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Brand equity is one of the most powerful, valuable assets
a marketer can own or create. It translates directly into cus-
tomer lifetime value and your bottom line. Given that, it takes 
time, consistency, creativity, and money to build. Of course, 
it’s not your only concern as a marketing leader. You’re also 
on the hook to drive results in real time, all the time. 

It’s always been di�cult to align e�orts to build brand equity and
drive local demand. Sure, it’s hard to �gure out how to allocate 
budget — but more crucially, it’s a challenge to make sure the
marketing activities of your local channel partners are supporting
your national e�orts, especially in a time of economic upheaval
that is impacting each local market di�erently. 

Top of funnel marketing to build brand 
awareness pays you back in the long run, 
while last-click advertising at the local 
level drives sales in the short term. Both 
are crucial to the success of your brand 
and we believe, not fundamentally at odds. 
Our aim is to help you build a strategy for 
recovery that brings brand equity and local 
demand generation in line with one another. 
Read on for our top three strategies for 
building brand equity and leveraging your 
local marketing to e�ectively respond to 
the COVID-19 pandemic.



Spend proactively on thoughtful,
data-driven branding
Keep advertising with an eye toward changing consumer 
perception and behavior. Stay top of mind with branding 
that emphasizes the value your brand provides over cliched 
pandemic themes.

The market is rapidly evolving in response to changing conditions — 
these changes present great risks and opportunities to win customer 
loyalty. A recent McKinsey study found that consumers are switching 
brands at unprecedented rates, with 36 percent trying a new product 
brand and over 75 percent changing their shopping behaviors. Most 
predicted these new habits would stick beyond the pandemic, meaning 
the impacts of shattered brand loyalty will be felt for years to come. 
With an unprecedented paradigm shift comes an unprecedented 
chance to win or lose share.

A number of high pro�le brands have gone dark in Q2 and Q3, and 
we expect they’ll see the cost of zeroing their ad budgets next year. 
Nielsen estimates that dropping advertising in 2020 could lead to as 
much as an 11% decrease in sales in 2021, and that it takes 3-5 years 
to build back from a dark period. History has shown that companies 
who continue to advertise during a recession will bounce back more 
quickly. Scenario plan for the most optimistic and pessimistic of sce-

narios, and keep a close eye on consumer 
behavior to help make decisions on the go. 
Proactive, rather than reactive, decision-making 
and budgeting will be key to maintaining 
your market position or gaining a competi-
tive advantage. 

As for the messaging itself, it’s important 
that your brand is sensitive to the public 
health crisis and economic recession, but 
it’s also true that consumers are tired of 
brands over-emphasizing messages about 
“these uncertain times” without o�ering up 
anything meaningfully di�erent. Depending 
on your target segment, pandemic-related 

messages may or may not resonate. Gen Z, for example, is tired of “things 
are di�erent now” messaging and wants more fun and exciting content. 

Take the time to develop a strategy that provides more value and does 
more than tack “in these uncertain times” onto the start of your next 
piece of brand creative. Get granular with your consumer behavior 
research and �gure out what your customers need and care about. 
Closely monitor your web analytics and segment by new behaviors — 
are your customers looking for answers and support before heading
to typical conversion pages? Adapt your messaging to answer those 

questions up front for a better customer experience. Pay close attention to 
how the pandemic is a�ecting your local channel partners, and how they’re 
responding to their changing markets. Lead with local data and empathy 
for your customers in your decision making and message development.
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The market is rapidly evolving in response to changing conditions — 
these changes present great risks and opportunities to win customer 
loyalty. A recent McKinsey study found that consumers are switching 
brands at unprecedented rates, with 36 percent trying a new product 
brand and over 75 percent changing their shopping behaviors. Most 
predicted these new habits would stick beyond the pandemic, meaning 
the impacts of shattered brand loyalty will be felt for years to come. 
With an unprecedented paradigm shift comes an unprecedented 
chance to win or lose share.

A number of high pro�le brands have gone dark in Q2 and Q3, and 
we expect they’ll see the cost of zeroing their ad budgets next year. 
Nielsen estimates that dropping advertising in 2020 could lead to as 
much as an 11% decrease in sales in 2021, and that it takes 3-5 years 
to build back from a dark period. History has shown that companies 
who continue to advertise during a recession will bounce back more 
quickly. Scenario plan for the most optimistic and pessimistic of sce-

narios, and keep a close eye on consumer 
behavior to help make decisions on the go. 
Proactive, rather than reactive, decision-making 
and budgeting will be key to maintaining 
your market position or gaining a competi-
tive advantage. 

As for the messaging itself, it’s important 
that your brand is sensitive to the public 
health crisis and economic recession, but 
it’s also true that consumers are tired of 
brands over-emphasizing messages about 
“these uncertain times” without o�ering up 
anything meaningfully di�erent. Depending 
on your target segment, pandemic-related 

messages may or may not resonate. Gen Z, for example, is tired of “things 
are di�erent now” messaging and wants more fun and exciting content. 

Take the time to develop a strategy that provides more value and does 
more than tack “in these uncertain times” onto the start of your next 
piece of brand creative. Get granular with your consumer behavior 
research and �gure out what your customers need and care about. 
Closely monitor your web analytics and segment by new behaviors — 
are your customers looking for answers and support before heading
to typical conversion pages? Adapt your messaging to answer those 

questions up front for a better customer experience. Pay close attention to 
how the pandemic is a�ecting your local channel partners, and how they’re 
responding to their changing markets. Lead with local data and empathy 
for your customers in your decision making and message development.
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Case Study: McDonald’s
Situation: With the onset of the pandemic, McDonald’s entered a 
defensive position and cut their marketing budget by 70 percent. 
With many of their locations closed, they saw sales drop 23.9 percent 
globally year-over-year in Q2. They used the slowdown to focus on 
becoming operationally better in ways that would help serve their 
customers throughout the pandemic, like shaving 25 seconds o� the 
drive-thru experience, building a better contactless mobile ordering 
system, and optimizing delivery.

Strategy: McDonald’s worked to increase communication between 
marketing and other parts of the company in an e�ort to place mar-
keting front and center, with an understanding that what happens 
now could impact the brand for years to come. They’ve committed 
$200 million to global advertising to drive tra�c to their franchises, 
with a laser focus on the main business, core menu items, and service 
opportunities like digital ordering and delivery. 

As a leader in an ultra-competitive fast food industry, they’ve taken 
this opportunity to �ght for more market share by digging deep into 

The market is rapidly evolving in response to changing conditions — 
these changes present great risks and opportunities to win customer 
loyalty. A recent McKinsey study found that consumers are switching 
brands at unprecedented rates, with 36 percent trying a new product 
brand and over 75 percent changing their shopping behaviors. Most 
predicted these new habits would stick beyond the pandemic, meaning 
the impacts of shattered brand loyalty will be felt for years to come. 
With an unprecedented paradigm shift comes an unprecedented 
chance to win or lose share.

