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HAVAS TALKS

Vanessa Sanctorum, Strategy Director – Havas Media Belgium

J’ai toujours été curieuse de nature. Mon grand rêve était de devenir journaliste, en presse écrite! 

Si ma route a dévié, j’aime à penser que j’applique toujours les bases dans mon métier actuel: 

contrôle et recoupement des sources, rédaction à l’adresse d’une cible spécifique, publication et 

présentation du résultat. 

Le résultat vous le retrouvez ici. Alors non, je n’ai pas parlé des heures de réunions (merci Teams!), 

des analyses TV et web revues et contrôlées au moins 3x, des textes réécrits et remis en forme 4x, 

et j’en passe. Chaque semaine, Alix, Flore, Maxime et moi-même, le comité rédactionnel, repensons 

la formule. C’est parfois éreintant, c’est toujours intéressant. Et j’ose: le résultat est éblouissant.

Nous ne sommes pas médecins, nous ne sommes pas caissières ou réassortisseurs. Nous ne sommes pas graphistes, 

nous ne sommes pas journalistes. Nous sommes des pubeurs. Nous sommes des curieux. Nous aimons nous montrer

généreux.

C’est pourquoi depuis 6 semaines, nous partageons avec nos collègues, nos partenaires, nos concullègues le fruit de nos

réflexions et de notre métier. Avec nos ressources, nos outils, nos études. 

Je suis donc tout particulièrement heureuse de partager avec vous les premiers insights de l’étude sur les sentiments et 

les habitudes des Belges pendants cette crise, réalisée pour nourrir l’OBSERVATOIRE H/COMMERCE. D’autres suivront 

la prochaine!

J’espère que le résultat de notre expertise média couplée aux insights RETAIL de cette étude vous passionnera autant 

que moi! N’hésitez pas à nous contacter pour en savoir plus. 

Bonne lecture,



HAVAS TALKS

Christian de la Villehuchet, Global Chief Integration Officer– Havas Belgium

Chers tous, 

h/commerce l’offre de consulting globale du groupe havas dédié à toutes les formes de commerce a lancé  en  

Belgique  une étude  sur les changements et les attentes des citoyens en matière de consommation et vis-à-vis 

de leurs enseignes ceci en plein confinement. 

Une occasion, nous l’espérons unique dans l’histoire, pour tenter de comprendre comment les Belges vivent leur 

confinement, comment leurs rapport à la consommation évolue, quels nouvelles relations  ils construisent avec 

la distribution, alimentaire et spécialisée, quelles nouvelles formes de commerces émergent, qu’attendent t’ils 

aussi du déconfinement. 

.
L’étude révèle que la consommation se  recentre sur l’essentiel.  80% des sondés declarant ne faire que des achats utiles, Cette étude 

fait également ressortir l’émergence des commerces de proximité, et la nouvelle dynamique des marques propres 36% des sondés se 

reportant sur les marques distributeurs. Enfin, l’éclosion de l’e-commerce est forte,  particulièrement chez les plus jeunes avec plus de 

55% des 18-34 ans déclarant faire plus d’achats online qu’auparavant. 

Les consommateurs valident en masse l’effort des distributeurs pour répondre à leurs attentes de consommation. Ils sont plus de 80% à  

être également satisfaits de leur communication. 

Mais les angoisses des Belges liées  à la peur de la contamination sur les lieux de distribution ressortent  également dans l’étude. Même 

s’ils ont perçu les efforts substantiels consentis par les enseignes, dont ils sont 83% à  reconnaitre la bonne application des règles de 

sécurité, la  peur  reste très forte.63% des belges déclarant ne pas se sentir en sécurité en magasin.

Il y aura un après crise, mais les belges sont pragmatistes et loin d’être idéalistes. Ils appréhendent une dégradation de leur situation, 

anticipent des dépenses plus modestes ( à 58%) et leur principale aspiration est sociale et familiale avec un recentrage anticipé sur une 

consommation plus ancrée localement. 

La réalité dépend bien sur de la durée du confinement, des conditions du déconfinement  et de la reprise de l’offre économique bien 

avant la demande mais on peut d’ores et déjà anticiper que cette crise, d’une soudaineté, d’une violence et d’une profondeur inégalée va 

transformer pour longtemps les comportements citoyens et de consommation

Bonne lecture 



EXPERTS OPINIONS

It is necessary to continue to urge not to waste talent. 

That’s why we should try to help local businesses as well 

as possible. Self-employed people undoubtedly need 

advice or creative ideas to be able to restart their 

activities as soon as possible after the crisis..

Isabel Van den Broeck, Managing Director (Creative Belgium) – MM

Think MarkComm local

An Caers, Radio Director (DPG Media) – MM

We discovered our creative talent and launched many 

content ideas that challenge a whole range of certainties 

and pave the way for innovations.In addition to new ideas 

for podcasts and new interactions with listeners, we see 

that it is not really essential to be in the studio to do 

radio.

Media adaptability

(Companies) They have unlearned to exist in a changing 

environment and cling to their achievements.That’s why 

they don’t dare to communicate anymore. That’s why 

they cannot stay present and connected in the hearts of 

people.

