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 Some food for thought on media strategy 
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IMPACT STUDY  
Introduction - Media Usage - Brand Caution - Recommendations 

Introduction  
The COVID-19 pandemic is being called a “black swan” by many industry 
experts. The theory of black swan events is a metaphor that describes an event 
that comes as a surprise, has a major effect, and is often inappropriately 
rationalized after the fact with the benefit of hindsight.  

As of 17 March, the world has seen 188,316 cases across 152 countries impacting 
effectively 78% of all countries. Some worse than others, however the trajectory 
is not slowing. This has caused wide-spread panic in communities, society, the 
financial and bond markets and for businesses. 

In the face of complete uncertainty (for the foreseeable future), what is the 
best route to take and decisions to make in terms of advertising campaigns and 
media budgets?  

Ogilvy Social.Lab has created this document to outline changing consumption 
patterns and examples to consider during this unprecedented time of change. 
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“ Cancel   
Everything

Is becoming a decision synonymous with appointments, events 
and travel during this time. 
“Social Distancing” could become the Oxford Dictionary Word of 
the Year 2020. 
This is having a drastic impact on the use of media.
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Consumer’s  
relationship with Media 
IS CHANGING 
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Media usage trends coming out of China   

In China, after the country 
implemented nationwide 

isolation measures, average 
weekly downloads of apps 

during the first two weeks of 
February jumped 40% 

compared with the average for 
the whole of 2019.

SPIKE IN APP INSTALLS 

Social networking continued to 
be people’s favourite activity 
whilst in the confinement of 

their homes, there was a surge 
in time spent with social media  
(up 22% between January and 
February 2020) and watching 

short videos (up 14%).

MORE SOCIAL

Nielsen data from  
China during the coronavirus 

outbreak shows that traditional 
media also received a boost in 
consumption – TV viewership 

grew after Lunar New Year, 
when normally it  

experiences a dip.

MORE TV
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Expected 
consumer trends  
which will impact  
media usage:

Reduced mobility, commuting and tourism

With many governments and business imposing “stay at home” 
policies for employees, high-trafficked pedestrian and tourism 
destinations are seeing a rapid decline. 
This is negatively impacting the effectiveness of current Out-of-
Home media placements as well as deterring media planners from 
considering OOH in upcoming media strategy and budget plans.  
The professional sports industry is already heavily affected and so is 
the associated sponsorship industry with reduced exposure due to 
postponements/ cancellations.

Declining use of newspaper and press media circulation

As more people stay home, self-isolation and quarantine measures 
are driving down the reliance on press media (newspapers) as 
trusted daily news sources. This results in increased use of digital 
news sources, with specific news outlets taking the lead on 
COVID-19 covering, including BBC, CNN and Washington Post, 
who’s very popular article explaining the exponential spread of the 
virus has been widely shared on Social Media. 
A reduction in sales articulates in a decline in print media booking 
and placement with newspaper publications.
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Expected 
consumer trends  
which will impact  
media usage:

Increasing number of employees working from home

WFH, a concept reserved for the the flexi-time or small business 
owner fraternity, is now becoming the new normal. It began with 
brave small business, and now has been adopted by the world’s 
largest companies including WPP, Google, Facebook and Amazon. 
Employers are revising work policy and productivity measurement 
to befit mass change in the work place. This has the potential to 
forever redefine the workplace(s) of millions of people. This is 
changing their time with and use of digital media and terrestrial 
media like TV/ radio.

Increasing use of Video Conferencing facilities

Never before has the work force telecommuted on such a broad 
scale. Bandwidth and teleconferencing software are becoming the 
keys to the global economic engine. Zoom and Microsoft Teams 
have seen surges in use (Zoom's share price has jumped by 50%) 
and Internet Service Providers are calling this a momentous 
occasion in their history’s. People are learning more about their 
desktop’s than ever before and through a tiny webcam are learning 
how to influence the world around them. Another niche consumer 
trend arising is the AR-generated teleconference backgrounds. 
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Expected 
consumer trends  
which will impact  
media usage:

Ecommerce will grow, especially for companies 
with a strong supply chain

Housebound consumers in China have turned to online 
groceries for their daily food supply. Vegetable deliveries increased 
by 600% year-on-year (YoY) for French retailer Carrefour during 
the Lunar New Year period. Chinese online retailer JD.com reported 
that its online grocery sales grew 215% YoY to 15,000 tons during a 
10-day period between late January and early February. Deliveroo's 
Hong Kong lunch orders increased by almost 100% last month, A 
shopper rush to online delivery partner Ocado (the online 
supermarket and delivery partner for other major supermarkets) 
ground the app to a halt, placing those who were waiting, into a  
virtual queue. In Italy, Facebook has reported a spike of 81% in 
grocery commerce sales in the last week of February. 
Concerns about food delivery due to possible food contamination 
have spurred recent innovation in contactless pickup and delivery 
services.  

Companies like McDonald’s and Starbucks are increasing delivery 
services that limit human-to-human contact, and orders are 
packaged to keep them free of contamination. 
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Expected 
consumer trends  
which will impact  
media usage:

Consumers switch to streaming services 
as sporting events are cancelled 

Data is showing that streaming services may exceed expectations 
this quarter due to the impact of the COVID-19 coronavirus 
outbreak. "We are boosting our anticipated subscribership numbers 
for Netflix's first quarter, primarily due to what we believe is a 
'cocooning' effect at hand due to fears surrounding the 
coronavirus," wrote Analyst Michael Olson of Piper Sandler in a note 
to clients this week. 

Gaming sees an uptick 

Consumers are flocking to gaming platforms as an added source of 
entertainment. Video game servers have been having sporadic 
problems as millions of people around the world settle down for an 
extended period of lockdown, and many are turning to games to fill 
the time. There have been issues with services like Fortnite, Xbox 
Live, Nintendo and Discord. 
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What are  
stay-at-home 
consumers doing? 
What happened in 
China in terms of 
online behaviour 
will most likely  
also happen  
in your country. 

In China, a Kantar survey captured a snapshot of people’s home activity 
during February 6-9, and consumers have been: 

BROWSING SOCIAL MEDIA 

WATCHING LONG VIDEO 

SHORT VIDEO 

LINEAR TV 

SHOPPING ONLINE 

GAMING 

EDUCATING THEMSELVES 
ONLINE

34%

58%

56%

41%

34%

39%

30%
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How is advertising 
impacted and 
changing?

LESS PEOPLE ARE TRAVELLING

THEREFORE commuter media, OOH, and sport/ 
event sponsorships are negatively impacted.

How does it impact 
your OOH campaigns?

PEOPLE ARE SPENDING LESS

THEREFORE competition between brands to 
secure the sale will increase.

What is your competitive 
understanding?

MORE PEOPLE ARE ONLINE, FOR LONGER 

THEREFORE social media has become the main source 
of current affairs/ news info at this time of uncertainty.

What is your  
Social Media strategy?

MORE PEOPLE ARE BUYING ONLINE

THEREFORE businesses who are ecommerce  
oriented will benefit.

What is your ecommerce 
strategy and user experience?
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Think consult, act.

COVID-19 content is consuming news feeds. 
This is a global state of emergency and brands should take 
strategic steps to avoid risk.  
Bad bad actors (click-baiting/ fake news agents) are also trying to 
take advantage of the uncertainty using misinformation.

IMPACT STUDY   I    Introduction
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Cautionary Tales  
This is a time  
for caution,  
and a complete 
understanding of 
the risks of 
improper media 
placement

“KFC pulls 'Finger Lickin' Good' ads over 
coronavirus concerns” 

“ASOS pulls chainmail face mask product 
and ads” “Geico has pulled a spot 

called “Perfect High Five” “Norwegian Cruise 
Line pulls all advertising” 

“Online ads for hand sanitizers, gloves,  
masks and other products purporting to 

prevent sickness are rampant, and 
companies are having a hard time enforcing 

policies that ban such ads. Google was 
showing many such ads, even though it has a 

policy that prohibits ad content that 
capitalizes off the coronavirus” 
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Recommendations   
in media strategy

Media planning around COVID-19 requires an agile and flexible 
approach. Considering the evolving response levels from 
governments, for brands advertising in multiple countries a robust 
media strategy is required in order to maximise ROI during this 
challenging and sensitive time.