A number of high pro�le brands have gone dark in Q2 and Q3, and 
we expect they’ll see the cost of zeroing their ad budgets next year. 
Nielsen estimates that dropping advertising in 2020 could lead to as 
much as an 11% decrease in sales in 2021, and that it takes 3-5 years 
to build back from a dark period. History has shown that companies 
who continue to advertise during a recession will bounce back more 
quickly. Scenario plan for the most optimistic and pessimistic of sce-

narios, and keep a close eye on consumer 
behavior to help make decisions on the go. 
Proactive, rather than reactive, decision-making 
and budgeting will be key to maintaining 
your market position or gaining a competi-
tive advantage. 

As for the messaging itself, it’s important 
that your brand is sensitive to the public 
health crisis and economic recession, but 
it’s also true that consumers are tired of 
brands over-emphasizing messages about 
“these uncertain times” without o�ering up 
anything meaningfully di�erent. Depending 
on your target segment, pandemic-related 

messages may or may not resonate. Gen Z, for example, is tired of “things 
are di�erent now” messaging and wants more fun and exciting content. 

Take the time to develop a strategy that provides more value and does 
more than tack “in these uncertain times” onto the start of your next 
piece of brand creative. Get granular with your consumer behavior 
research and �gure out what your customers need and care about. 
Closely monitor your web analytics and segment by new behaviors — 
are your customers looking for answers and support before heading
to typical conversion pages? Adapt your messaging to answer those 

questions up front for a better customer experience. Pay close attention to 
how the pandemic is a�ecting your local channel partners, and how they’re 
responding to their changing markets. Lead with local data and empathy 
for your customers in your decision making and message development.
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their local data to inform national and local 
advertising strategy. For example, after witness-
ing a steep decline in their breakfast business 
with fewer commuters on the road in the morning, 
they have cut down on breakfast advertising 
with plans to bring it back region by region based 
on local data.

On the messaging front, in the early days of
the pandemic, they shifted to a “Thank You Meals” 
campaign that shared the story of the millions 
of meals they were giving away to Healthcare 
workers. They also began focusing more on 
safety and sanitation ads, and then later on 
positioning di�erent menu items as fun ways to 
get out of the house — all marketing decisions 
they made by leveraging consumer research. 

Finally, McDonald’s has shifted the channels 
where they spend their ad dollars away from 
out-of-home in favor of increasing spend on 
digital, following consumer behavior. They also 
o�ered franchisee assistance in the form of 
rent and service fee deferrals.



Situation: With the onset of the pandemic, McDonald’s entered a 
defensive position and cut their marketing budget by 70 percent. 
With many of their locations closed, they saw sales drop 23.9 percent 
globally year-over-year in Q2. They used the slowdown to focus on 
becoming operationally better in ways that would help serve their 
customers throughout the pandemic, like shaving 25 seconds o� the 
drive-thru experience, building a better contactless mobile ordering 
system, and optimizing delivery.

Strategy: McDonald’s worked to increase communication between 
marketing and other parts of the company in an e�ort to place mar-
keting front and center, with an understanding that what happens 
now could impact the brand for years to come. They’ve committed 
$200 million to global advertising to drive tra�c to their franchises, 
with a laser focus on the main business, core menu items, and service 
opportunities like digital ordering and delivery. 

As a leader in an ultra-competitive fast food industry, they’ve taken 
this opportunity to �ght for more market share by digging deep into 

005

WAYMARK  |  BUILDING BRAND EQUITY IN 2020

their local data to inform national and local 
advertising strategy. For example, after witness-
ing a steep decline in their breakfast business 
with fewer commuters on the road in the morning, 
they have cut down on breakfast advertising 
with plans to bring it back region by region based 
on local data.

On the messaging front, in the early days of
the pandemic, they shifted to a “Thank You Meals” 
campaign that shared the story of the millions 
of meals they were giving away to Healthcare 
workers. They also began focusing more on 
safety and sanitation ads, and then later on 
positioning di�erent menu items as fun ways to 
get out of the house — all marketing decisions 
they made by leveraging consumer research. 

Finally, McDonald’s has shifted the channels 
where they spend their ad dollars away from 
out-of-home in favor of increasing spend on 
digital, following consumer behavior. They also 
o�ered franchisee assistance in the form of 
rent and service fee deferrals.



1. Don’t shy away from 
    the opportunity to 
    build brand equity in 
    a time of crisis.

“What’s so interesting for our business is the pandemic is
so localized that we’re sharing data down to the county level to 
inform our decision making. Data is at the core of our decision 
making more than it ever has been before, across all functions, 
not just marketing. There's no playbook for this, so it helps to 
put data and insights in much more of a driver’s seat then we 
ever have.” — Morgan Flatley, McDonald’s CMO

TAKEAWAYS :
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2. Lead with data about customer behavior and empathy for your 
    customer’s experience in your decision making around branding. 

3. Build a global or national brand by acting locally. 



Innovate your local marketing: 
empower your channel partners 
to adapt

Brand marketing is most e�ective when your e�orts are supported
by your local marketers. Of course, your franchisees or retail locations 
are central in delivering on your brand promise operationally by pro-
viding great service and products as your boots on the ground. But at 
the best brands, they’re also a key part of reinforcing brand messages, 
often through co-op advertising. The necessity of building brand equity 
in a recession means it’s more important than ever to make sure your 
co-op programs are being fully utilized and taken to the next level. 

Getting high participation in your co-op program is hard at any time, 
never mind in the middle of an international crisis where the business 
environment is constantly changing. Your local channel partners 
might be intimidated by your brand guidelines or just uninterested
in parsing through them. Take this as an opportunity to drive increased 
participation in your co-op program by developing clear guidelines, 
messaging, and customizable collateral for the most pressing local 

Your local channel partners are struggling. Give them clearer 
guidance on how they can take part in and bene�t from your 
e�orts to build brand equity.

your carefully crafted brand campaigns, at a time when they really 
understand the need for brand equity and will feel its impact. Imple-
ment tools like Waymark, which lets you create customizable digital 
and TV versions of your brand videos for your local partners
to personalize. Make it easy for them to take part in your national 
campaigns in channels that matter to them and drive local demand, 
like Facebook. Getting your local partners involved will take your 
brand messages much further, and help you cultivate franchisee 
behaviors now that will carry forward post-pandemic.
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pandemic-related challenges. Develop detailed 
guides for communications and promotions 
around reopening, mask-wearing, sanitation, 
safety, and industry-speci�c operations. In the 
automotive industry, that could mean developing 
collateral and guidelines on how to promote 
test drives from home or virtual sales �oor 
walk-arounds, for example. Consider implement-
ing a forum for inter-franchisee communication 
to share best practices and highlight successful 
franchisees.