Salma Haouach, TV Host, Strategic communications & Economic Editorialist (LeLabTV, LN24) - PUB

Connect

Click on the pictures to access the articles.

https://www.mm.be/news-fr-45569-isabel-van-den-broeck-creative-belgium-plus-que-jamais-nous-devons-tout-faire-pour-demontrer-la-puissance-de-la-creativite
https://www.mm.be/news-fr-45636-la-radio-en-temps-de-crise-l-analyse-des-regies
https://pub.be/fr/salma-haouach-nos-vies-mijotent/


CONTENT

BELGIAN CONSUMER SENTIMENT: 

behavior & buying attitudes during Covid-19 

with a focus on supermarket & food retail
2

H/COMMERCE 

FROM LOCKDOWN TO STEP-BY-STEP 

CONFINEMENT:

a review
1

CONTEXT

EXPECTATIONS & USAGE: 

what do Belgians expect from media regarding

content, regarding the current crisis?
3

MEDIA

ESCAPISM & ROMANCE

in both language communities, people are 

looking for escape, challenge and… LOVE
5

TV

HYPERLOCAL & DEDICATED

Local news still rules! But don’t neglect 

thematic media brands online 
4

WEB & SOCIAL

ALIVE & KICKING

radio listeners are attached to “classical” radio 

stations… and new ways of listening to audio
5

RADIO



FROM LOCKDOWN TO 

STEP-BY-STEP DECONFINEMENT



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

Wednesday, April 15th

Belgian government announces 

that lockdown measures will 

continue until the 3rd of May. 

Gardening and DIY shops can 

open and nursing home are 

allowed to organize visits



NEXT STEPS TOWARDS DECONFINEMENT

ECONOMY

Some businesses will re-open: 

construction, commerce, 

transportation (not airlines), 

technical support and 

administrative. Homeworking 

is still preferred.

Monday, 

May 1st

ECONOMY

Homeworking is still preferred.

Restaurants and coffee places 

would still be closed.

Monday, 

May 18th

PRIVATE

Small gatherings with friends 

and family could be authorized 

during the weekends (max 10 

people).

Parks and playgrounds could 

be allowed as well as some 

sports with no physical 

interactions.

PRIVATE

Schools could re-open, starting 

with primary schools. Small 

classes with part-time school 

is considered. In secondary 

school, last year students will 

start first.

Date: 

Not 

known 

yet

ECONOMY

HORECA would re-open as 

well as culture and animal 

parks. It is asked to 

professionals of these sectors 

to find ideas for putting social 

distancing in practice.

Sport competitions and youth 

movements also need to find 

alternatives/solutions.



BELGIAN CONSUMER 

SENTIMENT 
purchase behavior & buying attitudes during Covid-19



49%51%

Gender

59% 10% 31%

Region

58% 42%

Language Age

12%
18-24 y.o.

18%
25-34 y.o.

26%
35-49 y.o.

25%
50-64 y.o.

19%
65+

Professional situation

1%
self-employed.

8%
liberal prof. & 

management

32%
employee

11%
worker

8%
student

22%
retired

METHODOLOGY & SAMPLING

52%

Prof. active

Fri April 10th –

Wed April 15th  

panel provider

CASI

methodologyquestionnaire

field

sample

13m13s

avg duration

n=500



BASIC NEEDS DURING CONFINEMENT? MEDIA! (WITH FULL BELLY IN A TIDY HOUSE) 

What have been your main activities during the past few days? Source pictures: Unsplash

surfing on the internet67% cleaning/tidying the 

house
55% watching TV w/family55%

cooking52% watching videos & movies44%

1 2 3

4 5

https://unsplash.com/photos/wuU_SSxDeS0


SPRING IS IN THE AIR!

What have been your main activities during the past few days?

(21/04/2020)

of respondents mentioned 

cleaning as their main activity last 

week 

55%1

SPRING CLEANING ON THE AGENDA

of women has cleaned the house last week.

Did men help with the household chores? 

45% mention this activity as a major activity

64%2

WOMEN’S DEVOTIONAL SPRING CLEANING

DETTOL saw its sales tripled in last 5 

weeks (15/04/2020 in Retail Detail)+302%3

AND THE WINNER IS… DETTOL

https://www.retaildetail.be/nl/news/food/deze-merken-verdubbelden-hun-omzet-dankzij-corona?fbclid=IwAR31SO97REly3WNVMnnHMzq63fU1VP_c8R4WYEViM8-jHCJdwcSNFwjw0Ac


1.What have been your main activities during the past few days? 2.Have you visited new e-commerce sites for DIY or gardening products?

TIME TO MAKE THE GARDEN SUMMER PROOF

Since Saturday April 18th, improvement shops and garden

centers were allowed to reopen by the Natonal Security 

Council to the delight of all the gardening aficionados: as a 

matter of fact, 19% of Belgians had delayed the purchase of 

gardening products due to the confinement

of respondents mentioned gardening as 

their main activity last week. (1 out of 2

within Baby boomers).

41%1

GARDENING AS A MAJOR ACTIVITY

of respondents have visited NEW gardening 

& DIY e-commerce sites. Specialized stores

must ensure their presence online.

10%2

e-GARDENING ON THE RISE

expect content from media about 

gardening & home improvement, esp. 

Walloon people.

21%3

CONTENT IS EXPECTED



BUT NOTHING BEATS A HOME-COOKED MEAL

1.What have been your main activities during the past few days? 2/3.Have you visited new e-commerce sites for 

of Belgians mentioned cooking. More 

women than men (62% vs 41%).52%1

COOKING AS A MAJOR ACTIVITY

of Belgians have visited NEW e-commerce food &

retail sites. 10% visited the site of a physical 

retailer they used to visit before the pandemic.

