NAVIGATING
COVID-19
A GUIDE FOR BRANDS TO
SURVIVE AND THRIVE

Dentsu Aegis Network Hong Kong
March 2020

In a few short months, COVID-19 has ravaged global economies and panicked
entire populations. For Hong Kong, the disease has amplified an already
unprecedented deterioration of its economy that began with the social unrest of
2019.
Public health and safety has never been more of a significant concern, with entire
cities quarantined and travel restrictions implemented the world over. Even places
of work and education have closed to stem infection. The economic and social
impact is shocking and will certainly last longer than with SARS.
The future of COVID-19 is uncertain, so it is essential that brands understand the
facts of today, learn from the past and implement strategies now to survive.
Dentsu Aegis Network Hong Kong created this indispensable guide to
provide insights and guidance for you to successfully navigate COVID-19.
We hope you find it helpful.
Regards,
Dentsu Aegis Network Hong Kong
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THE ECONOMY
VS. THE EPIDEMIC
The two will forever change the consumer landscape of Hong Kong. Transform your brand experience
today and be prepared for the future.
DENTSU AEGIS NETWORK
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COVID-19 – AN EPIDEMIC ON THE RISE
Jan 31, 2020

Feb 6, 2020

WHO announce PHEIC

Dec 31, 2019

Jiangxi Province lockdown while
Tianjin City restricted entry

WHO received alert notification

Feb 8, 2020

Number of deaths exceeded
SARS Shenzhen
semi-lockdown

Feb 11, 2020

WHO renamed 2019-nCoV to COVID-19
72 countries implemented travel bans to
China

GLOBAL
Jan 29, 2020

Jan 7, 2020

First US citizens evacuated

2019-nCoV named by WHO

Feb 9, 2020

Corporations shutdown for 1 more week

CHINA

Feb 5, 2020

Dec 30, 2019

Feb 7, 2020

Liaoning Province lockdown,
affected 50Million people.
Casinos in Macau shut down for
2 weeks

Dr Li and 7 others received the warning

Death of Dr. Li
Hubei Province and Anhui
Province lockdown
Chongqing restricts entry

Jan 29, 2020

Postponed working day until Feb 10

Dec 1, 2019

Jan 9, 2020

First confirmed case

First death case

Jan 23, 2020

Jan 26, 2020

Jan 22, 2020

Except for HK residents,
all visitors that have been
to Hubei Province are now
denied entry into the city

Feb 4, 2020

First death in the city

Feb 8, 2020

World Dream cruise ship
Completes quarantine period

Feb 9, 2020

Protests against quarantine camp
site location in multiple districts

Feb 9, 2020

Jan 25, 2020

9 new recorded cases linked
to the “Hot Pot Family” cluster

HK Government declares highest warning
tier for outbreak in Wuhan

Jan 30, 2020

Feb 15, 2020

Protests against the listing
of designated flu clinics in
multiple districts

Feb 12, 2020

Nurses general union takes industrial
action to demand better protective
equipment for nurses

Feb 5, 2020

HK Government suspends 4 land border crossings to mainland
Mainland flights reduced by 50%

All visitors from the Mainland are subject
to 14 days of mandatory self-quarantine

Feb 3, 2020

HK hospital workers go on strike to demand full closure of Mainland border.
HK Government suspends all but 3 ports for inbound travel from Mainland
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Beijing and Shanghai restricted entry,
4 municipality cities impacted. CNN:
over 80 cities lockdown, 400 Million
people under quarantine

Wuhan City lockdown

First confirmed case
in Hong Kong

HK

Feb 10, 2020

Feb 5, 2020

Panic-buying sees thousands queue
for surgical masks

Feb 12, 2020
Feb 11, 2020

City’s first recovered
patient discharged from hospital

Residents evacuated from Tsing Yi
public housing estate block with 2
consecutively diagnosed cases

Updated
Time:
2020.02.17 11:00am
Updated
Time:
2020.03.04
14:00

55

IN LATE FEBRUARY,
SOCIAL UNREST BEGAN TO RESURRECT

HK
Feb 24, 2020
Feb 17, 2020

Feb 20, 2020

Number of confirmed cases
reaches 60

CDC issues travel guidelines
For Hong Kong

HK Government issues Red
Outbound Travel Alert on Korea
HK Government confirms 68 cases of infected HK
residents Aboard the Diamond Princess cruise ship

Feb 22, 2020

Feb 27, 2020
Manufacturer Gilead to introduce Remdesivir,
medicine for Covid-19, to Hong Kong by
mid-March the earliest.

Feb 25, 2020
Feb 21, 2020
LegCo passes bill of 30 Billion
dollars for anti-epidemic fund

Feb 19, 2020
Second death in the city

Education Bureau announces class resumption
on April 20 the earliest

Unemployment rate rises to 3,4%, highest since 2017
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First anti-government protest
turned violent in Prince Edward
since the Covid-19 outbreak began

Feb 23, 2020
Centre for Health Protection
announces multiple confirmed cases linked
to a Buddhist hall in North Point District

Feb 26, 2020

Feb 19, 2020

Feb 29, 2020

HK Government announces arrangements
for chartered flights to return HK residents
stranded in Wuhan

Feb 28, 2020
Department of Health publishes online list
of buildings where mandatorily self-quarantined
residents are staying

Updated Time: 2020.03.04 14:00
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THE NEW NORM IS HERE. KEEP UP OR CATCH UP.
The perpetual good times of Hong Kong’s past decades is over.
The new norm is a rapidly changing environment that brands
must tackle headfirst with agility or risk having to re-win the
hearts and minds of an ever-shifting consumer base.

Recommendations:
Transform. Be consumer-centric and focus on
experience by reimagining and redesigning how your brand
remains connected with reluctant consumers.

THE NEW NORM BEGAN 6 MONTHS AGO
The trickle of social unrest that began in the latter part of 2019
eventually turned into a flood of disruption that hit both the
retail and tourism-related industries hard.

TIMELINE

Q3 2019

Q1 2020

Q2 2020

Q3 2020

ENTER COVID-19
An already weakened economy is further impacted, turning
toward negative territory for the first time in
decades. Its recovery is expected to be a tough process.

