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"Dear customers,

even though we are just in the middle of the first phase of 

the Corona epidemic, we should not forget to look 

ahead. The current phase will pass.

But what will follow? Of course, the future cannot be 

predicted with certainty, but based on historical data 

and projections, it is possible to make initial predictions 

about life after SARS-CoV 2.

This document should help you to prepare yourself for the 

next phase and to make the right decisions for your 

brands.

Should you have any further questions on this topic, the 

MediaCom team will be happy to assist you at any time."

Claus Bröckers
CEO, MediaCom Germany
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At the moment, we are still in the first of three phases to be 
experienced throughout an epidemic.

ACUTE

OUTBREAK

RECOVERY

PHASE

NEW

NORMALITY

Germany and Europe are 
currently still in the first 
phase, the acute outbreak.

The number of new 
infections continues to rise 
despite the health policy 
measures taken, and there 
is no sign yet of the virus 
being contained.

The majority of the 
population is in "lockdown" 
at home.

Source: OCC ‘Perspectives on Coronavirus’ | March 11th 2020
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Health policy measures to protect the population are accompanied 
with sharp economic effects worldwide.

Source: Statistisches Bundesamt, German Council of Economic Experts | 
March 30th 2020

Currently the contact ban is valid 
until the 3rd of May. According to 
current calculations, the 
associated economic restrictions 

will lead to negative economic 
growth of 
-2.8%.

An extension of these "lockdown" 

measures would lead to a further 
deterioration of the gross domestic 
product (GDP).



77 Source: German Council of Economic Experts | March 30th 2020

Economic policy measures in response to the Corona epidemic.

All measures should ensure that 
the collapse in economic output 
is contained quickly and 
effectively, i.e. that a risk scenario 
“pronounced V” (see page 8) 

does not occur.

It can, therefore be assumed that 
as soon as the health policy 
restrictions are lifted, there will be 

strong economic growth with 
increasing consumer spending in 
Q3 and Q4 of this year.
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The Council of Experts presents three possible scenarios for 
economic development in Germany (2020 - 2021).

Source: Statistisches Bundesamt, German Council of Economic Experts | 
March 30th 2020

Scenario 1 (baseline)

In the baseline scenario, the most likely scenario based on current 

information, the economic situation is projected to normalise over 

the summer, similar to the emerging trend in China.

Scenario 2 (pronounced V)

A risk scenario (pronounced V) estimates the economic 

consequences that could arise if production were to be shut 

down or if restrictive measures were to be maintained longer 

than planned.

Scenario 3 (long U)

If the measures to contain the Coronavirus continue beyond the 

summer, this could delay an economic recovery. In this scenario, 

the policy measures taken may not be sufficient to prevent 

profound damage to the structure of the economy through 

insolvencies and redundancies.
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Data from China points to a faster 
economic recovery.

Source: Harvard Business Review 2020

Only six weeks after the outbreak, China seems to be showing the first signs of entering the 

"recovery phase".

Increase in coal consumption 

shows the resumption of 

production.

Mobility of people and resuming 

the movement of goods.

The increase in real estate 

transactions is a sign of 

sustained confidence.
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Different sectors of 
the economy will 
recover at different 
speeds.

Source: Harvard Business Review 2020

The various economic 

sectors and product 

groups will recover from 

the economic effects of 

the crisis at different 

speeds. Each sector needs 

an individual approach in 

order to return to a normal 

level.

High-
performing 
industries: 

(for example)

Software, 
Services, 
Healthcare 
equipment

Low-
performing 
industries:

(for example)

Transportation, 
Retail
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Almost everything initially depends on how long and how 

extensive the economy has to be shut down in order to effectively 

control the virus. Even those responsible in the government 

cannot confirm anything at present.

On the basis of current information, however, it can be assumed 

that there will be further gradual easing of the restrictions from 

May 04, and thus the next phase - the recovery phase - will start 

at the middle of May.
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#2 

How will Consumers behave 

after the "Lockdown"?
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The general living situation has drastically 
changed for many consumers during the crisis.

Many people work in a home office, while parenting 

at the same time

No leisure activities (e.g. playgrounds) outside four 

walls

Hardly any personal, social contacts to friends, 

neighbours or acquaintances

Uncertainty and fear as to how the crisis will develop 

and what consequences will follow
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In particular, these "suppressed" behaviours are 
strongly practiced during the recovery phase.

