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MMA Industry Report

General Digital Marketing POV

-Social distancing and working from home are the new normal, at least until the Coronavirus
pandemic continues. Many marketers are working remotely and learning new things day-by-
day about themselves, their brands, and their customers. Changes in personal habits, such
as staying in for dinner are likely driving all of us to spend more time online.

-Ecommerce may see an uptick in sales, more ads are being engaged with due to
increased screen time, and what those ads look like are changing to accommodate social
distancing guidelines.

-Despite the uncertainty in the world and rapid changes in behavior, data is still being
collected and analyzed. A marketer’s job is to anticipate what a consumer needs before
they need it.

How has consumer behavior changed post Coronavirus?

-For most people, we're spending more time than ever online, using social media to
communicate with one another and online shopping to treat and comfort ourselves.

-A recent Al study examined creative performance for Facebook ads during the Coronavirus
outbreak. The Al has seen drops in imagery depicting “travel” and “human connection,”
as well as spikes in ads showing sick emojis and using the terms “rest” and “sleep” in
the ad copy.

-This is true no matter the brand. While grocery stores and cleaning products are seeing
a surge in popularity even without increased marketing, other brands have made major
pivots away from previously scheduled campaigns.

Retail & FMCG

-Forrester has predicted that the global loss in the retail sector will likely hit $2.1 trillion in
2020 and will take four years to overtake the levels of growth seen before the pandemic.

-Although the impact will likely vary across different regions, it is thought that non-grocery
offline sales will see a 20% decline in growth overall, while e-commerce growth will
remain mostly neutral.

-Meanwhile, a total of €260 billion falls (-10.4% in 2019) is anticipated across the EU-5 —
UK, France, Spain, Germany, and Italy — with some of these countries faring better than
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others. France, for example, could experience a loss of €56 billion, a decline of 9.5%
year-on-year, while the UK may see up to an 11.4% decline compared to the same
period (a comparable loss of -£56 billion).

-China is forecast to be worst affected in APAC’s retail predictions, which could lose $192
billion out of a total of $767 billion for the region.

The number of users being successfully re-engaged is higher than ever
Global reattributions of shopping apps, Jan - April 2020

+43%

Reattributions

January February March Agril
Month

-Global reattributions of shopping apps (where a user has returned to an app due to a
retargeting campaign) increased by 43% month-on-month in April, data from Adjust
confirms.

-As brands pulled back their spending on acquiring new users during March — the beginning
of the coronavirus crisis for most of Europe and the US — there was a noticeable drop in
shopping app installs and sessions

-US consumers turn to name-brand products despite the financial strain

-Data from Survata shows that, despite 64% of US consumers claiming they are
rethinking spending, many are choosing name-brands over generics when it comes to the
products they are purchasing.

-This is particularly the case for cleaning products. 61% of respondents said that they were
‘likely’ or ‘very likely’ to choose brand-name varieties when shopping during the pandemic,
compared to 39% who said they either ‘didn’t care’ or actively chose own-brand varieties.

Average global sales revenue for online fashion stores in April was 21% higher
year-on-year

-Despite a severe 30% drop in global fashion e-commerce revenue in March, new findings
from Nosto suggest that revenue in April has bounced back and is on average 21% higher
than it was in April 2019. Australia/New Zealand, Germany, and the UK have seen a
particularly strong sales results, while other countries like Sweden continued to experience a
rapid decline.

-Visits to fashion e-commerce websites are up by an average of 9% globally, while
orders increased by 30%, and the conversion rate lifted by 12%.
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-However, the average order value remains negative across the board at -3% compared
to last year.

UK auto sales fall by 97.3% year-on-year in April

-Coronavirus has had a dramatic effect on the auto industry in the UK, with The Society of
Motor Manufacturers and Traders (SMMT) revealing that sales fell by 97.3% year-on-year
during April.

APRIL NEW CAR REGISTRATIONS 2004 to 2020
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Amazon year-on-year sales up by 26% in Q1 2020
Global sales on Amazon increased by 26% in Q1 2020, reaching $75.5bn compared to
sales of $59.7bn in Q1 2019, data from its 30th April Q1 2020 results shows.

-The company has hired an additional 175,000 new warehouse and distribution staff
throughout March and April, as well as implementing pay rises of around $2 for its
hourly workforce. Ensuring safety measures meet the correct standards during the
pandemic, such as protection for employees and new operational processes, is an additional
cost on top of the day-to-day running of the business.

