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How it started
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The hype-cycle fuel mix:
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Technological 
advances

Media 
saturation

Influx of 
capital
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In times of rapid change, new tactics 
appear––and they often start to wag 
the strategy dog.
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We’re overwhelmed by options.
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Let’s strip it back to basics.

What really demands our focus?

What does the evidence suggest?

How do we put it all together?
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Brand is 
a memory.
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Experiences and 

interactions build and 

refresh the network of 

memories, strengthening 

the brand.

Disney

Best 
family 

vacation

Good 
value 
for $

My kids’ 
favorite 
movies

Princesses

Castles

Pixar

Safe

Magic Mickey 
Mouse

Disney+
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Strong brands 

beat the market—

by a significant 

margin.
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Source: Kantar BrandZ Global Report, 2021

In bad times, they bounce back faster and stronger.
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Margin

Perceived Value 

Cost to Produce

Price

Product / Service Branding / Marketing

Strong brands reduce price sensitivity—
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Margin

Price

Cost to Produce

—enabling greater profitability.
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o n e n o r t h . c o m Source: Kantar https://www.kantar.com/north-america/inspiration/inflation/is-brand-differentiation-an-effective-way-to-reduce-customer-price-sensitivity

People will pay more for brands they perceive as different.

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D



o n e n o r t h . c o m

SEGMENTATION & TARGETING

Who is our 
market?

The fundamentals of brand strategy
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If you do only one thing, 
talk to your audience.
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Reconnect with your 
audiences and hear the 
answers from the source.
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Listen for common themes in your customer data.
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“I felt like you guys really invested in long-term relationships with us…”

“The website was great, there was a lot of articles and thought-
leadership that answered a bunch of questions we had...”

“You’ve always been able to give us something really custom, 
not just off-the-shelf…” 

“I heard about you from seeing one of your partners speak at 
a conference…”



o n e n o r t h . c o m

Build your own funnel to 
track awareness.
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We like the McKinsey consumer 
decision journey. But there are many 
others. Find one that fits your brand.
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Validate your funnel with a consumer panel survey––
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––and measure brand perceptions against competitors.
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Review + Plan

Maintain and calibrate equipment
Schedule and complete retrieval of crops

Product Delivery

Restore + Protect Reconcile Rest + LearnHarvestMonitor + MitigatePlantPrepare Soil

COOP LEADER, ANNUAL LIFECYCLE

Account Management

Product Orders and Sales

Manage invoices (pay bills)

Educate and Learn
Host Coop events
Attend vendor product meetings
Attend trade shows

Research

Account Management

Product Orders and Sales

Farm Strategy
Recommend treatments and cover crops
Respond to customer inquiries
Consult experts as needed

Product Orders and Sales
Monitor inventory and replenish 
supplies
Order products
Process customer orders, returns and 
exchanges
Monitor supply issues and locate hard- 
to- find stock
Purchase crops from members

Farm Strategy
Assess crop success and recommend 
adjustments to be made going forward
Respond to members' inquiries
Consult experts as needed

Product Orders and Sales

Field Data Analysis
Collect yield data

Account Management
Field Data Analysis

Collect and process diagnostic soil and 
tissue samples

Account Management
Manage invoices (pay bills)

Assess field issues and recommend 
responses/treatments
Respond to members' inqiuries
Consult experts as needed

Account Management
Manage invoices (pay bills)

Farm Strategy

Manage invoices (pay bills)

Field Data Analysis

Account Management

Finding qualified workers who understand products 
and are willing to work with hazardous materials

Land, Crop, and Labor Management

Farmers don't plan in advance or pre- order enough 
to contribute to accurate forecasting
Managing call volumes related to customers 
completing transactions by phone or text
Competition for commodity sales
Lack of transparency around supply

Reliance on patronage (coops are not sure how the 
restructuring will affect this)
Delays in receipt of rebates

Product Orders and Sales
Managing timing of orders in response to the 
weather
Scrambling to find replacement seed for 
customers and coordinate exchanges
Managing call volumes related to customers 
completing transactions by phone or text
Prioritizing customer service (people buying one 
thing vs. those making large farm purchases)
Competition for commodity sales
Lack of transparency around supply

Product Delivery
Managing timing of deliveries and retrievals in 
response to the weather
Transportation is very expensive