Long and increased residing inside four 

walls
The desire to leave the apartment and 

be "somewhere else"

The contact ban and going out means 

that people spend more time in closed 

rooms

The desire to go outside and exercise

Hardly any personal, social contacts to 

friends, neighbours and acquaintances

Strong urge for socializing and to 

see other people

Uncertainty and fear as to how the 

crisis will develop and what 

consequences will follow

Desire for carefree experiences, 

enjoyment and pleasure-seeking 

consumption

during the outbreak during the recovery phase
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A study by [m]Science supports this thesis and shows that above 
all personal contact with friends is made up for.

71%

55%

49%
47%

44%

35%

19% 19%

13%

8%

I'm going to
meet some

friends in person

I will go to bars
or restaurants

Overall, I will live
more attentively
than before the

crisis

My lifestyle will
not change

I will go
shopping

I will pay more
attention to

brands that have
helped during

the crisis

I will use public
transport less

often than
before the crisis

I will work from
home more
often than

before the crisis

I will use online
shopping more
than before the

crisis

I will order more
food online than
before the crisis

Question: How likely is it that you will do the 

following things after the Corona crisis?

Basis: All respondents, n=1.089. 

Source: [m]Science Germany | April 2020
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A possible strategy for the coming months:
The “hammer and the dance"

Source: ntv.de, ghö

One possible scenario described by the Ministry of 
the Interior regarding the Covid 19 epidemic is 
called "hammer and dance". After the "hammer", i.e. 
the taking of strict measures such as contact bans 
and curfews, comes the "dance".

In this phase, schools and kindergartens would re-
open, infections would be detected by intensive, 
area-wide testing and controlled by tracking 
contacts and isolation.

In the "dance" phase, the aim is to keep the so-
called basic reproduction number (R0) as low as 
possible. In order to contain the epidemic, at least 
two thirds of the infections must be prevented so 
that exponential growth of the infections does not 
occur.

Therefore, it can be assumed that day-care and school visits, 

playgrounds, restaurants will be reopened, but other activities will 

continue to be restricted (discos and restaurants, concerts and sporting 

events). For this purpose, it will continue to be based on distancing as well 

as a potential obligation to wear masks.
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Some restrictions are, therefore still to be 

expected: "Smart distancing" instead 

banning contact and going out. 
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Nevertheless, a renewed increase in the population's 
propensity to consume can be expected during this phase.

Source: Kantar 2020

Decreased Spending Unchanged
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Although the next phase is the beginning of the economic 
recovery, it remains initially limited.

Although the recovery phase will mark the beginning of the economic upswing,

especially in the first days and weeks after the lifting the ban on contact and going 

out, consumers will use and enjoy the freedoms they have regained.

Nevertheless, the crisis in the minds of consumers has not yet been overcome. The 

virus has not yet been completely defeated and leisure activities are still limited

(e.g. sporting events, concerts, etc.).

Apart from the newly awakened consumer needs, there is still concern about the 

further development of COVID-19 (especially in older target group segments over 

50 years). The recovery phase will therefore bring (only) muted relief to consumers 

for the time being.

KEY FACTS
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#3 

Media Usage Behaviour

after the Crisis



2121

The (gradual) lifting of restrictions during the recovery phase will 
naturally also influence media consumption.

Cinema

As soon as the cinemas are open 

again, it can be assumed that there 

will be very strong consumer use.

OoH

Lifting of the ban on contact and 

going out in combination with the 

good weather will probably make 

OOH one of the most watched 

media channels in the recovery 

phase.

Online

The currently very high user numbers of 

the online news pages will also decrease 

again in the next phase.

Radio

The use of radio will increase slightly. 

A shift in primary use to commuting 

times in the morning (06-09h) and 

early evening (16-19h) seems likely.

Print

Print use is not subject to significant 

fluctuations. Only a slight decline in 

daily newspapers is to be expected 

due to a decreasing interest in 

information.

Social

Overall, the social use for making 

contact with friends and 

acquaintances will break away.

Online Video/ Streaming
Online video (e.g. YouTube) will also be 

consumed less, as with VoD, due to 

increased outdoor activities.

TV

The ranges will normalise, i.e. overall 

they will decrease again. Usage will 

shift from news to entertainment.
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This median usage prognosis is also confirmed
by a current [m]Science study.

