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COVID-19: TRENDS, 
COMMUNICATIONS & INSIGHTS
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The pace of COVID-19, only officially named in February 2020, has had everyone 

from heads of state to Webster’s Dictionary scrambling to keep pace in Q1 2020. 

Inevitable comparisons to the Spanish Flu, and even The Plague, have come thick 

and fast, as commentators globally struggle to make sense of the pandemic.

In advertising terms, lessons from history must begin more recently, with the most 

natural comparison being with the financial crisis of 2008. Certain parallels are clear; 

as advertisers face uncertainty over the future, overall volumes of creative are 

dropping. In Europe, Italy shows a 5% decline in unique TV creatives (Jan-Mar 2020 

vs Jan-Mar 2019), with total volumes of TV events in France dropping nearly -15% in 

the same period. However, the very nature of social distancing is dictating that 

consumers’ media consumption is increasing – Nielsen research across Asia shows 

that total media consumption could rise up to 60% during the crisis, while research 

from Nielsen and BARC highlights similar trends in TV consumption globally. The 

challenge for advertisers is to balance cutbacks with a consistent voice, more vital in 

a recession than at any other time.

Although total ad volumes are falling, it’s not surprising to see advertisers increase 

their COVID-19 messages in the activity they do run. In measuring ads with a 

specific COVID-19 reference, monitored volumes of activity globally increased 

exponentially in Mar 2020 vs Feb 2020. Although due to a lack of activity in Feb 

2020, advertisers are now supporting their global customer base in a variety of ways.

At a unique time of unity and partnership, donations to COVID-19 relief efforts are a 

huge part of CSR in 2020 – major global players such as Coca-Cola, Unilever and 

Anheuser-Busch have offered financial support to charities fighting the disease. 

Similarly, the need for advertisers and consumers to support health workers on the 

front-line is critical, and brands have played their part by offering free goods and 

services, or even by completely repurposing their manufacturing facilities to make 

face masks, ventilators and sanitizers for overstretched services.

INTRODUCTION

That said, brand support does not always require expensive gestures and 

changes to business practices – many brands are showing their support in 

smaller, though still meaningful, ways. Reinforcement of governmental social 

distancing messaging has been seen across the board, either through specific 

campaigns or more immediate changes to visual cues, while brands have offered 

a range of services for free to help consumers stay entertained at home.

It’s also interesting to note the response from different sectors, some of which 

have a ‘natural advantage’ in the new age of social distancing. Telecoms brands, 

who have long promoted their ability to connect consumers via technology, have 

found renewed vigour during COVID-19, while companies such as food delivery 

services are also at an advantage. On the other side of the coin are brands which 

have come under fire for their COVID-19 responses, often at their own hand 

through unfortunate PR moves. Our report includes a breakdown of the 

overarching COVID-19 responses across key global categories, including 

supermarkets, finance, personal care and automotive.

The future, both short- and long-term, remains uncharted territory. What’s clear 

though is that COVID-19 and the corresponding change in behaviours it has 

brought about will have long-lasting effects. The world will look to China, the 

epicentre of the disease, for the first indicators of what a new ‘normal’ looks like, 

and what is already emerging is that brands are adapting to behaviours that are 

moving from enforced to engrained. E-commerce, digitised experiences and 

virtual communication have all found renewed focus in the immediate COVID-19 

aftermath – brands around the world will have to adapt, invent, reposition and 

evolve to stay ahead.

Martin Broad

Nielsen Ad Intel – Head of Insight

Martin.Broad@Nielsen.com

https://www.who.int/emergencies/diseases/novel-coronavirus-2019/technical-guidance/naming-the-coronavirus-disease-(covid-2019)-and-the-virus-that-causes-it
https://www.merriam-webster.com/words-at-play/new-dictionary-words-coronavirus-covid-19
https://www.nielsen.com/apac/en/insights/report/2020/the-impact-of-covid-19-on-media-consumption-across-north-asia/
https://nielsen278.sharefile.com/d-sdad9ea866e44048a
mailto:Martin.Broad@Nielsen.com
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DISEASE MATURITY IS REFLECTED IN EU BUZZ, WITH 

STAYING SAFE AT HOME THE MAIN CONCERN

 The focus of top hashtags across the monitored 

markets was a call to stay at home and save lives

 Solidarity for public healthcare was an emerging 

theme in the UK

 The efforts of national leaders featured as key talking 

points in France, Italy and Germany only

 France’s sanctioning of the use of chloroquine for 

some COVID-19 patients made an impact late in 

March

Source: Nielsen Social Listening, provided in partnership with Talkwalker 

Buzz data: Collated via scraping a mixture of COVID-19-related keywords, conducted in local language Hashtags:Top 5 hashtags by country (excl. single mentions of Coronavirus / COVID-19)
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Online Buzz Posts Referencing COVID-19, EU5, Mar 2020

Spain

United Kingdom

France

Italy

Germany

MEDIA BUZZ SOV

SPAIN 38.2M 37%

UK 24M 23%

FRANCE 22M 23%

ITALY 10.3M 10%

GERMANY 7M 7%

Javier Ortega Smith, leader 

of the Vox party is said to 

have contracted 

Coronavirus 

BBC World YouTube video gains 

significant engagement (152K)

Trump halts travel 

from Europe to US 

Tabloid coverage of an NHS doctor 

recommending anyone with asthma 

self-isolate for 12 weeks

https://tw.ebiquity.com/
https://www.talkwalker.com/
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IN ASIA, FEARS OF SPREAD DRIVE JAPANESE 

RESULTS, WHILE HOPE / UNITY ARE KEY THEMES

Source: Nielsen Social Listening, provided in partnership with Talkwalker 

Buzz data: Collated via scraping a mixture of COVID-19-related keywords, conducted in local language Hashtags:Top 5 hashtags by country (excl. single mentions of Coronavirus / COVID-19)
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Online Buzz Posts Referencing COVID-19, Key Asian Markets, Mar 2020

Japan

South Korea

China

Singapore

Hong Kong

Taiwan

 South Korean public displayed a sense of unity 

through sharing boyband BTS’ messages of hope 

and togetherness

 While offering support to all nations, Taiwan’s public 

expressed strong solidarity with Japan in particular

 The rapid spread of new Coronavirus cases were key 

buzz drivers in Japan

 Chinese hashtags have developed little beyond the 

recognition that Wuhan in Hubei province was the 

source of the outbreak

MEDIA BUZZ SOV

JAPAN 14.9m 62%

SOUTH KOREA 4.5M 19%

CHINA 2.6m 11%

SINGAPORE 947K 4%

HONG KONG 783K 3%

TAIWAN 303K 1%

Majority of content relates to a) media reports questioning 

the government’s response to the pandemic and b) fresh 

public concerns over a second wave of cases

. Low buzz in China, attributable to the 

shift in media agenda as the country 

appears to ‘emerge’ from COVID-19

https://tw.ebiquity.com/app/login
https://www.talkwalker.com/
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Germany shows that trends in advertising also differ 

by media. In WK 13 2020, TV decreased -6.7% vs 

WK 13 2019, while radio was down -41.6% over the 

same period.

The U.K., only two or three weeks behind Italy in 

virus-contamination terms, is beginning to follow suit, 

with a 3% reduction in TV ad volumes over the same 

period.

IN ADVERTISING, MARKETS SHOW INDIVIDUAL 

TRENDS BUT TOTAL VOLUMES HAVE FALLEN

Source: Nielsen Ad Intel

Italy, the worst-hit market in Europe, has seen a 5% 

decline in the volume of unique TV ads (Jan-Mar 

2020 vs Jan-Mar 2019 - Entertainment (-42%) and 

Transport & Tourism (-67%) took a large hit.

Data from France shows a similar downturn of activity 

during the crisis – volumes of total TV events have 

fallen -14.5% in Jan-Mar 2020 vs Jan-Mar 2019.

India is similarly an outlier, where ad volumes 

increased 13% (01-14 Mar 2020 vs 11-31 Jan 2020), 

although this increase did not lead to a corresponding 

increase in ad revenue.

However, not all markets are showing signs of 

slowdown – TV ad volumes in Belgium and The 

Netherlands have increased, by 4.2% and 4.5%. 

COVID-19 has taken longer to reach these markets, 

and we expect future trends to show more 

pronounced downturns in Q2 2020.

https://www.nielsen.com/eu/en/solutions/capabilities/ad-intel/
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DESPITE THIS, CREATIVE SPECIFICALLY REFERENCING 

COVID-19 IS ON THE RISE ACROSS MULTIPLE SECTORS
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Total COVID-Specific Ads by Media, 
Feb-Mar 2020, All Markets and Categories 

(excl. Social Affairs and Government)

Source: Nielsen Ad Intel

Data collated via a mixture of keyword monitoring (ads containing “COVID”, “COVID19”, “COVID-19”, “coronavirus” or “corona virus”) and manual tagging 

Ad volumes are taken from our international capture services, with various methodologies in place regarding categorisation and capture of ads – please contact us for more information on this

Top 10 Markets for COVID-Specific Ads, 
Feb-Mar 2020, All Markets and Categories 

(excl. Social Affairs and Government)

UK Italy Spain

Australia Germany Austria

Switzerland France Norway

Netherlands 0 50 100 150 200

Office Technology

Drinks

Energy

Toiletries

Automotive

Media & Publishing

Food

Telecommunications

Retail

Financial

Top 10 Categories for COVID-Specific Ads, 
Feb-Mar 2020, All Markets and Categories 

(excl. Social Affairs and Government)

https://www.nielsen.com/eu/en/solutions/capabilities/ad-intel/
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THE MOST IMMEDIATE RESPONSE IS CHARITABLE 

DONATION TO SUPPORT COVID-19 RELIEF

Unilever has committed to providing free soap, sanitizer, bleach and food to the value

of €100M - around half of which will go to the COVID Action Platform of the World

Economic Forum supporting global health organisations and agencies in their

response to the emergency.

For its customers and suppliers, the brand has offered €500M of cash flow relief to

support livelihoods across its extended value chain. Finally, it will also be supporting

its workforces, protecting them from sudden drops in pay for up to 3 months.

Budweiser / AB InBev has pledged

to donate $5M of its sport spending

towards partnerships with the Red

Cross, including the repurposing of

stadiums as blood donation

centres. Brand released TV spot in

US focused on unity as everyone

comes together during this crisis.

The UK division of HSBC donated

£1M to the National Emergencies

Trust Coronavirus Appeal and

British Red Cross to help support

vulnerable people affected by

COVID-19.

Coca-Cola has suspended its

commercial advertising from April

onwards in reaction to the COVID-19

outbreak, donating $120M worldwide

to help combat the pandemic in

markets such as Italy and the UK.