19%2

BELGIANS DISCOVER e-GROCERY SHOPPING…

of Belgians have visited NEW online organic 

(food) sites. The interest for this type of 

suppliers is higher amongst 18-34 y.o. (19%).

9%3

AND ORGANIC FOOD ONLINE SERVICES



1. Do you feel like: you are eating more/less healthy or as usual? 2. Does this condition of confinement creates favourable conditions to purchase something specific or behave differently?3.What are 

the purchases that you continue to make almost normally?

CONFINEMENT SHAPES NEW EATING HABITS

of respondents have not changed their eating habits. 19% are eating 

less healthy foods than usual, 18% more healthy. Within the younger 

age group18-24 y.o., 40% claim to have switched to a more healthy 

diet.

63%1

GEN Z EATS HEALTHIER THAN BEFORE

think the situation is perfect to learn cooking mono-product dishes 

(based on pasta, rice…). Belgians are more interested in food products 

& services on social media as before the lockdown,the analysis of

SOPRISM demonstrate:

23%2

(more)than) ONE OUT OF FIVE DISCOVER NEW EATING TRENDS

SOFT DRINKS

+79%

YOGURT

+79%

WAFFEL

+28%

PASTA

+4%

of respondents claim they continue to purchase food products that 

make them happy. In the same way as before the lockdown. 

Especially older people of 65+ (72%) refuse to be denied the right to 

purchase food for “pleasure”.

63%3

PLEASURE IN FOOD IS A BASIC NEED

https://soprism.com/


1. On a scale from 1 to 10, to which extend have you used the following services during confinement?  (1:not used often/a lot -10: used often/lot; scores 7-10 grouped). 2. See 1 + How does this situation 

changed your buying behavior? You do/use more… (Yes)

LOCKDOWN SHAPES ALSO NEW BUYING HABITS

of respondents used online shopping & delivery services a lot during 

confinement. Younger ones are the most heavy users with 37% of 18-34 y.o. 

having used these services more often the past few weeks.

21%1

ONLINE SHOPPING & DELIVERY SERVICES BOOMED

20/04/2020

of respondents used more drive service for grocery shopping, 21% 

within 18-34 y.o. Younger ones are the most heavy users with 14% 

of 18-34 y.o. having used these services often.

12%2

DRIVE SERVICES APPEAL (MORE) TO 18-34 y.o.

And good news: Quick, McDonald’s and Burger King announced and 

reopened their drive-thrus! 

With massive road congestions as a result…



BELGIANS MISS PHYSICAL STORES… BUT NOT THEIR VISITORS

1.Do you miss going to a store or department store? 2. Do you actually feel safe while grocery shopping (in shops)?

of respondents miss visiting retail stores. 

Women more often states they miss (window) shopping (58%).  50%1

WOMEN MISS RETAIL STORES

feel safe and in security while doing the grocery shopping. 

French-speaking people have more varied opinions: only 58% 

feel safe (vs 66% of Flemish-speaking people)   

63%2

SUPERMARKETS ARE DOING A GREAT JOB

Contamination by other shoppers is the biggest fear while 

shopping. Women and 25-34 y.o. are the most worried (81%). 

Young adults (18-24 y.o.) the less (68%) 

78%3

“L’ENFER, C’EST LES AUTRES” (HELL IS OTHER PEOPLE)



Which supermarket chain or food supplier did you visit during the confinement period?  

COLRUYT, DELHAIZE AND ALDI WERE THE MOST VISITED FOOD SUPPLIERS

2%

14%

2%

3%

12%

18%

28%

31%

42%

43%

48%

0% 10% 20% 30% 40% 50%

local or organic 

producer/shop

drive services

TOP 3 NL (ranked on selectivity)

19%
aff. 162 

48%
aff. 115

50%
aff. 103

8%
aff. 220

3%
aff. 141

21%
aff. 113

TOP 3 FR (ranked on selectivity)

TOP 3      (ranked on selectivity)

15%
aff. 129

3%
aff. 120

31%
aff. 110

TOP 3      (ranked on selectivity)

4%
aff. 125

51%
aff. 106

44%
aff. 102

2% 14% 2%

18-34 y.o. have more often mentioned organic or local 

shops and retail brands. Drive services from 

supermarkets and food retailers are not yet a thing. But 

younger adults are twice more numerous to be into it

YOUNGER ADULTS PREFER IT LOCAL AND ORGANIC

TOTAL BE

18-34 y.o. 4% 17% 4%



Which supermarket chain or food supplier did you find the most useful during the crisis?  

COLRUYT, DELHAIZE AND ALDI WERE THE MOST USEFUL FOOD SUPPLIERS

4%

16%

3%

3%

9%

12%

17%

25%

29%

29%

40%

0% 10% 20% 30% 40%

local or organic 

producer/shop

drive services

TOP 3 NL (ranked on selectivity)

13%
aff. 153 

35%
aff. 122

42%
aff. 106

7%
aff. 237

4%
aff. 164

31%
aff. 108

TOP 3 FR (ranked on selectivity)

TOP 3      (ranked on selectivity)

4%
aff. 152

18%
aff. 110

9%
aff. 110

TOP 3      (ranked on selectivity)

4%
aff. 145

35%
aff. 120

46%
aff. 115

3% 16% 4%TOTAL BE

5% 16% 5%

Everyone agrees: local & organic producers have to 

reinforce their (brand) presence in the minds of 

consumers to appeal to more visitors and prove their 

utility (and distinction with supermarket retailers)

LOCAL & ORGANIC MUST PROVE UTILITY

18-34 y.o.



