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ACTING SUCCESSFULLY 
IN THE CORONA CRISIS 



OUR INSIGHTS 
AND EXPERIENCE 
VALUES FOR YOU

The Corona pandemic is a humanitarian disaster and the next 

few weeks must be devoted primarily to protecting human lives. 

The measures to contain the virus have brought about a 

sudden change in public life and the economic situation 

worldwide. 

Governments and industries are working together to 

understand and address the challenges, support stakeholders 

and communities, and mitigate the impacts. What can you do 

now? 

Times of crisis require brands to act with particular sensitivity. 

At the same time, the framework conditions for business 

models, messages and channels are changing. Strategies need 

to be put to the test. It takes vision. How can you now prepare 

yourself ideally for the end of the crisis? 

The dynamic situation makes valid predictions impossible. But 

our presence in the Chinese market gives us insights into the 

time after the restrictions. 

We make this experience and knowledge from our specialists 

available to you in the form of nine recommendations for 

action. 

They can help you recognize opportunities in the crisis and 

actively use them for your company. 



1. Feelings of closeness and 

familiarity create trust.

2. Now is the time to gain market 

share. 

3. Reach is growing in double-digits 

– offering new opportunities.

RECOMMENDATIONS 
FOR ACTION
MEDIA



1
FEELINGS OF LOSENESS
AND FAMILIARITY 
CREATE TRUST.



Source: Zukunftsinstitut „Der Corona-Effekt“ vier Zukunftsszenarien, März 2020

EMOTIONAL CLOSENESS – ESPECIALLY 
IMPORTANT WITH “SOCIAL DISTANCING”



THE TREND IS NOT NEW. 
REGIONAL BRANDS HAVE BEEN GROWING 
FOR SOME TIME.

Source: GfK Consumer Panel



» 80% of French people have no confidence in 

food

» Consumers are confronted with a flood of different 

quality labels such as national and European 

labels

» Auchan develops quality seals that clearly show 

where products actually come from

» Consumers can check the production and origin 

of their food using GPS coordinates and QR codes 

and even track products on Google Maps

» Auchan creates orientation with GPS Quality 

Label

COMMUNICATING REFERENCES TO 
REGIONALITY WITH INNOVATIVE IDEAS:

Source: www.auchan.fr



» How is consumer buying and media usage behaviour changing?

» How can regional advertising now be used in addition to national 

communication? 

» What would be the optimal budget distribution nationally/regionally?

» When does it start to pay off for me to advertise regionally in addition to 

national communication and in which media?

» What spaces are people moving in now?

» Can regional communication strengthen my brand?

» In which areas do my potentials actually lie?

» How can I now convey nearness to my customers and create trust in 

my brand in the region?

WE ANSWER YOUR QUESTIONS ABOUT 
REGIONAL MEDIA OPTIMIZATION:

EXAMPLES OF QUESTIONS WE’D LIKE TO HELP YOU WITH YOUR CONTACT PERSONS

Barbara Evans

Managing Partner 

Mediaplus Media 2

b.evans@mediaplus.com

Tel. +49 89-2050 5520

Esther Busch

Managing Partner 

Mediaplus Köln

e.busch@mediaplus.com

Tel. +49 221-914 08 200



2
NOW IS THE TIME TO 
GAIN MARKET SHARE.



recessionrecession

Source: 20.000er GfK Haushaltspanel ConsumerScan (Marktanteile Basis Wert), Nielsen Media Research

WINNERS INVEST IN TIMES OF CRISIS  
SECURING MARKET SHARE: 

2008 20092001 2003

MARKET SHARE 

LOSERS

AD SPENDING LOSERS

MARKET SHARE 

WINNERS

AD SPENDING WINNERS

» Data from two business cycles show 

that during the growth phase market 

shares increased only moderately 

» Rapid increases and decreases 

occurred in the short phases of the 

crisis

» Winner brands increased their 

average market share by 12 index 

points in 2009, while the loser brands 

lost 9 index points 

Advertising spending in correlation with market share



Source: Andrew J. Razeghi. Kellogg School of Management. Innovating Through Recession.2008.

COMPANIES THAT 
MAINTAINED OR 
INCREASED 
ADVERTISING 
SPENDING DURING A 
RECESSION, SOLD 
256% MORE, THAN 
COMPANIES THAT 
CUT BACK ON THEIR 
SPENDING.

4 years after the crisis



» How is consumer buying and media usage behavior changing in the 

current situation?

» Which media are benefiting from changing consumer behavior in the 

current crisis and what investment strategies offer the greatest 

efficiency gains?

» What opportunities arise during a crisis for sustainable brand growth?

» How can the relationship between advertising investment and market 

share in a recession be quantified?

» Which brands and industries have the greatest growth opportunities?

