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In these unprecedented times,
business as we know it is
changing forever. Organisations
are under pressure to minimize
impact by playing their partin
contributing towards combat
efforts, look after the well-being
of their employees and innovate
when it comes to marketing in
these testing times.
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This guide is an effort to help agencies and
marketers continue to connect with their
consumers in these trying times.
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PLATFORM &
INDUSTRY TRENDS




4 HOURS WEEKLY ON VOD:
THE NEW NORMAL ON SMARTPHONES

People are at home spending even more time than they normally do online — consuming video content, social media and
chat applications. Consumers are constantly demanding more entertainment options to keep themselves occupied.
What better opportunity can there be for brands’ digital campaigns and socially relevant messages?

Users are spending 4 hours on video on demand (VOD), making it a preferred platform for brands to
showcase their messaging
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NEWS FOR MORNINGS,
ENTERTAINMENT FOR ALL OTHER TIMES

As consumers spend more time indoors, all time is emerging as prime time on VOD.
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INDIA IS WATCHING

DISNEY+ HOTSTAR

12 out of the top 15 shows watched on
OTT are on Disney+ Hotstar.

Money Heist,
Netflix

Aaj Tak,
Disney+ Hotstar

Mahabharat,
Disney+ Hotstar

ABP News,
Disney+ Hotstar

BIGG BOSS
Bigg Boss,

Voot
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Disney+ Hotstar

Devon ke Dev..Mahadev,

Panchayat,
Prime Video
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Yeh Rishta Kya Kehlata Hai,

Disney+ Hotstar

ABP Ananda,
Disney+ Hotstar

Mission Mangal,

Disney+ Hotstar
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Chichhore, Savdhaan India- F.LR., Angrezi Medium, How | Met Your Mother, Housefull 4,
Disney+ Hotstar Disney+ Hotstar Disney+ Hotstar Disney+ Hotstar Disney+ Hotstar
Based on COVID Week 4, 4th-10th April 2020
8 out of the top 10 movies watched 1 2 3 4 5
across OTT are on Disney+ Hotstar. LI %
Mission Mangal, Chichhore, Angrezi Medium, Housefull 4, Arjun,
Disney+ Hotstar Disney+ Hotstar Disney+ Hotstar Disney+ Hotstar Disney+ Hotstar
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Source - BARC Nielsen insights series (Edition 4)
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The Lion King,
Disney+ Hotstar

Aladdin,
Disney+ Hotstar

Frozenll,
Disney+ Hotstar
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Good Newzz,
Prime Video
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Shikara,

Based on COVID Week 4, 4th-10th April 2020

Prime Video
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DISNEY+ HOTSTAR IS ON TOP OF
CONSUMERS’ MINDS

Disney+ Hotstar is the most searched 75
OTT platform with 2.6x search
volume vs the next biggest platform.

72
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Interest over time

25

Disney+ Hotstar

Disney+ Hotstar is seeing an uprise in the time
spent and content consumed on the platform.
The daily watch time has surged by 11% since
mid-March 2020.

OTT Search Trends
(Source: Google Trends, 22nd March - 24th April 2020)
Source - Disney+ Hotstar

Google Search Trends
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GENRES LEADING THE GAME:
NEWS & MYTHOLOGY

Mythology content has seen an increase of 75% in watch time driven by Mahabharat
News viewership has grown 8x in terms of watch time and 4xin terms of reach
Action, Comedy, Drama are key genres which have also seen a spike in consumption

There is a rise in consumption of family-friendly content.

News Watch Time

Source - Disney+ Hotstar 08



A NEW PRIME TIME
HAS EMERGED

More at-home time has led to a surge in content consumption in the afternoon time-band.
People are staying indoors and have uninterrupted viewing time.

Timeband-wise Watch Time

I Post-COVID
Pre- COVID

Source - Disney+ Hotstar 09



CONNECTED TVs SEE
A SPIKE IN GROWTH

Connected TV (CTV) watch time has spiked by 85% since the start of March 2020. The daily reach on CTVs has
grown by 60% in the same period.

CTV Watch Time
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SUMMING UP INSIGHTS
THAT IMPACT MARKETERS

By virtue of being the biggest OTT platform in the country, consumption and user engagement have seen a huge surge.