SOME FIRST CONCLUSIONS (and more to come)

Spring cleaning, cooking, watching TV together with other household 

members, preparing the garden for a new season… There is something 

reassuring about cultivating habits. Especially when times are uncertain
1

CREATURES OF HABITS

Some favor physical shops, missing the human contact with local merchants (42%), other chose for 

online food retail services… The fact is: more Belgians than ever have find their way to e-food retailer. 

Other sectors, not as usual like gardening, also benefits from the confinement online
2

CREATURES OF HABITS… BUT OPEN FOR NEW ADVENTURES

Just like eating or sleeping, media are part of our daily routine and rituals. More: they 

are a basic necessity fulfilling the need for information, reassurance, social 

exchange and entertainment  
3

MEDIA ARE A BASIC NEED



MEDIA

Should media continue to cover the 

actual health crisis with the same 

intensity? Opinions are varied on this 

topic with nearly the same amount of 

Belgians happy with the current coverage 

(45%) vs Belgians thinking media spend 

to much time to this topic (44%).

We have distilled some recent reports of 

White Corporate Affairs and Dedicated on 

the role and usage of media during the 

past few weeks.



Source: Etude des opinions et des attitudes des Belges face à la crise du coronavirus/Covid-19 – Avril 2020 – Whyte & Dedicated

BELGIANS INFORM THEMSELVES MORE THAN BEFORE
Especially French-speaking Belgians. Favorite media are TV, Radio and Press 

28%

42%

34%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

No answer

Not at all

Way less than before

A little bit less than before

The same

A little bit more than before

Much more than before

Searching for information

26%

82%

91%

90%

89%

97%

7%

14%

14%

11%

9%

45%

0% 20% 40% 60% 80% 100%

Other

Social Media

Online information websites

Dailies

Radio

Television

Preferred media to find information

Position 1 Total



MEDIA SHOULD CONTINUE THE COVERAGE OF THE CRISIS
But it should be balanced with other topics so it wouldn’t be overwhelming

Source: Etude des opinions et des attitudes des Belges face à la crise du coronavirus/Covid-19 – Avril 2020 – Whyte & Dedicated

44% of Belgians think that media spend too 

much time discussing about the crisis

45%

VS

of Belgians think that media allocate 

the right amount of time to the crisis

0%
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20%

30%

40%

50%

60%

70%

80%

Expected content from the population



Source: McKinsey & Company COVID-19 Belgium Consumer Pulse Survey 4/2-4/5/2020, N=604, sampled and weighted to match Belgium’s general population 18+ years

CONSUMERS EXPECT TO HAVE MORE TIME FOR ENTERTAINMENT
On the other hand, they exepct to allocate less time to work, video games and 

printed news



WEB

Hyperlocal news coverage still rules! 

But don’t neglect thematic and 

dedicated media brands online: 

women’s magazine brands do not 

suffer from the crisis online. At the 

contrary: the time spent with thematics

about cooking & well-being has 

rocketed.

The last three weeks, the interest for

immo has increased. But not all immo

brands face the same situation in terms 

of visis. 

And social? There is still a decrease 

compared to the weeks before the 

lockdown but brands are back on 

platforms!
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And Flemish people are champions in spending time on Belgian sites
BELGIANS STILL SPEND MORE TIME ONLINE THAN BEFORE

33’

avg time spent on internet

(in minutes)

08/04 > 14/04      15/04 > 21/04

33’

24’24’

39’ 39’

avg time spent (min.)
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MARCH 07th – APRIL 21st

real users

TOP 3

TOP 3 audience share (21/04)

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

audience of all media)
28% 23% 9%

HYPERLOCAL NEWS DOMINATE IN THE NORTH

Increase of the interest in some medias and 

websites on Facebook and Instagram

+ 16% + 11%
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MARCH 07th – APRIL 21st

pageviews

avg. time spent

(min.)

+ 18%

+ 5%

+ 4%

TOP 3 evolution

pageviews

(21/04 vs 20/04)

TOP 3 evolution

avg. time spent

(21/04 vs 20/04)

+ 1%

+ 1%

+ 4%

MARCH 07th – APRIL 21st

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 21st

TOP 3

TOP 3 audience share (21/04)

(the share of the audience of the media in the 

total audience of all media) 11% 9% 9%

SUDINFO RULES BUT IS CHALLENGED 



WALLOONS SPEND MORE TIME ON FINANCIAL NEWS
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pageviews
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But consume more hyperlocal news 
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visits

INTEREST IN IMMO HAS INCREASED THE LAST 3 WEEKS
But not all immo sites face the same situation: smaller sites are more 

resilient 

MARCH – APRIL

2019 Logic-Immo 2019 2019 2019

- 9%

- 46%

+ 56%

+ 1%

+ 114%

+ 63%

- 18%

- 42%

- 42% - 34% - 32% - 40%

evolution visits

01/03/2019 > 12/03/2019 VS
PRE-LOCKDOWN 2020 

(01/03/2020 > 12/03/2020 VS 13/03/2020) 