44%

24% 23%
21% 20%

15%

10%

I'm going to go to the
movies

I will spend less time
on social media

I will watch less TV I will use less
streaming services

I will watch or read
less news

I will read less
magazines/
newspapers

I'll listen to the radio
less

Source: [m]Science Germany | April 2020

Question: How likely is it that you will do the 

following things after the Corona crisis?

Basis: All respondents, n=1.089. 
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During the recovery phase, there could also be a significant 
short-term increase in demand for advertising.

BEFORE THE CRISIS OUTBREAK PHASE RECOVERY PHASE NEW NORMALITY

Demand for
Advertising 
Space

Sharp Decline in Demand 
for Advertising Space

Strong Growth in
Media Reach
(at constant costs)

Media
Reach

Greatly 
Increased 
Demand for 
Media Space

Greatly
Increased
Media 
Efficiency
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Overall, the social use for making contact with friends and 
acquaintances in particular will break away.

After the ban on going out and socialising, 

social channels have been increasingly used to 

maintain one's own social contacts with friends, 

acquaintances, family, and also by older target 

groups who were otherwise significantly less 

likely to be on Facebook and similar social 

platforms.

In the recovery phase, this urge to use will drop 

sharply. Rather, social is used as orientation and 

as a safeguard that everything is "allowed" 

again, i.e. social networks are used more to see 

how others deal with the new situation.

Coverage of the Social Channels:

Performance Value Forecasts

Net Reach : sinking CpGRP/ CpT: stable

Contact Dose: sinking Availability: stable

Frequency of Use: sinking Advertising Effect : stable

Facebook

~32 Mill.   
User

(Germany)

Snapchat

~11 Mill. 
User

(Germany)

Twitter

~10 Mill. 
User

(Germany)

Pinterest

~7 Mill. 
User

(Germany)

Instagram

~17 Mill. 
User

(Germany)

Tiktok

~5,5 Mill. 
User

(Germany)

Source: Facebook, Instagram, Snapchat, Twitter, Pinterest, Tiktok 2020
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For online usage, too many users will break away during the 
recovery phase due to the weather and the regained freedom.

The younger target group segments in particular 

will be out more during the recovery phase. 

Whether by the lake or in the city or in a 

shopping centre, these segments will spend less 

time online due to the new opportunities. This 

applies in particular to the digital news sites but 

also to all other online sites and platforms.

However, online use in older ZG segments will 

also decline somewhat in the next phase. 

However, it is to be expected that it will still be 

significantly above the starting level before 

Corona, especially in older ZG segments.

Reichweitenstärksten Webseiten* im Mai:

Focus-Online.de T-ONLINE.deebay Kleinanzeigen

Welt.de Spiegel.deBILD.de

Source: AGOF, digital facts April 2020, Forecast based on Ø weekly reach (March) 
Online users 16+

Performance Value Forecasts

Net Reach : sinking CpGRP/ CpT: stable

Contact Dose: sinking Availability: stable

Frequency of Use: sinking Advertising Effect : stable
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TV usage will decrease but is likely to be above
the pre-outbreak level.

Star Wars Roque One

5/10 | 08:15 p.m.

Let‘s Dance Profi Special 

5/29 | 08:15 p.m.

Germany‘s Next Top 

Model
Germany‘s Next Top Model

Final 5/14 | 08:15 p.m.

Girl‘s Trip Free TV Premiere 

5/21 | 10:15 p.m.

The Mole – Reality Game 

Show from 5/6 | 8:25 p.m.

Free Eurovision Song Contest 

live 5/16 | 08:15 p.m.

It can be assumed that as soon as the ban on 

contact and going out is lifted, viewer 

numbers will return to normal. This is also due 

to the possible onset of spring weather and a 

need for contact.

This will rather affect the daypart formats. The 

PrimeTime usage will rather remain stable. An 

increased demand for entertainment is to be 

expected, and the planned feature films & 

shows will fit in with this. The decision on the 

Bundesliga also remains exciting: For matches 

without spectator participation, the 

broadcasts will have an even higher reach

than usual.

Source: AGF GfK 2020

Performance Value Forecasts

Net Reach : sinking CpGRP/ CpT: increasing

Contact Dose: sinking Availability: low

Frequency of Use: sinking Advertising Effect : stable
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Despite new cinema films (e.g. Trolls World Tour) in the VoD
segment, streaming and online video will also be used less.

Streaming Highlights VoD in May/ June:

Back to the

Future I-III
Blackkklansman The Mandalorian

Frozen II Trolls World Tour La casa de 

papel IV

Online moving image usage (YouTube, Video 

on Demand, IP, 71) will also fall again during 

the recovery phase due to the lifting of 

restrictions in combination with good weather.  

