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Building brands in uncertain times

Media and Creative Insights 
2021
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Source: 198 brands that over-performed at each stage of the buyer lifecycle, % change across 3 years
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Competitive stalemate

Disruptive growth Maintain momentum

1 in 10

Three years

6 in 10

3 in 10

6% of brands



Source: 198 brands that over-performed at each stage of the buyer lifecycle, % change across 3 years
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Drivers of salience: 

Overall campaign 

level
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KANTAR KNOWS
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https://www.youtube.com/watch?v=PL0b5uTjU4U
https://www.youtube.com/watch?v=PL0b5uTjU4U
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https://www.youtube.com/watch?v=PL0b5uTjU4U
https://www.youtube.com/watch?v=PL0b5uTjU4U
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https://www.youtube.com/watch?v=PL0b5uTjU4U
https://www.youtube.com/watch?v=PL0b5uTjU4U
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53%

59%

68%

Low Branding Medium Branding High Branding

High branding scores related to stronger 
sales effects

55

26

Stories with Good Brand Fit Stories with Bad Brand Fit

Brand ‘fit’ is vital in making story ads 
compelling

Short Term Sales Increase (%) Motivation



How to create 
maximum impact in 
uncertain times



Covid is accelerating the digital transformation of companies… and consumers

Source: Q10. In general, how has the coronavirus situation impacted your use of media? With reference to the last month, are you using the following media… (SC 

for each row) – Wave 5 data

n

n

APAC
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Internet surfing

Online videos (e.g. YouTube, ...)

Websites e.g. News, blog, ... (not social network)

Social network

Instant messaging systems/apps

e-mail

Listening to podcasts/streaming music

TV on demand/streaming

Online/Streaming radio

TV (traditional/offline)

Radio (offline)

Newspaper (offline)

Magazines (offline)

Cinema



e-Commerce adoption have finally happened

At least 185MM households have bought FMCG on e-commerce now in Asia

+50% of the online shoppers in SEA are new

Penetration Points - Ecommerce

42

49

55

5
9

11

65

73

81

MAT 2018 MAT 2019 MAT 2020

Total ASIA 8 Countries

SEA

North Asia

ASIA E-commerce Penetration vs. Households (MAT May 20)

* Philippines up to MAT Apr 2020

4.4 5.7 10.3 10.0 16.3 19.5 10.9 12.3

Penetration – New Ecommerce Households in 2020

SEA: Average 60% of new Ecommerce households  NA: Average 20% of new 

Ecommerce households  
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This happened before

SARS has been considered the 
”genesis” of the ecommerce in china, 
when Chinese people Unwilling to go 
out for anything but the essentials, 
began shopping online.

Source: Quartz April 2016: China’s Internet got a 

strange and lasting boost from the SARS epidemic.

CNBC: The SARS epidemic threatened Alibaba’s 

survival in 2003
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$1
TV

$1.19
TV + PRINT

$1.20
TV + RADIO

$1.60
TV + DIGITAL

60% ROI
INVESTING IN TV + DIGITAL =



5% 3%

12%

36%

4%

9%15%

TV

Online videoSocial media

Source: Kantar CrossMedia studies 201935

Heavy TV Med TV Light TV No TV

Consistently delivers additional reach on 

top of TV

Digital has a higher impact among light 

or non-TV viewers

% Average Reach
% Digital Reach by type of TV 

consumer
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7,983 2,645

33%
percentage of 

multi screen 

impressions

TV Exposure instances of TV exposure 

overlap with mobile activities

Source: Vietnam Passive Metering Research 2020
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Top 10 Categories Used % of Category of apps used when distracted

Instant Messaging 22%

Social Networks 19%

Web Browser 9%

Video streamer 9%

Games 4%

Search 3%

Email 3%

Video / photo editor or 

viewer

2%

Voice 1%

Top 10 App Used % of apps used when distracted

Facebook 17%

Facebook Messenger 15%

YouTube 8%

Chrome Browser - Google 6%

Zalo 6%

Google Search 3%

Google Play 2%

Instagram 2%

Source: Vietnam Passive Metering Research 2020
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53

100

135

Low Average High

Digital creative quality

Volume sales indexed against an average digital unit 



EFFECTIVENESS SUCCESS RATE %
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41Source: Global Connect database

80%
impact

20%
of touchpoints



No two digital platforms work in the same way:

− Facebook delivers greater impact per dollar spent.. 