13/03/2019 > 21/04/2019 VS
LOCKDOWN 2020 

(13/03/2020 > 21/04/2020)

PRE-LOCKDOWN 2020 
VS

LOCKDOWN 2020 
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visits

WOMEN’S MAG DO NOT KNOW THE CRISIS (ONLINE)
Flair (National) and Libelle are stronger than ever 

MARCH – APRIL

+ 31%

+ 57%

+ 11%

- 20%

- 40%

- 7%

- 24%

+ 32%

+ 14% - 38% + 34% + 74%

2019 2019 2019 2019

evolution visits

01/03/2019 > 12/03/2019 VS
PRE-LOCKDOWN 2020 

(01/03/2020 > 12/03/2020 VS 13/03/2020) 

13/03/2019 > 21/04/2019 VS
LOCKDOWN 2020 

(13/03/2020 > 21/04/2020)

PRE-LOCKDOWN 2020 VS LOCKDOWN 2020 
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Thematics take all the attention (recipes, health & well-being)

The recipes from Libelle and healthy tips of Goed Gevoel to feel better?

MARCH – APRIL

- 7%

+ 3%

- 18%

- 24%

- 9%

+ 31%

- 23%

+ 41%

+ 15% - 10% + 41% + 59%

2019 2019 2019 2019

evolution visits

01/03/2019 > 12/03/2019 VS
PRE-LOCKDOWN 2020 

(01/03/2020 > 12/03/2020 VS 13/03/2020) 

13/03/2019 > 21/04/2019 VS
LOCKDOWN 2020 

(13/03/2020 > 21/04/2020)

PRE-LOCKDOWN 2020 VS LOCKDOWN 2020 

avg. time spent

(min.)



Sources

THE IMPORTANCE OF SOCIAL

of Belgians mentioned social 

media as a main activity last 

week 

43%1

SOCIAL MEANS CONNECTING

of 18-24 y.o. mentioned social 

media as a main activity last 

week

62%2

YOUNG ADULTS CONNECT ONLINE

nearly 1 out of 2 women 

mentioned social media as a 

main activity (vs 36% men)

49%3

WOMEN MORE ADDICTED THAN MEN



While we see an increase over the last 2 weeks, showing that brands have 

adapted their communication in Social and have started talking again, there is 

still a decrease compared to the weeks before the lockdown

BRANDS ARE (CAUTIOUSLY) BACK ON PLATFORMS
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MARCH 07th – APRIL 22nd



Promoting local & expertiseBRAND 

OPTIMISM

INFLUENCERS ARE WORKING FROM A NEW ANGLE

Influencers are raising money for 

good causes and using their

platforms to promote local shops 

for free

Actors and comedians are keeping

their fans entertained from home 

Make-up artist Sabine Peeters 

shares her expertise with a weekly

IGTV called Corona Cosmétique 

With more free time in their

schedules, influencers have 

shifted to TikTok

Influencers who have lost a part of their income due to the pandemic have 

found a new way to create content on their own. Others have shifted to TikTok, 

the #1 in Entertainment on Apple Store 



TELEVISION

Back to normal? Not yet… but the 

interest in news is declining… 

In both parts of the country, people are 

looking for escape, challenge and… 

LOVE

Discover the focus of the week on how 

Covid-19 crisis impacts 5 major TV 

shows as De Mol, Blind Getrouwd, 

Mariés au premier regard, Koh-Lanta &

Top Chef.



GOOD TO KNOW

Sources

of Belgians

mentioned TV as their 

primary information source

63%1

TV AS A MAJOR MEDIA 

main activity

of 18-34 y.o. past week7th
4

TV WATCHING WITH MEMBERS OF THE HH

main activity

of Baby boomers past week2nd
3

TV WATCHING WITH MEMBERS OF THE HH

of Belgians

mentioned TV as the most important 

media to follow Covid-19 news

45%2

TV AS THE TRUSTED PARTNER



0

5

10

15

20

25

30

35

40

45

50

12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19

 2019 - 15-34 y.o.  2019 - PRP 18-54 2020 - 15-34 y.o. 2020 - PRP 18-54

Source: Havas Media BE elaboration of Nielsen / GFK data - Live + Vosdal & Live +7 for Top programs

At the expense of NEWS
ENTERTAINING REALITY & (LOCAL) MUSIC SCORE

! analysis on 7 pm – 11 pm timeband

rat%

MARCH 12th – APRIL 19th

Sunday is always the weekly appointment for the Flemish population with De Mol (VIER) and Blind getrouwd (VTM). Liefde voor Muziek

(VTM) ranked on 2nd position in the TOP 10 programs for 15-34 & PRP 18-54 targets, before Blind getrouwd. The new TV program Lego 

Masters (VTM) maintained its position in the TOP 5 programs on the PRP 18-54 target. Local TV soaps Thuis (EEN) & Familie (VTM) 

consolidated their place in the TOP 10 for both targets. 

7 pm-11 pm



RTL dominates the TOP 10 programs (Live +7) last week (April 13th – April 19th). Thanks to its daily news program RTL Info 19h. 

