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The current situation is a black swan 
event, no one really expected that 
society and our businesses would 
have to deal with such an unusual 
situation.

It got us 
unprepared.
I am proud of our marketing team 
for quickly putting together an 
ebook covering all the information, 
inspiration, tips and knowledge 
you need to tackle this unfortunate 
situation.

To walk out of this situation, you 
need to do one thing. Do not stop 
your marketing activities, even if it 
might seem that it does not bring 
any business results at the moment. 
Being smart and active now will bring 
you more business in the long run.
I’d like to conclude with a metaphor 
by Jaro Zacko, Creative owner of 
Triad Advertising:

Imagine that you’re driving a car 
and you see an obstacle on the road 
(current crisis). You start braking 
heavily, close your eyes and hope 
that the crash won’t be too strong 
and the airbags will save you.

When you’re riding a motorcycle and 
you see something in your way, you 
know that even a small hit with that 
obstacle might kill you. Therefore, 
motorcyclists always accelerate 
and try to find a way AROUND the 
obstacle.

Be like the motorcyclists. Innovate, 
be smart and find a way how to make 
the most out of this situation, so in 
the end, you will become even more 
successful.

It’s a tragedy 
without  
a strategy. table  
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What coronavirus 
teaches us about 
social media  
management

The dos & don’ts for social 
media communication

by Kinga Odziemek

With the COVID-19 outbreak spreading around, everybody (including marketers) 
should be more considerate about what they communicate. Some brands are 
really trying to educate, inform and be sensitive – we love their approach. The 
danger should not be belittled. Let’s take a look at what the do’s and don’ts are 
in a time like this.

1000
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What does it mean for 
the marketing industry?
Major tech events are being cancelled or postponed. 
Marketing teams are facing a strained change to working 
remotely. Social media giants are feeling the first drops when 
it comes to ad revenue. Huge decisions are being put back 
to an indefinite future date. Six of the largest 10 advertising 
countries are “currently COVID-19 hotspots.” It has been 
reported that Facebook has even offered some free ads for 
the WHO. 

The right social media communication has never been a bigger 
challenge: and every single mistake may not be forgotten so 
soon. Even a single social media post can cause a forest-fire 
effect for your brand authority. 

Brands that are active on social media are equally responsible 
for reducing the panic, risk of infection and sharing best 
practices. However, not all brands come across as ones 
who take extra caution with very sensitive content in such 
situations.

Why does social 
media matter for the 
communication of 
coronavirus?
There are four major roles played by social media in these 
tough times.

1. Social media as a source  
of information
This is where many people head to for the latest updates, 
not only in terms of coronavirus. Social media is with us all 
the time, and for many people, it is the very first source of 
verifiable information on any topic.

2. Social media as a communication 
channel
Once we absorb some info, we often want to discuss it and 
find out the point of view of others. This is where social 
media comes across as a channel for getting involved in 
conversations and interactions.
 

3. Social media as a business card
It does not matter if you keep running your business as usual for 
now, or if you are rather hidden in the background, waiting for 
the pandemic to pass. Social media was, is, and still will be your 
business card. A channel on which to show off your brand. That 
should not change during this turbulent period. 

4. Social media as a customer  
service platform
What businesses are affected by coronavirus the most? Events, 
hotels, airlines and the travel industry, just to name a few. They 
are already going through a lot of turmoil these days and, while 
they could have not foreseen this exact situation, they should 
already have had quite a few crisis procedures in place.

How to deal with 
coronavirus on social 
media?
The state of affairs has been unpredictable and may remain so 
for a while. So what is regarded as professional and thoughtful 
brand behaviour on social media during this crisis? We’ve seen 
a few good examples:

1. Educate your audience
The very last thing your brand should do on social media is to 
stop educating everyone in such a situation. It does not hurt 
to explain and remind, over and over again, everything about 
good safety practices. Encourage your audience to follow 
them. You never can post too much of it: we all need advice in 
the light of a tough situation. 

NHS (National Health Service in the UK) do not stop educating 
across all of their social media platforms – and beyond. Even 
if you think that everyone must already know about washing 
hands, they remind about it in almost every single social media 
post they create and publish. Needless to say that other online 
and offline communication follows this same path. 

