
Marketing Resilience,
Powered by Data
During times of economic uncertainty, data standards empower marketing
leaders to do more with less while optimizing and demonstrating the ROI of
every campaign. 
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Since the start of this decade, the idea of "these unprecedented times" has evolved from
pandemic-era marketing cliché to economic reality. 

COVID-19 triggered the shortest but deepest recession in modern history, followed by global
supply chain chaos and the highest inflation in 40 years. As of 2025, we can add heightened
political polarization, unpredictable trade policies, and tariff threats to the mix. 

For marketing leaders, this environment creates intensifying pressure as boardrooms
scrutinize budgets and demand teams do more with less — a familiar refrain over the past
five years. 

But while the specifics of this decade’s economic uncertainty are unique, history has shown
a consistent truth: brands that maintain strategic marketing investments during economic
downturns emerge stronger when conditions improve. 

The crucial difference between those who thrive and those who merely survive? The ability
to demonstrate marketing's concrete impact on business outcomes. Organizations that
build sustainable frameworks for understanding their marketing data create the resilience
needed to weather economic storms. 

But despite sophisticated martech stacks and mountains of data, teams still struggle to
connect their efforts to revenue — leaving their budgets vulnerable when the next recession
inevitably hits.

This guide offers a roadmap for recession-proofing your marketing through data standards.
We'll explore:

Why marketing budgets are the first target during economic downturns
How data standards can change this dynamic and enable a shift to ROI-driven models
Industry-specific strategies for leveraging data standards across both stable and volatile
sectors
How AI can transform data management — and its role during the next recession

Now is the time to fortify your marketing data foundation. Robust data standards make it
possible to defend budgets more effectively, adapt quickly to changing conditions, and make
every marketing dollar work harder.

No matter what new version of “unprecedented times” may be waiting around the
next corner. 
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Marketing
Under Pressure

Section 1:
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The ROI of marketing during the Great Recession

The Paradox: Why cutting marketing budgets often leads
to longer recovery periods

Experts agree that slashing marketing budgets during economic uncertainty is shortsighted,
often extending recovery periods and putting companies at a competitive disadvantage for
years to come. But organizations that maintain or even increase marketing investments
during downturns typically outperform their more cautious competitors. 

It’s an unwritten rule in many organizations: when economic uncertainty looms, marketing
budgets are typically first on the chopping block. Anxious executives quickly target
departments that don't generate immediately obvious returns on investment, and nearly 45%
of budget cuts impact marketing disproportionately — despite its crucial role in driving long-
term business growth.

Section 1: Marketing Under Pressure
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17%
increase

Brand boosting media spend saw a 17% increase in incremental sales on
average, while those that cut back saw an 18% contraction

50%
of brands

150
percentage

70%
organizations

17%
data-driven 

marketing

Over 50% of brands that maintained ad spending saw ROI improve despite
challenging conditions

Companies investing in growth achieved 150 percentage points higher  total
shareholder returns than industry rivals over the next decade

70% of growth-minded organizations became top performers in their sectors
— and maintained that position

Winning business that invested in optimized, data-driven marketing
grew by 17% Sources: WARC; McKinsey; Bain & Company

https://www.cmoalliance.com/where-are-marketing-budgets-being-spent/#:~:text=harder%20to%20justify%20their%20budgets
https://www.cmoalliance.com/where-are-marketing-budgets-being-spent/#:~:text=harder%20to%20justify%20their%20budgets
https://www.warc.com/content/feed/cutting-budgets-in-a-recession-hurts-long-term-roi/en-GB/6916
https://www.warc.com/content/feed/cutting-budgets-in-a-recession-hurts-long-term-roi/en-GB/6916
https://www.warc.com/content/feed/cutting-budgets-in-a-recession-hurts-long-term-roi/en-GB/6916
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/beyond-belt-tightening-how-marketing-can-drive-resiliency-during-uncertain-times
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/beyond-belt-tightening-how-marketing-can-drive-resiliency-during-uncertain-times
https://www.bain.com/about/media-center/press-releases/2019/winning-in-a-downturn/
https://www.google.com/url?q=https://www.warc.com/content/feed/cutting-budgets-in-a-recession-hurts-long-term-roi/en-GB/6916&sa=D&source=docs&ust=1746487979385461&usg=AOvVaw0xF1w8cmApl6vtC_sluivh
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/beyond-belt-tightening-how-marketing-can-drive-resiliency-during-uncertain-times
https://www.bain.com/about/media-center/press-releases/2019/winning-in-a-downturn/


The best response to what we are challenged with
today is to push forward, not to pull back….

