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Introduction

In the new age of social distancing, businesses of all sizes are either
shuttering their doors or pivoting their marketing strategies to stay
afloat. Small businesses, in particular, are hit hardest because they

rely heavily on foot traffic and in-person transactions.

However, while the outlook may seem bleak — sales are dropping at
a rapid rate, supply chains are compromised, and consumer behavior
is changing at warp speed — many of these resilient businesses have
made pivots to accommodate their customers.

So, how can your business be strategic with your marketing plans,
when the future is so uncertain? How do you put your customers first,
when their behaviors are shifting at lightning speed?

The AdRoll team knows that small businesses aren't just the lifeblood
of the economy — they also enrich our lives and anchor our com-
munities. To help ease the anxiety surrounding small businesses,
we've created a comprehensive guide to coronavirus resources for
direct-to-consumer (D2C) marketers. From tips on how to pivot by
industry to how to apply for loans, we've got your burning COVID-19
questions covered.
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Pivoting Your
Marketing
Strategy

In this section, we highlight the top challenges D2C brands are facing and
answer the following questions: What do you do when your customers stop
spending? How do you get the most out of your paid media spend? And
how do you effectively transition your offline events online?

When Customers Stop SEending |

When challenging times hit, it's natural for customers to be extra careful
with their spending. As consumers feel increasingly uneasy, they'll cut back
on some goods and increase their emergency savings instead. This has led
to a significant impact on D2C brands and small businesses — 96% say the
outbreak has already affected them, and 75% say their business has been
impacted by fewer sales.

S0, how do you navigate your way around this? How do you pivot your
marketing strategies in a helpful way while also staying afloat? Here are a
few tips and tricks to consider.
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Be Proactive in Understanding Why

Conduct an internal meeting with your team to capture ideas and brain-
storm. Then, find a way to elicit customer feedback. For example, if most
of your audience can't afford to make purchases at this time, you'll know
that discounts and promotions are the way to go. Or, if your customers are
only buying “essential” items, your team could brainstorm ways to pivot the
brand’s messaging. Once you get insight into customer intent, you'll be able
to settle on a solution that's the best step forward.

A few ways to ask for feedback:

Send out a survey.

Run a customer survey and ask what their top concerns are. Then, build
a solution around their responses. Consider this a “Choose Your Own
Adventure” of sorts: If your customer is worried about X, prescribe Y (e.g.,
running a promotion). If your customer is concerned about A, prescribe
B (e.g., suggesting a relevant partnership). Leverage this survey to deliver
value to your current customer base and layer it into your acquisition
strategy.

If you're finding that people are shying away from filling out surveys
because they're an inconvenience, think about meeting them where they
already are, such as their mobile phones. In fact, SMS is regarded as one
of the most powerful channels to request feedback from customers, with
higher open rates than email.

Analyze recorded sales calls.

If your company has a sales team, they're probably making a ton of calls
every day. Their call logs can serve as a valuable feedback tool and provide
insight into why customers have decided to stop spending.
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Use your social channels.
Create polls on social channels such as Instagram and Twitter. They're
quick, easy, and provide immediate feedback.

Conduct interviews.

Ask your loyal customers whether they'd be open to a virtual conversation
— generally, those who invest in your brand are open to giving feedback if
you ask them.

Continue to Communicate With Your Customers

It should be noted that customers never really “stop” buying — they're just

more likely to postpone their purchase due to financial apprehension. This

is why it's more important than ever for brands to continue communicating
their added value for when the purchasing moment comes.

Stay top-of-mind with customers through virtual avenues such as display
ads, emails, and virtual events. Ramp up your customer service options,
and ensure that your customers can reach you, no matter where they are.
Remember that it doesn't have to be all business, either — during this time,
it's especially important to be extra active on social media. After all, people
are required to stay home and are spending most of their time online

— why not take this opportunity to provide positive content to help take
peoples’ minds off the virus?

Reposition Your Messaging

Quite simply, customers stop making purchases when they don't have the
budget. To increase sales, ditch the old messaging and create a new one
around specific discounts and promotions. Depending on your business
vertical, you can get creative with online discounts and offers. For example,
if you're a travel brand, offer a more prolonged cancellation phase. If you're
a retail business, provide a non-expiring shipping voucher when they
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complete a purchase to help drum up future business. And if you're a ser-
vice-based business such as a restaurant, don't fret: You can still encourage
customers to make online sales in the form of discounted gift certificates
so that they can treat themselves when the coronavirus outbreak has
slowed.

Consider Creating Partnerships

|dentify popular brands within your industry that customers have a
strong brand affinity to (an excellent tool to use is Brand Match,

a directory of D2C brands). When a partnership is formed, both parties
can use their respective assets and audiences to cross-promote one
another to boost brand perception, build brand strength, and offer
special promotions.

How to Get the Most Out of Your |
Paid Media Sgend |

When the global environment turns challenging, many companies want
to react by cutting marketing spend. If brands take away only one thing
from this article it should be this: Fight that urge! There is a strong
business case to be made for maintaining, and even expanding, your
marketing efforts even in an uncertain economy.

Understanding that case requires understanding the totality of your
customer acquisition journey, what you're spending and what you're
spending it on, what makes a good KPI in a challenging environment,
and what your market looks like.
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What's the Difference Between CAC and CPA?

Most marketers are familiar with cost per acquisition or action (CPA). Many
are also familiar with customer acquisition cost (CAC). Unfortunately, too
many use them interchangeably or don't fully understand the difference
between the two. That's a costly mistake to make, and can lead to bad
decisions and an inability to secure stakeholder approval.

The simplest way to differentiate the two is to remember that CAC is about
getting a paid customer that contributes to revenue, while CPA is about
getting potential customers to perform some kind of action or to get an
acquisition of some kind before a user becomes a customer.

So for example, the cost to sign a visitor up for a newsletter would be a
CPA. Same with getting a user to sign up for a free trial. In both cases, even
though the actions were positive and could lead to a user turning into a
customer, they aren't there yet.

On the other hand, the cost for that user then buying an item they see in a
brand’s newsletter or upgrading the free trial to a paid subscription would
be the CAC. The metric switches as soon as money changes hands, and the
CAC is often (but not always) made up of many preliminary CPAs (among
other things!)

Why is this important? Two cases can help illustrate:

1. Company A runs a performance marketing campaign and uses free
trial signups as the key success metric. The campaign goes gang-
busters — every single person who clicks turns into a free user, at a
cost of only $5 per click! Conversion rates are as high as it's possible to
go, and the CPAis very reasonable for this industry. The campaign is a
smashing success, and they should move as much money as possible
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into performance ads, right?

2. Their competitor, Company B, runs a similar campaign. Unfortunately
for their marketing manager, signups are slow. Theyre spending a ton
on clicks, but only every fifth click signs up for a free trial. The CPAis
$25 — much higher than industry standards — and the VP of market-
ing is starting to walk past the performance office a lot while looking
worried.

Which company is running the more successful campaign? It's easy to
guess Company A, but in reality there isn't enough information presented
to make an informed inference. Company A may seem to have a successful
campaign on the surface, but if they are only converting free trial users at a
rate of 20%, they're actually spending the same amount for each customer
as Company B if the latter converts at 100%. And if Company B spends
less per free trial user on the back-end, if for example, they have a smaller
marketing team, they may well be significantly ahead of Company A.

That's not to say CPA is not important. CPA can be a leading indicator and
a component metric of CAC, and can point to areas where optimization is
needed within a holistic customer journey. But it's also not the be-all and
end-all metric to build goals around, and is just one component out of
many that tells brands how successful their marketing spend is.

Understanding the Customer Acquisition Cost

Measuring CTA is often a fairly easy and straightforward undertaking. Since
the actions/acquisitions being tracked tend to be small and non-monetary,
attribution often defaults to simple models with relatively short look-back
windows, like last-click. That's not to say it can't be more complex, but if
the actions being measured are properly discreet and small, simple often
works.

Measuring CAC can be a much more difficult process. The standard
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equation for CAC is:

(Marketing Spend + Sales Spend)/Customers Acquired in Time Period
This is a good foundation, but misses a couple of key points:

1. Brands don't always get customers in the same time period that they
spend marketing or sales dollars. Some brands might have a customer
journey lasting only a few minutes (see an ad, click the ad, buy the
product.) Others might last years (see ad, meet reps at conference,
get marketing materials, pass through budgeting, see more ads, watch
webinar, talk to sales team, buy product.) Failing to take this into ac
count can register false CACs that can be too high, if a brand launches
a new initiative but doesn't allow enough time to see customers from
that initiative, or too low, if a wave of customers comes in months after
an initiative is paid for.

2. How does a brand define marketing and sales cost? Are salaries
calculated in those costs? What about facilities costs and other over-
head? Engineering? Creative? If CAC is boiled down only to direct and
simple-to-attribute costs, it can appear artificially low in some cases
— for example by not taking into account a branding campaign that
happened months ago and contributed to a purchase, or by ignoring
the cost of sales support salaries.

These factors make calculating a true CAC difficult. This is especially true
over shorter time periods — weeks, months, and even quarters. Brands
not focused on understanding their full customer journey can often miss

large portions of their CAC, leading to less-than-optimal campaign and
tactical decisions.
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The Business Case to Keep Spending

So what does customer acquisition cost have to do with spending patterns
during difficult economic times? And how does it add to the business case
for maintaining spending?

Slow-downs tend to bring out the bottom-line obsession hidden inside
every executive. When accounts are high, stake-holders feel less pressure
to account for every dollar going out. When those accounts start falling, the
mood can quickly change to tightening belts and planning for the worst.
Every dollar out needs to result in X dollars in. For marketing,

this often means hyper-focusing on the day-to-day KPIs and CPAs.