IMPACT STUDY   I    Cautionary Tales
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Recommendations 

What is our media strategy?          Do we pause media?          Do we limit our exposure?          Retain status quo? 

In pursuit of answers, we are exploring 3 areas of impact for each client: 

There are many questions coming at this time, including: 

Business 
Performance Brand Impact Opportunities 
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Brand Impact   
Consider what the impact is on your brand while advertising at 
this time. We advise to prevent appearing to profit from this 
crisis. Brands also need to be aligned with government advice. 

• Which media gives you targeting and control of starting and 
stopping? 

• Is there a link between us advertising and this crisis?  
• How do we promote our business without being perceived as taking 

advantage of the situation?   
• What is the government/ legislative stance in the country you are 

targeting?

IMPACT STUDY   I    Recommendations
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Now is the time to listen. 

A number of Social listening and Keyword tracking tools 

A number of Social listening and Keyword tracking tools (including 
Synthesis, Sprinklr, SEMRush) are available to track the conversation 
happening around Corona Virus online as well as competitor spending. 

With this opportunity to track, analyze, and respond to conversations 
about your brand on social media, you’re able to stay on the front foot 
and be responsive and reactive to your changing customer’s needs 
during this time. 

Social listening also allows you to track sentiment in real time. That way 
you can see what posts are performing well for your brand, and which 
ones aren’t.

IMPACT STUDY   I    Recommendations
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A solution should be specific to your 
Brand and Category… and flexible 

And a “one-size” fits all approach does not work. 
Across a wide spectrum of consumer brands we are seeing bespoke solutions 
being implemented and recommend this strategy as the best approach: 

Example 1: A brand has stopped all OOH media, increased TV and digital. They have also stopped all 
sales promotions and focused on branding only. 

Example 2: A large consumer electronics brand has stopped all brand campaigns, and diverted media 
spends towards product ads only, supporting only products which have been confirmed to be in large 
supply. 

Example 3: A Global 500 brand is only focusing on communications supporting awareness of the 
Corona Virus and the methods to reduce it’s spread. 

Example 4: A mid-sized ecommerce brand is ensuring that all sales call-to-actions are “soft”, don’t 
contain a sense of urgency and that frequencies are low.

IMPACT STUDY   I    Recommendations
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Business Performance 
Consider what the impact is on your Business while advertising at this time.  
We advise to review all advertising campaigns and identify which are critical to 
business performance (such as performance marketing campaigns). 

• Which aspects of advertising is business critical? 
• How do we optimise channel mix for shifts in media consumption? 
• Performance media channels like Social and Search often drive the greatest ROI/ 

ROAS therefore what can we do to balance business performance? 
• How do we grow our relationship with customers given the absence of a physical store 

and the uptick in ecommerce? 

IMPACT STUDY   I    Recommendations
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Key area’s to consider in maximising 
business performance 
With the ever-changing situation, focus on:  

IMPACT STUDY   I    Recommendations

Understand which 
media mix delivers the 
highest return, and 
optimise your media 
strategy accordingly. 

Using media which 
allows messaging 
adaptability. 

Working with partners 
who produce cost 
effective content at 
pace. 
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Opportunities 
Consider what the opportunities are at this time of unprecedented change. 
With a looming global recession, creative problem solving and innovation will become critical 
levers to success in advertising. Fully-measured and ROI delivering advertising efforts will 
also be prioritised in order to maximise reduced budgets. 

• How do we innovate to find new ways to deliver solutions and services in line with the new reality and 
new behaviours? 

• Where can we identify opportunities and new platforms during these changing media consumption 
patterns? 

• How do we find new engagement opportunity with our customer considering the new media reality? 
• What small steps can we take to be more relevant and helpful to our customer during this sensitive 

time?

IMPACT STUDY   I    Recommendations
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Key areas of opportunity in the 
current media context

IMPACT STUDY   I    Recommendations

There is evidence to suggest 
a slowdown in digital ad 
spending. 

Amazon has also shown a 
decline among smaller third-
party sellers that already have 
tighter cash flow.  As 
Facebook, Google and 
Amazon ad marketplaces work 
along an auction mechanic, a 
decline in advertisers in the 
platforms will serve to reduce 
the overall cost of media 
making it more cost effective 
to advertise. 