Here are the key highlights:
OTT = Disney+ Hotstar:

Most searched OTT platform, 2.6x search volume vs next biggest platform
11% surge in daily watch time

80% spike in connected TV watch time, 60% rise in reach

Majority of top content viewed by India is on Disney+ Hotstar

Genres that lead consumption:
News viewership has grown 8x in terms of watch time and 4x in terms of reach
Mythology content has seen an increase of 75% with family-friendly content growing in viewership
Action, Comedy, Drama are key genres which have also seen a spike in consumption

Engaged Audiences:
20 -25% of daily viewers are interacting with the social feed which is 1.6x that of live sports
Daily engagement of viewers has gone up by 18% to 47 mins/day on entertainment

Content consumption in the afternoon time-band has shot up by 20% -
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LEARNINGS &
GUIDELINES




BRANDS SHOULD COMMUNICATE NOW,
MORE THAN EVER

Consumers are open to brand conversations and are appreciating brands that understand the times we are in. In fact,
research shows consumers even approve of business-as-usual advertising.

/\

NS

é Approve of brands
showing solidarity

Approve of "normal
advertising

72% advertisers continue to remain active

1378 Advertiser Count
1063 1035 1042
939 954 979 1006 I 975 990 1006 I I
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Source -Star Distillery report, 13
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CHALLENGER BRANDS ARE CHANGING
THE STATUS QUO BY ADVERTISING

Brands that are active now are seeing a direct co-relation between marketing efforts, social chatter and search trends.
As seen here, Rajesh Masala has been able to overtake market leader MDH Masala by being active.

Brands which are advertising outperform marketleadersintermsofsearchinterest Consumer mentionsrelated tothe ads
@ #21days lockdown
100 Insights from watching #Ramayan on #Doordarshan
B Amul doodh - desh ka deodh!
RaJeSh Masala MDH Masala Rajesh masale- desh ka masale!
80 Tiranga agarbathi - desh ki Kushboo!
Ghadi detergent - desh ka detergent!
) :
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g 'IE' Kalpesh Astic &a\ Nandini Venkatadri <
£ 20
Rajesh masale My #Lockd 1 resolution. What is yours?
Rakesh Masale I'm going to buy only the following, search for them if
Dev darshan agarbatt they aren't available:
0 Goldie Masale 1 ‘Ba aii chins
O O O O O O O O O O O OO OO O OO OO OO0 O0OO0OOOOOLOO O OO OoOo o Supreme plastic products T o
I B B B B B B B B B B B B B B B B B B B B B IR N B Zaalim lotion 2 Amul dark chocolate
MT OFTODONONOdOWHOAANANNANMOMOMONSTOT OO O N O Tiranga agarabatt 3 Gadi soap
N OO 1T 1T 00O A1 NOO 1 1 NOO A 1 NOO 4 1 NOO OO - — N Madhusudhan pashu aahar 4 DevDarshan Agarbathi
Date g §©§F ¥ ¥ 8 98§ 8 g F F g T TS T T T T T T ATIST T ATISIST T T T TS Hilton masale 5 Rajesh masala
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T T T T 1 T 1 1 1 T T 1 1 1 1 T 1 1 T T [ 1 ] T [l 1 1 1 | 1 1 1 1 1 Products that we never knew existed #Ramayan Can one get more jobless than this? &
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BRANDS ARE BEING APPRECIATED
FOR PUTTING OUT TOPICAL CONTENT

Brands understand that relevance is even more critical at this time.

Creativity of brands in sending out informative messages was Positive, uplifting messages by brands stood out for raising the spirits of

appreciated people
/ \ / \ Asian Paints
. o anitapratapsingh Har ghar sach
. C— Har Ghar Ku Hai Q) rorpnen e o
FEVICOL 90 QA
\\ / \\’m = #stayHomestieate G h:emlatasharm aT71 Very very
Fevicol tweaked its logo to emphasize social distancing ” -
T I ﬁ u s g 8 Meenu Sharma 1 day ago
cechn T ch Star India with Jjust Music - Q o | e e el oud of S
» 1 . . . . g IS song gave me hope and made me feel proud of our country jai hin:
Mahincdra Mahindra India will Rise & Smile Again
g 9 REPLY
Tech Mahindra updated its logo temporarily to stress on Staying Home
‘ ABHISHEK JAISWAL 21 hours ago
e’- vandana2475 Superb creativit @ mineti_merchant Brilliant MUSKURAYEG* .&‘ This Song brings new energy :\ india to fight against corona virus @ @ Lyrics are full of new hope for
. ﬂ) rend t on Cf the current scenar 'CI 3 making india corona free
&

Brands taking care of small suppliers and upstream value chain The sentiment for indigenous brands is particularly high during these troubled times

also generated positive sentiment
B B PATEL. " P Shrikant Raut

angestha Kandsve cinemas @3 . - ™ ==, Sheflant Rt

e) im,’grf,';;'( drval (ﬁ ::yazing to see come forward to supports the painter ‘” o - o

community. With Surabi card, painters and their families IR . ) , . .
@sudhirchaudhary When Corona Virus is over, let's spend our holidays in

can buy the groceries they need during this pandemic.