What this laser-like focus misses, though, is that very few companies
have a one-stop customer journey. Looking only at last-clicks and direct

conversions ignores the sometimes hundreds of touchpoints consumers
have with brands before making a purchase. Limited lookback attribution
windows ignore the sometimes months consumers take to decide to buy.
Especially in the context of an economic slowdown, customers don't stop
buying products, but they do slow down their decision making timelines.

Focusing on specific costs per action obscures the research process that
goes into buying, and hides the value of being top-of-mind when consum-
ers are ready to purchase. A hyper-focus on direct performance misses the
forest for the trees. Instead, smart brands need to:

Understand That Last Click Conversion Rates
Aren’t All There Is
Even in the best economic times, the single-touch or last-click attribution

models fail to fully capture all of the touch-points. Really understanding
how spend is contributing to sales often requires looking back two
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weeks or more. The higher the cost or complexity of a product, and the
less essential it is to consumers, the longer their customer journey is likely
to be.

Marketers need to review their data and identify how long a typical cus-
tomer journey is and base channel and spend decisions on this timeframe,
attributing spend across the entire journey to the final conversion. By
focusing on the total journey, they may find that even high click/low con-
version campaigns are an essential part of getting consumers to click that
“Buy” button.

Monitor the Competition

Brands need to remember that during a downturn, competitors are going
through the same crisis of confidence in performance marketing as they
are. During a bad enough downturn, it can seem like the various exchanges
and marketplaces look like a ghost town! But as everyone's parents told
them at least once, “just because everyone is jumping off a bridge doesn't
mean you should.”

Instead, consider what happens to a vertical when a large number of
brands pull out of performance advertising: ad volumes drop, rates get
slashed, and exposure for the brands still left skyrockets. Brands in a po-
sition to maintain or even increase spending when everyone else is pulling
out are in a strong position to capture significant new market share at
significantly reduced rates. Or to put it even more simply, when a customer
searches for a product and there’s only one brand still advertising, that
brand wins 100% of the time.

Scale With Performance

While shutting down campaigns that are still bringing in business might
be a rash decision, performance marketing managers can find a happy
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medium in scaling their spend to current market conditions — both
the market for their products and the marketplace for ad placements.
As overall traffic decreases and competitors begin to pull out, ad rates
drop to compensate. This allows marketers to slowly scale down their
spending to match while retaining a roughly similar market share and
stay in front of their target audience at the same frequency as before,
only for a lower cost.

This approach allows for a compromise between tightening belts and
maintaining the status quo of performance. It won't help brands power
past competitors, but it will also keep them from losing ground.

Remember That Downturns Eventually Turn Up

Ninety-five percent of purchases are subconscious. Customers often turn
to barely-remembered bits, jingles, and feelings of “I think I've seen that
before” when they make purchasing decisions. So when they begin making
purchases again after a period of restraint, the brands they pick will be

the ones that have done the most to stick in their head. If that sounds like
“brand awareness”, it is. It's real, it's valuable, and it is the secret sauce that
allows some brands to turn economic downturns into opportunities for

explosive growth.

Because markets recover, panics subside, downturns turn up and de-
creased spending increases. Eventually, recessions end and consumers
start spending money again, and it's often faster than many brands are
ready for. The great recession of 2007, for example, only lasted 19 months
— just about a year and a half. During those 19 months, consumers didn't
stop having wants and needs. Rather, many of them simply postponed
larger purchasing decisions, taking the time to research and understand
the market they would eventually rejoin.
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Car sales illustrate this important point perfectly — after a drop in 2008
and 2009, 2010 saw a huge jump that exceeded the strongest pre-reces-
sion year by over 10%. All that pent up demand needed to go somewhere,
and it often went to the brands that had spent the most building brand
equity while advertising rates were cheap and consumers weren't buying.
The message is clear: companies that invest in building brand equity when
others are pulling back win big when consumers start spending again.

Shifting from Offline to Online |
Events |

One by one, from basketball leagues and international concerts to sprawl-
ing festivals, institutions have faced the same hard question: Is a public
gathering worth the risk of spreading the new coronavirus?

The answer, again and again, has been “no.”

So, what happens when an event that you planned on hosting, like a con-
ference, tradeshow, or meetup, is canceled?

Take Your Event Virtual

In many cases, virtual events offer a lot of opportunities over offline and
in-person meetups:

* They serve as an excellent lead-generating tool because people can
easily participate in the event, no matter where they're located.

e They can reduce your cost per lead (CPL) and maximize your ROI.
It's often more expensive to arrange traditional in-person events.

e They complement existing marketing strategies. Most in-person mar-
keting tools are restricted by geography and behavior.
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* They're an effective way to keep the consumer buying cycle alive be-
cause customers aren't restricted to a time or date — they can watch
recorded footage at their convenience if they weren't able to make it.

Enhance the Virtual Event Experience

Here are some tips to ensure that your virtual experience can rival any
offline event:

* Be transparent and communicate plans early. As soon as you make
plans to shift from a physical experience to a virtual one, communicate
this plan to your customers ASAP. Use this as an opportunity to gather
feedback from customers on what they'd like to see in a virtual format.

e Setup a Slack channel where attendees can connect virtually both
before and after your event. In the place of in-person interactions, it's
essential to keep the connection flowing with consistent communica-
tion.

» Streamline your virtual agenda by condensing your virtual event into
only the most important sessions.

* Incorporate interactive activities into the agenda, such as roulette-style
meet-and-greets, polls, chat boxes, and supplementary content pieces.

Get Creative (and Scrappy)

As you can see from Betabrand's brilliant pivot, now is an opportune
moment to boost engagement rates by hosting virtually. Maybe even create
a community via a dedicated Slack channel to host events with your fol-
lowers. Don't hesitate to think outside the box — one of the biggest perks
of virtual events is that they aren't restricted by costs for decor or food.

For instance, an apparel shop might host a virtual sip-and-shop where 21+
audience members meet online to enjoy a shared happy hour while viewing
the season’s newest trends. Before the event, they could run a series of
promos to encourage potential attendees to visit the website.
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Marketing Tools and Trials |

While it may seem that finding marketing tools is the last thing on anyone’s
mind right now, it should be one of the first. As physical businesses are
forced to close in response to the crisis, many companies are pivoting to
new business models to retain existing customers and attract new ones.

For physical retail companies, this can be a fantastic catalyst for building
out a more robust digital presence. Companies that don't currently have
an e-commerce component can try out multiple platforms free of charge.
Companies that have not invested in social marketing can get free access
to professional social management suites. Brands that have not invested
much in advertising can take advantage of decreased ad rates and in-
creased access to free tools to begin their digital transformations.

To help small businesses deal with the upended economy, many estab-
lished platforms and business software vendors are either giving away
their products for free or offering extended free trial periods, often up to
90 days. Despite everything else going on, this is the best time to push into
new terrain and try to not just survive but thrive.

HootSuite: The venerable social media management and marketing plat-
form is offering free access to their professional level for small businesses
and non-profit organizations until July 1, 2020. Hootsuite is one of the
gold-standard social media platforms and is worth trying out for companies
that have been manually updating their Instagram and Facebook feeds.

In addition to the free professional plan, the company has produced a
number of getting started videos that can help newbies jump on and start
managing their social media like a pro quickly and easily.
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Shopify: One of the most popular e-commerce platforms for small
businesses, Shopify is offering a 90-day free trial for all new customers.
The platform allows any business to quickly and easily build out an online
storefront, with no coding required (unless you really want to!) The compa-
ny is also making gift card sales available on all accounts, so even service
businesses can take advantage of additional e-commerce cash flow while
their physical locations are closed.

In addition to quick and easy online store-fronts, Shopify is also providing
funding via their Shopify Capital program, and multiple webinars and live
training and information events.

Apple Final Cut Pro X: Looking to take your video production to the next
level? Apple is giving away 90 day free trials of their incredibly popular
production software. This is especially useful to companies looking to use
video as a primary means of communication with customers and clients
during the COVID-19 pandemic.

Hundreds of business software companies are giving away some kind of
free access or trial to those affected by COVID-19. You can find additional
software offers here, here, and here.
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Pivoting

Marketing
Strategies
by Vertical

In this section, we highlight the top opportunities for the following indus-
tries during the coronavirus: online education, home and garden, health
and fitness, and finance.

Online Education |

It goes without saying that teachers and professors weren't prepared for a
global crisis that would require a pivot toward virtual learning. “Surprised” is
probably an understatement — schools and institutions around the world
are shutting down at a rapid rate in an attempt to contain the coronavirus
outbreak. It's no surprise, then, that MarketWatch has dubbed this time as
“online education’s moment” — a time where this particular industry can
help minimize educational disruption.

This also sheds light on other education sectors that have been online for
a while — Udemy, for example, offers online classes aimed at professional
adults and students. Then there’'s Duolingo, a language-learning platform,
and Masterclass, which provides courses covering everything from cooking
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and writing to acting and photography. In a situation where most people
are confined to their homes with nowhere to go but the web, now is prime
time for any online education brand to make a positive impact.

Think about it — you're not bound to supply chain disruptions or manu-
facturing woes; the internet is already familiar territory. It's time to use this

advantage to provide an outlet for others to learn and blow steam through
engaging in hobbies.

The Ideal Time for Brand Awareness Campaigns

It's true that during times of economic uncertainty, people are more careful
about spending money. Many brands are aware of this, so they've reduced
their paid media spend. While it's tempting to follow the same train of
thought, consider thinking of it this way: As ad inventory increases (more
people spending more time online) and competition and allocated market-
ing budgets potentially decrease, inventory becomes cheaper.

