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facing
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Are consumers economic power nearing the stretch limit?

Source: https://tradingeconomics.com/kenya/minimum-wages

Source: https://www.focus-economics.com/country-indicator/kenya/inflation/

Source: https://www.statista.com/statistics/1129999/monthly-consumer-price-index-in-kenya/
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time

Overall rise in cost of living without a commensurate progress in livelihood places consumers in a conundrum

https://tradingeconomics.com/kenya/minimum-wages
https://www.focus-economics.com/country-indicator/kenya/inflation/
https://www.statista.com/statistics/1129999/monthly-consumer-price-index-in-kenya/


Consumer priorities shift to the basic needs

Source: Kantar Worldpanel Tracked Categories 
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Tough times for Brands but some are yet growing 

Source: Brand Footprint 2023, Worldpanel Division, Kantar 

Filtered to brands with up to 5% penetration in Kenya; Growth defined as >3% volume growth (units) and decline defined as <-3% volume decline (units)
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Value always matters during 

economic disruptions, but a 

cheaper price is not necessarily 

the answer 

So, the response of marketers 

to the current — and likely, 

future — jump in prices must be 

more robust than simply 

pivoting to value



Strong brands are more resilient in times of crisis and recover more quickly

Source: Kantar BrandZ Global Most Valuable Brands 2023
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Meaningfully different brands recover faster and 

grow more strongly  
Kantar BrandZ Top 100 Most Valuable Global Brands
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Brands create value 

in a number of ways

“The real power of a 

brand comes from its 

ability to alter future 

category choices in 

its favour.”

By…

increasing the likelihood that a consumer will buy it.

increasing the likelihood consumers will pay for it.

increasing the likelihood consumers will try in the future.
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Demand Power: High Demand Power brands capture 9x higher volume share

Source: Kantar's 2022 MDf validation
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Pricing Power: people are prepared to pay double for brands with high Pricing

Power

Source: Kantar's 2022 MDf validation
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Future Power: high scoring brands are 4X more likely to grow value share

Source: Kantar's 2022 MDf validation
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Implications 

for brands



How brands 

should respond in 

troubled times

We conducted a brand 

structures analysis (BSA) of > 

5,000 brands measured across 

40 countries. The brands covered 

a huge span of categories from 

soft drinks to utilities and from 

luxury cars to B2B.  

These are insights derived 

from a major investigation 

of the Kantar BrandZ 

database by Kantar 

Analytics 

Equity

Socially 
endorsed

Relevant range 
& design 

Great 
communication

Everyday utility

Digitally 
integrated

Great product 
experience

Personally 
trusted



Brand-building expenditure 

is an investment not a cost

Plan for the long term – 

optimise Meaningful 

Difference

Manage the short term – 

easy to mind, easy to hand

Trust and integrity are a 

powerful platform – be 

sincere, empathetic and 

consistent with values

Four key implications for brand strategy in times 

of crisis



‘Vital signs’ that underpin success

Purpose

ꟷ Your expertise could make a telling 

difference

ꟷ Now is the time to practice what you 

preach

ꟷ Your corporate response may 

eventually halo your brand(s)

Innovation

ꟷ Find new ways to deliver 

on category needs

ꟷ Innovation can unlock timely 

consumer benefits

ꟷ Appropriate changes to policy and 

protocol can be constructive

Communications

ꟷ If you’re still selling, keep advertising

ꟷ Humour can provide welcome relief if 

it fits your brand’s character

ꟷ Remember that ALL communications 

are under more scrutiny than ever

Brand experience

ꟷ A strong user experience can insulate 

for the short and long term

ꟷ Consumer expectations will remain 

high and need proactive 

management

ꟷ A suitably enhanced brand 

experience can reassure and 

strengthen relationships
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Purpose



Brands with a purpose succeed better

Purpose = ‘Making people’s lives better’  |  Kantar BrandZ Top 100 Most Valuable Global Brands

Kantar BrandZ Top 100 Most Valuable Global Brands

12 years Brand Value growth (same 94 brands 2006 to 2018)

+77%
+91%

+212%

Low Medium High

Long-term brand value growth 
Purpose

Purpose



Purpose

1
Your expertise could make 

a telling difference

.