What are commercial brands doing about it? Carex is definitely 
one of the brands on the rise today. While they still run adverts, 
they do keep them very educational by sharing some hand 
washing and protective tips, etc.
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2. Offer your followers alternatives
The times are uncertain, so in many cases planning some 
activities can and should wait. A lot of people, though, do not 
want to change their plans in fear of losing money and time. 
This is why it is worth going the extra mile to encourage them 
to do so, even if it costs your brand some revenue. You may 
lose some income, but win in some other regards: better brand 
reputation, trust, loyalty and huge respect. 

KLM (as have many other airlines, in fairness) have offered 
free-of-charge changes for all destinations, even those that 
are not affected by Coronavirus. This flexible rebooking policy 
ensures that the brand is taking care of its passengers.

3. Highlight solidarity
Be supportive and show a human approach. You will most 
likely not ease the pain of the whole world, but you can help 
some people adjust to the situation or show them the bright 
side of life. All the small things matter. 

A Singapore-based online buy&sell app called Carousell is 
encouraging users to #ChooseToGive. What is this about? 
Instead of promoting panic buying and stockpiling, Carousell is 
sharing stories of those who want to give something for free: 
and feel great about it. One of their stories is about a person 
who decided to share her protective masks with the elderly, 
since she realized they probably need them more. 

Business does not forget about 
business, either. 
HeySpace, a remote work tool, decided to provide their services 
free for one month in order to help some newly-built remote 
teams in this brand new situation. Jason Fried, who is the CEO 
of Basecamp and an author of “REMOTE: Office Not Required”, 
chose to refund the purchase price of his book, which could 
help remote rookies as well. 

‘‘For the foreseeable future, we’ll be refunding the purchase 
price of our book “REMOTE: Office Not Required”. Buy a copy, 
tweet me a picture of you holding the book w/ a sales receipt 
dated 3/10/20 or later, and we’ll PayPal you a complete 
refund (DM your email, please).— Jason Fried (@jasonfried) 
March 11, 2020’’

Plant Jammer speaks bluntly: they do not want to profit on 
a crisis so they are opening up their paid features – building 
recipes using AI – for free, to everyone.

4. Keep an eye on efficient customer 
service
As we mentioned before, the travel industry is taking a huge 
hit from the crisis. It is bringing up many questions that people 
want to be answered. If you work in an industry directly affected 
by the coronavirus, you should be prepared for a bigger-than-
usual flow of messages coming your way. 

Giants like Airbnb are facing many requests and complaints, so 
updating their help centre – and being active on social media 
– is crucial for them.

5. Take responsibility
With great power comes great responsibility.

Even if you have some campaigns planned ahead, or some 
adverts already published on- or offline, then this may not be 
the best time to show them to the world. People are raising 
concerns about the coronavirus, and some campaigns that 
would not have been found offensive a few weeks ago could be 
asking for nothing but trouble today. This is why brands should 
be responsible for the content they release: even if its removal 
costs them money. 

Coors Light campaigns were set to promote their beer as 
the “Official Beer of Working Remotely”, and its launch was 
scheduled for the 17th of March. However, since working 
remotely can now be related to self-quarantining due 
to COVID-19, the campaign would now be regarded as 
inappropriate. They chose to halt the campaign for now. 

https://www.youtube.com/watch?time_continue=13&v=q4TLezRb2DE&feature=emb_logo
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Hersheys is another brand which resigned from a campaign 
that was already released. Their ads focused on handshakes 
and hugs upon receiving some candies. The brand decided to 
switch to product ads for now, without encouraging people to 
make the most of currently ill-advised, unnecessary human 
interactions. 

It is likely that we’ll see more examples like these to follow, but 
Coors Light and Hersheys have started setting the precedent in 
these difficult times.

How NOT to deal with 
coronavirus on social 
media? Practices to 
avoid
Unfortunately, there are still many brands whose social media 
communication leaves much to be desired. The only excuse 
they can use – and it is still not a really valid one – is that they 
do not know how to cope with such a difficult situation. 