Nearly half of global consumers say they will not return to shops for ‘some
time’ or ‘a long time’ after lockdowns ease

-GlobalWeblIndex’s ninth release of its coronavirus research has revealed that nearly half
of global consumers do not expect to resume shopping in brick-and-mortar shops for
‘some time’ or ‘a long time’ once lockdowns ease.
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-Just 9% of shoppers, on average, expect that they will return to stores ‘immediately’
once they are allowed to. However, those in the UK, Ireland, and Germany are more likely to
do so (14%) than those in Japan (5%) or China (6%).

-There is yet more reluctance towards outdoor public venues, such as stadiums and
music festivals, with 60% of consumers anticipating that they will wait for ‘some time’ or ‘a
long time’ before attending events there.

-The retail industry, in general, will bounce back post-coronavirus. It seems that shoppers
will continue to be concerned about the risks involved in interacting with wider society,
and will, therefore, be hesitant to return to busy public places too soon.

Advertising

-89% of large multinational businesses have paused their advertising campaigns

-Eighty-nine percent of large multinational businesses have deferred their planned
advertising campaigns due to the pandemic, up from 81% in March, says the World
Federation of Advertisers (WFA).

Connected TV video ad impression volume grows 69% year-on-year

-Global video ad impression volume for connected TV has grown by 69% year-on-year for
the week 3rd-9th May, claims Innovid iQ, a platform that serves 1 in every 3 video ad
impressions in the US.

-Meanwhile, video ad impression volume for broadcast publishers, social and digital
publishers saw gains of 33%, 6%, and 5% respectively.

Year-over-Year Change

=
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Year-on-year change in global video ad impression volume by vertical (3rd-9th May). Chart
via Innovid iQ.

The imagery of human interaction declines by 27.4% in social ads
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-A new study by Pattern89, published on 24th March, has noted a shift in the type of imagery
brands are using in social media ads since the start of the coronavirus pandemic.

-Analyzing more than 1,100 brands and advertisers active on Facebook and Instagram,
Pattern89 found that there are 27.4% fewer images and video ads of models displaying
human interaction (such as hugging or shaking hands).

-Since 12th March, imagery featuring people washing hands or faces, and images and
videos that display water splashing or cleaning has risen at six times the normal rate.

Social media

Facebook Daily Active Users increase by 11% year-on-year

-Facebook’s Q1 2020 results have shown an increase in its Daily Active Users (DAUSs) of
11% year-on-year (1.7 billion), driven by an uplift in social media engagement from stay-at-
home orders in place.

-Facebook stated that voice and video calling across Messenger and WhatsApp has
more than doubled in areas hardest hit by the coronavirus, and that total messaging across
all of its owned apps has increased more than 50%.

TikTok downloads surge in Q1 2020, surpassing 2bn lifetime downloads
-Downloads of video-sharing app TikTok surged by 315m in Q1 2020, making it the most
downloaded app ever in any three-month time period, according to analysis from
SensorTower.

-While it is common knowledge that media consumption has greatly increased for
consumers across the globe as they stay at home, social media engagement has soared.
TikTok has evidently become a progressively popular source of entertainment, as well as an
outlet for creativity, for consumers at this trying time.

TikTok Global Downloads by Quarter
350M

315.0M

1Q17  2Q17 3Q17 4Q17 1Q18 2Qi8 3Q18 4Q18 1Q19 2Q19 3Q19 4Q19 1Q20

Note: Does not include downlioads from third-party Android stores in China or other regions. Source: Sensor Tower Store Intelligence

Tower Data That Drives App Growth sensortower.com
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74% of Gen Z want social media platforms to provide fact-checked content
about Covid-19

-Globally, 74% of Gen Z believe the role of social media companies during the pandemic is
to provide fact-checked content about the virus, according to a 23rd March survey from
GlobalWeblndex.

-The screening of fake news by social media companies is the second most popular
change users would like to see — across all ages — as conspiracy theories and mass sharing
become a more prominent issue.

The role of social media companies

% who want the following from social media companies

Providing fact-checked content to help people cope with the outbreak
@ Screening "fake news"
@ Helping neighbors and local communities to connect with each other

® Provide live-streams of events
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Covid-19 business impact

82% of large enterprises globally have cut hiring budgets

A massive 82% of large enterprises (those with annual revenue above £50m) have cut hiring
budgets, phase three of Econsultancy and Marketing Week's Business Impact Survey has
found.

-However almost a quarter did believe that marketing departments had been ‘significantly’
impacted on an efficiency level due to the reduction of staff, thereby compromising their
ability to achieve current goals.

