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BRAND OPTIMISM

Our Mission at Havas is to make a 

meaningful difference to brands, 

businesses and people.

Ending our communication out of fear of 

being seen as opportunistic is not an 

option.

We need to look for the pain points 

where brands can make small changes 

that really help.

How can brands add a meaningful 

difference to people’s lives and to the 

society in this hard time?

Optimism for ourselves, for media and 

brands in times of COVID19 

#BRANDOPTIMISM

+

+
+



HAVAS TALKS

Vanessa Sanctorum, Strategy Director – Havas Media Belgium

Chaque semaine, mes collègues et moi relevons le défi de partager avec vous nos analyses, notre vision, notre interprétation 

de ce qui se passe dans la société, dans nos médias, au sein des marques.

Si faire du sens doit plus que jamais être au coeur de la mission des marques ét de leur partenaires... L’enthousiasme et 

l’optimisme sont des murs porteurs. J’ai beaucoup de chance, je suis entourée de collègues et de partenaires particulièrement

enthousiastes, optimistes ... et dans le partage. Et c’est justement le partage, de ses ressources, de ses talents, qui est au 

centre de cette nouvelle édition.

Le partage, car ceci est un produit Village. Un produit créé conjointement avec mes collègues de la création. 

Le partage, car chaque semaine nous comptons sur nos collègues des autres expertises pour nous informer, nous inspirer, 

nous challenger.

Et enfin, le partage, car des partenaires m’ont proposée des partenariats qui ont du sens. Plus qu’un échange de bons procédés, un réel apport win-win 

pour chacun. 

Cette semaine, nous avons pu compter sur l’aide de Grégory Piet et de Stéphane Labye de WYNTA Agency pour une analyse psychographique du 

segment d’audience intéressé et utilisateur de services de livraisons à domicile. Pour aller plus loin, le segment creuse l’affinité avec les supermarchés. 

Découvrez un aperçu de quelques résultats notre section RETAIL.

Découvrez notre analyse sur les différents acteurs de la mobilité dans la section AUTOMOTIVE & la section MOBILITY. Et enfin, la CULTURE et le 

SPORT se réinventent dans notre section ENTERTAINMENT. Le tout illustré par notre nouveau motto et des cases dédiés: #BRANDOPTIMISM .

Bonne lecture,



HAVAS TALKS

Plenty of scientific, political, and economic opinionmakers have already indicated that there will be a pre-COVID19 and a 

post-COVID19 period. 

While mostly talking short-term, like ‘when will we be able to shake hands again?’, ‘when will my kids go back to school?’, 

‘when can I meet my family and friends again?’ and of course, the unprecedented financial impact for basically everyone 

(people in horeca and entertainment industries, freelancers, employees, and companies), as long the lockdown lasts; they 

are also predicting more long-term consequences even after everything has gone back to ‘normal’. 

Aside from a recession that could last well into 2021. Long-term behavioural changes are interesting phenomena. Maybe 

the welcoming kiss on the cheek (or two, or three, or even five), unless between really close friends, will disappear. Or 

possibly a wider personal space becomes our new instinct, like the 1.5m we have to keep now. 

With everybody spending a significant amount of time inside, either alone, or surrounded by a small  group of direct family or roommates (millennials in 

the 21st century, am I right?), we’ve already seen a big change in how people are consuming

media. There’s a big increase in people watching news (and funnily enough, they seem to choose channels that are considered more qualitative, or 

serious, or trustworthy), visiting news websites, etc.

It should also come as no surprise that we also see a big shift in digital media: people spend more time online. Although most of the platforms are very 

careful when it comes to publishing data on visits and time spend directly, our data clearly indicates that people are spending more time on social media 

apps and websites (and I’m including video and other messaging apps) and video platforms like YouTube.

But what about new ‘new media’? Well, we expect the same changes here. People are turning more and more to new forms of entertainment: video-

streaming platforms like Twitch are on the rise, as are new social platforms like TikTok (although that had already started well before the corona crisis). 

But there are others: people are also spending more time gaming, mobile, PC and console! While traditionally considered a kids’ hobby, I have plenty of 

friends of that purchased a new console (online), installed Steam, or dusted off the old Nintendo.

And this could also be a trend for the post-corona-era: a permanently changed media and entertainment consumption pattern. Data will need to confirm 

this (because hey, that’s simply a big part of marketing and advertising now), but I expect to see a lot of opportunities in new media. A lot!

Ruben Ceuppens , Digital Partner – Havas Media Belgium



Click on the pictures to access the articles.

EXPERTS OPINIONS

Marketing and advertising are not accessories, but 

essentials. Advertising is not about creativity. That 

creativity is a means to touch consumers. 

What brings our business to the table is a thorough 

understanding of behavior, emotions and the 

craftsmanship to use just that in a refreshing and catchy 

way as the basis for communication between brands and 

people

Isabel Peeters, Managing Director (at-thetable BRAND STUDIO of DPG) – PUB

About marketing & advertising

Beyond the number of players, what is also striking is 

the explosion of time spent on free games. 

