
What COVID-19 has 
taught us about planning 
for brand relevance



We are doing things
we have never

done before





Culture
Consumption

Commerce



Forget everything you 
think you know
about people



+13%

Time spent 
watching live TV

Time spent on 
social media

+20% +7%

Online magazine 
brands reach

Source: IPA Touchpoints (lockdown vs pre-lockdown)

More media consumption than ever before



56

Heightened needs

Starved For Connection The Cultural Void

1 in 3

Source: IPA Touchpoints (lockdown vs pre-lockdown), PHD Rhythms Survey (April-June 2020)

mins

increase in amount 
of time people are 
spending on their 
own per day

UK adults are 
spending more 
time searching for 
entertainment



People are trying
new things and new brands



People are x2.5 more likely to 

try a new brand if they have recently 
undergone a life event such as 
getting married or moving house.

RICHARD SHOTTON







Act fast to protect your 
brand relationship
or build a new one
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And timing is everything



Some tactics brands
have adopted



Moved
quickly

Acknowledged 
people have 

changed

Stayed true to 
their brand

Brought 
positivity

!



Source: Kantar Link Now

Top
5%

Top
10%

Purchase Intent

Brand Love



Media planning is more 
important than ever
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zbxcvbxcvbRelevance of ads driving positive perception

Source: Attention Please 2018

Base: All Ads



62

128

159

Task Website Content Website Premium Content Website

Plan for quality

Attention per 1000 impressions (seconds) 

Source: Lumen & IAB ‘The Rules Of Attention’
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Increase in brand 
favourability

Increase in 
purchase intent

Source: Hearst – Power Of Positivity

Plan for positivity

Impact of positive 
mindset on response 
to advertising:

18% 35%



Get to know 
your audience 
all over again

Move quickly

Make a plan to keep your brand relevant

Media plan 
for today