Don’t point your audience  
in the wrong direction
Misinformation is one of the biggest enemies in the fight against 
coronavirus, so spreading what are simply bad practices could 
be very hurtful and consequential. Make sure you’re not 
recommending your audience to spend time in shopping malls 
or fly to badly affected areas for a weekend city break.

It is nothing to laugh about
There will be memes and there will be some tongue-in-
cheek comments, but your brand should not jump on that 
bandwagon. Even if your audience knows well what so-called 
black humour is, coronavirus is just not a topic to laugh at or to 
underestimate at the moment.

It is nothing to gain business  
from either
People are struggling all around the world: making either 

laughs or money out of the situation is unethical and simply 
ruthless. We all know that money makes the world go round, 
but trying to generate income at all costs is not the way to go. 

Nothing is stable on social media. 
Including your content calendar.
You need to adjust your communication to what happens real-
time. While we do encourage you to plan your content ahead, 
your job is to keep double-checking whether it is still relevant 
or not. Otherwise, it may do more harm than good.

One thing is following your marketing strategy and everything 
you had planned content-wise.

It’s something else to only stick to your planned content and 
not react to the situation when you should. Especially when 
you’re a travel or hospitality company.

How to make the revision  
of scheduled posts easier?
You can create separate content plans in Kontentino for your 
ads – so you can glance at them in the calendar, without having 
to open Business Manager. 

Use notes and mark the duration of the campaign + your 
chosen audience directly next to the post. 

Add different-coloured post labels to immediately see what 
kinds of posts you have scheduled. 

This way you can quickly identify these posts and move them 
to a different date.

To sum up
Brands on social media have a huge impact on the World today, 
and that includes the coronavirus, no matter how strange it 
may sound.

We believe that by pointing out several good practices and 
drawing out clear conclusions, we have given you some food 
for thought and helped you rethink your strategy. We have a 
strong belief that such an article is needed to help us all stop 
making simple mistakes and start sharing only good practices. 
Hang in there!

https://adage.com/article/cmo-strategy/hershey-pulls-ads-hugs-and-handshakes-amid-coronavirus-concerns/2243396


behind social | crisis management on social media  | 7

Coronavirus crisis: 
How to move your 
business online

by Kinga Odziemek

During tough times of crisis, many industries struggle not only with making profits 
but also with communication. Sectors like hospitality, travel, airlines or any brick-
and-mortar enterprises need to face changes to their business and strategy. Small 
companies also need to make ends meet during such turbulent times. 

For many, the only easily actionable and applicable 
tactics are to move their business online when 
offline channels are temporarily disabled. 

Isn’t this easier said than done, though? Especially for those who until now have 
mostly relied on offline? How to move an offline business online?
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Why should you move 
your business online?
1. Everyone will be online  
sooner or later
This time of recession and “offline quarantine” can help you 
sparkle on social media with suitable communication. Even if 
you have moved away from your everyday business a little bit 
now, you shouldn’t just disappear off the radar. 

2. Stay in touch with your customers
Being out of business offline does not mean that you can take 
a break from social media. Quite the contrary: your clients 
may demand action on your side and to be in touch with 
you. If you don’t give them such an opportunity to contact 
you online, they may forget about you when the dust settles 
down. 

3. Get ahead of your competitors
Many businesses are online but do not invest enough in paid 
advertising or regular posting. Move business to online so 
that you can better your competitors and easily bounce back 
when the situation returns to normal.

How to move your 
business online?
There are four major roles played by social media in these tough 
times.

Moving to 100% online can be difficult for many businesses, and 
some hasty actions may bring zero results. Crafting an advanced 
strategy is time-consuming and there’s no time to do that now.

There are a few tactics that you can apply right now to heal 
business wounds like a plaster would, at least for a while.

Below, you will find some steps taken by the most sensitive 
industries. Big fish and small companies alike, that are not giving 
up social media communication during these challenging times

How to move restaurants 
online?
A blessing in disguise? Some restaurants already operated 
online to some extent: they managed social media, automated 
some delivery processes, or received orders and bookings 
through the web. In light of the coronavirus crisis, though, 
the restaurant sector needs to make some adjustments. In 
many countries, restaurants are closed for a couple of weeks, 
and the only way to run a business is to offer delivery or take-
away.

