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Unprecedented / We’re All in This Together

Every Ad is the Same: https://youtu.be/vM3J9jDoaTA

https://youtu.be/vM3J9jDoaTA
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Overwhelming Fatigue Develops When Everything is the Same

https://www.inquirer.com/opinion/cartoons/coronavirus-tv-ads-commercials-mcdonalds-target-chick-fil-a-taco-bell-kfc-piano-

20200501.html

https://www.inquirer.com/opinion/cartoons/coronavirus-tv-ads-commercials-mcdonalds-target-chick-fil-a-taco-bell-kfc-piano-20200501.html
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Interest vs Disdain

Within 4 weeks of the USA 

lockdown, 46% of people 

reported they were tired of 

‘unprecedented’ & ‘we’re here 

for you’ ads and had a growing 

disdain for the companies 

running them.  
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What Users Wanted to Know



• Example

• How long did they do well?
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Instead We Got “We’re Here for You”
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People want to know if  you are even open or in business
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This moved to “We” are Open, Not “Helping You”
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People Wanted Safety Information
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The “Good” Ads in the “Current Normal”
Unfortunately, these are rare

We wanted to test 

“Glove-Tossed Crust”
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Do Your Ads Speak to Today’s Interest?
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There is LOTS of  Opportunities Right Now
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Most Advertising Channels Are Mismatched in Messaging
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Knowing When to Change Your Ads
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What Most Advertiser’s Did: Ignore Everything
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Some Remembered
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An Advertiser’s CTR Journey
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When an Advertiser Adjusts their Messaging
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Another Advertiser Didn’t See Conversion Changes Until Website Changed



• We looked at 1,000+ actively managed PPC accounts

• 297 had adjusted their ads

• 71 had a competitor who had adjusted their ads beyond ‘we’re open’

• 0 had 2+ competitors that had adjusted their ads

• We can’t find any industries where everyone has adjusted their ads 
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When the Entire Industry Adopts Quickly
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How to Test Trends
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Ask yourself

• What did you change about your business?

• What did your employees change about how they work?

• What adjustments did you make for your & your customer’s safety?

Then:

• Put the info in your ads & ad extensions

• Don’t forget your image ads

• Update your website with this information
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Ad Testing in the New Normal
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What Did You Do For Consumers?

Tech and telecom 
companies waiving 

data limits and 
fees. 

Businesses donating 
profits and offering 

unprecedented 
sales/discounts.

Food service 
companies waiving 

fees.

Travel companies 
removing barriers 

to change or 
cancel, etc.

Special shopping 
hours for at risk 

population 

Special delivery 
and pick-up 

options 
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Examining Trends: When to Test
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Multi-Ad Group Testing to See Large Trends

Testing 3 messages across 500 ad groups:

• Typical ‘smarter & better’ ad

• Virtual + ‘comfort from your home’

• Limited time discounts until everyone is 

back in the office
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Multi Ad Group Testing: Reading the Data



25% off Smart TVs until 
{=GEOList.SportsTeam} Games 

are Back!

15% Insurance Giveback until 
{=GEOList.Recovery3PhaseDate} 

By {=GEOList.ReoveryPhase} 

• Virtual appointment

• In-Person or Virtual Appointment
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Ad Customizers Are Wonderful for Adjusting Messages
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Other Good Notes

Check Your Ad 
Extensions

• Many have in-person 
or other info in them

Watch your 
trends

• B2B is less ‘commuter 
constrained’

Desktop search is 
up

Weekend search 
is up a LOT

Weekday search 
is up a little
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The New Normal (hopefully) Isn’t Forever

When the new ads see dips and the news is reporting better virus data, it’s time 
to introduce some of your old ads to see if it’s time to go back to them versus 

keep some of the new features.

The only way for advertisers to navigate Covid-19 and recovery is to keep 
watching and testing the ads to match what your customers need.



Automate Your PPC To Do List

• Read our blog: Adalysis.com/blog

• Recommendation Engine: Adalysis.com 
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