“It’s going to take action from everyone in society to overcome this 

challenge, and we are ready to play our part”

Alan Jope, Unilever CEO

TREND: CHARITABLE RELIEF

https://vimeo.com/403687702
https://vimeo.com/403687702
https://www.facebook.com/cocacolait/photos/a.1546498648962809/2632448667034463/?type=3&__xts__[0]=68.ARCQXB3GoDHasPf5K8ce_rTelcw2zitmIF32FvEvG8frvgLFPFAAM2atHQF8MI2TFZH-SjcqKw5NWrHn6srPYdil0CSeWKo_iChD8tCU-9I05BwiXVav2eQOR7GL5wAnAE1BpRYXgFphhFo7R8vynf6k5WWLgeI4GHSvVlOB3KNGPRjdjv7mMW94b_N0juaWy8BWlLFTiRu8h0NCeugc3XTdGHusNBRkJYeG2Ww6_PE1GsRktY8L-zAuqg51hiYLdufgD_hk4N1XKWVnqETVvgoOSXPKlvvGYSuLgWzH3E172u7_FVLAgxE6QqRlRvhpmZZwp_VLfV4G1X-CXsHK2LkDDU29&__tn__=-R
https://www.facebook.com/cocacolait/photos/a.1546498648962809/2632448667034463/?type=3&__xts__[0]=68.ARCQXB3GoDHasPf5K8ce_rTelcw2zitmIF32FvEvG8frvgLFPFAAM2atHQF8MI2TFZH-SjcqKw5NWrHn6srPYdil0CSeWKo_iChD8tCU-9I05BwiXVav2eQOR7GL5wAnAE1BpRYXgFphhFo7R8vynf6k5WWLgeI4GHSvVlOB3KNGPRjdjv7mMW94b_N0juaWy8BWlLFTiRu8h0NCeugc3XTdGHusNBRkJYeG2Ww6_PE1GsRktY8L-zAuqg51hiYLdufgD_hk4N1XKWVnqETVvgoOSXPKlvvGYSuLgWzH3E172u7_FVLAgxE6QqRlRvhpmZZwp_VLfV4G1X-CXsHK2LkDDU29&__tn__=-R
https://www.facebook.com/cocacolaGB/photos/a.1562666497306890/2521616994745164/?type=3&theater
https://www.facebook.com/cocacolaGB/photos/a.1562666497306890/2521616994745164/?type=3&theater
https://www.facebook.com/HSBCUK/photos/a.598517540245750/2684789798285170/?type=3&__xts__[0]=68.ARCXGz3NaVCEmihq2VPGY2a1OCA4gbEF_bnM4i2nKzKCk-gFjhXlKQDPQNxdLcgAkuOzcDhZfeZaypv40HkD8-95fJSxjaT5RQOIX--5qGrBWCM0_iTVTGBlf9lzlINVpP3GXcU4Mm0AwmyMhcWyx5I0_HAiqMTasrZr19DJOIJZYEycEQrT2_1vYchy9qxPpy-6H36cYLOYauxn0loi7-D1pDsWIAwcbz5OvMR8grfccouMtHJJMAjOyp1rvTv2Cn5rSZRil8SOWsYV-rZ5lsGMoIx00cV15jUUcAmIE9SRlzpXYsHsHcQjO4ZhFH3aHwVrckAQB7MmEyFfO2T6um_j1Q&__tn__=-R
https://www.facebook.com/HSBCUK/photos/a.598517540245750/2684789798285170/?type=3&__xts__[0]=68.ARCXGz3NaVCEmihq2VPGY2a1OCA4gbEF_bnM4i2nKzKCk-gFjhXlKQDPQNxdLcgAkuOzcDhZfeZaypv40HkD8-95fJSxjaT5RQOIX--5qGrBWCM0_iTVTGBlf9lzlINVpP3GXcU4Mm0AwmyMhcWyx5I0_HAiqMTasrZr19DJOIJZYEycEQrT2_1vYchy9qxPpy-6H36cYLOYauxn0loi7-D1pDsWIAwcbz5OvMR8grfccouMtHJJMAjOyp1rvTv2Cn5rSZRil8SOWsYV-rZ5lsGMoIx00cV15jUUcAmIE9SRlzpXYsHsHcQjO4ZhFH3aHwVrckAQB7MmEyFfO2T6um_j1Q&__tn__=-R
https://www.instagram.com/p/B-KWZBoHIpe/
https://www.instagram.com/p/B-KWZBoHIpe/
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SUPPORT OF HEALTH INSTITUTIONS AND WORKERS 

IS ALSO SEEN ACROSS MULTIPLE SECTORS

UK – Beer manufacturer 

Brewdog announced 

plans to produce a 

range of hand sanitizer 

to help tackle nationwide 

shortages.

Free Products for Employees Creating Much-Needed Products

Multiple brands in the UK have demonstrated their support of the NHS, offering 

health workers free products and services ranging from food (McDonald’s, Domino’s 

Pizza, Burger King) to transportation (Uber, Gett, Europcar).

FR – Similarly, Louis 

Vuitton has updated its 

production lines to help 

manufacture hand 

sanitizer rather than 

luxury products, in a bid 

to help ease the strain 

put on the sector.

CH – Chinese electric car 

manufacturer BYD has 

focused its recent efforts 

into making face masks 

for doctors and 

healthcare professionals.

TREND: FRONT-LINE ASSISTANCE

https://www.facebook.com/McDonaldsUK/photos/a.250400048316460/2924460117577093/?type=3&theater
https://www.facebook.com/McDonaldsUK/photos/a.250400048316460/2924460117577093/?type=3&theater
https://www.facebook.com/burgerkinguk/photos/a.10153004356416921/10156852358536921/?type=3&theater
https://www.facebook.com/burgerkinguk/photos/a.10153004356416921/10156852358536921/?type=3&theater
https://www.facebook.com/DominosPizza/photos/a.219642535452/10163235336955453/?type=3&__xts__[0]=68.ARAmGSuUkeHQjxPGVtqEZzaDoFU9v-24Hb901ZorXGGDIMrYPD2G-tjPdC9YswnZrA67cUUlhqARbLkURHLafGF-rF9L8WYf4PvnqxQAukSS-dGMj0Gbomhc8FGLaD7CUhI3pRmiuXIzmkV_v9YhhW0gQqBZTbJO-ELVl26GUucH4xn2JwaVhQ1gxo4612ktRvekGQ1H53rWIgtmdSg9wL99wpDxZ_gqe7KDXQDvMZvO9cZo7Nu2hYegBiep6vTE85mfxZyKOCfpM_Ac5flVTZ0TqgI46O8MPnUMImt3ha4ziKPtIGI7AOB0QT-R5ccULpQmgv-Zap0D38gBK05_&__tn__=-R
https://www.facebook.com/DominosPizza/photos/a.219642535452/10163235336955453/?type=3&__xts__[0]=68.ARAmGSuUkeHQjxPGVtqEZzaDoFU9v-24Hb901ZorXGGDIMrYPD2G-tjPdC9YswnZrA67cUUlhqARbLkURHLafGF-rF9L8WYf4PvnqxQAukSS-dGMj0Gbomhc8FGLaD7CUhI3pRmiuXIzmkV_v9YhhW0gQqBZTbJO-ELVl26GUucH4xn2JwaVhQ1gxo4612ktRvekGQ1H53rWIgtmdSg9wL99wpDxZ_gqe7KDXQDvMZvO9cZo7Nu2hYegBiep6vTE85mfxZyKOCfpM_Ac5flVTZ0TqgI46O8MPnUMImt3ha4ziKPtIGI7AOB0QT-R5ccULpQmgv-Zap0D38gBK05_&__tn__=-R
http://www.byd.com/en/news/2020-03-13/BYD-Unveils-World's-Largest-Mass-Produced-Face-Masks-Plant
http://www.byd.com/en/news/2020-03-13/BYD-Unveils-World's-Largest-Mass-Produced-Face-Masks-Plant
https://r.lvmh-static.com/uploads/2020/03/gel_150320_va.pdf
https://r.lvmh-static.com/uploads/2020/03/gel_150320_va.pdf
https://www.facebook.com/brewdogofficial/photos/a.10150332288403644/10159527335483644/?type=3&__xts__[0]=68.ARDXdc_m-LO4GIuNF2ul5Gvuga4dF5bWgnhrB-rxByIa8ms0K7AGvcIJRXBJxZbOoZeEvKZQvwyI1iOFOcRDhNa7rg4WICZk2rcBRngwud8P775fJFOZNpGsYHbOLzuMuLqnQ2I_EgpGzfYxPJv-pIM-PwOfdtZ3xrJ46GuLBbed1pH-oWle6RL-zb44imXkJnhb3tA58Hk69_zr8IhysZZSNNgaEmr6nFNBFM-oXeUBz2f34zIQHDDJzt7OYa2DxXK6hV3r2ltkvRB63pN33mxhduh-glArvnhLmHOGgmjIF5WG9cJr15gOYs4FTrWrfl01qomYNeUza-_pow&__tn__=-R
https://www.facebook.com/brewdogofficial/photos/a.10150332288403644/10159527335483644/?type=3&__xts__[0]=68.ARDXdc_m-LO4GIuNF2ul5Gvuga4dF5bWgnhrB-rxByIa8ms0K7AGvcIJRXBJxZbOoZeEvKZQvwyI1iOFOcRDhNa7rg4WICZk2rcBRngwud8P775fJFOZNpGsYHbOLzuMuLqnQ2I_EgpGzfYxPJv-pIM-PwOfdtZ3xrJ46GuLBbed1pH-oWle6RL-zb44imXkJnhb3tA58Hk69_zr8IhysZZSNNgaEmr6nFNBFM-oXeUBz2f34zIQHDDJzt7OYa2DxXK6hV3r2ltkvRB63pN33mxhduh-glArvnhLmHOGgmjIF5WG9cJr15gOYs4FTrWrfl01qomYNeUza-_pow&__tn__=-R
https://www.facebook.com/Gett.UK/photos/a.126120477566782/1479628425549307/?type=3&theater
https://www.facebook.com/Gett.UK/photos/a.126120477566782/1479628425549307/?type=3&theater
https://www.facebook.com/uberuki/photos/a.409868622449783/2326308127472480/?type=3&theater
https://www.facebook.com/uberuki/photos/a.409868622449783/2326308127472480/?type=3&theater
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ELSEWHERE, BRANDS ARE PLAYING THEIR PART TO 

REINFORCE AND SUPPORT SOCIAL DISTANCING

Often these moves are via relatively simplistic changes to logos or taglines, but brands are also offering unique services to consumers (particularly consumers with families) to 

ease their difficulties during extended periods of isolation.