Not every restaurant is deciding to move business online, or 
has the capabilities to do so. But if you are in such a situation, 
don’t forget to communicate it on social media.

Taco Bell offers $1 Grande Burritos with every delivery via 
Grubhub, one of the biggest food ordering and delivery 
marketplaces in the US. The same step has been taken by KFC 
and many other brands

No Grubhub? No problem. Look for some local counterparts 
or offer delivery yourself. 

It is understandable that you may be disappointed and 
counting the days until it’s over. You’re not the only one. Your 
customers would love to keep visiting your premises and 
they will surely come back once you proclaim it open again. 
For now, communicate with them and offer access to your 
services if you still can.

You can also help out those who require it most: people in 
need whose lives have also been disrupted. You can join the 
fight for a good cause. Show your brand as a helpful one (so 
that people will remember you afterwards). Maybe you’re 
oversupplied and this way you can get rid of the surplus of 
goods without wasting them.
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How to move bars online? 
Bars constitute another group of businesses that are being 
economically affected.  In many countries, they have simply 
had to close for the time being. Bearing in mind that they may 
miss great commercial opportunities like St Patrick’s Day, we 
are talking about losses in the millions (of whichever currency). 
What’s more, they often can’t make the most of some 
possibilities that restaurants have – they can’t (usually) deliver 
alcohol or serve it as take-away, due to many legal restrictions. 
If they want to move their business online, they need to be 
smart about it.

Speaking of Paddy’s Day, there is one brand that “feels 
different” this year. By taking it online, they encourage their 
audience to stay at home and “march” with them when it’s all 
gone and done. Responsibility at its finest. 

Some bars try to play it with a sense of humour by publishing 
meme-like creatives, of course without (purposely) offending 
anyone in relation to the coronavirus crisis. Posting this kind 
of content (apart from informative posts about the situation) 
allows them to stay connected with their followers via online 
channels. 

Speaking of bars, it’s worth mentioning distilleries too. They 
are also affected by the outbreak, but instead of staying away 
from social media they have decided to step up and help. 
Some distilleries in the UK and the US are making hand sanitiz-
er and giving it out for free or at cost price. Of course, it’s hard 
to recognize this as direct promotion, but rather offering a 
helping hand. However, these brands also get media coverage 
that definitely won’t hurt after coronavirus becomes a thing of 
the past.

How to move travel 
online? 
Travel is an industry that is currently hurting the most. Airlines 
are suspending flights, travel agencies are cancelling trips and 
people are resigning from any holidays. Brands need to face 
cancellation costs, more intensive customer service and nev-
er-ending requests. But they still need to be there for their cli-
ents and potential future customers. How to move business 
online in this situation?

Keep calm and adjust your  
communication.
For most people, visiting Estonia is not a priority right now. 
Estonian tourist board profile on Twitter encourages them to 
do so…in the future. They are doing their job whilst behaving 
responsibly given the current situation.



behind social | crisis management on social media  | 10

Hotels need to deal with many cancellations too, yet most are 
not complaining about it on their social media profiles or going 
dark. Instead, they are trying to engage their clients, inform 
them about their rights, be at their disposal and even contrib-
ute to helping.

It is crucial to be on social media for customer support as well. 
Twitter or Facebook are often one of the first sources clients 
are using to seek help, so teams responsible for communica-
tion need to get prepared for mixed reactions. 

Premier Inn put their communication aside and prepared a 
short summary of what has changed in their T&Cs, so that 
their clients can be well informed. 

By being proactive, informative and helpful on social media, 
Premier Inn is making a good impression on any would-be cli-
ents who are aware that the situation has got out of hand, out-
side of the hotel’s control. What matters now, though, is how a 
particular company deals with a challenging situation.

By staying active online and getting involved with the situation, 
hotels are showing a human face and proving that they are still 
at their clients’ disposal in these difficult times. 

There are many hotels that, despite all of the possible options, 
have decided to just release a statement and then disappear, 
leaving their clients disappointed and uninformed. Needless 
to say that most of them are not likely to ever step into that 
hotel again.

