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work very hard on our communications to cOllve}
the versatility massage - the rational reasons for
buying into the brand.
MW: Whllt effect has the economic shock of the
past two years had on your customers alld the
way you speak to them?
Gelluna Duffield (GD): The pet industry In

general hasn't been affected as badly as I,
could have been and that's because of the
emotional tie people have WIth theIr anunals.
However, showing the value of the product
becomes more important, because It offers
reassurance to the customer and communicates
that we are looking after their animal's nutrition
to the best of our abihty,
Adrian Apodaca (AAI: AI Honeyrose Bakery we
are competing against brands thut are saying
they are healthy or natural without actually
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Clare Field (C.'): I would totally agree with that
and I think it links back to Will's point tllat
consumers today are more sawy than ever and
the recession makes them even more conscious
of the decisions they are making. J think what
you are referring to is the role of brands and the
fact that we have to satisfy both the emotlonal
and rational relalionshlps people have with us.
Barbara WrlgJlt (BW): One of tha big finds ill
our research \s around the balance between
emo!lonal and rational. The way we encapsulate
it is that consumers have much more of a 'reeling
bruin' and a 'thinking llcart' now. People who
were previously dominantly emotional have
suddenly got this rational interest, and people
who were dominantly rational are suddenly a bit
more emotional about purchase decisions.
Emma Wilson lEW}: The emotional and rational
Side has heen incredibly important to us over the
past two years. As a brand, Total Greek YOgllUtt
has a huge emotional following and we have
been very lucky that we have the loyalty of the
people who are reatly emotionally attached to
our brand. On the other hand, we have had to
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'My Economy' mindset
sparks a new approach
Our panel of experts, in association with Blue Marlin,
discuss how the industry can best respond to the
post-recession environment and its effect on
consumer purchasing attitudes. By Maeve Hosea

Marketing Week (MW): Are there brands that
are 'recessloll prool' and will always go into
the basket no matter the economic climate?
Will Abbott (WA): We hJve never kJl0wn
a.'1ything but the recession because Frees'lt
launched in May 2008. We have benefited In

many ways because we are a free service and
people do look to reduce costs at times like tbis,
However, they don't want to lose value or quahty,
and brands lhat oUer low COSl but questionable
value or quality are the ones that will suffer.
Kevin Price (KP): The beauty market has been
remarkably resilient to the recession, There has
been some down·tTading but when you get to
recessionary periods, looking good becomes
dlsproportionately important. The other growth
area is anti-ageing because in hard times we
also want to look youthful.
Andy Wi-lies lAW): One interesting thing for me
15 sectors wllere there is a requirement for the
product to actually perform. If your headache
doesn't go away that is a bigger cancelli than if
a supermarket o",,-n·brand food product doesn't
taste as nice.
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h;:.-.r.q to go through the rigours of bemg orgamc
::;':e l;S. So we have to be a lot sharper about
what we do and how we do It.

OunaJ Bailey lOB I' Areas that are more premIUm
in our business. such as smoothies, have
suffered significantly, but our fizzy brands have
been particularly strong and relatively 'recession
prool'. They don't take up much of your basket
spend and they are little luxuries that make you
happy during the course of the day. I think it is
simple: taste wins out. If you can deliver that,
you will be fine.
MW: Two years ago consumers had a problem
decidillg wlJo to trust in terms of plalJning
their finances. and ended up planning their
own individual economies based on their
needs, according to Blue Marlin research, The
agency calls this the 'Me Economy'. How are

brands meant to deal with the thousand
different micro economies out Ulere?
EW: Each indIvidual IS very different so trymg to
communicate to each person's dIfferent needs is
difficult. ThereIore, It IS better to communicate
the benefits ilJ1d features of a particular product.
Mark Tyldesley (MT): The biggest change has
been around the success of brands that are really
honest. Historically, you have been able to win
with style over substance, but I think over the
pelst couple of years, substance has really come
to the fore. That plays into the quality and
innovation aspects we were talking about before.
OB: Historically at Bntvic we have had lots of
communication around products, but the best
piece ot communication you can have is the
actual product you sell off the shelt. and if you
don't keep that up to scratch. making sure you

hava substance not just emotion, you will be III

troubla, I thmk a lot of brands over time have lo~

the balance of function and emotion. I think at
these urnes of recession, consumers go back to
function.
Mark Humphreys 1MB): For us, It IS all about
taking the hassle factor out. My customers are
business-to· business: publicans, landlords.
hoteliers. and restaurateurs. They are all very
busy individuals. Although price is important,
the key thing is solid customer experience from
end to end. If the touchpoints all run smoothly.
the delivery is right and the invoice is right. thel
the customer is likely to be hilppy and loyal.
Keith OulUver (Ito): A recession is a dlSruption
to any market. Fear starts to creep in and you
see people tradIng down. How the perceiVed
benefit stacks up against perceived cost of
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your product changes all the time and clearly
dictates what your value is.

I don't think there is any product thilt is
'recession proof', I do believe there are recession
resistant products, and Lhey tend to be the ones
thett balance that value equation effectively.
I\IT: I think the same is true in many sectors. You
can give consumers an offor that might help
them economise but still give them qualJ.ty.
Cameron SUllnners (CS): Traditionally the film
mduSlry has been recession resilient. as was
seen in Hollywood's heyday, which coinCIded
with America's Great Depression of the 19305.
Most recently, we have seen nvo years of
admissions growth in cinemas.

