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We stand with you. 



https://www.cdc.gov/flu/pandemic-resources/planning-preparedness/global-planning-508.html


Maintain consumer 
First mindset

Think short term But 
don’t forget Long-term 
vision

Focus on digital &
Social but TV still key
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Accelerate Commerce
Capabilities

Maintain digital
Effectiveness &
quality

Prepare for the
Recovery now
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What we can learn from the epi-centre

Explore the sectors that will be hardest hit by Covid-19

What is the impact that is 
expected on the advertising market

How brands and the community 
are responding to the pandemic

UM recommendations for brand safety
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The initial shock for SARS in 2003 
lead the way to explosive growth 
in recovery

With hyper local shopping 
as the only alternative to 
venture outside

It also resulted in longer term 
gains for in home essentials
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The operating challenges change with the hour, and of course the path of the 
virus is unknown, making it very difficult to provide precise estimates of impact
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Despite a strong term, we are actively impacted from the budget cutback from advertisers 
whose businesses have been disrupted, following the coronavirus outbreak in China

Daily time spent on mobile internet 
went from 6.1 hours to 7.3 hours

Weibo saw usage grow by 31%, 
TikTok by 102%

TV Viewership grew after Lunar New 
Year – when there would normally be a dip

Vegetable deliveries increased 
600% YOY over Lunar period

Online grocery sales grew 215% 
YoY between Jan - Feb



•

•

China's outbound and domestic travel 
markets won't fully recover until about 2023

Lunar New Year travel dropped 50%
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Disadvantage Advantage
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Marketing activity may be hit harder than the overall economy for a couple of reasons. 
Advertising activity relies on a number of business categories that are currently closed for 
quarantine. Advertising clutter could be lower as much as 50%-60% for April-June period.

Increases in viewing and decreased demand from several economic sectors could potentially 
lead to lower media costs for advertisers, e.g. additional complimentary air-time or diminished 
online net prices at least for quarantine period. Thus lower prices are likely to happen in the 
short term and may present a good opportunity to increase SOV in this period of uncertainty, 
however we will caveat that this may not be a long term trend.

At the moment of issuing this report, media vendors do not consider situation as Force 
Majeure, meaning that all commitments and agreements still  are in full force. 

The obvious behavioural impact of a severe outbreak is that people will travel less and stay at 
home more to avoid exposure. This may be exacerbated further if companies begin to mandate 
working from home. We can reasonably assume that TV usage of all types & internet browsing 

will increase if this is the case; we see it play out each year during the winter months when 
people are indoors more often to avoid the cold weather. In our opinion, the big winners in this 

scenario will be home entertainment services.
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w10 w11 w12

TV ( minutes per day) ( TOTAL TV)

Internet in local portals (minutes per day)

DAILY REACH

W10 W11 W12 W12 VS W10

All Lithuania 67% 68% 70% 4%

GENDER
Male 63% 64% 65% 4%

Female 71% 71% 74% 4%

Size of residential area

> 200 t. 68% 69% 68% 1%

100-200 Th. 67% 69% 69% 3%

30-100 th. 65% 66% 69% 7%

2-30 th. 70% 68% 77% 9%

< 2 th. 65% 67% 68% 5%

AGE GROUPS

A4-14 48% 53% 56% 15%

A15-24 30% 31% 33% 8%

A25-34 61% 61% 60% -1%

A35-44 68% 71% 73% 7%

A45-54 73% 70% 77% 5%

A55-64 80% 80% 83% 3%

A65+ 86% 87% 88% 2%

INCOMES

< 150 Eur 57% 57% 59% 4%

151-200 Eur 69% 70% 70% 1%

201-250 Eur 70% 71% 74% 5%

251-300 Eur 71% 71% 76% 8%

301-400 Eur 68% 71% 71% 4%

401+ Eur 67% 68% 71% 5%

People are consuming information on unprecedent scale. All media consumption (except for OOH) is increased. This can be seen 
in all segments, except for 25-34 age group  in TV.  This can be seen from hard data (tracking) as well as from peoples opinion 
(KOG research)
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What is more interesting, people didn’t stop seeing ads. They think that information about daily products, health, 
entertainment and e-commerce are more relevant when ever.  



• The number of brands being advertised is decreasing but total ad amount is decreasing slower than advertisers. Remaining 
brands takes advantage of clutter-less air time. 

• Retail remains the largest category in terms of advertising weights. 

• Growing areas - Sweets, Mobile communication, Household hygiene, Gamble. 