2.9% ↓25%
Q4 GDP CONTRACTION
(BY QUARTER)
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RETAIL SALES DROPPED

SOCIAL UNREST

COVID-19

POST RECOVERY

OUTBREAK
SOCIETAL RECOVERY
EPIDEMIC SUPRESS

(BY QUARTER)

Source: Census and Statistic Department, Hong Kong 2020
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THE REAL WORLD IS REAL SCARY
COVID-19 DRIVES DIGITAL EXPERIENCES
COVID-19 is a highly infectious virus with a list of
possible symptoms. When everyone around you is a
potential carrier and everything you touch could be
contaminated, the physical world becomes a dangerous
place.
Many found solace online, meaning customers no
longer come to your physical stores.

DISEASE

FATALITY RATE

RO*

INCUBATION PERIOD

COVID-19

2%

2.2-3.77

2-14 days

SARS

9.50%

1.85

2-7 days

MERS

36%

3.5-6

FLU

0.50%

0.9-2.1

*R0: The expected transmission rate directly generated by 1 individual. 1 COVID-19 carrier can spread the infection to 2 additional people.

Recommendations:

COVID-19
Outbreak

Digital experiences are no longer just a convenience.
You must refine the Contactless Experience so
homebound consumers can interact with your brand
online.
Plan for the unexpected. Integrate design experience
with COVID-19 scenario planning to ensure your
brand can respond, remediate and recover fast.

DENTSU AEGIS NETWORK

Home confinement
gives TV, social,
news, video
entertainment and
games a boost.

COVID-19
Sustaining

COVID-19
Recovery

Post
Recovery

Epidemic slows down. TAs
return to work/school, but
activities are limited to
necessities such as offices,
homes, supermarkets and
transportation.

The epidemic is over.
TA recovers but is still
cautious and will not go
out unless necessary.

After staying at home
for months, TAs begin
attending events.
However, social unrest
may continue to
impact the TA’s
mobility.

Sources: University of Minnesota, Centre For Infectious Disease Research and Policy New England Journal of Medicine – COVID 19 Navigating the Unchartered, Feb 2020

8

THE PHYSICAL IMPACT SO FAR
As of February 27, 2020, the number of confirmed cases:
GLOBALLY

MAINLAND CHINA

HONG KONG

The number of new infections in China remains
steady. However, new areas such as Iran, Italy,
South Korea and Japan's increase in outbreaks
become a topic of concern.

74% of total global confirmed cases.

112 people hospitalized with 2 fatalities.
The number of new confirmed cases is
expected to increase. Experts estimate
peak outbreak to occur in March.

109,270

DENTSU AEGIS NETWORK

80,735

114

Source: Worldometers.com, Hong Kong Centre of Health and Protection 2020

Time as of 9th March 2020
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HONG KONGERS ARE FEARFUL.
FEEL THEIR PAIN, THEN BE THE CURE.
Recommendations:
Now is the time for brands to fill a void. By providing tools, services, information and convenience to ease the public's pain
points and needs, your brand will provide them much needed confidence. Something they won't soon forget.
FEAR OF CONTRACTING THE VIRUS

72%

up to

11%
Of HK adult population were
Affected by depression in 2019

53%

VS

Male

Female

67%

have expressed fears
over contracting COVID-19

82%

VS

74%

Public Sentiment compared to 2019

With kids <18

44%
Aged 55+

Aged 18-24

drop

61%

VS

63%
Without kids

DENTSU AEGIS NETWORK
DENTSU AEGIS NETWORK

Source: YouGovHK (Feb 12, 2020) - Results based on 2,081 Hong Kongers surveyed by YouGov OmnibusSources: Hong Kong Public Opinion Research Institute
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NEW HEALTH MEASURES, NEW MARKETING
CHALLENGES
Estimated WFH Percentage
SCHOOL SUSPENSION AND WORK FROM HOME
BEGAN AND IS EXPECTED TO CONTINUE TILL THE
END OF MARCH.
Hong Kong schools will remain closed till late April at
the earliest, with the Education Minister also announcing
the cancellation of an important public exam for primary
school pupils.
Following government actions, Hong Kong’s business
community has taken similar precautions - encouraging
remote working, extending leave for employees,
ensuring customer-facing staff wear masks and
imposing self-quarantine for some. Firms have deployed
A/B teams to return to operations.
This presents a significant challenge for a brand's brick
and mortar stores to connect with customers.
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60%

50%
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of Feb

1st wk of Mar
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Mid Feb - End Feb

1st wk of Mar

Mid Mar - End Mar

SCMP 2025 Februrary 5, February 13, Appledaily
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HONG KONG, A BATTERED ECONOMY
Hong Kong is running a fiscal deficit for the first time in 15 years.

↓2.9%
GDP YOY in Q4 2019

DENTSU AEGIS NETWORK

3.4%

Increase in Unemployment

Source: https://www.censtatd.gov.hk/hkstat/sub/so70.jsp
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CHINA’S RIPPLE EFFECT LEADS TO
A LONG, LONG ROAD TO RECOVERY
A drop in China's GDP forecast will impact Hong Kong
The Economist and Evergrande Research
Institute both predict a drop in China's GDP.
As COVID-19 thrashes China’s economy, Bloomberg
predicts China will suffer significantly in the 1st and
2nd quarters of 2020. Hong Kong's economy will
closely follow suit, making a quick recovery unlikely.
China’s 2020 economic growth was originally estimated
(in 2019) to hover around 6.1%. After the outbreak,
The Economist forecasted (in March 2020) that China’s
GDP growth would stand at 4.5%.
Deloitte China’s monthly report revised down their
China GDP growth rate by 0.1 - 1.2%. China’s
economic performance will plummet in the 1st quarter,
remain flat in the 2nd then perform a V-shaped
recovery in the second half, bringing the annual GDP
growth to 5.3 - 5.5%.

BLOOMBERG’S PREDICTION OF CHINA’S
ECONOMIC GROWTH (%)

6

6.2

6.1

6

6

5.9

5.6
Original

4.3

Q1

Since epidemic

Q2

Q3

2020 GDP PREDICTIONS (%)

INSTITUTION

End of March/April

5.4%

UBS

3.8%

5.4%

End of June

5.2%

Citi Group

4.8%

5.5%

Uncontrollable

5%

Bloomberg.

