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Normally I’d ask a 

question, but since  

its 2020 I’ll just  

keep driving 





At a glance 

RESEARCH 

CONSULTANCY 

Custom solutions  

for consumer insights and 

competitive intelligence  

OMNI 

The fastest understanding of 

your competitors’ omnichannel 

media strategy 

Complete and expert source 

of direct marketing data 

and insight 

DIRECT 

Leading edge collection of 

the latest in global 

innovation  

In-depth market analysis 

and consumer trends 

REPORTS TRENDS 

Quantitative, qualitative,  

field research and custom 

panel solutions 

Collects spend, frequency, 

volume, and more at the 

product level 

Analyzes marketing 

campaigns of more than 

100,000 companies 

Tracks more than 75 

consumer lifestyle trends 

and publishes thousands of 

observations 

Asks 30,000 people 

their opinions each month 



WHAT’S  

NEXT? 

VALUES MARKETING  

IN PANDEMIC 

THE 2020 

CONSUMER 

Agenda 



THE 2020 CONSUMER 



Attitudes Towards Brand Ethics 

Source: Mintel Report: The New Activist , September 2020 

Base: 2,000 internet users aged 18+ 

Mintel’s Activist Segmentation Brands and Activism 

Compared to Average: 

Younger more educated city dwellers Democratic-leaning 

19% 

27% 

21% 

33% 

The New 

Activists 

Extreme  

Activists 

Anti- 

Activists 

Tolerant  

Non-Activists 

12% 14% 
5% 

54% 
69% 

92% 

29% 31% 

I want the brands I use
to be involved in

activism

Buying from ethical
brands is a form of

activism

Tolerant Non-Activists Anti-Activists

The New Activists Extreme Activists



64% 
of consumers feel companies 

have lost touch with the human 

element of their interface with 

customers  

75% 
of consumers want more  

human interaction as technology 

becomes more pervasive 

Marketers must not think mobile-only 

Source: Mintel Reports US – Digital Advertising – 2019 
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March 3-12, 2020

March 12-20, 2020

March 26-April 1, 2020

April 13-17, 2020*

April 24-30, 2020

May 11-15, 2020*

May 21-29, 2020

June 8-12, 2020*

June 18-27, 2020

July 13-17, 2020*

July 23-31, 2020

August 12-25, 2020

August 28-September 8, 2020

% worried over effect on lifestyle % worried over exposure

Canadian worry over impact of the coronavirus, Mar-Sep 2020 

COVID-19 is a constant strain on our 

emotional and financial wellbeing 

Base: * 500 internet users aged 18 Mar1 to  September 8,2020 

Source: Lightspeed/Mintel; COVID19’s impact on Canadians 



VALUES MARKETING IN PANDEMIC 
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Estimated Direct Mail Volume

Source: Comperemedia ( July 2019 to July 2020) 

Channel Marketing Snapshot (Canada) August 2019-2020 



Source: Comperemedia Omni 
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Display Paid Facebook Online video Direct mail

Financial Services Spend on Marketing Channels in Canada 



Retargeted Direct Mail 

• Yields a 28% higher conversion rate 

• 40% of consumers report higher 

brand recall when followed  

by email 

Informed Delivery 

• 26M+ people have signed up 

• Avg. Email Open Rate of 63.5% 

Digitally Enhanced Mail 

Examples coming up in a later slide 

Direct mail should be the bridge between  

online and offline marketing 

Source: USPS 



Brands that understand what the 

consumer is going through and 

adapt with services or initiatives 



Country Time’s Littlest Bailout Relief fund 

Source: Comperemedia Omni 

Cross Channel Engagement 



Source: Comperemedia Omni 

Email – Mar’20 Paid Social – June’20 Owned Social – Aug’20  Paid Social – Aug’20 

TELUS used several channels to show its  

stance as a caring partner for customers 



Source: Comperemedia Omni 

Email Display ads Print Ads  

Connecting with empathy 



Source: Comperemedia Omni 

TV ad for American Airlines credit card expanding miles earn  

to everyday purchases and not just travel – a trending COVID 

strategy for travel focused credit cards  



Source: Comperemedia  

Telecom providers reflected the behaviors resulting from stay-

at-home measures within acquisition campaigns, aligning their 

services with new habits 

https://www.comperemedia.com/one_search/campaign/20200713-0111091/
https://www.comperemedia.com/one_search/campaign/20200717-01150/


Source: Comperemedia  

Comcast sent out appreciation letters for its customers in both 

messaging and imagery besides sending invitations to upgrade 

to Xfinity X1 at no added cost 

https://www.comperemedia.com/one_search/campaign/20200808-011198
https://www.comperemedia.com/one_search/campaign/20200808-011198
https://www.comperemedia.com/one_search/campaign/20200808-011198


Source: Comperemedia 

Insurance campaigns offered advice 

to insureds around general health 

and well-being, but also focused on 

stress and online safety 



Display ads Facebook Ads TV ads Email 

Source: Comperemedia Omni 

Prioritizing cleanliness and  

hygiene with a branded feel 

https://imgsvr.everest-shared.aws.mintel.com./mediaserver/perform_image/ABgeUwIpgbggd8++Px++fyI_Qih4DVfkf+++JjED1f47+++k+++T7++PekY+++x+++n9++f2w3++v+++sRi9++n9++D5Hq_+++xjWDF_++fKw3++v+++k_++TFJGKi+++s+++z5++Pj++3++f2ocJO5++PeQ+++f8QYg_+++kIO9++PZOFTSEw_++T6++PBo8++nS6Zhw_++TAMIKEFU_++TKJyQYo8h47++PT0aA


Brands that are co-activists 



Source: Comperemedia Omni 

When we say “Black Lives Matter,” we 

also mean “Black storytelling matters.”  
With an understanding that our 

commitment to true, systemic change 

will take time – we're starting by 

highlighting powerful and complex 

narratives about the Black experience. 