What this means is that with more people online and more spaces to place
ads, it'll be less expensive to stand out. Now is the ideal time to reach new
people with brand awareness campaigns — since the first coronavirus
reports, we've seen cost per thousand impressions (CPM) decrease by 15%
across our networks.

Don't underestimate the power of first interactions with customers. By
creating brand awareness and connecting with customers, you have
the opportunity to increase customer lifetime value (CLV) and decrease
customer acquisition costs (CAC). Essentially, you'll be top-of-mind with
consumers when they are ready to make a purchase.
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Shift Your Focus to Customer Retention

In addition to people who aren’t familiar with your brand, you should also
focus on building brand loyalty. Yes, it's essential to plant new seeds, but
you also have to take care of your existing garden. Your customers are your
most valuable asset — it's more expensive to acquire a new customer

than it is to keep one. Here are a few ways to maintain customer retention
during hard-hitting times:

* If you haven’t already, build a customer loyalty program. Think
about providing VIP support, free training sessions or webinars, and
access to premium features for your most loyal customers.

* Increase your customer service resources. During these uncertain
times, it's natural for customers to reach out more than usual to ask
questions around their subscriptions, etc. Provide additional avenues
for them to reach out to your team, such as a live chat option via your
website or social media channels.

* Practice gratitude and empathy. Your brand wouldn't be where it is
today without your customers. With that in mind, it's essential to infuse
gratitude and empathy into all of your business decisions. For example,
if you're seeing that customers are trying to cancel their memberships
or subscriptions due to financial reasons, you can provide an option for
them to press pause without any charges. Or, you could even extend
their subscription an additional month for free or simply send a heart-
felt note thanking them for their business.

Align Your Strategy to Best Reach Potential
Customers

When it comes to your retargeting strategy, it's important to be smart
with segmentation so that your marketing dollars are spent efficiently. For
example, you could target specific site segments or upload CRM lists and
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have ads that focus on high-value courses to maximize cash flow in the
short-term.

It may also be worth it to look into lapsed signups — reach out to people
who may have signed up a year or so ago to reengage them and remind
them of new classes or package offerings.

Ways to Pivot and Keep Customers Engaged

In the current state of the world, people have a lot on their minds. It's vital
to be mindful of this, and think of your marketing strategies in the context
of, "How can | help my customers? How can | reduce their anxiety?” It can
be difficult to straddle the line between being compassionate and keeping
afloat, but you'll find that sweet spot by being creative and taking note of
other brands’ innovative approaches.

Offer a freemium version. As mentioned earlier, people are hesitant to
spend. A freemium plan is an excellent strategy to consider because it's
a cross between “free” and “premium” — people are getting your core
features at no cost and can choose to increase functionality by paying the
subscription fee.

Repackage useful content. Sharing free, helpful content builds great word
of mouth and value during times of hardship. A great idea is repurposing
online courses into helpful blog posts or social media tips. Or, if your prima-
ry audience is K-12 students, you can create downloadable worksheets to
enhance their learning experience.

Think outside the box with your messaging. People are cooped up

indoors, and their regular lives are severely disrupted — they can't go to
their favorite restaurants, painting sessions, or hip hop classes, but they
can take an online course for cooking, painting, or dancing. They can find
alternative versions of their usual hobbies and end up falling in love with
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them. Children and teens may not have access to their tutoring classes
anymore, but they can take supplementary online courses to fill this gap.
The key when pivoting your message is to identify peoples’ current pain
points and solving them. Ask yourself, again and again, like a mantra:
“How can my brand help? How can it fill a need during these challenging
times?”

Home and Garden |

While it may seem like an irrelevant time for the home and garden industry,
this isn't so — as more people are spending time indoors, theyre looking to
make the best of an unusual situation.

Think about it this way: People can't return to their work offices, so they'll
need to build a makeshift one at home. They can't take as many walks in
the park, so they'll want to spruce up their space with plants. And since
theyre not allowed to leisurely sit at a restaurant, they'll require the
equipment to whip up their own fancy dinners. Now is the time for home
and garden brands to help restore a sense of normalcy to peoples’ lives,
starting with their homes.

First Step: Shift Your Thinking

When confidence in the economy is shaken, consumers are extra-careful
with their spending. With this in mind, you may be thinking that the last
thing people need is a sofa or a desk. It doesn't help that home and garden
supplies are generally browsed and bought in-store because there’s less
risk of making a return.

Well, newsflash: Other brands are thinking the same thing, too. And with
this train of thought, more brands are reducing their paid media spend,
opening up more spaces to place ads. While this tidbit isn't particularly

The (Very) Comprehensive Guide to COVID-19 Resources for D2C Marketers



https://www.adroll.com/blog/marketing/coronavirus-planning-when-consumer-spending-is-impacted
https://www.adroll.com/blog/marketing/coronavirus-planning-when-consumer-spending-is-impacted
https://www.adroll.com/blog/marketing-analytics/cac-cpa-performance-marketing-and-making-the-most-of-your-paid-budget

inspiring at first glance, pivot your thinking into this: More people online +
more spaces to place ads = it'll be easier and less expensive to stand out.

The Time Is Ripe for Brand Awareness Campaigns

Since the first coronavirus reports, we've found that cost per thousand
impressions (CPM) have decreased by 15% across our networks. This
means that even with modest budgets, your reach can increase exponen-
tially. And as mentioned earlier, home and garden supplies aren't things
that are bought lightly — these purchases require a certain level of thought
and financial commitment. Brand awareness campaigns are designed to
get in front of people as they're building up to take the plunge. By consist-
ently staying top-of-mind with consumers, you'll be their go-to brand once
they're ready to make the purchase.

Make a Point to Build Customer Loyalty

When it comes to building customer loyalty, it might be a little more chal-
lenging for home and garden brands. Why? Because more often than not,
they're big-ticket items such as furniture or power tools. The consensus is

that when the buying cycle is longer, customers aren't likely to return for a
repeat purchase.

However, this is a critical time to emphasize customer retention because it's
more costly to acquire a new customer than it is to keep one. Reach out

to past customers to reengage them and remind them of new discounts
and product offerings. Suggest complementary items that go well with their
past purchases — for instance, if they bought a chair, perhaps they'll want a
matching ottoman next.

Also, consider providing customer loyalty programs or a VIP model to
shorten the buying cycle. An excellent example is Costco’s Executive
Membership Program. It costs a one-time fee of $110 to become a member,
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and from then on, members get a 2% reward on all Costco purchases.

Or, you could offer a significant discount for every third purchase made or
a points-based system where customers can receive a selection of free
products.

Navigating Supply Chain Woes

The rapid spread of the coronavirus is shutting down factories and com-
promising supply chains across the world. This is a nightmare for many
brands, as they work in tandem with manufacturers overseas. So, what do
you do when your supply chain is compromised for the time being?

The first step is to be transparent with your customers. Send an email or
submit a proactive press release in which you explain the situation, admit
fault, and tell your customers how you'll make it up to them. By clearly man-
aging their expectations, customers are less likely to hold a situation that's
out of your control against you.

Next, conduct a thorough audit of your inventory. Run a promotion on
secondary products such as plant food or sofa covers, or clear out the rest
of your inventory by discounting excess items.

Other Ways to Pivot (and Keep the Spark)

During this challenging time, it's not just consumer behavior that changes
— it's their priorities, too. So, how do you help your customers while also
keeping afloat? A few ways include:

Discounts: Discounts are a surefire way to grab consumers’ attention. Big-
ticket items are considered “big” for a reason — they're highly expensive, so
people will notice when the price drops. As a bonus, include free shipping
for all items or even a discount voucher for the next purchase. Be mindful
of what people can and can't afford.
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Creative messaging: Ditch your old messaging — under these circum-
stances, something along the lines of, “Modernize your home’s style” won't
cut it. Instead, think about what your customers need right now and update
your copy accordingly. A couple of examples:

* They're working from home, so they'll need a comfortable office space.
o Ex. "Office Gear to Help You WFH Comfortably”
* They're cooped up inside and aren't exposed to as much nature as
they'd like.
o Ex.“Bring Nature Indoors”

Useful content: Post helpful content that's relevant to current events on
your social media channels and blog. For instance, “Inside a Lot? Clean
Indoor Air With Plants,” or “Ways to Make Your WFH Space Ergonomic.”

Health and Fitness |

The coronavirus isn't just a massive blow to the health and fitness industry;
it's also bad news for fitness enthusiasts who look forward to exercising as
a way to blow off steam, release endorphins, and stay healthy. However,
both consumers and brands are rising to the challenge — people are
finding ways to work out from home, rolling out yoga mats, and using
household items to create makeshift gym gear (water bottles as weights,
anyone?). Health and fitness brands are pivoting hard, switching up their
messaging, and whipping up new methods of engagement while their
patrons are in quarantine.

The ingenuity presented by both consumers and brands is a testament
to just how necessary fitness is during these uncertain times, whether it's
offline or online.
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Question of the Day: What Do People Need?

The coronavirus has brought on a sharp distinction between “essential”
and “non-essential” shops and products. While the gym is considered

non-essential, it's becoming more apparent that staying fit is a critical com-
ponent of maintaining a sense of normalcy. People are cooped up indoors,
their usual routines are shattered, and for many, the anxiety around the
virus is downright crippling.

So as a marketer, ask yourself what your customers need. Of course, there
are the bare basics, such as food, but your customers also need a way to
blow off steam. And as a health and fitness brand, it's your job to provide
alternative avenues for your customers to stay healthy.

Now Is The Time to Get in Front of Customers

During periods of economic turmoil, people are less likely to spend freely
and are more prone to saving. Because of this, a significant amount of
brands have paused, reduced, or stopped their media spend all together.
While their hesitancy makes sense, it's essential for you to:

a.) Consider how your brand is critical to many people at this time
and,

b.) Pivot your thinking to recognize that more people online + more spaces
to place ads = a less costly way to catch the eye.