Account Management
Reliance on patronage (coops are not sure 
how the restructuring will affect this)
Lack of transparency around rebates

Product Orders and Sales

Prioritizing customer service (people buying 
one thing vs. those making large farm 
purchases)
Competition for commodity sales
Lack of transparency around supply

Farm Strategy

How to identify the issues early and set the right 
solution in place in a timely manner
Need quick, correct, and cost- effective agronomic 
advice

Product Orders and Sales

Managing call volumes related to customers 
completing transactions by phone or text
Prioritizing customer service (people buying one 
thing vs. those making large farm purchases)
Competition for commodity sales
Lack of transparency around supply

Land, Crop, and Labor Management
Finding qualified workers who understand 
products and are willing to work with hazardous 
materials

Product Orders and Sales

Managing call volumes related to customers 
completing transactions by phone or text
Prioritizing customer service (people buying one 
thing vs. those making large farm purchases)
Competition for commodity sales
Lack of transparency around supply

Product Delivery
Transportation is very expensive

Product Orders and Sales

Account Management
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 Grounded Recommendations 

Streamlined Transactions

 Expertise & Connections 

Foundation to Thrive

 Customer and User Profile(s) [R1]
Comprehensive Farm Profile(s) [R2]

Field Data and History [R3]
Field Plan and Status [R4]

Field Mapping [R5]
Soil Sampling + Analysis [R6]

Tissue Sampling + Analysis [R7]
Field Imaging [R8]

Field Recommendations [R9]
Forecasting Assistance [R0]

Procurement Planning [T1]
Customer Products [T2]

Calculators [T3]
Customer Pricing + Quotes [T4]

Order Management + History [T5]
Credit Management [T6]

Delivery/Application Management [T7]
Rebate Management [T8]

Supply Redistribution [T9]
Loyalty Program [T0]

Get to Know GreenPoint Ag [E1]
Localized Agri- News + Insights [E2]

Comprehensive Product Catalog [E3]
Agronomy Knowledge Base [E4]

Talk to a Specialist [E5]
Online Communities [E6]

Training Programs [E7]
Internship Programs [E8]

Events Calendar [E9]
Technical Support [E0]

Financing Finder [F1]
Government Program Finder [F2]

Labor Management [F3]
Equipment Share Program [F4]

GreenPoint Rotations [F5]
GreenPoint Affiliates [F6]
GreenPoint Partners [F7]
Shared Benefits (HR) [F8]

Payroll Processing [F9]
Scholarship Program [F0]

ACTIVITY LEVEL

PAIN POINTS
& NEEDS

KEY 
TASKS
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Farm Strategy

Recommend soil treatments
Respond to members' inquiries
Consult experts as needed

Product Delivery

Maintain and calibrate equipment
Schedule and complete deliveries and 
applications of products
Schedule tender retrievals

Field Data Analysis
Collect and process soil samples

Product Delivery

Maintain and calibrate equipment
Schedule and complete deliveries of 
products and planting of crops
Schedule tender retrievals

Assess field issues and recommend 
responses/treatments
Respond to members' inqiuries
Consult experts as needed

Farm Strategy

Product Delivery

Maintain and calibrate equipment
Schedule and complete deliveries and 
applications of products
Schedule tender retrievals

Manage invoices (pay bills)

Account Management
Manage invoices (pay bills)

Product Delivery

Overall

Knowing whom to 
conatact at GreenPoint Ag
Finance management
Need better record 
keeping

Finding qualified drivers
Product Delivery

Land, Crop, and Labor Management 

Finding qualified workers who understand 
products and are willing to work with hazardous 
materials

Land, Crop, and Labor Management 
Finding qualified workers who understand 
products and are willing to work with hazardous 
materials
Managing varying staff needs in response to the 
weather

Land, Crop, and Labor Management 
Finding qualified workers who understand 
products and are willing to work with hazardous 
materials
Managing varying staff needs in response to the 
weather

Product Orders and Sales

Managing call volumes related to customers 
completing transactions by phone or text
Prioritizing customer service (people buying one 
thing vs. those making large farm purchases)
Competition for commodity sales
Lack of transparency around supply

Product Delivery
Transportation is very expensive

Land, Crop, and Labor Management 
Finding qualified workers who understand 
products and are willing to work with hazardous 
materials
Managing varying staff needs in response to the 
weather