Nike, USA Audi, Global Burger King, Belgium

Coca-Cola, USA Mercado Libre, Argentina McDonald’s, Brazil

Fender – free guitar lessons

Barclays – digital coding 

for children

Minecraft – in-game lessons

Standalone – free at-home 

music-making pack

TREND: BACKING KEY MESSAGES

Helping Consumers in Difficult TimesAd Messages and Logo Changes 

https://try.fender.com/play/playthrough/
https://try.fender.com/play/playthrough/
https://www.facebook.com/BarclaysUK/posts/3187980134570165?__xts__[0]=68.ARDbn373OAijegH2DUtEwsxrc0hI592SOgzzdZYKFmibE2SG7JwvQx3u-uPMJPiA9MxlALmnMIBtfWNWoloQSVnshO3g-Vcevr_bXwDoMZrjseRIp2OxL6f9hEFCG2Kc0_bqYd2dfI_95dWdTo9vPooicIrwAm0Ws5d666eRYWjjABwrduhVgDmGPigCCRvXRcElBsM0HFG1_9CFk9C6pUjnnNUowGB494h5r-xqOVGcZJ2rVxZkZUaHr7kVwSe0JHPOkDAd3SYjvYAUft0GXUwfxzR3NgEWLcc-dGRtOyw9FTd8ILHxDAlOB75Riutx9kSGVeK-oygeFAagZMohK50Fng&__tn__=-R
https://www.facebook.com/BarclaysUK/posts/3187980134570165?__xts__[0]=68.ARDbn373OAijegH2DUtEwsxrc0hI592SOgzzdZYKFmibE2SG7JwvQx3u-uPMJPiA9MxlALmnMIBtfWNWoloQSVnshO3g-Vcevr_bXwDoMZrjseRIp2OxL6f9hEFCG2Kc0_bqYd2dfI_95dWdTo9vPooicIrwAm0Ws5d666eRYWjjABwrduhVgDmGPigCCRvXRcElBsM0HFG1_9CFk9C6pUjnnNUowGB494h5r-xqOVGcZJ2rVxZkZUaHr7kVwSe0JHPOkDAd3SYjvYAUft0GXUwfxzR3NgEWLcc-dGRtOyw9FTd8ILHxDAlOB75Riutx9kSGVeK-oygeFAagZMohK50Fng&__tn__=-R
https://twitter.com/Nike/status/1241364220555354113
https://twitter.com/Nike/status/1241364220555354113
https://twitter.com/mccann_mw/status/1241809734396715010
https://twitter.com/mccann_mw/status/1241809734396715010
https://www.facebook.com/BurgerKingBelgique/photos/a.358293924566508/976365586092669/?type=3&__xts__[0]=68.ARAoKsTSuunFxv5RqCkqQyfm7WPV7bPE-hgxZISGPSbPIM3hq2WOcKouyywSN8reYCfO5td4Q6otHSRtqFqx02PAaGMBcrj-hzc4UmPj46xkpjP79sdCrtzT-TRNllda7BTRvFKkC8_8VY-0KgLZm5pJ0aKFdB9K80cbKSdqLDtiq5Ae-LQc8YU4H_9h-GFFWzIJfOZboQ5hBwMLvJoagFocqEuFXcIqbZjr8ZlxPtmIqwqgxlA6MnTnIg_j_dXskRSWeGqVSO3YSqQnTWVyZgNnOGszc09on1QgeuYPxIvuT2aINfZCx8ETBVmxTsx7Ar-FBMSjEvFg_5n7_2WmF9I&__tn__=-R
https://www.facebook.com/BurgerKingBelgique/photos/a.358293924566508/976365586092669/?type=3&__xts__[0]=68.ARAoKsTSuunFxv5RqCkqQyfm7WPV7bPE-hgxZISGPSbPIM3hq2WOcKouyywSN8reYCfO5td4Q6otHSRtqFqx02PAaGMBcrj-hzc4UmPj46xkpjP79sdCrtzT-TRNllda7BTRvFKkC8_8VY-0KgLZm5pJ0aKFdB9K80cbKSdqLDtiq5Ae-LQc8YU4H_9h-GFFWzIJfOZboQ5hBwMLvJoagFocqEuFXcIqbZjr8ZlxPtmIqwqgxlA6MnTnIg_j_dXskRSWeGqVSO3YSqQnTWVyZgNnOGszc09on1QgeuYPxIvuT2aINfZCx8ETBVmxTsx7Ar-FBMSjEvFg_5n7_2WmF9I&__tn__=-R
https://www.instagram.com/p/B916faRA0tY/
https://www.instagram.com/p/B916faRA0tY/
https://www.facebook.com/McDonaldsBrasil/photos/pb.287927677912456.-2207520000../3032441983460998/?type=3&theater
https://www.facebook.com/McDonaldsBrasil/photos/pb.287927677912456.-2207520000../3032441983460998/?type=3&theater
https://www.facebook.com/standalonemusicofficial/photos/a.1030134567118065/1881759275288919/?type=3&theater
https://www.facebook.com/standalonemusicofficial/photos/a.1030134567118065/1881759275288919/?type=3&theater
https://www.facebook.com/Audi.AG/videos/822039498281070/?__xts__[0]=68.ARBaatFPHIsIlTKWX6JVPhHn5XxhJj_Ltd3BHWaYgMgVrrOjGZgmG64mphhT5y2juvM86UnrQGw7AE0aJ1m-32_4TeIhh6SEUH9-ZZ-ac8FJ67QJ--Hn7MDqogwGBStO7DIhrc0oXkqzYFmF-6-G_DGd2FE0vS35RtsOolqxRfx1ou9plwY_hlgMt5a7JK1lhfhwHwxU8ss5DwkJqp-aEaN5-_TSJaY8jn-7ld9dudDd6JMS_jvR2jusrQ01N2JM7WFnXMI469M376CVzbTveJ2XrJaVCf2IhZdRlssR5FAnKaef2pxlw5Dxj7WcUJl_q0HkRISVsWoas8Y0APlf8LpW4bWNZRgWvHwElA&__tn__=-R
https://www.facebook.com/Audi.AG/videos/822039498281070/?__xts__[0]=68.ARBaatFPHIsIlTKWX6JVPhHn5XxhJj_Ltd3BHWaYgMgVrrOjGZgmG64mphhT5y2juvM86UnrQGw7AE0aJ1m-32_4TeIhh6SEUH9-ZZ-ac8FJ67QJ--Hn7MDqogwGBStO7DIhrc0oXkqzYFmF-6-G_DGd2FE0vS35RtsOolqxRfx1ou9plwY_hlgMt5a7JK1lhfhwHwxU8ss5DwkJqp-aEaN5-_TSJaY8jn-7ld9dudDd6JMS_jvR2jusrQ01N2JM7WFnXMI469M376CVzbTveJ2XrJaVCf2IhZdRlssR5FAnKaef2pxlw5Dxj7WcUJl_q0HkRISVsWoas8Y0APlf8LpW4bWNZRgWvHwElA&__tn__=-R
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PARTICULAR SECTORS WITH NATURAL BENEFITS 

ARE ABLE TO MAKE THE MOST OF A BAD SITUATION
D

e
liv

e
ri
n

g
 E

s
s
e
n
ti
a

ls The very nature of self-isolation has seen an 

influx of consumers using food delivery 

services. Brands like Pick n Pay in South 

Africa used consumer-fronted comms to share 

a philanthropic note on the importance of not 

over-ordering, while DoorDash in the US used 

a similar strategy to remind consumers to 

support local businesses.

Using self-isolation as a means to promote 

the beneficial attributes of the home, and the 

products they sell, campaigns from Ikea and 

Taurus in Spain and Behr in the US use the 

downtime provided by COVID-19 as an 

opportunity for consumers to reevaluate, and 

appreciate, their settings.

In
 t

h
e
 H
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m

e
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a
th

 t
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n
e
c
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o

n

Telecoms companies like Vodafone Italy have 

been able to leverage the strength of their 

networks to enable ‘face-to-face’ 

communication, while for newer technology 

manufacturer brands like Facebook Portal, 

activity focuses on the specific capabilities of 

devices to enable the same benefit.

