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REKLAMA KRIZES
METU




TYLA PRAZUTINGA

Kokybiska reklama krizés metu sudeda
pagrindus prekiy zenklo sekmei

* Reklama per krize veikia taip pat, kaip ir pries ja ar dar geriau dél
sumazéjusio reklaminio triukSmo;

« Svarbu adaptuoti reklamos turinj prie tuo metu aktualaus
konteksto;

« Svarbu islaikyti ar didinti SOV, kas krizés metu kainuoja daug
pigiau, nes nemaza dalis konkurenty mazina reklamos kiek;j ir deél
to, kad reklamos transliavimas kainuoja maziau;

« Labai svarbu tampa sekti ir analizuoti savo vartotojus: dél
ekonominés krizés ir ilgesnio karantino vartotojy segmentai ir jy
motyvacijos keiciasi.
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REKLAMA KRIZES /
KARANTINO METU VEIKIA

Ad testing scores so far are stable

Avesage Decomat S0 by ngart Oute

Reklamos gebeéjimas emociskai

salygoti ir paveikti auditorijas isliko i -
nepakites. Tai rodo System1 ir B2B * et
instituto nuolatos vykdomo — .

reklamos efektyvumo tyrimo
duomenys (nuolatos tiriama didzioji i
dalis UK ir JAV reklamuy) i

From Systemt Ag Ratrs datadase
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KOVO - BALANDZIO MENESIAIS STEBIMAS
PADIDEJES REKLAMINIY KAMPANIJUY
ATPAZ|STAMUMAS LIETUVOJE

Reklaminiy kampanijy atpazjstamumo vidurkiai, % nuo
bendros auditorijos
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© Inspired UM 2020 | Data: KOG institutas, reklaminiy kampanijy post-test tyrimy
vidurkiai; System1 Ad Ratungs database Jan-March, 2020
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REKLAMA KRIZES METU
ZMONIUY NEERZINA

Zmonés pavargo nuo neigiamo
informacijos srauto. Reklama jy
neerzina, atvirksciai, i$ kai kuriy
kategorijy reklamdaviy jie tikisi
daugiau informacijos.

Informacija apie Pasiilgau naujieny
koronavirusg ir karanting  kitomis temomis nei
mane jau erzina, jos per karantinas ir

daug koronavirusas

Consumers expect to hear from brands, regardless of the cateory

Would you like to hear more or less from these types of company?

Hear less Hear more Hear the same

Healthcare & pharma m
Supermarkets m
Food & drink
Retailers m
Household goods m
Entertainment m
Financial services m
Charities
Pubs & restaurants
Social media m
Gym & fiiness T T
Fashion & beauty m
Avtomotive L 1% ] 9% ]

© Inspired UM 2020 | Data: KOG institutas, COVID19 tyrimas, 4 banga, n=400, 2020
balandis; Opinium, Brand marketing in a crisis: Why now is not the time for silence,
2020 April
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REKLAMOS NUTRAUKIMAS
GALI BRANGIAI KAINUOTI

Figure 5. Changes in market share (percentage points)
for brands cutting, holding, and increasing marketing
spend during recessions, 1980s-early 2000s’
Net iki 5 mety gali prireikti atsistatyti
tiems prekiniams Zenklams, kurie

1.6

sumazina ar nutraukia investicijas |
reklama krizés metu. Ir tai kainuoja
daug daugiau, nei trumpalaikis lésy Increase

taupymas. ’ R

Maintain
Spend

Figure 6. Net effect on brand health six months after cutting TV ads

TBCA Total Buy Buy First Key Total Brand Trial
Mentions Nowadays Most Often Mention Image Awareness

L (632) (836) (376) (€0 (627) (232) (840) (744)

Source: Kantar "COVID-19 Barometer," March 2020. (Base number of brands analysed in parentheses.).

@ © Inspired UM 2020 | Data: Ebiquity, Advertising through a recession, KANTAR,
COVID-19 barometer



REKLAMOS NUTRAUKIMAS
GALI BRANGIAI KAINUOTI

Investing in SOV drives strong growth during recession

5.0% 45%
= 45%
£ . 40%
: L : : L : £ o
Tie prekes zenklai, kurie palaike 8% ir iAo ox
. . L : §q =
didesnj SOV* kiekj nei turima rinkos Bix 2 14%

