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A reminder of key lessons from Part 1

1. Building Trust: While there are understandable pressures to shift budget to cost-savings promotions and stimulate 
short-term sales, downtowns also offer an opportunity to use brand activity to reassure and build trust

2. Catalyst: Downturns can be the catalyst for great marketing – forcing innovation that becomes the new norm

3. Customer first: Brands focused on customer service and satisfaction win – during and after the downturn

4. Create demand: To counter slowing growth by adapting to new behaviours and contexts

5. Creative impact: Stronger, more memorable creative can compensate for reduced spend

6. BAU: Firms that market everyday items may weather the recession with a business-as-usual approach

7. Low-cost brands: May be more resilient in a downturn

8. Think carefully before going full dark: Completely going dark is likely to have a medium to long-term effect on 
brands

9. It takes time: It can take up to five years to recover from budget-cutting during a downturn
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Uncertainty is the over-riding characteristic across this period

Source: WPP

As with SARS or any other 
global health crisis, the COVID-
19 outbreak will have three 
distinct phases: 

1. Acute outbreak

2. Recovery

3. New normal.

The vast majority of the world is 
in or is entering acute 
outbreak, where knock-on 
effects are experienced in the 
economy, the media and on 
consumer confidence.
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UK Consumer Confidence Index: Jan 09 – Mar 20

Consumer confidence dropped two points to -9, ending a streak of 3 months of consecutive 
improvement, with further deterioration expected now that we are in lockdown.



66

Building on the past couple of weeks, brands should aim to respond quickly 
to changes in behaviour when it is relevant

Media behaviours

1. During financial crises, 
brands that spend come out 
stronger.

2. Salience is good, but 
meaningfulness & difference 
can make comms stronger 
in the long term.

3. At home media 
consumption has grown 
rapidly, including shared 
consumption. 

People’s behaviour Brand behaviours

1. Digital adoption and 
behaviour has 
accelerated.

2. People are hungry for 
information.

3. Entertaining and positive 
content seeing an uptick 
in demand.

1. Keep consumers at the heart 
of everything.

2. Speed looks good and can 
differentiate.

3. People want brands to be 
useful and supportive. 
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Media behaviours
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Communications considerations

1. Are spends optimised toward delivery of short term results and longer term brand 
meaning (where it’s possible)?

2. Adding value to society by being helpful/supportive/useful is amazing – but brands 
need to consider the role for comms carefully in order to avoid any backlash. 

3. Are there times and channels where audiences may be consuming together rather 
than alone, and spend could increase reach without increasing costs?

Media behaviours
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Brands that spend will come out 
stronger

Source: Millward Brown, Kantar, Gain Theory, Ehrenberg bass

As people’s lives shift, inevitably media plans will have 
to adapt.

We need to keep in mind the long-term implications 
of changes we make, especially as markets emerge 
from acute outbreak and into recovery: media’s 
contribution to long-term growth should be balanced 
with short-term changes in purchase behaviour. 

Using a period of recession as a proxy, we know that 
when the market re-stabilizes, strong brands recover 
up to 9x faster than their counterparts.

N.B For some categories this crisis is very different from historical recessions. 
However looking back allows us to make more educated hypotheses 
about the future whilst we are in a midst of great upheaval. 

Market share in first two years of recovery

Media behaviours
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Meaningfulness and difference are 
still vital

Source: Kanta

Meaningful difference remains the best indicator 
of long term growth. 

Salience is important to bring the brand into the 
conversation, but clear meaningful difference 
delivers the punchline at the moment of decision 
making. 

This crisis may open up new routes to creating 
meaning and brands should spend some time 
thinking about their role in the world, and the role 
of creativity in meaning, as we head into recovery. 

Media behaviours
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Altruism can have a by-product of 
increasing meaningfulness

Source: Edelman

But brands do need to be careful 
here that they do not fall into 
disaster capitalism, or exploitation of 
the crisis, for brand-success. 

Media behaviours
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At home media consumption has 
increased

Source: GroupM, Spotify

Increased time at home is likely to be the state of 
play for some time to come. 

The rule of thumb for media is simple: if it can be 
accessed at home, then expect consumption to 
increase and vice-versa. 