The three most popular types of games at the moment 

are poker games like Monopoly Poker or Governor of 

Poker, social gaming like Habbo and more generally 

speaking, casual gaming

Vincent Delmotte, Managing Director Belgium (AZERION) - MM

About the explosion of gaming

https://pub.be/nl/isabel-peeters/
https://www.mm.be/news-fr-45126-vincent-delmotte-azerion-le-nombre-de-gamers-explose-en-belgique-comme-ailleurs


08/04/20 Brussels

TIMELINE – Waiting for 

confinement confirmation till May 3rd
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COVID-19 TIMELINE IN BELGIUM

Thursday, March 12th

Phase 2 re-inforced in BE

Belgian government orders the 

closure of schools, horeca (except 

for delivery) & the cancellation of 

public gatherings

Tuesday, March 10th

Prohibited groupings

Regional measures

Wednesday, March 11th

Belgium hands powers to caretaker 

government

Coronavirus pandemic sparks new 

debate on the ongoing federal 

government formation

Monday, March 16th

Tuesday, March 17th

Prime Minister imposes stricter 

social distancing through total 

lockdown measures from noon 

the following day

Prime Minister announces the extension 

of the measures concerning social 

distancing for 2 weeks 

Friday, March 27th

Phase 2

Monday, March 9th

Friday, March 6th

10 federal actions to 

help businesses



TELEVISION

OPPORTUNITIES

• Flemish Gen YZ’ers turn to entertainment to 

boost their mood. Entertaining TV & Social 

Reality scores highly both on young & old.

• News is still the daily appointment with French-

speaking Belgians. Followed by locally 

produced Social & Reality TV.

• Belgians in general value local content more 

highly. Associate your brand to local content 

and build proximity with your target group.

CASE #BRANDOPTIMISM

• Discover our #brandoptimism case SOUBRY

in the end of this chapter: a perfect example of 

turning a crisis into an opportunity 
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At the expense of NEWS
ENTERTAINING REALITY & (LOCAL) MUSIC SCORE

! analysis on 7 pm – 11 pm timeband

rat%

MARCH 07th – APRIL 07th

Sunday is the weekly appointment for the Flemish population with Entertainement & Reality TV: De Mol (VIER), Blind getrouwd (VTM).

There has been progressively a move away from news as Flemish Gen Y’ers and Z’ers stick to their favorite local TV soaps with a 

strong comeback of Thuis (EEN) & Familie (VTM) in the TOP 10 weekly programs (Live +7). Flemish artists covering each other’s 

repertoire in Liefde voor Muziek (VTM) on Monday ranked in the TOP 5 weekly programs (Live +7) on both targets

7 pm-11 pm
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Evening news is a daily appointment… but entertainment & social reality boost 

audiences

NEWS & ENTERTAINMENT RULE

rat%

! analysis on 7 pm – 11 pm timeband

RTL dominates the TOP 10 weekly programs (Live +7) past week (March 30th – April 5th). On Monday March 30rd , cooking contest Top Chef 

achieved a 3rd place on target group 15-34 y.o. Next to Mariés au premier regard, social (reality) TV program Enquêtes made its way into

the TOP despite the supremacy of evenig news. Only TF1’s Koh-Lanta (TF1) was able to challenge IP and to grab a place into the TOP 

MARCH 07th – APRIL 07th

7 pm-11 pm
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Gen Y & Gen Z are not exceptions: they watch TV longer & more often, too
TV VIEWING ON THE RISE! 
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The average time spent watching TV increased, particularly during DAY time 
TV VIEWING ON THE RISE! DURING DAY & PRIME TIME
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Belgians are into reality TV and programs where people can shift their boundaries
REALITY & SOCIAL TV BIGGEST EVOLUTION

Source: Havas Media BE elaboration of Nielsen / GFK data – Top 5 programs. From Monday to Sunday for evolution (i). Bubble size = rating
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Week after week, younger audiences lose their interest for news
NEWS STILL IMPORTANT… BUT NOT TO EVERYONE