Even if new cinema films (e.g. Trolls World Tour) 

are shown directly by VoD providers during this 

period, this will not be enough to keep user 

numbers constant (compared to the outbreak 

phase).

In the streaming services sector, Disney+ is now 

another important competitor that will attract 

users away from other portals. DAZN in 

particular will have to fight for its viewers due to 

a lack of content.

Source: AGOF, digital facts April 2020, Metflix, Sky, Disney+, amazon Prime

Performance Value Forecasts

Net Reach : sinking CpGRP/ CpT: stable

Contact Dose: sinking Availability: low

Frequency of Use: sinking Advertising Effect : stable
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Net Reach : stable CpGRP/ CpT: stable

Contact Dose: stable Availability: stable

Frequency of Use: stable Advertising Effect : stable

TV Movie

Reach:

~ 5,3 Mill. 

stern

Reach:

~ 5,1 Mill. 

Der Spiegel

Reach:

~ 4,7 Mill. 

Bild der Frau

Reach:

~ 4,3 Mill. 

Sport Bild

Reach:

~ 4,3 Mill. 

Landlust

Reach:

~ 4,2 Mill. 

Magazines and newspapers will continue to be used at the 
same level during the next phase of the crisis.

During the Corona crisis, the share of 

subscriptions to general-interest magazines 

increased significantly. These subscribers will of 

course continue to exist, even during the 

recovery phase. This means that the 

magazines will continue to be used at the 

same level. 

The usage of daily newspapers is also still at a 

high but slightly declining level, as the interest 

and need for credible news formats will 

increasingly decline as the phase progresses.

According to our forecast, the total reach and 

thus the CPM will therefore remain largely 

unchanged. 

Highest Reach Magazines in May:

Source: b4p 2019 III (Reach in TP 14+), IVW

Performance Value Forecasts
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Due to the increased private and professional car use, 
radio will increase its range even more.

As soon as the majority of employees leave their 

home office and commute back to work, radio 

will again be used less as a secondary medium 

throughout the day, but rather in a focused 

manner during the main commuting hours

(06-09 / 16-19). 

In the next phase, car use will increase both 

professionally and privately (fear of infection in 

public transport) and people will increasingly go 

on excursions by car (e.g. trips/short holidays). 

According to our forecast, the total range as well 

as the duration of use will therefore increase 

slightly and the CPM will therefore decrease in 

the recovery phase.

Highest Reach Radio Station in May:

~ 1,4 Mill. Listeners ~ 1,2 Mill. Listeners ~ 1,1 Mill. Listerners

~ 1,0 Mill. Listeners ~ 0,9 Mill. Listerners ~ 0,8 Mill. Listeners

Source: ma 2020 Audio I 

Net Reach : increasing CpGRP/ CpT: sinking

Contact Dose: increasing Availability: stable

Frequency of Use: sinking Advertising Effect : stable

Performance Value Forecasts
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The OOH channels in particular will benefit from 
consumer behavior in the next phase.

At the beginning of May, the ban on contact 

and going out will have lasted almost 6 weeks. 

Should it be lifted then, it is not difficult to guess 

where it will take people - outside. Whether to 

the city centres, parks or the nearest IKEA 

parking lot. People will be outdoors more again 

(70-80% vs. before Corona) and buses and trains 

will be used more often.

Of course all OOH channels will benefit from 

this. Whether directly at the train stations, at the 

PoS or in the city centre. POIs such as 

supermarkets and hypermarkets also remain 

important frequency providers.

Areas in the city centre Giant poster Citylights near public transport

Moving image at railway stations Megalights ?

OOH Highlights in May:

?
Billboards at supermarkets

Source: kinetic Germany 2020 

Net Reach : increasing CpGRP/ CpT: sinking

Contact Dose: increasing Availability: low

Frequency of Use: stable Advertising Effect : high

Performance Value Forecasts
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As soon as the cinemas are allowed to open again, 
there will be a strong run on the new films.

Cinema is certainly another leisure activity that 

we have missed during the Corona lockdown. 

Therefore, there is a high probability that when 

the cinemas reopen, they will be heavily used. 

However, the question is whether cinemas will 

be allowed to reopen during the recovery 

phase, as crowds of people are still dangerous 

from a health policy point of view and most 

blockbusters that were supposed to be 

released in 2020 (Minions 2, Ghostbusters 

Legacy, Black Widow) have already been 

pushed into next year.