Remember that your local channel partners are 
�rst and foremost, entrepreneurs. They’ve got 
tactics for bringing foot tra�c through the door 
in their market. The problem is that those meth-
ods don’t always live up to your brand standards 
and align with how you want to be perceived — 
25 percent of marketers say that their local 
channel partners don't follow brand guidelines. 

If there was ever a moment to revamp your relationship with your local 
partners, it’s right now. They are scrambling to keep their businesses 
a�oat and come up with new ways to drive demand amidst overwhelm-
ing uncertainty. They’re looking for ways to build trust and show genuine 
empathy for their customers. So give them an opportunity to take part in 

in an authentic way. As third party content creators who have already 
cultivated trust with their audience, in�uencers can help take brand 
story in the pandemic beyond platitudes. They are an e�ective way to 
make a local marketing connection as well — consider sending them
to a speci�c retail location in their hometown and documenting their 
�rsthand experience with safety conditions, for example. Choose a few 

The pandemic has already permanently 
altered consumer behavior, especially 
when it comes to media consumption. 
More time spent at home has led to a 
60 percent increase in the amount of 
video content watched globally. Social 
media usage is up 29 percent, audio 
content is in higher demand, and the 
streaming market continues to expand.

This growth makes it a 
great time to dive into 
testing the various types 
of advertising in gaming, 
especially as other plat-
forms like Facebook and 
TV face controversy or 
production challenges. 

must-have talking points for them to 
share (like a tracking link, promo code, 
and a few product attributes), and 
then let them shine creatively and 
build trust on your behalf.
 

If you’re already investing in digital or mobile experience during 
COVID-19, it could be a good time to develop a mobile game of your 
own too. Even classic brands like Estee Lauder have turned to video 
games to promote their products, building web-based games to 
promote their anti-aging serum. Best of all? Their games o�er in-depth, 
gami�ed consumer education and let di�erent sales channels per-
sonalize the game experience with local o�ers. In other words, they 
build brand equity and drive real-time demand at the same time.

In�uencer marketing has also seen a boost as a result of the pandemic. 
In a time when traditional production teams have been forced to 
adjust to a new work-from-home, socially-distant norm, ads produced 
by in�uencers are a more attractive alternative. The in�uencer 
industry took a small hit in March (in�uencer campaigns dropped 3 
percent) but campaign volume quickly normalized in April and May. 

In�uencers are a great way to build trust and personal connection 

The video game market has seen a signi�cant boost 
during the pandemic, with game sales reaching 
$977 million in May 2020, up 52 percent over 2019. 
Google searches for “best online games” increased by 
100% once the pandemic hit. Mobile gaming, which 
often operates on a freemium, in-game advertising 
based model, also grew signi�cantly with a lockdown-
related increase inconsumer engagement.



Brand marketing is most e�ective when your e�orts are supported
by your local marketers. Of course, your franchisees or retail locations 
are central in delivering on your brand promise operationally by pro-
viding great service and products as your boots on the ground. But at 
the best brands, they’re also a key part of reinforcing brand messages, 
often through co-op advertising. The necessity of building brand equity 
in a recession means it’s more important than ever to make sure your 
co-op programs are being fully utilized and taken to the next level. 

Getting high participation in your co-op program is hard at any time, 
never mind in the middle of an international crisis where the business 
environment is constantly changing. Your local channel partners 
might be intimidated by your brand guidelines or just uninterested
in parsing through them. Take this as an opportunity to drive increased 
participation in your co-op program by developing clear guidelines, 
messaging, and customizable collateral for the most pressing local 

your carefully crafted brand campaigns, at a time when they really 
understand the need for brand equity and will feel its impact. Imple-
ment tools like Waymark, which lets you create customizable digital 
and TV versions of your brand videos for your local partners
to personalize. Make it easy for them to take part in your national 
campaigns in channels that matter to them and drive local demand, 
like Facebook. Getting your local partners involved will take your 
brand messages much further, and help you cultivate franchisee 
behaviors now that will carry forward post-pandemic.

008

WAYMARK  |  BUILDING BRAND EQUITY IN 2020

pandemic-related challenges. Develop detailed 
guides for communications and promotions 
around reopening, mask-wearing, sanitation, 
safety, and industry-speci�c operations. In the 
automotive industry, that could mean developing 
collateral and guidelines on how to promote 
test drives from home or virtual sales �oor 
walk-arounds, for example. Consider implement-
ing a forum for inter-franchisee communication 
to share best practices and highlight successful 
franchisees.

Remember that your local channel partners are 
�rst and foremost, entrepreneurs. They’ve got 
tactics for bringing foot tra�c through the door 
in their market. The problem is that those meth-
ods don’t always live up to your brand standards 
and align with how you want to be perceived — 
25 percent of marketers say that their local 
channel partners don't follow brand guidelines. 

If there was ever a moment to revamp your relationship with your local 
partners, it’s right now. They are scrambling to keep their businesses 
a�oat and come up with new ways to drive demand amidst overwhelm-
ing uncertainty. They’re looking for ways to build trust and show genuine 
empathy for their customers. So give them an opportunity to take part in 

in an authentic way. As third party content creators who have already 
cultivated trust with their audience, in�uencers can help take brand 
story in the pandemic beyond platitudes. They are an e�ective way to 
make a local marketing connection as well — consider sending them
to a speci�c retail location in their hometown and documenting their 
�rsthand experience with safety conditions, for example. Choose a few 

The pandemic has already permanently 
altered consumer behavior, especially 
when it comes to media consumption. 
More time spent at home has led to a 
60 percent increase in the amount of 
video content watched globally. Social 
media usage is up 29 percent, audio 
content is in higher demand, and the 
streaming market continues to expand.

This growth makes it a 
great time to dive into 
testing the various types 
of advertising in gaming, 
especially as other plat-
forms like Facebook and 
TV face controversy or 
production challenges. 

must-have talking points for them to 
share (like a tracking link, promo code, 
and a few product attributes), and 
then let them shine creatively and 
build trust on your behalf.
 

If you’re already investing in digital or mobile experience during 
COVID-19, it could be a good time to develop a mobile game of your 
own too. Even classic brands like Estee Lauder have turned to video 
games to promote their products, building web-based games to 
promote their anti-aging serum. Best of all? Their games o�er in-depth, 
gami�ed consumer education and let di�erent sales channels per-
sonalize the game experience with local o�ers. In other words, they 
build brand equity and drive real-time demand at the same time.

In�uencer marketing has also seen a boost as a result of the pandemic. 
In a time when traditional production teams have been forced to 
adjust to a new work-from-home, socially-distant norm, ads produced 
by in�uencers are a more attractive alternative. The in�uencer 
industry took a small hit in March (in�uencer campaigns dropped 3 
percent) but campaign volume quickly normalized in April and May. 