WEEK 1 OF COVID-19
16/03-22/03

TOP CHANNELS PROGRAMS rat# shr%

1 VIER DE MOL 427.480 40 

2 VTM BLIND GETROUWD 305.524 27 

3 EEN EXTRA JOURNAAL 225.838 36 

4 EEN DOWN THE ROAD 223.716 31 

5 VIJF TEMPTATION ISLAND 199.168 26 

6 VTM EXTRA NIEUWS 196.578 30 

7 EEN HET 7 UUR-JOURNAAL 187.405 41 

8 EEN HET 7 UUR-JOURNAAL 187.380 38 

9 VTM FAMILIE 185.291 33 

10 EEN THUIS 183.071 28 

TOP CHANNELS PROGRAMS rat# shr%

1 VIER DE MOL 456.837 41 

2 VTM BLIND GETROUWD 310.850 27 

3 EEN DOWN THE ROAD 221.176 31 

4 EEN HET 7 UUR-JOURNAAL 213.020 42 

5 VTM FAMILIE 197.392 35 

6 VIJF TEMPTATION ISLAND 186.084 24 

7 EEN IEDEREEN BEROEMD 185.981 36 

8 EEN THUIS 182.908 29 

9 VTM FAMILIE 177.097 34 

10 VIER BLIND GEKOCHT 176.901 27 

TOP
CHANNELS PROGRAMS rat# shr%

1 VIER DE MOL 441.880 49 

2 VTM BLIND GETROUWD 252.969 27 

3 EEN DOWN THE ROAD 250.880 32 

4 VTM LIEFDE VOOR MUZIEK 222.543 29 

5 VIER BLIND GEKOCHT 199.022 30 

6 VTM FAMILIE 180.238 30 

7 VTM FAMILIE 175.790 30 

8 EEN THUIS 172.587 27 

9 VTM HELDEN VAN HIER, CORONA 166.403 35 

10 EEN THUIS 165.886 26 

WEEK 3 OF COVID-19
30/03-05/04

WEEK 2 OF COVID-19
23/03-29/03

TOP
CHANNELS PROGRAMS rat# shr%

1 VIER DE MOL 610.776 33 

2 VTM BLIND GETROUWD 590.973 30 

3 EEN DOWN THE ROAD 427.423 32 

4 EEN EXTRA JOURNAAL 416.568 36 

5 EEN GR5 383.300 26 

6 EEN HET 7 UUR-JOURNAAL 371.301 36 

7 VTM EXTRA NIEUWS 354.102 30 

8 EEN HET 7 UUR-JOURNAAL 343.063 36 

9 EEN HET 7 UUR-JOURNAAL 341.798 36 

10 EEN THUIS 332.212 24 

TA
R

G
ET

 P
R

P
 1

8
-5

4

TOP
CHANNELS PROGRAMS rat# shr%

1 VIER DE MOL 575.757 32 

2 VTM BLIND GETROUWD 574.467 31 

3 EEN DOWN THE ROAD 397.753 29 

4 EEN HET 7 UUR-JOURNAAL 379.967 39 

5 VTM HELDEN VAN HIER, CORONA 346.174 25 

6 EEN GR5 345.936 23 

7 EEN IEDEREEN BEROEMD 330.801 33 

8 EEN THUIS 328.770 27 

9 VTM THE VOICE KIDS 327.470 27 

10 VTM NIEUWS 19U VTM 324.582 36 

TOP
CHANNELS PROGRAMS rat# shr%

1 VIER DE MOL 549.595 38 

2 VTM BLIND GETROUWD 455.609 30 

3 VTM LIEFDE VOOR MUZIEK 454.934 31 

4 EEN DOWN THE ROAD 420.692 28 

5 VIER BLIND GEKOCHT 370.769 28 

6 VTM HELDEN VAN HIER, CORONA 354.518 35 

7 EEN HET 7 UUR-JOURNAAL 332.387 37 

8 EEN THUIS 318.034 26 

9 VTM NIEUWS 19U VTM 311.687 36 

10 VTM NIEUWS 19U VTM 300.922 38 

Source: Havas Media BE elaboration of Nielsen / GFK data – Top 10 programs (Live +7, 4+). From Monday to Sunday for evolution

7 pm-11 pm
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Contrarily to their Flemish counterpart, French-speaking Gen YZ’ers still avidly

follow the evening news

NEWS DOMINATE THE TOP 10 PRIME TIME PROGRAMS

TOP
CHANNELS PROGRAMS rat# shr%

1 RTL-TVI RTL INFO EDITION SPECIALE 195.477 43 

2 RTL-TVI RTL INFO EDITION SPECIALE 179.112 43 

3 RTL-TVI RTL INFO EDITION SPECIALE 173.896 34 

4 La Une EDITION SPECIALE 172.198 36 

5 RTL-TVI RTL INFO 19H 170.471 42 

6 RTL-TVI RTL INFO EDITION SPECIALE 170.037 43 

7 RTL-TVI RTL INFO 19H 159.409 38 

8 TF1 KOH-LANTA, L'ILE DES HEROS 154.703 30 

9 RTL-TVI RTL INFO 19H 152.004 38 

10 RTL-TVI TOP CHEF 149.300 35 

TOP
CHANNELS PROGRAMS rat# shr%

1 RTL-TVI RTL INFO 19H 173.125 42 

2 RTL-TVI RTL INFO 19H 169.706 47 

3 RTL-TVI RTL INFO 19H 168.933 45 

4 RTL-TVI RTL INFO 19H 165.808 42 

5 RTL-TVI RTL INFO 19H 157.197 38 

6 TF1 KOH-LANTA, L'ILE DES HEROS 156.963 30 

7 RTL-TVI FACE AU JUGE 151.233 32 

8 RTL-TVI RTL INFO 19H 148.374 38 

9 RTL-TVI ENQUETES 142.133 33 

10 La Une LE 19.30 140.408 31 

TOP
CHANNELS PROGRAMS rat# shr%

1 RTL-TVI RTL INFO 19H 182.573 46 

2 RTL-TVI TOP CHEF 164.553 34 

3 RTL-TVI RTL INFO 19H 156.264 43 

4 RTL-TVI MARIES AU PREMIER REGARD 147.463 30 

5 RTL-TVI RTL INFO 19H 144.869 44 

6 TF1 KOH-LANTA, L'ILE DES HEROS 143.346 26 

7 RTL-TVI RTL INFO 19H 141.756 37 

8 RTL-TVI ENQUETES 140.119 34 

9 RTL-TVI RTL INFO 19H 139.499 38 

10 RTL-TVI
PIRATES DES CARAIBES V, LA 

VENGEANCE DE SALAZAR
136.975 32 

TOP
CHANNELS PROGRAMS rat# shr%

1 RTL-TVI RTL INFO EDITION SPECIALE 354.398 43 

2 La Une EDITION SPECIALE 350.590 39 

3 RTL-TVI RTL INFO EDITION SPECIALE 316.812 40 

4 RTL-TVI RTL INFO EDITION SPECIALE 308.018 38 

5 RTL-TVI RTL INFO 19H 293.724 38 

6 RTL-TVI RTL INFO 19H 290.529 38 

7 La Une LE 19.30 286.932 32 

8 RTL-TVI RTL INFO EDITION SPECIALE 285.563 31 

9 RTL-TVI RTL INFO 19H 279.981 34 

10 TF1 KOH-LANTA, L'ILE DES HEROS 275.041 29 
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TOP
CHANNELS PROGRAMS rat# shr%