Amongst entertainment programs, reality shows as Koh-Lanta (TF1) and Mariés au premier regard (RTL-TVI) were head to head in 

the TOP 5 programs on both targets 15-34 and PRP 18-54. Enquêtes (RTL-TVI) still remain in the TOP 10. We can also notice the 

appearance in the TOP 10 of the JT Special edition of La Une on April 15th for both targets.
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Evening news is always a daily appointment… but entertainment & social 

reality boost audiences

NEWS & ENTERTAINMENT RULE

rat%

! analysis on 7 pm – 10.30 pm timeband

MARCH 12th – APRIL 19th

7 pm-10.30 pm

Source: Havas Media BE elaboration of Nielsen / GFK data - Live + Vosdal & Live +7 for Top programs
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Rising trend in the North after a small decline… similar trend in the South due to 

weather conditions?

TV VIEWING IS STILL ON TOP!

Source: Havas Media BE elaboration of Nielsen / GFK data - Live + Vosdal. ALL DAY LONG: 2 am – 2 am  

avg time spent (hours) avg time spent (hours) 

2 am-2 am

MARCH 12th – APRIL 19th
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With a particular drop during day time
… SLOWLY BACK TO NORMAL… 

Source: Havas Media BE elaboration of Nielsen / GFK data - Live + Vosdal

2 am-5 pm

7 pm-11 pm



Flemish got a Lego brick in the belly, French-speaking into infotainment
LOVE IS IN THE AIR

Source: Havas Media BE elaboration of Nielsen / GFK data – Top 5 programs. From Monday to Sunday for evolution (i). Bubble size = rating

DE MOL (VIER) 

LIEFDE VOOR MUZIEK 
(VTM) 

BLIND GETROUWD (VTM) 

TEMPTATION ISLAND (VIJF) 

IS ER EEN DOKTER 
IN DE ZAAL? (EEN) 
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*Reporters has a important index evolution due to an exceptional lower rating in W15 (W15: rating: 4,8% vs W16: 10,3%)
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VTM NIEUWS leads the way in the North, RTL INFO maintains its leader position in the South
INTEREST FOR NEWS IS DECLINING

Reminder:  W11 = Confinement Announcement

W12 = Confinement Beginning

W16 = Confinement Ending Period announced and fixed on May 3th  
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ALWAYS A SAFE BET
DE MOL 

Year after year De Mol maintains its position of TOP Program in Flanders, keeping its audience ratings high. De Mol has even increased its

average audience by +13% between 2019 and the current edition for 4+ target and +17% for 15-34. For the PRP 18-54 target, ratings are 

stable. Audience peaks are observed for final episodes of each season: May 13th in 2018, May 5th in 2019. After a lower success last 

week, how will the final rate this year? Answer on next Sunday!

Source: Havas Media BE elaboration of Nielsen / GFK data - Live + 7 (for any programs until 14/4/2020)
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FOCUS ON 2020 EDITION

Sunday, March 8th

episode 1

Alpha – Het begin

OUT: Gilles, 29 y.o.

Sunday, March 15th

episode 2

Pandora

OUT: Bruno, 50 y.o.

Sunday, March 22nd

episode 3

Ariadne

OUT: Els, 51 y.o.

Sunday, March 29th

episode 4

De slechtste regeringsvorm. 

Op alle andere na

OUT: Laure, 46 y.o.

Sunday, April 5th

episode 5

Een lach, een groet, een 

blij gezicht

OUT: Salim, 28 y.o.

Sunday, April 19th

episode 7

Verlies je wapen of je eigen 

leven maar nooit je schild...

OUT: Christian, 26 y.o.

Sunday, April 12th

episode 6

Deelnemen is belangrijker 

dan winnen

OUT: Dorien, 27 y.o.

ratings #:

4+
1.346.136

15-34
433.924

PRP 18-54
550.408 

ratings #:

4+
1.348.149 

15-34
445.855

PRP 18-54
579.440 

ratings #:

4+
1.381.413

15-34
427.480

PRP 18-54
610.776 

ratings #:

4+
1.396.182

15-34
456.837

PRP 18-54
575.757

ratings #:

4+
1.332.616

15-34
462.814

PRP 18-54
571.950

ratings #:

4+
1.295.950

15-34
396.480

PRP 18-54
523.346

ratings #:

4+
1.403.188

15-34
447.521

PRP 18-54
586.096

Sunday, March 8th

episode 1

Alpha – Het begin

OUT: Gilles, 29 y.o.

Sunday, March 15th

episode 2

Pandora

OUT: Bruno, 50 y.o.

Sunday, March 22nd

episode 3

Ariadne

OUT: Els, 51 y.o.

Sunday, March 29th

episode 4

De slechtste regeringsvorm. 

Op alle andere na

OUT: Laure, 46 y.o.

Sunday, April 5th

episode 5

Een lach, een groet, een 

blij gezicht

OUT: Salim, 28 y.o.

Sunday, April 19th

episode 7

Verlies je wapen of je eigen 

leven maar nooit je schild...

OUT: Christian, 26 y.o.