4.5%

5.7%

China {Caijing}

5.0%

5.7%

SITUATION

Source: Evergrande Research Institute

DENTSU AEGIS NETWORK

Q4
Time: as of Feb 2020

Q1

2020 WHOLE YEAR

Time: as of Feb 2020
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ECONOMIC DAMAGE IS GOING GLOBAL
For Hong Kong, a global trade center and a regional hub in Asia, the impact is intensifying.
Hong Kong
According to government
predictions, Hong Kong's
economy’s projected growth
is at -1.5% to 0.5% in 2020.
Underlying consumer price
inflation is forecasted at
2.5% in 2020, down from
3.0% in 2019.

Japan
COVID-19 is estimated to bring
down GDP growth by 0.2%.
The impact on the tourism
industry is similar to SARS in
2003. The economy may lose
$611 billion yen (about $5.6
billion USD).

DENTSU AEGIS NETWORK

Singapore

South Korea

North America,

DBS Bank
indicates that
the restriction of
Chinese tourists for
one quarter will result
in $1 billion
Singaporean dollars in
lost revenue. Maybank
has downgraded 2020
GDP growth forecast
from 1.8% to 1.1%.

The outbreak in Daegu,
South Korea’s 4th largest
city, is expected to contract
the country's GDP in the
first quarter. Growth
forecast for 2020 is
estimated at 2.2% to
2.4%. The economy faces
a double whammy of
decline in exports and
domestic demand.

Europe, Australia
Goldman Sachs estimates
the slump in Chinese
tourism and Chinese
exports will reduce US
economic growth by 0.4%
this quarter.
If the epidemic weakens
China’s growth rate by
0.1%, then the US and
Europe will be expected to
experience a decrease of
0.02%. The impact on
Australia’s tourism and
trade will be double that
of the other countries.

Source: DBS Bank, South Korea Growth Nikkei Asian Review Hong Kong Government
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COVID-19 HITS HARDER
COVID-19
•

Economic

SARS

China's GDP accounted for 18% of the global total in 2019, 3.8X more
than in 2003.

•

China GDP only accounted for 4.3% of the global total in 2003.

•

The Chinese economy is under pressure from US-Sino trade war.

•

China experienced its economic boom just after joining WTO. After the

•

Hong Kong's tourism and retail industry is heavily dependent on Chinese

epidemic, China’s economy encountered a quick and strong bounce back.

tourism.
Wuhan is one of the central hubs for transportation in China. Increased
Mobility

mobility of Chinese citizens, in addition to the highly contagious nature of
the virus, led to extreme difficulty in limiting the viral spread.
The outbreak continues for a 3rd month after CNY holidays are extended.

Timing

Offices and factories that were shut down are only starting to resume work,
heavily impacting industries and supply chains. Productivity in sales and
marketing are also affected.

Mode of
Communication

People have become more tech-savvy as digital and social media channels
become the new mass medium. Online services and SNS flourish, messages
(including fake news) spread even faster.

Business Stimulus

DENTSU AEGIS NETWORK

New services and business models emerge with new technologies.

Less urbanized and less established transportation system made the
epidemic more controllable.

Pandemic more easily contained. Risks to industries were under control
within 3 months. Travel industries suffered as there were less opportunities
to monetize the week-long holidays of Chinese Labor Day.

Heavily relied on traditional forms of media, as the development of online
media and services were still in early stages.

Reassurance measures, promotion strategies and new services.
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INDUSTRY AND
BUSINESS INSIGHTS
Define your strategy based on your industry and business position in the context of COVID-19.
16

HK SALES PLUMMET IN VARIOUS INDUSTRIES
Running fiscal deficit for the first time in 15 years.
RETAIL sales drop further in Feb 2020 YOY

-10.1%

Property sales YOY

Visitors to HK in Feb 2020 YOY

-37.9% -99%

Total Volume of Retail Sales: YOY 2019 vs 2018, by Month

DENTSU AEGIS NETWORK

Source: https://www.censtatd.gov.hk/hkstat/sub/so70.jsp
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THERE ARE BOTH POSITIVELY AND NEGATIVELYIMPACTED INDUSTRIES AND BOTH NEED ACTION
NEGATIVELY IMPACTED INDUSTRIES

TOURISM

JEWELRY & WATCHES

BEAUTY

Hong Kong's service industry includes financial services, tourism, trading and logistics as
well as professional and production services. They have been the driving force of Hong
Kong’s economic growth and accounts for 92% of the GDP (up to HKD330.5 billion of
value).
The epidemic has increased consumers' focus on well-being (health and hygiene) while
reducing foot traffic and social gatherings.

DEPARTMENT

TRANSPORTATION

FASHION

Government and self-imposed quarantine have driven online interactions between
consumers and brands through the roof.

POSITIVELY IMPACTED INDUSTRIES

Recommendations:
PHARMA

SUPERMARKETS

HOME ENTERTAINMENT

TELECOMMUNICATIONS

VIDEO GAMES

ONLINE
SHOPPING & DELIVERY

DENTSU AEGIS NETWORK

For both negatively and positively impacted industries, if brands hadn't focused on
enabling O2O, eCommerce, well-being and contactless products/services, now is
the time to boost business effectiveness and efficiency with the help of
technologies.

Source: Hong Kong Government Statistical Digest of the Services Sector 2019 Edition, Statistica Feb 2020,

Source:https://partnernet.hktb.com/en/research_statistics/index.html * Transportation refers to airline passengers and cargo
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NEGATIVELY IMPACTED INDUSTRIES
Tourism & Hospitality Are The Most Impacted
TOURISM

• Tourists from all countries dropped by 52.7%.
• Hong Kong hotel room occupancy dropped to 59% in 2020 (compared to YOY).
• Hong Kong airlines, like Cathay Pacific, are struggling as 50% of their fleet remain grounded
and 75% of their flights are cut due to the fear of flying.
• 75% of Cathay Pacific staff take unpaid leave.
• Global travel agencies are also impacted. Expedia Group begins global layoff of 3,000 staff
members, starting with Hong Kong and Singapore.