In�uencers are a great way to build trust and personal connection 

The video game market has seen a signi�cant boost 
during the pandemic, with game sales reaching 
$977 million in May 2020, up 52 percent over 2019. 
Google searches for “best online games” increased by 
100% once the pandemic hit. Mobile gaming, which 
often operates on a freemium, in-game advertising 
based model, also grew signi�cantly with a lockdown-
related increase inconsumer engagement.



Brand marketing is most e�ective when your e�orts are supported
by your local marketers. Of course, your franchisees or retail locations 
are central in delivering on your brand promise operationally by pro-
viding great service and products as your boots on the ground. But at 
the best brands, they’re also a key part of reinforcing brand messages, 
often through co-op advertising. The necessity of building brand equity 
in a recession means it’s more important than ever to make sure your 
co-op programs are being fully utilized and taken to the next level. 

Getting high participation in your co-op program is hard at any time, 
never mind in the middle of an international crisis where the business 
environment is constantly changing. Your local channel partners 
might be intimidated by your brand guidelines or just uninterested
in parsing through them. Take this as an opportunity to drive increased 
participation in your co-op program by developing clear guidelines, 
messaging, and customizable collateral for the most pressing local 

Case Study: Ford Motor Company

your carefully crafted brand campaigns, at a time when they really 
understand the need for brand equity and will feel its impact. Imple-
ment tools like Waymark, which lets you create customizable digital 
and TV versions of your brand videos for your local partners
to personalize. Make it easy for them to take part in your national 
campaigns in channels that matter to them and drive local demand, 
like Facebook. Getting your local partners involved will take your 
brand messages much further, and help you cultivate franchisee 
behaviors now that will carry forward post-pandemic.

Situation: The onset of the pandemic brought on serious challenges 
for Ford. They were forced to pause production, close many of their 
dealerships, and face the prospect of slowed demand and economic 
recession. Their revenue fell by 15% in Q1 after a one-week shutdown. 
They knew they couldn’t proceed with business or marketing as usual.

Strategy: In March, Ford hit pause on its planned ads. Instead, 
they got to work on creative about their COVID-19 payment relief 
program and launched a “Built for America” campaign emphasizing 
their connection to American resilience in the face of struggle 
throughout history. They showcased their production facilities 
repurposed to make PPE, and drew on their history producing 
planes during World War II. They led with an authentic message of 
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pandemic-related challenges. Develop detailed 
guides for communications and promotions 
around reopening, mask-wearing, sanitation, 
safety, and industry-speci�c operations. In the 
automotive industry, that could mean developing 
collateral and guidelines on how to promote 
test drives from home or virtual sales �oor 
walk-arounds, for example. Consider implement-
ing a forum for inter-franchisee communication 
to share best practices and highlight successful 
franchisees.

Remember that your local channel partners are 
�rst and foremost, entrepreneurs. They’ve got 
tactics for bringing foot tra�c through the door 
in their market. The problem is that those meth-
ods don’t always live up to your brand standards 
and align with how you want to be perceived — 
25 percent of marketers say that their local 
channel partners don't follow brand guidelines. 

If there was ever a moment to revamp your relationship with your local 
partners, it’s right now. They are scrambling to keep their businesses 
a�oat and come up with new ways to drive demand amidst overwhelm-
ing uncertainty. They’re looking for ways to build trust and show genuine 
empathy for their customers. So give them an opportunity to take part in 

empathy and unity and avoided the common pitfall of overdoing it 
with trite messaging.

Ford also used Waymark to create a collection of free videos for 
their dealers across the country to use to continue to drive local 
demand. They made customizable versions of their “Built for 
America” ad that dealers could personalize with their local information 
and o�ers. This allowed local dealers to easily take part in Ford’s 
national campaigns with high-quality, on-brand yet local creative. 
Ford also created a set of free and customizable videos that centered 
on operational changes at dealerships, promoting online retailing, 
test drives from home, servicing your car from home, and more. 

These timely videos were a valuable resource for dealers struggling to 
adapt to pandemic conditions, and delivered value to Ford’s brand as well.

in an authentic way. As third party content creators who have already 
cultivated trust with their audience, in�uencers can help take brand 
story in the pandemic beyond platitudes. They are an e�ective way to 
make a local marketing connection as well — consider sending them
to a speci�c retail location in their hometown and documenting their 
�rsthand experience with safety conditions, for example. Choose a few 

The pandemic has already permanently 
altered consumer behavior, especially 
when it comes to media consumption. 
More time spent at home has led to a 
60 percent increase in the amount of 
video content watched globally. Social 
media usage is up 29 percent, audio 
content is in higher demand, and the 
streaming market continues to expand.

This growth makes it a 
great time to dive into 
testing the various types 
of advertising in gaming, 
especially as other plat-
forms like Facebook and 
TV face controversy or 
production challenges. 

must-have talking points for them to 
share (like a tracking link, promo code, 
and a few product attributes), and 
then let them shine creatively and 
build trust on your behalf.
 

If you’re already investing in digital or mobile experience during 
COVID-19, it could be a good time to develop a mobile game of your 
own too. Even classic brands like Estee Lauder have turned to video 
games to promote their products, building web-based games to 
promote their anti-aging serum. Best of all? Their games o�er in-depth, 
gami�ed consumer education and let di�erent sales channels per-
sonalize the game experience with local o�ers. In other words, they 
build brand equity and drive real-time demand at the same time.

In�uencer marketing has also seen a boost as a result of the pandemic. 
In a time when traditional production teams have been forced to 
adjust to a new work-from-home, socially-distant norm, ads produced 
by in�uencers are a more attractive alternative. The in�uencer 
industry took a small hit in March (in�uencer campaigns dropped 3 
percent) but campaign volume quickly normalized in April and May. 

In�uencers are a great way to build trust and personal connection 

The video game market has seen a signi�cant boost 
during the pandemic, with game sales reaching 
$977 million in May 2020, up 52 percent over 2019. 
Google searches for “best online games” increased by 
100% once the pandemic hit. Mobile gaming, which 
often operates on a freemium, in-game advertising 
based model, also grew signi�cantly with a lockdown-
related increase inconsumer engagement.



Situation: The onset of the pandemic brought on serious challenges 
for Ford. They were forced to pause production, close many of their 
dealerships, and face the prospect of slowed demand and economic 
recession. Their revenue fell by 15% in Q1 after a one-week shutdown. 
They knew they couldn’t proceed with business or marketing as usual.

Strategy: In March, Ford hit pause on its planned ads. Instead, 
they got to work on creative about their COVID-19 payment relief 
program and launched a “Built for America” campaign emphasizing 
their connection to American resilience in the face of struggle 
throughout history. They showcased their production facilities 
repurposed to make PPE, and drew on their history producing 
planes during World War II. They led with an authentic message of 
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empathy and unity and avoided the common pitfall of overdoing it 
with trite messaging.