Travel agencies are also facing hard times, but they have gen-
erally been online for a while anyway. They need to customize 
their communication now though, by resigning from offering 
deals and discounts or proposing various destinations to visit.

And they are all singing to a similar tune. 

TUI flooded their social media channels with travel advice relat-
ed to the coronavirus crisis.  They have proven that constantly 
updating customers on the latest changes is not a choice but 
a must.

Expedia is surely dealing with many cancellations. While 
they are taking some actions in the background, they do not 
want to overshadow their social media communication with 
only negative messages. They have been forced to take their 
business from offline to online even more, whilst remaining 
calm with comforting quotes and subtle communication. 
What’s the key thing to learn here? Don’t overreact and don’t 
panic, at least not on social media.
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While you surely can’t move the travel industry completely 
online, you can maintain your presence on social media. It’s 
not the best time to promote your offers or to encourage 
people to buy from you either. But it is a good time to show 
people that you care about them and their travels while putting 
health over wealth. It is a good time to build your brand up as a 
trustworthy and helpful, but also engaging one. 

How to move a museum 
online?
Running an art gallery, exhibition centre or museum is not an 
easy task. It is even more difficult when almost out of nowhere, 
you need to move the business online. How to do this, when 
nearly all of your assets are undigitized?

Virtual museum trips and walkthroughs are now the way to go 
for many museums all over the world. People can “visit” them 
without moving from their couch. This keeps them occupied 
but can also lead to an interest in seeing everything with their 
own eyes once the pandemic is over.

Shedd Aquarium went one step further still: they let their 
penguins take a walk through their premises whilst it’s closed 
for visitors. You can watch these sublime animal dates live on 
Twitter. As you can see below, they have already generated a 
lot of engagement.

So, if anyone says that you cannot move business online, show 
them this excellent example from a very offline business: an 
aquarium.

FMCGs – from brick and 
mortar stores to e-shops
People had to change the frequency of shopping for fast-
moving consumer goods to once a week, and the time spent in 
grocery stores is limited.

There is a chance for FMCG brands to increase their profit 
margins by creating their own value chain and not be 
dependent only on resellers.

Several FMCG brands created e-shops which gave them more 
control over the value chain, increased their profit margins 
but most importantly they are able to run conversion ads on 
Facebook or Instagram. People now spend more time on social 
media than ever before. With a great targeting and messaging 
the ad is able to trigger the desire for your product. But also, 
with great ads and nice user experience in the e-shop, you 
have a chance to help kill their boredom.

To give you an example: Emco, a Czech brand producing 
muesli, oatmeals, cereal bars, biscuits, etc. developed their 
own e-shop. So especially now, during the coronavirus crisis, 
people can easily order their favourite products without having 
to wait for a free slot for Tesco delivery.

How about brick-and-mortar shops, for whom the online 
world is a brand new one? Well, any new adjustments might be 
difficult for them, no doubt about it. Due to many regulations, 
many owners have had to shut up shop and almost close the 
whole business. 

And here comes the choice: you can give up and swallow it, 
or you can roll up your sleeves and try to move your business 
online.
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PTS Mania in South Korea is one of the best examples of how to 
cope with the current crisis. Gangwon Province in South Korea 
is famous for producing potatoes, but the farmers now have 
nowhere to sell their crops due to the coronavirus outbreak. 

So, the Provincial Office started a social campaign advertising 
the sale of potatoes online. In just 30 seconds, more than 8000 
boxes were sold.

Florists have also had to lock up their small shops due to the 
outbreak. Of course, it takes a huge toll on them, but they take 
the situation seriously and need to follow legal requirements. 
Some of them decided to offer free flower deliveries and 
promote this on social media. By doing so they can almost 
run business as usual, letting old clients know how to get their 
favourite flowers and reaching new customers too.

Lululemon offers athletic apparel for yoga, running and 
working out. To keep spirits high during these tough times of 
social distancing, they decided to introduce a special series of 
workouts that are broadcast on social media to follow at home.

Taxi services – delivering 
groceries
Taxi services also belong to businesses that saw a dramatic 
drop in customers recently. In countries where taxi drivers 
were given a stop from the government to help minimize the 
risk of transmission of the coronavirus, taxi apps switched 
from the transportation of persons to delivering groceries.