In fact, our team has discovered that since the first coronavirus reports,
cost per thousand impressions (CPM) have decreased by 15% across our
networks. And while it's easy to dismiss brand awareness campaigns as
ineffective, remember that many people are currently searching for a gym
substitute, health supplements, etc. — why not stay top-of-mind with them
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until they're ready to dive all in? Keep in mind that familiar breeds trust —
brand awareness efforts can help increase customer lifetime value (CLV)
and decrease customer acquisition costs (CAC).

Solidify Brand Loyalty

Gyms are known for their loyalty programs — but how do you extend that
virtually? A few ways of doing this include:

* Keeping members informed: Always keep your customers up to date
on the latest company news. In this case, if gyms are closed for the
foreseeable future, let them know ASAP — tell them that their mem-
berships are automatically paused, and then offer alternative fitness
avenues. Or, if your fitness shop is only available online,
you could offer discounts and free shipping for your products.

* Ramping up customer service: It's essential to be available to
your customers whenever they need you. This is particularly true in
the midst of uncertain times — whether it's through phone calls, social
media, or live chatbots, be sure to respond to people within 2
4 hours.

» Offering external resources: As a health and fitness brand, you prob-
ably have an incredible amount of information at your fingertips. Share
articles you've found useful or address questions you've heard.

Ways to (Virtually) Switch Up Your
Marketing Strategy

The health and fitness space is crowded, so it's crucial to not only sell your
products but to provide an attractive lifestyle and culture, as well. But, how
do you go about doing this virtually? Here are a few tips:

Get creative with your messaging. Switch up your messaging and ad-
dress current events. Instead of just describing how important maintaining
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fitness is, talk about why maintaining fitness is especially important when
you can't stick to your regular routines. Or, if you're a fitness clothing brand,
talk about the importance of comfortable clothes when working from
home.

Take advantage of social media. As mentioned earlier, people all over
the world are starting to get creative with their in-house workout routines.
Encourage your members and followers to post videos of their workouts
and reshare them on your social media accounts. Remember to always give
credit where it's due (and fun, motivating captions are a plus, too!).

If possible, keep your audience engaged by conducting a weekly live stream
workout session that people can sign up for. For instance, Nike hosts a
weekly community workout live stream that's available for free on YouTube.

Create a virtual community. For a lot of people, it's not just about being
fit and the feel-good endorphins; it's about the friendships from the gym
community, too. The group classes are more fun when taken with your
friends, and the stationary bike is definitely more entertaining with some-
one by your side. With this in mind, consider creating an online community
via a dedicated Slack channel. This way, people can interact with another,
share their tips and workout videos, and combat the loneliness of isolation.
Ask daily questions, solicit progress stories, host monthly contests — the
list of virtual activities is endless.

Provide helpful content. The realm of health and fitness is ripe with
opportunities for all kinds of content. You could offer blog posts and social
media campaigns that touch on fitness and health topics.
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Finance |

The coronavirus outbreak has industries across the globe in disarray,

and the financial industry is no exception. This includes fintech, banking,
and insurance. In the case of fintech, consumers are leaning toward safer
investments, which could negatively impact VC funding. With banking, social
distancing has forced many branches to either close or limit access, and
the insurance sector is being challenged to update their crisis management
plans and take steps to continue operations.

There are many moving parts to consider when it comes to these three
sectors; however, there are certain marketing elements that remain true
across the board during these uncertain times. Let's explore how finance

brands can pivot their strategies by focusing on brand marketing and
customer retention efforts.

Place Emphasis on Brand Marketing

Compared to other industries, finance might not be considered as compel-
ling. But guess what? The concept of finance might not be, but achieving
and maintaining financial health is — it's just that very few consumers

want to take action right now. People are prone to putting off non-urgent
financial matters to tomorrow, next week, or even a year from now. So, how
do you convince people to act during such challenging times?

The answer is by anticipating customers' current needs and placing empha-
sis on brand marketing efforts in the following ways:

Switch up your messaging
Rather than pushing for immediate conversions, switch up your messaging
and talk about how your brand can help. According to Carrie Parker, VP of

Marketing at Valassis, this is a time when brands have a lot of “opportunity
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to deliver real-time assurance, a feeling of connection.” When changing up
your messaging and copy, think about the three elements of value for

consumers during a global crisis. Does your brand offer services or prod-

ucts that can help lessen anxiety, reduce risks, and provide some sense of
safety and belonging?

And remember that your brand'’s voice doesn't have to be serious all the
time. For most people, the topic of finance is a jargon-filled nightmare.
When delivering information about credit cards, etc., or any other dense
topic, it's important to stay light and relatable. For instance, you can refine
your brand’s tone and voice so that when customers read your ads and
copy, they'll think that they're speaking to a friend.

Increase brand awareness efforts

It's a given that during a global crisis, people are more careful about their
money. Other companies are aware of this and are reducing their paid
media spend. While this doesn't seem like the most inspiring news, con-
sider this: We've seen cost per thousand impressions (CPM) decrease by
15% across our networks. Add this to the fact that more people than ever
are looking to get into a place where their finances are stable. All of this
begs the question: Why not stay top-of-mind with customers with brand
awareness campaigns?

After all, there are now more spaces to place ads, and it's less expensive
to stand out. Brand awareness efforts also help you increase customer

lifetime value (CLV) and decrease customer acquisition costs (CAQ).

Offer helpful (and standout) content

We mention “standout” content because let's be honest — your favorite
blogs and social media posts probably aren’t from banks. Developing con-
tent for finance brands can be a little more challenging — the actual con-

tent of financial marketing is usually similar from institution to institution,
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and you're not showing off “fun” products and services, such as clothes or
travel packages.

However, with some pivoting and creativity, finance content can be useful
and entertaining. Think about industry information that your customers
would need most right now. For example, Nerdwallet recently teamed up
with their internal experts to publish a blog post called “Experts’ Tips on
Handling Finances During Coronavirus.” They also sent an expert to speak

to NPR in a segment called, “Personal Finance Advice For The Coronavirus
Crisis.” Put yourself in your customers’ shoes when creating content, and
think outside the box when it comes to distribution.

Zone In On Customer Retention Efforts

To succeed during these turbulent times, financial brands have to invest in
customer retention, which means providing more than just financial servic
es. As fintech brands like Venmo and Stripe become more people-centric
and expand their services and offerings, all financial services companies

need to keep up by improving communications strategies with custom-
ers.

To go above and beyond:

* Personalize your marketing. Use advances in technology, data, and
analytics to create a more “human” experience for your customers.

* Practice empathy. Build trust by adapting to the changing needs of
the customer. For example, many banks are offering relief measures

for bills, such as waived fees and deferment options for payment.

* Adopt a more specific and personal communication with custom-
ers. A recent study conducted by Victanis showed that more than two
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in five financial services customers say they rarely or never receive
relevant marketing communications from financial services companies
they've used. Consider this is an excellent opportunity to incorporate
email marketing into your strategies.
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How to
Approach
COVID-19
Messaging

In fast-moving and uncertain situations, many companies face questions
they may not have answers to. In this section, we give you pointers on how
to communicate with your customers during a global crisis.

The Dos and Don’ts |

As with any emerging crisis, there isn't a template or hard set of rules that
every business needs to follow to communicate with customers. However,
there are some dos and some don'ts around talking to your customers
about the novel coronavirus and how it'll affect your business.

DO put out a statement if your business or your customers are going to
be impacted by the novel coronavirus directly or as a result of preventative
measures being put in place by local and national governments.

It's hard to think of companies that won't be impacted by the pandemic,
but just in case it's important for brands to answer the question: “Will this
statement help my customers understand how my products or services will
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be changing in response to the pandemic, or will it help explain how these
changes might impact them?”

DON'T send a statement just for the sake of sending a statement. Even
aside from the general recommendation for not filling customer inboxes
and newsfeeds with clutter, it's especially important to avoid this behavior
during a crisis.

Brands need to remember that this is a time when many people will be
anxiously waiting for important information, or trying to get in touch with
friends and family. Anything that clutters their lives without adding value
is very likely to give them a negative impression of the sender — one that
may be difficult to overcome later.

DO give clear and to-the-point information that the customer needs to
carry out transactions with the sender.

For restaurants and groceries, this may be an update on cleaning protocols
and food safety. For service companies, this could be an update on remote
work availability and any delays or cancellations in service. For retailers, it
may be updates on the availability of products and shipping updates. In
any case, it's important to be as specific and clear as possible with what
steps you're taking in response to the outbreak and what this means for

customers.

DON'T offer vague reassurances or be unclear about the processes or
precautions being put into place.

Brands that don't have a clear or well-defined set of procedures for react-
ing to COVID-19 should concentrate on figuring those out before sending
out a message to customers. Don't rush into it, take your time, and think
about the different edge cases. Companies should also fight the urge to
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offer vague platitudes or reassurances. During a crisis, customers don't
want to hear these messages — they're looking for concrete, actionable
steps that companies they buy from are taking.

DO remember that this is a global health crisis that'll affect hundreds of
thousands to millions of people, some of them much more severely than
others. There have already been thousands of deaths, and it's likely to
increase.

Any messaging put out needs to be compassionate and understanding
that this pandemic isn't simply an inconvenience or a disruption to meeting
goals. The novel coronavirus outbreak is a serious, global crisis that'll have
a major impact on the lives of millions, and on the very way the world does
business and operates. Your messaging should give a nod to the serious-
ness of the situation, not brush over it or avoid it.

DON'T use this as a marketing opportunity or try to otherwise profit off of
the novel coronavirus.

