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Introduction
When we created this guide earlier this year, 

we began by predicting what changes the new 

decade would bring to digital marketing. We 

didn’t know then that the coronavirus outbreak 

would change the world. Now, we’re thinking 

about the recovery and what our new normal 

will look like.   

As businesses around the globe move quickly 

to adapt to the evolving situation, one thing 

remains unchanged: Every company needs 

to be customer-centric and add value to its 

customers’ lives. Each business will do this 

in a different way, but in our experience 

working with more than 20,000 advertisers, 

we found that these three strategies can help 

you maintain customer-centricity through the 

coronavirus outbreak and what comes next: 

Source: Kantar, “Covid-19 Barometer,” March 2020.

Narrow down your marketing mix to high-performing channels.
After the budget cuts and store closures that resulted from the outbreak, every marketing dollar counts. 
That’s why it’s critical to redistribute resources into the channels that are delivering the best results. This 
includes moving funds earmarked for offline sales into online tactics and looking at digital channels 
beyond search and social walled gardens that reach consumers on the open internet.  

Focus on what matters to your customers today.
Consumer needs are changing as the crisis continues. Depending on what you sell, you can provide 
consumers with the products and services they need at every stage of the recovery. If you sell essential 
products like household cleaning products or home office electronics, meeting consumer needs means 
keeping your customers updated on what’s in stock and how fast you can ship it. If you’re a service 
business, it means shifting from in-person to virtual offerings or developing more educational content to 
help clients do what they can from home. Businesses have to stay agile and adapt to what consumers 
need in the moment.

Don’t go dark. 
In a recent survey from Kantar, only 8% of consumers across 30 countries said that brands should stop 
advertising during the outbreak. Consumers don’t want brands to exploit the crisis to drive business, but 
77% do want them to use ads to “talk about how the brand is helpful in the new everyday life.” Your 
ad campaigns help you stay connected to consumers and help them stay positive to build loyalty and 
maintain market share.

As you re-evaluate your 2020 marketing plan, we hope that this guide can help you 
choose the channel mix that’s right for your business. In addition to strategies for the 
top outbound marketing channels, we’ve included new data and ad strategies for the 
new everything-from-home economy.



EVERYTHING-FROM-HOME ECONOMY

Consumer Trends 
When consumers around the world were told to stay home to stop the spread of coronavirus, they became accustomed to a new lifestyle. All of the daily activities they 

did outside the home became virtual, including working, learning, eating, exercising, socializing, and shopping. As a result, online traffic and ecommerce sales surged.

These are the categories with the most significant growth across the 
20,000 advertisers who work with Criteo:

Criteo’s Global Consumer Survey Online Sales Climb in Many Retail Categories

Source: Criteo’s Coronavirus Consumer Behavior Survey, Global, March 
15-April 2, 2020, n=10,953 

Source: Online sales, Criteo data, Q1 and Q2 2020. Indexed sales by 
category compared to average Jan 1-28. 
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Advertisers must find a balance between connecting with customers and remaining sensitive to consumers’ current challenges. Our Account Strategists, who’ve been 

working closely with their clients to help them adapt their digital ad campaigns, share their recommendations on the most effective strategies:

Tap into real-time consumer insights.
Find a reliable source for consumer shopping data to track what’s in demand. Adjust the 
products and services that appear in your ads as different product categories ebb and flow, 
and make sure your messaging is in line with what’s important to your customers right now.

Rebecca Sellati 
Team Lead, Retail Account Strategy

Switch to automated bidding.
Automated bidding uses machine learning to adjust bids in real-time to meet goals and maintain a 
stable COS or CPO. It eliminates the need for manual adjustments and constant oversight. It will improve 
consistency and accuracy and maximize performance all at the same time.

Megan Baum 
Senior Account Strategist

Implement geo-specific targeting rules.
Consider blacklisting geographical areas where your stores are closed or you have 
fulfillment center issues. This way, you can protect the customer experience by not targeting 
consumers in locations where there isn’t access to your products or services.

Kaitlin Kildebrand 
Team Lead, Retail Account Strategy

Launch store-to-web campaigns.
Upload in-store customer and sales data to reach customers online, bring them to your 
ecommerce site to shop, and maintain relationships with your brick-and-mortar loyalists.

