Managing Risk Iin a downturn:
Implications for Brands
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Brands exist as

relationships with
consumers

(and 67% of sales
explained by strong
relationship)

» Brown
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Communications are
one of the major
contributors to
buillding and sustaining
the brand relationship

(and adspend is a vital
component)

» Brown
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Presenter
Presentation Notes
4 KEY DRIVERS OF BRAND SUCCESS��The first two drivers, strong business basics and great products,  are often taken as read - but because they’re fundamental to brand success, they must be included in this discussion. 

The other two drivers - brand clarity and projected leadership - are more to do with the way marketing efforts leverage these fundamentals.  

None of these 4 factors work in isolation, but each one alone can significantly influence success or failure.  However, all were present in the best examples of success that we have seen – and likewise all were absent in the worst declines/failures we have seen 







Millward Brown evidence:
60206 of brands ‘going dark’ decline
on at least one key brand metric
(I.e. relationship suffers)

Use Image
INnCcrease +11 +22
Decrease -24 -28

NET change

85+ Brands with no
TV spend for 6+mths




Recovery:
INcreasing share
(after a decline)

IS risky

Chance of
share Iincrease

Share of
communications
awareness higher
than previous year

MillwardBrown



)
Advertising Investment reduces risk
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Media Pressure
(Share of Voice - Share of Market)

(354 brands grouped on the basis of relative ad spend) a Brown


Presenter
Presentation Notes
My definition of media pressure is the brand’s share of communications spending minus its prior year market share. In other words is it punching above or below its weight? 

If we take the data from about 350 brands across a range of markets and divide the brands into 20 groups based on media pressure…

Build line

…we find that the risk of losing share declines very rapidly as media pressure increases.

How can we square this relationship with MMA’s findings? My view is that they are both right, but tell us very different things. MMA is telling us about the immediate increase in sales we should expect from each dollar expenditure. The media pressure analysis is reminding us of something that I think we all know in our gut – long term systematic under spending behind the brand will lead to destruction of brand awareness, brand meaning, and brand revenue. If you don’t invest in the brand for one year then you may not see a decline – but do this for 5 years and I think we’d all be pretty confident that the brand would be much weaker as a result. 

This pattern is much less precise than MMA’s – but I am a firm believer that ….


If there 1s a bad downturn —
what i1s different this time
around?
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But there are opportunities...

Media advantage
(get the same for less .

— and gain share of _ .z
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What about consumers...?

Source: BRANDZ UK 2007, 33 categories,
500+ brands, 6,000+ consumers

MillwardBrown
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What about consumers...?
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Source: BRANDZ UK 2007, 33 categories, ” MillwardBrown
500+ brands, 6,000+ consumers | |



What about consumers...?
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But let’s assume that
‘Price Driven’ increase
to 5090

» Brown
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‘Price
Driven’

50%

Source: BRANDZ UK 2007, 33 categories,
500+ brands, 6,000+ consumers
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Some are more equal
than others

» Brown



Brand Very Important

More
vulnerable
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Brand Very Important
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Implications for brands (1)

More sales are made because of the brand relationship
than because of price (Look after your brand)

Price will become more important in a downturn, but
the majority of ‘price-driven’ consumers also rate the
brand as important (Look after your brand)

How do brands sustain relationships?
Sound business basics (good housekeeping)
Great product experience (cut it at your peril)
Clear brand associations
Perceived leadership
(Look after your communications)

» Brown



Implications for brands (2)

Communications affect most elements of the brand
relationship — going ‘dark’ is a big risk
(Keep vour share of spend up)

Consumers talk and ‘buzz’ about failure and
disappointment much more quickly than before
(Give people good things to talk about)

Know the tolerances of your brand
- customer segmentation
- how much advertising/communications
drives sales
(Do _your research)

» Brown



And remember this...

Brands are for life,
recessions come and go

» Brown
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