60% of large global organizations have identified new processes that they
might use post-outbreak

-Sixty percent of large global organizations (with annual revenues >£50m) have identified
new processes that could be used beyond the outbreak, according to the phase three
results of Econsultancy and Marketing Week’s Covid-19 Business Impact Survey.
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Have you observed any of the following at your organization in
the last several weeks? - Global orgs over £50m annual revenue

82%

New ways of New processes Innovations in Product/service Innovation in
working that we that we might use marketing innovations in customer
might use post-outbreak messaging/branding response to the communications
post-outbreak that we might use outbreak

post-outbreak
Source: Econsultancy & Marketing Week's COVIDI9 Business Impact Survey - Phase 3 (April 2020) @ @

-A surge in innovation could be seen as one of the few positive outcomes marketers have
experienced since coronavirus spread throughout the world, and it is encouraging to see so
many organizations have found new ways of working that improve on their current
processes. As a result, it is possible that the coronavirus pandemic could become a primary
trigger for major fast-tracked changes in the ways large enterprises operate in the future.

Entertainment

Half a billion Chinese consumers now live stream content

-Official figures have revealed that over half a billion Chinese consumers are live-
streaming content as of March this year, a rise of 163 million users since the end of 2018.
The numbers are thought to have been intensified by the lockdown imposed on the region
earlier this year and represent 62% of all internet users in China.

-Netflix gains almost 16 million new subscribers in Q1 2020

-Netflix has gained 15.8m new subscribers during Q1 2020, more than double its original 7m
target for the period, according to the Financial Times. Almost 7m of these subscriptions
originated from the EMEA region, while 3.6m came from Asia.

-A delay in spending caused by the inability to film its latest series and films is also thought
to have skewed Netflix’s first-quarter financials, with the results displaying a $162m positive
cash flow. It now expects to spend $1bn over the course of the rest of 2020, significantly
lower than its initial estimated spend of $2.5bn.

Employment & recruitment

-92% of US & UK marketers rate their organisations as being ‘pretty well’ or
‘very well’ equipped for remote working

-The marketing, advertising, and PR industries in the US and UK are the ‘most ready’ for
remote working, suggests results from the seventh phase of GlobalWeblndex’s coronavirus
research.

-On the contrary, sectors that rely on the presence of staff in physical settings such as retail
and healthcare scored worst on their readiness.
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-It also appears that larger organizations are less prepared for remote working than
smaller ones. Companies that employ between 250-2000 workers are most ready
according to their employees (67%), but those with over 2000 workers are the least
equipped (29%).

-Young people in the UK most worried about the impact of coronavirus on jobs
and wages

-A new study by YouGov has revealed that people aged 18 to 24 are more worried than
any other age group about the impact coronavirus will have on the job market in the long-
term.

-The survey also found that 54% of 18 to 24-year-olds believe that coronavirus will affect
wages in the long-term, compared with 43% aged 50 and over.

Younger people worry more about how COVID-19 will impact the economy

Do you think a widespread coronavirus (COVID-19) outbreak in the UK will or will not have
an impact on..? % Who say it will have an impact and the damage will be long lasting

W 18-24 W 25-49 M 50-64 W 65+

overall

YouGO\) |

-https://econsultancy.com/stats-roundup-coronavirus-impact-on-marketing-ecommerce-

advertising/
-https://www.clickz.com/marketing-strategies-during-and-after-coronavirus/261155/
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IKANTAR

RADYO

11-29 Subat ile 11-29 Mart tarih
araliklarina ait sosyal medya kullanimini,
Kantar Social icerisinde takip edilen
radyocular hakkindaki Twitter
konusmalari lizerinden karsilastirdik.

Tweet

11-29 Subat tarih araliinda
takip ettigimiz 10 radyocu

inda 128.583 tweet

atilmigtir.

W Impressions

ons deferleri
irilan tarih araliinda

Likes

Atulan tweetl

sayilan, 11

aralifjinda 278.405 iken, 11-
289 Mart arahfiinda

549.667 ye cikmigtir.