Matt Ruiz 
Associate Account Strategist

Show how your company is helping.
If your business is doing something special for your customers and your community, incorporate this message 
into your ads. For example, let people know that you have free, expedited shipping or local contactless 
delivery. Messages of comfort can also build consumer trust. (Seventy-five percent of consumers want brands 
to use advertising to show how they’re handling the situation, and 65% want a positive perspective.

Laura Malis 
Customer Success Manager

EVERYTHING-FROM-HOME ECONOMY

5 Effective Advertising Strategies

CORONAVIRUS IMPACT

for Criteo’s Consumer 
Insights Dashboard

https://www.criteo.com/coronavirus-impact-dashboard/


The good news
Marketers have tons of channels at

their disposal to connect with consumers. 
Marketers have a finite 
budget to work with.

The bad news

9%9%10%13%16%

Affiliate MarketingSearch AdvertisingEmail MarketingTraditional Marketing1Paid Display (41% Retargeting)

1 - “Print, Direct Mail, TV & Radio Ads”

In this guide, you’ll find out what else we learned and how to 
leverage these top channels in your 2020 marketing strategy.

How do you decide where to put your marketing dollars, especially now that everyone is hyperfocused on ROI?
We surveyed 901 marketers around the world and found out how they’re dividing up their budgets. Here are the top 5 outbound channels, ordered by share of budget:
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Paid Display

The Landscape

In our survey, we found that the largest chunk of marketing 

budgets (16%) goes to paid display. Within that portion, 41% 

is allocated to retargeting. 

Paid display is an effective tactic for reaching consumers 

at every point of their shopper journey across desktop, 

mobile, and in apps. It’s used for building brand awareness, 

increasing traffic, and driving conversions (which is why 

nearly half of paid display spend goes to retargeting).
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Awareness ads
Consumers won’t buy from a brand they’ve never heard of, and that’s 
why awareness ads are key in any paid display strategy. The goal of 
these top-of-the-funnel campaigns is to reach new customers, help 
them discover your brand, and increase brand recall. Typically these 
ads are eye-catching banners or engaging video formats designed to 
get people’s attention, and they’re most often measured by reach and 
frequency—or in the case of video, views and completion rates. 

Consideration ads
Consideration campaigns target consumers who are further down 
the funnel, but not exactly ready to buy yet. The objective is to get 
more traffic to your digital storefront, where consumers can explore 
your products and consider buying from you. The ad creative blends 
your branding and your products with the goal of driving interested 
shoppers to your site or app. 

Conversion ads
The vast majority—96%—of the people who visit your website will 
leave without buying, but that doesn’t mean these opportunities are 
lost. Retargeting ads covert more of your site and app visitors by 
reminding them about the products they browsed and recommending 
more products they might be interested in—or even giving a special 
offer. Conversion ads are most effective when they’re personalized, 
relevant, and delivered at the moment a consumer is ready to buy, 
which is possible using shopper data and AI technology.

Paid Display Top Channel Tactics

“Studies have proven that brands who 

were able to continue providing awareness 

campaigns during the 2008 recession were able 

to recover faster than others. Have a minimum 

level of spend on awareness campaigns to help 

keep the relationship alive and position yourself 

for the post-coronavirus rebound.”

KAITLIN HILDEBRAND 

Team Lead, Retail Account Strategy

Our Criteo Account Strategists are responsible for driving 
campaign success for their clients. They’ve been working 
closely with their clients to adapt to the everything-from-
home economy. Here is their first-hand advice on what works:
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https://www.criteo.com/solutions/increase-awareness/
https://www.criteo.com/solutions/drive-traffic/
https://www.criteo.com/solutions/increase-conversions/


Paid Display

Moving up the funnel to consideration

The amount of choice and availability today has created 

a longer and more complicated decision-making process 

for consumers. In Criteo’s Shopper Story 2020, we surveyed 

thousands of consumers and found that only 10% always 

buy products from the first website they visit. Otherwise, they 

continue to research different options. 

 

At Criteo, that’s where we see “consideration campaigns” 

becoming central to the customer journey. Consideration 

campaigns target potential customers who are most likely 

to buy, given their purchase patterns and browsing history. 