Retail, Restaurant Dining Industry & Cultural Events Are
Impacted
• Luxury dining is impacted as tourism dwindles. March is typically the peak season for dining
out as large events are plenty.
• Biggest annual events, like the Rugby Sevens, are postponed while events like Art Basel and
the Hong Kong International Tattoo Convention are cancelled.
• 50% of HK's $30 billion relief fund organized by the HK Government will be given to
struggling industries including retail, food and beverage, tourism and arts and culture.

JEWELRY

↓ 52.7% YOY
↓36.7% YOY

BEAUTY

↓29.9% YOY

FASHION

↓20.4% YOY

DEPARTMENT
STORES

↓25% YOY

Luxury
• LVMH, one of the largest luxury groups, reports HK sales drop of 40% in the 4th quarter.
• 10% of luxury sales are normally made by travelers in airports/cruises, further impacting
sales.

DENTSU AEGIS NETWORK

Source: PartnerNet Hong Kong 2020, SCMP March 2nd 2020, “Cathay Pacific parks its fleet”
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POSITIVELY IMPACTED INDUSTRIES
Biotech Medical Industry
PHARMACEUTICALS

• Masks, cleaning supplies and hand sanitizer are in high demand. Various medical supporting
equipment such as medical data digitalization, remote diagnosis and treatment are also
increasingly popular.
• Pharmaceutical (including health supplements) companies are positively impacted by COVID19. Momenta Pharmaceuticals develop biologic drugs against immune diseases. Their stock
went up by 10.8% in March.

SUPERMARKETS

↑ 10.2%

HOME ENTERTAINMENT

↑ 2.2%

VIDEO GAMING

↑ 2.2%

ONLINE SHOPPING

↑ 50%

ONLINE FOOD DELIVERY

↑ 80%

TELECOMMUNICATIONS

↑ 460%

Online Entertainment: Movies, On-demand TV, Gaming
• Hong Kong annual revenue for the gaming industry was US $900 million and will continue to
rise to an estimated $US 1 billion by 2021.
• Hong Kong gamers prefer games promoting strategic thinking. ”Plague Inc” is a real-life
simulation game and is the most popular game and number one paid app in the App store.
• 65% of Hong Kongers prefer gaming on mobile phones and tablets, with the rest preferring
playing on consoles and on the computer.
• PS4 game, Resident Evil 3 Remake, is one of the most watched YouTube videos in Hong Kong.

Online Conferencing / Telecommunications / E-commerce
& Delivery Services

↑ 12%

• According to Apple store charts, Zoom Cloud Meetings is one of HK’s top downloaded apps.
• Remote learning, video conferencing equipment and software, e-commerce and food
deliveries are all booming due to COVID-19.

DENTSU AEGIS NETWORK

Source: Marketing Interative: Hong Kong’s massive mobile gaming July 2019 – Social Bakers Jan 2020
SCMP, April 2019 – Watson to spend $1 billion HKD on digital transformation Source: RTHHK March 2020 - https://news.rthk.hk/rthk/en/component/k2/1512023-20200302.htm?spTabChangeable=0
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Plan for the
unplanned by
understanding your
current market
position.

DENTSU AEGIS NETWORK
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MATRIX ANALYSIS: FINDING OPPORTUNITIES
BY UNDERSTANDING MARKET DEMAND
Opportunities and Market Demand Matrix
High Relevancy (with outbreak)

How the matrix works.

1. Identify critical actions by
analyzing the situation and
opportunities.
2. Create an effective marketing
strategy based on your
industry's position on the
Matrix.

Industry

Burst Markets (Panic Economy)
Industries directly related to epidemic
prevention such as, medical related items,
sanitation and disinfection supplies etc.
These products respond directly to the
outbreak thus causing prices to fluctuate.
Due to fear of supply shortages, consumers
will likely to hoard excessively.

characteristics
and market

Impacted Markets
Cinema and movies, airlines and tourism,
dining, retail related sectors that involve
large clusters of group gatherings will be
impacted. Transportation, real estate,
financial investment and other highspending industries will also slump due to
conservative behaviors.

supply/demand

Emerging Markets (Demand Economy)
There is a high demand for industries that
indirectly benefit from epidemic prevention.
In response to changes in workplace policy
and self-quarantine, new demands have
emerged. To manage pain points from
staying at home, industries such as online
food delivery, e-commerce, video gaming
have had positive sales.

Inelastic demand

The horizontal axis is
the elasticity of market demand.

Elastic demand

The vertical axis is the product /
brand relevancy to the outbreak.

Potential Markets
Medical, insurance, health, food, sports related,
home appliances (air filter, vacuum cleaner) etc.
These industries and commodities are related to
"epidemic prevention" and easily attract
consumers' attention by promoting benefits
such as "strengthening immune system" and
"maintaining life-style hygiene."

Low Relevancy (with outbreak)

DENTSU AEGIS NETWORK
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ANALYSIS OF THE VERTICAL AXIS:

THE EPIDEMIC'S IMPACT ON MARKETING
For industries with high relevance to the epidemic
prevention: Streamline operations to address
customer demand.

For industries with low relevance to the
epidemic: Consolidate resources and be
prepared.

Consumers' intense concern and focus on acquiring everyday hygiene items
require dedicated attention from a brand. Communication is critical to ease
customer anxiety and frustrations. Being active on social media and
responding to comments promptly will be beneficial.

In contrast, during the epidemic period, impacted markets are considered low
priority. As consumer behaviors are polarized due to the weakening powers of
communication, consumer decisions are simplified. Purchase decisions will be
fast, purpose-driven rather than spending time evaluating new products.

The challenge for this industry is to manage inventory levels and deal with
increased demands. Being prepared and keeping up with consumer requirements
will be a top priority.

Goods or services that have lower demand, or high price points will suffer a
decline in sales. It is recommended to consolidate the overall resources during
this period to prepare.
High Relevancy (to outbreak)

High Relevancy (to outbreak)

Emerging Markets
(Demand Economy)
Low Relevancy (to outbreak)

DENTSU AEGIS NETWORK

Potential
Markets

Impacted
Markets

Burst Markets
(Panic Economy)

Emerging Markets
(Demand Economy)

Inelastic demand

Impacted
Markets

Elastic demand

Burst Markets
(Panic Economy)

Inelastic demand

Elastic demand

Potential
Markets

Low Relevancy (to outbreak)
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ANALYSIS OF THE HORIZONTAL AXIS:
MARKET DEMAND'S IMPACT ON MARKETING
Industries with inelastic demand:
Establish a new long-term relationship.