TREND: BRANDS WITH AN ADVANTAGE

https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=iEIQsI7omMcINPbSUujvoFe9Ej/6o6Vj
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=iEIQsI7omMcINPbSUujvoFe9Ej/6o6Vj
https://www.facebook.com/353610868182162/videos/522038735177463/?__xts__[0]=68.ARAbMnm4BvmSEFZlWeWUkFky-N4-x3g6u8peEnIEeOuEVoBSLUxOT398Fbynkprk0iFEp7dybnwHfYzIIGpERBeI0XUlWE6jnyPbQSYecres-46rG0NWzr7T_crdYlNi3uGD-EZ41vqnoTCU-J_YEXflFkEx-9WeNZRy2-AoGiGw-1IK3WvAdOTFq0LG7tx9TTI3r6ahiGxBzluI6okYqfxiiiaawt8fQsdqsGDB8mSJj-rqUD-EKI-OIq2q3XRUkvfnSJeVIDsl4eamz0lO0QYkCL5VyfpsC0r8kRXIuuUvMhN7v_Mr3Cf5OQQgkhKAGFxwTcHtkbL3nFjw7bEvxduklCXe841W9gC8NQ&__tn__=-R
https://www.facebook.com/353610868182162/videos/522038735177463/?__xts__[0]=68.ARAbMnm4BvmSEFZlWeWUkFky-N4-x3g6u8peEnIEeOuEVoBSLUxOT398Fbynkprk0iFEp7dybnwHfYzIIGpERBeI0XUlWE6jnyPbQSYecres-46rG0NWzr7T_crdYlNi3uGD-EZ41vqnoTCU-J_YEXflFkEx-9WeNZRy2-AoGiGw-1IK3WvAdOTFq0LG7tx9TTI3r6ahiGxBzluI6okYqfxiiiaawt8fQsdqsGDB8mSJj-rqUD-EKI-OIq2q3XRUkvfnSJeVIDsl4eamz0lO0QYkCL5VyfpsC0r8kRXIuuUvMhN7v_Mr3Cf5OQQgkhKAGFxwTcHtkbL3nFjw7bEvxduklCXe841W9gC8NQ&__tn__=-R
https://www.facebook.com/BehrPaint/videos/207757823823664/?__xts__[0]=68.ARDBBdvEtVshAEon4MY8X_EjiM2j8KZnd0JvcbOcb2jSOaMM8B0QHOxX3GCmXVrOtpmAZWaHrx-pqxJe69ZhVFNiYKfpUL337eIlQRxeRx4NsYgyQTZqUvGdDGNG8TP3TiD_ryG2FfMUmgf-Qhr82cX8jCQmAB5hpDs9ciSP9NaEyPhoznXZDIUIkbx9097YhzeZW_gK8cJul9XsJIQzyV41rJ3VxbBm_1SGx0DnW1MG2A89kXs2TSHeqIZmKOlT317B0FKXzWI3hQwTaP7Q-xK-0Q7hwFsa6fdWKpQVdHq4CYMnuTUj8evxQBRK0ocwcWvalsfK619uEMHuUxB6SPAp6BCzxK2t&__tn__=-R
https://www.facebook.com/BehrPaint/videos/207757823823664/?__xts__[0]=68.ARDBBdvEtVshAEon4MY8X_EjiM2j8KZnd0JvcbOcb2jSOaMM8B0QHOxX3GCmXVrOtpmAZWaHrx-pqxJe69ZhVFNiYKfpUL337eIlQRxeRx4NsYgyQTZqUvGdDGNG8TP3TiD_ryG2FfMUmgf-Qhr82cX8jCQmAB5hpDs9ciSP9NaEyPhoznXZDIUIkbx9097YhzeZW_gK8cJul9XsJIQzyV41rJ3VxbBm_1SGx0DnW1MG2A89kXs2TSHeqIZmKOlT317B0FKXzWI3hQwTaP7Q-xK-0Q7hwFsa6fdWKpQVdHq4CYMnuTUj8evxQBRK0ocwcWvalsfK619uEMHuUxB6SPAp6BCzxK2t&__tn__=-R
https://vimeo.com/403700908
https://vimeo.com/403700908
https://vimeo.com/403699654
https://vimeo.com/403699654
https://www.facebook.com/portalfromfacebookUK/videos/260521751634614/?__xts__[0]=68.ARDMm8zk0lBFLuW9Wv-ezdgtCmD9KVv4Mx7kwqlVZY8pdDG9maRrl3lLq9EamThey6KtWrrsoajT7RCz5OsFEtT0iBZDx-RvMghz40eGnDscXposeNvbzZnq2vyZZO0nK3uO2Mi1f9FF3e18dQGkWmcI10XPg01sG7HhrluD_AZf-Z1OrIIPrlgvFDJVWBduma9qqR7iFFFRIwSqsez520JwjOVyTeL67kntIW4YVAeoqPx1Nzcg9qdOoGNCPn9hr7T1lr_OCUpFJs98NsDNcsKAx1xujSR-NLtyZ_01LASzqcRkh7aYgD2vG38Xyw5orO60dG5Ifb4UeZ2t2K9hj1EYG1eP7hWQsmk&__tn__=-R
https://www.facebook.com/portalfromfacebookUK/videos/260521751634614/?__xts__[0]=68.ARDMm8zk0lBFLuW9Wv-ezdgtCmD9KVv4Mx7kwqlVZY8pdDG9maRrl3lLq9EamThey6KtWrrsoajT7RCz5OsFEtT0iBZDx-RvMghz40eGnDscXposeNvbzZnq2vyZZO0nK3uO2Mi1f9FF3e18dQGkWmcI10XPg01sG7HhrluD_AZf-Z1OrIIPrlgvFDJVWBduma9qqR7iFFFRIwSqsez520JwjOVyTeL67kntIW4YVAeoqPx1Nzcg9qdOoGNCPn9hr7T1lr_OCUpFJs98NsDNcsKAx1xujSR-NLtyZ_01LASzqcRkh7aYgD2vG38Xyw5orO60dG5Ifb4UeZ2t2K9hj1EYG1eP7hWQsmk&__tn__=-R
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=EB%2BRfUJ1aI6vDsnIG3CdkGFQ292%2BCtIy
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=EB%2BRfUJ1aI6vDsnIG3CdkGFQ292%2BCtIy
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REINVENTION HAS SOMETIMES BEEN DICTATED; 

SPORT TRANSITIONS FROM PHYSICAL TO VIRTUAL

With the Italian Moto GP at Mugello cancelled due to

the coronavirus outbreak, the organisation instead

invited drivers to race in a virtual setting using the

official MotoGP19 videogame. Replicating the

originally-planned race in a digital rendering of

Autodromo del Mugello, the event was broadcast on

29 March on a range of media channels such as

MotoGP.com, YouTube, Twitter, Instagram, Facebook

and selected TV channels across Europe.

Promoted as the #StayAtHomeGP, the organisation

leveraged advances in technology to help reduce the

impact of the coronavirus self-isolation.

On 22 March, NASCAR held the first ever eNASCAR

iRacing Pro Invitational Series race, which saw

NASCAR drivers take to special simulators for a virtual

competition that aired on Fox Sports 1. The event

itself consisted of a 100-lap race around a virtualised

Homestead Miami Speedway, which attracted an

average of 638,000 homes and 903,000 viewers

(P2+) on the Fox Sports 1 broadcast*, making it the

most watched linear eSports broadcast in history.

Subsequently, the event was shown on social media

(Twitter) generating 217,300 interactions and 912,500

video views*.

With Premier League games on a prolonged hiatus

whilst the UK is in lockdown, the organisation

encourages fans to test their general knowledge with

a Pub Quiz livestream.

Hosted on YouTube every Sunday, the competition

offers a distraction from self-isolation and allows

players to connect over their love for the game.

*Source: Nielsen Sports

TREND: FINDING NEW INROADS

https://www.motogp.com/en/news/2020/03/25/motogp-set-to-bring-fans-a-virtual-race/328523
https://www.motogp.com/en/news/2020/03/25/motogp-set-to-bring-fans-a-virtual-race/328523
https://www.facebook.com/NASCAR/videos/1564770320341409/?__xts__[0]=68.ARAxER7MFpNSvMiLdaeAsTrMhYIofYu3y3bPy9ulFFiUpI1LAiQNN0jS7yr3uiqhCYjBGI8v3wg7_aP3FOV0qtDb9p4uTgm0NRz2_4uxbz5t7aaywCKEM8V22kGMiPgGppX1DH8_R7umjoyN7ihLVRYtzAgRd-BtPhd7UNfkCWatN4FSPtU9_gHR5YQrjpQy7ASIhu6dKDYKsIrDHzI04i5KM9Nl20mTkD_VCpyr8eBkTw3scKNdgOOEikk1Z5I5Ais7deo10AXb1ld-a4OZknZ0SM6YVL524dt3V8TF2Ngxj5E9PqkWi2QOIqhaVUWQood7hIdrTo6a7x1w2VbVW7BYvb5R-g&__tn__=-R
https://www.facebook.com/NASCAR/videos/1564770320341409/?__xts__[0]=68.ARAxER7MFpNSvMiLdaeAsTrMhYIofYu3y3bPy9ulFFiUpI1LAiQNN0jS7yr3uiqhCYjBGI8v3wg7_aP3FOV0qtDb9p4uTgm0NRz2_4uxbz5t7aaywCKEM8V22kGMiPgGppX1DH8_R7umjoyN7ihLVRYtzAgRd-BtPhd7UNfkCWatN4FSPtU9_gHR5YQrjpQy7ASIhu6dKDYKsIrDHzI04i5KM9Nl20mTkD_VCpyr8eBkTw3scKNdgOOEikk1Z5I5Ais7deo10AXb1ld-a4OZknZ0SM6YVL524dt3V8TF2Ngxj5E9PqkWi2QOIqhaVUWQood7hIdrTo6a7x1w2VbVW7BYvb5R-g&__tn__=-R
https://www.premierleague.com/news/1649850
https://www.premierleague.com/news/1649850
https://www.nielsen.com/us/en/insights/article/2020/from-0-to-200-virtual-nascar-takes-over-esports-amid-sports-blackout/
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CONVERSELY, CERTAIN BRANDS HAVE COME UNDER 

FIRE FOR QUESTIONABLE COVID-19 RESPONSES

Tone-Deaf Announcements ‘Irresponsible’ Behaviour

Virgin Atlantic, led by billionaire Sir Richard Branson, has been criticised for forcing 

all airline personnel to take eight weeks unpaid leave during the crisis, long before 

any government announcement regarding worker entitlement to 80% pay. 

Meanwhile, Sports Direct and JD Wetherspoon have also received negative 

attention, through either classifying their retail operations as ‘essential services’ or 

claiming that lockdown measures are ‘over the top’.

It is interesting to note that these particular businesses are led by individuals who 

are consistently in the public eye, and whose actions can affect the reputation of 

their companies.

Although they are not strictly breaking any rules, gambling companies have been 

criticised for their lack of action in implementing daily caps on bets. Due to the 

cancellation of most of the world’s sports events, gamblers are migrating to riskier 

areas such as online casinos and games, which could fuel betting addiction.

Gambling companies have also shifted their focuses to the few remaining sports 

avenues in the world. Multiple companies are offering bets on the football league in 

Belarus, one of the few leagues in the world to continue with normal operations 

during the pandemic. Again, this is not strictly illegal, but shows a certain 

ruthlessness which has been criticised.

TREND: LOSERS BY THEIR OWN HAND
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FINANCIAL INSTITUTIONS OFFER CONSUMERS 

SECURITY THROUGH FLEXIBILITY AND ADVICE

SECTOR FOCUS – FINANCIAL 

Source: Nielsen Ad Intel and social media

Ad volumes are taken from our international capture services, with various methodologies in place regarding categorisation and capture of ads – please contact us for more information on this

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

COVID-Specific Ads by Financial Category, Feb-Mar 2020

Business Finance (Multi-Type) Consumer Credit Services/Cards Consumer Finance Range Corporate Banking Financial Advisors Corporate Comms

Financial Range Insurance Online/Remote Financial Services Savings & Investments Other

Flexibility with Payments / Charges Advice, Reassurance and Support 

In an effort to provide

customers with some financial

stability during the COVID-19

crisis, financial institutions

have introduced greater

flexibility when it comes to

repayments and borrowing.

Initiatives to support business

and personal banking

customers include an interest-

free “buffer” overdraft,

mortgage payment holidays,

higher contactless limits and

lower interest-rates on

business loans.