Ford also used Waymark to create a collection of free videos for 
their dealers across the country to use to continue to drive local 
demand. They made customizable versions of their “Built for 
America” ad that dealers could personalize with their local information 
and o�ers. This allowed local dealers to easily take part in Ford’s 
national campaigns with high-quality, on-brand yet local creative. 
Ford also created a set of free and customizable videos that centered 
on operational changes at dealerships, promoting online retailing, 
test drives from home, servicing your car from home, and more. 

These timely videos were a valuable resource for dealers struggling to 
adapt to pandemic conditions, and delivered value to Ford’s brand as well.

in an authentic way. As third party content creators who have already 
cultivated trust with their audience, in�uencers can help take brand 
story in the pandemic beyond platitudes. They are an e�ective way to 
make a local marketing connection as well — consider sending them
to a speci�c retail location in their hometown and documenting their 
�rsthand experience with safety conditions, for example. Choose a few 

The pandemic has already permanently 
altered consumer behavior, especially 
when it comes to media consumption. 
More time spent at home has led to a 
60 percent increase in the amount of 
video content watched globally. Social 
media usage is up 29 percent, audio 
content is in higher demand, and the 
streaming market continues to expand.

This growth makes it a 
great time to dive into 
testing the various types 
of advertising in gaming, 
especially as other plat-
forms like Facebook and 
TV face controversy or 
production challenges. 

must-have talking points for them to 
share (like a tracking link, promo code, 
and a few product attributes), and 
then let them shine creatively and 
build trust on your behalf.
 

If you’re already investing in digital or mobile experience during 
COVID-19, it could be a good time to develop a mobile game of your 
own too. Even classic brands like Estee Lauder have turned to video 
games to promote their products, building web-based games to 
promote their anti-aging serum. Best of all? Their games o�er in-depth, 
gami�ed consumer education and let di�erent sales channels per-
sonalize the game experience with local o�ers. In other words, they 
build brand equity and drive real-time demand at the same time.

In�uencer marketing has also seen a boost as a result of the pandemic. 
In a time when traditional production teams have been forced to 
adjust to a new work-from-home, socially-distant norm, ads produced 
by in�uencers are a more attractive alternative. The in�uencer 
industry took a small hit in March (in�uencer campaigns dropped 3 
percent) but campaign volume quickly normalized in April and May. 

In�uencers are a great way to build trust and personal connection 

The video game market has seen a signi�cant boost 
during the pandemic, with game sales reaching 
$977 million in May 2020, up 52 percent over 2019. 
Google searches for “best online games” increased by 
100% once the pandemic hit. Mobile gaming, which 
often operates on a freemium, in-game advertising 
based model, also grew signi�cantly with a lockdown-
related increase inconsumer engagement.
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Strategy: In March, Ford hit pause on its planned ads. Instead, 
they got to work on creative about their COVID-19 payment relief 
program and launched a “Built for America” campaign emphasizing 
their connection to American resilience in the face of struggle 
throughout history. They showcased their production facilities 
repurposed to make PPE, and drew on their history producing 
planes during World War II. They led with an authentic message of 
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empathy and unity and avoided the common pitfall of overdoing it 
with trite messaging.

Ford also used Waymark to create a collection of free videos for 
their dealers across the country to use to continue to drive local 
demand. They made customizable versions of their “Built for 
America” ad that dealers could personalize with their local information 
and o�ers. This allowed local dealers to easily take part in Ford’s 
national campaigns with high-quality, on-brand yet local creative. 
Ford also created a set of free and customizable videos that centered 
on operational changes at dealerships, promoting online retailing, 
test drives from home, servicing your car from home, and more. 

TAKEAWAYS :

"Having tools that allow us to pivot quickly in times of crisis
is absolutely critical. Dealers have had to rapidly change 
their business with new initiatives to support customers 
during this crisis, and we're committed to helping them 
adapt with resources like these videos so they can develop 
timely messaging."

— Trisha Habucke, Digital Retail Director at Ford Motor Company

1. Build relevant, narrative-driven campaigns

2. Align your brand campaigns with your e�orts to drive local demand

3. Leverage tools and templates that allow your local a�liates to make 
     on-brand creative

These timely videos were a valuable resource for dealers struggling to 
adapt to pandemic conditions, and delivered value to Ford’s brand as well.

in an authentic way. As third party content creators who have already 
cultivated trust with their audience, in�uencers can help take brand 
story in the pandemic beyond platitudes. They are an e�ective way to 
make a local marketing connection as well — consider sending them
to a speci�c retail location in their hometown and documenting their 
�rsthand experience with safety conditions, for example. Choose a few 

The pandemic has already permanently 
altered consumer behavior, especially 
when it comes to media consumption. 
More time spent at home has led to a 
60 percent increase in the amount of 
video content watched globally. Social 
media usage is up 29 percent, audio 
content is in higher demand, and the 
streaming market continues to expand.

This growth makes it a 
great time to dive into 
testing the various types 
of advertising in gaming, 
especially as other plat-
forms like Facebook and 
TV face controversy or 
production challenges. 

must-have talking points for them to 
share (like a tracking link, promo code, 
and a few product attributes), and 
then let them shine creatively and 
build trust on your behalf.
 

If you’re already investing in digital or mobile experience during 
COVID-19, it could be a good time to develop a mobile game of your 
own too. Even classic brands like Estee Lauder have turned to video 
games to promote their products, building web-based games to 
promote their anti-aging serum. Best of all? Their games o�er in-depth, 
gami�ed consumer education and let di�erent sales channels per-
sonalize the game experience with local o�ers. In other words, they 
build brand equity and drive real-time demand at the same time.

In�uencer marketing has also seen a boost as a result of the pandemic. 
In a time when traditional production teams have been forced to 
adjust to a new work-from-home, socially-distant norm, ads produced 
by in�uencers are a more attractive alternative. The in�uencer 
industry took a small hit in March (in�uencer campaigns dropped 3 
percent) but campaign volume quickly normalized in April and May. 

In�uencers are a great way to build trust and personal connection 

The video game market has seen a signi�cant boost 
during the pandemic, with game sales reaching 
$977 million in May 2020, up 52 percent over 2019. 
Google searches for “best online games” increased by 
100% once the pandemic hit. Mobile gaming, which 
often operates on a freemium, in-game advertising 
based model, also grew signi�cantly with a lockdown-
related increase inconsumer engagement.



Test new advertising formats
and channels
Move your ad spend to re�ect shifting media consumption 
habits and the increased importance of building trust 
with your audience.
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in an authentic way. As third party content creators who have already 
cultivated trust with their audience, in�uencers can help take brand 
story in the pandemic beyond platitudes. They are an e�ective way to 
make a local marketing connection as well — consider sending them
to a speci�c retail location in their hometown and documenting their 
�rsthand experience with safety conditions, for example. Choose a few 

The pandemic has already permanently 
altered consumer behavior, especially 
when it comes to media consumption. 
More time spent at home has led to a 
60 percent increase in the amount of 
video content watched globally. Social 
media usage is up 29 percent, audio 
content is in higher demand, and the 
streaming market continues to expand.

