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What are the consequences, in
both the short and long run, of a
brand going dark?

What is the trade-off between
maintaining or regaining brand
equity/market share

What happens if I cut my budget
in a recession versus keep
advertising during a recession?

This document answers
the following questions:
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There may be no
apparent impact at first

Net effect on brand measures six months
after TV advertising stops
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632 836 376 501 627 232 840 744

Source: Kantar MillwardBrown, 2018

*Net Change: Percent of brands increasing minus percent of brands decreasing
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Cutting ad spend 
reduces brand 
consideration 

Consideration for types ofinsurance – Brand X

Source: Kantar Millward Brown, 2018
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60% of brands ‘going dark’ decline on at least
one key brand metric

Source: Millward Brown, 
in “Advertising in a 
downturn”, April 2008

Net
change

85+ brands with no TV 
spend for 6+ months

Use Image

Increase

Decrease

+11 +22

-28-24

—13 -6

Cutting ad spend restricts
a brand's ability to
command a price premium
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Cutting ad spend
impacts market share
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Advertising investment reduces risk

Source: Peter Field, “Marketing in a downturn”, Market Leader, 2008
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Media pressure (%) (Share of voice – share of market)
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Even reducing spend
will set brands back
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Reduced TV ad spend led to a combined $94MM  
loss in return for 11 of 15 brands studied

$3.1m $8.6mm
Average difference in

TV ad spend
Average difference in

Sales loss

Source: Advertising Research Foundation, “Decreased TV advertising spend hurts sales”, 2016

$8.6m
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Reversing a decline 
requires a multiplied 
investment in the future

regain 
maintain 
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Market share suffers despite resuming
advertising

Source : Kantar Millward Brown, 2011
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The best way to ensure 
long-term brand growth 
is maintain ad spend
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Probability of share growth/decline

Share ofcommunications 
awareness greater than
share of market?

Share ofcommunications 
awareness higher than
pevious year?

Chances of share increase

19%

36%

57%

75%

Source: Kantar Millward Brown, July 2018
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This is especially true
In time of recession

12, 13, 14

Recession andmarketing
Upping marketing in the recession helps profit recovery and share gain - without

hurting profits even during the bad time

Source: Kantar Millward Brown, July 2018
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The best way to ensure long term brand growth is to maintain 
ad spend. The evidence suggests that it is better to maintain 
than to have to regain key metrics. This is especially true in
time of recession. 

What happensif I stop
advertising during CV-19?

For brands that have enjoyed long-running campaigns, 
especially if campaigns have been on TV where advertising 
decay rates are low, cutting ad spend may have little impact on 

brand or business revenue in the short term

Investing in maintaining, or even increasing ad spend
in time of recession can bring significant long-term advantages. 
Cutting ad spend effectively hands this opportunity to the 
competition.

When ad spend cuts are maintained across longer period of 
time the cuts will weaken the bond the brand has with 
consumers. Declines in brand affinity will cause market share 
declines and further, will limit a brand's ability to charge a 
price premium when the recovery comes.

Cuts to ad spend that reduce share of voice will lead to a 
decline in market share and sales. Once decline sets in, it can 
require multiplied efforts to reverse. Marketers may have to 
spend two or three times the ‘saved’ amount to turn their brand 
fortunes around.
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