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We’re all in this together
Covid-19 has changed the world in ways we can’t even
begin to grasp yet. From the way we interact with each
other to the ways we shop and eat, nothing looks quite
the same as it did just a few weeks ago.
With the situation rapidly evolving and no definitive view
of what the timeline will be, people are still trying to
prepare for the next wave of change.
There’s just as much uncertainty for brands, but many also
have an opportunity to help their consumers as they
navigate this global crisis.
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Shifting from reactive to proactive

REACTIVE

PROACTIVE

As concern around Covid-19 grew, the natural
inclination (for brands and consumers) was to be
reactive. Businesses went dark, cutting spend, pausing
campaigns, and even closing their doors.

It’s time to get proactive. Think about what your business
looks like tomorrow, a month from now, or even a year
from now. How will your plans change if social
distancing goes away next month? What is your plan if it
lasts for a year? Marketers and business leaders may
want to have those conversations to determine how they
could prepare for tomorrow and the weeks to come, and
how they could adapt to the different scenarios that
might play out. Look beyond the short-term and think
about how you can shift from reactive to proactive. What
solutions do you need to build? How can you adapt to
prepare for the long-term?

The current phase has some businesses being reactive
again after consumers expressed a need for food,
entertainment, and information. Brands seem to be
coming back online and are starting to get creative
with where and how they can add value for consumers.
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Start with your messaging
Many businesses have left messaging fairly intact, making small adjustments
to focus on branding and drive to online or delivery solutions.

Review your current messaging
and ask: Is this the path we want
to follow for the long-term?
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•

Consider whether you need to be
“business as usual,” take a more
empathetic tone, or scale back.

•

Then think about how long that
could last. What will this
messaging look like in April vs.
September? How will it look as
this continues and when it’s over?

•

Ask yourself how your brand could
look when things start returning to
how they were before, then outline
the steps you will take to get there.

5 questions brands can ask themselves
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02

What is our
plan if social
distancing lasts
several months?
What if it lasts a
year?

How and where
can we
continue
connecting
with
consumers?

Brands may want to think
about this as if it will be a
long-term change. Consider
putting those plans in place
today so you can get ahead
of the next challenge.

Your audience hasn’t
changed, but where you
connect with them might
have. Think about where
consumers are spending
time and how you can shift
your focus and budgets to
reach them online.
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03

04

What do
consumers need
from us? Where
can we add
value?

How should our
messaging
change today
and in the
long-term?

Look for opportunities to
help consumers in
different ways, as people
and companies both adapt
to a new lifestyle. Think
about what they may need
and how you are notably
positioned to help.

Evaluate the messaging
you’re currently using with
consumers and think about
whether it’s the right
approach in both the
short-term and long-term.
How will that messaging
need to evolve over time
as things change (or stay
the same)?
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How will
we support
consumers when
things stabilize or
return to how they
were before?
Look beyond the
immediate future to think
about what your business
could look like when social
distancing ends. How
could your brand transition
back to that stage, and
what might consumers
need from you?

The Changing
Digital Landscape
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Consumer focus grows online
With most people at home, consumers are spending much more
time online and in front of screens. Nielsen predicts that at-home
streaming is poised to rise by over 60% in the U.S. based on past
consumer behavior during isolating hurricanes and winter storms.1
Looking at how trends in behavior have shifted in China can also
be a predictor of how things will change in other populations
around the globe. Daily time spent with mobile internet in China,
for example, rose from 6.1 hours in early January to 7.3 hours
after workers were quarantined.2

Consumers are at home, working remotely, and looking for ways
to fill their time, which will result in more time spent online,
watching TV and streaming video, playing games, and on
social media.
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Global media spending

Certain industries, like travel and sports, have
naturally stepped back, reducing or stopping
their media spend for the foreseeable future.
But not every industry needs to go dark.
For some, getting in front of your
audience is exactly what the consumer
needs right now.

Total Media Ad Spending Worldwide Forecast (eMarketer)
Billions

Industry publication eMarketer has already
adjusted their global media ad spending
forecast for 2020 from $712 billion down to
$692 billion.3 This initial adjustment
anticipates reduced spend but still a 7%
increase over 2019.
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Source: eMarketer worldwide media ad forecast (March 6, 2020)4

With consumers spending more time
online and affected industries
stepping back from digital media,
advertising costs could decline
across some search, social, and
programmatic platforms.