Collect and process soil samples

Forecast inventory needs with GreenPoint 
Ag and other vendors
Order and pre- order products
Process member order and pre- orders
Investigate potential supply issues and 
locate hard- to- find stock

Product Orders and Sales

Field Data Analysis
Monitor inventory and replenish 
supplies
Return excess if appropriate and 
possible

F0 F0 F0 F0 F0 F0 F0 F0

GREENPOINT INTERACTIONS

Review trial results from previous season
Recommend treatments and crops/seeds 
for members' farms
Forecast members' needs over the course 
of the year
Respond to members' inquiries
Consult with experts as needed

Monitor inventory and replenish supplies
Order products
Process member orders, returns and 
exchanges
Recommend substitutions as needed
Monitor supply issues and locate hard- to- 
find stock

Monitor inventory and replenish supplies
Order products
Process customer orders, returns and 
exchanges
Recommend substitutions as needed
Monitor supply issues and locate hard- to- 
find stock

Product Orders and Sales

Monitor inventory and replenish supplies
Order products
Process customer orders, returns and 
exchanges
Monitor supply issues and locate hard- to- 
find stock
Purchase crops from members

Seed variety trials
Products
Technology
Services

Review members' field statistics
Review members' prior year results

Farm Strategy

Product Orders and Sales
Monitor inventory and replenish supplies
Order products
Process customer orders, returns and 
exchanges
Recommend substitutions as needed
Monitor supply issues and locate hard- to- 
find stock

Maintain and calibrate equipment
Schedule and complete deliveries of 
products, planting of crops, and applications 
of treatments
Schedule tender retrievals

Collect payments from members
Manage invoices (pay bills)
Reconcile rebates
Review annual sales and begin 
forecasting for the next year
Prepay for upcoming season
Respond to customer inquiries

Restore + Protect

Product Orders and Sales
Coordinate sales fulfillment

Reconcile Rest + LearnHarvestMonitor + MitigatePlantPrepare SoilReview + Plan

Land, Crop, and Labor Management

Product Orders and Sales

Product Delivery

Deliver harvest yield

Land, Crop, and Labor Management

Product Orders and Sales

Land, Crop, and Labor Management
Manage treatment application
Manage cover crop planting

Field Data Analysis

Market and Futures Data Analysis

Government Program Considerations

Product Orders and Sales
Review past field performance, soil 
assessments and statistics

Check commodity futures prices
Calculate crop management costs and 
potential profits

Assess relevant government incentives

Order and schedule delivery of soil 
treatments
Contract commodities

Product Delivery
Manage pickups and deliveries
Manage equipment returns (tenders); 
timeline comes a bit short relative to 
diversity of crops

Maintain and calibrate equipment
Manage planting

Account Management

Pay invoices
Reconcile rebates
Calculate profits

Research
Seed variety trials
Products
Technology
Services

Educate and  Learn
Continuous learning
Attend grower meetings
Attend store gatherings
Attend field days
Attend kitchen meetings

Land, Crop, and Labor Management

Finance and cash management

Product Orders and Sales

Government Program Considerations

Return excess if possible
Order and schedule delivery or application 
of crop protection treatments
Contract commodities
Manage equipment returns (tenders)

Field Data Analysis
Request soil sampling and review results

Account Management

Arrange financing

Market and Futures Data Analysis
Variable nature of commodities futures prices

Field Data Analysis
Need soil data to select best soil treatments
Need accurate records of previous years' plans 
and results
Need more localized data
Need a better way to understand layers of data 
and their implications on each other and planning

Farm Strategy
Weather- related impacts to soil preparation (e.g. 
too much, too little rain)

Product Orders and Sales
No easy way of tracking orders placed verbally 
over time (some farmers mentioned using text to 
have a record)

Product Delivery
No easy way of tracking product delivery or 
application
Tender management relies on paper delivery 
notices and calling for pickup when empty

Finding employees with skills needed to run farm 
well
Without AgTech, no optimization of distribution of 
nutrients or ability to track their application
Getting fertilizer applied between weather events
Need temporary help (nutrient application + delivery)

Land, Crop, and Labor Management Land, Crop, and Labor Management
Dealing with pre- herbicide applications
Water management — irrigation plans are critical, 
particularly in very hot and very wet regions
Replanting

