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She said that in recessionary times like these “will come innovation and will 
come creativity.” —“Today” March 2009

Since innovation and creativity are at the core of what we do, we wanted to talk with Erin in more depth 
about her comment and what she’s hearing from the business thought leaders she reports on every day. So, 
Doner conducted an exclusive, one-on-one interview with her surrounding this very topic. Here’s an excerpt 
of Erin’s comments from her conversation with Doner.

We’re seeing that creative pragmatism is impacting purchase decisions.
�s New technology still excites, still sells. 
 Consumers will spend money on innovations that they find truly relevant. Even with the high ticket of 
 technology devices, innovative new products like the iPhone, Kindle 2, and Nintendo Wii are still 
 doing well.

�s Auction mentality moves mainstream. 
 Consumers are becoming more creative in how they transact, transferring some of their experiences in 
 making purchases on eBay and comparison shopping sites to offline purchases. They are becoming 
 more comfortable with the idea of “haggling” for lower prices, added value or both in categories where 
 fixed prices were traditionally the norm. 

�s Networking, community, discovery. 
 It’s who you know, and it’s what you know. Networking sites of all types are on the rise, and the sharing 
 of information about job opportunities, sales, new products, recipes, travel, parenting, home projects, 
 etc., is ever-present. The discoveries that result from these types of interactions are so helpful to 
 consumers today that they are embracing advice from both friends and strangers alike.

So what does all this mean to you as a marketer? 

Now is the perfect time to rethink conventions. Unexpected — but relevant — actions may have 
disproportionately greater impact than in the past. Put your brand in environments you haven’t been in 
before.  Explore new channels of communication and distribution. Here are other ideas:

“Since the Great Depression there have been about 11 recessions depending how you count it. And a 
lot of huge companies that are household names now were all born in (or around) those times. Names 
like Kraft and Microsoft and even Disney. 

“The 1970s were the last time a generation was finishing college when they felt they weren’t going to 
do as well as their parents. People like Bill Gates even dropped out of school completely. And then 
look what happened — he went and created a company which is one of the biggest employers and 
biggest wealth generators this country has ever known. 

“In tough times you have to do things to make products enticing to people. So whether it is packaging 
or adding in a product or just things you can do around the margin to get people excited… There are 
things that could be offered to people that they aren’t thinking about. It could be fascinating. 

“You are clearly seeing a surge in business creation right now in this country. Even despite limited 
access to capital… So people are showing their resilience and their ability to step up and go for their 
dream. Even if you had 10% of them [new businesses] succeed, which is the normal rate, think about 
what you might get out of that.

“I guess that’s where that whole American spirit comes in and how we define ourselves.”

Erin Burnett
Anchor of CNBC’s “Street Signs,” co-anchor of 
CNBC’s “Squawk on the Street,” and regular 
contributor on NBC’s “Today” and “Nightly News 
with Brian Williams”

Create a New “Need”
Think about how your products 
and services — both current and 
new — can benefit consumers in 
ways they may not have realized. 
Identify a new use for your 
brand. Repurpose current 
products and services. Create a 
new way to relieve concerns in 
this new reality. Make your brand 
the antidote for one of the many 
stresses in life today. Consider 
new offers that defy category 
rhetoric.

Support a Consumer Idea
Consumers are becoming creatively 
pragmatic with spending decisions 
and more innovative with research. 
Their newfound ingenuity is a plus. 
Why not identify those consumers 
who have the creative ability to 
contribute meaningfully? Then 
provide an ongoing forum for their 
suggestions. Invite them into new 
product planning. Look to them to 
create relevant new content for you. 
Also consider sponsoring a 
consumer-generated innovation. 

Leverage the Advantages 
of Technology 
Consumers’ love affair with 
technology and connectivity grows. 
Expanding your social, online, and 
mobile presence may open new 
doors. Consider using technology to 
increase customer service 
responsiveness. Leverage the 
technology to create “followers” of 
and advocates for your brand. An 
iPhone app Doner recently created 
for a client was downloaded by 
3,000 people on its first day!

The team at Doner looks forward to working with you to find new ways to engage 
consumers through creativity and innovation.

David DeMuth
President and COO
dsdemuth@donerus.com
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“I’m on the computer many times every day and 
I enjoy learning new programs and discovering 
new websites. I, therefore, feel that there must 
be ways to further exploit the Internet. I think 
that cell phones will be used for marketing much 
more in the future. I would like to be able to text 
a company when I have a problem and receive 
immediate feedback. There’s nothing that makes 
me a loyal consumer more than an immediate 
response to a problem I have.”
(Catherine) 

The unprecedented recession continues. But in addition to business and consumer challenges, opportunities 
are emerging.

In The Art of the Possible, we said that consumers are getting creative with their new reality and are charting 
a whole new journey, based on an undercurrent of resilience and a willingness to adapt with optimism.

So we were intrigued when we heard Erin Burnett, financial news anchor, offer a similar sentiment.

“Companies need to create working environments 
such that creative expression and bold feedback 
are not only encouraged but are responded to as 
well. In this environment, innovation happens. 
I’ve been in companies which invite all employees 
to offer their ideas for new or better products. 
When the energies, care and creativity of all 
invested are put together, magic can happen with 
more positive engagement and rapid change than 
one can imagine!”
(Pat)