1 RTL-TVI RTL INFO 19H 326.943 45 

2 RTL-TVI RTL INFO 19H 319.139 37 

3 RTL-TVI RTL INFO 19H 307.137 39 

4 RTL-TVI RTL INFO 19H 295.485 41 

5 RTL-TVI FACE AU JUGE 291.108 30 

6 TF1 KOH-LANTA, L'ILE DES HEROS 290.382 29 

7 RTL-TVI RTL INFO 19H 280.794 32 

8 RTL-TVI BELGES A DOMICILE 272.893 32 

9 La Une LE 19.30 266.943 29 

10 RTL-TVI RTL INFO 19H 264.067 33 

TOP
CHANNELS PROGRAMS rat# shr%

1 RTL-TVI RTL INFO 19H 287.309 40 

2 RTL-TVI RTL INFO 19H 282.073 40 

3 RTL-TVI RTL INFO 19H 279.320 38 

4 RTL-TVI ENQUETES 274.908 31 

5 RTL-TVI RTL INFO 19H 269.001 36 

6 RTL-TVI MARIES AU PREMIER REGARD 262.675 27 

7 RTL-TVI TOP CHEF 261.123 28 

8 RTL-TVI RTL INFO 19H 258.480 36 

9 RTL-TVI RTL INFO 19H 257.677 39 

10 TF1 KOH-LANTA, L'ILE DES HEROS 248.836 24 

WEEK 1 OF COVID-19
16/03-22/03

WEEK 3 OF COVID-19
30/03-05/04

WEEK 2 OF COVID-19
23/03-29/03

7 pm-11 pm

Source: Havas Media BE elaboration of Nielsen / GFK data – Top 10 programs (Live +7, 4+). From Monday to Sunday for evolution



We will be all together … soon BRAND 

OPTIMISM

LET’S LOOK FORWARD

Soubry’s message is all about bringing people 

together and connecting them around a good 

meal.

Havas WW reinterpreted the original TV spot by 

rewinding the story, resulting in a message to ask 

people to hang on in isolated times.

Havas Media planned an additional TV and OLV 

wave with the right contextual media approach 

(around TV news, #Coronacrisis programme and 

publishers sites). 

The #stayhome en #blijfinuwkot context gives new 

dimensions to the brand’s conviviality & 

togetherness purpose.

Lockdown won’t last forever. So let’s stay hopeful 

and think about the future!

Soubry invites people to 

meet up again once the 

crisis will be behind us. 

#StayHome

ON AIR as from Friday April 10th 

on VIER, VTM, La UNE, RTL & (digital) newsbrands



WEB

OPPORTUNITIES

• On average, Belgian spend more time on 

financial news but view more content on 

hyperlocal news sites. Take this into account 

to differentiate your creative approach

• It seems like the increase in available reach 

and inventory on FB & Instagram has reached 

a ceiling. Brands are cautiously coming 

back. 

CASE #BRANDOPTIMISM

• Discover another example of #brandoptimism

with VOO & Twitch and JBC & TikTok
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Significant increase of time spent on internet since March 12th

FLEMISH ARE SPENDING MORE TIME ONLINE

28’

avg time spent on internet

(in minutes)

25/03 > 31/03      01/04 > 07/04

34’

24’21’

33’ 40’

avg time spent (min.)
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pageviews

SMARTPHONES ARE THE MAIN DEVICE FOR SURFING
Belgian sites see a huge increase of traffic since March 12th

MARCH 07th – APRIL 07th
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MARCH 07th – APRIL 07th

real users

TOP 3

TOP 3 audience share

(the share of the audience of the media in the total 

audience of all media)
29% 23% 10%

HYPERLOCAL NEWS DOMINATE
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MARCH 07th – APRIL 07th

pageviews

avg. time spent

(min.)

+ 8%

- 1%

- 3%

TOP 3 evolution

pageviews

(07/04 vs 06/04)

TOP 3 evolution

avg. time spent

(07/04 vs 06/04)

+ 1%

- 3%

+ 5,5%

MARCH 07th – APRIL 07th

FLEMISH SPEND MORE TIME ON FINANCIAL NEWS
But view more content on hyperlocal news from HLN
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real users

MARCH 07th – APRIL 07th

TOP 3

TOP 3 audience share (07/04)

(the share of the audience of the media in the 

total audience of all media) 14% 11% 8%

SUDINFO RULES BUT IS CHALLENGED BY LE SOIR
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FRENCH-SPEAKING  BELGIANS SPEND MORE TIME ON 

FINANCIAL NEWS



It seems like the increase in available reach and inventory on FB & Instagram

has reached a ceiling

SOCIAL: BRANDS ARE (CAUTIOUSLY) COMING BACK
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avg CPR

MARCH 07th – APRIL 07th

With some brands already planning for the long-term, we see campaigns being updated with #coronaproof creative and a fresh start. 

