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Marketing Optimization Playbook for 2020 Recovery

Target customers in-home

Optimize media for maximum
impact

Re-evaluate mix of media
investments for impact

Simulate effects of reduced
budgets across product portfolio

Leverage flexibility and
targetability of paid digital media

Target specific customer
segments and geos and during
key engagement periods

Identify most effective channels
for driving e-commerce, owned
channels and delivery services

Determine the most effective digital
campaigns across paid and owned channels

Identify most effective and efficient media
channels

Assess minimum cost/maximum impact
media vehicles and campaigns

Balance national vs. spot and brand vs.
media based upon local market conditions

Reallocation of nearer-term Sponsorship &
event investments

Identify strategies to reduce budgets while
doing the least harm to a business in the
short and long-term

Shift variable budgets to target highest value
customer segments with specific campaigns
in specific geographies

Media by promo offer with planning by
segment and audience

Quantify/execute against best short-term ROI
activities

Understand most prominent trip types in
Q3/Q4 and the products most associated with
them

Quantify marketing channels that have the
greatest short-term impact to drive your DTC
strategy and determine how to optimize by
market, by day

Leverage holistic and unified marketing platforms to target customer segments in real-
time, in-home

Most companies have limited means of measuring and evaluating media effectiveness
Typically, 30 — 40% of media spend is either inefficient, or worse

Often the millions of dollars of inefficiencies can be identified and used to either
preserve operating profits, or re-targeted to more executable areas in a crisis

Redeploy investments out of underperforming vehicles and into overperforming vehicles

Lower/no attendance items will have reduced impact
Potential savings/re-investment to fuel immediate impact opportunities

Prioritize budget reduction needs across product portfolio while limiting the
revenue/profit downside

Budget flexibility as well as creative flexibility delivers both short-term revenue impact
and cost saving

Ability to rapidly deploy and test variety of offers and creative in different markets/geos
to see what works

Maintain/grow sales in most responsive markets with customers who react most
favorably to offers

In unpredictable times the ability to dynamically shift targets and offers is critical
Modify creative to focus on products most relevant to future trip types and tailor
promo/media plans to focus on channels most effective at driving those trip types

Target demand where it is and as it evolves through the crisis

Maximize capture of share of demand as consumers shift across the sales channels
Generate incremental value by investing in channels that drive consumers to
ecommerce, owned channels and deliver while also building brand
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Rapid deployment of in-market
testing capabilities

Optimize brand marketing halo
effects

Evaluate price & promotion
strategies and tactics

Real-time war-gaming and
scenario planning

Focus on “Brand Relevance”

Customer segment specific offers quickly
deployed, tested and evaluated for
effectiveness

Drive short-term sales across products and
services while maintaining brand equity

Determine price effected items based upon
availability and demand

Identify “hold the line” and “at risk” product
groups

Determine pricing/promotion strategies for
depth and frequency

Where possible, link deep discounts to
branded messaging to minimize long-term
negative pricing impact to brand

Take advantage of holistic data and analytics
to build investment plans based on “back-to-
business” timing

Estimate the impact of economic conditions
and reduced distribution

Identify product related themes that will
resonate with customers
Develop branded campaigns to build equity

Quickly understand and activate against changing consumer behaviors by market and
time period to gain competitive advantage

Ability to test multiple campaigns, concepts and pricing tactics against specific
audiences in multiple geos to determine most impactful strategies for driving sales

Identify products and services that receive the greatest halo impact from brand
advertising to optimize both short and long-term impact to maximize effectiveness of
marketing investment as well as sales and brand health

Post 2008/2009, many companies moved aggressively to price and promotion to make
up short-term revenue/sales deficits. Often this was at the expense of long-term brand
equity. Deep discounts to drive sales has varying levels of success, dependent upon
the category and brand, but there are often big risks and even questions pertaining to
its true effectiveness.
* Risks include:
» Direct impact to long-term brand equity which increases the cost of doing
business long-term
» Brand hierarchy compression for the category, which adds to the cost of doing
business and reduces the ability to command a premium on more premium
items
* Results in overall category margin compression

Have plans and investment scenarios ready to activate as conditions improve
Gain alignment on alternative plans based on a range of market conditions and timing
Quickly gain competitive advantage and share in the back half

Studies show that advertisers that maintained or grew their ad spending increased
sales and market share during the recession and afterwards.

In good times, people want to advertise; in bad times, they have to. Bruce Barton,
American author, advertising executive, and politician

Forbes article: https://www.forbes.com/sites/bradadgate/2019/09/05/when-a-recession-
comes-dont-stop-advertising/#2ce38a434608
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