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«With luck, governments and societies who have not 
already done so will quickly identify and embrace best 
practices for managing the crisis. 

This will include  aggressive moves to encourage or 
mandate appropriate social distancing and preparing 
medical infrastructure that anticipates worst-case 
scenarios for the crisis. Where this occurs, countries and 
markets may face only weeks rather than months of 
significant societal disruptions, with casualties minimized.

Either way, normalcy will eventually return, and if the  
choices marketers make during this period resonate, they  
and the world  will hopefully come through all of this 
better positioned to thrive in the future.»

Brian Weiser, GroupM Intelligence
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We are currently in the middle of the "outbreak phase" in which fear 
and uncertainty in particular are influencing consumer behavior

Continuous expansion of the 
COVID-19 virus with approx. 
4,000 newly infected persons 
daily in Germany.

Heavy financial burdens for a 
large number of German 
companies. The Dax has 
fallen by almost 35% in 
recent weeks.

Significant decline in 
consumption by a large 
number of consumers across 
different economic sectors.

Source: Robert-Koch-Institut sowie Kreis- und Landesgesundheitsämter

OUTBREAK RECOVERY
NEW

NORMAL
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How are brands perceived 
in the current crisis?

In a recent market study by Kantar, consumers were asked which brands (maximum three) they liked 
more after the breakout than before and why. 

From the analysis of the 375 nominated brands, it can be seen that some brands have positively 
influenced consumers through donations and their support in the fight against the Coronavirus. 

Other brands were nominated because they continue to offer the same high level of service and 
product quality during the crisis.

So there is more than one way to positively influence the consumers.

Source: Measuring the impact of the coronavirus on China’s economy - Kantar 
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What can we learn from historical data in 
terms of strategic marketing?

Market 
Environment 

Factors

Competitive 
Position 
Factors

Resource 
Structure & 
Utilisation
Factors

• Costs
• Profits
• Growth

The PIMS (Profit impact 
of marketing strategy) 
database is the world's 
largest empirical study 
on the influence of 
strategic management 
decisions. 

It contains 
comprehensive data on 
over 41,000 companies, 
each of which is profiled 
on the basis of over 200 
factors.

Business performance:

Source: https://www.malikpims.com/ 
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"Good" and "bad" spending during a crisis/recession

• MARKETING

• QUALITY & VALUE

• PRODUCT RESEARCH & 
DEVELOPEMENT

• NEW PRODUCTS

• FIXED CAPITAL

• WORKING CAPITAL

• MANUFACTURING

• GENERAL & ADMIN

• RETAINING SPARE
CAPACITY

• PRICE AGGRESSION

• OUTSOURCING

“Good spending” “Bad spending” Depending on positioning

1Return on capital employed (ROCE) is the profitability of a company in relation to the total capital employed.

During a crisis or recession there are costs where the return on capital employed (ROCE1) remains stable or even 
increases ("good spending") and other costs where ROCE falls dramatically ("bad spending"). The analysis refers 
to the performance during the crisis as well as to the performance in the recovery phase.

Quelle: https://www.malikpims.com/ März 2020 

https://www.malikpims.com/
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According to historical PIMS data, marketing 
expenditures are reasonable expenditures during a crisis

Companies that completely cut 
advertising spending were 

not significantly more profitable 
during the crisis/recession.

Fact 1 Fact 2

Companies that increased their 
advertising spending on average 

grew 300% faster 
in the recovery phase.

Fact 3

Companies that completely cut 
advertising spending had the 

slowest profit increase 
during the recovery phase.

Fact 4 Fact 5 Fact 6

A competitive advantage in terms of 
the quality perception of the brand

proves to be particularly profitable in 
the recovery phase.

Product innovation is one of the 
most important factors for 

improving profitability in the 
subsequent phases.

Crises/recessions are well suited 
time windows for product 

research and development 
initiatives.

Source: https://www.malikpims.com/ 
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Marketing is therefore an important factor for the 
development of the company in the recovery phase 

-0,8

0,6

4,3

Cut Maintain Increase

Increase in ROCE  during 
recovery (percentage 

points)

0,6
0,9

1,7

Cut Maintain Increase

Market share change in 
first two years of recovery

(Marketing spend during crises) (Marketing spend during crises)

Source: https://www.malikpims.com/ 

OUTBREAK RECOVERY



99

Brands that 
communicate 
during the crisis 
can grow in this 
phase
Brands that reduced their 
communication during a 
crisis were not able to 
increase their market 
share as much as more 
"aggressive" competitors.

Brands that intensified 
their communication 
during these phases were 
able to significantly 
increase their market 
share on average.

Source: WARC – Advertising during a recession – 1999/ 2000 
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Models also show 
the negative effect 
of off-air phases

Data from Italy and China, 
as well as from SARS 
(2003), show that 
consumer demand is 
suppressed rather than 
reduced.

Short-term communication 
breaks can be 
compensated for, but a 
longer-term 
communication stop 
carries the risk of a 
significant decline in sales.

Source: MediaCom Business Science, simulation based on Economiser - models for 
OTC and FMCG Brands (2014-2019)
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The reason: Especially in uncertain times brands are an 
emotional anchor for insecure consumers

Even if there is no reliable data or studies on this 
subject in the context of the current crisis, findings 
from the crisis literature suggest that confidence in 
a brand can be strengthened through advertising 
motifs and brand messages that are already 
familiar. 

Brands also offer stability in times of crises. In 
uncertain times they reduce the perceived 
purchase risk, offer security and create trust. They 
thus represent an emotional anchor for insecure 
consumers.

Source: Stenger D. (2012) Aufbau und Stärkung von Marken als Aufgabe der 
Markenkommunikation
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An analysis of the influence of COVID-19 in Germany - Summary

Currently we are still in the middle of the eruption phase which, based on historical 
data, could last another 12-15 weeks.

Due to the protective measures of the Federal Government, consumers are already in 
an exceptional situation, which is emotionally marked by uncertainty and fear. 

The isolation over the next few weeks could intensify this situation. The resulting 
change in media usage is particularly evident in the increased use of TV and digital. In 
both media, news environments and information portals are particularly heavily 
frequented.

Historical marketing data show that it is important for brands to be visible to 
consumers, especially in times of crisis. On the one hand, familiar messages and 
brands create trust, and on the other hand communication helps to grow again in 
the subsequent recovery phase. 
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Please stay healthy and 
look after yourselves.
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And when you need help – regardless 
of the topic – you can contact your 
MediaCom Team at any time.
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