There’s a big upside here in terms of reminding
consumers of the benefits that they’ve

experienced with our brands and how they’ve
served their and their families’ needs, which is 

why it’s not time to go off-air. 

- Jon Moeller,
CFO/COO Procter & Gamble, April 2020

Recession Lesson: P&G’s Advertising Investment Pays Off

P&G famously invested aggressively in advertising in 2020, achieving a ~5% increase in
sales, far outpacing brands like Coca-Cola, which paused advertising and saw double-digit
decreases in revenue.

Section 1: Marketing Under Pressure

The historical record is clear: cutting marketing too deeply damages brand awareness and
customer relationships, making it harder to capitalize when demand eventually returns. 

But, how can marketing leaders defend their budgets and demonstrate value when every
dollar is scrutinized? 

The answer lies in data — specifically, in having reliable, standardized data that clearly
connects marketing activities to business outcomes. 

“

”
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https://www.marketingweek.com/mark-ritson-pg-coke-dont-cut-ad-spend/


The Role of
Marketing Data 
in a Recession

Section 2:
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These statistics reveal a
fundamental disconnect between
the increased demand for marketing
accountability and the data
infrastructure needed to deliver it.
Without reliable, standardized data,
marketing leaders enter budget
discussions with a significant
disadvantage.

 Bottom line: if marketing leaders can’t prove ROI during a recession, they can’t justify
 their budget.

The state of marketing data (un)reliability

Unfortunately, most organizations aren't prepared to meet this heightened demand for
marketing accountability. 

According to 2024’s The State of Marketing Data Standards:

Only 30% of advertisers report a strong understanding of how audiences are targeted
across digital formats
Just 16% are very confident in their ability to link campaign ROI to specific data sets
Only 13% are very confident in tying campaign performance to specific creative assets

Section 2: The Role of Marketing Data in a Recession
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To defend their budgets in the face of increased scrutiny, marketing leaders need to refine
measurement and reporting systems to demonstrate direct value to the organization.
Marketing teams now face increasing pressure to establish clear links between campaigns
and business outcomes — whether in sales revenue, lead generation, customer growth, or
other concrete metrics. Every investment must demonstrate measurable value in customer
acquisition, retention, or long-term brand equity. 

https://www.claravine.com/the-state-of-marketing-data-standards-in-2024/
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The real cost of unreliable marketing data

The consequences of poor marketing data quality extend far beyond budget meetings.
Organizations face several concrete costs:

Inefficient ad spend: Companies estimate the wrong creative reaches the wrong
consumer approximately 23% of the time, resulting in wasted impressions and
diminished performance
Opportunity cost: Data silos prevent marketers from identifying which tactics drive the
highest performance, leading to suboptimal resource allocation
Productivity drain: Marketing teams spend valuable time wrangling inconsistent data
instead of optimizing performance 

During a recession, McKinsey advises marketing leaders to apply CFO rigor to marketing
spend, diving deep into campaigns and finding ‘bad revenue’ to cut. The idea is, by
identifying pockets of inefficient spend, leaders can reallocate those resources to more
effective channels. 

But that kind of granular analysis and optimization simply isn’t possible without reliable
marketing data. 

The solution lies in implementing robust data standards that create a foundation for both
accountability and agility — topics we'll explore in the next section.

Section 2: The Role of Marketing Data in a Recession

The complexity of people & tech is slowing 
down organizations & costing millions

https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/beyond-belt-tightening-how-marketing-can-drive-resiliency-during-uncertain-times


How Data
Standards Impact
Marketing ROI

Section 3:
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Data standards form the backbone of effective marketing operations, particularly during
economic uncertainty. But what exactly are they?

Data standards uniformly describe the metadata surrounding every campaign, asset, and
behavior in a way that meets all data consumers' expectations. With consistent metadata,
content can be named, tagged, categorized, and organized within taxonomies — and
marketing teams can track and measure how content travels across teams and performs on
external channels.