Remember that COVID-19 isn't a trending hashtag that brands can attach
themselves to. This isn't a chance to pitch a new campaign. This isn't the
time for “going viral” puns. This is a serious crisis affecting very many peo-
ple. Don't use the novel coronavirus as a marketing opportunity.

If you want to create a positive campaign or show solidarity around a posi-
tive trend happening, that's fine, but consider your audience and ensure it's
what represents their goals and ideals as well — you don't want to create
polarizing events by bandwagoning.

DO tailor messaging to who will be reading it and remember that tone and
content needs to reflect the audience and the purpose of the message.
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Not all messaging is customer-facing. Especially during large-scale crises
like this one, there's a need to inform employees, board members, share-
holders, vendors, contractors, and partners about what's going on. These
messages all have slightly different purposes, and need to be approached
from different directions. But also remember that many people might fall
into multiple groups, or that a message sent to shareholders might get out
and get in the hands of customers. Compose statements bearing in mind
that it's difficult to control who the final reader ends up being.

DON'T broadcast the same message to everyone, regardless of their rela-
tionship with the brand.

Customers don't need to know how the novel coronavirus might negatively
impact Q2 earnings, just like shareholders don't necessarily need to know
that a brand is changing their cleaning procedure to minimize risk of
spreading disease. Sending out a one-size-fits-all message runs the risk of
giving too much information, or not enough. It can make companies sound
too uncaring if it's overly down to business, or too unserious if it's overly
sentimental without enough hard numbers. Audience matters and all
messaging needs to be tied to the right audience.

DO send out updates as often as is needed to convey important informa-
tion. If something has changed, and audiences need to be aware of it, it's
time for an update.

There isn't a right or wrong amount of communication for handling a
rapidly-changing situation like the novel coronavirus epidemic. Things

can happen overnight that might dramatically change a brand’s ability to
serve customers — offices might close, whole cities might be placed under
quarantine, products might run out or be restocked. If a change is major
enough that it might seriously impact customers, it may be time for a

new update. If multiple updates can be bundled together without hurting
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customers, that might be an even better option.

Soul Cycle did a great job at this by creating a landing page where they
gave daily updates on the precautions they were taking in each of their

99 studios — from limiting certain items in the bathrooms to cutting class
sizes in half, and more. Not all updates have to be mighty — even a small
note as things change or progress in real-time is the best way to make your
customers feel like they have the most updated information, and that you
have their back.

DON'T send updates just for the sake of sending updates.

If the message that's going out is fundamentally unchanged from the
message that went out yesterday, it may be better to not send it. Quantity
should never take the place of quality — not only can it frustrate and annoy
recipients, it runs the risk of getting communications spammed or ignored,
making it much less likely that customers will see any truly important
updates that go out later.

DO communicate tips, best practices, health advice, and critical information
only if you're qualified to do so, or if you're getting the information
from a reliable source.

It's impossible to stress how important hand washing and social distancing
are, no matter how many companies repeat those points. Including these
tips or news from the WHO or CDC or other trusted health organizations in
company messages is always helpful. However, it's also important to note
that if all the message is doing is rehashing information found elsewhere, it
might not be important enough to send out.

DON'T spread rumors, include unproven information, or repeat unsourced
and unverified claims.
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Misinformation in the face of a global crisis like this is incredibly dangerous,
and can result in people making poor decisions that lead to injury or even
death. Please don't spread any information that isn't verified.

Before Hitting Send

Ultimately, the most important advice about messaging during a crisis like
the novel coronavirus is that it's more important than ever to edit com-
munications. Brands need to seriously weigh the impact of any statement
made, and decide on a case-by-case basis whether that statement needs
to go out or not.

This is a very personal decision, and the answer will depend on the brand,
the message, the audience, and the news being communicated. If you find
yourself writing something because you feel pressured or because you're
hoping to get a reaction, take a step back and think about what you want
to achieve. Your communication should be thoughtful and clear — not
perfect — but well thought out and true to you and your brand. Following
this list of dos and don'ts isn't a guarantee of getting a great reception, but
it'll certainly decrease the risk of getting a poor one.

Communicating on Social Media |

Let's explore how to put together a strategy that strikes the right tone for
your brand and audience. We'll take you through each step with tips, ques-
tions, and recommendations to help you come out of this with a custom
social media strategy that fits your situation.

Why Is Social Media Important in a Crisis Like
COVID-19?

Let's take a look at some data points to see.
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* According to eMarketer, Facebook saw a 70% increase in usage of all
of its apps in the month of March. People are turning to these apps to
keep them entertained, connected and informed while they're spend-
ing more time at home.

* Many marketers are pulling back spend in all areas, including social
media, but engagement and turning to methods like email and social
media to continue to build a brand and engage customers

* People are turning to different channels for different content. For
instance, TikTok and Snapchat have been sources of fun, entertaining

distraction during this time. Snapchat saw a 47% increase in usage
from Android phones in South Korea during the height of the outbreak
in March.

These are just a few of the data points that make it clear that now is an
opportune time for marketers to double-down on social media with the
purpose of building relationships with new and existing customers. That
doesn't mean that anything goes, however. Now, more than ever, it's impor-
tant for brands to approach all of their marketing, social media included, in
an intentional way.

Whether you're just exploring social media or you're experienced but
trying to navigate this new world, the steps below will guide you to the right
solution.

Know Your Audience

This is always a critical piece of any kind of marketing at any time, but it's

most critical during times of crisis like this. Marketing relies heavily on em-

pathy, which in turn relies on an understanding of the people you're trying
to talk to.

If you've been marketing your brand for a while, you might be tempted to
skip this step. You already know your customer, right? Maybe, but do you
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know them in their current state? Are there additional audience opportuni-
ties that you haven't assessed that you could test now?

It doesn't matter who you are — now is an excellent time to take a step
back and re-acquaint yourself with your ideal customers. Here's how:

* |dentify the basic information: Answer questions such as age, loca-
tion, gender, basic interests, income level, etc. Once you have a basic
outline of a profile, go further and ask yourself, “So what?” and “What
does this mean?”

* Find out what your customer is thinking and feeling now. Do some
research, check in with influencers that target your customers, and do
what you need to do to put yourself in your customers’ shoes. Are they
now dealing with working from home? Are they trying to keep kids busy
now that schools are closed? Are they trying to stay fit and healthy
while in quarantine?

* Take those answers and take a step back. Zoom out and forget
everything you've done before and everything you thought you knew
about your customer. Are there any new opportunities to share your
product in different ways with different people? How can you pivot to
meet the needs of your customers right now?

This deep knowledge of your customer will set the tone for everything you
do, during a crisis like COVID-19 and even beyond. The relationships you
build through effectively knowing and meeting customer needs will endure
long after the crisis is gone.

Focus Less on You, More on Them

Look, | get it. You're a business and you absolutely have to make money
to survive. I'm not suggesting that you forget that entirely. | am suggesting
(firmly) that the middle of a global pandemic might not be the best time
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to focus on the KPIs you've always held dear. Definitely don't discard them
altogether, they'll move back toward the top of your list eventually, but it's
in your best interest to assess what success looks like now, versus what it
looked like before. Here's how that might play out:

* Before: ROl is king.

* Now: ROl is important, but engagement metrics like clicks, likes,
shares, comments, etc. are better gauges right now while people may
not be as willing to buy.

* Before: You measure and report on the important metrics month-
over-month and year-over-year.

* Now: We all know theyre not going to tell the full story. Sure, keep
reporting that way, but present and preserve your data with caveats,
comments, and non-KPI success stories.

» Before: If something (a contest, a video, partnerships, referral cam-
paigns) doesn't provide the right ROI, it's time to move on.

* Now: It's time to double-check those assumptions. Sure, a contest,
partnership or piece of content might not have performed according to
your KPIs previously, but don't let that hold you back from revisiting it
in the current climate,

Those are just a few examples, but you can see how revisiting your success
metrics might lead you to some new and interesting opportunities. The
ultimate goal right now is to build and maintain mutually beneficial rela-
tionships with new and current customers. People may not be in the right
position or mood to buy right now (depending on your product), but they
will be again eventually. Put yourself in the position to be their first stop as
soon as they are able to open their wallets and buying behavior gets back
to normal.
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You're also setting the stage for your post-COVID-19 strategy. | think we can
all agree that this crisis will change things, some of them forever. That defi-
nitely applies to marketing. The things you do now could lead to insights,
campaign ideas, and strategies that last long after this is all over.

Explore New Things

If you have been wanting to expand your strategy to Snapchat, now is the
time to dig in and go for it. If you're not sure how to use Instagram stories
but you think it might resonate, now is the time to try. If you're not looking
for new channels, but you're curious to see how your customers would
react to different kinds of content, more frequent posting or other creative
engagement methods, go for it! Now is the time to look for any and all ways
to build relationships with your customers.

Not sure where to start? Here are a few ideas:

* Experiment with new types of content like video. It doesn’t need to
be (and in certain situations probably can't be) professionally produced,
but a video from an internal expert or influencer showing a hands-on
demo of your product could go a long way.

* Try some of the functionality that platforms have introduced for
engagement like polls on Instagram or Facebook. You can use
them to directly benefit you by soliciting product feedback or you can
use them purely to entertain your audience.

* Spend more time listening. Keep an eye on comments on your post,
your competitors, and influencers in your industry.

* Get your customers engaged with calls for user-generated con-
tent. Whether it's a call for photos or videos of your product in use, or
you want to do something purely for entertainment and engagement,
customers with more time on their hands who are spending more time
online are more likely to engage with you.
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No matter what direction you choose, now is the time to explore, look for
new opportunities and set the stage for better, more engaged customer

interactions now and in the future. While these efforts may not lead to a

direct increase in purchases right away, they'll help you stand out, stay in
touch and be a source of inspiration, entertainment, and information for

your customers.

