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COVID-19 & MEDIA: EBIQUITY SURVEY
Executive Summary

» We surveyed 44 brands between 19-31 March 2020 regarding Covid-19 and its impact on their
media investment plans

» Together they control over $15b in media spend and generate ~$200b in sales, representing a
variety of industries

» 2/3rds of brands have already reassessed their Media budgets for the year ahead

> 80% are planning to reduce their media budget for the rest of the year; more than half expect
to cut spend by >20%

» Media spending plans for FMCG and Food & Beverage brands are less affected than other
sectors

» Brands are planning to reduce offline budgets more than online, however we did not ask about
contractual commitments and ability to make cuts

> Three quarters of brands are expecting either zero revenue growth or revenue declines for the
year ahead
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Detailed Survey Results
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2/3rds of brands have changed their budgets for the year ahead

In light of recent events, have your budgets changed
for the year ahead?

Yes 66% [22]

Similarly, a Marketing Week surveyed of ~900 UK brands found that:

> 55% are delaying or reviewing campaigns
» 60% are delaying or reviewing their budget commitments

A recent WFA poll of 32 global brands also points to similar results

[ ) [}
Source Ebiquity, n = 33; WFA Survey on Brands' response to Covid-19 Crisis, March 2020; Base: 32 companies; eb|qU|1y



https://www.marketingweek.com/marketers-delay-campaigns-coronavirus-fears-escalate/
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|AB's survey points to the fact that there remains a significant degree of

uncertainty for the rest of the year

% Buyers making Ad Spend Changes in 2H

25%

8%

Still to be determined 67%

Source IBA, n = 390
Q: Are you making any advertising spend changes in the second half of 2020 as a result of Coronavirus?
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Around 80% of brands are planning to reduce their media budget for the rest
of the year; more than half expect to cut spend by >20%

How do you expect your media budgets will change for the rest of the year?

Decrease Increase

10-20% <10%

85% 75% 65% 55% 45% 35% 25% 15% 5% 5% 15%
Share of respondents

[ J [ ]
Source Ebiquity, n = 43 equUIfY




COVID-19 & MEDIA: EBIQUITY SURVEY

A recent WFA poll also suggested close to 85% of brands are planning to
reduce spend in the first half of the year

How do you see your media investment netting out across the
first half of this year?
Decrease Increase

1-20% <10%

85% 75% 65% 55% 45% 35% 25% 15% 5% 5% 15%
Share of respondents

[ ) [}
Source WFA-Ebiquity webinar poll of ~80 participating global brands, 31 March 2020 equUI‘I'Y
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FMCG and Food & Beverage brands potentially cutting budgets by less than
other sectors
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How do you expect your media budgets will change for the rest of the year?

No change
5 I
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All other sectors: Entertainment, Financial Services, Travel & Hospitality, Betting, and other ebqu“ y
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Brands are expecting to reduce offline budgets more than online

How do you expect your media budgets will change for the rest of the year?

Traditional TV Print Radio OOH Cinema BVOD Digital Search Digital Social  Digital Other
(n =44) (n =47 (n =40) (n=47) (n=39) (n =43) (n=44) (n =44) (n=42)
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Source: Ebiquity; Digital Other includes other Online Video & Display (including programmatic) equUIfY
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Almost three quarters of brands are expecting either revenue declines or zero
growth for the year ahead

What impact do you expect Covid-19 will have on sales?

Decrease Increase

The same Marketing Week survey found

that 52% expect a drop of sales of 16%

or more
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Share of respondents
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Source Ebiquity, n = 43; equUIfY



https://www.marketingweek.com/marketers-delay-campaigns-coronavirus-fears-escalate/

Additional Analysis
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On a weighted basis, brands expect media budgets to decline by ~16% and
expect revenue will decline by ~9%

Estimated change in media spend Estimated change in revenue
due to Covid (Indexed, weighted) due to Covid (Indexed, weighted)
19 1.2
1.00 1.00

=
@)
=
©)

0.91

O
0"
O
0"

o
~
o
~

O
N

O

No

Indexed Annual media budget
O
o~

Indexed Annual media budget
O
o~

O
o
O
o

Original Plan Change because of Covid Original Plan Change because of Covid

[ ) [}
Source Ebiquity, n = 32 for media spend and n = 35 for turnover; weighted on spend and turnover ebIQUIfY
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On a weighted basis, planned budget cuts in offline channels range from 10-
17%, while in digital channels planned reductions are largely under -2%

How do you expect your media budgets will change for the rest of the year?
(weighted by spend)

Traditional TV Print Radio OOH Cinema BVOD Digital Search Digital Social  Digital Other
(n = 44) (n=47) (n =40) (n=47) (n=39) (n=43) (n = 44) (n =44) (n=42)
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Source: Ebiquity; Digital Other includes other Online Video & Display (including programmatic); weighted on spend eb|qU|1y
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About our survey — profile of respondents

Sector Mix

Geographic Responsibility

Company Type

BFMCG

W Food & Beverage
W Telco

B Retail

B Financial Services

m Other

Source Ebiquity, n = 44

W Betting
Healthcare & Pharma
B Automotive
B Entertainment & Leisure

B Travel & Hospitality

W Local

m Global

W Regional

B Brand ®Agency B Media Owner Consultant

Note: only brands with visibility over
their budgets answered all questions to

mMaintain survey quality
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About our survey — profile of respondents

Respondent count by
media spend in USD
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Source Ebiquity, n = 31 for media spend and n = 35 for turnover
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Thank you for your time.

About Ebiquity

We are a leading indep:e t marketing and media consultancy

Our focus is on helping brands make better informed marketing
investment decisions

inlh- M >


https://www.linkedin.com/company/ebiquity-plc/
https://www.linkedin.com/company/ebiquity-plc/
https://www.youtube.com/user/ebiquityglobal
https://www.youtube.com/user/ebiquityglobal
https://twitter.com/ebiquityglobal
https://twitter.com/ebiquityglobal
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We've just released our latest viewpoint:
Advertising through a recession

Advertising
through a

rece
Download your copy today

[ ) [}
Advertising through a recession ebIC|UI‘|'Y



https://www.ebiquity.com/news-insights/viewpoints/advertising-through-a-recession/
https://www.ebiquity.com/news-insights/viewpoints/advertising-through-a-recession/

Access our latest viewpoints & research on the
section of our website

Recent releases include:

Advertising imemms The end of the

through a ‘ ' golden ratio in planning
recession u marketing investment.

Our market leading
industry insights

Advertising through a In the press: Why COVID-19 Is

recession Like Being Stranded In The
Arctic, And Why You Shouldn't
Freak Out

April 2020 March 2020




Don't miss out!

Joint our mailing list

20 Advertising through a recession



http://www.ebq.news/subscribe

