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Spread of the virus

Almost all activities are 

restricted

People are worried and mostly 

stay at home

Public life is very limited

Phase 1: Outbreak

The pandemic is largely under 

control

Restrictions will be relaxed, but 

not completely lifted

People's extra-domestic 

activities are rising, in the 

balance between caution 

and the desire for freedom

Phase 2: Suppression

The pandemic has largely 

disappeared

The restrictions have been 

lifted in many areas

People are trying to return to 

the old normal. However, they 

remain cautious, large 

accumulations are avoided.

Phase 3: Recovery

March - April app. May - August App. from September



4



5

16.3.2020 : Closure of schools, daycare centres and 

kindergartens 

23.3.2020 : Introduction of exit restrictions

closure of gastronomy & trade –

exception: goods of daily use

Cancellation of cultural / major events
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Food / Pharmacies

ca. -20%

Frequency change vs. base period*

Source: Google COVID-19 Community Mobility Report, Deutschland, 29.03.2020, *Base period: 03.01.-06.02.2020
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Step 1

Involvement of all 

Locations on the 

terrain of each 

Food Store / Supermarket

Step 2

Assignment of billboards within 

the radius of 

200 m around each 

Food Store / Supermarket

Step 3

Optional additional 

Consideration of short-term 

bookable possibilities in the PO

S (Digital Screens)

Assignment of billboards

within the radius of 

Parks and 

Recreations

+
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Spread of the virus

Almost all activities are 

restricted

People are worried and mostly 

stay at home

Public life is very limited

Phase 1: Outbreak

The pandemic is largely under 

control

Restrictions will be relaxed, but 

not completely lifted

People's extra-domestic 

activities are rising, in the 

balance between caution 

and the desire for freedom

Phase 2: Suppression

The pandemic has largely 

disappeared

The restrictions have been 

lifted in many areas

People are trying to return to 

the old normal. However, they 

remain cautious, large 

accumulations are avoided.

Phase 3: Recovery

March - April app. May - August app. from September
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20.04.2020: Opening of retail up to 800 sqm 

Regardless of size, all car dealerships, 

bookshops, bicycle and 

telecommunications shops 

04.05.2020: Gradual opening of schools

The implementation of the decisions takes place 

differently in the individual federal states.
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Significant increase in road traffic due to the 

resurgent number of commuters 

Hesitant resurgence of public transport use -

travellers/commuters try to comply with 'social 

distancing'
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Outdoor advertising again enables broad-

based communication with target groups

Planning focus: roadside advertising media 

with high reach such as Mega Lights-lights, 

CLPs and Billboards

Consistent exploitation of highly discounted 

vendor offers for the entire suppression phase !
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Use of real-time data on an hourly basis for 

programmatic DOOH planning in the suppression 

phase 

This makes it effective to establish contact at the 

commuter touchpoint S- or U-Bahn station by 

controlling the advertising message at places 

and times with high target group affinity

Here, too, exploitation of the highly discounted 

offers of DOOH vendors
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Restriction loosening and summer are driving 

people back outside

As a result, all OOH communication measures 

will generate a high impact 

At the same time, the highest efficiency of the 

OOH campaigns due to the particularly high 

discounts in the suppression phase 
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Spread of the virus

Almost all activities are 

restricted

People are worried and mostly 

stay at home

Public life is very limited

Phase 1: Outbreak

The pandemic is largely under 

control

Restrictions will be relaxed, but 

not completely lifted

People's extra-domestic 

activities are rising, in the 

balance between caution 

and the desire for freedom

Phase 2: Suppression

The pandemic has largely 

disappeared

The restrictions have been 
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All advertisers try to make up for as much of the 

lost result as possible

At the same time, many brands have lost their 

perception

Challenge: rapid reconstruction of advertising 

awareness with the highest competitive intensity
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An exceptionally high demand for impact-

heavy OOH formats is to be expected for the 

recovery phase.

However, the range of products available at 

these locations is significantly limited –

especially for special giant poster locations, but 

also for high-awareness megalight and CLP 

networks. 

In this respect, it is essential to secure the best 

locations now in order to be able to make the 

necessary rapid reconstruction of the brand 

awareness happen
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1. Benefit from the extraordinary conditions for

the roadside posters during the Suppression 

phase, starting in May. 

2. Exploit the opportunities of real time 

communication through programmatic

DOOH. 

3. Secure the high impact poster locations for

the Recovery phase. 

And secure your competitive advantage for the 

rest of the year.



Fragen ? 

ask@kineticww.com