Accenture Interactive analyzed
over 14,000 social ads to find that
cross-platform CPMs were 24%
lower on average from February to
March compared to the same
period last year.
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The impact of social
distancing on media
Cross-Platform Social Advertising Costs (2019 vs. 2020)
CPMs were on the rise this time last year
(increasing 32% from Feb. 19 to Mar. 19,
2019) as the industry looked toward spring,
SXSW, March Madness, and other key
advertising events.
This year, there’s been a 19% decrease in
social advertising costs over the same
period. That gap has been steadily widening
since mid-February, when CPMs were only
7% lower than the previous year. As of March
19, CPMs had dropped to 43% lower than the
same date 2019, meaning costs are
continuing to go down.

Feb. 19

Mar. 19

2019 CPMs
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2020 CPMs

Source: Accenture Interactive analysis of 14,000 ads across social platforms

Advertisers whose industries can still
add value for consumers during this
period of social distancing should
leverage those lower media costs to
reach new audiences and continue
connecting with customers.
Brands who previously had physical
advertising investments (out-of-home,
digital OOH, event sponsorships) can
shift their advertising focus to reach
consumers where they’re spending more
time, for example targeting digital
devices like mobile, tablets,
and connected TV screens.
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Search trends and social distancing
Google searches are on the rise as consumers seek information on shelter-in-place policies, restaurant and grocery hours,
how to order goods online, the housing and stock markets, taxes, unemployment, and Covid-19 testing.5

FOOD & BEVERAGE

FINANCIAL SERVICES

ECOMMERCE

ENTERTAINMENT

Searches for “open restaurants”
have seen a 7x increase6 over the
past two months, and “online
grocery” searches are increasing
rapidly – more than doubling
week-over-week.7 Food and
beverage brands can adapt their
media to make sure customers
know they’re open and have
accurate pickup and delivery
hours.

Financial services brands can
support consumers by meeting
them in search with clear
information about the markets,
mortgages, taxes, savings, and
credit options. They can use this
time to create deep connections
with consumers by providing
meaningful content that adds value
based on what the brand knows
about each consumer and their
stage of life.

Ecommerce brands can reach
out with their most relevant and
popular goods, looking for ways
to instill consumer confidence
with transparent communication
around shipping and sanitation
policies in the supply chain.

Searches for “things to do at home”
continue to grow week-over-week,8
giving entertainment, ecommerce,
DIY, and parenting brands an
opportunity to reach consumers
and solve a problem with relevant
content in search.
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Consumer-First
Recommendations
for Media
Try focusing on your consumer’s
needs – not your bottom line – and
find ways to help.
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Consumer-first recommendations for media
How brands can adapt their marketing and media plans to add
more value and support consumers during these trying times.
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01

Give consumers a community
As consumers continue to feel isolated, look for opportunities
to give them a sense of community.
If your brand is focused on entertainment, you can host watch
parties, create challenges, build a game or event around your
content – anything to encourage sharing and collaboration.
Consumers are searching for ways to interact with each other
and engage with content “together” online.
Other brands might look at this as the right time to create a
Facebook group that offers resources, education, and a place
for their audience to gather. That sort of community provides
value for the company and consumer and builds brand affinity
that will last long after this current crisis.

Ask yourself: How is my brand positioned to bring people
together? Your media can be used to help connect a consumer to
the community.
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02

Recontextualize your campaigns
Advertisers who had been focused on live events like concerts and
sports can look for similar context – esports, competition shows –
through streaming platforms and social video.

Creator funding platform Patreon hosted a live, 3-hour “stream-a-thon”
featuring the creators they were going to have at their now-cancelled
SXSW event. They also added a charitable element: $1 per viewer went
to support artists who were affected by Covid-19 cancellations.9
In getting creative about how they interacted with consumers,
Patreon turned a cancelled event into an opportunity to add value
and build stronger relationships with their consumers.

Now is the time to be creative across all your marketing
efforts. Consumers are eager for information, activity, and
entertainment. Look for opportunities to engage them.
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03

Focus your messaging
on the consumer
Tone is a crucial factor in how advertisers navigate this
sensitive, uncertain period of time.
Consumers are hungry for messages of hope and positivity, and
it’s OK to be that voice while still balancing the severity of the
situation.
It’s a difficult line for advertisers to walk – supporting consumers
and giving them reasons to feel good during this dark time –
without making light of a situation or coming off as tone-deaf.