This growth makes it a 
great time to dive into 
testing the various types 
of advertising in gaming, 
especially as other plat-
forms like Facebook and 
TV face controversy or 
production challenges. 

must-have talking points for them to 
share (like a tracking link, promo code, 
and a few product attributes), and 
then let them shine creatively and 
build trust on your behalf.
 

If you’re already investing in digital or mobile experience during 
COVID-19, it could be a good time to develop a mobile game of your 
own too. Even classic brands like Estee Lauder have turned to video 
games to promote their products, building web-based games to 
promote their anti-aging serum. Best of all? Their games o�er in-depth, 
gami�ed consumer education and let di�erent sales channels per-
sonalize the game experience with local o�ers. In other words, they 
build brand equity and drive real-time demand at the same time.

In�uencer marketing has also seen a boost as a result of the pandemic. 
In a time when traditional production teams have been forced to 
adjust to a new work-from-home, socially-distant norm, ads produced 
by in�uencers are a more attractive alternative. The in�uencer 
industry took a small hit in March (in�uencer campaigns dropped 3 
percent) but campaign volume quickly normalized in April and May. 

In�uencers are a great way to build trust and personal connection 

The video game market has seen a signi�cant boost 
during the pandemic, with game sales reaching 
$977 million in May 2020, up 52 percent over 2019. 
Google searches for “best online games” increased by 
100% once the pandemic hit. Mobile gaming, which 
often operates on a freemium, in-game advertising 
based model, also grew signi�cantly with a lockdown-
related increase inconsumer engagement.
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in an authentic way. As third party content creators who have already 
cultivated trust with their audience, in�uencers can help take brand 
story in the pandemic beyond platitudes. They are an e�ective way to 
make a local marketing connection as well — consider sending them
to a speci�c retail location in their hometown and documenting their 
�rsthand experience with safety conditions, for example. Choose a few 
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COVID-19, it could be a good time to develop a mobile game of your 
own too. Even classic brands like Estee Lauder have turned to video 
games to promote their products, building web-based games to 
promote their anti-aging serum. Best of all? Their games o�er in-depth, 
gami�ed consumer education and let di�erent sales channels per-
sonalize the game experience with local o�ers. In other words, they 
build brand equity and drive real-time demand at the same time.

In�uencer marketing has also seen a boost as a result of the pandemic. 
In a time when traditional production teams have been forced to 
adjust to a new work-from-home, socially-distant norm, ads produced 
by in�uencers are a more attractive alternative. The in�uencer 
industry took a small hit in March (in�uencer campaigns dropped 3 
percent) but campaign volume quickly normalized in April and May. 

In�uencers are a great way to build trust and personal connection 

The video game market has seen a signi�cant boost 
during the pandemic, with game sales reaching 
$977 million in May 2020, up 52 percent over 2019. 
Google searches for “best online games” increased by 
100% once the pandemic hit. Mobile gaming, which 
often operates on a freemium, in-game advertising 
based model, also grew signi�cantly with a lockdown-
related increase inconsumer engagement.



in an authentic way. As third party content creators who have already 
cultivated trust with their audience, in�uencers can help take brand 
story in the pandemic beyond platitudes. They are an e�ective way to 
make a local marketing connection as well — consider sending them
to a speci�c retail location in their hometown and documenting their 
�rsthand experience with safety conditions, for example. Choose a few 
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The pandemic has already permanently 
altered consumer behavior, especially 
when it comes to media consumption. 
More time spent at home has led to a 
60 percent increase in the amount of 
video content watched globally. Social 
media usage is up 29 percent, audio 
content is in higher demand, and the 
streaming market continues to expand.

This growth makes it a 
great time to dive into 
testing the various types 
of advertising in gaming, 
especially as other plat-
forms like Facebook and 
TV face controversy or 
production challenges. 
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and a few product attributes), and 
then let them shine creatively and 
build trust on your behalf.
 

If you’re already investing in digital or mobile experience during 
COVID-19, it could be a good time to develop a mobile game of your 
own too. Even classic brands like Estee Lauder have turned to video 
games to promote their products, building web-based games to 
promote their anti-aging serum. Best of all? Their games o�er in-depth, 
gami�ed consumer education and let di�erent sales channels per-
sonalize the game experience with local o�ers. In other words, they 
build brand equity and drive real-time demand at the same time.

In�uencer marketing has also seen a boost as a result of the pandemic. 
In a time when traditional production teams have been forced to 
adjust to a new work-from-home, socially-distant norm, ads produced 
by in�uencers are a more attractive alternative. The in�uencer 
industry took a small hit in March (in�uencer campaigns dropped 3 
percent) but campaign volume quickly normalized in April and May. 

In�uencers are a great way to build trust and personal connection 

The video game market has seen a signi�cant boost 
during the pandemic, with game sales reaching 
$977 million in May 2020, up 52 percent over 2019. 
Google searches for “best online games” increased by 
100% once the pandemic hit. Mobile gaming, which 
often operates on a freemium, in-game advertising 
based model, also grew signi�cantly with a lockdown-
related increase inconsumer engagement.



connect with the gamers while they are playing the six hours and 
twenty minutes a week by leveraging intrinsic in-game advertising. 
The ads placements come in the form of display, video and objects.  

Creative must be treated di�erently to ensure the in-game ads are 
intrinsic to the game. Matching ad creative to genre and visual style 
of the game provides value to the gamers during their experience. 
Intrinsic in-game ads can make the game more realistic and won’t 
disrupt the play of the game.

Expert Voice: Cary Tilds, 
Chief Strategy and Opera-
tions O�cer at Frameplay

Why should brands advertise in the gaming space?

Cary: Advertising in video games provides brands an opportunity
to reach consumers at scale when they are spending time engaging 
with quality content. On average, video gamers spend six hours, 20 
minutes each week playing games according to Limelight Networks, 
as compared to six hours, 48 minutes watching online video. Advertisers 
have the opportunity to reach consumers in a meaningful, contextual 
way in the video game channel.

The gaming audience is massive. In the US alone according to the 
Entertainment Software Association (ESA), “More than 214 million 
people in the United States today play video games one hour or more 
per week. 75% of all U.S. households have at least one person who 
plays. In sum, 64% of U.S. adults and 70% of those under 18 regularly 
play video games.”

Video games are digital, and thus can provide the ability to measure 
the consumer’s engagement and attention to the brand's message. 