Product Orders and Sales
Availability of "right" seeds when needing to switch 
crops
No easy way of tracking orders placed verbally over 
time (some track via text messages)

Product Delivery
No easy way of tracking product delivery or 
application
Tender management relies on paper delivery 
notices and calling for pickup when empty

Farm Strategy
Identifying causes of issues to be resolved
Identifying issues early and setting the right solution 
in place in a timely manner
Access to agronomic advice; quick, accurate and 
cost effective

Land, Crop, and Labor Management
Finding and hiring employees with skills needed 
to run farm well
Need to troubleshoot when plans go wrong
Water management — irrigation plans are critical, 
particularly in very hot and very wet regions

Product Orders and Sales
No easy way of tracking orders placed verbally 
over time (some track via text messages)

Farm Strategy

Complexity of determining the "right" plan
Understanding of regulations
Crop rotation constraints
Potential impact of the weather on any plans
Public scrutiny in the age of social media - need 
to communicate responsible/sustainable 
practices

Account Management

Product Delivery
Tender management relies on paper delivery 
notices and calling for pickup when empty

Farm Strategy
Weather- related delays to planting, particularly 
when they result in a need to change crops

Account Management
Limited access to land, capital, and credit

Farm Strategy
Weather interrupting harvests (particularly 
hurricane season)
Lack of a consistent repository for data 
collection of farm activities

Land, Crop, and Labor Management
Finding employees with skills needed to 
run farm well

Product Orders and Sales
No easy way of tracking orders placed verbally 
over time (some track via text messages)

Land, Crop, and Labor Management

Finding employees with skills needed to run 
farm well

Account Management
Portal interface for invoices is 
cumbersome to use
Inconsistencies in posting invoices
Lack of transparency around rebates
Need to be able to view orders and 
invoices in one place

Research

Access to seed selection information

Account Management

Product Delivery

Tender management relies on paper delivery 
notices and calling for pickup when empty
No easy way of tracking product delivery or 
application

Finance and cash management

Finance and cash management

Account Management

Finance and cash management

Account Management

Account Management

Pay invoices
Manage credit

Account Management

Pay invoices
Manage credit

Account Management

Pay invoices
Manage credit Account Management

Pay invoices
Manage credit

Account Management

Pay invoices
Manage credit

ACTIVITY LEVEL

PAIN POINTS
& NEEDS

KEY 
TASKS

FARM MANAGER, ANNUAL LIFECYCLE

Overall

Vulnerability to weather
Financial risk
Compliance issues
Social isolation
Need better record 
keeping
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 Grounded Recommendations 

Streamlined Transactions

 Expertise & Connections 

Foundation to Thrive

 Customer and User Profile(s) [R1]
Comprehensive Farm Profile(s) [R2]

Field Data and History [R3]
Field Plan and Status [R4]

Field Mapping [R5]
Soil Sampling + Analysis [R6]

Tissue Sampling + Analysis [R7]
Field Imaging [R8]

Field Recommendations [R9]
Forecasting Assistance [R0]

Procurement Planning [T1]
Customer Products [T2]

Calculators [T3]
Customer Pricing + Quotes [T4]

Order Management + History [T5]
Credit Management [T6]

Delivery/Application Management [T7]
Rebate Management [T8]

Supply Redistribution [T9]
Loyalty Program [T0]

Get to Know GreenPoint Ag [E1]
Localized Agri- News + Insights [E2]

Comprehensive Product Catalog [E3]
Agronomy Knowledge Base [E4]

Talk to a Specialist [E5]
Online Communities [E6]

Training Programs [E7]
Internship Programs [E8]

Events Calendar [E9]
Technical Support [E0]

Financing Finder [F1]
Government Program Finder [F2]

Labor Management [F3]
Equipment Share Program [F4]

GreenPoint Rotations [F5]
GreenPoint Affiliates [F6]
GreenPoint Partners [F7]
Shared Benefits (HR) [F8]

Payroll Processing [F9]
Scholarship Program [F0]
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GREENPOINT INTERACTIONS

Product Delivery
Manage pickups and deliveries
Manage equipment return (tenders)