Industries with elastic demand:
Soft communication.

Despite the epidemic, food, clothing, shelter and transportation are still daily
necessities. The focus for these industries should be on building long-lasting
customer experiences. This will secure strong bonds even after the epidemic.
Providing pre-order services while introducing memberships or subscription
programs are a fantastic way to promote business and build relationships.

Consumption is not the primary concern for this epidemic. As promotions no
longer have the desired effect, the primary focus is on rediscovering a
method of communication with consumers. If your industry is highly relevant
to the outbreak, the message should be closely linked to epidemic
prevention to encourage and induce consumer spending behavior. If your
industry is indirectly related to the epidemic, communicating your brand's
concern towards the epidemic will win consumers over.

High Relevancy (to outbreak)

Emerging Markets
(Demand Economy)

Low Relevancy (to outbreak)
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Potential
Markets

Stagnant
Markets

Burst Markets
(Panic Economy)

Emerging Markets
(Demand Economy)

Inelastic demand

Impacted
Markets

Elastic demand

Burst Markets
(Panic Economy)

Inelastic demand

Elastic demand

Potential
Markets

High Relevancy (to outbreak)

Low Relevancy (to outbreak)
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RECOMMENDATIONS FOR
BURST AND POTENTIAL MARKETS
Potential Markets

Burst Markets - Panic Economy/Stocking
Economy
•

•
•
•

Provide quality customer service and be prepared to deal with the
increased demand for supplies. We recommended not to inflate prices to
solve the problem of supply-demand; it will create a negative brand
image and lead to customer resentment.
Introduce pre-order promotions, membership, and build CRM.
Breakaway from the product itself, steer away from sale promotions, and
focus on member-centric services.
Media can invest more in channels that actively reach consumers, such as
video ads and display ads.

•
•
•
•

Create a new communication strategy focused on epidemic prevention
through self-care.
Launch promotions at the right time, without increasing prices.
Tie-in to other low-relevancy products for joint promotion, which can save
the downturn in sales of different product lines.
Effective channels with strong demand signals (such as SEO advertising)
are still the focus of media investment. If there is a highly attractive
communication entry point, display advertising is recommended.

High Relevancy (to outbreak)

High Relevancy (to outbreak)

Emerging Markets
(Demand Economy)

Low Relevancy (to outbreak)
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Stagnant Markets

Burst Markets
(Panic Economy)

Emerging Markets
(Demand Economy)

Inelastic demand

Stagnant Markets

 Potential Markets
Elastic demand

 Burst Markets
(Panic Economy)

Inelastic demand

Elastic demand

Potential Markets

Low Relevancy (to outbreak)
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RECOMMENDATIONS FOR
EMERGING AND STAGNANT MARKETS
Stagnant Market

Emerging Market - Demand Economy
•
•
•
•

Steer away from complicated service mechanisms or adopting any engagement
method that raises consumer thresholds.
Product demand with low-relation to the epidemic or epidemic prevention should try
connecting with consumers' current lifestyle (such as the usual behavior changed by
the epidemic situation) and create new demand.
Advertising campaigns can break away from the product itself and steer away from
sale promotions. Instead, focus on strengthening member services.
The key to standing out from other competitors is to grasp and master media
dynamics, primarily focusing on the demand messages; SEO advertising is suitable.
Additionally, identifying reliable third-party partners to cooperate with (such as Price
Comparison Network) will prove beneficial.

•
•
•
•

Creating brand initiatives towards causes that the brand is interested in to
build brand preference is highly recommended.
It is not recommended to sprint for sale performances at this time unless
there can be undeniably great promotional programs.
After the end of this epidemic period, stabilize the overall pace and strategize
a new game plan.
Effective channels with strong demand messages (such as SEO advertising)
are still a focus of media investment. Tracking visitors’ behavior during the
period can further enhance future marketing plans.

High Relevancy (to outbreak)

High Relevancy (to outbreak)

Low Relevancy (to outbreak)
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Potential Markets

 Stagnant Market

Burst Markets
(Panic Economy)

Emerging Markets
(Demand Economy)

Inelastic demand

 Emerging Market
(Demand Economy)

Elastic demand

Stagnant Markets

Burst Market
(Panic Economy)

Inelastic demand

Elastic demand

Potential Markets

Low Relevancy (to outbreak)
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BRAND AND
MARKETING INSIGHTS

Consumer-driven strategies and actions that help your business and brand thrive
and survive.
27

A STRONG NEED TO

EMBRACE
BRAND COMMERCE.

Consumer needs-centric omnichannel brand experiences that shorten the journey
between inspirations and purchases, helping consumers endure COVID-19
hardships and build a relationship that lasts.
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EMBRACE BRAND COMMERCE.
Consumer needs-centric omnichannel brand experiences that shorten the journey between
inspirations and purchases, helping consumers endure COVID-19 hardships and build a
relationship that lasts.

INSIGHTS

BOOST CONSUMER
CONFIDENCE IN
BRANDS

INCREASE SALES
PROMOTION

LAUNCH NEW
SERVICES
(OR PRODUCTS)

CREATE A POSITIVE
BRAND IMAGE
THROUGH CSR

BOOST DIGITAL AND DATA MATURITY
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INSIGHTS EMBRACING BRAND COMMERCE
Consumer needs-centric omnichannel brand experiences that shorten the journey between inspirations and
purchases, helping consumers endure COVID-19 hardships and build a relationship that lasts.

BOOST DIGITAL AND DATA MATURITY

Omnichannel
Brand
Experience
Leveraging technologies to deliver
product and services in this
situation
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Content to
respond,
remediate
re-engage

Media
Amplification
Right place, right time, right content,
right context – consumer-centric
omnichannel strategies for maximum
ROI.

Forge stronger bonds with
consumers through digital
content, social media and
collaborations.
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Omnichannel
Brand Experience
Leveraging technologies to deliver product and services in this situation.
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eCOMMERCE IS NOW TOP PRIORITY
What was once an alternative distribution channel is now the top channel for some brands.
It answers to

It answers to

Order from anywhere
Order products from the comfort and safety of your own home.