Nippon Paint extends support to the painter . o
community amidst Covid-19 pandemic - Painters will #COVID19 #NipponPaint #StayHomeStaySafe Please an episode about MAKE IN INDIA its importance, India, eat in local restaurants, buy local meats and

be given Amudha Surabi Card -Over 1000 painter medium small enterprise and its importance. As Corona  veggies , buy clothes and shoes from indian brands and
families in Tamil Nadu to be benefitted @ Youanyaa Thaayaarammal SSKR ©oganyasssr - M 28 v showed us how it is more important. And importance of support local businesses. These businesses are going to
#ERVIBZ012iNla FOVISodihieak - :;‘f;‘n:;"V;:J;:E:y::;’;lr;:i:s to protect under their group of ppl. It helps in bu)"img Indian pIOdUCTS Indian brands and its find it very difficult to survive without our help.

6:40 PM - Mar 28, 2020 A the eritical time contribution to our economy after corona. e e -

Thank you

Source - Star Distillery report 15



BRINGING IN NOSTALGIA AND SELFLESSNESS

IS HELPING WIN CONSUMERS HEARTS

Amul saw a su rge in Search and Google Search Index on Amul: India (1st Jan 2016- 10th Apr 2020) Social Media Mentions on Amul: 1st Jan 2020 — 10th Apr 2020

social mentions triggered by its old
ads being run during Ramayan. . (=

6000 5,2020
40 4000
20 2000

. : Specific elements of the advertisements like the actor
Viewers associated the ad with old times and where they Some viewers thanked the brand for showing the old and the music was highlighted and talked about by
were when they last saw the ad advertisements with specific appreciation to its quality viewers.
in terms of content .
[——
@ e [ Joortensd é:
hiogto Thankyou 5o much @/Amul Coop for the childhood omuch @Al forguinguscuro  and my mother tilllove this look of Smita Patil. T
 this. & Sair toh bas baha Truly it has taken me back to my school days. And glag  ™emOries. By showing your old ads on @DDNationa - onfidence, power, stunnig eyes and that loo
ol e oy you have set the benchmark in the advertisement © power, o
h1 am old & Ut enoing o resesing my oo iy 254 shows empowerment of women, #Mahabhara
Lifeb it d
ingi h
an upswing in searcnes.
Positive sentiment towards their ad urging citizens to wash hands using any Fans have also remembered the classic ads of Lifebuoy and associate it
soap; Fans appreciated Lifebuoy’s selfless campaign during such an adverse with one of the brands with timeless campaigns
time
7 Anandan Pillai @anandan22 - Mar 27 Maha @ Jitin Sharma ﬁ What's in a name? @SlyandSulk - Mar 14
£ @ v - Cadbury, Colgate, Fevicol, Vodafone, i igns:
%. Love the script of latest @ifeboys0ap where they say, not only ¥ Lifebuoy Ad: Use any soap available. AsianuP;mts,gSurf, Bournuite, T4 oy b?:g:z;gg:g campaigns:
Lifebuoy, but you can use any soap at home to wash hands and take Lux, Safeguard etc. Just wash your Gillette, Bajai, Nike, Lifebuoy, Onida, Nirma
precautions. That phrase "use any soap at home" is a winner for me. hands. Pepsi, Google, Amul, Ariel, Coco Litebuoy
! Q1 & Cola, Happy Dent & Whisper! surf Excel

People: We're gonna use Lifebuoy.

Inne mil gaye SARDAR JI ) V)
@ sugendran iaas Lifebuoy Marketing Team: @dijidosanh ©
P ilfebuoy is airing genuine € David B
advertisement to avail #CO P Wi hse a0 Od Docrshn ad Loy S

saying wash your hands with
lefebuoy or any other soap.

HL News real social
responsibility.

