The Post-Lockdown
Planning Guide for
Businesses

Tactics for 2020 and Beyond
A planning guide for businesses on how to approach sales,
marketing and growth in the post COVID-19 world.

The lockdown is gone, but the
virus hasn’t gone anywhere—life
and work must go on.
The novel coronavirus (COVID-19)
pandemic is one of the greatest
human tragedies that the world is
still trying to find a solution to. It
was declared a pandemic by WHO
(the World Health Organization) on
March 11th, 2020 wherein WHO
said with certainty that the virus
would spread across the globe.
By June 2020, close to ten million
people around the world have been
affected with this disease, and close
to half a million people have already
succumbed to it.
Now, as countries around the world
face a dilemma - to stay locked-in
or to open up the economy and
face the risk of infection companies are straddling the line
between sustaining their business
and risking health.

Business owners and leaders must
have a clear perspective of what
they are up against and come up
with a plan to effectively deal with
its implications.
In this planning guide, we will talk
about the predicted implications
that the COVID-19 pandemic will
have on the market, and what
business owners, and sales and
marketing leaders must do to
overcome the challenges of the
post-coronavirus world in 2020 and
beyond.

“

As of today, the only
vaccine we have is
prevention!

”

The coronavirus will have a
profound impact on the global
economy. So businesses must learn
to adapt fast, or perish.
Consumer Behavior
The coronavirus is highly
transmissible, and the
cases of infection are
likely to continue to
grow. As this happens, a
drop in demand for
non-essential goods and
services will continue.
This is because:




Studies are revealing
that the fatality rates of
this virus is low in
children and in adults
who are of a workingage. Yet, out of concern
for aging parents and
family, they will move
themselves away from
social activities
Older people with
underlying conditions
will also start to stay at
home, which is a
significant market itself

Consumers are now
more at home and
spending less money
than before. This means
many organizations are
now working on thin
working-capital and
profit margins.
Hence, as a result of this
significant reduction in
consumer spending, a
recession has begun.
Since this recession has
set in around the second
quarter of 2020, a slump
is likely to continue in
2020 and likely beyond.

The Adverse Effect on
Businesses
There is the likelihood of
a global slowdown
occurring. It is predicted
that the demand shock
will reduce the global
GDP growth for the year
to between 1-1.5%. A
global slowdown will
affect the small and
mid-size organizations
the most. Not all sectors
may be equally
impacted, some will face
more challenges than
others while some will in
fact see new growth
opportunities.

Should You Stop Your Marketing
Efforts During the Pandemic?
A crisis is a crisis because it
adversely affects many aspects of
life and the way we do business.
Hence, during the COVID-19
pandemic, it is but natural that you,
as a consumer, will make buying
decisions differently, and as a
business, will witness a change in
your sales. There will be demand
fluctuations – while essential
commodities and services are likely
to see a dramatic surge in demand,
non-essential items will become
harder to sell.
Either way, these are critical times
for any brand. At a time like this,
when business is getting disrupted
unprecedentedly, should you stop
your marketing efforts?

The goal of marketing is not to
redeem a brand when the brand has
lost its relevance or when sales
begin to plummet. Marketing is
essential to keep the brand recall on
top of mind. If you want to build
and sustain a successful business,
you need to continuously keep your
marketing efforts going.
The current crisis puts most
businesses at a critical juncture.
Thus, during this pandemic, make
marketing and promotion of your
brand a need and not a choice.

What avenues must companies
explore in the absence of physical
marketing opportunities, meetings
and networking events?
Marketers in both B2B and B2C
organizations that depend on
physical marketing, field sales,
events and tradeshows to drive
sales are now facing challenges on
how to grow their business.
Studies have shown that many
companies are re-evaluating their
marketing and sales strategies
wherein budgets are being
allocated toward digital marketing.
In the absence of events and limited
physical marketing, digital avenues
promise to become the new
growth-drivers.
If you aren’t already transitioning to
an online strategy, it’s time you start
evaluating your options. If you have
already taken steps in the direction,
now is the time to solidify your plan
to use digital marketing to drive up
and sustain your company’s growth.

Now Is the Time to Recalibrate
Your Strategy and Use Digital as
the Cornerstone of Your Overall
Growth
Through branding, you can portray
your product or service in such a
way that customers feel connected
with you.




Don’t be too sales-oriented now as
that can make you come across as a
business that is interested solely in
profit-making even in a crisis
situation like this. Rather, build on a
campaign that shows your empathy
towards your customers.
Now is a great time to improve
brand recall and also show yourself
as a brand that is concerned about
customer welfare. Tell the audience
about the efforts that you are putting
in to support people or the
government during the pandemic.
For example, Crocs gave free shoes
to health workers, and JBL came up
with a logo that encouraged people
to stay at home.

Brand promotion need not stop—
in fact marketing needs to get
more innovative than ever before.
Improve on SEO Performance
Small details can go a long way in
improving the way a brand is
perceived by the audience. With
more time at hand, you can focus
on improving all such neglected
areas.









Optimize your site with respect to
SEO.
Track your website visitors to ensure
your tracking is aligned with your
business goals.
Find out which programs you are
running need to be reviewed and
updated.
Carry out CRM integrations to
automate manual tasks.
Analyze your content and adjust
according to the current need.
Find out which social media sites are
giving you the best mentions and
focus on those channels.

Use Micro-segmentation to Drive
Growth
For years, the B2B companies have
generally segmented target markets
on the basis of geography and
industry. However, slowly this is
changing, and post the lockdown,
the need for change will be even
more pressing. Now segmentation
and analytical models are being
based on buyer behavior and their
needs. The end of the lockdown will
not mean that volatility in the
buying behavior will end. Hence,
this new form of segmentation will
help companies to adapt to the new
normal—creating smaller segments
that can be refreshed as behavior
changes will help businesses to stay
afloat.

Keeping a Strong Focus on
Customer Experience Is Key

As buyers increasingly shift
online, businesses must focus on
building and solidifying their
online presence.

Not all industries have gone into a
complete shutdown. In fact, there
are some industries that are still
continuing with their business, if
anything with a greater demand
than before. If you’re a service
provider, identify industries where
the current crisis creates a need for
new engagement models and
services—whether that’s supply
chain, software, eCommerce, online
marketing or customer support. You
can expand your business into new
verticals.

Improve Your Mobile Presence
Now is the time when you should
optimize the mobile experience for
your customers. For example:






The CTAs that you want to highlight
should be within the thumb zone on
the mobile. This will help as it means
that the customer does not have to
stretch to get to an important CTA.
Remove non-essential information
and make the appearance cleaner –
this helps customers to understand
and navigate better
The web pages should load quickly
and the design should be such that
important information does not get
cut off

Time to embrace.
the new normal.
and move forward.

How NorthMetric helps drive
marketing performance, improve
sales revenue and accelerate
growth for businesses.
We are helping many clients
around the world to
reformulate their digital
marketing plans amidst the
rapidly changing market
dynamics in the post-COVID 19
world.
We work closely with
businesses to reassess their
go-to-market planning and
strategy, and help them
become better prepared for
the future using our
integrated marketing
approach. We make online
and physical marketing and
sales strategies more dynamic,
targeted, measurable and
profitable.

Discover Our
Capabilities












Marketing & Sales Strategy
Digital Marketing
Customer Experience Strategy
UX Design
Content & Social
Search Engine Optimization
App Store Optimization
Paid media marketing
Social media marketing
Email marketing
Video marketing

Visit our website to explore
our capabilities, work and
more.

www.northmetric.com
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