Plymouth, and ultimately overtook Ford as the second-largest

car manufacturer in North America.®

Kraft launched Miracle Whip in 1933. Six months later it was America’s best-selling
condiment.®

5. James Surowiecki, “Hanging Tough,” The New Yorker (The New Yorker, June 18, 2017,
https://www.newyorker.com/magazine/2009/04/20/hanging-tough)

6. lbid.

1 6 COURAGE, AUDACITY AND RESILIENCE CAMDEN’S PRACTICAL GUIDE TO MARKETING IN TIMES OF CRISIS



Resilient brands

1980-1985

A study of the 1980-1985 recession conducted by McGraw-Hill Research found that, of
the 600 companies examined, those who kept on advertising reported a 256% surge
over competitors who either cut back or stopped spending.”

1990-1991

According to a McKinsey study of the 1990-1991 recession, companies that stayed at

the top of the market or made serious gains during the downturn had increased their
acquisition, R&D and advertising budgets, while bottom-end companies had cut back. A
Bain & Company report found that twice as many companies moved from rock bottom to
the top of their industry than in previous and subsequent years.?

The 2000s
Apple launched the iPod in 2001.°
Apple’s 2009 earnings were $1.23 billion, up 15% from 2008 — a record high.”®

Amazon’s new Kindle products boosted market share in the middle of a downturn.
On Christmas Day 2009, eBook purchases outpaced printed books for the first time,
as the company’s sales grew by 28%."

In 2009, as consumers fretted over spending in the wake of the financial crisis,
Coca-Cola put its characteristic positivity and enthusiasm to work with
“Open happiness”, much as it had in 1971 with the “Hilltop” campaign.

7. Apryl Duncan, “Advertise in a Recession to Grow Your Business,” The Balance Careers (The Balance Careers, June 25, 2019),
https://www.thebalancecareers.com/advertising-in-a-bad-economy-39250)

8. Surowiecki

9. Ibid.

10. Bobbie Johnson, “Apple Bucks Recession with Some of Best Financial Results in Its History, Thanks to New IPhone 3GS,”
The Guardian (Guardian News and Media, July 21, 2009, https://www.theguardian.com/technology/2009/jul/21/apple-

financial-results)

11. Adgate
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Resilient brands

Now

Digital platform usage is skyrocketing,
and consumers are more connected than
ever before. They want quality content —
and they want it now. A lot of it.

What are you waiting for?
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Appendix

About Camden

Camden is an independent, international full-service ad agency in Montreal’s Mile End
creative hub. We bring value to our clients by applying a philosophy we call pivotal
thinking: a steady, steadfast commitment to awareness, understanding and expertise.
Founded in 1991, the agency currently employs around 60 people at its Montreal
headquarters and offices in Toronto and Lyon, France. Camden works in English and
French from the ground up to serve a broad North-American and European clientele,
including brands such as Intact Insurance, Clarins, Port of Montreal, Sobeys, Mylan,
The National Gallery of Canada, Fiera Capital, Alithya, Retired Teachers of Ontario,
Lassonde, Ville de Montréal, Toyo Tires, Vinci, Manulife Private Wealth, Essilor and TC
Transcontinental. The agency’s motto: Do you have the courage? We have the audacity.

2 O COURAGE, AUDACITY AND RESILIENCE CAMDEN’S PRACTICAL GUIDE TO MARKETING IN TIMES OF CRISIS



5455 de Gaspé Ave
Suite 440
Montreal, Quebec H2T 3B3

514 288-3334 | info@camdenadvertising.com
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