Sunday, April 26th

episode 8

FINAL

One of these, is De Mol:

Alina, Bart, Jolien

DE MOL 

Source: Havas Media BE elaboration of Nielsen / GFK data - Live + 7 (for any programs until 14/4/2020)



STILL IN THE BOX-OFFICE BUT AFFECTION IS DECLINING
BLIND GETROUWD

Source: Havas Media BE elaboration of Nielsen / GFK data - Live + 7 (For any programs until 14/4/2020)

For several years now Blind Getrouwd is amongst the TOP Programs in Flanders. Despite this sucess, the audience ratings are 

declining: -14% on 4+ target and even -22% on 15-34 between 2019 vs 2018 editions. After a deepdive analysis, we can claim that

Blind Getrouwd has taken advantage of the first weeks of confinement. Blind Getrouwd vs the final of De Mol, who will win? 
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THE NEED OF LOVE EXPLAINS THE SUCCESS
MARIÉS AU PREMIER REGARD 
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Mariés au premier regard is broadcasted on RTL-TVI on 

two versions: a French one on air on Saturday evening

and a Belgian one on Tuesday prime time. Those two

differences may explain the ratings differences between

the two programs: higher ratings for the Belgian version 

than for the French one. Belgian versions have an 

increasing success week after week, maintaining their

ratings high.

The current edition has also taken advantage of the 

confinement period, especially amongst 15-34 where an 

increase of more than 80% is observed between the 

lowest rating episode and the highest one. This trend 

also applies on 4+ and PRP 18-54 targets with an 

increase of +50%. 
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Source: Havas Media BE elaboration of Nielsen / GFK data - Live + 7 

(For any programs until 14/4/2020)



IN NEED OF A KITCHEN REVOLUTION
TOP CHEF
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As Koh-Lanta, Top Chef is one of those programs French-speaking Belgians are all familiar with. Despite this aspect, we can observe a 

slow decline on audiences on PRP 18-54 with -13% on average ratings between 2018 and 2020 editions. In contrast, the program is

gaining new younger viewers between last year and today (with 8% more of average audiences on 15-34). A similar trend applies on 4+ 

target. Regarding the current edition, audiences increased after the beginning of confinement period. Is Top Chef reminding us the 

pleasure to cook and keeping the memory of chef’s talents in order to prepare the post-confinement?

2018

13 episodes
rat%

2019

14 episodes
rat% 2020

9 episodes…
rat%

Source: Havas Media BE elaboration of Nielsen / GFK data - Live + 7 (For any programs until 14/4/2020)



A GREAT ESCAPE IN CONFINEMENT
KOH-LANTA

Koh-Lanta is the “Madeleine de Proust” on air for many years now. The 2020 edition “L’île des Heros” achieved an unprecedent success 

during the confinement period on all targets. Families seem to rediscover the joys of watching a competition taking place in an idyllic 

island as a temporary escape solution.
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Source: Havas Media BE elaboration of Nielsen / GFK data - Live + 7 (For any programs until 14/4/2020)



Friday, February 21th

episode 1

OUT: Joseph, 27 y.o.

Friday, February 28th

episode 2

OUT: Valérie, 58 y.o.

Friday, March 13rd

episode 3

OUT: Teheiura, 41 y.o.

Friday, March 20th

episode 4

OUT: Benoit, 43 y.o.

Friday, March 27th

episode 5, part 1

OUT: /

Friday, April 10th

episode 6

OUT: Ahmad, 30 y.o.

Friday, April 3rd

episode 5, part 2

OUT: Pholien, 29 y.o.

Delphine, 36 y.o.

Friday, April 17th

episode 7, part 1

OUT: /

ratings #:

4+
452.651

15-34
134.541

PRP 18-54
207.325 

ratings #:

4+
454.231

15-34
126.237

PRP 18-54
210.786 

ratings #:

4+
541.284

15-34
156.963

PRP 18-54
290.382 

ratings #:

4+
558.207

15-34
158.308

PRP 18-54
278.614 

ratings #:

4+
538.685

15-34
154.703

PRP 18-54
275.041 

ratings #:

4+
549.896

15-34
149.696

PRP 18-54
259.205 

ratings #:

4+
535.703

15-34
150.598

PRP 18-54
266.870

ratings #:

4+
503.578

15-34
131.569

PRP 18-54
246.333 

Source: Havas Media BE elaboration of Nielsen / GFK data - Live + 7 

(For any programs until 14/4/2020)

KOH-LANTA
FOCUS ON 2020 EDITION



RADIO

Radio is alive and kicking! No, people 

not only listen to radio when commuting

from home to work… 

Radio listeners are attached to their

radio stations, not to the radio device. 

Find some striking evidence about the 

rise of digital radio stations and 

streaming services during the actual 

crisis. 



NOT ONLY TV AND ONLINE ARE ON THE RISE
¼ of the Belgian Dutch speakers are listening MORE to the radio

Both Radio and Online 

Radio showing growth 

during crisis

Based on a qualitative study of 1378 Flemish people on 

Radio consumption in the North:

• 25% of respondents listen more to Radio compared 

to before confinement (mostly 15-44)

• 13% of respondents listen less to Radio compared 

to before confinement (mostly 25-44)

• Classic radio stations remain popular in order to 

keep informed

Online Radio Streaming: +30% increase in stream 

starts / average listening time / unique visitors on 

average of the Belgian broadcasters

Source: click on the links to access the article and file

https://www.vrt.be/nl/over-de-vrt/nieuws/2020/04/01/vrt-radio-trouwe-metgezel-voor-de-vlaming-tijdens-coronacrisis/?fbclid=IwAR2XDPtsAFrOeTHU2GJLS0Nwg8WkJuBo5m5YctMqAtj0ZVpj5KNuDfqmLVc
https://www.vrt.be/nl/over-de-vrt/nieuws/2020/04/01/vrt-radio-trouwe-metgezel-voor-de-vlaming-tijdens-coronacrisis/?fbclid=IwAR2XDPtsAFrOeTHU2GJLS0Nwg8WkJuBo5m5YctMqAtj0ZVpj5KNuDfqmLVc