Takip edilen Radyocular;

Kaynak:Kantar Social

Turkiye Verileri

10 Radyo programi yapan ismi
takip ederek 11-29 Subat ve 11-
29 Mart tarih araliklarinda

Twitter’da yapilan konugmalari
ve yasanan degisimi inceledik.
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IKANTAR

bicd

SOSYAL MEDYADA COVID-19
ETKISI

1 NISAN - 20 NISAN 2019
1 NISAN - 20 NISAN 2020

— 2019 —
/ | \ -
Yerli Diziler

520.478 Tweet
166.022.002 impressions
2.610.787 Likes

Tartisma Programlari

46.264 Tweet
12.025.493 impressions
63.455 Likes

Haber Programlian

136.435 Tweet
91.517.873 impressions
827.791 Likes

Yarisma Programliari

97.491 Tweet
30.878.487 impressions
342.577 Likes

Yabanci Diziler

81.085 Tweet
33.747.998 impressions
330.368 Likes

Kaynak:Kantar Social

Yerli Diziler

127.753 Tweet
56.958.449 impressions
828.166 Likes

Tartisma Programlan

136.972 Tweet
35.781.948 impressions
214.898 Likes

Haber Programilari

203.607 Tweet
90.910.484 impressions
821.412 Likes

Yarisma Programlari

512.036 Tweet
252.441.085 impressions
3.100.968 Likes

Yabanci Diziler

93.631 Tweet
28.866.741 impressions
454.547 Likes
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IKANTAR

RAMAZAN

23 Nisan-4 Mayis tarih araliginda Ramazan,

Iftar ve Sahur hakkinda yapilan konusmalari

#RAMAZAN

Ramazan baslhigiile ilgili tweet
atan kullanicilar, son 1 ay

icerisinde yanda yer alan
markalar hakkinda tweet atti.

#SAHUR VE #IFTAR

Sahur ve iftar basligiile ilgili
tweet atan kullanicilar, son 1 ay

icerisinde yanda yer alan
markalar hakkinda tweet atti.

KAYNAK:KANTAR SOCIAL MMA
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IKKANTAR

# ANNELERGUNU

179.264

TEKIL KULLANICI

88.672 I;

+3 49.190.128

o |__BEGENI | -

Gz 1.259.559 ()

CINSIYET DAGILIMI

L 1 @ 1

MARKA YAKINLIK

MARKA AFFINITY
INDEX

istikbal 741

Argelik 600

Le Waikiki 556

Defacto 540

Kog Universitesi 507

#annelergundi ile ilgili tweet atan kullanicilar, son 1 ay igerisinde bu markalar
ile ilgili de tweet atmigur.

Kaynak:Kantar Social
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Toplam Mobile Penetrasyon Verisi. Ayni zamanda Turkiye Dinyadaki Mobile Kullanicilarin
%1.3’0n0 kapsamakta.

Mobile Phone Users
Turkey, 2020-2024

62.3 62.6 63.0 63.5 63.9

2020 2021 2022 2023 2024
@ millions @ % of population

Source. eMarketer, April 2020 (see below for notes and methodoiogies).
vww eMarketer com

Grafikte belirtilen Nielsen raporuna gore, Turkiye %80 ile tim ulkeler arasinda birinci
durumda Karantinada daha ¢ok yemek yedigini belirterek.

Adults in Europe Who Eat at Home More During the
Coronavirus Pandemic, by Country, March 2020
% of respondents in each group
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Source: Nielsen "COVID-19.; Where consumers are heading?" as cited in
company blog, April 8, 2020

254597 www.eMarketer.com

TURKIYE



Belirtilen Nielsen raporuna gore, Turkiye’nin Koronavirisiiniin ne kadar daha sirecegine
iliskin tahminleri

Length of Time that Adults in Europe Think the
Coronavirus Pandemic Will Impact Europe, by Country,
March 2020

% of respondents in each group

<3 months 4-12 months over 1 year
Belgium 20% 65% 15%
France 32% 60% 2%
Germany 18% 51% 31%
Greece A7% 47% 6%
Ireland 19% 61% 21%
Italy 13% 73% 14%
Netherlands 17% 57% 26%
Poland 23% 60% 17%
Portugal 24% 61% 15%
Russia 38% 53% 2%
Spain 29% 61% 10%
Turkey 25% 54% 21%
UK 23% 56% 21%

Note: ages 18+; numbers may not add up to 100% due to rounding
Source: Nielsen "COVID-19: Where consumers are heading?" as crted in
company blog, April 8, 2020

254506 www . eMarketer.com

UNITE.AD Tarafindan olusturulan ve genclere yonelik veriler barindiran Tirkiye influencer
Pazarlama Raporu: https://unite.ad/blog/covid-19-surecinde-influencer-marketing/
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RD, RVD, IAB, ARVAK, RYAD ve MMA’in katkilari ile bir araya getirilen

Tiirkiye’de Tahmini Medya ve Reklam Yatirimlari
2019 Yil Sonu Raporu

Yonetici ozeti: Tlrkiye’de tahmini medya ve reklam yatinmlar, 2019

Tiirkiye'’de medya yatirnmlarn {milyon TL)