The allure of data standards

Section 3: How Data Standards Impact Marketing ROI

Taxonomy is sexy 
- Hilary Cook,

VP of Global Marketing Operations at Marriott,
at 2025’s Adobe Summit

“ ”
Cook credits streamlined processes, a unified customer view, well-managed data,
and consistent taxonomies with driving a 4200x increase in personalized content
and a 70% reduction in time-to-market at Marriott.

The importance of implementing robust data standards cannot be overstated, especially as
privacy regulations continue to evolve and ad costs rise:

95% of advertisers agree data standards are essential in privacy-centric marketing
86% agree that without data standards, organizations will fall behind competitors

claravine.com 12

https://business.adobe.com/summit/2025/sessions/day-two-keynote-gs2.html


Section 3: How Data Standards Impact Marketing ROI

Marketing data without standards

Marketing data with standards
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1. Improve visibility and tracking across campaigns and assets

When every marketing initiative follows consistent data standards, organizations
gain complete visibility into performance. This transparency enables teams to:

Make precise, surgical budget adjustments rather than across-the-board cuts
Quickly identify and reallocate resources to high-performing campaigns
Defend valuable initiatives with concrete performance data
Respond with agility to rapidly changing market conditions

Section 3: How Data Standards Impact Marketing ROI

Creating sustainable frameworks that survive budget cuts

Implementing data standards creates resilient marketing operations that can withstand
economic pressure. This becomes increasingly vital as 79% of advertisers agree that
showing ROI/ROAS is getting more difficult with more platforms and fewer signals
available.

Data standards deliver several critical
advantages during economic uncertainty:

claravine.com 14



2. Minimize redundancy to reduce waste

Data standards help organizations identify and eliminate costly redundancies:

Prevent duplicate content creation by making existing assets discoverable
Enable strategic content reuse to maximize value from existing investments
Reduce agency costs by streamlining asset management and workflow
Accelerate time-to-market by eliminating confusion and rework

3. Ensure completeness for accurate decision-making

Complete, standardized data provides the foundation for strategic marketing decisions:

Content IDs enable precise ROI tracking across channels and initiatives
Performance data becomes attributable to specific creative elements,
informing optimization
Budget allocations can be defended with complete performance histories
Marketing leaders gain confidence in prioritization decisions

claravine.com 15



Beyond direct financial impact, organizations with inadequate data standards face:

Inability to defend marketing investments during budget discussions:
Marketing leaders without standardized data won’t be able to precisely connect
marketing investments to business outcomes, or accept cuts in lower-performing
areas while maintaining spend with proven ROI.
Slower response times when market conditions change: Without precise visibility into
which assets are used in which campaigns, marketers can’t quickly shift content or
messaging to stay in line with consumer sentiment.
Competitive disadvantage against organizations with superior data capabilities:
As competitors reduce spending, advertising inventory becomes more affordable.
Data-driven organizations can strategically maintain or increase presence in
high-performing channels, capturing market share at reduced costs.
Reduced effectiveness of AI and automation initiatives: Standardized marketing
data  is the foundation for predictive analytics, automated personalization, and other
value-driving AI initiatives. Without consistent data, organizations will miss out on the
ability to leverage AI during the next recession. 

The message is clear: implementing robust data standards isn't merely a technical
initiative — it's a strategic imperative for marketing organizations looking to thrive during
economic uncertainty. 

In the next section, we’ll uncover how marketers across industries experience recessions
differently, and how data standards can help weather the storm.

The cost of inaction: Why data standards can't wait

Gartner estimates poor data quality costs organizations an average of
$12.9 million annually. During economic uncertainty, these costs
become even more damaging as they represent resources that could
otherwise be directed toward growth initiatives.

Section 3: How Data Standards Impact Marketing ROI

An estimated 50% of assets created by
brands are never activated.

claravine.com 16

$12.9M

https://www.gartner.com/smarterwithgartner/how-to-improve-your-data-quality
https://www.claravine.com/claravine-reducing-asset-waste/


Industry Snapshots: 

Marketing in 
a Recession

Section 4:
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Section 4: Industry Snapshots: Marketing in a Recession

Common wisdom holds that “essential” sectors like healthcare and consumer packaged
goods (CPG) withstand economic uncertainty better than sectors like travel or
automotive.