In addition, we’re seeing media being consumed by 
more than one person at a time in the home – e.g. 

• Spotify have reported an increase in 
collaborative playlists during the last few weeks, 
allowing people to connect over shared music.

ONLINE TV/OTT

SHORT VIDEO

NEWS / SOCIAL

GAMING / ANIMATION

FITNESS

MUSIC

IN HOME DINING

ONLINE READING /COOKING

INCREASE

DECREASE

OOH / OFFICE

CINEMA

Adapting budgets to consumer behaviours

Media behaviours
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People’s behaviour
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Communications considerations

1. Are there any digital routes to market or partners not being used yet that could be 
tested? 

2. What info do different types of customers (starting with employees and then the most 
vulnerable) need most, and is it easy to find?

3. Does your brand have permission to play in the entertainment and/or positive news 
space and can content be created quickly? 

People’s behaviours
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Digital adoption has accelerated 
rapidly

Source: Kantar, CampaignLive, Viewers Logic, MailMetro

There has been an almost 50% rise across 
communication and social media apps with the 
highest growth in:

• Facebook Messenger (+60%)

• WhatsApp (+73%) 

• Zoom (+750%)

However, its worth noting that 80% of people 
surveyed on this topic by the Metro reported that 
they (also) use the phone to stay in touch. 

Some people are spending an average of 10-plus 
hours per day on their phones and social media.

84% of consumers in China have tried at least one 
new service for the first time

People’s behaviours



1616

Businesses are investing in digital routes to market to meet 
people’s new demands as existing routes to market are 
compromised

600m views  in 2 days of 
“Lost in Russia” when 

released on ByteDance
social platforms in China

Universal’s first ever 
home cinema release 

with Linkfire

DFS & Sky developing new online journeys to adapt to 
changing consumer expectations

People’s behaviours
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People are hungry for information 

Source: Captify 2020, Global data of 100.6 million global Coronavirus related searches

With a 11,434% increase in coronavirus related 
searches since the start of January, Captify have 
highlighted the concerns that are generating the 
most search interest with consumers.

Consider: 

• What else are your customers searching for? Do 
you have content that can help them? 

• What are people searching for on your site? 

• Have you placed your most useful an recent 
content on your home page? 

People’s behaviours
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Different people will require different levels of info; 
where does your audience sit? 

People’s behaviours
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Entertaining and positive content is seeing an uptick in demand

People need some 
calm in the face of 
negativity:
• Spotify have noticed 

an uptick in listeners 
adding “chill” tracks 
to playlists.

• These are more 
acoustic, less 
danceable, and 
have lower energy.

News brands are seeing people looking for 
entertainment and positivity: 
• The Ozone Project: the biggest sources of unique users 

across news brand websites is ‘Entertainment’ (22.1m) and 
‘Sports’ (20.5m). 

• The Guardian: c.50% of people said it’s important to try and 
produce more coronavirus-related good news.

• Mail Online: Baking recipes & emoji quizzes are proving the 
most popular content streams.

• TI Media: 66% of the nation believe their passions will help 
them through difficult times.

Gaming is surging: 

• Captify predict there 
has been a 200% 
increase in searches for 
gaming globally. 

• Twitch, the streaming 
video game platform, 
has seen its fifth WoW 
live audience growth. 

People’s behaviours
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Brand behaviours
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Communications considerations

1. Are customer concerns and feedback being reviewed in real time to ensure their needs 
are at the heart of all decisions? E.g. through customer panels, social media monitoring, 
front line staff feedback? 

2. Is the entire customer journey as frictionless as it can possibly be? 

3. Is there a ‘good enough’ product, service, or content that can be rolled out quickly and 
can demonstrate the ability to react effectively to changes in peoples needs? 

Brand behaviours
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Brand behaviours are dictated by circumstance

Demand constrained Supply constrained Demand Surge Demand Surge & Fulfilment 
challenges

E.g. brands we spend 
our disposable or 

discretionary income 
with, those we may love, 
but can cope without, 

and those where there is 
a free or cheaper 

alternative.

E.g. brands who are not 
allowed to operate, or 

who cannot sell their full 
rage of services in the 
usual way because of 

COVID-19 related 
restrictions. This includes 

both necessary and 
discretionary spending. 