Expect Uncertainty

No one can give you an accurate prediction of what the immediate future
holds for brands and marketers. We know that this crisis will end eventually
and we know that, right now at least, there's a lot of uncertainty on a varie-
ty of fronts. As such, we can't plan as far into the future as we would have
before. We need to be nimble and agile in our approaches and able to pivot
to the next thing at any moment. If your organization is already functioning
this way, congratulations! You're in a good position. If not, now is as good of
a time as any to start.

Here are some things to keep in mind:

* You need to get rid of the baggage that’s weighing you down.

I'm talking about the tools you use that serve only one purpose, don't
provide the full customer picture and make extra work to get the
insights you need.

* Getting it right is important, but perfection shouldn’t stand in the
way of getting something done. Whether that's the words you use in
a particular post or a full campaign, make sure you're moving quickly
and efficiently, now more than ever.

* Evaluate your group of stakeholders and how you communicate
with them. Are there better ways to communicate? Are there too
many proverbial cooks in the kitchen?

* How can you stay on top of trends, customer sentiment, and
feedback? Dedicate some time to this on a regular basis and find ways
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to gather and track those insights.

Most importantly, don't let the uncertainty stop you from taking action
and being present for your customers. There are opportunities to connect
and even drive purchases during this time for the brands who are ready,
available and active.

Your customers are looking for ways to be social, to connect with others
and even to be distracted from everything that's going on. Social media is
the perfect platform for brands to engage with customers in this way and
Create opportunities for now and into the future.
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Supply Chain
and
Manufacturing

When faced with a black swan event, like COVID-19, supply and demand
are thrown into disarray. In this section, we go over how to navigate supply
chains amid a crisis and provide manufacturing resources to help plug the

gap.

Navigating SuEEl¥ Chains |
in a Crisis |

In the new reality of COVID-19, the full effects on the supply chain are yet
to be seen. Here are several tactics that companies can use to proactively
manage supply and demand and ward off some of the potential conse-
guences:

Monitor the Situation Closely

In the current #CoronaCrisis, the area of business hardest hit is the

supply chain, and no company is left unaffected. Even global giant Apple
is forecasting a 10% reduction in iPhone shipments in Q1. Given the
heavy reliance on Chinese manufacturers, the majority of consumer goods
companies have been or will be severely affected by factory closures and
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slowed production. Furthermore, the crisis situation is highly volatile,
changing from hour to hour depending on the country and even the city in
which the supplier is located.

For supply chain managers, this increases the need to monitor the situation
and the supply chain closely and in real-time. Analyze both short-term and
long-term demand predictions and how much inventory is required to
cover them. This will build a foundation for a supply and demand forecast,
which can then be adapted as necessary as the situation changes. Digital
inventory management systems and supply chain management technol-
ogies are vital tools that aggregate data from across the supply network,
helping managers create accurate predictions based on the situation

on the ground. A survey from October 2019 shows that the majority of
companies worldwide have already implemented or are piloting the

use of emerging technologies for supply chain management, which is
encouraging.

Monitor Inventory Smartly

One way to build resilience in a crisis is to create redundancy in the supply
chain. For example, companies can increase their inventory, contract with
multiple suppliers, or hire backup staff to cover themselves in unpredict-
able circumstances. While it is wise to create an inventory cushion to get
through temporary bumps and delays, it's important not to go overboard,
as redundancy is costly and isn't always the guarantee it seems to be. This
is especially true during an ongoing crisis whose end is unclear or not yet in
sight.

For example, people who stocked up on hand sanitizer at the start of
the pandemic, hoping to profit from it later, ran into strict price gouging

regulations on major e-commerce platforms like eBay and Amazon. Not
only were they not able to sell their inventory at inflated prices, they weren't
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even able to turn a profit on the products they had purchased and ended
up losing money on the goods they had stockpiled.

Create “What-If"” Scenarios and Contingency Plans

With the situation changing at a rapid pace, the future is far from clear.
The way to manage the supply chain within this uncertainty is to develop a
range of theoretical “what-if” scenarios and map out the actions necessary
for each. Imagine the best-case and worst-case scenarios that could occur.
For example, if the crisis were to pass within two months, the contingency
plan would look very different than a forecast of six months.

Creating effective contingency plans requires analysis of the information
garnered from the current status of the supply chain. How much inventory
is stored in reserve and how long will it last? Are the suppliers located in
affected areas in China? How much inventory is sourced from factories
that have shut down or slowed output? It is important to communicate
openly with current suppliers to build a workable plan to suit both parties.
Decide which suppliers are most critical to maintaining inventory, and find
out whether they can ensure supply and for how long. If necessary, start
looking for backup suppliers who can fill the gaps that may arise.

During episodes of panic buying, there may be a need to reduce demand
or spread it out over a longer period. Explore ways to do this, such as
suspending promotions, limiting the number of items, and pacing the avail-
ability of products in-store.

Build Flexibility Into the Supply Chain

Wherever Possible

A flexible supply chain is capable of responding quickly to changes in the
market and fluctuations in demand. However, a black swan event is outside
the realm of the normal shifts expected in supply and demand. It calls for
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a level of flexibility in all aspects of the supply chain, which means having
several options and backup plans for manufacturing, transportation, ware-
housing, and distribution.

Besides disruptions to the supply chain from the manufacturing side, there
have also been huge changes in consumer behavior as well. This is due

to the large numbers of people worldwide who are in isolation at home,
closures of cafes, restaurants, and malls, as well as millions of businesses
worldwide that have implemented work-from-home policies. This has

led to a massive increase in demand for home deliveries, particularly
“contactless” deliveries, designed to reduce the risk of spreading the
virus. Companies that are flexible enough to expand or adapt their delivery
capabilities will maximize their ability to meet demand.

Maximize Productivity

“It takes 2,500 parts to build a car, but only one not to.” This comment
by a former supply chain strategist at Tesla highlights just how vulnerable

the supply chain can be. Maintaining maximum productivity of the supply
chain is critical to a company’s ability to meet demand, particularly in a time
of volatile crisis. Two critical elements to the supply chain are parts and
people, and both need extra attention in a crisis.

According to a Dun and Bradstreet analysis, 92% of U.S. companies have

tier 1 suppliers located in the regions of China affected by COVID-19.
Moreover, many company executives are not aware of the source of
components below tier 1, which can cause unknown disturbances that are
difficult to trace or plan for in advance. When a crisis hits, there may be
little time to spare in backtracking missing details and parts. It is critical that
managers and decision-makers have a thorough grasp of every loop in the
supply chain in order to ensure the highest possible level of productivity at
all times.
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Effective supply and demand management is reliant on a productive work-
force. Many companies are facing shortages of staff due to quarantine rules
or school closures that leave parents without childcare and prevent them
from being able to attend work. Other companies, such as supermarkets
and e-commerce brands, are facing skyrocketing demand, with not enough
manpower to handle it. This has led to an increase in temporary workers
who need to learn quickly on the job. In fact, Amazon is reported to be

hiring 100,000 temporary staff to cover massive demand increases. It

is vital to have a solid onboarding program in place to help acclimate new
workers and maintain smooth productivity even during the most challeng-
ing crisis and unusually high demand.

Take Precautions for Employee
Safety and Wellbeing
The COVID-19 pandemic has heavily impacted the ways that people interact

with one another — in public places and in the workplace. The public health
order to maintain social distancing and limit the numbers at gatherings

means that people are no longer congregating in malls, attending celebra-
tions or parties, and are encouraged to stay home. In workplaces, this has
led to remote working, shift working to reduce contact between employees,
and maintaining distances of six feet between staff members. There is also
the issue of “stranded employees”, those who were visiting regions of the
world where the virus broke out and now are not permitted to return to
work until after a period of isolation. This can take a toll on the employee
workforce, both physically and emotionally, which can have detrimental
effects on the management of supply and demand.

Managers should put staff safety and wellbeing at the top of their priority
list. This means acquiring necessary protective equipment, such as
protective suits, masks, and gloves, and it also means providing moral

support. Staff who are unable to meet in person can connect via video
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conferencing, work schedules can be accommodated for employees with
families at home, and managers can regularly check in with staff to ensure
they have everything they need to keep working efficiently and comfortably.
When considering supply and demand, it is easy to imagine the products.
However, the people are just as critical, especially during a period of vulner-
ability and uncertainty.

The coronavirus outbreak of 2020 is unprecedented in the modern world.
Despite the nonstop media coverage, expert commentary, forecasts,

and predictions, no one knows for sure exactly how the situation will pan
out, nor what the ramifications will be for local and global economies.
Companies must face each day with a commitment to closely monitor
changes in supply and demand as they occur, adapt contingency plans

with agility, maximize flexibility and productivity in the supply chain, and
focus on employee wellbeing during uncertain times. By following these key
principles, businesses can optimize their approach to supply and demand
and greatly increase their chances of overcoming the black swan.

Manufacturing Resources for |

Plugging Supply Chain Gaps

Companies must have the capacity to respond quickly to gaps in the supply
chain so they can continue to deliver goods and services no matter what
this crisis throws their way. One of the ways to do this is by sourcing alter-
native vendors and solutions to fill those gaps and prevent broken links in
the supply chain. Here's how:

Turn to nearshoring: COVID-19 has highlighted the heavy reliance of the
global supply chain on manufacturing abroad. This has compelled many
companies to look to nearshoring to plug the supply chain gaps created by
manufacturers located in the epicenter of the crisis.
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Nearshoring is outsourcing to manufacturers based closer to home.

This increases the stability of the supply chain, as it reduces the distance
between the company and its suppliers. Although more costly than foreign
production, nearshoring is a smart long-term strategy that can be a supply
chain lifesaver during a crisis.