2
Now is the time to practice 

what you preach

3
Your corporate response 

may eventually halo your 

brand(s)

Look to your foundations
Purpose



Four ways that Purpose can manifest in marketing

Purpose as 

commitment

Purpose as 

product

Purpose as 

experience

Purpose as 

communication
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Innovation



Innovation creates pre-disposition for sales

Kantar BrandZ Top 100 Most Valuable Global Brands

Kantar BrandZ Top 100 Most Valuable Global Brands

12 years Brand Value growth (same 94 brands 2006 to 2018)

+36%

+86%

+273%

Low Medium High

Long-term brand value growth
Innovation

Innovation



History shows that innovators win

Sources: Kantar BG20, Kantar Institute for Real Growth, Kantar BrandZ

After the last great recession, 

winning brands launched

60%

more significant innovations 

than competitors

Brands perceived as 

high on innovation have grown

In times of crisis, and beyond…

63%

of overperforming businesses take a 

long-term view of the future 

– the best growth predictor

7x

faster than competitors
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Source: Kantar BrandZ

Success lies in creating meaningfully different innovation

The best way for name brands to compete 

is with meaningful and significant 

innovations during downturns.

  Continued advertising is important, but 

only major innovations protect share.

  Not only that, they position brands for 

accelerated growth over the long-term.​

J. Walker Smith, 

Knowledge Lead, Kantar Consulting & Strategy 
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Innovation

1
Find new ways to deliver 

on category needs

2
Innovation can unlock 

timely consumer benefits

3
Appropriate changes to 

policy and protocol can be 

constructive

Adapt quickly to changing circumstances
Innovation



Communication



Strong communication puts a brand at an advantage

Kantar BrandZ Top 100 Most Valuable Global Brands

Kantar BrandZ Top 100 Most Valuable Global Brands

12 years Brand Value growth (same 94 brands 2006 to 2018)

+56% +59%

+271%

Low Medium High

Long-term brand value growth
Communications



Communication

1 
If you’re still selling, keep 

advertising

2 
Humour can provide 

welcome relief if it fits your 

brand’s character

3
Ensure your brand 

communications are 

working harder than ever 

to deliver as they are under 

more scrutiny in tough 

times

Continue to speak to be heard
Communication



Don’t make panic 

decisions –

carefully assess 

impact 

Marketing leader Peter Field’s 

analysis of 354 brands over the 

course of recession shows

brands that reduced their media 

pressure were much more likely 

to suffer a loss of market share as 

a result.

Advertising investment reduces risk

354 brands grouped on the basis of relative ad spend 

R2 = 0.74
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Total marketing ROI 

is the complete 

impact on sales of 

the marketing 

investment

Has a direct impact on sales

Has a direct impact on equity

Brand equity

Business

Before making these tough decisions

take stock on the impact advertising has on brand and equity

And the key is understanding 
the impact of equity on sales 

TODAY

Marketing mix
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In times of crisis, each creative is scrutinised. Here’s an example of how 

creative has delivered powerfully  

Communication



Brand 

experience 



Brand experience cements the relationship

Kantar BrandZ Top 100 Most Valuable Global Brands

Kantar BrandZ Top 100 Most Valuable Global Brands

+50%

+88%

+257%

Low Medium High

Long-term brand value growth
Brand experience



Brand experience

1
A strong user experience 

can insulate for the short 

and long term

2
Consumer expectations 

will remain high and need 

proactive management

3
A suitably enhanced brand 

experience may reassure 

and strengthen 

relationships

Forced changes may help to re-imagine your brand
Brand 

Experience



Meaningfully Different Experiences

McDonald’s focus on experience contributes to an 

incredibly strong brand

CASE STUDY

Brand Equity Status

McDonald’s is classified as: Star

130 120
264

Meaningful Different Salient

Demand Power Share: 23.1% vs a category average of 7.1%

Avg: 100
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McDonald’s experience is aligned with its 

distinctive and resonant brand identity

Ease: Frictionless 

ordering process, yet 

reinforcing brand tone

Inspiration: Surprise 

and delight with 

entertainment for kids

Authenticity and Affinity: brand 

‘vibe’ reflected throughout the 

experience – a place to connect

Effectiveness: Rewards 

innovation meeting needs and 

connecting customers with the right 

product 

McDonald’s experiences have a signature 

‘vibe’ – warm, approachable, familiar. 

This is reflected in all touchpoints creating 

a distinctive experience for customers.

CASE STUDY
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To recap 



To recap

Purpose

ꟷ Your expertise could make a telling 

difference

ꟷ Now is the time to practice what you 

preach

ꟷ Your corporate response may 

eventually halo your brand(s)

Innovation

ꟷ Find new ways to deliver 

on category needs

ꟷ Innovation can unlock timely 

consumer benefits

ꟷ Appropriate changes to policy and 

protocol can be constructive

Communications

ꟷ If you’re still selling, keep advertising

ꟷ Humour can provide welcome relief if 

it fits your brand’s character

ꟷ Remember that ALL communications 

are under more scrutiny than ever

Brand experience

ꟷ A strong user experience can insulate 

for the short and long term

ꟷ Consumer expectations will remain 

high and need proactive 

management

ꟷ A suitably enhanced brand 

experience can reassure and 

strengthen relationships
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Brand building in difficult times 
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