We're still well below the CPR benchmark for the rest of 2020, but there are signs that brands are using this opportunity to tell the story 

of how they're living through this period. There's a lot of CSR in this: showing support for healthcare workers, their fellow Belgians, or 

urging people to #stayhome and #staysafe



BRAND

OPTIMISM

THE GOOD MIX BETWEEN FUN & INFORMATION
Stay home but keep having fun!

VOO explained through the platform Twitch

what is social distancing. 

In-game characters explain the concept 

thanks to gaming influencers.

A good way to inform in an interactive and 

didactic mode. 

Playing is great. At home, it’s even better!

Wash your hands

Respect social 

distancing measures



Giving parents a view into the life of their kids BRAND

OPTIMISM

THE POPULARITY OF TIKTOK

Since all kids and teens are locked inside, parents 

get confronted with the immense popularity of 

TikTok. 

That’s why JBC launched an online platform to 

show parents the tips & tricks of this app.



BELGIAN MEDIA

UNITED WE STAND



* Under specific conditions - additional single offers may be proposed by saleshouses - Sources: Saleshouses Communications; PUB Magazine ; We Media

SINGLE & COMMON OFFERS* TO MAKE MORE IMPACT TOGETHER
SALESHOUSES ON THE FRONT LINE TO HELP LOCAL ADVERTISERS

AMONGST THE COMMON OFFER*:

The space purchased will be doubled for 

all new insertions in the period from April 

1st to June 15th 2020. A 1-page insert 

will become 2 pages! This offer is valid 

for classic ad pages and for native 

campaigns.

& MANY OTHERS

++

A COMMON OFFER* FROM APRIL 1ST TO JUNI 15THA COMMON OFFER* UNTIL APRIL 30TH

• FREE 5'' 

tag-on for 

audio spots

• FREE overlay 

production and 

planning on 

video spots

+
+ + +

FREE banners for local shopkeepers

communicating about their webshops, 

delivery services or other initiatives 

taken during Covid-19 crisis

« ENSEMBLE/SAMEN IMPACT »

DO NOT HESITATE TO CONTACT YOUR DEDICATED ACCOUNTS & EXPERTS FOR MORE INFORMATION

• A campaign promoting local (e)shopping 

with a 10'' spot

https://pub.be/fr/%f0%9f%92%8amediahuis-ipm-pebble-media-et-skynet-soutiennent-les-commercants-locaux/
https://mailchi.mp/magazinemedia.be/magazine-media-newsflashkooplokaal?e=c0a544cadf
https://viabelgium.media/fr/soutien-annonceurs/


NEWS

ENTERTAINMENT

MOBILITY

RETAIL

AUTOMOTIVE

BANKING



AUTOMOTIVE

OPPORTUNITIES

CREA & STRATEGY

• Inform (social distancing) and support 

(healthcare sector) are the main motto.

• Social distancing logo trend was mandatory 

and easy to realize. It shows following trends

and news feed creativity.

MEDIA & STRATEGY

• Social media seems the way to go, as nearly 

every car producer is active on platforms

• Sponsoring (TV) entertaining content allow to 

stay top-of-mind.

• (Local) newsbrands allow to reach a lot more 

eyeballs than ever.

CASE #BRANDOPTIMISM

• How automotive brands are always at your 

service



CARPOOLING AVAILABLE UNDER LIMITED CONDITIONS 
The use of these services was strongly discouraged

Carpooling is allowed for necessary and justified 

travel and only one person can be present in the 

car in addition to the driver



NUMBERS OF REGISTRATIONS ARE CRASHING DOWN
28.801 registrations in 2020 vs 54.872 registrations in 2019 - march

March is traditionally the 

best month of the year for 

new car registrations in 

Belgium.

This year was very 

different: the results of the 

registrations were 47.5% 

lower than those of March 

2019

Source: Service Public Fédéral Mobilité et Transports



Car constructors focused on their latest products/USP’s 
AUTOMOTIVE BEFORE CRISIS – 360° MEDIA

POUR QUE L’AUTOMOBILE 

SOIT TOUJOURS UN PLAISIR 

Source: Nielsen analysis 2019-2020



Social media are the cheap and easy solution to show support & presence
AUTOMOTIVE DURING CRISIS – FOCUS ON SOCIAL

POUR QUE L’AUTOMOBILE 

SOIT TOUJOURS UN PLAISIR 

Source: Nielsen analysis 2019-2020



Social distancingThink forward and positivelyShowing supportInform/Educate

Source: Desk research Havas Media Belgium

Even during lockdown BRAND

OPTIMISM

CAR BRANDS ARE ALWAYS AT YOUR SERVICE



Inform/Support (internal/external)Inform/Support (internal/external)Social distancingSocial distancing Social distancing