But few marketing teams are completely immune to reactive belt-tightening. In this
section, we’ll share industry snapshots that highlight how sector-specific challenges and
opportunities create unique recession marketing dynamics.

claravine.com 18

Everyone needs medicine and toilet paper. 



Accurate marketing data enables healthcare organizations to:

Track complete patient journeys from awareness through care
Identify underperforming initiatives while defending revenue-generating campaigns
Position for capturing pent-up demand when conditions improve, while competitors
struggle to rebuild marketing momentum

19

Healthcare

During the 2008 recession, healthcare spending growth slowed to
4.4% — its lowest rate in nearly 50 years — as patients deferred
elective and non-urgent care to save money.

claravine.com

Challenges

Deferred care reducing demand for high-margin elective procedures
Marketing budget pressures despite healthcare's "recession-resistant" reputation
Shifts in patient mix toward essential services, requiring marketers to quickly adjust
campaign priorities and messaging

Opportunities

Lower ad costs as competitors reduce spending
Building trust through supportive educational content during times of stress and
hardship
Analyzing performance data and focusing resources on services maintaining
strong patient demand

https://www.healthaffairs.org/doi/abs/10.1377/hlthaff.2009.0839


Comprehensive marketing data enables pharmaceutical companies to:

Measure campaign performance across channels, prescriber segments, and patient
populations
Create unified views of prescriber and patient journeys across physical and digital
touchpoints
Optimize patient support programs to maintain adherence during economic
pressure
Navigate complex regulatory requirements with consistent tracking

Pharmaceuticals

In 2008, pharmaceutical (DTC) ad spending dropped 18.4% YOY. By
2020, after initial pauses, many pharma companies shifted
investments toward digital channels, leveraging CRM systems to
maintain physician relationships when in-person visits weren't
possible. 

Section 4: Industry Snapshots: Marketing in a Recession
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Opportunities

Refocusing marketing on value messaging, demonstrating cost-effective health
outcomes, and savings
Prioritizing the most promising products for more impactful campaigns on fewer,
stronger brands
Leveraging lower media costs and reduced competition for attention as non-
pharma advertisers reduce spending

Challenges

Economic downturns amplify scrutiny on drug prices, making value and affordability
messaging increasingly critical
Financial hardship leads some patients to skip doses or avoid starting therapies,
requiring coordination with patient support programs

https://www.claravine.com/5-hidden-benefits-of-data-standards-in-regulated-marketing/
https://www.pharma-mkting.com/blog/dtc-ad-spending-decreased-18-in-2008/


Essential CPG

In 2008, consumers traded down to cheaper alternatives and store
brands. But brands that continued to advertise saw better
performance — like Reckitt Benckiser, which increased ad outlays by
25% and grew profits by 14% when its competitors that reduced
marketing reported declines of 10% or more. 

Section 4: Industry Snapshots: Marketing in a Recession
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Reliable marketing data enables CPG companies to:

Quickly identify which products, messages, and channels deliver the strongest
performance when spending habits change
Track how consumers interact with their brands across multiple touchpoints
Connect marketing activities directly to sales performance across both digital
and physical retail environments

Challenges
Consumer frugality requires marketers to carefully track rapidly changing purchase
patterns
Disruptions to the supply chain or consumer demand force marketers to swiftly adjust
campaigns to align advertising with in-stock or excess inventory

Opportunities

As competitors cut back, brands that maintain strategic marketing can capture
greater market share with the same or lower budgets
Economic downturns drive at-home consumption, creating an opportunity to
pivot campaigns to highlight affordable home cooking, comfort, and self-care

https://talkbusiness.net/2022/05/the-supply-side-consumer-packaged-goods-makers-retailers-prep-for-possible-recession/
https://hbr.org/2020/08/dont-cut-your-marketing-budget-in-a-recession
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Technology and Security

While total US ad spending plunged ~18% in 2009, digital ad spend
only dipped by single digits (emarketer.com), as its measurability
became more valuable. During 2020's recession, though 55% of B2B
marketers initially reported budget cuts, many tech companies
restored investment in content marketing and thought leadership.