Ads that blend brand imagery and messaging with dynamic 

product recommendations are also key to introduce your 

brand and incite them to visit your site.

HOT IN 2020HOT IN 2020
“If you sell products that are in 

demand right now but your website 
traffic isn’t growing, use intent data to reach 

new audiences interested in products like yours. 
You can build in-market audiences based on 
recent interest in product categories, certain 
brands, and even purchasing power (did they 

browse or buy low priced or high priced items?). 
Then, combine related products into a buyer 

persona, like “work from home”.

MATT RUIZ 
Associate Account 

Strategist

“Paid Display
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Affiliate Marketing



Traditional Marketing

The Landscape

The marketers in our survey told us that 13% of their budget still 

goes to traditional media (print, direct mail, TV, radio). Though ad 

spending on digital is predicted to account for nearly half of all ad 

spending worldwide in 2020, traditional media is still a necessary 

component to branding.. 

Multiple studies show that TV still gets the lion’s share of marketing 

dollars, with the rest evenly split across newspapers, magazines, 

and radio. Spend has been steadily declining for traditional media 

over the years, particularly for print, as ad marketers continue to 

shift more budget to digital.

7% 6% 6% 5%

42%

34%

Digital TV Newspaper Radio Out-of-Home Magazines

Source: Dentsu Aegis Network
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The top tactics in traditional media are, well, traditional. What’s changing 
is how advertisers are blending them with digital for a more integrated 
experience. Here are a few examples:

Direct mail
Defined as sending letters, postcards, or other promotional materials to 
past, current or potential customers, or clients. Direct mail has actually 
had somewhat of a resurgence lately, as it’s response rates are very high 
(5% for a prospect list, according to the ANA/DMA 2018 Response Rate 
Report). Marketers have found great success by using online behavior to 
personalize mailers.

Billboards
According to one source, outdoor advertising as a whole delivers more 
than 90% reach. And with new digital displays, they’re cheaper than 
ever before. Add a digital component by pairing them with geotargeted 
mobile ads as drivers pass by.

TV ads
It can vary greatly, but a 30-second commercial in a local market can 
cost just a few hundred dollars per ad. The cost of production is much 
higher (somewhere around $20,000), but once you have it, you can 
leverage your commercial in online ads as well to stretch your investment.

so we got you
a little something

OPTICAL

great trends for your special day, in 
store or online at TargetOptical.com

celebrate your birthday 
in style with

a complete pair of eyeglasses*

30%
off

we’re so 
happy it’s 
your 
birthday

OPTICAL

Top Channel TacticsTraditional Marketing

Real-World Example 

The recipient of this mailer had recently looked online for 
glasses. Target coupled this info with their customer info 
to send this personalized birthday mailer, complete with 
a discount on eyeglasses.
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https://www.campaignlive.co.uk/article/outdoor-advertising-reaching-its-big-bang-moment/1453519
https://www.campaignlive.co.uk/article/outdoor-advertising-reaching-its-big-bang-moment/1453519


Traditional Marketing

Data-driven direct mail

Direct mail continues to have a renaissance, especially 

data-driven direct mail. Ecommerce companies are 

having great success using mailers to engage email non-

responders and to re-engage lapsed customers. By tying 

their CRM to direct mail programs, companies are seeing 

big response rates and impressive increases in sales. 

In fact, according to Sumo.com, the group that received this 

NatureBox postcard had 35% more orders per customer 

and almost 60% more net revenue per customer than the 

group that did not receive the postcard.

HOT IN 2020HOT IN 2020
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https://sumo.com/stories/direct-mail-marketing-examples


Email Marketing

The Landscape

Ninety percent of marketers in North America use email 

to engage their audience, according to a Winterberry and 

DMA survey, and our survey showed that 10% of marketers’ 

budgets are allocated to it. 