Taking control of an uncertain

situation, financial institutions

offered consumers advice and

reassurance relating to their

finances. Social media

redirected consumers to

websites with FAQ information,

addressing travel insurance

claims, fraudsters and other

issues. By ensuring client

questions were addressed and

answered, brands could be a

beacon of calm in difficult

times.

https://www.nielsen.com/eu/en/solutions/capabilities/ad-intel/
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=9ZXrdYii2tQq+PY42geFkehDSIsHh++p
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=9ZXrdYii2tQq+PY42geFkehDSIsHh++p
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=upCPJs1HRYFH8i3KSl2HmMIq3gm3wXel
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=upCPJs1HRYFH8i3KSl2HmMIq3gm3wXel
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=0G4eFbh0ddiOk1NyM3SWymZTs4gAU534
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=0G4eFbh0ddiOk1NyM3SWymZTs4gAU534
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=BuKhm9+OfdxP7HdP1yQLw6yNr4JROX2z
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=BuKhm9+OfdxP7HdP1yQLw6yNr4JROX2z
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=SqHB77Cnxw9EFYTHgRULpT76YafEhVd2
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=SqHB77Cnxw9EFYTHgRULpT76YafEhVd2
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=o3E5Um9/2leXIFrb0fpFsQDVojSMBZwX
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=o3E5Um9/2leXIFrb0fpFsQDVojSMBZwX
https://www.facebook.com/NationwideBuildingSociety/photos/a.256510867774212/2825103017581638/?type=3&theater
https://www.facebook.com/NationwideBuildingSociety/photos/a.256510867774212/2825103017581638/?type=3&theater
https://www.facebook.com/NatWest/posts/1804819172987708?__xts__[0]=68.ARD2lQDDhPj9JXKpK0rDThUlPvmYiSXYTQXYV1C1E3vNzLCANuinEym38K1Fe_aeNwXq44bz_HLtUmDF4sU1ftrajGC_tdqGIAPBwFkftIji5Y0EPdVJ7BN5QhJRpfmppLO7bweO4StFELkYyMxZyi9gvyhwOsUdqz2jvdw2tpctwtDmeaJ8yN_q25hM7BM_7hdBT3xta8fsOzTDfgDHXWjWdDIKCcKJb0R-Et4w72p0b3tSgJrRHTcA2yIf30t9-rCaiK3414ClDWqN7bUy7cSzZdlwtndNGFc4vKz_-IiZrdMMjJZg1JqlYqnwvNVu5XRXGPBFkWFqBatL8uh7Kmq6VQ&__tn__=-R
https://www.facebook.com/NatWest/posts/1804819172987708?__xts__[0]=68.ARD2lQDDhPj9JXKpK0rDThUlPvmYiSXYTQXYV1C1E3vNzLCANuinEym38K1Fe_aeNwXq44bz_HLtUmDF4sU1ftrajGC_tdqGIAPBwFkftIji5Y0EPdVJ7BN5QhJRpfmppLO7bweO4StFELkYyMxZyi9gvyhwOsUdqz2jvdw2tpctwtDmeaJ8yN_q25hM7BM_7hdBT3xta8fsOzTDfgDHXWjWdDIKCcKJb0R-Et4w72p0b3tSgJrRHTcA2yIf30t9-rCaiK3414ClDWqN7bUy7cSzZdlwtndNGFc4vKz_-IiZrdMMjJZg1JqlYqnwvNVu5XRXGPBFkWFqBatL8uh7Kmq6VQ&__tn__=-R
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=/PmldRAmBomc8qvCLdCEmxbtycQEGza2
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=/PmldRAmBomc8qvCLdCEmxbtycQEGza2
https://www.facebook.com/lloydsbank/photos/a.191121554288426/2923118871088667/?type=3&__xts__[0]=68.ARBTYza7p-gkgg6Qrb5hrKsf54Fz3WWHUPC-8JmG-gUpoJWvT_CQNtedpdBqYlkwMOj4y-KT2xCdtUy2UcWU8svLkAvfDPyu1Xf-zsruhusGZUn_MMAD53Tv--bu8zb7KEKU9GFuSjfQr-gTeAMWrOKrWHvScwioUDX8DOTXbsULL-f96RR1mvYwyp2TC7Arm2DkpIk74sW4uA31F3iA07rMQHBPX4PgDGTx1OyxYGJ7xWp5fuPDMyThIbR4OkBTErntWNDz2399bnN_iqUwmymh2BLlkzrGl400Sa_-yT68n74oAN_T2RSJPU_LN-eGrg978SxPBg0gZj4U17ckb1HV5g&__tn__=-R
https://www.facebook.com/lloydsbank/photos/a.191121554288426/2923118871088667/?type=3&__xts__[0]=68.ARBTYza7p-gkgg6Qrb5hrKsf54Fz3WWHUPC-8JmG-gUpoJWvT_CQNtedpdBqYlkwMOj4y-KT2xCdtUy2UcWU8svLkAvfDPyu1Xf-zsruhusGZUn_MMAD53Tv--bu8zb7KEKU9GFuSjfQr-gTeAMWrOKrWHvScwioUDX8DOTXbsULL-f96RR1mvYwyp2TC7Arm2DkpIk74sW4uA31F3iA07rMQHBPX4PgDGTx1OyxYGJ7xWp5fuPDMyThIbR4OkBTErntWNDz2399bnN_iqUwmymh2BLlkzrGl400Sa_-yT68n74oAN_T2RSJPU_LN-eGrg978SxPBg0gZj4U17ckb1HV5g&__tn__=-R
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SUPERMARKETS, UNDER INCREASED DEMAND, 

HAVE INTRODUCED NEW COPING MECHANISMS
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Total Store Sales: Weekly Growth

79 million more 

shopping trips than the 

same time last year; 

total of an extra £1.9 

billion spent on 

groceries (31st March 

2020, last four weeks 

vs same period in 

2019)

Sales increase was 

particularly 

pronounced in the 

week ending 21st 

March, which saw a 

massive 43% weekly 

growth in sales

In the week ending 

21st March, 

government 

announcements 

regarding a full 

lockdown led to 

increased sales in 

frozen foods (84%) 

and alcohol (67%) vs 

same period in 2019

SECTOR FOCUS – SUPERMARKETS

Source: Nielsen Total Tills Report Source: Nielsen Ad Intel

https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=7RIPCnY0BaTbSYokwMcORM9oW5PS2xB+
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=7RIPCnY0BaTbSYokwMcORM9oW5PS2xB+
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=UGgUt03C8FeTVnk+zeUv+5KjspDvRZ2e
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=UGgUt03C8FeTVnk+zeUv+5KjspDvRZ2e
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=NQ1MYLQL/qdVW9AmagKkvPvKJP2hU5cc
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=NQ1MYLQL/qdVW9AmagKkvPvKJP2hU5cc
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=sfejjhzQvPsI8I5uFm+JN81tygxKyL1c
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=sfejjhzQvPsI8I5uFm+JN81tygxKyL1c
https://www.nielsen.com/eu/en/solutions/capabilities/ad-intel/
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CONSISTENT PROMOTION ON SOCIAL AND BTL 

CHANNELS IS USED TO BACK UP KEY PLEDGES

Support for Vulnerable Behaviour Change

In-Store Measures Thanks to Staff

 Early opening hours for 

elderly and immune-

suppressed customers

 Monetary donations for 

food banks and charities

 Community initiatives 

such as food delivery 

schemes
Lidl, UK Asda, UK

Waitrose, UK Mercadona, ES

 Filtered customer 

numbers to enforce 

social distancing

 Additional barriers placed 

at checkouts

 Limits on number of 

items purchasable

 More of a general 

appreciation practice 

than any specific 

initiative, but consistent 

communication seen 

highlighting the efforts of 

staff

M&S, UK Carrefour, FR

Aldi, UK Lidl, UK

 Encouraging contactless 

/ digital payment

 Repetition of official 

government messages 

(washing your hands / 

social distancing)