PSA, Renault & BMW decided to help as much as 

possible by giving to hospital department their stock 

of masks
Source: Desk research Havas Media Belgium

And other informative or supportive examples BRAND

OPTIMISM

PROMOTION OF SOCIAL DISTANCING 



BANKING

OPPORTUNITIES

CREA & STRATEGY

• With so many vendors refusing cash payments 

and transaction limits being raised, it is the 

perfect time to highlight cashless & digital 

solutions

• Many people still find it easier to control their 

finances with cash. Reassurance is mandatory

MEDIA & STRATEGY

• Trust is key. Newsbrands allow to combine 

an on- & off- approach to reach young & old 

• With native, video or classical display, 

newsbrands offer ad solutions for every 

budget & creative material



Source: Febelfin, Desk research newsbrands (Le Soir, HLN., LaLibre.be, LN24, 06th Avril 2020 

TAP AND GO IS THE WAY TO GO
COVID-19 might turn out to be the catalyst that finally brings cashless payments fully 

into the mainstream

In Belgium, "in normal times", the law prohibits 

a merchant to refuse a payment in cash

Today and for an indefinite period, merchants 

have the right to object on public health grounds

The transaction limit formerly set at 25 euros will 

now be 50 euros per transaction

n the event of successive payments by 

contactless card and without Pin code, the 

cumulative limit will be raised to 100 euros

From April 14th - as part of current 

containment measures - the payment 

terminals currently in service will be 

gradually adapted to the new limits

Febelfin



MOBILITY

OPPORTUNITIES

CREA & STRATEGY

• Mobility companies actively help by offering 

free use of their services to healthcare 

professionals

• … or lower down the cost of their mobility 

solutions for professionals of specific 

sectors (like Horeca e.g.)

MEDIA & STRATEGY

• Rental companies mainly communicate on 

their social networks (Facebook, 

Instagram, LinkedIn) and via press releases

• These owned media will result in earned 

media attention

CASE #BRANDOPTIMISM

• The Everyday heroes case from Villo show 

how mobility brands can reward caregivers



HOME IS WHERE THE HEART IS

Google COVID-19 Community Mobility Report 

Decrease in attendance hit all public places



SOFT MOBILITY COMPANIES CARE FOR CAREGIVERS
Services provided free of charge

Source: Desk Research Havas Media Belgium



Felyx is proposing its services towards small

businesses like restaurants in need of delivery

services

CAR AND SCOOTER RENTAL ALSO IN THE LOOP
Services offered for caregivers & promotions for all

Go Poppy & Scooty are proposing free services for 

all medical staff 

Source: Desk Research Havas Media Belgium



BRAND

OPTIMISM

THE TRUE HEROES OF TODAY
Reward… also after the crisis

JCDecaux Brussels offers 1 year subscription to 

caregivers and staff working in the service of 

citizens during this time of crisis.

The subscription is named “The everyday 

heroes”.

Villo is providing a yearly free subscription to the health workers. 

Source: Desk Research Havas Media Belgium

THE EVERYDAY HEROES



RETAIL

OPPORTUNITIES

CREA & STRATEGY

• Keep informing everyone and supporting

those in need, as well as employees

• Provide interactive and inspirational content 

or better: co-create and allow UGC (user 

generated content)

MEDIA & STRATEGY

• Newsbrands with an on- and off- approach. 

On to inform, off to show support

• Platforms are perfect for social listening, 

interaction and shareable content

• Entertaining video contexts to showcase 

inspirational content and UGC solutions 

CASE #BRANDOPTIMISM

• It’s about the magic of Easter…



E-SHOPPING

Retailers need to adapt to the new consumer’s habits caused by the lockdown while 

support remains essential

FOOD RETAIL FACES NEW CHALLENGES

E-commerce can’t follow up with the 

demand’s pressure1
ShopSafe: an app that helps 

dealing with the in-store traffic2

DIGITAL SOLUTIONS ARE KEY

Retailers need 

to find new 

ways to actively 

help their 

consumers

Bonus for the workers and support 

to the health sector3

INTERNAL & EXTERNAL SUPPORT

Source: Desk Research Havas Media Belgium



The crisis forces retailers to find new solutions while 

the non-food sector is on pause

IN-STORE POLICIES MODIFIED 

Non-food sector is in trouble, 

especially the small businesses3

Law advices needed

How to save 

businesses?

NON-FOOD IS LESS STABLE

Loans are half the usual price for the months of April 

and May, for the non-food sector (UPSI decision)

PROMOTIONS ARE BACK?

After the controversy, keeping the 

promotions will help both 

consumers and companies
1

The limit is now higher (50€) to 

prevent as many contacts as possible2

CONTACTLESS PAYMENT

5% reduction for all 

clients

Source: Desk Research Havas Media Belgium



Source: Havas Group Prosumer Report: Retail Forward, Gondola

Will this crisis change the Belgian traditionalism, particularly 

regarding grocery shopping & delivery?

A NEW ERA FOR E-COMMERCE

Belgians tend to be quite traditional consumers 

compared to global numbers

40%

21%

"I am so used to having everything immediately 

delivered that I no longer need to shop in stores"



THE ONLINE SUPERMARKET SHOPPER IS…
A behavioral and psychographic study by our data research partner

women, 25-34 y.o. Liège has a very high potential

for local actors of home 

delivery

premium price

= 

favorable perception 

OPPORTUNITY SCORE ©

on audience interested in (online) home delivery & retail

Source: WYNTA Agency. The Opportunity Score, copyright by WYNTA, takes the target size into account, 

the target penetration interested in a specific criteria, and the target penetration in the total audience  

FB, IG, Messenger

The holy trinity to reach this

audience

likes to compare (analytical) but 

also shows flexibility & creativity

in the decision journey

https://wynta-agency.com/
https://wynta-agency.com/


Source: WYNTA Agency. The Opportunity Score, copyright by WYNTA, takes the target size into account, 

the target penetration interested in a specific criteria, and the target penetration in the total audience  

THE ONLINE SUPERMARKET SHOPPER IS…

OPPORTUNITY SCORE © 

on audience interested in (online) home delivery & retail

A behavioral and psychographic study by our data research partner

VERY HIGH
25-34 y.o.