In Ireland, a taxi app Lynk is going to cooperate with 
supermarkets and shops offering online ordering of goods. 
The taxi drivers will then collect the delivery and bring it to 
the customer’s door. No personal contact needed. While 

keeping their business afloat, they are also going to help the 
overwhelmed delivery services.

More examples? 
The event industry has also been hit hard by coronavirus. 
Many conferences are being cancelled or postponed, whilst 
concerts and festivals are simply not taking place. Although 
event organizers are often well prepared for holding events 
online (via webinars or online summits), this is a brand new 
situation for many musicians, bands and artists.

The latter group are having their tours rescheduled or called off 
completely. Some of the musicians are trying to do something 
different for themselves and their fans, though, instead of 
sitting on their hands.

Fedez, who is locked in Milan, decided to host a small gig for his 
local community through…his window, with a little help from 
some speakers. The numbers speak for themselves: almost 3 
million views and plenty of public appraisal for such a small 
event.

Key takeaways
Both small businesses and big brands are and will be feeling the 
intense effects of the coronavirus crisis. Going online during 
this tough period may sound like a bumpy ride, but ultimately 
it’s an inevitable step that can help your brand survive difficult 
times now and in the future. Brands are becoming increasingly 
aware that the online world is the main channel and method 
for running their business, nowadays. And it will remain so, for 
at least the foreseeable future.

While streaming services, games, and e-commerce are doing 
well from global lockdowns, not every industry is so lucky. 
Those suffering most can minimize the risk or impact on their 
business with smart social media communication, though. And 
customers should come roaring back when people begin to re-
enter public spaces. 

We have created a short checklist for those who want to 
move your business online, but don’t know where to start.

https://twitter.com/josungkim/status/1239431134703792128
https://www.instagram.com/p/B9w4IjuI8ha/
https://www.kontentino.com/blog/wp-content/uploads/2020/03/KONTENTINO_From-offline-to-online.pdf
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Is coronavirus going to kill 
marketing? And what advice 
would motorcyclists give us

by Jaro Zacko

Coronavirus has slowed down the economy 
worldwide. Shops are closing, stocks are falling… 
Nobody knows how long this will last. Is it time 
for marketers to start panicking? Or is it an 
opportunity?
Let’s start pessimistically. First of all, let’s look at what the stock markets were like when 
WHO declared coronavirus a pandemic. The stock markets are the indicators of what 
the general mood is in society right now. All indexes are falling, even cryptocurrencies 
have fallen rather drastically. Stock markets went to panic mode quickly…
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But does it really make 
sense to pause marketing 
activities?
Let’s take a look at this from a different perspective. Data 
from Asia are showing us another very important thing that 
we’ve already intuitively noticed.

Daily TV consumption (and consumption of online 
channels) increased rapidly.

Who isn’t watching more TV news right now than before? Who 
isn’t letting their kids watch movies when they’re at home? 
Who isn’t spending more time with online communication? 
Who hasn’t already searched Netflix back and forth for new 
or yet undiscovered shows?

TV broadcasters are noticing a growth in viewers, competitor’s 
campaigns are moved to an indefinite time. Getting a bigger 
reach is now a lot easier than it used to be.

Online and some other 
channels are growing
Selling has been limited to groceries, products of personal 
hygiene, medicine. And these channels are growing.

According to the data provided by Chinese e-shop Tmall 
(the second-largest e-commerce website in the world), sales 
of face masks have risen to 107.2m (compared to 587,177 
last year), antibacterial products have risen by 3271% and 
vitamins by 3171%. This tells us a lot about the shift of current 
needs but also about the fact that pharmacies are on the rise. 
(Source: YIMIAN)

Sales of luxury products are falling but when people are 
buying, they’re buying to stock up. This is an opportunity for 
FMCG brands.

E-shops are on the rise
Tesco is struggling with meeting the demand for deliveries (so 
is Amazon) and delivery services are becoming overwhelmed. 
When looking at historic data, during the MERS epidemic in 
South Korea in 2015, e-commerce saw a massive increase 
(E-mart +63.1% and Home Plus +48.1%). And that was five 
years ago. Today, the whole e-commerce industry is much 
bigger. Brands that already have online distribution in place, 
have opportunities for growth. (Source: WARC and YIMIAN).

