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Three Economic Phases of Covid19
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ESOV in a Recession

ESOV= +10
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+21%

During lockdown, linear TV viewing increased across 
the board

• Source: BARB weeks 13-19 2020 vs weeks 13-19 2019. All data based on live & VOSDAL TV set viewing.
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Source: Thinkbox



1920-1923

Roland S. Vaile (1927)  Harvard Business Review,



Meldrum and Fewsmith (1979) Associated Business Publications

1974-75



1980-1981

Biel and King (1990). WPP Center for Research and Development



1990-91

Thomas Kamber (2002) Journal of Brand Management.



2007-2008

Peter Field (2020) for B2B InstitutePeter Field (2020). LinkedIn B2B Institute



Advertising During a Recession

There is a big upside here in terms of reminding 
consumers of the benefits they have experienced on our 
brands and how they have served them and their families’ 
needs. That is why this is not the time to come off air.
With more media consumption now than ever, this all ties 
back to doubling down, and moving forward not 
backward. This is not a time to retrench – and that is a 
service to our consumers, our retail partners and to 
broader society.
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Broadcaster TV accounts for 
68% of our video day…

All Individuals: 4hrs, 42 mins
16-34s: 4hrs, 13 mins

Average video time per dayALL INDIVIDUALS

16-34s

• Source: 2019, BARB / comScore / Broadcaster stream data / IPA Touchpoints 2019 / Rentrak

Source: Thinkbox
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• Source: 2019, BARB / comScore / Broadcaster stream data / IPA Touchpoints 2019 / Rentrak

All Individuals: 18 mins
16-34s: 12 mins

Average video advertising time per day

16-34s

Broadcaster TV accounts 
for  A lot of video 
ADVERTISING day

Source: Thinkbox



Not all video is created equal when it comes to ads

Source:                     Mind the Gap 2020



But This is Not An either/or
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Diversity Beats Media Apartheid



In Summary
 Covid19 impacts brands differently
 The rules of recession have not changed
 ESOV is especially important during recession
 TV continues to offer astonishing impact
 Both as a stand along medium
 And as a campaign catalyst
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