HIGH
35-44 y.o.

MEDIUM
45-54 y.o.

LOW
18-24 y.o.

VERY LOW
55+

AGE

VERY HIGH
Liège

HIGH
E-Flanders, W-Flanders

MEDIUM
Antwerp, Brussels, Limburg

LOW
Fl-Brabant, Hainaut

VERY LOW
W-Brabrant, Luxembourg, Namur

PROVINCES

VERY HIGH
Lidl

HIGH
Carrefour, Delhaize, Carrefour Market

MEDIUM
Albert Heijn, Colruyt

LOW
Aldi, Cora, Spar

VERY LOW
Intermarché, Carrefour Express

SUPERMARKETSThe Belgian WYNTA Agency proposes a new 

disruptive consumer profiling approach by placing 

the consumer’s interests, activities, behaviors 

and opinions at the core of its model.

Through the development and analysis of the 

Opportunity Score ©, brands grasps the most 

valuable business opportunities in terms of targeted 

advertising, new product development, 

sponsorship, social media investment 

optimization, consumer targeting, and so on.

The sources used in this study are Facebook & 

Instagram. Initially derived from an audience of 

600.000 Belgian profiles interested in (online) 

home delivery services, a focus was done on 

240.000 profiles interested in home delivery and in 

retail brands.

About 1.000 criteria were in-depth analyzed.

Data originates from SoPrism, a Belgian Social 

Audience Profiling tool

https://wynta-agency.com/
https://wynta-agency.com/
https://wynta-agency.com/
https://soprism.com/


#Samentegencorona #tousensemblecontrelecorona
FOOD RETAIL – ALL TOGETHER AGAINST CORONA

Source: Desk Research Havas Brussels



Guidelines

Retailers need to keep providing updated information
INFORMING IS STILL ESSENTIAL

Transparency Regular updates

Source: Desk Research Havas Brussels



Support of healthcare, the elderly and minorities
KEEP SUPPORTING PEOPLE – AT EVERY LEVEL

Healthcare The elderly

Food for those in need

First strikes have happened

Important to always keep listening to your 

empioyees and keep them close. Don’t only 

reward them through communication but 

also in real life.

Own employees

Source: Desk Research Havas Brussels



Lidl and Delhaize are the first to have created

a dedicated platform:

Lidl things at home

#SamenKokenDoetGoed

#CestBonDeCuisinerEnsemble

Lockdown leisure
INSPIRATIONAL CONTENT IS KEY

Cooking inspiration/competition Fun with kids

Others

Source: Desk Research Havas Brussels



LIDL keeps the fun alive to promote social distancing 
FOOD RETAIL – COMMUNICATION EXAMPLE

Source: Desk Research Havas Brussels



BRAND

OPTIMISM

RETHINKING HOLIDAYS
IN-HOME CELEBRATION

This Easter, Milka creates a 100% brand-

experience-at-home campaign. FB & Instagram

provides tips and tricks on how to make Easter 

from home as magical as it is in normal times. 

The brand teamed up with Delhaize to ship 

chocolate eggs to people facing poverty, so 

everyone could celebrate Easter.

#KeepTheMilkaMagicAlive



ENTERTAINMENT

OPPORTUNITIES

CREA & STRATEGY

• Get a virtual tour with a curator answering 

your questions and learn everything about Jan 

Van Eyck, the long awaited exhibition

• Professional cyclists go virtual, confined 

Belgians in the spotlight… Everything is 

allowed… Just be creative!

MEDIA & STRATEGY

• Be entertaining… on every touchpoint

CASE #BRANDOPTIMISM

• TV goes pop-up

• Culture goes virtual

• Cycling in a lockdown world



COVID-19 ALSO IMPACTS ENTERTAINMENT INDUSTRIES
CHALLENGING FILM MAKING PROCESSES & TV/CINEMA PLANNINGS

FROM COST CUTTINGS, DELAYED DUBBING PROCESSES, (FILM) 

MAKINGS POSTPONED OR CANCELLED RELEASES IN CLOSED 

THEATRES, TV SHOWS, SERIES AND MOVIES INDUSTRIES ARE 

STRONGLY IMPACTED BY COVID-19 CRISIS 

PREMIÈRES ARE RELEASED ON 

VOD PLATFORMS AS A 

TEMPORARY SOLUTION

AN OPPORTUNITY TO 

(RE)DISCOVER OUTSIDER 

STREAMING PLATFORMS?