Why? It’s all in the ROI. Fifty-nine percent of marketers say 

they get the most ROI from email marketing, according to 

an Emma report. In Criteo’s Shopper Story 2020, we found 

that 21% of consumers think email marketing from retailers 

and brands has become more influential on their purchase 

decisions over the last two years.

out of 51
shoppers said email marketing from 

retailers and brands has become more 
influential in their purchase decisions 

over the past two years

Source: Criteo’s Shopper Story Survey
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https://www.emarketer.com/Article/Many-Marketers-Email-Still-King/1016393
https://content.myemma.com/blog/22-email-marketing-stats-2018


Top Channel Tactics

Welcome emails
These are a great way to capitalize on a fresh new customer or 
newsletter subscriber and establish a relationship. Typically, a 
welcome email provides more information about the company 
and sets expectations for the kind of content they’ll receive, 
and how often.

Transactional emails
These are the ones you send any time a customer has taken 
an action on your site, like visiting a product detail page, or 
putting something in the cart. Common transactional emails 
include discount emails, cart abandonment emails, and upsell/
cross-sell emails.

Re-engagement emails
Send these to win back lapsed shoppers. They can take the 
form of a new product announcement a shopper might be 
interested in, a special offer, or a simple appreciation email.

Email Marketing

Welcome

Cart Abandonment

Re-Engagement

Paid Display

Traditional Marketing

Email Marketing

Paid Search

Affiliate Marketing



Email Marketing

Mobile-first content and design

If you haven’t already, it’s time to think mobile-first when it 

comes to your email content and design. For a few years 

now, mobile has accounted for more than half of all traffic 

worldwide, and recent Litmus research shows that mobile 

sees more email opens than desktop.

Less copy, simple design, and a CTA that is quick and easy 

to get to are key to a mobile-friendly email. Keep images 

small and save extraneous copy for the landing page 

(which, of course, should also be optimized for mobile).

HOT IN 2020HOT IN 2020

Source: Campaign Monitor
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https://litmus.com/blog/infographic-the-2019-email-client-market-share/%22
https://www.campaignmonitor.com/resources/guides/mobile-email-marketing/


Paid Search

The Landscape

Our survey showed that 9% of marketers’ budgets are 

reserved for paid search advertising, also referred to as Pay 

Per Click (PPC) or SEM (Search Engine Marketing). WARC 

estimates that global search advertising spending will rise 

9% to $135.9B this year. Google still dominates, but Amazon 

is beginning to steal some market share.

Paid search is driven by keywords, where advertisers input 

terms they want to show ads for, and then bid for their ad’s 

position. The ads are then shown at the top or bottom of 

the search results page, with a small green “Ad” signifier. As 

the PPC name implies, advertisers only pay when someone 

clicks on their ad.

80%

7%
2% 2%

Google Windows Amazon Yahoo

Source: eMarketer

US Search Ad Revenues, 
by Company, 2016-2019¹
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Audience targeting
A few years ago, Google added the ability to target audiences in addition 
to specific keywords. This allows you, for example, to take a broader 
keyword and refine who would see your ad. You can target remarketing 
lists, custom lists, life events, and interest categories. 

Ad extensions
These are extra links you can add to the bottom of your ad to provide 
additional information, like call buttons, location info, specific pages of 
your site, or unique benefits. They’re free and typically lead to an increase 
in click through rate, so they’re worth it!

PPC landing pages
Pages created specifically for PPC keyword groups are necessary to 
ensure the best chance of converting clicks. They’ll also boost your ad 
relevancy score, which can reduce your CPC (cost per click).  

Real-World Example 

Using the same “NYC photographer” example, you can 
see a variety of ads with different ad extensions – one 
providing a phone number and hours, and another 
showing nearby locations.

Paid Search Top Channel Tactics
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Paid Search

Responsive Search Ads

Google Responsive Search Ads rolled out in 2019 and 

are expected to continue to increase in popularity 

this year. Responsive Search Ads automatically adapt 

the ad headline and text to serve the most relevant 

combinations for each customer’s search query. These 

ads also adapt to different device widths, showing more 

text when space allows. 

According to Google, Responsive Search Ads help 

you “reach more potential customers with multiple 

headlines and descriptions options that give your ads 

the opportunity to compete in more auctions and match 

more queries.” To get started with RSA, enter at least 

3 different headlines (or as many as 15) and 2 different 

descriptions (or a maximum of 4) for each ad.

HOT IN 2020HOT IN 2020

Source: WordStream
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81%

84%

Affiliate Marketing

The Landscape

BigCommerce reports that 81% of brands and 84% of publishers 
take advantage of affiliate marketing. Marketers around the world 
allocate 9% of their budgets to the tactic.