E.g. brands who can still 
operate, and who are in 

more demand than 
usual. Either as a 

replacement to other  
disallowed products, or 

are being trialled as 
compensation for 

something else. 

E.g. brands who are in 
great demand during 
lockdown, but are not 

able to fulfil due to 
COVID-19 restrictions at 
the same rate, or in the 

same way as they would 
normally.  

Brand circumstance

Brand behaviours
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We are seeing some short-term patterns emerging in media 
spend

Demand constrained Supply constrained Demand Surge Demand Surge & Supply 
challenges

Top

Middle

Bottom

Reduced or paused

Reduced or paused

Stopped 

Reduced and content 
reviewed

New content created

KPIs reviewed and new 
RTMS explored

Spend maintained

New propositions & 
focus on CRX

Content reviewed and 
spend increased 

Spend paused or 
reduced

Prioritise existing 
customers, CRX and 

portfolio management

New content created 
and spend increased

Brand behaviours
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Brands need to keep customers at the 
heart of what they do

Source: Kantar

Brand behaviours



2525

This may mean 
prioritising existing 
customers over 
new customers

For example: 
• Some brands are pausing 

performance budget paused 
to manage demand.

• Some brands are ensuring 
that existing customers & 
those most in need prioritised

• Customer experience should 
be adapted wherever 
possible to ensure the most 
positive experience possible

Brand behaviours
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Businesses with 
supply and demand 
challenges are 
redirecting spend to 
provide customer 
support over sales

E.g. British Gas 
reviewed all copy, 
adlinks and landing 
pages to ensure they 
are appropriate and 
useful, easing pressure 
on engineers and call 
centres

Brand behaviours
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Businesses with high 
demand are 
focusing on 
removing friction in 
the consumer 
journey 

Fixing bumps in the journey to capitalise 
on increased demand

Reviewing propositions to ensure 
they are offering the most relevant 

& useful services 

Brand behaviours
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“Think what will be 
genuinely helpful for 
people and how you 
can Contribute in a 
meaningful way that will 
help you Connect with 
people in the right places. 
And the right Context“

See: 
www.didtheyhelp.com
and Campaign Live for 
more examples. 

Facing into the 
crisis is key to 
being meaningful

As local pubs begin to suffer Budweiser UK is lending 
a hand by launching a gift-card initiative that allows 
people pre-purchase their post-lockdown drinks.

Brand behaviours
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Adapting quickly to 
changing behaviour 
drives relevance

UBER Eats
• Made it easier for new 

restaurants to join its platform

• Paying restaurants daily 
instead of weekly to aid 
liquidity

• App immediately updated 
for doorstep delivery: after 
the food is left by the door, 
the driver takes a picture, 
which is sent to customer’s 
phone.

Brand behaviours
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Speed can look 
good and 
differentiate

E.g. Tesco went from 
brief to live in 2.5 
days with this social 
responsibility ad 
around social 
distancing 

Brand behaviours
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Summary
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In summary

Media behaviours People’s behaviour Brand behaviours

1. Are spends optimised toward delivery 
of short term results and longer term 
brand meaning? 

2. Adding value to society by being 
helpful/supportive/useful is amazing –
but brands need to consider the role for 
comms carefully in order to avoid any 
backlash. 

3. Are there times and channels where 
audiences may be consuming together 
rather than alone, and spend could 
increase reach without increasing 
costs?

1. Are there any digital routes to 
market or partners not being 
used yet that could be tested? 

2. What info do specific customers 
(starting with employees and 
then the most vulnerable) need 
most, and is it easy to find?

3. Does your brand have 
permission to play in the 
entertainment /positive news 
space and can you create 
content quickly? 

1. Are customer concerns and 
feedback being reviewed in real 
time, to ensure their needs are at the 
heart of all decisions? E.g. through 
customer panels, social media 
monitoring, front line staff feedback? 

2. Is the entire customer journey as 
frictionless as it can possibly be? 

3. Is there a ‘good enough’ product, 
service, or content that can be rolled 
out quickly and can demonstrate the 
ability to react effectively to changes 
in peoples needs? 
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And finally, what are people looking 
forward to? 