: . v o L0%
dalis, po krizés augo sparciausiai 1% - .
0% or less 0-8% over 8%

ESOV

Base: IPA cases covering 2008 recession IPA

HISTORICALLY SHARE OF VOICE HAS DRIVEN SHARE OF MARKET (FIGURE 07)
12%

10%

8%
6%
&%

2%

SHARE OF VOICE

0%

0% 2% 4% 6% 8% 10% 12% 14%
SHARE OF MARKET

@ © Inspired UM 2020 | Data: | IPA Advertising in a downturn revisited; Peter Field, B2B Institute Advertising in
Recession — Long, Short, or Dark? 2020 April *Share of voice / rekimos kontakty dalis kategorijoje
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REKLAMA TURI BUTI
ADAPTUQOTA PRIE KONTEKSTO

Figure 5
The sweet spot for effectiveness

Prekiniai zenklai turéty islaikyti 60/40
proporcijg tarp jvaizdinés ir kaininés
komunikacijos.

Peak at 62% brand

20% loss of effectiveness
brand remains strong

Number of business
effects reported

5 - 56%loss of effectiveness
brand weakens

Visa komunikacija turéty bati
adaptuota ir atsizvelgti j vartotojy
ekspektacijas krizés metu.

T T
o} 10% 20% 30% 40 50% 60! 70% 80% Q0%
% Budget allocated to brand building

Source: IPA Databank, 1998-2016 for-profit cases

78%

75%

72%

65%

50%

67%

Should Show how Inform Use a Should Should talk  Should offer
they can be about their  reassuring communica about a positive
helpful in efforts to tone te brand brands like  perspective
the new face the values they have
everyday life situation always

done
Should not

74%

exploit
coronavirus
to promote
a brand

© Inspired UM 2020 | Data: | IPA Effectiveness in the Context, 2018; KANTAR,
COVID-19 Barometer
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SITUACIJA PASIKEITE:

PERSPEKTYVA IR RUTINOS

TVF prognozuoja 7,5% BVP nuosmukj
Europai Siais metais. Duotuoju
momentu net apie 70% Lietuvos
gyventojy yra susirGpine savo finansine
padétimi. Sis susirGpinimas tiesiogiai
gali atsiliepti vartojimui.

Taip, jauciu
Ne, 3iuo stipry
metu finansinj
finansinio nesauguma
nesaugumo 21%
nejauciu

32%

Taip, i$
dalies jauciu
finansinj
nesauguma

47%

Europe Fallout
IMF cut its 2020 euro-area GDP estimate to -7.5%

0
No Data

Source: International Monetary Fund

KO BlJO?

Uzsikrés artimieji /draugai

Paveiks Lietuvos ekonomika

Susirgti pats (-i)

Uzkr ésti vyresnius Zmones

Paveiks pasaulio ekonomika

Tesis ilgai ir teks bati namuose

Bijau netekti darbo
Jauciuosi ramus ()

Kita

0% 10% 20% 30% 40% 50% 60% 70% 80%

B 1 savaité karantino

M 6 savaité karantino

@ © Inspired UM 2020 | Data: | IPA Effectiveness in the Context, 2018; KANTAR,

COVID-19 Barometer



SITUACIJA PASIKEITE:
PERSPEKTYVA IR RUTINOS

Kaip manote, ar Jusy vartojimo jprociai bus
kitokie, pasikeis ir liks tokie praéjus

karantinui?
llgesnj laikg bdnant namie dél Ne, mano Taip, manau, kad
: 5 v 5 a0 toji keisis ir lik
karantino, dalies Zmoniy vartojimo vareme S e
. jprociai nesikeis pasikeite
rutinos ima trikinéti. Svelninant 22% 28%

karanting, atsiranda naujos rutinos,
nauji prekiniai Zenklai asortimente. 13
kitos pusés, nemaza dalis Zmoniy,

jauciantys finansinés situacijos galima
mazejima, pradeda galvoti apie
vartojimo mazinima.

Taip, manau, kad keisis bet, praéjus karantinui, liks
kokie buvo 50%

Planuoju tiesiog daugiau pinigy taupyti 44%

Mazinsiu islaidas pramogoms 41%

Sumazinsiu i§laidas skirtas rdbams bei avalynés pirkimui 40%

Mazinsiu islaidas kelionéms 35%

Manau, nepirksiu buitinés technikos ar elektronikos.. 21%

Pirksiu maziau maisto ir buities prekiy 17%

Ne, mazinti i§laidy neplanuoju 16%

Manau, nepirksiu automobilio, kurj planavau pirkti 10%

Manau, nepirksiu bisto, kurj planavau pirkti 7%

@ © Inspired UM 2020 | Data: | KOG institutas, COVID19 tyrimas, 4 banga
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REKLAMA PER KRIZE?

MES ZINOME, KA DARYTL.
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