− …whereas YouTube is more effective in driving higher impact per impression

− That means that to create a rapid campaign impact you should use YouTube 

(e.g. Masthead)..

− ..while Facebook will benefit more from ‘always on’ investment.

Understand how each digital platform works
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Contribution by channel to consideration across 
all campaigns

Impact based on ROI

Impact per impression

Online display

Online video

Facebook

Online display

Online video

Facebook

100%

117%

151%

100%

167%

73%

Online display

Online video

Facebook
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MEDIA CONTRIBUTION TO IMPACT

Create

Awareness

Drive

Motivation

Build

Associations

All KPIs

Spends

Programmatic

TV

Facebook & 

Instagram

Twitter

YouTube

Video Streaming

59%

28%

57%

8%

6%

8%

3%

12%

11%

37%
100%

15%

47%

6%

13% 8%
17%

5%

4% 8%

3%
11%

17%
7%

+6.6 +2.1 +6 +9.6

Formats like YouTube’s Masthead allow to generate a high impact in just one day. In this example Masthead was planned 

ahead of TV. It generated all the Awareness growth. Then TV ad helped consumers to understand the story more in depth 

impacting on the perception of the brand (Associations)

Case: Tech brand
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Cases : 41Cases : 16

Source: Kantar Context Lab Database 2020
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Cases : 34Cases : 16 Cases : 32

Source: Kantar Context Lab Database 2020



PA6: What did make you interested in the item? PA3: Where did you  research about the item? PA4: Which provided the most useful information to 

decide?

32%

25%

22%

21%

11%

POSM

Web WOM

Saw friends/ family

using it

Instagram

Magazine

47%

23%

19%

12%

9%

POSM

Web WOM

Saw friends/ family
using it

Magazine

TVCM

34%

30%

27%

24%

16%

Instagram

Did not search

@cosme comment

@cosme ranking

Twitter

43%

30%

25%

14%

11%

Did not search

@cosme comment

@cosme ranking

google

Twitter

17%

17%

9%

5%

5%

Instagram

@CosmeComments

@CosmeRanking

YouTube

Magazine

21%

9%

6%

6%

5%

@CosmeComments

Google

@CosmeRanking

Magazine

Yahoo!

60% of consumers say they discover new things on Instagram
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Enjoyment Brand Impact

Ads that perform well on TV has ~50% chances to do 

the same on Digital

48%52%

Same Performance

Lower Performance



YouTube 

Bumper

Campaign 

Microsite

Facebook 

Video 15”

YouTube

Long form 

Video

Twitter 

KOLs

BRAND 

CREATIVE 

IDEA

Instagram

Stories

Facebook 

Display

TikTok

TopView

TikTok

Videos

YouTube 

Masthead

E-

commerce 

search

Instagram 

Discovery

Google 

Search
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How DTC approach consumers, are fundamental for CPG to win online:

• Brand Authenticity

• Personalization

• Digital By Design

• Build a Community

• Strongly rely on Data.

https://www.forbes.com/sites/forbescommunicationscouncil/2020/10/08/how-cpg-brands-are-using-dtc-to-stay-competitive/?sh=77004c294fca
https://hbr.org/2020/03/reinventing-the-direct-to-consumer-business-model
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• Strong brands deliver superior shareholder returns even in tough times.

• Exposure (influencing future sales) has the most impact on growth by predisposing new users to 

choose the brand.

Creating an strong connection and are perceived as meaningful different significantly increased 

in value YOY.

• How to create that connection? It all starts with the creative.

• Creative effectiveness calls for a back-to-basics strategy: have a strong creative idea, creative a 

lasting impression and integrate the brand.

• Digital is the platform that will create maximum impact in uncertain times,

• Consumers are more in digital than ever before, and ecommerce adoption has finally happened.

• Digital is a great complement to TV investment, but we need to be clear what role is going to 

play.

• Objective is to create an ecosystem where everything stiches together, content and platform.

• Digital by design companies will help us to understand what takes to win in the digital space.
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Thank You!





https://wfanet.org/events/item/3277/spotlight-building-your-brand-in-an-ecommerce-environment
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