Marketing crisis?
It’s not only about stock markets. Many businesses had to 
stop production and started to reduce costs. Together with 
this, marketing budgets are also being cut all around the 
world. You can clearly see this when looking at the data from 
Asia which is one month ahead of us. All media costs are 
decreasing. (Source WARC)

It seems logical. Marketers and businesses don’t know what’s 
going to happen. That’s why they are holding back their costs 
and plans, just to be sure. Many businesses have already 
started to create various strategies according to the estimated 
economic impact.

This is the fall of S&P 500 index 
in the last month.

Source: Financial times
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And how do 
motorcyclists 
fit into this?
When you’re driving a car and see an obstacle in front of 
you, the typical reaction is to brake immediately. We hope 
that the ABS system will work and if not, the only hope is to 
trust in the safety of our car. This is how companies react to 
a crisis, traditionally. They usually reduce spending, cut costs 
and hope that they have a sufficient amount of resources to 
survive.

Motorcyclists, on the other hand, know that they cannot react 
this way. They go fast, don’t have airbags and if someone 
crashes into them, they have a much bigger problem than 
car drivers. So, they know that the best thing to do here is to 
go around the obstacle. Ideally, instead of slowing down, you 
should accelerate and avoid the danger. Speed won’t kill you, 
but heavy braking will.

Yes, we could say that motorcyclists are irresponsible and 
they drive dangerously. But companies work on the same 
principle. They try to go as fast as possible, as none of them 
will survive when stopping completely.

I think that companies should behave more like motorcyclists. 
To avoid danger, we cannot afford to brake heavily. We have 
to go around it and accelerate. Take a look at companies that 
immediately started sewing face masks or producing hand 
sanitizers.
The typical behaviour of car drivers leads towards traffic 
jams (and in economics, it leads to a crisis). Sometimes even 
a completely unnecessary traffic jam. It’s enough if the first 
car starts to brake, another one will brake even more heavily, 
the one after that even more and this way the road will be 
blocked for a long time.

Of course, everything 
will slow down.
Big events like UEFA Euro 2020 are postponed, the Olympic 
games are postponed and that will bring huge cuts for 
marketing budgets. Many manufacturers are closing factories, 
the automobile industry is slowing down.

Many businesses will suffer huge losses caused by coronavirus 
pandemic. Our clients will be hit by closed offices, stores, 
shops, restaurants and bars and the travel industry will also 
suffer a lot.

On the other hand, it all brings a lot of opportunities. You 
cannot get out of a crisis unless you keep moving.
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Online marketing 
is now more 
important than 
ever before. Why?

Let’s face it: the coronavirus crisis 
is creating a challenge for many  
businesses. 

by Kinga Odziemek

Companies naturally look to find areas where they can cut costs, one of which often turns 
out to be marketing. While this may seem to be a natural choice, the truth is that online 
marketing has never been more important than it is right now. Cutting marketing costs 
may ultimately cost you a lot instead, both in the present and in the future. 

Why should you keep investing in your marketing efforts when the world seems to be 
showing you otherwise? Well let us tell you why you shouldn’t give up on your online  
marketing just yet (or ever). 
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It will be harder to come 
back if you stop now
If you stop all marketing activities, you will leave your brand in 
an online mess. Your audience may still be checking your page 
from time to time now, but they will soon forget about it if there 
aren’t any regular updates. A long silence can also negatively 
affect your reach, engagement rate and most importantly, 
customer acquisition. A lack of content and adverts may also 
lead to a decrease in sales if you run an e-commerce business. 

You can be sure that your competitors won’t ignore all the 
new opportunities arising now. After the pandemic is over, 
businesses will race to get to the customers. Those that kept 
up their marketing communication even in these tough times 
of crisis, will have the comeback much easier than brands that 
went into hiding.

Your competitors may use this time for building bonds with your 
target group, so you should make the most of this possibility 
too. Your audience has never been more active online than 
right now, since many of them have nothing else to do during 
the quarantine.