Diversify sources of income
Retailers are no longer confined to the physical space of their stores.

Immediately check if it is available
Know the stock availability of products immediately.

Tap into new customer segments
Add new advertising channels and messaging to reach the new online
spenders easily.

Immediate Consumers Needs

More choices
Browse products and categories that are unavailable in the store. Buy
end of line at greatly discounted prices.

Immediate Business Needs.

International reach
Appeal to the international public and allow visitors who are far away to
browse your store.

Product comparison and reviews
Read trusted reviews by other shoppers who've bought the same
products. Learn more about the risks and rewards of buying this
product.

Reduce labor and physical space
Vastly reduced operational costs on office rent, shop decoration, product
demos, labor, electricity, physical advertising, etc.

Pricing
Compare product pricing between different online retailers with ease.

Very focused results
Run targeted marketing campaigns and see the effects of this on your
eCommerce store. Learn more from customer behavior.
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OMNI-COMMERCE SOLUTIONS
Brands need to give consumers a sense of confidence during this viral outbreak by providing
tools, services and information to address consumer needs O2O – from inspiration to usage.

Seamless Omnichannel Experience
Brands should be able to address the COVID-19 needs of businesses and consumers fast. The
various stages of the consumer journey from navigation to searching to product
recommendations and shipping orders should be hassle-free.
FWD Hong Kong addressed the need for a complete non-physical purchase journey
by implementing a simple online screening to direct appropriate customers to appropriate
Customer Service teams to complete a purchase, making the process more efficient for both the
business and customer.

Social Commerce
Get social with consumer targeting. Hong Kongers look to social media for COVID-19 information.
Take advantage of “Discover” and “Marketplace” social features to drive marketing and sales
performances. Social commerce is here to stay - apps have become a one-stop-shop
that keeps consumers entertained from inspiration to conversion.

Mobile Banking Solutions and Payment Gateway
Mobile banking and payment gateway have become a must-have for eCommerce. Higher demand
for online solutions must be met with a smooth user experience for customers.

Picking Delivery Partners vs Unmanned Delivery
Carefully select logistic partners to ensure safe delivery of your brand's products. Real-time
tracking and transparency at both ends are crucial for brands, consumers and logistic
partners. Meitu Dianping and JD.com have begun to make deliveries to hospitals and infected
areas with the help of drones and bots.
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GET O2O & SMART RETAIL
READY WITH TECH
eTailer Partnership
While searches on eCommerce platforms are rapidly growing, brands can
collaborate with trustworthy eCommerce retailers to solve logistic challenges
and gain maximum exposure.

Contact-free Click and Collect
For more immediate results, brands can consider offering unmanned Click-andCollect options by utilizing commercial parcel lockers or setting up pick-up
amenities in store.

Unmanned Store / Brand Experience
Brands can use data and technology to enrich store experiences, providing
convenience to customers and improving long-term business efficiency. For
health-conscious consumers, there is a desire to limit human contact, a key pain
point in their purchasing decision.
Data and the use of the latest technology like AI (Artificial Intelligence), VR/AR
(Virtual/Augmented Reality), MR (Mixed Reality) and Facial/Voice recognition can
bring a personalized brand experience to customers at anytime, anywhere.
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TRANSFORM SERVICES TO MAKE A DIFFERENCE
As contact-free experience demands rise, brands must adapt.
New services, new market
opportunities
A new service can be the perfect recruitment tool or a
new revenue stream. Foodpanda launched PandaMart
in February 2020 as an online grocery delivery
service. Their goal is to collaborate with more than
3,000 shops and over 500 supermarkets and
pharmacies this year. It is hoping to redefine grocery
deliveries by offering round-the-clock delivery
services across 18 districts in Hong Kong. All while
maintaining an average delivery time of 15 minutes.

Automated VR-based Therapy –
Telemedicine and AI powered Chatbot
Generali's My Digital Doctor app provides employers
and employees a seamless end-to-end insurance
journey all within the app. From assessing initial
symptoms to finding a clinic to scheduling an
appointment to e-claim services.
A professional consultation team is also available
online to solve questions regarding group medical
insurance plan options so that employees and their
HR teams need not spend time meeting agents
physically. Helping to keep administrative costs low.
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Provide alternative services

Improve existing services

Companies are providing options for customers
who are more comfortable with purchasing
without human contact. Solutions such as
virtual assistants, chatbots, avatars or live
streams hold the advantage in these scenarios.

Brands are now changing their own services
and deploying new measures to lower the risk
of infection. Brands communicate these
controls and measures to customers in stores
and on their own digital/social channels.

Sephora uses facial recognition on its virtual
artist app so that consumers can receive a
virtual makeover anywhere in real-time, star in
their own tutorials and even share their favorite
looks with friends.

•

Disinfection process

•

Hand sanitizer machines

•

Body temperature measurements

•

Masks must be worn instore

Many retail spaces have also implemented
traffic control to reduce customer density
instore. For example, cinemas such as
Broadway Circuit are now offering alternate
row seating.
During this time, customers expect higher
efficiency from online services. To cater
for this need, Manulife has updated their
online platform (claimsimple.hk) to enable a
one-day turnaround insurance claim process
for in-patient and out-patient cases.
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TRANSFORM PRODUCTS TO MAKE A DIFFERENCE
Brands need to boost consumer confidence and help them get through this difficult situation.

Product Innovation

COVID-19 beneficial add-ons

With shortages of traditional face masks around
the world, many companies such as HKTV are
importing machines and materials for local
production.

Beyond launching COVID-19 related products, companies are also providing additional
benefits to existing customers to demonstrate their care, commitment and
loyalty.

Be innovative with design solutions. Hong
Kong Polytechnic University students and faculties
have leveraged 3D printing technology to
produce transparent face shields to protect
medical staff. This will lessen competition between
consumers and medical staff for face masks.

Many insurance companies in Hong Kong have quickly amended their policies to include
COVID-19. In many cases, additional cash benefit is involved or the related waiting period
is waived.
It is no surprise that multiple new products are designed to provide peace of mind
for consumers fearful of becoming infected.