Being authentic and bold while using owned 

platforms to create awareness on issues 

Owned Facebook 

Owned Instagram 

PR 



Nike’s #playinside 

campaign supported 

its followers and fans 

across media rallying 

everyone to stay 

indoors to contain 

the pandemic 

Source: Comperemedia Omni 

Email Sub:  

You are stronger than you think 
Owned Instagram 



Source: Comperemedia Omni 

Total spend $43k (April) Total spend $3k(June) Total spend $3k (June) 

US Bank focused on Paid Social channel  

to address several social issues 

https://imgsvr.everest-shared.aws.mintel.com./mediaserver/perform_image/ADgeUwIpgbggd8++Px++fyI_Qih4DVfkf+++JjED1f47+++k+++T7++PekY+++x+++n9++f2w3++v+++sRi9++n9++D5Hq_+++xjWDF_++fKw3++v+++k_++TFJGKi+++s+++z5++Pj++3++f2geQ8++nEo+++PFU4gCEGoHiSQ4++PF4bQ2++fyg7+++UQLDi_++nCID__++P5+++kIcDE+++JDR+++jHtLw_++TgyHiv+++MRrB
https://imgsvr.everest-shared.aws.mintel.com./mediaserver/perform_image/CEgeUwIpgbggd8++Px++fyI_Qih4DVfkf+++JjED1f47+++k+++T7++PekY+++x+++n9++f2w3++v+++sRi9++n9++D5Hq_+++xjWDF_++fKw3++v+++k_++TFJGKi+++s+++z5++Pj++3++f2EnAUQ+++fyQYkgCCQ+++f8EZBKAF_GIkJDtLQgw_++T8++nEI7++P5+++E+++JBfjWGIgw_++TIcKU_Q89++nJaNAAA
https://imgsvr.everest-shared.aws.mintel.com./mediaserver/perform_image/CAgeUwIpgbggd8++Px++fyI_Qih4DVfkf+++JjED1f47+++k+++T7++PekY+++x+++n9++f2w3++v+++sRi9++n9++D5Hq_+++xjWDF_++fKw3++v+++k_++TFJGKi+++s+++z5++Pj++3++f2geQBCD0+++HPxpQYgbQPE9++PFkSIKo8++nAEElBC4bw9++f8+++xDh9++nMIDp9++fSAjIDIMIs+++kQ5Dx3++fmo1AAAA


July spend: $903k  |  July impression: 204M 

Source: Comperemedia Omni 

Discover focused on Paid & Owned Social to 

garner support for Black–owned Businesses 

Owned Twitter 

Want to give your favorite Black-owned restaurants a chance to 

get $25K? To nominate them, just tweet tagging the restaurant 

and @Discover with #EatItForward & #Sweepstakes. Here’s one 

of our favorite spots @BacknthDayBakry.  

See rules: bit.ly/2Zs4jc0 

https://s3.amazonaws.com/YM_Ads/t___1278076653730758656.png


Using multi-channel approach  

to rally customer base to aid 

communities in need 

Source: Comperemedia Omni 

Facebook Ads - $938k spent 

Email 
#ShopSmall: Small businesses need your 

support now more than ever. Meet Type 

Books, an indie bookstore in #Toronto 

known for its extensive collection of 

fiction and non-fiction, small press titles, 

art and design and children’s books. 

Owned Facebook 

https://www.facebook.com/214208065504/posts/10158509814540505


Innovative Channel Marketing 



Relevant and timely experiences  

made possible via brand’s platforms 

Source: Comperemedia  

Instagram (March 24) 

Home site 

Display ads 

https://www.instagram.com/p/B-IDTO2lhdE/


QR Code usage in direct mail is up, 

especially in April 2020 - the first 

month with observed COVID-specific 

communications making their way into 

consumer mailboxes, and gaining 

presence going forward. 

3.4% 

11.2% 

Jul-19 Jul-20

% of US direct mail with a  
QR Code or mobile tag 

% of all mail

Source: Comperemedia  

Technology over Time-Lags: QR codes finally get their moment 

  



GEICO Product Offer 
Free standing inserts and QR code on 
mailer envelope offers a way to learn 
more for those who are concern 
about touching unknown surfaces at 
this time. 

Synchrony Bank CD 
Instead of listing the savings rate on 
the campaign, which could be 
outdated by the time it arrives, a QR 
code directed recipients to the 
website for the latest rates. 

Wayfair Credit Card Statement  

Comenity Bank provides a QR code 

on paper statements for a quick 

payment option without the  

need to log in to  

a user's account. 

QR codes in direct mail offer a quick and convenient  

way to connect a campaign with timely information 

https://www.comperemedia.com/one_search/campaign/20200715-01144/
https://www.comperemedia.com/one_search/campaign/20200715-01144/


WHAT’S NEXT? 



Surprise and delight  
as a way to engage and 

create tribes 

Deeper targeting, 
personalization, and 

attribution 

Responding to  
customer attitudes  

across issues 

What’s next in OmniChannel marketing? 



Mishu Rahman Din 

Research Manager 
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