Land, Crop, and Labor Management

Farm Strategy

Calibrate equipment
Manage application of soil treatments

Contract commodities
Order or pre- order nutrients and seed

Order and schedule delivery or planting 
of seed
Contract commodities
Return/exchange seed in response to 
weather (as planting windows expire)

Product Orders and Sales
Monitor fields by satellite image, if 
available
Monitor and inspect fields in person
Diagnose issues
Consult experts as needed
Manage harvest
Manage treatment application Maintain and calibrate equipment

Harvest multiple crops and plant 
winter crops

Estimate yields
Identify opportunities for improvement
Consult experts as needed
Social isolation

Farm Strategy

Manage pickups and deliveries
Manage equipment returns (tenders)

Product Delivery

Order and arrange for delivery of soil 
treatments
Order and arrange for delivery of 
cover crop seed
Contract commodities

Collect government incentives

Product Orders and Sales

Review trial results from previous season
Assign field crops, select seed strains
Review crop and treatment options
Identify nutrients needed to prepare fields
Create field preparation & planting schedules
Consult experts as needed

Personas and journey maps help guide execution.
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SEGMENTATION & TARGETING

Who is our 
market?

POSITIONING

How do we want to 
be perceived?

The fundamentals of brand strategy
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To be memorable, you need 
to stand out. But to refresh a 
customer’s memory, you 
have to be recognizably you.
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Margin

Perceived Value 

Cost to Produce

Price

Luxury car “The ultimate driving machine.”

In the midst of the oil crisis, they launch a campaign.
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1973 positioning: “The ultimate driving machine.”

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D

Source: https://brandingstrategyinsider.com/the-creation-of-bmws-ultimate-driving-machine-campaign/
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Consistent, faithful execution––
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––decade after decade.
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Why the need for consistency? 
Because brand is a memory––
and memories fade.
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Messaging discipline is critical.

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D

Retention of Key Message

30%

14%

Single Message Campaign Three Message Campaign

Source: Kantar Millward Brown
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Build a distinctive visual and verbal identity––
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It’s not enough to build it. 

You’ve got to message it to the world.
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Capturing today’s demand is critical—
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––but you have to build future demand, too.

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D



o n e n o r t h . c o m

Source: https://business.linkedin.com/marketing-solutions/b2b-institute/b2b-research/trends/95-5-rule

95 percent of your buyers are out of market.
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Strike a balance to reach both audiences.

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N DSource: Les Binet and Peter Field, Media in Focus: Marketing Effectiveness in the Digital Era, IPA (Figure 02)
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Short term effects dominate: 6 Months
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Brand-building 
activities aim to 

create future 
demand.

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D



o n e n o r t h . c o m

Activation aims to 
convert that demand 
into sales right now.
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Digital marketing inaugurated a shift 
away from long-term brand-building 
activities and redirected money toward 
short-term direct response tactics.
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Based on the experience of several real world brands. Source econometrics by Grace Kite.
https://magicnumbers.co.uk/articles/the-two-tasks-for-online-ads/

Google Analytics overstates its contribution to sales
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2008–16: Rising short-termism, falling effectiveness.

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D

Source: IPA Databank, 1998-2016 for-profit cases
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2017 - present: reasons for optimism

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N DSource: https://www.marketingweek.com/grace-kite-effectiveness-crisis/
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Source: https://thetomroach.com/2022/11/14/is-your-brand-stuck-on-the-performance-plateau/

Brands can easily get stuck on the “performance plateau.”
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Good news: brand building can also drive sales.

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N DSource: https://www.marketingweek.com/ritson-brand-building-boost-short-term-sales/
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Similar findings from a marketing measurement leader.

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N DSource: https://info.analyticpartners.com/roi-genome/flash-brand-vs-performance/
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But it doesn’t appear to work the other way around.

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N DSource: https://www.warc.com/content/feed/targeted-online-ad-campaigns-face-profitability-problem/en-gb/8660
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Put your message everywhere to drive higher ROI.

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D
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Source: ‘Advertising across Platforms: Conditions for Multimedia Campaigns’ by Jasper Snyder and 
Manuel Garcia-Garcia; December 2016 Journal of Advertising Research 56

https://www.researchgate.net/journal/Journal-of-Advertising-Research-1740-1909?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InB1YmxpY2F0aW9uIiwicGFnZSI6InB1YmxpY2F0aW9uIn19
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Try different media channels to find the best synergies.  