Research and network: A good place to research manufacturing resourc
es is online. A regular Google search will yield plenty of results to explore.
There are also directories and associations with thousands of manufacturer
recommendations sorted by categories, such as ThomasNet and MEG.

Another way is to get referrals or word-of-mouth recommendations from
within your network. In addition, consider researching competitors' vendors
as you build your list.

Assess risk and locate alternatives for the entire supply chain: It's easy
to get distracted by the biggest supply chain gaps. However, it is important
to assess the current and future efficacy of every link of the supply chain.
While one part of the supply chain might still seem healthy, this could
change as the situation develops. Make sure to have alternate vendors in
place for every possible gap that may arise.

What to Look For in Alternative Suppliers

Once the decision to source alternate suppliers has been made, it's time to
create a shortlist of potential candidates. These are the key qualities to look
for when selecting new suppliers in advance of an expected supply chain

gap:

Reliability: Make sure the vendor has the necessary infrastructure and
operational capacity to maintain a reliable supply. This may be the most
important factor, as it will help to avoid similar disruptions to the supply
chain that occurred with previous suppliers.
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Stability: Check the financial situation and stability of the supplier. This is
vital to ensure the supplier has the capacity to provide the goods needed
at the right time. It will also indicate the likelihood of the vendor being
forced to shut down as a result of the COVID-19 event.

Cost efficiency: During a crisis, cutting supply chain costs may not be a
realistic goal. If the vendor is situated locally, it is likely that the costs will
be higher than a vendor located abroad. However, the gain in reliability
and stability is a valuable trade-off. Cost efficiency is about balancing the
issue of pricing with the other benefits gained from the alternate supplier.

Good communication: Any worthwhile vendor must behave like a true
partner, maintaining open, clear communication at every stage. This is
crucial to assuring the flexibility necessary for a smooth, functioning sup-
ply chain, especially during a crisis period when the supply chain is more
vulnerable to disruptions.

Here is a list of U.S.-based manufacturers and resources across
various verticals to help overcome supply chain disruptions and
maintain smooth-as-possible operations.
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Trends to
Prepare For

Which trends looked years away from the mainstream but are now totally
normal because of the coronavirus? In this section, we explore how the
pandemic is shaping consumer trends, post-coronavirus predictions, and
lessons from brands that have thrived in periods of economic turmoil.

How Global Challenges Are |
Shaging Consumer Trends |

Times of crisis tend to leave permanent imprints on the people that live
through them. For personal crises, these marks are often similarly personal
— idiosyncrasies, habits, quirks. But when the crisis is global, the marks are
often left on whole societies, and sometimes on the entire world.

These global scars shape consumer behavior in large ways, changing
expectations and norms in ways that seemed unthinkable before they
happened. These changes happen fast and can redefine trends and prefer-
ences, or turn entire industries upside down. For brands that aren't ready
to pivot in response, these changes can mean a slow slide into irrelevance.
For challenger brands looking for their big chance, though, these changes
represent opportunities to reshape the market.

Of course, things are never that easy. One of the hallmarks of these Black
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Swan events, to use a term popularized by Nassim Nicholas Taleb, is that
theyre unpredictable. How do brands prepare to take advantage of new
opportunities when it's impossible to say what those opportunities look

like? And what about the ethics of turning a crisis into an opportunity?

Right, Wrong, or in Between?

Let's start by making one thing clear — a crisis is not a marketing oppor-
tunity. Global challenges are not the time to think about winning market
share, or growing profits, or taking advantage of the situation. It's not a time
to change pricing to jump on demand or try to corner the market.

Almost no one, for example, would say that it's a good decision for compa-
nies to raise the prices of essential supplies after a natural disaster. Aside
from the terrible optics that creates, it's also extremely unethical in the
eyes of most consumers — and even most businesspeople.

So this isn't an article about taking advantage of those kinds of opportuni-
ties. Instead, this is about the opportunities that come after. Once everyone
is safe, the crisis has passed, and life starts returning to a new normal. That
new normal is where the opportunities for challenger brands lie.

What Is the New Normal?

Not every crisis brings about an immediate and obvious change. Some
changes are subtle. Some only affect certain industries. Some are difficult
to see because they're so big that brands can lose the forest for the trees.
But there are some examples that can illustrate what these new normals
look like and make them a little easier to spot.

Crisis-fashion
Between 2002 and 2004, most of Asia was on high alert against the spread
of SARS. Then Swine Flu in 2009, and Avian Flu in 2013. These epidemics
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touched Europe and the Americas, but lightly, with fewer cases and far less
urgency. Asian countries, however, were on high alert and at high risk —
one of the reasons China, Japan, and Korea have been able to respond in
such a fast and methodical fashion to the COVID-19 outbreak is because of
lessons learned over the last 20 years.

So perhaps it shouldn't be surprising that much of the west missed a slowly
growing subculture on the streets of China and Japan: young people, often
the most avant-garde and stylish, began wearing face masks as a fashion
statement. Starting off as typical one-time-use paper masks decorated with
stenciled designs of eyes and moths and graffiti, they soon evolved into
high-end surgical masks with designs from the hottest names in street-
wear — A Bathing Ape, Heron Preston, Off-White.

As subversive and cool as these masks became, they also pointed to a
cultural trend that many missed. On the crowded platforms of the Tokyo
Subway, covering the face wasn't about individuality or expression — it

was a gesture of respect for the community, a willingness to deal with the
discomfort of wearing a mask in order to avoid passing on contagion. That
attitude, largely missing from the subways of the U.S. and Europe, made it
difficult to spot this underground sensation. Brands who did, however, were
able to sell luxury versions of this common staple for upwards of $300
each.

Or it might be helpful to look at a growing trend that took off in late 2018,
spurred in large part by the growing unrest and challenging situation
Furope has found itself in over the last few years. A growing unease at
home and abroad gave people more exposure than ever to the hard work
performed by first responders and a sense of dread over what the world
was becoming.

By fall of 2018, this became reflected in the elite world of high fashion, as
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luxury brands big and small put out simultaneous collections modeled

after firefighters, paramedics, EMTs, and other figures of stability in an
unstable world. The new normal was scary, so people retreated into the
comfort of these symbols of safety. Art imitates life, and life just really
wanted someone strong to stand watch over it.

Crisis-work

Fashion might be the glamorous end of challenges precipitating changing
trends, but it's also ephemeral and hardly “real”. But there are some very
real new normals that fundamentally change the way people live, shop, and
work, too. A great example is the rise of the gig economy.

The financial crisis of 2008 shook the world. It was the largest recession
most people had ever experienced, and left hundreds of thousands out of
work or working significantly reduced hours. Even after markets stabilized
around the world, it took time for hiring to recover.

Enter Uber, Doordash, Postmates, and the like. A breakdown in the funda-
mental trust people had in large employers lead to a shakeup in what it
meant to be employed. Suddenly, all it took to have a job was access to a
phone and a car. What it meant to have a job was forever changed, and all
it took was some crazy kids on the West Coast recognizing that things had
changed.

Whether the gig economy is good or bad in the long run is still open to
debate, but it's clear that jumping on the opportunity of a new normal
created something both huge and previously unpredicted. In 2018,

the gig economy represented $204 billion in gross volume, and is
predicted to grow to almost $500 billion by 2023. Good or bad, this was an
opportunity brought about by a major global challenge and has resulted in
an entirely new way to work for hundreds of thousands of people.

The (Very) Comprehensive Guide to COVID-19 Resources for D2C Marketers



https://www.gq.com/gallery/fireman-clothes-are-real-clothes-now
https://www.gq.com/gallery/fireman-clothes-are-real-clothes-now
https://newsroom.mastercard.com/wp-content/uploads/2019/05/Gig-Economy-White-Paper-May-2019.pdf

Seizing the Opportunity

Taking advantage of a new normal after a crisis gives challenger brands an
opportunity to not just match, but far exceed the legacy brands they are
competing against. But if these opportunities are difficult to notice and
impossible to predict, how do brands jump on these openings?

Listen to the audience

Spotting an emerging trend requires listening to what brands’ audiences
are saying. This goes beyond just soliciting feedback from customers.
Brands need to understand their audience as a series of waves — the lead-
ing-edge sets the trends, the next wave solidifies them, and the last largest
wave jumps on board. So brands need to learn who is in that leading edge
that their customers listen to and follow. Every audience has their set of
early influencers that go on to shape the way that the audience behaves,
and finding them is critical to recognizing an opportunity.

Similarly, brands need to understand their audiences’ needs, and how
those needs change in response to a crisis. The new normal comes with

all new demands from consumers, many of which they may not even
recognize themselves. When the recession of 2008 hit, no one was thinking
“Man, | wish | could own and operate my own unlicensed taxi!” But consum-
ers did want a way to earn extra money in uncertain times while waiting for
the economy to recover.

Be flexible

The unpredictable nature of the new normal means that taking advantage
of opportunities means being able to change and adapt quickly. For some
companies, that may mean having some cash reserves on hand to change
manufacturing lines and develop new products. For others, it may mean
being willing to cut into established revenue lines in order to support new
opportunities. A prime example of the latter is Amazon's response to the
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COVID-19 epidemic (pun intended!) The e-commerce giant cut all non-es-

sential shipping to ensure that essentials like food, health, and hygiene

supplies made it to customers on time.

Being able to take advantage of new normal opportunities means being
willing to sacrifice all of the tried and true approaches that worked in the
past. Brands that are able to pivot on a dime in response to circumstances
always come out stronger than brands that doggedly cling to tradition and
custom. Developing the kind of company culture that allows that kind of
flexibility should always be a top priority.