2018-19 % dedisim

Dijital 2.940 Televizyon 4.068
Medya yatlrlmlarl Display (9657) 1.680 Raporlanan (%%87) 3.526
oltvony ;ﬁ;’: (%38) 1,110 Raporianmayan (%13) 542 Dijital
t 8.839  $ 1.559 flan (%) 125
Digier (%61) 26
Radyo .
Dijital ™
33,3% 46,0%
Reklam yatinmlan Sinema
2019 dénemine iliskin tahmini
£ 2.210 $ 390 enalﬁ?nng;rgm.mkam\m KDV dahil
Yaratici igler, yapim, baski, 8TL, Acikhava 831 Raksmisr yuvarlamadan surg 1 0P1aM (T0)
sponsorluk ve reklamveren hizmet Difital %13) 121 Acikhava toplami vermeyebilir.
bedellerini icermekte ve toplam i (%13) 4% (%X) Mecra igerisindeki payi 1
yatinmlann %25ini olusturmaktadir Baydk Alan (%13) 111 Basin gastermektedir. I —
Reklam . 6,5% ™ 5,0% ()
Uniteleri (%73) 609 ~———__ Radyo ~
Sinema 3,7% 4
Basin 578 1,1% 327 .
Gazate (%67) 503 95 Agikhava I 2,5% (=)
Toplam medya ve Dergi (%413) 75 ~
reklam yatirnmlan 1
£11.049 | $ 1.949 2s0n [N
t’4
USDTRY = 5,67 .
Perakende Kozmetik?
2019 yilinda reklam yatinmlanini en gok arttiran sektérler s

1Ev Temizlik Uriinleri 2Kozmetik ve Kisisel Bakim

Tiirkiyve’de medya yatirbmlari
Dijital (3/3)

Tiirkiye'de dijital medya yatirimlari, milyon TL

%\ Sosyal Medya Yatinmlar::
- 603 milyon TL

20,5
+ 2018-10 Dedigim: %46,7
Platform Tiiriine Gére Yaturimlar:
E Mobilt
64,2 + 1,887 milyon TL
+ 2018-10 Degigim: %35,6
Total: Satin Alma Bicimine Gére Yatinmlar:
2 9 4 0 7‘;"7 Programatik?
r ! + 2,079 milyon TL

+ 2018-19 Degisim: %26,9

milyon TL

Kaynak: Reklamallar Dernedi, 1AB, MMA

Sosyal medya, mobil ve programatik toplam dijital reklam yatinmlan icerisinde yer almaktadir, aynca toplama eklenmemektedir.
1. Platform tirine gére yatinmlar mebil ve PC (masadstl) olarak ele alinmaktadir.

2. Satin alma bicimine gére yatinmlar programatik ve klasik olarak ele alinmalktadir.

Katiimailar format bazl yatinm tahminlerini ilgili
kalemler igin mobil/PC! ve/veya programatik/klasik?
kirithmi ile bildirmektedir. Ayrica, katilimailar toplam
dijital medya yatinmlan igerisinde sasyal medya
yatinmlanmn payini tahminlemektedir.

Programatik Satin Alma: Odeme ve ig sureglerinin
otomatik olarak galistigi bilisim mekanizmalan
araciligiyla yaratilan reklam yatinmlanni kapsamaktadir.
Bu mekanizmalar "ad-tech" isimli, kurallar ve
algeritmalara dayal bilisim altyapilanyla entegre gekilde
caligmaktadir. Programatik altinda yapilan faaliyetler
IAB tarafindan 4 ana grup altinda toplanmaktadir:

1. Otomatik garantili

2. Rezervasyonsuz sabit fiyat
3. Davet usuld teklif verme
4. Acik teklif verme

Bu gekilde islem goren tim reklam yatinmlan envanter
bir araci kuruma programatik olmayan yontemlerle
satilmig olsa dahi son aliciya programatik olarak
ulagtiysa islem programatik sayilmaktadir. Envanter
sahiplerinin dogrudan veya bir araci kurumla galismasi,
durumda degisiklige yol agmamaktadir.

2018-2019 yil biyime oraninin degerlendirilebilmesi
amaciyla IAB tarafindan yayinlanan 2018 rakamlan baz
alinmugtir.

Raporu detayli incelemek igin: https://www.mmaturkey.org/dokumanlar

TURKIYE


https://www.mmaturkey.org/dokumanlar