F22pb-c.bQ via @YouTube
40 Memorable Ads in the Picture.
Name the Brands &

0ld Doordarshan ad Lifebuoy Soap
o Lifebuoy Soap
Quarantine and Chill &

Source - Star Distillery report 16



KEY GUIDELINES FOR

EFFECTIVE MESSAGING

Keep going:

When it's dark, you don’t turn out the lights. You switch them on. This is no time to step back from your marketing
efforts; instead, it's time for action. It's time for brands to recalibrate marketing strategies, modify messaging and
make bold choices.

Messaging is the ultimate key:

Brands need to be careful not to come across as opportunistic during these times. Being compassionate and positive
in messaging will define their relationship with consumers over the long term.

Keep the following criteria in mind:
Social relevance: Spreading social awareness, tips to stay safe and healthy
Nostalgia: Bringing back advertising relevant to the current times

Topical marketing: People are thinking of little else during the lockdown, so brands are building association
by going topical

Creatives are not a deterrent:

You can’t shoot content as you normally would. However, brands are refusing to be deterred by this; they're showcasing
their creativity through home-shot videos. There is a great opportunity to use influencers to tell brand stories via
customised, self-shot videos.
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INSPIRATIONS
FROM BRANDS ON
DISNEY+ HOTSTAR




A PERFECT MARRIAGE:
BRAND CONNECT AND THE CURRENT TIMES

Given the current focus around immunity-building, Ariel has brought back its #ShareTheLoad ad
Red Label has re-introduced its old ad which urging men to share the burden of household
highlights the immunity-boosting benefit of their chores. This ad is relevant in current times.
Red Label Natural Care range of tea.

- 259 = a3 Ariel STL

@ :Rec? Labe[ | BUYNOW Ariel BUY NOW
Red Label Tulsi ARIEL
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Inspired by real-life events, it's the story of a fearless A sat of six lovers had to part v 19
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Income Tax officer Amay Patnaik, who carries ou... more




A BRAND IN NEED
IS A FRIEND INDEED

Metropolis is spreading awareness around its Bajaj Allianz is talking about their cashless medical
COVID-19 testing service, a key offering right now. insurance which is relevant in current times.

5:33 PM il

While you stay home to do your part.
We are here for you!

Chringly youes
HEALTH INSURANCE

+ Cashless claims at over 6500+ hospitals
- Register and settle claims online

et Metropolis KNOW MORE - Ba‘a’ ke INSURE NOW

COVID-19 TESTING
available at Metropolis

Housefull 4 ’ ‘ Yehh Jadu Hai Jinn Ka
S1E120 « 25 Mar

o Aman, Roshnis Tender Moment
HOUSEFULLA ﬁ% an, RO : sdboh (AL b
ot @1 !



SPREADING AWARENESS:
A TACTIC THAT'S NEVER OFF THE MARK

Vicks' topical film reminds us to stay connected Dettol is spreading awareness around the
with each other while we stay indoors. It ends importance of washing hands regularly with either
with the message, #ShowWeCare by staying in a soap or a handwash, to stay safe from COVID-19.

touch remotely.
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wEHEA AT #2 W W e W

0060
200

Vicks Covid
Vicks India LEARN MORE AR Dettol LEARN MORE

' Housefull 4 " Yehh Jadu Hai Jinn Ka
R S1E120 + 25 Mar
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SHOWING SOLIDARITY
GOES A LONG WAY

Tide shows solidarity in the fight against COVID-19
by thanking healthcare workers - referred to as
'‘Angels in White' —in their topical film.

7

is supporting
healthcare workers
across India

#PGSurakshalndia

. [4 amazon.in

"M Tide Ultra
Jie

\' Housefull 4

BUY NOW

in 14179. Six centuries

e th... more




BEING INNOVATIVE
DURING TRYING TIMES

Kellogg's has partnered with Disney+ Hotstar
to share their brand message via customized
self-shot videos by influencers.

Breakfasth
ISe]Badhkark...

Sow| § Allye:” B
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_ Kellogg's
Breakfast Se Badhkar

" Yehh Jadu Hai Jinn Ka
el ¥ S1E120 + 25Mar

Aman, Roshnis Tender Moment

SEE RECIPE




Disney+ Hotstar
Ad Sales Initiative

To encourage the spread of social
awareness in this time of crisis,
Disney+ Hotstar would like to
announce a partnership initiative
for brand campaigns with social
messaging around COVID-19.

For campaigns that have this
message,Disney+ Hotstar will
contribute 20% of the brand's
advertising investment made on
its platform. These campaigns will
be run on a composite mix of news

(upto 10s pre-rolls) and entertainment.
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To know more on
how to plan your campaign,

write to us at

advertise@hotstar.com



