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With everyone legitimately turning their
attention to Covid-19 crises to what
matters the most – health and the
preservation of life – their responses are
drastically changing the way we live, and,
therefore, impacting our entire economy.

situation so far, and how they envision
the post-COVID-19 future.
This document presents the main
findings of our global client survey that
had over 700 respondents from 40
different markets.

As we are all adapting to the new
normal, Dentsu Aegis Network wanted
to take a deeper look at how the COVID19 pandemic is impacting our clients’
business plans, how they have been
responding to this unprecedented
Part of Dentsu Inc., Dentsu Aegis Network is made up of ten global network brands - Carat, Dentsu, dentsu X, iProspect,
Isobar, dentsumcgarrybowen, Merkle, MKTG, Posterscope and Vizeum and supported by its specialist/multi-market
brands. Dentsu Aegis Network is Innovating the Way Brands Are Built for its clients through its best-in-class expertise and
capabilities in media, digital and creative communications services. We offer a distinctive and innovative range of
products and services, Dentsu Aegis Network is headquartered in London and operates in 145 countries worldwide with
more than 47,000 dedicated specialists.
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Key findings
#1 – COVID-19 has A MAJOR IMPACT ON SALES
The impact of the pandemic on sales is massive: three respondents out of four evaluate the
impact on their sales with a 7+ score on a 1 to 10 scale. The average score across all
respondents stands at 7.8/10.

#5 – Most budgets originally planned for EVENTS ARE
REALLOCATED to other 2020 projects
Only 1/5 marketer who planned to communicate around a major event postponed to 2021
will move 100% of the designated budget to the next year. Half reallocated that budget to
other activities in 2020 and 1/3 opted for a mixed 2020-21 approach.

#2 – CASHFLOW is the most pressing challenge for
businesses

#6 – ADAPTING THE MESSAGE to the pandemic context has
been the priority measure of marketers so far

With declining sales, the lack of liquidity is the most oft-quoted immediate challenge by the
respondents, closely followed by reduced footfall and marketing challenges.

More than half of respondents have adapted their creatives and content. Interestingly, while
three out of ten took the most conservative approach (stopping all spending), about the
same proportion decided to experiment with new channels in the same period.

#3 – Most marketers have CHANGED their 2020 plan

#7 – RECOVERY PLANNING is happening now

Only a very small fraction of respondents (<5%) declare their annual marketing plan has not
evolved in light of the pandemic. One third reports they have only changed their plans for
the first half of 2020 so far.

As many national governments are progressively announcing timelines to ease confinement
restrictions, three quarters of marketers have already started planning for recovery. Less
than one marketer out of ten declares recovery is not yet on the company’s agenda.

#4 – Marketing BUDGETS ARE REVISED DOWNWARD

#8 – COVID-19 pushes marketers to reconsider their LONGTERM ECOMMERCE CAPABILITIES

Three respondents out of four declare they decreased their marketing investment because
of the pandemic, among which the majority cut their budgets by more than 15%. One out of
ten took the opposite direction by increasing their marketing activity amid the crisis.
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Six respondents out of ten believe they will need to invest more in e-commerce in the long
term. Content and CRM will also become two areas of focus for marketers. Only one
respondent out of ten intends to increase investment in in housing following the pandemic.

COVID-19 has a major impact on sales: EMEA

32%

‘On a scale of 1 to 10, how large is the impact on sales since the beginning of the outbreak in your market?’

The impact of the pandemic on sales is massive: 3/4
respondents evaluate the impact on their sales with a 7+
score on a 1 to 10 scale. The average score across all
respondents globally stands at 7.8/10.
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Global: 7.8 average

16%
13%

6% 6%

17%

17% 17%

14%

7% 7%

4% 4%
2% 2%

2% 2%

0% 1%
1

2

3

4

5

6

Europe, the Middle East and Africa
DENTSU AEGIS NETWORK

7

8

9

10

Global

Dentsu Aegis Network, COVID-19 Global Client Survey, April 15, 2020 – April 30, 2020, +700 respondents.
Single-answer multiple choice question. Percentage of respondents selecting each score. Due to rounding, percentages may not add up to 100%.

Cashflow is the most pressing challenge for businesses in EMEA
‘What challenges are you facing as a business due to the immediate impact of COVID-19?’
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With declining sales, the lack of
liquidity is the most oftenquoted
immediate
challenge
by
the
respondents, closely followed by
reduced footfall and marketing
challenges.
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Dentsu Aegis Network Europe, the Middle East and Africa, COVID-19 Global Client Survey, April 15, 2020 – April 30, 2020, 365 respondents.
Single-answer multiple choice question. Percentage of respondents selecting each score. Due to rounding, percentages may not add up to 100%.

