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Advertising During 
Covid-19

Business as Unusual
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The Ladder to Success
Write here a great subtitle
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Richard Thaler, Nobel Laureate 2017

“… You’re 80% of 
the time correct if 

you predict that the 
outcome will be 

between -10% and 
+30%…”
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BUT…

“… This will make 
you look like an 

idiot… And looking 
like an idiot is 

accurate!”

@henryrobben
marketing strategy
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Marketers focused on building brand and retaining customers 
during Covid-19
What marketing objectives have you been focused on during the pandemic? (Percent ranking #1)
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Building 
Brand

Retaining 
Customers

B2B Product 34.7% 33.3%

B2B Services 30.1% 34.2%

B2C Product 24.3% 35.1%

B2C Services 43.6% 25.6%

Building 
Brand

Retaining 
Customers

• Transportation 
(60.0%)

• Retail (20.8%)

• Communications 
(52.2%)

• Healthcare 
(20.8%)

Economic Sector

Industry Sector
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The	CMO	survey	2019	by	Christine	Moorman	
n	=	323;	97%	are	VP-level		or	higher;	Data	collection	between		January	8-29,	2019

Marketing and Growth Strategies

Market Penetration 

Product / Service Development 

Market Development 

Diversification

A

B

D

C
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Marketing and Growth Strategies

Market Penetration 

Product / Service Development 

Market Development 

Diversification

54%

21%

15%

10%
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Customers prioritize trusting relationships during pandemic; 
emphasis on low price grows
Customers’ top three priorities next 12 months (% of respondents reporting first priority)

Trusting 
Relationship

Low 
Price

B2B Product 23.5% 14.8%

B2B Services 25.6% 14.1%

B2C Product 36.6% 29.3%

B2C Services 42.1% 21.1%

Economic Sector
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19.9%

10.8%

29.6%
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Insights

Marketers expect customers will place the 
highest priority on trusting relationships, 
marking a significant rise from Feb-2009. 
Marketers also anticipate customers will pay 
more attention to low prices with 18.4% citing 
this as customer’s top priority, compared with 
only 10.4% two months ago. However, over 
time, low price is significantly less important 
than it was in Feb-2009.
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WRITE HERE A NICE TITLE
Y O U  C A N  W R I T E  H E R E
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Image is the 
most 

important 
discriminator 

between 
losing and 

winning 
companies
CCM Research

Offering Customer Process Image Price

@henryrobben
marketing strategy

There is a 
difference 
between 
wishful 

thinking and 
customer 

wishes. 
Avery, Fournier, & Wittenbraker 2014: Edelman & Singer, 201514
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—Mark Ritson, Marketing Week, December 4, 2020
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The Evolution Of Purpose

doing no harm, such as 
preserving the environment and 

transparency on processes 

doing good, such as helping 
communities, providing labour and 

education, and stimulating local 
development 

competing on purpose and using it 
as a way to differentiate your 

offering from that of the 
competition

what will marketing’s answer be?

Sustainability

Social  
Responsibility

Shared Value

?
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Scientific Evidence
It is quite strong

Sometimes when you innovate, you make mistakes. 
It is best to admit them quickly, and get on with 
improving your other innovations. 
Steve Jobs

“The large majority of studies reports positive findings”—Friede, Busch & 

Bassen, 2015 in Journal of Sustainable Finance & Investment (summarizing 

the evidence obtain in 2,200 scientific empirical studies). 

“The results suggest that firms with midlevel employees with strong beliefs 

in the purpose of their organization and the clarity in the path toward that 

purpose experience better performance” —Gartenberg, Prat & Serafeim 

Organizational Science, 2019 (based on a survey of approximately 456,666 
employees). 

“During the 2008–2009 financial crisis, firms with high social capital, as 

measured by corporate social responsibility (CSR) intensity, had stock 
returns that were four to seven percentage points higher than firms with 
low social capital. High-CSR firms also experienced higher profitability, 

growth, and sales per employee relative to low-CSR firms, and they raised 

more debt”— Lins, Servaes & Tamayo in Journal of Finance, 2017 (based on 

sample of 1,673 US firms).

Photo by Jamie Street on Unsplash
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Sometimes when you innovate, you make mistakes. 
It is best to admit them quickly, and get on with 
improving your other innovations. 
Steve Jobs

5 to 10% of customers find ‘purpose’ an important motivator in trying new brands

Photo by Jamie Street on Unsplash

The Evolution Of Purpose
Change Requires A Tipping Point

McKinsey, August 2020
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Competing On Purpose
Creating Value For Stakeholders

CUSTOMER

SHAREHOLDER

SOCIETYEMPLOYEE

©  Moenaert, Robben, & Antioco 2021
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A job is the progress that a customer wants to 
make in a particular circumstance

Customers buy ‘progress, not products’ (Christensen 
et al., 2016)—24/7 creates responsibilities

‘The customer rarely buys what the business 
thinks it sells him’ (P. Drucker)

Customers are not interested in your offering: 
The functions you fulfill defines the business 
you are in

The Job to be Done
THE FOUNDATION OF CUSTOMER DEMAND

The customer only knows a single reality: Their 
own—and this has some consequences

CX is crucial—Help the customer with their 
decision making