Affiliate marketing in its simplest form is when someone earns a 
commission for marketing someone else’s products. 

It’s a win-win arrangement where the affiliate (a.k.a. the publisher) 
earns a portion of the product sales they deliver, and the seller 
reaches more customers than they would on their own. Affiliates can 
be paid in other ways as well, such as for delivering a lead or a click, 
vs. an actual sale. The cost to the customer remains the same, as the 
seller and affiliate agree to share the profits. 

Affiliates can come in all shapes and sizes, from large media sites 
to single partners, but are often influencers, bloggers, or product 
review sites that have an engaged following that would be 
receptive to product recommendations. 

Marketers that take 
advantage of affiliate 
marketing

BRANDS

PUBLISHERS
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https://www.bigcommerce.com/blog/affiliate-marketing/#how-does-affiliate-marketing-work


Niche influencers
Huge coupon sites might drive a lot of traffic, but niche influencers are 
becoming a top tactic for driving affiliate conversions. Their specific and 
highly engaged audiences can deliver quality over quantity as long as you 
choose the right ones for your business.

Co-marketing
Co-marketing is when two businesses with similar audiences team up to 
promote something together. This can either be a co-branded product 
(like the Pottery Barn/Sherwin Williams line of paints), or a co-branded 
piece of content (like a series of guest blog posts or a co-hosted webinar). 
The benefit is that both businesses share resources and costs and reach a 
larger audience and increase leads or sales, depending on the goal. 

Coupon sites
Offering discounts is a very popular affiliate marketing tactic, and there 
are many large coupon sites like Coupons.com and Offers.com that have 
large audiences and subscriber lists to draw traffic from. Just be sure to 
select trustworthy, quality sites.

Real-World Example 

Below is a “Mom blog” site with a post featuring several deals, 
with a clear disclosure at the top that it contains affiliate links.

Top Channel TacticsAffiliate Marketing
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Affiliate Marketing

Influencers will continue to grow

Brand values are now a key part of the decision-making 

process, particularly with younger consumers. As this has 

grown, so, too, has affiliate marketing focused on partnering 

with influencers that can help promote their message in an 

honest, authentic way.

Finding those influencers might get a little harder though, 

as Instagram has started to hide “likes” in several countries, 

including Canada, Italy, and Ireland. Brands looking for 

strong partners will have to use the number of followers as 

a guidepost, without the benefit of seeing how many likes 

their content gets.

HOT IN 2020HOT IN 2020
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Mix it Up in 2020
Identifying the right marketing mix for your business is an ever-changing process. But understanding how the world’s top marketers 
are spending their budgets is a great place to start. Here’s a recap of the top outbound marketing channels and tactics:

Mix it Up in 2020

Paid Display
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Consideration Ads

Conversion Ads
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Direct Mail

Billboards

TV Ads

Email Marketing

Welcome Emails

Transactional Emails

Re-Engagement 
Emails Search Advertising
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Ad Extensions
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Co-Marketing
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Your Partner in a Rapidly Changing 
Marketing Landscape

Your marketing plan will always change, whether you’re adapting to new consumer behaviors, business needs, 
or unforeseen events--like the coronavirus outbreak that changed the world this year. 

Contact us today! Go to www.criteo.com to start trying out the platform or working with an account strategist today!

About Criteo
Criteo (NASDAQ: CRTO) is the global technology company powering the world’s marketers with trusted and impactful advertising. 2,800 Criteo team members partner with over 20,000 customers and thousands of publishers around the globe to 

deliver effective advertising across all channels, by applying advanced machine learning to unparalleled data sets. Criteo empowers companies of all sizes with the technology they need to better know and serve their customers

The Criteo Ad Platform has solutions 
for every stage of the consumer 

journey and is built with flexibility in 
mind, so you can quickly pivot as your 

objectives change.

Whether they’re working from our offices 
or their kitchen tables, our Account 

Strategists can help you implement our 
advertising solutions quickly and create a 

plan that’s best for your business.

Connect with consumers today while 
building stronger relationships for 

the future with Criteo’s personalized 
ad campaigns that help people find 

what they need. 
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