But it's a bit more complicated than that.
People arc happy to pay for a cinema experience
they can't repl!cate at home, but they are not
prepared to pay for DVDs, the area in which a
studio typically makes the bulk of its money.

MIrV: The strategies brallds are employing to
get around the differences ill shopping
behaviour include honesty, vaiue and
demonstrating perceived benefits. Blue
Marlin's research has also identj[jed this notion
of 'Keeping Down with the Jones', where
people are almost breathing a sigh of relie[
that there isn't such a status race going on
now, What do you think about fhat?
BW: Society has de·egood a bit and you don't
have to PUt such an image--eonsclOus face on
status, It 1S about being mOle rational about
makmg new purchases - for example, asking if
you really need your Wille order once a month. or
can you just buy good claret in the supermarket.
KG: I think there is defmltely that feeling of
bemg in it together, which is why people rally a
bit more around British products because they
see the wider benefit in buymg them.
KP: I agree, I went to Poland recently and 'Made
m Poland' is seen as a good thing. In Italy, there
IS a similar initiative called 'Made in Italy' to
promote the quality of their own brands. I even
saw a sign in an Italian store a few months ago
that said 'Not Made 1ll China'. So we are all
looking more inward_

r love the line 'Keeping down with the
Joneses', but I don't think we should tnvialise it
because what underlies it is fear - consumers
are really scared.
WA: Something we have beell looking at for a

little wllile at Freesat is this spirit and trend of
thrift. If you buy something that costs £5 from
Pnmark you tell people and are proud of it. Ten
years ago people wouldn't do that.
M: At the height of the recession we saw the
extreme of that 'hrifllrend. One of the
supermarkets was selling the simple proposition
of jam sandwiches as the new big Lhing. But
actually, consumers don't go to that extreme of
cheapness. Their actual response bas worked for
us because something Iiko a smail premIum
cookie with a lot of good stuff in it is a small
iIldulgence that peopla will pay for.
on; Early on in the recession, Tasco tried to do a
bit of a Lid! and bring in [cheaper] brands Ulat
we had never seen before, but It backtracked on
that pretty quickly. It shows we are still looking
for value, but we are looking for value from
places that we know and trust.
CF: In a recent redesign of Aunt Bessie's, we
looked at how far and wide we could stretch the
new look, In the end. we decided on something
quite conservative, In reallty, trusted brands
tJlat are understood by their consumer base
make changes that are like a good haircut­
people don't notice it, but if you didn't do it you
wotllcl be out of dflte, It is vory important to find
that balance between nostalgia and the
comforts of home and ensuring relevance to
tOOay's busy lives,

MW: The Blue Marlin research also shows that
people have switched from consuming on
autopilot, to making far more conscious,
ratiOllal decisions about everything. In terms o[

the retail experience, how 8re your retail
customers doing thillgS differently? What is
8nd is/l't working?
MT' There is alway~ a healthy tension between
retailers and brands. You often get retailers
wanting headline-grabbing deals like 'huy one,
get two free', which is a challenge for any brand
But you can use promotions smartly, whether It
be for driving trial with a single price point
piece, or promoting linked items together such
as cooking sauces plus core ingredients.
E'W: In terms of a visible promotion on-pack, we
offered a '20 grams extra free' deal on our smail
pots [of vitammsJ for most of last year, It has
definitely sustained the busmess,
DB; Similarly, we have upsized to a 6DOml
container on products in our carbonates range at

"Showing the value 0

the product has
become more
important because it
offers reassurance"
Gemma Duffield, Crown Pet Foods (le.

Britvic and sales have gone through the roof It
another way of giving people value, Pack and
price is something we talk constantly about in
our business. The quick wins III this economic
clunate are the evolutionary things, not the
revolutionary things.
CS; In the film business, there is defimtely a
trend to go for the familiar ill the recession, But
the success of films that completely break the
mould - like Avatar and Inception - show that
consumers are looking for new experiences too.

MW: WitlI the know/edge that people ar6
looking for both the familiar and the new, as
well as value, flow do you straddle several
trends at once?
OW: Increasingly, brands have to become multi·
taskers. You need to think about YOllr
touchpoints a lot more because you can't do
everything through one channeL
CF: Through packaging, we have recently turned
around an over-12·rnontb decilne on a product that
consumers were confused about. lllto double'dlgit
growth. It's about being clear about your
proposition and understanding the consumer need.
nIT: It IS a brilliant time to be a marketer becausE
to succeerj you have to be exceptionally good.
You have to know exactly what you stand for
and you can't be lazy.•

Blue Marlftn research

Methodology
The n!se;uch. in partnersbip with Dobbin Carne
Research & Marketing, was conducted in three
stages: an online questionnaire. six focus groups
and a seneR of in·dnpth face-to·face interviews.
Interviews were evenly split between the north
and the south of the UK. Women were recruited
aa-os!> three prevalent consumer groups: lhese
affected by the rece8Sion. thol)(! unaffected but
are more conscious 01 hew they spend their
money, and the big spenders who are not
directly affected by the recession and see much
of their spending as an investment for the future.

Research preu:dse:
That consumers are focusing on 'my economy'
rather than the wider economy.

Key learnings:
• Austerity is a badge of honour [or women,

whereas many men arc in denial.
• No one shops on autopilot anymore - the

COIlllumBr is switched on, lI8VVY and cynical.
• People are more rational about their buying

decisions.
• People say they have changed their attitudes

and behaviours for good.

The fuU researcb findings wUl be released
early In the first quarter of 2011.
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