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Managing brand equity

Evaluating the role of brand in recovery

PRIORITY
CONSIDERATION

What 15 the priority of brand building
vs. other recovery needs?

Can yvour supply chain handle more
demand?

What are your current brand awareness
levels?

Do vou need to build future demand?

TR DMK LI Y

SUSTAINABILITY
CONSIDERATION

What i1s the current sentiment around your
brand?

Are you leading any Social Good initiatives?
Does your brand have something unique and
authentic to say?

How are you adapting your business

holistically based on your brand?
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Managing brand equity

Visual identity also drives more impact

In a study by Facebook Creative shop on
NO VISUAL ID VS. BRANDED:

67 % 71%

Had a higher lift in

67 %

Had higher

Had a higher lift _ I .
s incremental ROAS

optimized conversion in ad recall

Source: Facebook Creative Shop pilol study with 9 clients. 2019 -
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Managing brand equity

A nimble media strategy helps when changes

happen fast

=
REACH CAMPAIGN
Continue to reach a Choose the best ad
high percentage of objective based on
your target audience your main goal
Source: [PSOS “"ADVERTISING THROUGH CRISIS: COVID-19 ERITTON", March 202

Fucedaook Compiiny

FREQUENCY

Maintain established
best practices for your
brand

[#]

DURATION

Plan in 2-week
increments to

accommodate changes
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Managing brand equity

How to adjust as consumer needs change?

Health and wellness concerns: What is

top-of-mind for your customers based on
where they are?

Living situation: How has their living
situation changed? Are they sheltered in
place, staying at home or in relaxed

restriction arecas”?

Life impact: How have they been impacted
financially? How are they preparing to

tackle the pandemic?

Source: Forbes article "lmpact of quaratline-deiven demand surge, through the
lens of Maslow's Hlenachy of Needs®, April 2020

Fucebook company

Hierarchy of needs during COVID-19 times

Making +14X “workout equipment”

the most out of a +3X “wall paint”
Crisis

Survival

Chart reprresents the increass in keyword search ranks on Amaron.com, Profitero, US

+13X “bread machine”
+3X “bed desk”
+6X “board games”

+96X “canned food™
+234X “disinfectant wipes”
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Managing brand equity

What’s the role of your brand in the outbreak?

Help reduce the impact of
the outbreak

Support community-led initiatives for

social good

Reprioritize resources to support

urgent needs and categories
Provide expert information

Help local businesses recover

TR T MK, LT I|1:I Iy

Support affected people and
communities

Provide products and services that
increase mental and health

wellness

Empower people to connect as &

group and build -;_':_1mmur|i1y
Delight people with entertaining

and/or uplifting content that's

authentic to your brand
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Managing brand equity

Guiding creative mindset

LEAD WITH
EMPATHY

Aclknowledge the context and realities for the
industry and your business —maost importanily
empathizing with those of your customers and

COMMUTIILY.

Then work within them,

not against them

Fucphak, L I-'I1|'I:I Iy

STAY
AUTHENTIC

The voice and role of your brand/product in

people’s lives is what has drawn people (o you,

[he more honest and true to who you are and what
people have come o expect, the better vou will
connect and the more distinct you'll be from

competitors,

Play to your strengths.

ADD VALUE

The ideas vou butld should contribute something to your

audience and the communitics you're trying (o connect with

Think about how your brand can give them something they

necd:

Comifort

Advocacy

A cathartic outlet

A little entertaimmeent

An avenue to lend a hand
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@gathersocialsam
m Samuel Evans

R, 07709427744