CSR Products
Not every product launch is created to generate revenue. In this challenging time, CSR
actions speak louder than words. Many generous brands would make monetary or COVID19 prevention kit (mask and sanitizers) donations. Online registrations are often
completed to facilitate the distribution process.
Amplify the product/brand needs and relevance by donating useful products and
services directly to victims -reminding consumers of the importance of their offerings

DENTSU AEGIS NETWORK
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Content to
Respond, Remediate
& Re-engage.
Forge stronger bonds with consumers through digital content, social media and collaborations.
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CONTENT AS TOOLS AND SERVICES
Leverage brand utility to create brand affinity.
Don’t forget to address Hong Kongers’ pressing needs and concerns.

FEAR OF GETTING SICK

HOLISTIC WELLNESS

FEAR OF MISSING OUT

Consumers have a strong need to get
the latest information on the virus
status and any prevention measures
and actions.

Health goes beyond COVID-19. Healthconscious customers look for ways to achieve a
well-balanced lifestyle even when homebound.
Hence, brand and content association.

Fear of missing out goes beyond monetary
benefits. Hong Kong consumers are also
interested in minimizing the impact of
a COVID-19-free lifestyle as well as taking
charitable actions.

BE USEFUL

MOTIVATE

DENTSU AEGIS NETWORK

JOIN FORCES
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ELIMINATE THE FEAR OF GETTING SICK
Be authentic, direct and straightforward with your communications.
COVID-19 Status
Consumers have a strong need for realtime information regarding the outbreak
situation, so that they can avoid risky
locations by staying vigilant about affected
areas and individuals.

Brands should increase
operation transparency by providing
real-time information. Helping
consumers avoid unnecessary journeys
and outings.
Simple information such as an operating
store list and stock availability for COVID19 related products.

Prevention Measures and
Actions

Highly-related
Product Advertising

Consumers need to know that they will be safe
when faced with human interaction, purchases and
consumption at your premises.

Living in a connected, digital world
leads to more competition for indemand products and services such
as face masks and insurance policies.
Consumers have difficulty
determining the quality of products
while dealing with fake news on social
media.

Explicit communication on all prevention
measures, actions and plans should be
communicated across multiple channels to
raise consumer confidence.
On the other hand, brands are recommended to
consider home and personal hygiene tips as
part of their content strategies.

The biggest purchasing factor for
consumers is brand authority and
product efficiency, backed by
validated data and certification.
Brands can also provide tools and
information on how to use the
products to protect themselves, ways
to determine product authenticity,
plus clear definitions on medical
terms that allow the customer to
make the right choice with ease.

Source: HKSAR Government , Center for Health and Protection
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BE INCLUSIVE.
DON’T LET CONSUMERS MISS OUT.
Work with consumers through brand collaborations, social listening and
community management so we can all make a difference.
Promotions

Charity Donation

Government

Promotions such as discount
offers, redemption and gift-withpurchase are the most direct way
to drive sales.

Brands showing support towards
the epidemic can build positive
customer sentiment.

Citizens are highly alert of
any government proposals
and benefits. Other than
the supply of hygienic
products, monetary
benefits are crucial in this
harsh environment.

In order to help customers
get through the COVID-19 period,
HKBN is offering one-month
subscription fee redemption whilst
1010 is giving out additional 3GB
mobile data and a one-month free
of entertainment package.
Consider cross-brand
promotions (especially those
related to COVID-19 prevention)
to leverage on each other’s
customer base (CRM) and to
provide a more targeted incentive
for their target audience.

Many brands, companies and
celebrities, not limited to LVMH,
Kering, Swire Group are making
monetary donations to battle
COVID-19, New World
Development was among the first
to act on face masks, hand
sanitizers and disinfectant wipe
for working-class members of
community.
Be Consumer-Inclusive.
Whether it is monetary or
material support, brands can
leverage their channels and
power to provide consumers an
easy and straightforward way to
take part.

Be highly observant on
social and be cautious.
A response can be a
double-edged sword for
both consumers and
employees.

Minimize Side
Effects
Many consequences come with
the new COVID-19 safety
measures. Varying from bad skin
complexion to worries over
financial burdens.
Brands need to observe consumer
pain points and provide solutions.
Social listening is excellent for
real-time observation. Smart
community management allows
quick responses.
For example, Innisfree Hong Kong
offers tips to avoid acne caused
by wearing surgical masks.

Source: HKSAR Government , Tatler 31 January SCMP Feb 3 Govenews.hk,
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HOLISTIC WELLNESS.
HEALTH GOES BEYOND COVID-19.

Health conscious customers look for ways to achieve a well-balanced lifestyle even when they're
homebound. Hence, brand and content association.
Healthy Eating

Learning

Entertainment

We are what we eat. Searches and
content consumption for recipes and
healthy intake have soared. Practical
tips and guidance, such as food
recommendations, ingredient benefits,
simple food recipes and eating habits
are beneficial.

Students instantly tune into eLearning through
educational content and online tutorials
(including school subjects and extracurriculum).

With more time spent at home, Hong
Kongers are spending more time on
videos, gaming and music. So, make
your content entertaining or
interactive.

+61%

+59%

Recipes Web
Search

Vitamin
Web Search

Physical Fitness
Since many sport centers and
facilities are temporarily closed, and
due to the fear of public contact,
consumers are seeking online
fitness videos through apps and
YouTube to keep them active.

+250%
Home Workouts-related
queries on YouTube
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Topics around remote office efficiency, including
ways of working and tools, can be beneficial for
office workers at all levels.
Many spend time online exploring hobbies such
as DIY and craft

+90%
E learningrelated web queries

+40%
E-learning Avg. time spent

on Snapask, HK eLearning Platform

+178%

+80%

“Movie”
YouTube Search

HK movie-related
queries

Emotional Wellness
With stress and depression rates
soaring during this period, brands can
boost consumer confidence by helping
them to relieve stress and maintain
social well-being with “how-to” tips and
videos.
Brands should consider leveraging the
power of social influence to boost
the morale of victims, the heroes and
consumers.