More cost effective  
opportunities in  
digital advertising 
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Key areas of opportunity in the 
current media context
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Since COVID-19 was officially  
announced a pandemic by the 
World Health Organisation, 
Social Media became the go-
to destination for updates and 
information for consumers. 

In China, with the vast majority 
of the population confined, the 
use of the social app TikTok 
has sky rocketed. 

Facebook, Instagram, LinkedIn 
and Twitter have also seen 
spikes in usage and 
engagement rates which serve 
to provide advertisers with a 
highly engaged audience.

Social as the Leading Channel

The COVID-19 outbreak has 
resulted in empty shopping 
malls across the world. 

Retailers are rushing to ensure 
that they’re able to sell online 
to cushion the impact. 
This gives Brands little time but 
big opportunity to purpose 
their customer journey’s to suit 
a fully online experience. 
Luckily many Social Media 
channels have Shoppable 
advertising format to assist 
with selling online and 
Amazon's marketplace is a 
powerful tool to sell products 
at this time.

Amazon and Ecommerce Selling

With the rise of time spent with 
streaming media and gaming 
media advertisers can begin to 
test new formats in these 
environments, 

Options include reviewing OTT 
services offering advertising 
placement or Programmatic 
TV options provided by the 
likes of DV360, VideoAMP or 
TubeMogul. 

Gaming contains a host of 
exciting new formats to live 
natively in game-play mode, 
within platforms like Twitch, 
PubG and FIFA.  

New Platforms To Explore

There is evidence to suggest 
a slowdown in digital ad 
spending. 

Amazon has also shown a 
decline among smaller third-
party sellers that already have 
tighter cash flow.  As 
Facebook, Google and 
Amazon ad marketplaces work 
along an auction mechanic, a 
decline in advertisers in the 
platforms will serve to reduce 
the overall cost of media 
making it more cost effective 
to advertise. 

More cost effective  
opportunities in  
digital advertising 
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5 Actions for Now 
IMPACT STUDY   I    Recommendations

1

3

4

5

2

Redesign and optimise your media plans to factor in both the changed consumer behaviour as well 
as the ‘new normal’ (by revisiting the. channel mix, country context as well as messaging priority.

Adapt to changes quickly and focus investment on media channels that drive business performance. 

This immense disruption provides opportunity to revisit Brand values and differentiation. In a time 
of misinformation consumers are expecting Brands to be genuine, authentic and helpful. 

With pressured budgets, innovation and creativity will be critical elements to success in media 
and performance. 

Leverage a “test and learn” mentality across all media, helping to understand performance and 
helping to focus on fully optimising budgets. 
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Appendix

Kantar Measures Corona Virus Impact 
Corona Virus Chaning the Way People Shop 
Corona Virus Affect Global Ad Spending 
Virtual Supermarket Waiting Line 
Corona Virus Boosts Ecommerce 
Ecommerce Purchases Could Increase to 40% 
Ad Watchdog Bans Alarmist Face Mask Ads 
Ogilvy Asia: How to Steer Brands Through A Crisis 

https://us.kantar.com/business/brands/2020/survey-measures-coronavirus-outbreak%E2%80%99s-impact-on-china%E2%80%99s-consumption/
https://www.emarketer.com/content/coronavirus-is-changing-how-consumers-shop
https://www.emarketer.com/content/how-coronavirus-affects-global-ad-spending
https://www.forbes.com/sites/daviddawkins/2020/03/17/queuing-at-the-virtual-supermarket-brits-cry-foul-as-online-supermarket-ocado-makes-them-wait-in-line--on-the-internet/#37450a694e33
https://www.emarketer.com/content/coronavirus-covid19-boost-ecommerce-stores-amazon-retail
https://postandparcel.info/119521/news/e-commerce/covid-19-in-the-uk-e-commerce-purchases-could-increase-to-40-of-all-retail-sales/
https://www.thedrum.com/news/2020/03/04/ad-watchdog-bans-alarmist-face-mask-ads
https://www.ogilvyasia.com/brand-strategy/making-brands-matter-in-turbulent-times-how-to-steer-brands-through-a-crisis/


March 18, 2020

IMPACT STUDY 

 27

Thank you!


