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What happens if I stop advertising?

Advertising out of CV-19

This document answers
the following questions:

• What are the benefits, short and long term,
of remaining on air during and out of CV-19?

• What considerations or adjustments that need
to be made to brand advertising out of CV-19?

• What media channels to cut and what media
channels to keep out of CV-19?



What happens if I stop advertising?

Power up your
share of voice
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Advertising investment reduces risk
354 brands grouped on the basis of relative ad spend



What happens if I stop advertising?

Trust is everything In which of the following places are you most 
likely to find advertising that you TRUST?
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What happens if I stop advertising?

Play the
long game

Longer is better when it comes to campaign 
duration and campaign evaluation



PLAYING THE LONG GAME: BCF

The objective

The execution

The media mix

The results



Target everyone

TARGETING



Reach them
where they are
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Focus on 
effectiveness

Cross platform effects accentuate the 
importance of visibility
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Be helpful and 
hopeful

•
•
•

82% of Australians think it's 
important that brands 
keep advertising.



Toyota calls on TV to celebrate the Aussie Spirit

The execution

The objective

The media mix

The results

https://www.youtube.com/watch?v=TPyYHidQYNY
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Be memorable Memorability allows an ad to work 
for longer

SALES IMPACT AFTER SINGLE VIEW
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Build emotional 
connections
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Brand Measures

Emotional campaigns drive larger brand 
effects
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