SECTOR FOCUS – SUPERMARKETS

https://www.facebook.com/lidlgb/photos/a.301302873260871/2937182586339540/?type=3&__xts__[0]=68.ARCks8PpPnaRyVStdmMoza0ZRzjioVfLV8Hpnx-lri1z5xpE2v4AUQS1zbumdoC4rstamVrxYum4Av0fg7vizNa1BTTazPGF-g3dxmZoufvLtUKxcuLYQMlml5rWLqFWRDTsPQCiy7OOdDH0wSWBTDbWkNQH4pf2YhaWa043jdFI4JnJdNbE_TCsrkOpbb6dqrtRGecUr1Hg3k9zdpaaSno4I-Dpj9qa1RQfs56NQJVLJ77SedK30CSkzmw1R05S1PI_xqzUwQLYATEyw62Q8ENjuQx2ZHRGdQpaWYN8Y80Y0QFk4jpwUR9ZeTY2zPsSWa8f7kjMCQWMbSXQe_h89uhTvg&__tn__=-R
https://www.facebook.com/lidlgb/photos/a.301302873260871/2937182586339540/?type=3&__xts__[0]=68.ARCks8PpPnaRyVStdmMoza0ZRzjioVfLV8Hpnx-lri1z5xpE2v4AUQS1zbumdoC4rstamVrxYum4Av0fg7vizNa1BTTazPGF-g3dxmZoufvLtUKxcuLYQMlml5rWLqFWRDTsPQCiy7OOdDH0wSWBTDbWkNQH4pf2YhaWa043jdFI4JnJdNbE_TCsrkOpbb6dqrtRGecUr1Hg3k9zdpaaSno4I-Dpj9qa1RQfs56NQJVLJ77SedK30CSkzmw1R05S1PI_xqzUwQLYATEyw62Q8ENjuQx2ZHRGdQpaWYN8Y80Y0QFk4jpwUR9ZeTY2zPsSWa8f7kjMCQWMbSXQe_h89uhTvg&__tn__=-R
https://www.facebook.com/Asda/videos/586488348620778/?__xts__[0]=68.ARD9z5ooFzySexKfRE--4WjPV5JEkHUDgbVnN_QXWNaLGEgyraCHEhEWlkeQe-HnrAZk1yDL92vYW56HWix0hKbhi_7Uk0NNPnP0dYCnH5bp8j24EyJAcfdp2PVa6ISeUqXztOIpc3QxH7kUVTd91WY2zaEUI4qLf1wRnHrd4-MOEmZYSocUyPfisb8kgG1TzSHz5hMp90khes6UbOR4igMTGYWtY7NshKrLWlVK3Dj5MVFwkLeV0oZuQtyBgA9ZdFOh1wqjD2TdiCuTakVlxXn-d8YLbi84-mPe3f5eUhtRFdDcsVwl801iDukiJS6ee5bATP_lKJOeU3NqIhfB1DzAznOP5vG4w_EWLw&__tn__=-R
https://www.facebook.com/Asda/videos/586488348620778/?__xts__[0]=68.ARD9z5ooFzySexKfRE--4WjPV5JEkHUDgbVnN_QXWNaLGEgyraCHEhEWlkeQe-HnrAZk1yDL92vYW56HWix0hKbhi_7Uk0NNPnP0dYCnH5bp8j24EyJAcfdp2PVa6ISeUqXztOIpc3QxH7kUVTd91WY2zaEUI4qLf1wRnHrd4-MOEmZYSocUyPfisb8kgG1TzSHz5hMp90khes6UbOR4igMTGYWtY7NshKrLWlVK3Dj5MVFwkLeV0oZuQtyBgA9ZdFOh1wqjD2TdiCuTakVlxXn-d8YLbi84-mPe3f5eUhtRFdDcsVwl801iDukiJS6ee5bATP_lKJOeU3NqIhfB1DzAznOP5vG4w_EWLw&__tn__=-R
https://www.facebook.com/waitroseandpartners/photos/a.489954128206/10157328218113207/?type=3&theater
https://www.facebook.com/waitroseandpartners/photos/a.489954128206/10157328218113207/?type=3&theater
https://www.facebook.com/mercadona/photos/a.368804876541369/2812390945516071/?type=3&__xts__[0]=68.ARCRm5wsbOCcvHS6Y_JPwS0S8s61hng5POpSkj9SJQhqTY4yxq44I3aK0K_RWMjgqmN9UhqmEePKX7iKgncc1Y0RKzopPyVU3Hge_0lUMLd4u3rJUS4TDLhQK-DTlVuRHHrqGCUBECbK0wAqUUrXU7OXPqIL4jW-G4f63qN-IgOT-Hycemcg0egkOrK5z1bA2ILZ1z8UU-m_j6mq345bCzRneai2etQ4YcQWUzM3-KEjPGLyczaU1jLeW3rVqOwUtPlpxRuS3pjmTEN1sDqvIZkfXYHJ8YUqCVzJt8JvDd-aKifEX7UHyO4nbvoHwWE7xRJ32V_rfZ0XVvQFwmV5BG2EZA&__tn__=-R
https://www.facebook.com/mercadona/photos/a.368804876541369/2812390945516071/?type=3&__xts__[0]=68.ARCRm5wsbOCcvHS6Y_JPwS0S8s61hng5POpSkj9SJQhqTY4yxq44I3aK0K_RWMjgqmN9UhqmEePKX7iKgncc1Y0RKzopPyVU3Hge_0lUMLd4u3rJUS4TDLhQK-DTlVuRHHrqGCUBECbK0wAqUUrXU7OXPqIL4jW-G4f63qN-IgOT-Hycemcg0egkOrK5z1bA2ILZ1z8UU-m_j6mq345bCzRneai2etQ4YcQWUzM3-KEjPGLyczaU1jLeW3rVqOwUtPlpxRuS3pjmTEN1sDqvIZkfXYHJ8YUqCVzJt8JvDd-aKifEX7UHyO4nbvoHwWE7xRJ32V_rfZ0XVvQFwmV5BG2EZA&__tn__=-R
https://www.facebook.com/MarksandSpencer/photos/a.99675113611/10157660633128612/?type=3&__xts__[0]=68.ARCXN4u36dUyvug6MxnQESrND8tzx8geOPUn5e4gPiUbLU5sIoB8qSPT3ZPRUAaum1snQKFJ3fKQyoBOtxq_BJE0c3qG68KYuBrfxfbjmnjuzQtQV7LfnVjUBP2Qd57zQHGTPYSxfTCWLlOoRjIubKbpg68pnaszGEe4cHV2UT9Asq2Yl-fVxzpN7-1mHjaQRuskkDOt95XiksWYHKKi9OhF1AQEBUT1zp4DA6j2UQ-Pp8wukI1twDgXo5A4MoDUmqx2f6A9e75DI8VAJUlG0MQMrNgh5V4Ji72hgaJjC9Txjt036QpBdMBk2_cTzoVZhfsA0_Y1CNHSXPtAFg&__tn__=-R
https://www.facebook.com/MarksandSpencer/photos/a.99675113611/10157660633128612/?type=3&__xts__[0]=68.ARCXN4u36dUyvug6MxnQESrND8tzx8geOPUn5e4gPiUbLU5sIoB8qSPT3ZPRUAaum1snQKFJ3fKQyoBOtxq_BJE0c3qG68KYuBrfxfbjmnjuzQtQV7LfnVjUBP2Qd57zQHGTPYSxfTCWLlOoRjIubKbpg68pnaszGEe4cHV2UT9Asq2Yl-fVxzpN7-1mHjaQRuskkDOt95XiksWYHKKi9OhF1AQEBUT1zp4DA6j2UQ-Pp8wukI1twDgXo5A4MoDUmqx2f6A9e75DI8VAJUlG0MQMrNgh5V4Ji72hgaJjC9Txjt036QpBdMBk2_cTzoVZhfsA0_Y1CNHSXPtAFg&__tn__=-R
https://www.facebook.com/carrefour/photos/a.177026835762065/1932844213513643/?type=3&theater
https://www.facebook.com/carrefour/photos/a.177026835762065/1932844213513643/?type=3&theater
https://www.facebook.com/AldiUK/photos/a.223158217744988/2998436703550445/?type=3&__xts__[0]=68.ARDsrg2ORKm9apfMPIjr2Imcm0huDCIqX_tXN68NyqM3CSjsJTbEwmGuh9nF-t5D8JQ7IWeQ1a5keGTtKaOUzyMRw0l_ClY23t_Hp92yBofuHbraY7-EjxVV-Hy2hSpz9YiFu7AN_OnbGGzS49_Z3HZ582Z61ZCTjnBHIhlc29XtvLujABBf1F2MzndN1gU_KRRDlhXAqBwpZ4FgE7Z3eycYKS78kKCUcywEBEDnxWLeFg8XxZveDxUtmI78XraJkcL5U0PiYlzNn3jWWrkNBzlY4173b1kno0oj2osplkzrJl0prRzv9E9q7sDE-mQSA2-1E5SPohL8i9x1Fxm-Smfa5w&__tn__=-R
https://www.facebook.com/AldiUK/photos/a.223158217744988/2998436703550445/?type=3&__xts__[0]=68.ARDsrg2ORKm9apfMPIjr2Imcm0huDCIqX_tXN68NyqM3CSjsJTbEwmGuh9nF-t5D8JQ7IWeQ1a5keGTtKaOUzyMRw0l_ClY23t_Hp92yBofuHbraY7-EjxVV-Hy2hSpz9YiFu7AN_OnbGGzS49_Z3HZ582Z61ZCTjnBHIhlc29XtvLujABBf1F2MzndN1gU_KRRDlhXAqBwpZ4FgE7Z3eycYKS78kKCUcywEBEDnxWLeFg8XxZveDxUtmI78XraJkcL5U0PiYlzNn3jWWrkNBzlY4173b1kno0oj2osplkzrJl0prRzv9E9q7sDE-mQSA2-1E5SPohL8i9x1Fxm-Smfa5w&__tn__=-R
https://www.facebook.com/lidlgb/videos/231388358006871/?__xts__[0]=68.ARDBPZmwGUudbRbn601cL6OoMwn56I533Vx8zQ8kKg_bwaWnKk-T_7B_z1YSf5HDjYJqIAmKm1sAIXry04bDi_3DXmaeu4fPn8itqnqI-rQPxJA5gIR60ur99m740nLphiQwU3oeV6obs36Jdt3uwjRy8uGKtZw84xya38vBOAiuq9mCcGz684Xq0VLc9wbETYIgfu2x1kVlkKCDV-Bg0UgQiOmd7vq9aC8Hdn44lnkFVkPQND-_QMwos6-FL2k7oZS6_J2p-0bgEZRXwRqWJCJZ-kQ_2rwTqL6CW7SMQYpHwrNhiMi_4OUYarwPV4emmKJGocmCqFLeIWA_zKJZwt1ST9F_mD1h5UaI3g&__tn__=-R
https://www.facebook.com/lidlgb/videos/231388358006871/?__xts__[0]=68.ARDBPZmwGUudbRbn601cL6OoMwn56I533Vx8zQ8kKg_bwaWnKk-T_7B_z1YSf5HDjYJqIAmKm1sAIXry04bDi_3DXmaeu4fPn8itqnqI-rQPxJA5gIR60ur99m740nLphiQwU3oeV6obs36Jdt3uwjRy8uGKtZw84xya38vBOAiuq9mCcGz684Xq0VLc9wbETYIgfu2x1kVlkKCDV-Bg0UgQiOmd7vq9aC8Hdn44lnkFVkPQND-_QMwos6-FL2k7oZS6_J2p-0bgEZRXwRqWJCJZ-kQ_2rwTqL6CW7SMQYpHwrNhiMi_4OUYarwPV4emmKJGocmCqFLeIWA_zKJZwt1ST9F_mD1h5UaI3g&__tn__=-R


16C
o
p

y
ri

g
h

t 
©

 2
0

1
9

 T
h

e
 N

ie
ls

e
n

 C
o
m

p
a

n
y
 (

U
S

),
 L

L
C

. 
C

o
n

fi
d

e
n

ti
a

l 
a

n
d

 p
ro

p
ri

e
ta

ry
. 
D

o
 n

o
t 
d

is
tr

ib
u

te
.

IN PERSONAL CARE, ADS HAVE BEEN LARGELY 

FOCUSED ON ARAB / ASIAN MARKETS

Activity promotes the importance of washing hands, containing advice and tips on the best way to eliminate germs. Lifebuoy is a consistently active brand in this area.

India

Feb 2020

Press

Kuwait / Pakistan / UAE

Feb 2020

TV / Digital Video

Lifebuoy – Soap Dettol – Corporate

UAE

Feb 2020

Digital Video

Savlon – Soap

India

Feb 2020

Press

SECTOR FOCUS – PERSONAL CARE

Source: Nielsen Ad Intel

https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=vz7qB8zxKIvc0MGrKgsOOq3MM7GnUMYE
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=vz7qB8zxKIvc0MGrKgsOOq3MM7GnUMYE
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=kQVeIJ9V95f4JmYTYHdYP8iB80MCvb1j
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=kQVeIJ9V95f4JmYTYHdYP8iB80MCvb1j
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=xAu4Wo8b1X8XGbTiylWVk3HP5s+6Bkqh
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=xAu4Wo8b1X8XGbTiylWVk3HP5s+6Bkqh
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=coNRuymzkTR53R+1egOx7InEk5hkVKDT
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=coNRuymzkTR53R+1egOx7InEk5hkVKDT
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=50mUWKfyVFQkyHWnCaxXXax/eEY5BqcA
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=50mUWKfyVFQkyHWnCaxXXax/eEY5BqcA
https://www.nielsen.com/eu/en/solutions/capabilities/ad-intel/
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BRANDS USE SOCIAL TO BACK UP CLEANLINESS 