Globally footfall is a pressing challenge for offline-driven
businesses, cashflow for online-driven businesses
‘What challenges are you facing as a business due to the immediate impact of COVID-19?’
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Dentsu Aegis Network, COVID-19 Global Client Survey, April 15, 2020 – April 30, 2020, +700 respondents.
Multiple-answer multiple choice question. Percentage of respondents selecting each option.

Challenges by vertical globally

Specially auto, food & beverage and FMCG players
have faced issues with their e-commerce strategy and
capabilities. Tourism and Technology & Tele sector
have sufferend the most about lack of cashflow.

‘What challenges are you facing as a business due to the impact of COVID-19?’
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Dentsu Aegis Network, COVID-19 Global Client Survey, April 15, 2020 – April 30, 2020, +700 respondents.
Single-answer multiple choice question. Percentage of respondents selecting each score. Due to rounding, percentages may not add up to 100%.

Most marketers have changed their 2020 marketing
‘Have you changed your 2020 marketing plan?’

5%

Only a very small fraction of respondents (<5%) declare that their annual marketing plan
has not evolved in light of the pandemic. One third reports they have only changed their
plans for the first half of 2020 so far.
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Both short-term and long-term change (H1 and H2 2020)
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Dentsu Aegis Network Europe, the Middle East and Africa, COVID-19 Global Client Survey, April 15, 2020 – April 30, 2020, 365 respondents.
Single-answer multiple choice question. Percentage of respondents selecting each option. Due to rounding, percentages may not add up to 100%.

Marketing budgets are revised downward, EMEA
‘How has the evolving global situation impacted your marketing investment in your market?’
Three respondents out of four
declare decreased their marketing
investment because of the
pandemic, among which the
majority cut their budgets by more
than 15%.
One out of ten took the opposite
direction by increasing their
marketing activity amid the crisis.

EMEA markets were least hit of
the major decreases: over 50% of
APAC and Americas marketers
needed to decrease budgets by
over 15%.
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HAVE SEEN A DECREASE IN
THEIR MARKETING
INVESTMENT
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Dentsu Aegis Network, COVID-19 Global Client Survey, April 15, 2020 – April 30, 2020

A majority of budgets originally planned for events are
reallocated to other 2020 projects, EMEA
‘If you had planned to communicate around a major 2020 event that has been postponed to 2021, how do you intend to reallocate the budget
designated for that campaign? (e.g., Summer Olympic Games, UEFA European Championship)’
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AROUND A MAJOR EVENT THAT
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DENTSU AEGIS NETWORK

Move 30% to 2021 and reallocate the rest in 2020
Move 70% to 2021 and reallocate the rest in 2020

Dentsu Aegis Network, COVID-19 Global Client Survey, April 15, 2020 – April 30, 2020

Recovery planning is happening now, EMEA
‘Have you started planning for post-COVID-19 recovery?’
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Dentsu Aegis Network Europe, the Middle East and Africa, COVID-19 Global Client Survey, April 15, 2020 – April 30, 2020, 281 respondents (respondents who selected ‘No change’ at Q6 were not asked this question).
Single-answer multiple choice question. Percentage of respondents selecting each option. Due to rounding, percentages may not add up to 100%.
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Adapting the message to
the pandemic context has
been the priority measure
of marketers so far, EMEA
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‘What actions have you taken to respond to the
consequences of the pandemic on your
customers and your business?’
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Dentsu Aegis Network Europe, the Middle East and Africa, COVID-19 Global Client Survey, April 15, 2020 – April 30, 2020
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COVID-19 pushes
marketers to reconsider
their long-term ecommerce
capabilities, EMEA
’In which capabilities do you think you will
need to invest long-term in the aftermath of
the COVID-19 pandemic?’

Six respondents out of ten believe they will need to
invest more in e-commerce in the long term.
Content and CRM will also become two areas of
focus for marketers. At the other end of the
spectrum, only one respondent out of ten intends
to increase investment in inhousing following the
pandemic.
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Dentsu Aegis Network Europe, the Middle East and Africa, COVID-19 Global Client Survey, April 15, 2020 – April 30, 2020, 365 respondents.
Multiple-answer multiple choice question. Number of respondents selecting each option.

Auto industry sees a lot of improvement due to COVID-19
expertiences in digital marketing. Global by vertical
’In which capabilities do you think you will need to invest long-term in the aftermath of the COVID-19 pandemic?’
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Dentsu Aegis Network, COVID-19 Global Client Survey, April 15, 2020 – April 30, 2020, +700 respondents.
Multiple-answer multiple choice question. Number of respondents selecting each option.

How can we help?
Please be in contact
if you want to know
more or need help in
scenario planning.
Visit our website
Contact your Client lead or
Business Lead Vjeko Srednoselec
(vjeko.srednoselec@dentsuaegis.com)