Section 4: Industry Snapshots: Marketing in a Recession

Opportunities

Companies that master digital channels can achieve higher ROI at scale when
business travel and in-person events decline
Recession conditions create opportunities to refocus messaging on how
technology helps customers do more with less
When competitors reduce marketing spend, data-driven companies can identify
opportunities to capture market share through targeted campaigns

Comprehensive marketing data enables tech companies to:

Identify which content assets and channels most effectively nurture prospects
during extended sales cycles
Connect marketing activities directly to business outcomes across complex B2B
buying committees
Quickly scale successful strategies while competitors struggle to determine
which tactics drive results

Challenges

Extended sales cycles involve nurturing cautious prospects with data-driven content
over longer decision-making periods
Tech purchases face intense scrutiny for immediate ROI, requiring marketers to clearly
demonstrate cost savings and efficiency benefits
Budget cuts force teams to do more with less by determining which channels and
tactics drive the strongest results

https://www.marketingprofs.com/charts/2021/44166/the-pandemics-impact-on-b2b-marketers-pipelines-and-budgets
https://www.marketingprofs.com/charts/2021/44166/the-pandemics-impact-on-b2b-marketers-pipelines-and-budgets
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Telecom and Streaming

In the late 2010s, many US telecom operators saw consumers
seeking better deals drive a 15% increase in churn rates, and
dropped ad spending by 8%. In 2020, streaming services flourished
as at-home viewing options were in high demand — increasing TV
ad spend by 205% over 2019. But when inflation began to
skyrocket in 2022, nearly 1 in 4 consumers reported dropping a
paid subscription service to save money.

Section 4: Industry Snapshots: Marketing in a Recession

23

Standardized marketing data enables telecom and streaming providers to:

Identify early warning signs of increased churn risk and deploy targeted
retention campaigns
Apply personalization to loyalty programs, renewal incentives, and retention offers 
Allocate budgets precisely to protect market share during uncertainty and position
for a stronger recovery

Opportunities

Telecoms can leverage “essential utility” status, highlighting reliability and
value, during economic uncertainty
Recessions that keep people at home lead to surges in media usage, creating
growth opportunities
Economic constraints create openings for value tiers and ad-supported
streaming options

Challenges

Price sensitivity rises, leading to higher churn rates as customers seek to reduce monthly
bills
Both telecoms and streamers face fierce competitive battles, fighting over "switchers"
with aggressive prices in crowded markets
As customers downgrade services or shift to ad-supported tiers, marketers must identify
which packages and promotions maintain strongest adoption

https://www.mckinsey.com/industries/technology-media-and-telecommunications/our-insights/telecom-operators-surviving-and-thriving-through-the-next-downturn
https://www.nielsen.com/insights/2009/nielsen-reports-2008-us-ad-spend-down-26/#:~:text=RANK%20Product%20Category%20Jan,11.40
https://ceo-na.com/business/industry/streaming-services-spend-heavily-on-marketing-amid-pandemic/#:~:text=In%20H1%202020%2C%20streaming%20services,tv%20tracked
https://research.mountain.com/insights/consumers-and-ad-supported-streaming-looking-forward-to-2023/


Section 4: Industry Snapshots: Marketing in a Recession

Travel

Consumer travel spending dropped 9.8% in 2009 as travelers postponed
trips and sought cheaper alternatives. 2020 delivered an even more
severe impact, with airline revenues plunging 69%.

claravine.com 24

Accurate marketing data enables travel companies to:

Shift resources from severely impacted segments to those showing resilience
Protect revenue streams while managing reduced budgets
Capture pent-up demand by precisely targeting consumers showing renewed
interest during recovery 

Challenges

Economic uncertainty dramatically reduces discretionary travel, requiring marketers to quickly
identify which segments remain active 
As revenues collapse, marketing departments face aggressive cuts, forcing tough decisions
about which initiatives can deliver immediate returns
Travel marketers must rapidly adjust tone as consumer sentiment shifts, requiring real-time
data on specific campaign asset resonance

Opportunities

With many competitors pulling back, travel brands that maintain strategic marketing
presence find less crowded channels and cheaper ad rates
Economic uncertainty creates opportunities to leverage customer data for targeted
loyalty programs that maintain relationships at a lower cost than acquisition 
Data analysis can identify which travel categories maintain resilience during downturns,
allowing for focused resource allocation

https://www.bls.gov/opub/btn/volume-1/travel-expenditures-2005-2011-spending-slows-during-recent-recession.htm#:~:text=Expenditures%20on%20travel%20for%20pleasure,%28See%20Table%201
https://www.bls.gov/opub/ted/2022/consumer-expenditures-on-travel-declined-sharply-from-2019-to-2020.htm