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D
Source: https://www.thinkwithgoogle.com/intl/en-aunz/marketing-strategies/video/analytic-partners-paul-

sinkinson-future-proof-your-market-position/ 

ROI index
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New finding: the same synergies present in retail media.  

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D
Source: https://www.warc.com/content/feed/retail-medias-off-platform-impact/en-gb/8482?utm_source=daily-

email-free-link&utm_medium=email&utm_campaign=daily-email-americas-prospects-20230803
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What about budgeting?
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Mark Ritson’s “Triple Cooked Chips”

Simmer at 10% of revenues

Based on Grace Kite’s 
metanalysis of ARC database 
research, Paul Dyson’s 
budget optimizations, and 
Neilsen’s 2022 ROI study of 
150,000 cases worldwide.

Long & short pan-frying

Based on Binet & Field’s 
60:40 split between brand-
building activities and 
performance marketing 
activation.

Deep-frying with two timers

Choose your metrics based 
on objectives, but in general:
measure the long with brand 
tracking and the short with 
ROI.
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A three-step calculation for budgeting. 

https://www.marketingweek.com/triple-cooked-chips-budgeting-full-recipe/
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Creativity remains a key driver of profitability.

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D
https://www.thinkbox.tv/research/thinkbox-research/the-drivers-of-profitability#the-drivers-of-profitability
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How can we advocate for more 
budget––or at least keep what 
we have off the chopping block?
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Source: BCG brand impact analysis
Note: Quantitative analysis included nearly 150 major US brands across 15 industries. Additionally, BCG conducted a detailed consumer survey. 
(N=10,000, July 2022, U.S.) to help understand the impact of brand-marketing spending on brand health.

Cutting brand-marketing spending in a downturn 
causes long-term damage.

EXHIBIT  1

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D

LOWER TOTAL SHAREHOLDER RETURN

-6 pp
LOWER SALES GROWTH

-13 pp

LOWER MARKET SHARE

-0.8 pp
WEAKER FULL-FUNNEL CONVERSION AND BRAND HEALTH

-18 pp
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Advanced Marketers see downturns as an 
opportunity to grow.

EXHIBIT  2

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D

Source: BCG Marketer Survey, July 2022. 
Note: BCG surveyed 100 marketing executives across the US. “Advanced marketers” were classified according to the following: their use of first-
party versus third-party data, integration across marketing channels, as well as capabilities in analytics, audience segmentation, asset creation, access 
to the target audience, and automation. The respondents that ranked in the top 20% across these criteria were classified as advanced marketers.

56%
of Marketers expect to cut 
spending during uncertainty

60%
of the most advanced Marketers 
expect to maintain or increase 
spending during times of uncertainty
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• During the depression that 
followed World War I, Harvard-
trained economist Roland Vaile 
made a startling discovery.

• Companies that cut their 
advertising during the Depression 
suffered a drop in sales.

• But companies that increased their 
advertising budgets saw a dramatic 
increase in sales that persisted 
after the depression passed.

Vaile, Roland S. “The Use of Advertising During Depression” Harvard Business Review 5, April 1927
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A century of evidence seems to agree—
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• Over the next century, repeated 
studies confirmed the same 
pattern, decade after decade: 

• Companies that cut their 
advertising by 20% or more in 
tough times suffered a drop in 
sales.

• But companies who increased their 
advertising budgets by 20% or 
more saw a dramatic increase in 
sales and even market-share 
growth.

Biel, Alex, and Stephen King “Advertising During a Recession” In AdValue, ed. Leslie Butterfield, 2003

A century of evidence seems to agree—
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—but it makes sense to run the numbers 

Source: https://www.marketingweek.com/grace-kite-advertising-spend-recession/
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Share of voice is a key concept––

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D

Spend to grow. 
Cut and risk shrinking.

Les Binet and Peter Field. The Long and the Short of It, IPA.
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––ESOV can be a powerful growth lever. 

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D

On average, ESOV is 
even more effective in 
B2B than B2C. 

The LinkedIn B2B  Institute
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And now, some drama.
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“ESOV is broken.”
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––ESOV can be a powerful growth lever. 

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D

On average, ESOV is even more 
effective in B2B than B2C. 