Source: Etude des opinions et des attitudes des Belges face à la crise du coronavirus/Covid 19 – April 2020 – Whyte & Dedicated

BELGIANS KEEP LISTENING TO RADIO STATIONS
In the South Vivacité, RTL and Radio Contact come first

In the North Radio 2, Radio 1 and Qmusic are leading
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ONLINE SOLUTIONS MORE POPULAR THAN EVER
+40% of radio sessions between 11am and 5pm

INFORM – People want to stay up 

to date by listening to the news

CONNECT – It helps people to 

stay connected between each other

ENTERTAIN – Shows and 

programs bring life in the house and 

relax people

Radio supports multiple roles 

according to the listeners:

• Number of people listening to the radio online (via 

app or websites) increase by +36% since the 

beginning of the crisis

• Podcasts and programs became more popular for 

+23% of the listeners

+50% of listeners

(last two weeks)

+46% of listeners

(last two weeks)

+65% of listeners (March)

+32% of listeners (March)

+22% of listeners (March)

Radio stations see their audiences grow bigger

Source: Havas Media Belgium Desk Research



AUDIO STREAMING GAINS POPULARITY
¼ of the Belgian Dutch speakers are listening MORE to the radio

LISTENING BRINGS JOY

Listening at home creates new 

habits

Source: https://www.var.be/fr/blog/spotify-et-corona-4-tendances-marquantes

MOBILE IS STILL FIRST

Smartphones are the main device 

for audio streaming but can also 

be used as remote controls

FAMILY FOCUS

Cocooning is the biggest trend and 

playlists are now created for 

domestic tasks and family activities

REFLECTION – ENTERTAINMENT

Well-being, meditation podcasts 

gain meaningfulness as well as 

sport or comedy for entertainment



MORAL SUPPORT FOR AUDIENCES & LOCAL BUSINESSES
New initiatives arise and messages are positive and comforting

People’s call will be broadcasted and 

answered to launch the conversation 

LEAVE A MESSAGE

At 8pm, a song from the artist 

“Soprano” is played in order to show 

support to the health care worker.
2

HEALTH CARE SUPPORT “1 uit de 100” allows listeners to choose songs and 

dedicate them to their close ones. 

“La chanson qui fait du bien” – listeners picking up 

songs & the “good news office” to share positive news

“Partageons le positif” – from 11am to 7pm, people 

will receive positive vibes on the radio

“Belges à domicile” – tips and tricks to cope with the 

lockdown situation

“Hits voor Heroes” allows listeners to choose songs 

to thank the crisis heroes

“L’e-pero” – gather the speakers, guests and listeners 

who would like to enjoy a drink together

Audiovisual sales houses offer a free 5” audio and video tag-on 

to invite consumers to consume online. A 10” video campaign 

supporting local business has also been produced.
3

FINANCIAL SUPPORT

Source: Havas Media Belgium Desk Research

1



Source: Havas Media Belgium Desk Research

Radio usually broadcasts lots of 

activation campaigns for in-store traffic1

TEMPORARY (DES)ACTIVATION

New formats, new topics and mood 

boosters. Radio station answer with 

creativity and a meaningful purpose.
2

ADAPTABILITY IS KEY

Radio is a great media to have a quick and 

effective impact on sales. It is agile, quick and not 

too expensive.
3

POST-CRISIS WILL BE GAME-CHANGING 

THE CRISIS IS TOUGH BUT THE FUTURE STAYS BRIGHT
Regional and local radio stations are suffering more when national quickly adapted



Giving visibility to Belgian artists during the crisisBRAND 

OPTIMISM

THINK LOCAL!

JOE Best of Belgium

Available on Joe’s website/app and via 

DAB+, this new channel is an answer to the 

cancellations of festivals and concerts. It 

focuses on featuring Belgian local artists. 

The channel has been created to compensate the cancellations 

of all the music events like festivals, concerts, etc.

New digital radio to feature the 

best songs from Belgian artists



From audio to video, but still radioBRAND 

OPTIMISM

PROVIDE NEW EXPERIENCES

Qmusic organises a digital DJ set to keep 

celebrating despise the social distancing

The event will take place on the 28th of April 

with a 90’s theme. The objective is to keep 

having fun through music but keep 

respecting the government measures by 

staying at home… and enjoying some good 

music.

Digital DJ set via Facebook



In these difficult times it is better to be together than apartBRAND 

OPTIMISM

PARTNERSHIPS ARE BETTER THAN COMPETITION

Sales Houses are joining their forces to 

communicate about the power of radio

With the name #stuckinthemiddlewithyou, 

DPG Media, VRT et Mediahuis are 

launching a joint campaign on TV and Radio 

to celebrate the power of the radio. 

DJs from Qmusic, Joe, Willy, Radio 1, Radio 

2, MNM, Studio Brussel, Nostalgie, Klara et 

NRJ get together to explain how radio is 

helping more than 4 million Flemish every 

day during the crisis. 

Digital DJ set via Facebook
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