Opportunities

Economic pressure creates opportunities to develop, promote, track, and optimize
affordable, value-driven offers and packages
Hotels and restaurants with strong customer data can promote loyalty offers and targeted
retention campaigns to maintain relationships with high-value guests
Recession-specific offerings like "staycation" packages or family meal bundles can create
new revenue streams when marketed effectively 

Hospitality

In 2008, the U.S. lodging industry saw a 19.6% decline in Revenue per
Available Room (RevPAR), while many sit-down restaurant chains
closed locations and even filed for bankruptcy — though quick-
service restaurants (QSR) generally proved more resilient. In 2020,
RevPAR fell by 55%, and the restaurant industry lost $240 billion in
projected sales and 2.5 million jobs.

Section 4: Industry Snapshots: Marketing in a Recession
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Standardized marketing data enables hospitality companies to:

Quickly identify which offerings, promotions, and channels deliver the
strongest returns
Track the complete customer journey from awareness to booking/ordering and
loyalty program participation
Rapidly shift resources to high-performing segments while competitors
struggle to determine which tactics work
Adjust messaging, mediums, and offerings across campaigns to respond to
shifting consumer sentiment

Challenges

Consumers trade down, reducing hotel stays and dining less frequently with lower
price points, requiring marketers to rapidly identify which offerings maintain appeal
Consumers become highly price-conscious, comparing options extensively and
seeking deals

https://vtechworks.lib.vt.edu/server/api/core/bitstreams/d3896f5c-e3cd-45d4-9d06-e90418bd2c27/content
https://www.cbsnews.com/news/recession-took-a-bite-of-restaurant-sales/#:~:text=Recession%20Took%20A%20Bite%20Of,back%20half%20of%20the%20year.%22
https://tpghotels.com/the-pandemic-and-the-hospitality-industry-from-impact-to-recovery/
https://www.qsrmagazine.com/growth/consumer-trends/restaurants-2021-240-billion-sales-gone-yet-hope-emerges/


We saw instant value as soon as we
implemented Claravine. We can get down to
the nitty gritty of how email did versus paid

search, what revenue was driven from each one,
then go even further down to the specific
placement within an email or a specific

placement on Google. 

- Erin Boyle,
Director of Product Analytics and Optimization

Section 4: Industry Snapshots: Marketing in a Recession

Wyndham’s marketing teams relied on inconsistent, manual workflows, and
retrieving campaign data and insights took up to a full week. With The Data
Standards Cloud’s integration capabilities, the team can now view data within
30 seconds in Adobe Analytics, empowering leaders to monitor and tweak
campaigns in real-time. 

Data Standards in Action:
Wyndham Hotels & Resorts

“
”
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https://www.claravine.com/wyndham-customer-story/


Challenges

Consumers eliminate or postpone non-essential purchases during economic uncertainty,
requiring marketers to identify remaining pockets of demand
Traditional marketing channels may become less effective, forcing rapid reallocation of
resources to digital platforms
Global trade uncertainty and consumer behavior shifts create unpredictable inventory
fluctuations, requiring marketers to align campaigns with available merchandise without
hurting margins

Section 4: Industry Snapshots: Marketing in a Recession

Retail (non-essential) 

In 2008, many retailers experienced sales declines in high single digits
as consumers postponed purchases and traded down to cheaper
alternatives like dollar stores. The 2020 recession created a stark divide
between e-commerce and brick-and-mortar stores, with U.S. retail sales
plunging a record 16.4% in April 2020.

claravine.com 27

Reliable marketing data allows retailers to:

Quickly identify which products, price points, and channels deliver the strongest
performance when spending habits change
Precisely target high-value customers with relevant offers, protecting
relationships    that will drive recovery when conditions improve 

Opportunities

Economic pressure often accelerates online shopping, creating
opportunities for retailers with strong digital measurement capabilities
With fewer overall shoppers, retailers can analyze customer data to
enhance loyalty programs and personalized offers 
Recession conditions create opportunities to win customers with
discounts and value narratives

https://www.nytimes.com/2009/05/02/business/02dollar.html
https://www.cnbc.com/2020/05/15/us-retail-sales-april-2020.html#:~:text=The%20biggest%20factor%20in%20the,fall%20from%20a%20year%20ago


We have shifted the mindset from ‘data
is the problem’ to now, ‘data is the solution’ and

we are recognized as strategic partners who help
drive the business forward with deep insights,

solutions, and new ideas. 