WE ANSWER YOUR QUESTIONS ABOUT 
MEDIA STRATEGY:

EXAMPLES OF QUESTIONS WE’D LIKE TO HELP YOU WITH YOUR CONTACT PERSONS

Matthias Brüll

Managing Director

Mediaplus International

m.bruell@mediaplus.com

Tel. +49 170 578 36 54

Jochen Lenhard

Managing Partner

Mediaplus Gruppe

j.lenhard@mediaplus.com

Tel. +49 172 91 03 048



3
REACH IS GROWING 
IN DOUBLE DIGITS –
OFFERING NEW 
OPPORTUNITIES.



THE MAIN MEDIA INSIGHTS 
FROM RECENT DAYS:

Source: MP Insights / Media Research, März 2020 

20% 
increase in visual 

duration

16% - 63%*
increase in reach

30% 
lower ave. cost 

per GRP 14 - 49 

than 2019

* Reichweite der Werbung nimmt in den letzten 6 Wochen zwischen 16% und 63% zu (alle Zielgruppen positiv), insbesondere bei Kindern (Schulschließung)
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ave net reach per day

14-49 yrs.

NET REACH ALSO INCREASED 
SIGNIFICANTLY IN KW 12:



» Which media channels are developing particularly strongly right now?

» How does my target group benefit from media use now?

» Which environments are currently in particular demand?

» What times of day and with which channel mixes do I generate the 

strongest traffic to my website?

» How strongly will my advertising impact and purchase acceptance 

develop after the crisis?

WE ANSWER YOUR QUESTIONS ABOUT 
MEDIA-OPTIMIZATION:

EXAMPLES OF QUESTIONS WE’D LIKE TO HELP YOU WITH YOUR CONTACT PERSONS

Andrea Malgara

Managing Partner 

Mediaplus Gruppe

a.malgara@mediaplus.com

Tel. +49 175-1815168

Jens Barczewski

General Manager 

Mediaplus Gruppe

j.barczewski@mediaplus.com 

Tel. +49 151 40 2050 70



From a psychological point of view, there will be a 

great desire afterwards to start again . 

To work and party. 

The second half of the year will be full of 

professional appointments, social events, 

concerts and the desire to go out. 

There will be a spring effect. 

We will want to scream to the world that we’re 

back after this ugly adventure. 

Gianluca Castelnuovo, Catholic University, Milan

»

«



Source: https://hbr.org/2020/03/how-chinese-companies-have-responded-to-coronavirus

DARE TO BE 
OPTIMISTIC!
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Real estate business picks up speed again

A look at China also gives hope

» China has already arrived in the “post-Corona” era

» People are leaving their homes, public life is returning

» Individual new infections are still regularly reported -

but the economy is booming again

» More than 80 % of factories have started operations

» Entrepreneurs are optimistic, market confidence is not 

broken



UNSERE 
EINBLICKE UND 
ERFAHRUNGS-
WERTE FÜR SIE

We invite you to the crisis wigwam. Our WigWam is a proven 

creative process with which we can create a wealth of ideas 

and solutions in a very short time. For this purpose we come 

together for 2 - 4 hours and work together on a concrete issue. 

Normally we invite you to the House of Communication, 

currently we welcome you in the virtual room. 

In the run-up to the WigWam, together with you, we identify  

which of the 9 recommended actions currently offer the 

most potential for you and define a concrete task to be solved 

in the WigWam. Based on this, we put together a team of 

strategists, creatives and media/innovation experts for you.

Then we're ready to go. As a team. Together with you. In short, 

intensive sprints we generate a multitude of creative 

approaches. These ideas are regularly condensed and serve 

as a springboard for the next round. At the end of this iterative 

process we have created a pool of solutions and approaches 

from which we select the 3 best ones. These can then be further 

developed with our teams of experts. 

If you are interested, please contact Felix Bartels at: 

F.Bartels@serviceplan.com. 

OVERCOMING THE 

CRISIS TOGETHER

OUR OFFER



BUILDING BEST BRANDS

© 2020 | serviceplan-group.com 



1. All rights to the presentation and its contents (including concepts, designs, prices, conditions, plans, etc.) remain

exclusively with the agency, as well as any know-how on which the presentation is based and regardless of whether the

presentation contents contain copyrights, rights of use and property rights and whether the presentation was only shown or

handed over, for an unlimited period of time.

2. The contents of the presentation are business secrets in the sense of §2 number 1 GeschGehG. Any unauthorised use or

disclosure of the contents without the prior express consent of the Agency is considered a violation of the GeschGehG. All

contents of the presentation are subject to strict confidentiality.

3. With the presentation and / or transfer of the presentation, the Agency does not grant any rights to the presentation or the

presentation contents. Any use, exploitation, duplication, processing as well as any transfer to third parties with regard to

the presentation and its contents is not permitted and requires the express written consent of the agency.

4. With regard to photos, logos, graphics, sketches etc. contained in the presentation, no copyright or other rights are

granted by the presentation and / or transfer of the presentation. These rights must be acquired separately.

5. Any use without explicit granting of rights is not permitted. Items 1-4 shall apply accordingly to all other documents that

were to be presented or handed over with the presentation and/or handover.

LEGAL INFORMATION