015

WAYMARK  |  BUILDING BRAND EQUITY IN 2020

in an authentic way. As third party content creators who have already 
cultivated trust with their audience, in�uencers can help take brand 
story in the pandemic beyond platitudes. They are an e�ective way to 
make a local marketing connection as well — consider sending them
to a speci�c retail location in their hometown and documenting their 
�rsthand experience with safety conditions, for example. Choose a few 

The pandemic has already permanently 
altered consumer behavior, especially 
when it comes to media consumption. 
More time spent at home has led to a 
60 percent increase in the amount of 
video content watched globally. Social 
media usage is up 29 percent, audio 
content is in higher demand, and the 
streaming market continues to expand.

This growth makes it a 
great time to dive into 
testing the various types 
of advertising in gaming, 
especially as other plat-
forms like Facebook and 
TV face controversy or 
production challenges. 

must-have talking points for them to 
share (like a tracking link, promo code, 
and a few product attributes), and 
then let them shine creatively and 
build trust on your behalf.
 

If you’re already investing in digital or mobile experience during 
COVID-19, it could be a good time to develop a mobile game of your 
own too. Even classic brands like Estee Lauder have turned to video 
games to promote their products, building web-based games to 
promote their anti-aging serum. Best of all? Their games o�er in-depth, 
gami�ed consumer education and let di�erent sales channels per-
sonalize the game experience with local o�ers. In other words, they 
build brand equity and drive real-time demand at the same time.

In�uencer marketing has also seen a boost as a result of the pandemic. 
In a time when traditional production teams have been forced to 
adjust to a new work-from-home, socially-distant norm, ads produced 
by in�uencers are a more attractive alternative. The in�uencer 
industry took a small hit in March (in�uencer campaigns dropped 3 
percent) but campaign volume quickly normalized in April and May. 

In�uencers are a great way to build trust and personal connection 

Brands should advertise in the gaming space because of the combination 
of scale of audience reach, quality of the content, and ability to measure 
the true value of the brand message. 

Where are the biggest opportunities in gaming advertising? 

Cary: Although eSports gets a lot of attention, the gamer audience is 
signi�cantly larger than the eSports audience. In the US alone, there are 
214.4 million video gamers, with 64% of adults playing video games. 
The top eSports audience in 2019 was 3.9 million viewers globally for 
the League of Legends World Championship, a fantastic event, but 
small audience in comparison.

Reaching gamers at scale is possible via in-game 
advertising formats.  These ad placements have 
been used in the industry for many years. The ads 
are around the game with formats like rewarded 
videos, interstitials, and playables. The ad formats 
are split between standard IAB units and custom 
playable units. These ads can be viewed as being 
disruptive to the player as they take the player out 
of the game.

There is a new type of in-game ad that is inside 
the game. These ads are placed in the game when 
game developers are designing it. Advertisers can 

The video game market has seen a signi�cant boost 
during the pandemic, with game sales reaching 
$977 million in May 2020, up 52 percent over 2019. 
Google searches for “best online games” increased by 
100% once the pandemic hit. Mobile gaming, which 
often operates on a freemium, in-game advertising 
based model, also grew signi�cantly with a lockdown-
related increase inconsumer engagement.
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The ads placements come in the form of display, video and objects.  

Creative must be treated di�erently to ensure the in-game ads are 
intrinsic to the game. Matching ad creative to genre and visual style 
of the game provides value to the gamers during their experience. 
Intrinsic in-game ads can make the game more realistic and won’t 
disrupt the play of the game.Why should brands advertise in the gaming space?

Cary: Advertising in video games provides brands an opportunity
to reach consumers at scale when they are spending time engaging 
with quality content. On average, video gamers spend six hours, 20 
minutes each week playing games according to Limelight Networks, 
as compared to six hours, 48 minutes watching online video. Advertisers 
have the opportunity to reach consumers in a meaningful, contextual 
way in the video game channel.

The gaming audience is massive. In the US alone according to the 
Entertainment Software Association (ESA), “More than 214 million 
people in the United States today play video games one hour or more 
per week. 75% of all U.S. households have at least one person who 
plays. In sum, 64% of U.S. adults and 70% of those under 18 regularly 
play video games.”

Video games are digital, and thus can provide the ability to measure 
the consumer’s engagement and attention to the brand's message. 
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in an authentic way. As third party content creators who have already 
cultivated trust with their audience, in�uencers can help take brand 
story in the pandemic beyond platitudes. They are an e�ective way to 
make a local marketing connection as well — consider sending them
to a speci�c retail location in their hometown and documenting their 
�rsthand experience with safety conditions, for example. Choose a few 
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video content watched globally. Social 
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If you’re already investing in digital or mobile experience during 
COVID-19, it could be a good time to develop a mobile game of your 
own too. Even classic brands like Estee Lauder have turned to video 
games to promote their products, building web-based games to 
promote their anti-aging serum. Best of all? Their games o�er in-depth, 
gami�ed consumer education and let di�erent sales channels per-
sonalize the game experience with local o�ers. In other words, they 
build brand equity and drive real-time demand at the same time.

In�uencer marketing has also seen a boost as a result of the pandemic. 
In a time when traditional production teams have been forced to 
adjust to a new work-from-home, socially-distant norm, ads produced 
by in�uencers are a more attractive alternative. The in�uencer 
industry took a small hit in March (in�uencer campaigns dropped 3 
percent) but campaign volume quickly normalized in April and May. 
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214.4 million video gamers, with 64% of adults playing video games. 
The top eSports audience in 2019 was 3.9 million viewers globally for 
the League of Legends World Championship, a fantastic event, but 
small audience in comparison.

Reaching gamers at scale is possible via in-game 
advertising formats.  These ad placements have 
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Google searches for “best online games” increased by 
100% once the pandemic hit. Mobile gaming, which 
often operates on a freemium, in-game advertising 
based model, also grew signi�cantly with a lockdown-
related increase inconsumer engagement.
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in an authentic way. As third party content creators who have already 
cultivated trust with their audience, in�uencers can help take brand 
story in the pandemic beyond platitudes. They are an e�ective way to 
make a local marketing connection as well — consider sending them
to a speci�c retail location in their hometown and documenting their 
�rsthand experience with safety conditions, for example. Choose a few 

The pandemic has already permanently 
altered consumer behavior, especially 
when it comes to media consumption. 
More time spent at home has led to a 
60 percent increase in the amount of 
video content watched globally. Social 
media usage is up 29 percent, audio 
content is in higher demand, and the 
streaming market continues to expand.

This growth makes it a 
great time to dive into 
testing the various types 
of advertising in gaming, 
especially as other plat-
forms like Facebook and 
TV face controversy or 
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share (like a tracking link, promo code, 
and a few product attributes), and 
then let them shine creatively and 
build trust on your behalf.
 