FAST & FURIOUS 9 MINIONS 2
Wonder 

Woman 1984

Top Gun: 

Maverick
Ghostbusters: 

Legacy
Black Widow

Planned Cinema Highlights in Summer:

Source: hdf-kino.de

Net Reach : increasing CpGRP/ CpT: stable

Contact Dose: increasing Availability: stable

Frequency of Use: increasing Advertising Effect : high

Performance Value Forecasts
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OOH in particular offers the opportunity to reach 
consumers with the right message.

With the lifting of the ban on going out and contact, media use will again change 

significantly in terms of reach and intensity of use.

OoH in particular will of course benefit most. Not only from the increasing ranges and 

higher contact doses, but also from an increased receptiveness of consumers. This is a 

real opportunity for advertisers to create a strong brand effect with a high-reach OOH 

campaign along with a brand message that matches the consumer mindset. 

Even though moving image reach will fall back to normal levels during the recovery 

phase, it is expected that there will be a high utilization of available advertising space 

if the currently held back media spending is used again.  Availability and reservation 

should therefore be coordinated with the respective marketers as early as possible.

KEY FACTS
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#4 

The New Role of Brands
in the Recovery Phase
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“When written in Chinese, 

the word „crisis“ is 

composed of two 

characters. One represents 

danger and the other 

represents opportunity.“

John F. Kennedy
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The second phase will be characterized primarily by the gradual 
easing of health policy restrictions.

ACUTE

OUTBREAK

RECOVERY

PHASE

NEW

NORMALITY

In the recovery phase, most 
health policy requirements will be 
relaxed and people will return to 
their jobs from the home office.

Schools, daycare centers and 
playgrounds will open again. 
Compared to the outbreak 
phase, there will be significantly 
more OOH activities and public 
transport will also be used more. 

However, there will still be 
restrictions (no sports and cultural 
events, wearing of masks), which 
must still be observed.

Source: OCC ‘Perspectives on Coronavirus’
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Advertising companies should see this phase as an opportunity to 
generate a lasting brand effect.

The entry into the recovery phase
should be perceived as a 

communicative opportunity for brands. 
Even if SARS CoV2 has not yet been 

defeated, entering the next phase will 
be of particular importance for 

consumers. 

The opportunities to leave their own four 
walls again and meet family and friends 

will create a positive mood in the first 
few weeks, which will not only be 

reflected in increasing consumption, 
but also in a positive perception of the 
brands, in which consumers come into 

contact during this phase.
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What we can learn from the Chinese data: 
The economic recovery will come - quickly and intensively.

This will be accompanied by a 

significant increase in media spending 

by advertising companies. In China, 

many advertising spaces were fully 

booked in the first few days.

Based on the data from China, it is 

reasonable to assume that in the next 

phase the economic recovery will 

come very quickly in many economic 

sectors.

In order to be appropriately prepared, 

companies should therefore plan their 

communication measures now, so that 

they can get started at any time as 

needed.

Economic recovery comes
with high momentum

Many companies will advertise 
again during this phase

The best plan is therefore
strategic preparation
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The best preparation for the recovery phase is to plan 
the next steps.

Creation of a communication strategy for the next phase:

Which message should consumers be reached?

Creation of a media plan for the next phase: Which media mix, 

which contact dose and over which time period should the 

message be placed?

Definition of possible campaign periods and coordination

with marketers on the reservation of preferred placements

and highlight formats.

1.

2.

3.
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Depending on the market position, the communication 
strategy should be adapted in the recovery phase.

Unknown/ Small Brands

Unknown/ New/ Small Brandslow awareness

high awareness

preferential
perception

Well-Known/ Big Brands

Identify opportunities and potential to promote growth.

non-preferential
perception

Well-Known/ Big Brands

• Smaller brands usually do not have the budget or the same resources as large brands 

to regain their advertising activity with traditional measures.

• To keep up with the big brands, a strategic focus is important. Communicate less but 

better.

• For these brands it is important to find innovative media and communication 

approaches that meet the consumer mindset in the recovery phase and stand out from 

the communicative measures of competition (e.g. focusing on a media channel or 

certain apps).

• Especially for new brands, it should be examined whether 2020 is the appropriate year 

to be launched on the market.

• In this context, it must be ensured that one is competitive in one's own category 

compared to core competition.