COMMS, WITH OTHER MESSAGES ALONGSIDE

Dove, UK, Facebook – General Reassurance and Hand Washing Tips

Lifebuoy, India, YouTube – Educational Content Around Hand Washing

Carex / Zoflora, UK, Facebook – Reassurance Around Supplies and Medical Advice

Coty, Instagram, UK – Announcement of Produce of Hand Sanitizers

SECTOR FOCUS – PERSONAL CARE

https://www.instagram.com/p/B-FWUM9H-W9/
https://www.instagram.com/p/B-FWUM9H-W9/
https://vimeo.com/403710034
https://vimeo.com/403710034
https://www.facebook.com/DoveUKI/photos/a.407114826035297/2848062478607174/?type=3&theater
https://www.facebook.com/DoveUKI/photos/a.407114826035297/2848062478607174/?type=3&theater
https://www.instagram.com/p/B-Kn6_egIY8/
https://www.instagram.com/p/B-Kn6_egIY8/
https://www.facebook.com/LoveZoflora/photos/a.123273484366101/3525915844101831/?type=3&__xts__[0]=68.ARBNL3i-GUpT8hnR_hyFUK-rbcGM0c9xzITBzNfim2L3ArR6nRW2gSDadgRZjwNi7W4aT5sRMXGHXGmv1g_imN-9hZdYPlJQyXBudv0ROIJtSiRV5td8yt7iHRvpRf8wbJWJU_gV9wPU-5RInTMIhwJcZx8ExDCs0TWvU8uAB9cJbLrJUVSzqwjlCE09izfgaKcYkoAIffPcSp0pROsv0S06Z-pWtKCK1GDrulTnEI_Y65_UA3XOHDceu4zuVz_-jH7oJuI62K2qpMljNNjLlPbEAnFzCoRbS0QXaj1Ch0FOeo1ZryWmr5KXsRRQ-uk0lLAhwkyaxOMUsZVogyhxkH1jUw&__tn__=-R
https://www.facebook.com/LoveZoflora/photos/a.123273484366101/3525915844101831/?type=3&__xts__[0]=68.ARBNL3i-GUpT8hnR_hyFUK-rbcGM0c9xzITBzNfim2L3ArR6nRW2gSDadgRZjwNi7W4aT5sRMXGHXGmv1g_imN-9hZdYPlJQyXBudv0ROIJtSiRV5td8yt7iHRvpRf8wbJWJU_gV9wPU-5RInTMIhwJcZx8ExDCs0TWvU8uAB9cJbLrJUVSzqwjlCE09izfgaKcYkoAIffPcSp0pROsv0S06Z-pWtKCK1GDrulTnEI_Y65_UA3XOHDceu4zuVz_-jH7oJuI62K2qpMljNNjLlPbEAnFzCoRbS0QXaj1Ch0FOeo1ZryWmr5KXsRRQ-uk0lLAhwkyaxOMUsZVogyhxkH1jUw&__tn__=-R
https://www.facebook.com/carexuk/photos/a.376661555856591/1212049192317819/?type=3&theater
https://www.facebook.com/carexuk/photos/a.376661555856591/1212049192317819/?type=3&theater
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AUTO FIGHTS AGAINST SHUTDOWN WITH 

MANUFACTURING AND COMMS REALIGNMENT

For the automotive industry, COVID-19 has essentially initiated a full-scale shutdown of manufacturing operations globally. However, manufacturers are fighting back with an 

intelligent realignment of their business to during these troubled times. 

Repurposing Manufacturing Plants Change in Marketing Direction

March 23rd saw the automaker 

announce a plan to manufacture 

one million face masks per month 

to emergency medical technicians, 

police officers, firefighters, first 

responders, health care clinics and 

hospitals across Canada, Mexico 

and the USA.

General Motors’ 'Project V‘ initiative 

sees GM set to provide ventilator 

firm Ventec with 95% of the parts 

required to build its products, with 

the end goal to build up to 200,000 

units in Indiana.

Ford is set to help address 

shortages for healthcare workers' 

fight against coronavirus, by 

producing respirators, masks and 

ventilators. The brand will work with 

3M to produce a new kind of 

respirator for healthcare workers 

made from parts from Ford's F-

150's ventilated seats. 

As well as the change to its manufacturing 

structure, Ford is pulling all ads marketing its 

vehicles in the US, and replacing them with 

spots that stress how the company is responding 

to the coronavirus.

Two new spots have been released, "Built to 

Lend a Hand" and "Built for Right Now",  both of 

which use the brand's US-tagline “Built Ford 

Proud”, leveraging the brand’s philanthropy. 

SECTOR FOCUS – AUTOMOTIVE

Nissan Middle East has launched an emotive 

campaign entitled ‘”Ode to Empty Roads”, 

reinforcing its ‘together we can’ tagline but from a 

new angle. Adopting a tone of reflection and 

positivity, the voiceover states “We are inseparable 

you and us and nothing, not even this, can tear us 

apart”, whilst referencing the importance of staying 

home (“it’s a sacrifice we are going to have to take 

today, if we are to be together tomorrow”). 

Simple print creative from Jeep in Peru encourages 

people to keep their cars in the garage and stay 

home, featuring an image of the inside of a 

household through the grille of one of its cars. 

https://www.facebook.com/FCAFiatChryslerAutomobiles/posts/10158530523704066?__xts__[0]=68.ARB70o9aCh2w0cGIezlJMyUUZbFYP-UuENdzudnolaFaV_0Oydq_428WCbGkQgD5dVJwHy5tmd917nRrDfAPznE3EeUXdZgVfkrnECBkic5eZ_TSbOmi-ANiARxzkB1YADIiHt7khdQpxJi3OXhPleSsRri5pUm3h6kG07m-kLe-cy6fLuBVLVzQry28yd1x5SUkmrWnkLBVC9nNDPlFBO4JvAuLWrIeqhkMj0MIkfEvLQ7fWRicwAl30hkrGdpju2AkkWhGZJpHLGDcvCYJwAGTuEg7Ec-YhUZ88vrQa4lvgDMci7FBet9xRZKYdSbbB3908yD_Wm5dzgo5ESH5ej-EME8tkf-5pz1F9HH338FcI8WHoWCPV7Q8rWxs3zV85_5dZ2wKi5mrXKLq5fws-V6rOdXlte0SilWGCBLMGXPfe7MR_oLCqUMbABnuX-orjXe3yJv7s7sP5hWJIqEHBDLqfTLd4ENk8pRS6u4ztJvZsQ&__tn__=-R
https://www.facebook.com/FCAFiatChryslerAutomobiles/posts/10158530523704066?__xts__[0]=68.ARB70o9aCh2w0cGIezlJMyUUZbFYP-UuENdzudnolaFaV_0Oydq_428WCbGkQgD5dVJwHy5tmd917nRrDfAPznE3EeUXdZgVfkrnECBkic5eZ_TSbOmi-ANiARxzkB1YADIiHt7khdQpxJi3OXhPleSsRri5pUm3h6kG07m-kLe-cy6fLuBVLVzQry28yd1x5SUkmrWnkLBVC9nNDPlFBO4JvAuLWrIeqhkMj0MIkfEvLQ7fWRicwAl30hkrGdpju2AkkWhGZJpHLGDcvCYJwAGTuEg7Ec-YhUZ88vrQa4lvgDMci7FBet9xRZKYdSbbB3908yD_Wm5dzgo5ESH5ej-EME8tkf-5pz1F9HH338FcI8WHoWCPV7Q8rWxs3zV85_5dZ2wKi5mrXKLq5fws-V6rOdXlte0SilWGCBLMGXPfe7MR_oLCqUMbABnuX-orjXe3yJv7s7sP5hWJIqEHBDLqfTLd4ENk8pRS6u4ztJvZsQ&__tn__=-R
https://www.facebook.com/generalmotors/photos/a.419497546960/10156975230536961/?type=3&__xts__[0]=68.ARDbR3hFeVAAxxZJ4PPILnf11fzPt0cZzYiWE9do4DDT5L-iXUB7LiHcxG8bywRq-LkflF1OEaxkqRjHRFNM0igr5nUcawKlLHCCKpYD4OWxCk_RM40qB4cjlossI6smJ6-s-M5Cxnj15EBLLQOGYAWWPN4p-PiwDJV2bnosl1r8sq6mvSZSdgVL3StFC_9RteNysne-l3KA7V6uTF-FQCYueN0jy-8t7Ci0kna_xBIuMe8fCehX50wg6lPD0d1a3wZN6q-kUvPnBZ04gn3UXVM1fGF_1wXDiqIwLbtkgV3pE5N1bU0al8wMY2PwZCez7dfK0mzKCg18o34V-fxl&__tn__=-R
https://www.facebook.com/generalmotors/photos/a.419497546960/10156975230536961/?type=3&__xts__[0]=68.ARDbR3hFeVAAxxZJ4PPILnf11fzPt0cZzYiWE9do4DDT5L-iXUB7LiHcxG8bywRq-LkflF1OEaxkqRjHRFNM0igr5nUcawKlLHCCKpYD4OWxCk_RM40qB4cjlossI6smJ6-s-M5Cxnj15EBLLQOGYAWWPN4p-PiwDJV2bnosl1r8sq6mvSZSdgVL3StFC_9RteNysne-l3KA7V6uTF-FQCYueN0jy-8t7Ci0kna_xBIuMe8fCehX50wg6lPD0d1a3wZN6q-kUvPnBZ04gn3UXVM1fGF_1wXDiqIwLbtkgV3pE5N1bU0al8wMY2PwZCez7dfK0mzKCg18o34V-fxl&__tn__=-R
https://www.facebook.com/ford/videos/146655700012466/?__xts__[0]=68.ARCpfC74laLO0Fv97EVbZ3XZCAi-jGwZqc_dMQUx_oUGnub7IBC6BjBJwv_jDHaCnAqX823POGu-cjZqsseIlUeHTXAtvlSx9alvOibQNZrq0Y5r2rZ80VUWEsT32P5lClu-5GP02sFFEfn9-f5YesKz9LPmCaWjk5KFOWx8Z2MAGWKRETje5aNWPkY3jTqvudnLN1DzSysHSVAey6T5rlhRawGnPJQWeHWShQgKdaW8NWt-faA_g8hyscKVp-bs9RAOqwqGyilyWXVszfNIccmaNlnItzvisT1zQhbAiQ6O2LAcgnhDaWDs_geMR_XDPK5v_HyN3ezjvJundtLpPrASHK04lA&__tn__=-R
https://www.facebook.com/ford/videos/146655700012466/?__xts__[0]=68.ARCpfC74laLO0Fv97EVbZ3XZCAi-jGwZqc_dMQUx_oUGnub7IBC6BjBJwv_jDHaCnAqX823POGu-cjZqsseIlUeHTXAtvlSx9alvOibQNZrq0Y5r2rZ80VUWEsT32P5lClu-5GP02sFFEfn9-f5YesKz9LPmCaWjk5KFOWx8Z2MAGWKRETje5aNWPkY3jTqvudnLN1DzSysHSVAey6T5rlhRawGnPJQWeHWShQgKdaW8NWt-faA_g8hyscKVp-bs9RAOqwqGyilyWXVszfNIccmaNlnItzvisT1zQhbAiQ6O2LAcgnhDaWDs_geMR_XDPK5v_HyN3ezjvJundtLpPrASHK04lA&__tn__=-R
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=KFcXySaiNltVjrAbAijH/l/cacy7LRR7
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=KFcXySaiNltVjrAbAijH/l/cacy7LRR7
https://adintel.portfolio.intl.nielsen.com/results/creativedetails?encryptedId=PqsY264IlySKlGjW2piw3NYzBmhhpZP/
https://adintel.portfolio.intl.nielsen.com/results/creativedetails?encryptedId=PqsY264IlySKlGjW2piw3NYzBmhhpZP/
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=QnJ4uHUZsCDrhUQHiVk5O/DBQ//Gwyjx
https://adintel.portfolio.intl.nielsen.com/results/getcreativemedia?encryptedId=QnJ4uHUZsCDrhUQHiVk5O/DBQ//Gwyjx
https://www.facebook.com/jeep/photos/pb.7037526514.-2207520000../10160260584726515/?type=3&theater
https://www.facebook.com/jeep/photos/pb.7037526514.-2207520000../10160260584726515/?type=3&theater
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SIMILARLY, FASHION BRANDS ARE SWITCHING 

PRODUCTION AND SUPPORTING HEALTH WORKERS

Burberry, UKGucci, Italy Prada, Italy

Zara, Spain New Balance, USA

Donated €1M to the Italian Civil Protection 

Department and the UN Foundation’s COVID-

19 Solidarity Response fund. 

Has committed to producing over 1 million 

face masks.