In summary, COVID-19 will continue to 
demand constant innovation of brand
marketers. In a pandemic that is experienced 
totally di�erently in each local market, suc-
cessfully building brand equity is now a
constantly moving target. At Waymark, we’re 
here to help you with one piece of that 
puzzle — Brand-quality videos your local 
partners can customize. 
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own too. Even classic brands like Estee Lauder have turned to video 
games to promote their products, building web-based games to 
promote their anti-aging serum. Best of all? Their games o�er in-depth, 
gami�ed consumer education and let di�erent sales channels per-
sonalize the game experience with local o�ers. In other words, they 
build brand equity and drive real-time demand at the same time.

In�uencer marketing has also seen a boost as a result of the pandemic. 
In a time when traditional production teams have been forced to 
adjust to a new work-from-home, socially-distant norm, ads produced 
by in�uencers are a more attractive alternative. The in�uencer 
industry took a small hit in March (in�uencer campaigns dropped 3 
percent) but campaign volume quickly normalized in April and May. 

In�uencers are a great way to build trust and personal connection 

Brands should advertise in the gaming space because of the combination 
of scale of audience reach, quality of the content, and ability to measure 
the true value of the brand message. 

Where are the biggest opportunities in gaming advertising? 

Cary: Although eSports gets a lot of attention, the gamer audience is 
signi�cantly larger than the eSports audience. In the US alone, there are 
214.4 million video gamers, with 64% of adults playing video games. 
The top eSports audience in 2019 was 3.9 million viewers globally for 
the League of Legends World Championship, a fantastic event, but 
small audience in comparison.

Reaching gamers at scale is possible via in-game 
advertising formats.  These ad placements have 
been used in the industry for many years. The ads 
are around the game with formats like rewarded 
videos, interstitials, and playables. The ad formats 
are split between standard IAB units and custom 
playable units. These ads can be viewed as being 
disruptive to the player as they take the player out 
of the game.

There is a new type of in-game ad that is inside 
the game. These ads are placed in the game when 
game developers are designing it. Advertisers can 

The video game market has seen a signi�cant boost 
during the pandemic, with game sales reaching 
$977 million in May 2020, up 52 percent over 2019. 
Google searches for “best online games” increased by 
100% once the pandemic hit. Mobile gaming, which 
often operates on a freemium, in-game advertising 
based model, also grew signi�cantly with a lockdown-
related increase inconsumer engagement.



https://www.mckinsey.com/business-functions/market-
ing-and-sales/our-insights/the-great-consumer-shift-ten-c
harts-that-show-how-us-shopping-behavior-is-changing#

https://www.nielsen.com/us/en/insights/arti-
cle/2020/a-pandemic-dilemma-stop-advertising-or-
maintain-brand-equity-through-a-cause/

https://www.forbes.com/sites/bradadgate/2019/09/05/
when-a-recession-comes-dont-stop-advertising/#c1f
446446085

https://www.marketingdive.com/news/gen-z-wants-fun-
exciting-ads-amid-pandemic-boredom-survey-says/57
7339/

https://www.marketingdive.com/news/gen-z-wants-fun-
exciting-ads-amid-pandemic-boredom-survey-says/577
339/

https://www.marketwatch.com/story/mcdonalds-and-ta-
co-bell-among-the-restaurant-chains-hit-by-covid-19-relate
d-breakfast-weakness-2020-06-17

https://warc.cn/newsandopinion/opinion/covid-19-conver-
sations-morgan-�atley-us-chief-marketing-and-digital-
customer-experience-o�cer-mcdonalds/3667

https://www.pica9.com/blog/3-strategies-get-brands-co-
op-marketing-program-track

https://www.deloittedigital.com/content/dam/deloittedigi-
tal/us/documents/o�erings/o�ering-20200805-hx-trust-a
utomakers.pdf
https://www.michiganradio.org/post/ford-losing-billions-
during-covid-19-pandemic

https://www.nielsen.com/us/en/insights/article/2020/-
covid-19-tracking-the-impact-on-media-consumption/#:~:
text=Media%20consumption%20is%20increasing.,of%20
video%20content%20watched%20globally.&text=Howeve
r%2C%20this%20strategy%20of%20limiting,at%20least%
20the%20medium%20term.

https://www.inc.com/inc-masters/how-covid-19-has-cha
nged-media-consumption.html

https://venturebeat.com/2020/06/12/may-2020-npd-su
rging-video-game-sales-near-1-billion/

https://newzoo.com/insights/articles/mobile-games-mar-
ket-engagement-revenues-covid-19-gaming/

https://www.businessinsider.com/you-mr-jones-ac-
quires-in�uencer-agency-collectively-30-percent-grow
th-2020-8?utm_source=morning_brew

REFERENCES:

018

WAYMARK  |  BUILDING BRAND EQUITY IN 2020

in an authentic way. As third party content creators who have already 
cultivated trust with their audience, in�uencers can help take brand 
story in the pandemic beyond platitudes. They are an e�ective way to 
make a local marketing connection as well — consider sending them
to a speci�c retail location in their hometown and documenting their 
�rsthand experience with safety conditions, for example. Choose a few 

The pandemic has already permanently 
altered consumer behavior, especially 
when it comes to media consumption. 
More time spent at home has led to a 
60 percent increase in the amount of 
video content watched globally. Social 
media usage is up 29 percent, audio 
content is in higher demand, and the 
streaming market continues to expand.

This growth makes it a 
great time to dive into 
testing the various types 
of advertising in gaming, 
especially as other plat-
forms like Facebook and 
TV face controversy or 
production challenges. 

must-have talking points for them to 
share (like a tracking link, promo code, 
and a few product attributes), and 
then let them shine creatively and 
build trust on your behalf.
 

If you’re already investing in digital or mobile experience during 
COVID-19, it could be a good time to develop a mobile game of your 
own too. Even classic brands like Estee Lauder have turned to video 
games to promote their products, building web-based games to 
promote their anti-aging serum. Best of all? Their games o�er in-depth, 
gami�ed consumer education and let di�erent sales channels per-
sonalize the game experience with local o�ers. In other words, they 
build brand equity and drive real-time demand at the same time.

In�uencer marketing has also seen a boost as a result of the pandemic. 
In a time when traditional production teams have been forced to 
adjust to a new work-from-home, socially-distant norm, ads produced 
by in�uencers are a more attractive alternative. The in�uencer 
industry took a small hit in March (in�uencer campaigns dropped 3 
percent) but campaign volume quickly normalized in April and May. 

In�uencers are a great way to build trust and personal connection 

The video game market has seen a signi�cant boost 
during the pandemic, with game sales reaching 
$977 million in May 2020, up 52 percent over 2019. 
Google searches for “best online games” increased by 
100% once the pandemic hit. Mobile gaming, which 
often operates on a freemium, in-game advertising 
based model, also grew signi�cantly with a lockdown-
related increase inconsumer engagement.
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often operates on a freemium, in-game advertising 
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