• Are there certain key moments or target group segments (due to new consumer 

behaviour) that can be used for advertising measures?

• Big brands usually have much more possibilities and resources (budget, logistics, etc.) 

to get back into the market.

• Large and well-known brands give insecure consumers an emotional anchor and a 

feeling of security even in the recovery phase.

• These brands, therefore have a lower risk of starting their campaigns sooner rather 

than later in order to generate a decisive competitive advantage. These advantages 

need to be exploited in the next phase in order to further expand their market share.

• Well-known brands with small or declining market share now have a new opportunity to 

redefine their consumer relationship.

• An analysis of behavioural changes during and after the outbreak phase may reveal 

opportunities to influence brand perception so that the brand can grow again.

• If the adapted consumer behaviour shows such possibilities, they should be used as 

soon as possible.

Use advantages and publicity to promote further growth.
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The start of communication measures will
also be decisive.

Source: econometric modelling 2018/ 2019

Especially in the first weeks of the recovery phase, 

significant brand effects can be achieved due to 

the potential of a growing positive mood.

Especially after a longer off-air phase, the campaign 

timing is therefore of crucial importance. The 

optimal contact dose should be achieved in the first 

two weeks of the recovery phase.

If one assumes that a market penetration with an 

appropriate contact dose can take 1-2 weeks 

(depending on the media mix and advertising 

pressure), the timing of the campaign launch is 

therefore an important factor for the success of the 

campaign.

0 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20

max. achievable 
advertising effect

Growth Area Saturation Range Reactance RangeOptimal 
Contact Dose

contact dose (4 weeks)

The curve of the advertising effect can be divided into 3 areas:

A growth area, in which each contact adds a significant degree of 

advertising effect; a saturation area, in which each additional media contact 

no longer has any significant advertising effect, and a reactance area, in 

which each additional advertising contact weakens the brand or product 

sympathy.

advertising effect
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Opportunities, risks and warnings in the recovery phase.

Opportunities Risks Warnings

For many consumers, the recovery 
phase will be a big step towards 
returning to "normal" life. One goes back 
to work, the children go back to school 
and most importantly, one can meet 
family and friends in person again.

It can therefore be assumed that the first 
weeks of this phase will be characterized 
by a positive emotional mood, which 
can have an effect on both, 
consumption and advertising receptivity.

Brands that manage to adapt their 
messages accordingly can create 
strong positive emotional brand effects.

However, we are still in the middle of a 
worldwide pandemic with hundreds of 
thousands of deaths. The sensitivity of 
consumers to the respective brand 
messages can therefore be rated as 
high. 

There is a high probability that brand 
messages which emphasize pure 
consumption or misuse the tonality (in 
relation to the current crisis) will be 
rejected by consumers and the 
associated brands punished. 

The emotional sensitivity of consumers 
can therefore also lead to above-
average negative brand perceptions.

Regardless of choosing the right brand 
message for the next phase of the crisis, 
securing the right advertising space at a 
time when demand is likely to exceed 
supply in some areas is now the biggest 
warning.

This is certainly true for a wide range of 
OoH space, but also special formats and 
ads on TV and online video can quickly 
be booked out during the recovery 
period.

Our recommendation would therefore 
be to draw up at least an initial media 
plan for the next phase in order to clarify 
initial options with the marketers on this 
basis.
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A prognosis of the Corona effects
in Germany - summary.

Health policy measures to contain SARS-CoV2 most likely will be lifted or at least eased at 

the beginning of May in order to revive the German economy. In this case, the baseline 

scenario assumes that economic growth will quickly resume in Q2.

The behavior that was surveyed also indicates that "making up for" the opportunities and 

possibilities missed in the lockdown is a high priority for consumers. Primarily, of course, are 

personal contacts with friends and family, but also generally all activities that take place 

outside the home.

This also naturally influences media usage behavior - TV, online video and streaming 

services will be used less and will approach their initial level, while OoH areas in particular 

will be strongly perceived again. In addition, it can be assumed that a positive emotional 

mood generally leads to a more positive perception of brands than in the outbreak 

phase. 

For both branding, and performance-oriented campaigns, the next phase offers a real 

opportunity for advertising companies. Due to the presumably high demand for 

advertising space, companies should start planning now and try to secure space for the 

next phase.

KEY FACTS
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Please stay healthy and

take good care of yourself.
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And if you need help - please do not 

hesitate to contact your MediaCom team.