Sources: Havas Desk Research

https://soirmag.lesoir.be/287837/article/2020-03-17/coronavirus-plus-belle-la-vie-suspend-son-tournage-et-suit-le-mouvement-des
https://www.lalibre.be/culture/medias-tele/y-aura-t-il-une-penurie-de-series-a-la-rentree-5e8381cfd8ad581631959df7
https://www.lalibre.be/culture/medias-tele/le-casse-tete-de-la-rtbf-pour-remplir-ses-grilles-tele-on-va-devoir-etre-imaginatifs-5e822001d8ad5816318ea08a
https://soirmag.lesoir.be/286732/article/2020-03-13/la-sortie-du-film-mulan-decalee-cause-du-coronavirus
https://www.proximus.be/pickx/nl/2033996/tweede-minions-film-zal-jaartje-later-in-bioscopen-verschijnen
https://www.proximus.be/pickx/nl/2033996/tweede-minions-film-zal-jaartje-later-in-bioscopen-verschijnen
https://www.nieuwsblad.be/cnt/dmf20200319_04895919
https://plus.lesoir.be/292060/article/2020-04-03/mesures-de-chomage-temporaire-chez-rtl-belgium-lemission-belges-domicile-menacee
https://www.theverge.com/2020/3/13/21179153/netflix-disney-production-coronavirus-delay-little-mermaid-peter-pan-elvis
https://www.lalibre.be/culture/cinema/une-petite-revolution-des-distributeurs-belges-de-film-misent-sur-la-vod-en-attendant-la-reouverture-des-salles-de-cinema-5e7364a19978e201d8c046cc
https://www.rtbf.be/musiq3/actualite/detail_le-cinema-belge-a-la-maison-des-films-belges-disponibles-sur-des-plateformes-de-streaming-nationales?id=10471329
https://www.proximus.be/pickx/fr/2029827/des-avant-premieres-cine-a-voir-pendant-le-confinement-avec-vod-premium-sur-proximus-pickx


Sources: Havas Desk Research; CIM TV – Target 4+ - Live+0 VOSDAL – Audiences based on the best rating# for « Belges à domicile » & « Les Belges, toujours la frite »

NEW PROGRAMS ARE QUICKLY LAUNCHED WITH AVAILABLE RESOURCES
DESPITE HARSH TIMES, TV BROADCASTERS ADAPT T/SELVES

29/03/2020: Rating (000): 764.861 

25/03/2020: Rating (000): 301.325 

SPECIAL EDITION WITH

« DE RONDE TEGEN CORONA »

ON LAST APRIL 5TH

RATING (000): 203.816

DE RONDE VAN VLAANDEREN WENT VIRTUAL…

Rating (000): 613.486

SPECIAL DAILY TV SHOWS HIGHLIGHTING CONFINED BELGIANS FROM MORNING TO PRIME 

TIME

https://www.hln.be/showbizz/vincent-fierens-overdonderd-door-de-ronde-tegen-corona-door-deze-crisis-komt-het-mooiste-in-de-mens-naar-boven~a3a002bf/
https://ronde.hln.be/
https://qmusic.be/nieuws/vtm-en-qmusic-slaan-handen-in-elkaar-voor-live-programma-blijf-in-uw-kot
https://www.eurosport.fr/cyclisme/tour-des-flandres/2020/le-ronde-n-etait-pas-seulement-virtuel-mes-pulsations-n-ont-jamais-ete-aussi-elevees_sto7720403/story.shtml
https://www.hln.be/sport/wielrennen/ronde-van-vlaanderen/de-ronde-van-vorig-jaar-versus-de-foto-s-van-vandaag-zoek-de-verschillen~a2bb4007/


BRAND

OPTIMISM

BROADCASTERS TO THE RESCUE
A pop up TV channel: #ALaMaison

AB3 & ABXPLORE launched a temporary TV channel called “#athome”.

AB3 and ABXplore (Mediawan) teamed up 

to create the new channel #ALaMaison

(#AtHome) to provide cultural et educational

quality content. 

All the profits will be donated to the 

organization « Tous unis contre le virus » 

which is helping the health sector (workers, 

hospitals, researchers, field actors and 

people at risk during this crisis)



Sources: Havas Desk Research

BRAND

OPTIMISM

CULTURE GOES VIRTUAL
Exhibition @ home

https://www.museumpassmusees.be/fr/articles/8-visites-virtuelles-des-musees-de-belgique
https://www.facebook.com/groups/cafequarantaine/
https://stubru.be/cafequarantaine/tourneemusicalehierisdelineupvancafequarantainedezeweek
https://www.museumpassmusees.be/fr/articles/un-peu-de-connaissance-de-lart-pour-les-enfants-confines-x-5?utm_source=newslettermpm&utm_medium=email&utm_campaign=newsletter
https://www.lamonnaie.be/fr
https://www.flemishmasters.com/en/
https://www.operaliege.be/?gclid=CjwKCAjw7LX0BRBiEiwA__gNw00fvTyoShVUhsgjOL00JIl0HpOQwUofFTdE1HhPXYlfY-IMW47nDRoCgkcQAvD_BwE


BRAND

OPTIMISM

PRO CYCLISTS ON THE START LINE TO TOUR VIRTUALLY
There is no limit to how far you can pedal through virtual worlds

For the first time ever, the Tour of 

Flanders was organized virtually, with 

a lot of success.

The final 32km of the real Tour of 

Flanders route were raced on the Bkool

indoor training platform and featured 

the iconic climbs of the Oude 

Kwaremont and the Paterberg.

VTM & HLN also organized the Tour 

Against Corona, where a helicopter 

captured the images of how Flanders is 

fighting against corona, all together. 

Entertainment and social bonding, all in 

one!
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