- Andrew Laycock,
Analytics Manager, Direct-to-Consumer

Section 4: Industry Snapshots: Marketing in a Recession

Carhartt’s marketing teams used to manually track campaign metadata and
codes in complicated Excel files, an approach that did not scale and inevitably
led to errors and typos. After implementing The Data Standards Cloud in 2018,
the team could set standardized, automated processes and was well-positioned
to test new channels or mediums during the pandemic — like when QR codes
experienced a surge in popularity.

Data Standards in Action:
Carhartt

“
”
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https://www.claravine.com/carhartt-customer-success-story/


Standardized marketing data enables automotive companies to:

Quickly identify which models, promotions, and channels deliver the
strongest performance
Precisely match limited inventory with ready buyers during supply constraints
Determine which market segments remain responsive despite pricing pressures
and re-allocate campaign resources accordingly

Section 4: Industry Snapshots: Marketing in a Recession

Automotive 

During the 2008-2009 recession, U.S. vehicle sales plunged nearly
40%, prompting government bailouts for Chrysler and General
Motors. The COVID-19 pandemic initially halted showroom traffic as
factory shutdowns created inventory shortages — so when demand
rebounded, the priority was efficiently matching scarce supply with
interested buyers through digital experiences like virtual showroom
tours. 

claravine.com 29

Challenges

Major purchases are postponed during economic uncertainty, requiring marketers to identify
and efficiently target segments remaining in-market 
Dealer partners often face financial distress during downturns, complicating national
marketing strategies
Supply chain issues and tariff concerns create misalignment between marketing and available
inventory

Opportunities

Downturns create opportunities to develop and promote creative financing
solutions 
While some consumers delay purchases entirely, brands can use downturns to
nurture leads for future sales and be ready to capitalize on pent-up demand

https://www.stlouisfed.org/on-the-economy/2019/july/auto-sales-and-the-2007-09-recession#:~:text=One%20of%20the%20hardest%2Dhit,61%20percent%20of%20General%20Motors.
https://www.stlouisfed.org/on-the-economy/2019/july/auto-sales-and-the-2007-09-recession#:~:text=One%20of%20the%20hardest%2Dhit,61%20percent%20of%20General%20Motors.


In 2009, Hyundai launched an unusual pricing promise: customers buying a
Hyundai could return the car if they lost their job. In the spring of 2020, the
company replaced their annual sales event with the return of Hyundai Assurance
— meeting rapidly changing consumer sentiment with the right message at the
right time.

Section 4: Industry Snapshots: Marketing in a Recession

Hyundai paid close attention to what auto brands
were doing, and saw the need to surpass them
by acting quickly with the changing economy

and competitive marketplace. By July of [2009],
Hyundai found that seven out of 10 respondents
on an in-house survey conducted had a positive
or neutral perception of the brand and that more
and more, Americans were looking to Hyundai for

future car purchases. 

- Michael Stewart,
Senior Group Manager, Corporate and Marketing Public Relations

“

”
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Recession Lesson:
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https://digiday.com/marketing/right-thing-to-do-at-the-right-time-the-definitive-oral-history-of-hyundais-assurance-program/


Across industries, data standards enable marketers to
improve resilience during economic uncertainty. 

With a well-designed taxonomy, marketers can quickly identify and locate
specific campaigns, ad sets, and creatives; facilitate easier reporting and
analysis across different channels; improve collaboration between teams by
creating a shared language; and enhance their ability to scale marketing
efforts efficiently — all critical capabilities when budgets face heightened
scrutiny and maximizing ROI becomes even more essential. 
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Future-Proofing
with Data
Standards

Section 5:
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When facing the next downturn, marketers will have one new and very powerful tool in their
arsenals: AI.

Forward-thinking teams are already using AI to generate content, personalize campaigns,
and predict consumer behaviors. In a recession, these capabilities will be a game-changer
— and makes the need for quality, standardized marketing data both more urgent and
more achievable. 