You can achieve a balanced tone by staying attuned to consumer needs,
focusing on transparency, and speaking up when you can add value.
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04

Prepare for first-time
digital customers
Audiences are also changing how and where they do things.
Long before governments began closing shops and restaurants,
86% of consumers over the age of 61 said they would actively
avoid shopping centers and malls if Covid-19 became more
prevalent in the U.S.10 That same age group has traditionally
avoided ecommerce and will likely need more guidance from
brands as they adapt to shopping online.

Brands may want to rethink the clarity of their websites,
checkout flows, and advertisements through the lens of a 61+
consumer who is not as familiar with digital platforms or online
shopping. That consumer still wants and needs goods during
this period of social distancing.

Those changes could come in the form of more educational and
descriptive copy, simple and clear purchase steps, and even
targeting – groups who may not have been a priority for your
brand before could be actively looking for your products now.
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05

Bring your offline offerings online
Things that have been traditionally done offline, out in the world, are now
becoming even more digital.
Healthcare brands could highlight telemedicine offerings through media to
use already-established resources to give consumers peace of mind, while
also keeping hospitals and doctors’ offices as clear as possible.
Fitness brands could offer reduced rates and free trials as consumers may
be looking for alternatives to keep their bodies moving without a physical
gym. Traditional and digital fitness brands can advertise to audiences that
have been loyal to offline exercise, helping customers find new,
telecommute-friendly routines.
Even offline fitness brands can get creative by using media to showcase
new digital options, YouTube content, and advice to try forming deeper
online relationships with their audiences during this period.

As you consider where your brand can add online value in a
formerly offline space, remember to be flexible, innovative,
and focused on what consumers need right now.
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06

Use your voice to add value
Platforms like Facebook and TikTok are using their voices to amplify
the facts and combat misinformation about Covid-19.
These platforms and others have introduced resource sections
featuring tips and FAQs from the World Health Organization and
other reputable sources.11
With social media use and content consumption rising as users seek
out information and entertainment, brands can use their positions of
power to spread factual information and help consumers navigate the
day-to-day.

A grocery brand, for example, can address panic buying by helping
consumers understand what a healthy and practical “social
distancing” basket looks like: non-perishable goods, meats that can
be frozen, milk alternatives with extended expiration dates, etc.

Give consumers guidance on how to interact with your brand in a
way that will benefit them – adding value for the individual – while
also helping to combat societal problems caused by panic and
misinformation.
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Consumers may need brands to add
value and support them during this
uncertain time. The onus is on each
company to determine where and how
they could have a beneficial impact.
This is a difficult time for us all – as
individuals and as brands. If you need
help navigating the next few months,
please contact us.

We’re here to help you, just like you
will be there for your consumers.
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How can Accenture help?
Preparedness assessment

Media planning and activation

Our teams will immerse themselves in your
business, rapidly assessing your preparedness
level. We’ll get you through what’s changing now
and prepare you for what’s next by assessing:

Covid-19 is affecting every industry differently.
Whether you’re looking to reallocate and revise
budgets or scale up your strategy to meet
consumer demand, we can help.

•

Comms and media strategy

•

Media and in-house consulting

•

Media structure and technology readiness

•

Media strategy, planning, and activation

•

Data strategy and consolidation

•

Ad-tech implementation and support

As your needs change, we’re here to help with everything from guidance to executional support.
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Contacts

Nikhil Sethi
Global Programmatic
Services Lead,
Accenture Operations
nikhil.r.sethi@accenture.com

Contact Center inquiries
responsivecustomer@accenture.com
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Scott Tieman
Programmatic Services &
Personalization Global Lead,
Accenture Interactive
scott.w.tieman@accenture.com

Beth-Ann Eason
Managing Director,
Digital Transformation,
Accenture Interactive
beth-ann.eason@accenture.com

Sylvain Weill
Programmatic Services
Lead – Europe,
Accenture Interactive
sylvain.weill@accenture.com
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Accenture is a leading global professional services company,
providing a broad range of services in strategy and consulting,
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across all of these services. We combine unmatched experience
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powered by the world’s largest network of Advanced
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