Prada has 

announced it 

will 

manufacture 

80,000 medical 

overalls and 

110,000 masks 

at its factory in 

Perugia. 

Seeking to 

allocate all 

products by 

April 6th. 

Zara is switching production in Spain to 

produce face masks, already shipping over 

300,000.

New Balance announced it is to start 

producing face masks at its factory in Boston, 

USA.

Burberry is contributing to the fight against COVID-19 in a three-pronged approach 

across hospitals, vaccines and the community.

Burberry is using its global supply chain network to 

deliver 100,000 face masks to NHS facilities across 

the UK. The initiative will also see the brand 

repurpose its Castleford factory, where the iconic 

trench coat is made, in order to make non-surgical 

gowns and masks for patients. 

Research into a single-dose vaccine developed by 

Oxford University is currently being funded. 

Brand is donating to charities that are dedicated to 

tackling food poverty across the UK, including 

FareShare and The Felix Project. 

SECTOR FOCUS – FASHION

https://www.instagram.com/p/B-NARHjCLkD/
https://www.instagram.com/p/B-NARHjCLkD/
https://www.pradagroup.com/en/news-media/news-section/prada-provides-support-coronavirus-emergency.html
https://www.pradagroup.com/en/news-media/news-section/prada-provides-support-coronavirus-emergency.html
https://www.reuters.com/article/us-health-coronavirus-inditex-scrubs/zara-owner-offers-to-make-scrubs-for-spains-coronavirus-stretched-hospitals-idUSKBN2153EK
https://www.reuters.com/article/us-health-coronavirus-inditex-scrubs/zara-owner-offers-to-make-scrubs-for-spains-coronavirus-stretched-hospitals-idUSKBN2153EK
https://www.instagram.com/p/B-QcLfKlTu3/
https://www.instagram.com/p/B-QcLfKlTu3/
https://www.instagram.com/p/B-RltARgtT2/
https://www.instagram.com/p/B-RltARgtT2/
https://www.instagram.com/p/B-RlzH5AwYs/
https://www.instagram.com/p/B-RlzH5AwYs/
https://www.instagram.com/p/B-Rl6XsAsAn/
https://www.instagram.com/p/B-Rl6XsAsAn/
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TRAVEL AND TOURISM SEES AIRLINES AND HOTELS 

REACH OUT TO THOSE IN TIME OF NEED 

The Travel and Tourism industry is arguably one of the most affected by the coronavirus pandemic, as airlines, hotels and cruise liners are directly impacted by the suspension 

of all but essential travel, with up to 50 million jobs at risk globally (Global Web Index). However, in the wake of such unprecedented events, brands are switching resources 

and helping those most in need.    

Airlines Chartering Medical Supplies Hotels & Cruise Ships Into Hospitals

Virgin Atlantic operated its first cargo flight on March 25th, carrying 

medical supplies from London Heathrow to the USA. The aircraft 

was filled with 12,490 kilograms of medical supplies and 

equipment. 

Ethiopian Airlines has delivered medical supplies from China to 39 

African countries. The supplies have been donated from Jack Ma, 

the founder of China’s e-commerce giant Alibaba. 

On March 28th, Portugal’s TAP Airlines transported more than 15 

tons of medical material including 1 million masks and 200,000 

COVID-19 screening tests to Portugal. The flight’s 14-hour 

duration is the longest ever undertaken by the airline. 

SECTOR FOCUS – TRAVEL

Best Western is set to turn its first hotel into a 

hospital support site in South London in the next 

week. The hotel group (the UK’s largest with 270 

properties) is willing to take unprecedented 

steps to help take the pressure off the NHS, with 

every bedroom in the support hospital housing 

low risk patients and NHS staff. 

The Saga Group, the British owners of both 

the Spirit of Discovery and Saga Sapphire 

Cruise Ships, has offered both ships to the 

government to use as temporary hospitals. 

Both are currently docked at Tilbury docks, 

Essex and have the capacity to assist the 

NHS should they be needed. 

Reinforcing “Stay Home” Messages

Hotels.com has launched a TV spot across the USA and 

Canada featuring its brand mascot ‘Captain Obvious’, 

encouraging people to maintain social distancing and “Stay 

Home”.

The brand mascot is usually seen encouraging people to switch 

off their social media and take a trip, yet this creative light-

heartedly subverts that idea in response to the global crisis. 

https://vimeo.com/403753587
https://vimeo.com/403753587
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LOOKING BEYOND COVID-19, ALL SECTORS CAN 

LEARN LESSONS FROM CHINA

As the epicentre for COVID-19, China has had restrictions in place for longer than other parts of the world. Amid reports that these restrictions will be gradually lifted in certain 

areas, brands will look to China first for indicators of what a new sense of ‘normal’ looks like. Early signs show that digital behaviours, already a mainstay of life in the 21st

Century, will move from ‘enforced’ to ‘engrained’ – and brands will need to reposition or reinvent themselves to stay ahead.

New Consumer 

Habits

Digitised 

Experiences

The (Continued) Rise 

of E-Commerce

Media consumption during COVID-19 has 

unsurprisingly increased in Asia, and new behaviours 

will have a significant longtail effect once the pandemic 

has passed. Research from ASAP+ shows an 

increased consumer use of multiple apps and digital 

services, from communication services to shopping 

and even virtual gyms.

Shanghai Fashion Week began in late March, although 

with a country only just beginning to reevaluate its 

lockdown position, the event was forced to turn to 

digital interactions. In partnership with Alibaba’s T-Mall 

and Taobao services, Shanghai Fashion Week was 

livestreamed for the first time ever, with digital 

replacing the previous ‘in-person’ route-to-market.

Amidst increased online shopping from consumers, e-

commerce has seen significant gains and major firms 

are putting measures in place to ensure this continues 

throughout 2020. JD.com has announced its ‘Spring 

Raindrop Plan’, providing RMB1.5bn to brands 

affected by COVID-19, including flash sales and 

content marketing. An additional RMB1.5bn of 

coupons will also be supplied to consumers.

https://www.bbc.co.uk/news/world-asia-china-52016139
https://www.nielsen.com/apac/en/insights/report/2020/the-impact-of-covid-19-on-media-consumption-across-north-asia/
http://asaplus.com.cn/
https://www.thedrum.com/news/2020/03/24/china-s-new-normal-how-brands-are-starting-bounce-back-coronavirus?utm_campaign=Newsletter_Daily_EuropeAM&utm_source=pardot&utm_medium=email
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LOOKING AHEAD – KEY CONSIDERATIONS 

Social listening shows that we can draw a correlation between the spread and 

veracity of the disease with the corresponding levels of media activity and social 

buzz, clearly evident when analysing European markets. Key media posts that gain 

high consumer engagement often revolve around official notifications on staying safe

Brands should, if possible, offer certain services or benefits for free during the 

outbreak, particularly to health workers on the front-line. Not only does this generate 

positive sentiment amongst users, but it also maintains engagement between 

company and customer, keeping the dialogue open during this period of isolation

A contradiction is seen in ad levels, with total volumes falling internationally while 

specific COVID-19 activity is increasing. Advertisers must balance the pulling back of 

ATL investments with showing overt support during COVID-19

Supportive COVID-19 activation does not require a seven-figure marketing budget; 

support for consumers during the difficult times of social distancing can take many 

forms, and will be both appreciated and remembered

Certain messages – community / partnership / teamwork – are key, and are evident 

across multiple categories. At the risk of creating an echo chamber, brands that 

neglect these message clusters run the risk of being perceived as outlandish at best, 

and tone-deaf at worst

Even those most under-fire can help – Automotive and Travel have been two of the 

worse-hit sectors, but a combination of lateral thinking and the ability for short-term 

reinvention show the same ‘can-do’ attitude as large donations to charity – again, 

these will be the things that consumers remember once the dust has settled

Attempts to secure short-term profits and gains may be detrimental in the longer run: 

as exemplified by Sports Direct and others, brands that seek to exploit and 

outmanoeuvre imposed restrictions can alienate the general public

Although reinvention will be dictated to a certain extent, those that are agile enough 

to ingest the necessary technologies early and evolve into the ‘new normal’ will reap 

the benefits
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THANK YOU FOR READING OUR SPECIAL REPORT, 

COVID-19: TRENDS, COMMUNICATIONS & INSIGHTS

At Nielsen Ad Intel Insight, we specialise in helping brands navigate the complicated world of marketing 

communications. 

We provide strategic insights and guidance on competitor activity, globally and across multiple sectors, looking at the 

full range of Paid, Owned and Earned communications.

If you would like any more information on our services or would like to discuss anything you have seen in this report, 

please get in touch and I’d be happy to help.

Thank you,

Martin Broad

Nielsen Ad Intel – Head of Insight

+44 20 20 3920 5998 

Martin.Broad@Nielsen.com

THIS REPORT IS A RESEARCH REPORT PREPARED BY NIELSEN CONTAINING NIELSEN’S ESTIMATES AND OPINION AND IS NOT INTENDED TO REPRESENT FACTS OR TO PREDICT OR GUARANTEE FUTURE RESULTS.
INFORMATION CONTAINED IN THIS REPORT IS FOR INFORMATIONAL PURPOSES ONLY AND SHOULD NOT BE RELIED UPON FOR ANY PURPOSE. NIELSEN SHALL NOT BE LIABLE FOR ANY RESULTS OBTAINED OR NOT 
OBTAINED AS A CONSEQUENCE OF THE USE OF THE INFORMATION CONTAINED IN THIS REPORT. ANY REFERENCE TO NIELSEN OR THE INFORMATION CONTAINED IN THIS REPORT FOR COMMERCIAL PURPOSES, 
INCLUDING CITATION IN ANY ADVERTISING, SALES COLLATERAL OR OTHER MARKETING MATERIALS, IS STRICTLY PROHIBITED.
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