Source: Google Trends Tool 2020, South China Morning Post, Feb 2020
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Media Amplification
Right place, right time, right content, right context – consumer-centric
omnichannel strategies for maximum ROI.
DENTSU AEGIS NETWORK
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DURING THIS HOMEBOUND PERIOD,
MULTIMEDIA TOUCHPOINT STRATEGIES ARE VITAL.
While there are limited people commuting between work and home, TV and digital have become
important sources of information and entertainment.
Media spending by

Media spending by

Media spending by

Top Spending Clients

Always-on Clients

Online Business Clients

Mobile
9%

ViuTV
6%

Others
53%

Now TV
4%

Others
8%

FanTV
6%

Cable TV
9%

Cable TV
10%
MTR
(Urban
Lines)
4%

FanTV
4%
ViuTV
8%

TVB
65%

MTR (EAL, MOL,
WRL & LR)
1%

Desktop
10%

ViuTV
9%
FanTV
16%

Mobile
38%

Now TV
9%

Mobile
11%

Cable TV
10%

Newspaper
0%
Desktop
11%
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TV RATINGS INDICATE MORE TIME SPENT ON HOME
ENTERTAINMENT.
“Entertainment at home” is reflected through growth in TV rating beginning from late January.
Ratings

Early prime time 19:00-20:00

Ratings

Prime time 20:00-22:00
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Source: CSM Media Research Ratings
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DATA-DRIVEN CROSS-SCREEN VIDEO STRATEGIES
ARE CRUCIAL FOR CONNECTING WITH CHANGING
AUDIENCE BEHAVIORS
The truth lies in the data.

As there are behavioral
differences across different
audience groups, data is
the key to determine the
optimum mix of
channels and screens.
During this critical time,
data-driven decisions
can help minimize risks.

SINGLE MEDIA
REACH CURVE

M1 PLANNER
OPTIMIZES REACH
VIA CHANNEL OVERLAP

INTEGRATED REACH
OPTIMIZED CROSS SCREENS

TV

OTT 1

OTT 2

*Graphs and charts are for demonstration only.
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SOCIAL AND VIDEO CONSUMPTION SOAR.
This creates opportunities for brands to tap into consumers’ areas of interest when considering:
1.

Channel and KOL selections

2.

Content creation or collaborations

3.

Brand safety is of utmost importance so keep updating both COVID-19 and social climate-related negative word lists.

NEWS UPDATE

HEALTH & EXERCISE

MOVIE & MUSIC

YouTubers who comment about the
Coronavirus and social events have
captured engagement from the public,
and channels including memehk, Epoch
Times, D100, RTHK and more

Less outdoor activity generated a higher
demand for in-home exercise videos to
help users stay healthy. Channels like
Coffee Lam, 美女健身聯盟 and more, are
some of the most popular channels among
the HK audience right now.

People look for entertaining content to
pass the time at home. Cartoons like
Dragon Ball Z, Walt Disney movie trailers,
and K-pop channels are core content
channels being utilized.
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MEDIA IMPLICATIONS

Develop data-driven
cross-screen video strategy
To maximize ROI, it is essential to leverage data and
tools to determine the optimum mix of screens and
platforms.
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Increase digital and measure
the ROI at the same time
As more budget allocations shift towards digital, it has
become one of the most beneficial mediums from the
COVID-19 outbreak. However, as digital is mostly on a
bidding basis, CPM or CPC will be higher due to increased
competition.

Increase social and keep
a close-eye on the return

Negotiate better discount to
compensate the loss of traffic

As audiences get their latest updates on social media,
marketers can leverage social to reach their target
audiences while measuring engagement.

Fewer people on the street reduces the effectiveness of
OOH advertising. However, OOH is still the tip of the spear
when driving reach. To maintain its effectiveness, more
substantial negotiation is required.
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IMPROVE DATA MATURITY FOR
IMMEDIATE AND SUSTAINABLE BUSINESS RESULTS
In the current situation, it is important to
improve data accuracy to avoid risk. Start
by building an infrastructure that
captures all data points for data-driven
business decisions making.
Data empowers you to collect business
insights and connect with customers on a
personalized level.

Recommendations:
•

Set up comprehensive and reliable tracking (Google Analytics or Adobe Analytics) to
understand user behavior in your environment

•

Review your data sources to determine ones that best suit your commercial
objectives

•

Integrate your CRM system with your web analytics tool and your media stack so
that you can send the right message at the right time to the right person

•

Optimize media tracking to target and retarget on a user level with a creative
dynamic

•

Implement online to offline strategies to make the most out of the situation

•

Take advantage of the situation and build on organic and owned traffic by
improving SEO and ASO

Enjoy immediate results along the journey.
Set up, optimize and grow your infrastructure step by step, but move quickly and plan thoroughly.
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THE CHECKLIST
EMBRACE BRAND COMMERCE.
Boost Consumer Confidence.
Now Is The Time To Implement For The Future
❑ Consumer-centric brand experience design, including eCommerce, product,
services and communication.
❑ Advance Omni-channel strategies to reduce reliance on physical interaction, brick
and mortar and offline communication channels.
❑ Join forces with pandemic-related industries - collaborate, subsidies, offer promotions
and support.
❑ Social commerce – Creative through-the-journey experiences driven by data.
❑ Boost data maturity for data-driven business and consumer insights and optimized
targeting.

Most importantly,
Accelerate transformation to enhance digital maturity for immediate and
sustainable business results.
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DELIVERING THE RIGHT STRATEGY SETS
YOU UP FOR SUCCESS
They say you should always plan for the worst and hope for the best.
Therefore, we recommend three contingency measures for businesses when facing unpredictable disasters:
1. Risk-diversified marketing strategy: Risk diversion is a must. We can learn from Apple in this Coronavirus situation. Apple
demands suppliers have production capacity in two factories and two countries. The same principle applies to market planning.
2.Well-prepared scenario simulations: Consider the uncertainty of the disease outbreak. Companies should prepare contingency
plans for different scenarios in advance. Building a crisis management mechanism and SOP will allow the company to remain
flexible and give timely responses.
3. Post-pandemic rapid rebound first attack: Pent-up consumption together with the government's revitalization plan, presents
ample rebound business opportunities for companies who are well-prepared.
Businesses may work closely with agency partners to find out the best solution in this period. For short-term action,
brands should put priority on delivering messages of public interest instead of sales promotions. Meanwhile, brands
should be well-prepared to develop long-term strategies for demand, supply and consumer confidence.
For further insights, please feel free to contact your representatives or Joyce.Zhang@dentsuaegis.com.
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