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As the coronavirus (COVID-19) pandemic continues to spread, social distancing and stay-at-home 
orders have become the new norm. This means marketers considering modified media strategies 
must truly understand how consumer behavior is rapidly changing in order to respond appropriately.

Goodway Group’s data science and analytics team continues to monitor these trends by utilizing 
consumer data across our diverse network of buy- and sell-side sources. 

Consumer Behavior Trends and Insights
 
As consumer engagement across verticals changes, brand marketing strategies need to evolve 
as well. Interestingly, site traffic trends changed noticeably for several industry verticals since 
COVID-19 infections first began appearing in the U.S. Communications and medical industries 
both saw increases in share of traffic (32% and 70% respectively), as consumers focused more 
heavily on their health and staying connected while at home. Not surprisingly, fitness and retail 
verticals saw declines in share of traffic (40% and 47% respectively) over the past few weeks, 
as many consumers abandoned daily routines and activities due to shelter-in-place mandates.
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Programmatic Trends in 
the Wake of COVID-19

Verticalized Site Traffic Trends
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Site traffic is down 
40% in the fitness 
industry, and the retail 
industry share of traffic 
slipped 47%.
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With shifting device consumption patterns, brands should follow suit to create a better  
customer experience. Throughout March, we compared the relative distribution between mobile 
and PC impression volume among consumers. Mobile’s share increased 11% by the end of the 
month, whereas PC’s share of impressions decreased by 13%. This bucks the trend that we 
saw during the same time period in 2019, and suggests that consumers may be adapting their 
behavior to consume more content via mobile devices as they adjust to spending most of their 
time at home and out of the workplace. Brands should monitor device trends closely and be 
increasingly conscientious of the targeting, messaging and formats they use to reach consumers. 
This is more relevant now than ever.

With the longevity of COVID-19 and its long-term implications still unknown, it’s important for 
brands to continue monitoring the ecosystem and leverage expert insights, like these, to guide 
smart media decisions. Goodway Group’s data science and analytics team will continue to 
monitor this situation and provide relevant insights throughout the duration of the crisis. 

Programmatic Device Trends

If you need additional 
support, reach out to us at 
info@goodwaygroup.com.

Goodway Group is the digital partner advertisers trust to drive campaign performance and 
media efficiency. Proud to be completely independently owned and operated, Goodway 
provides trustworthy expertise that meets its clients’ needs — and no one else’s. Using 
predictive intelligence, Goodway helps advertisers get the most value out of every impression 
across all paid digital media. Through the combination of employing the smartest technology 
and the most experienced people in the industry, Goodway delivers authentic results.

Goodway Group. Honestly Smart Digital.

Mobile impression 
volume increased 11% 
in March, whereas PC’s 
share of impressions 
decreased by 13%.
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