Source: https://system1group.com/blog/triple-jeopardy-of-attention
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A warning from Dr. Karen-
Nelson Field.

Phasellus ut velit nisi.

Phasellus ut velit nisi.

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D

Lorem ipsum dolor sit amet, consectetur adipiscing elit. 
Curabitur rutrum imperdiet massa.

Lorem ipsum dolor sit amet, consectetur adipiscing elit. 
Curabitur rutrum imperdiet massa, vel.

Source: https://system1group.com/blog/triple-jeopardy-of-attention
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KNF’s attention findings have been echoed elsewhere.

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N DSource: https://lumen-research.com/
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KNF’s attention findings have been echoed elsewhere.

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N DSource: https://system1group.com/blog/triple-jeopardy-of-attention
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However, all three agree: the problem is 
fixable; brand-building is critical to 
fixing the problem; and short-termism 
threatens effectiveness.
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“The only people who might feel slightly miffed may 
be the diehard performance marketers. But we're 
never going to please them. They think there is 
nothing that a timely promotional message at the 
eleventh hour of decision-making can't achieve. 
That, of course, is totally flawed.”

Peter Field
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While objectives ultimately depend on 
your business strategy, the research
has some suggestions. 
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OBJECTIVES

What measurable 
changes are we 
working toward?

SEGMENTATION & TARGETING

Who is our 
market?

POSITIONING

How do we want to 
be perceived?

The fundamentals of brand strategy
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The broader the reach, 
the greater the efficiency

0.2
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Target existing 
customers

Total new 
customers
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Target whole 
market
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Source: ‘Les Binet and Peter Field. The Long and the Short of It, IPA (Figure 21)

Total effectsBusiness effects

The broader the reach, the broader the effects
Average number of very large effects reported

0.6
1.7

1.8
Existing customers

New customers

Whole market

Fore campaigns targeting

2.4

5.4

6.7

Source: ‘Les Binet and Peter Field. The Long and the Short of It, IPA (Figure 18)

Reach can drives result—
consider targeting broadly.

The ability to narrowly target digital 
advertising has obscured some of marketing 
science’s more mundane but important 
findings—namely, that loosely targeted 
creative can drive superior results.
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Remember your survey? Use it to set objectives. 
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Objective 1: increase aided awareness from 29% – 40% 
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Objective 2: drive preference from 5% – 7% 
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Objective 3: increase perception of value to 87%.
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Objective 4: double-down on quality content marketing.
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Putting it all together

Target segment Objective Budget Possible Measures

C-Suite Increase aided awareness to 40% $$$$
Annual survey, Share of Search, organic 
traffic, reduced CAC, market share 
growth

C-Suite Drive preference from 5% – 7% $$$$ ROI

Whole market Increase perception of value to 87%. $$$ Annual survey, raise prices without 
customer defection

Decision-influencers Double-down on content marketing. $$ Organic traffic, shares, downloads 



o n e n o r t h . c o m Source: https://www.marketingweek.com/ritson-brand-building-boost-short-term-sales/

The payoff: long-term investments compound over time
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Putting it all together

# 1 N W E B I N A R :  T H E  L O N G  G A M E  O F  B R A N D

Focus on the basics, starting with your market.

Remember that brand is a memory.

Think holistically about your marketing activities.

Whether you’re segmenting & targeting or whole-market 
targeting, talk to customers about their needs and base 
your strategy on real data.

Emotion builds and refreshes memory structures, and that 
takes time and investment. Don’t fall prey to the “Field of 
Dreams” fallacy by assuming people will notice and 
remember you.

Balance long and short by letting ROI from activation pay 
for your investment in brand. Take advantage of channel 
synergies. Ask your media agency about their perspective 
on attention. Unite, unite, unite. 
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Experiment, take creative risks, and 
keep an open mind––no one has 
figured out everything, and there’s still 
so much to learn.
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Thank you.
One North is a full-service digital agency helping 
businesses solve complex problems in creative ways. 
We’re makers, technologists and relationship builders 
guiding you toward what’s next. 

Unlike traditional agencies, we stitch together a deep level of 
expertise across disciplines so that we can do the work of 
multiple teams. With capabilities in brand and communications, 
digital experience, technology and infrastructure, and 
optimization and insights, we can take on any challenge. 

One North is a TEKsystems company. For more information 
visit onenorth.com.