The importance of your 
marketing department
This situation isn’t (hopefully) going to last forever. Once the dust 
settles, businesses will try to return to normal. You should start 
building your competitive advantage now, even if you think that 
doing so may be impossible. Otherwise, you’ll be left one step 
behind your competitors once everything is back on track.

Online marketing can help you survive these difficult times, 
after making some adjustments, and contribute to a successful 
comeback once the situation is resolved.

Although many options for promotion or sales are limited, there 
are still many marketing efforts that you can make.

Why should you invest  
in online marketing  
in the light of the  
coronavirus crisis?

This situation is tough right now. Businesses are closing. 
Everybody is stuck at home. And there comes your chance. 
With everybody spending more time online and on social 
media, marketers need to be there as well. Many companies 
will follow their first instinct to cut marketing budgets. What 
does it mean for you? The ads will be cheaper and you can get 
ahead of your competition. 

Costs for ads are decreasing.
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You can build your brand 
reputation
It goes without saying that you will probably have limited 
options for promotion. There are many external factors 
that you have no influence over, and while they shouldn’t 
completely alter your strategy, they will contribute to changes.

You can spend this time building brand awareness. Now is 
the time to review your campaigns and if nothing else, run at 
least branding campaigns, which will now cost you less.

Show your values and your products, but without 
encouraging people to visit brick-and-mortar stores until 
it’s been declared safe to do so. Give potential customers a 
chance to familiarise themselves with your brand for now.

It makes you more…
creative
Stressful situations can inspire incredible creativity, the likes 
of which you wouldn’t have thought you were capable of. This 
time can be spent creatively on looking for new inspiration or 
(finally) bringing some ongoing projects to life. Business may 
slow down a bit, but don’t let your productivity do the same. 

You have more time for 
testing things out
Marketers usually have more ideas than they have time required 
for making them come true. This may therefore be an ideal 

moment for refreshing your strategy and testing out some new 
formats, new ways of reaching your audience, and new creatives. 
Many social media managers now need to adjust their content 
calendars: add some new informative posts, delete or move 
those that could be found offensive, or change the copy. Why 
wouldn’t you use this time for trying out some new creations 
too? If they perform well, then you can apply them to your 
social media strategy for good. 

Use this downtime for testing. 

It’s the perfect chance  
to show off your brand
Some say that your company’s actions make the best 
marketing. This may be the right time to show a human face 
to the products or services that you work with and focus on 
daily. There are real people behind your brand and now is the 
time to show it, since there are many things that you can’t do 
for the time being. 

Once life returns to normal you won’t have time to do this, 
since all of your focus will be on minimizing the damage caused 
by lost opportunities.

You can get to know your  
audience better
No matter if you have only recently moved your brand from 
offline to online or if you have been active on social media for a 
while now, you can never know too much about your followers.

Countries are on lockdown, so people are (supposed to be) 
staying at home. Where can you reach them then, if not via 
your online communication? They aren’t going out (much), 
so they won’t visit your store or see your billboards, at least 
for now. Smart communication can win you new potential 
clients who might be the first to check out your brick-and-
mortar store once everything has settled down. Also, since 
many brands are resigning from marketing, you may be one 
of not many who keep their efforts up. As such, the cost of 
paid ads could reduce, thus allowing to reach more people 
for less money. 

Use this time for getting to know your target group better. 
Interact with them, engage them and research their needs. 
Then, enriched by this knowledge, you can implement it in your 
social media strategy.
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The coronavirus crisis is generating a big stimulus to 
redefine your activities. Many companies are adjusting 
to the current situation. Those who draw and apply 
conclusions quickly can really win big right now. Those 
who oversleep during this period and resign from 
marketing can lose a lot in the future. 

Analyze a few steps ahead, especially if your marketing 
activities still bring about positive effects. Even if you only 
break even at the moment, you’ll still be ahead in the game 
and in front of those who completely resign from marketing.

Businesses are indeed going through a tough time, but it 
means they have problems that need solving more than ever 
before. Just find out what those problems are, and offer to 
solve them. You won’t be able to do this if you simply put your 
marketing efforts away on the shelf.

How to prepare 
for a comeback?
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