• Some categories remain stable and do not reduce weight – Medical service, Telecommunication, Insurance, Hot and 
carbonated drinks.

• Biggest advertiser Tele2 is also ahead of others in GRP growth (comparing 12 & 10 weeks) and is almost 3 times ahead of 
Telia in weights. 

• There were a lot of new brands in week 12 (which haven't advertised in week 10). E-retailers - eurovaistine.lt and ermitazas.lt
- had the highest GRP amounts. 

• Overall, we observe increased sweets and household items categories appearing on the charts. (Brands: Kinder, Ferrero 
Rocher, Karcher, Air wick, Cillit and etc.)
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• Search for shopping online with home delivery jumped by 56%.

• Highest demand is for Barbora, Pigu, Senukai, Varle, Eurovaistine. However in general demand rises for consumer electronics, 
health, telecommunications and investments categories 

W2 W3 W4 W5 W6 W7 W8 W9 W10 W11 W12 W13

Online shopping with home delivery service TRAFFIC OF THE MAIN LT E-SHOPS

pigu.lt senukai.lt barbora.lt

varle.lt topocentras.lt skytech.lt

kilobaitas.lt 1a.lt eurovaistine.lt

According to representative online research those 31% splits among Barbora, Eurovaistine, Senukai and Pigu in general.
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https://www.independent.co.uk/life-style/health-and-families/coronavirus-news-lush-hand-washing-free-spread-uk-a9369101.html
https://www.onmsft.com/news/microsoft-offers-6-month-free-trial-of-paid-teams-tier-in-light-of-coronavirus
https://www.fastcompany.com/90471294/why-corona-beers-silence-is-the-best-possible-response-to-coronavirus-memes-and-discussion
https://www.engadget.com/2020/03/11/xbox-e3-2020-digital-event/?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAADxQmuXlTWhUu-hkyBmKzijKcmpiN_59tVRpb02qdBSaHa6RjWBJkrGo8-xcyuXYFf4G1jCtNgwWrvcdS7WSFhxGzn1So8z6mOMSAIzbnCcr2K_7A-BX31O8AhqZOSRx05esxHQg2xkel1ESGzJW929mxXPSHQdOhlG-N4cioMAf
https://www.vice.com/en_in/article/epgapp/online-parties-china-coronavirus-lockdown
https://medium.com/@dantelicona/coronavirus-how-the-red-cross-is-using-tiktok-to-keep-gen-z-safe-32cfccab361
https://www.businessinsider.com/coronavirus-tiktok-teens-memes-dark-jokes-comedy-outbreak-corona-2020-3?r=US&IR=T
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http://www.xinhuanet.com/english/2020-02/16/c_138789250.htm
https://www.forbes.com/sites/laurenhallanan/2020/02/12/how-to-adapt-your-china-marketing-efforts-during-the-coronavirus-crisis/#64865b6a6582
https://www.independent.co.uk/news/world/europe/coronavirus-italy-siena-song-canto-della-verbena-video-lockdown-a9399176.html
https://weibo.com/u/1188369822
https://www.sacbee.com/news/nation-world/national/article241189786.html
https://www.standard.co.uk/tech/deliveroo-no-contact-delivery-coronavirus-a4386441.html
https://www.squaremeal.co.uk/restaurants/news/starbucks-banned-reusable-cups-coronavirus_9706
https://www.today.com/money/coronavirus-travel-us-airline-cancellation-fee-waiver-policies-t175016
https://www.thedrum.com/news/2020/03/12/kfc-pauses-finger-lickin-ads-amid-coronavirus-panic-and-150-complaints




The COVID 19 and Coronavirus pandemic has 

presented advertisers with a unique brand safety challenge. 

With wall-to-wall media coverage for the foreseeable future and a broad impact across every industry and 

publisher, should advertisers block the term or avoid advertising around this content?
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https://digiday.com/media/coronavirus-climbs-keyword-block-lists-squeezing-news-publishers-programmatic-revenues/
https://adage.com/article/digital/why-new-york-times-shut-programmatic-ads-its-coronavirus-newsletter/2242936
https://www.nytimes.com/2020/03/10/business/media/cruise-ads-coronavirus.html
https://www.adexchanger.com/data-driven-thinking/coronavirus-underscores-the-need-for-an-ad-industry-crisis-response-team/


Coronavirus Underscores The Need For An Ad Industry Crisis Response Team

https://www.adexchanger.com/data-driven-thinking/coronavirus-underscores-the-need-for-an-ad-industry-crisis-response-team/