Commit where others hesitate

Jumping into the unknown is always terrifying. This is especially true when
economic realities are making caution the most prudent course of action.
But brands that don’'t commit often end up having to play significant
catchup to brands that do. Companies that try to slowplay new trends may
end up committing resources without reaping the rewards of being a first
mover.

And being a first mover is critical for brands trying to capitalize on the
changes brought about by global challenges. Because these opportunities
are often present in the form of a new market segment, or even an entirely
new market, companies that go in first and grow large enough tend to be-
come the defaults. To this day, people using ride-sharing apps still often say
“I'l Uber over there”... even if they're taking a Lyft. There is a lot of power

in being able to set expectations in a new market, and that requires a full
commitment. That could mean investing in marketing and advertising while
other companies are cutting back, or launching a product that seems risky
and early, or pushing into new geographic areas while others are waiting for
them to be ready.
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Where Do We Go From Here?

This is all-important to keep in mind as the world braces for the COVID-19
pandemic. This crisis, like many before it, will lead to unprecedented chang-
es in consumer behavior, society, and the world at large. While it's happen-
ing, brands should do everything in their power to focus on being powerful
forces for good, helping communities in need to get through the difficult
times. But when the dust clears and the world begins recovering, they need
to be ready to jump on new opportunities and tackle new problems as the
world comes to terms with the new normal.

Market Trends and D2C |
OEEortunities |

In a short period of time, markets and consumers’ behaviors have under-
gone drastic changes due to the outbreak of the coronavirus. From people
raiding grocery store aisles to the cancelation of the world’s most significant

events and mandates for “non-essential” businesses to temporarily close,
this pandemic is having a substantial impact on the economy and society
as we knew it.

So much so, that the stock market experienced its biggest single-day-de-
cline since 1987’s Black Market Crash. During this time, when people are
feeling scared and are adjusting their behaviors, savvy direct-to-consumer
(D2C) marketers know it's critical to adjust their strategies and communica-
tions to support their customers’ experiences empathetically.

Here are the top consumer buying behaviors and trends you should be
aware of as you're swiftly adapting your D2C growth marketing programs to
survive — and better yet — thrive.
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Nice-to-Have or Non-Essential Goods are
Experience a Dip in Demand

People tend to spend more of their income on items perceived as nice-to-
have or non-essential (think things like clothing, shoes, makeup, jewelry,
games, electronics, home decor, kitchen gadgets) when markets are strong
and stable. In times of economic instability like we're experiencing right
now, consumers’ priorities shift as they deprioritize buying these nice-to-
have items.

Survive and Thrive D2C Opportunity:

If the D2C brand you're responsible for growing falls into this nice-to-have
or non-essential category, don't fret. Take a step back, take a few deep
breaths, and remember that your brand has a big advantage.

We're all looking for ways to connect and share our humanity. Now,
perhaps more than ever, D2C companies have significant opportunities to
deepen their meaningful relationships between their customers and their
brands. Brainstorm ways your brand and its products can show up and
support your customers through these uncertain and scary times. Do this
well, and when things start to normalize a little, they'll loyally wipe your
proverbial online shelves clean.

Now is also the perfect time to have a little fun and get creative in your

digital marketing programs! In the world's effort to flatten the curve,
people are stuck at home with little to do and are spending a lot more time
online looking for entertainment. What are some creative ways you can
enable them to have fun with your brand online?
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Essential Goods are Experiencing
Extreme Demand

If you've gone to a brick-and-mortar store (or four like me) lately with
hopes of buying frozen and shelf-stable foods, hand sanitizer, disinfecting
wipes, or toilet paper, you've probably been SOL. The same thing goes
for e-commerce stores when it comes to these types of essential goods,
too. Fear of the unknown has sparked peoples’ desire to prepare for the
worst by buying overly-large quantities of goods that prevent the spread
of COVID-19, along with products they think they might need to survive a
long-term quarantine.

While extreme demand might sound great for D2C brands offering these
types of essential survival products, that's not necessarily the case. Not
having enough supply in-stock or customer care hands on deck can quickly
lead to angry customers, and this risk is heightened when consumers’
purchasing decisions are being driven by fear.

Survive and Thrive D2C Opportunity:

To thrive during this time when your supply likely doesn’'t meet the demand,
prioritize customer care, communication, and expectation management. As
critical as it is for brands who provide non-essential goods to deepen their
relationships with customers during these uncertain times, the same goes
for you, too.

Non-Essential Health and Wellness goods

are Experiencing Little to No Change

From period care and vitamin/supplement brands to stress management
and at-home fitness brands (and more!), the wellness industry is diverse

and vast. In this landscape of COVID-19, one might think that health and
personal wellness brands are experiencing extreme demand right now,
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but that's not necessarily the case.

Although consumers are thinking about wellness, surviving is more top-
of-mind than thriving. Wellness brands that are non-essential to directly
preventing the spread of disease or long-term quarantine survival aren't
experiencing extreme demand in this landscape of COVID-19... yet.

Survive and Thrive D2C Opportunity:

If the products your brand offers aren’t experiencing a lot of demand right
now, it can be tempting to leverage third-party e-commerce platforms like
Amazon that are surging in demand. Don't go there. It's not worth handing
over your customer relationships and data. When the craziness dies down
and people aren’'t making purchase decisions out of fear, your brand will
miss out big time if customers think, “I bought it from Amazon,” instead of,
“I bought it from (your brand’s name).”

The dust is starting to settle from the shock of sudden lockdown due to
COVID-19. Now that people are inside and stocked up on essential items,
they're beginning to think about making the most of this experience by
looking for ways to manage their health and wellness from home.

Can your brand’s stylish yoga pants help a WFH force go from a virtual
meeting at 11:30 am to a virtual yoga class at noon? Will your meditation
app enable people to manage anxiety during this stressful time? Could the
puzzles you provide help people unplug from the noise? Now's the time to
restrategize your messaging, introduce your brand to new customers, and
double down on existing ones.

Connect With Your Community of D2C Marketers

No matter the types of goods your brand provides, we're all in this together,
and there are lots of shimmers of light for D2C brands in this landscape
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of COVID-19. Let's start by rebranding, “Social Distancing” to “Physical
Distancing,” because digitally connecting with your community of fellow
e-commerce marketers can make all the difference to surviving and thriving
in uncertain times.

If you're not already in AdRoll's free #growthguerilla community Slack group
and would like to be, let us know by filling out this form. Here, D2C mar-
keters connect to share ideas, get inspiration, seek advice, or just to simply
read up.

7 Post-Coronavirus Trends |

Whatever was going to happen to digital brands in 2020, it's all been put on
the back burner. The outbreak of the novel coronavirus and the COVID-19
iliness it produces has completely reshaped everything that this year was
going to be about. Between the colossal efforts to quarantine and contain
the spread of the disease, the almost nationwide shutdown of China, the

near-freeze on global shipping and travel, and social distancing, there is
only one news story this year.

But what happens to brands after the smoke clears and people emerge
bleary-eyed from self-quarantine? The coronavirus pandemic has already
left a mark on society, and in the coming years, it's likely to be a pivot

point in the way commerce works. While it's still too early to say what the
resulting shakeup is going to look like, these are our best guesses at the top
trends that will shape brands in a post-coronavirus world.

China’s Decline

Over the past several decades, China has grown to be the world’s leading
supplier of... everything. From umbrellas to toasters to baby strollers,
China now dominates in many major consumer product categories.
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When it comes to raw materials, China is even more dominant.

And this is before even diving into intermediate production — things like
electronic components, plastics, processed metals, and similar products
that go into finished goods but aren’t required to be labeled with a country
of origin. Suffice it to say, almost everything a modern consumer comes in
contact with probably made a pit stop in China.

In the early days of the coronavirus outbreak, however, much of China'’s
production capacity shut down due to state-mandated quarantines.
Factories furloughed workers, retail stores shuttered their doors, and the
entire country seemed to go into a temporary hibernation. For over two
months, large swaths of the world’s economic growth engine simply went
to sleep.

China’s quarantine proved to be incredibly effective at combating the
further spread of the coronavirus, but it also demonstrated how big a
bottleneck the country was to global supply chains and production sched-

ules. More than that, it showed many companies just how volatile and
unpredictable the Chinese market could be.

Post-corona, it wouldn't be unreasonable to think that China may lose its
place as the most critical market in the world and the source of so many

of our consumer goods. This isn't to say companies won't still need to have
a strong “China strategy” if they hope to be competitive in the 2020s and
beyond, but that strategy will need to be much more cautious and take into
account that the country can and will shut down on a moment’s notice in
response to threats and other global events.

Death of “Just in Time”

Perhaps the second largest trend shaping the way modern companies sell
products is the “just in time” economy. The basic principle, as perfected
in the 1960s and "70s, is that companies maintain the smallest amount

The (Very) Comprehensive Guide to COVID-19 Resources for D2C Marketers



https://www.betterworldsolutions.eu/raw-materials-world-becoming-dependent-china/
https://www.adroll.com/blog/growth-marketing/e-commerce-logistics-everything-you-need-to-know
https://www.adroll.com/blog/growth-marketing/e-commerce-logistics-everything-you-need-to-know

of inventory possible to meet projected needs. As computing technology
evolved, so too did brands’ ability to project consumer demand, shaping
everything from fulfillment to which products were marketed and how.

Of course, the problem with just in time supply chains is that products
need to be able to move quickly and efficiently across countries and
continents. With much of the world on lock-down and many factories idling
under quarantine, even behemoths like Amazon are finding it hard to keep
shelves stocked.

For marketers, that means that much of the recent orthodoxy on things
like sales, discounts, and promotions will need to change. As companies
readjust their inventory to insulate themselves from these kinds of shocks
better, it wouldn't be surprising to see a return to 1990's style post-holiday
inventory clear-outs and the resurgence of mainline items being sold
through outl