Intelligent automation now makes it possible to apply metadata across enterprise content
at scale. Through advanced analytics, content comprehension, and automated content IDs,
enterprises can maintain a consistent playbook for all metadata, all the time.

New technologies can use automated processes to standardize data entry, enforce naming
conventions, and validate data quality in real-time. This reduces costly errors and
inconsistencies that can lead to wasted ad spend, precisely when marketing budgets face
the greatest scrutiny.

Automating Data Standards

As AI facilitates faster content creation, the need for consistent
metadata becomes paramount, but AI itself offers powerful solutions to
this challenge. 

AI-Powered Content Understanding and Organization
AI also offers transformative capabilities for understanding and organizing content at scale
— making it easier to maximize content ROI across the organization. 

Modern AI systems can create comprehensive content intelligence by:

3. Creating standardized metadata: Using this analysis, AI can automatically scale content labeling 
     with consistent metadata, creating highly detailed tagging that makes assets easy to search for,       
     surface, and analyze.

1.  Identifying assets and creating content IDs: AI can analyze visual and textual content to     
        create unique content IDs for each asset, ensuring consistent tracking across platforms
        and campaigns.

2. Understanding content context: Advanced models can detect and comprehend what's     
     happening within images and videos, read on-screen text, and interpret spoken language.

Section 5: Future-Proofing With Data Standards
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Precise personalization with fewer resources: Marketers can quickly
identify which creative assets resonate with specific customer segments,
enabling targeted messaging despite reduced staffing.
Content reuse and efficiency: Detailed, AI-generated metadata makes
existing content more discoverable, reducing duplicate creation and
maximizing value from previous investments.
Automated performance attribution: Consistent content tracking enables
marketers to precisely measure which creative elements drive results and
optimize campaigns accordingly.
Swift campaign adaption: As consumer priorities shift during downturns, AI-
driven content organization enables marketers to quickly identify active
campaign assets and adjust messaging in real-time.

How AI-powered metadata improves outcomes
during a recession

Enabling Future AI Innovation Through Standardized Data

The ability to leverage advanced AI capabilities throughout the organization depends on
consistent and reliable data, including:

Section 5: Future-Proofing With Data Standards

•   Predictive analytics for early warning signs: AI analyzing consistent marketing data can 
    detect shifts in consumer behavior before they appear in sales figures, enabling proactive 
    rather than reactive strategy adjustments when economic conditions change.

•   Budget optimization: Algorithms can analyze standardized performance data to identify the 
    precise effectiveness thresholds across hundreds of campaigns and channels, enabling surgical 
    budget allocation when every marketing dollar is scrutinized.

•   Churn prevention and customer retention: When acquisition costs rise during recessions, 
    AI analyzing standardized customer journey data can identify at-risk high-value customers,  
    enabling targeted retention efforts that protect revenue streams.
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Conclusion: Building Marketing Resilience
Through Data Standards

As we've explored throughout this guide, economic uncertainty doesn't have to mean
marketing uncertainty. 

By implementing robust data standards, marketing leaders can transform their operations
from vulnerable cost centers into resilient, data-driven engines of growth that withstand
even the most challenging economic conditions.

None of these AI applications are possible without high-quality marketing data.
Organizations that implement robust data standards today position themselves to leverage
these AI advantages during future economic challenges — while competitors struggle with
fragmented, inconsistent information.

Section 5: Future-Proofing With Data Standards
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While implementing data standards requires investment and organizational commitment, the
cost of inaction is far greater. Organizations that continue to operate with siloed, inconsistent
marketing data face prolonged recovery periods, competitive disadvantage, and lost
opportunities to capture market share when competitors pull back.
The coming years promise continued economic volatility, but also opportunities to leverage
data and technology for marketing advantage. By taking action now to strengthen your
marketing data foundation, you position your organization to not just survive economic
uncertainty, but to thrive through it.

Organizations with standardized marketing data enjoy significant
advantages during economic downturns, such as:

Defending critical investments with precise performance data, protecting
budget allocations that drive measurable results.
Optimizing spend in real-time by quickly identifying high and low-performing
initiatives across channels.
Maximizing content ROI through improved asset discoverability and reuse,
reducing waste when resources are constrained.
Responding with agility to rapidly changing market conditions by swiftly
updating campaigns and messaging.
Leveraging AI capabilities that enhance personalization and targeting while
requiring fewer human resources.
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