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COVID-19 AND DIGITAL MARKETING 

MOVING INTO A NEW NORMAL
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WHO IS WHO?

BossData is your digital business analyst & advertising expert. We strive to create and implement digital marketing 

strategies that foster your company’s growth. We do this by not only defining brilliant digital strategies, but by executing

 them as well. We work on marketing projects at Europ Assistance, Kwantum, Bel & Bo, United Nations and many others.

MANU LABARBE

Marketing & Business Development

BossData

MATTHIAS LAQUEUR

Co - Founder

BossData
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No data in Belgium yet. What about China?

Today, we’ll be discussing marketing but 
obviously we know that entire businesses 
are touched by this situation.

Cashflow was a small issue here due to a 
strong and immediate response from the 
China banking Insurance Regulatory 
Commission. 

Different outcomes for different verticals. 
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No data in Belgium yet. What about China?

47% of marketers and client leadership said 
sales have been severely impacted 7% of respondents were stopping spending altogether
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RE:THINK MARKETING MIX
BE WHERE YOUR CUSTOMERS ARE



9BE WHERE YOUR CUSTOMERS ARE



10OR DON’T ! (concept)
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Source

https://www.dentsuaegisnetwork.com/nl/en/reports/covid_19__hoe_gaat_china_om_met_het__nieuwe_normaa
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Source

https://www.dentsuaegisnetwork.com/nl/en/reports/covid_19__hoe_gaat_china_om_met_het__nieuwe_normaa
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THE PARADOX OF MEDIA
A BOOM IN AUDIENCES BUT A COLLAPSE IN 

ADVERTISING REVENUES
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Source

Significant increase in available reach and inventory on FB & Instagram as 

shown by the diminishing average Cost per Reach on these platforms

https://s3.eu-west-3.amazonaws.com/pub.be/2020/03/26/HMB_AUDIENCE-ANALYSIS-DURING-COVID19_TV-NEWSBRANDS_20200325_BE_PUB.pdf
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RE:THINK PRODUCT MIX
EACH PRODUCT HAS IT’S ROLE 

IN THE MARKETING MIX



5. Highlight pre-orders for products

Offer pre-orders for products that are in high demand & out 

of stock+  It gives you an idea of what to get in stock 

(higher certainty).

4. Sell more gift certificates / Focus more on gifts

People might not be buying right now but we see a huge boom

in the sales of gift certificates & gifts. Consumers are looking 

forward to the end of this.

2. Push products that are easier to sell online

Within your product portfolio certain products will be easier to

sell online than others. Focus your campaigns on products 

that are easier to sell online (small package & lower AOV). 

1. Push expensive products to have in stock

It is crucial to push products out of stock that are relatively 

more expensive to have in stock. Oftentimes these are large 

products which are not that easy to sell online. Discounts?
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RE-THINK PRODUCT MIX
I'm not saying every tip should be followed up on. 

Nor claiming that this list is exhaustive. 

3. Push higher shelf-life products / Offer larger bundels

If you sell consumables, be sure to push products that 

have a higher shelf life to accommodate stocking-up behavior. 

Offer larger bundels (‘family packs’ / multi pack).
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USE CASE 
BOL.COM (homepage)

http://BOL.COM
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TICKING BOXES.
A CHECKLIST OF ACTIONS YOU

MIGHT WANT TO TAKE OR 

THINK ABOUT
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MARKETING POINTERS
8 small practical tips to help marketers tackle this situation. 

01 Update Google My Business opening hours (by now most people will know you are closed anyways).

02
Pop-Up on website to reassure customers that your webshop is open 24/24, 7/7. That you respect

hygiene when picking up & sending parcels. And create a FAQ corona page on your site. 

03
Change / Double check your ad copy if necessary. e.g. Make sure there are no campaigns which 

direct people to your offline store network. Or people touching each other for that matter. 

04
Managing Google / Facebook campaigns on store visits? Don’t exclude them from campaigns. And

secondly, closely monitor the performance of your campaigns that historically generated a lot of store visits. 

05
Closely monitor your campaigns on a daily basis. This situation is historically unprecedented. Keep an eye

on conversion rate, cost per click and your ROAS. Opportunities might rise up. 



20

MARKETING POINTERS
8 small practical tips to help marketers tackle this situation. 

06

07

Spring clean up. If you are pausing your campaigns because make sure that you prepare 

your accounts for when this all blows over. Now is the time. 

08

Cash might be low, but time to think will increase and creativity has always been free. Always wanted to create

feed-based automated ads in Google or Facebook? Find out how tools like product feed tools like Channable 

work for example.

Focus more on your loyal customers. People become more risk-averse in new situations. Even if it's only 10 or 20% 

of your normal reach, wouldn't it be a shame to neglect them? These might just be your most loyal customers out there. 

Treat them as such.
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LOYALTY.
TREAT CURRENT CUSTOMERS

LIKE ROYALTY.
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Quantify customer goodness / 

loyalty by leveraging RFM 

segmentation. 
Focus on the right customer for

strategic advantage.
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EXPERIMENT. 
NECESSITY IS THE MOTHER

OF INVENTION
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VERTICAL PIVOT

Shifted towards meal 

box delivery. 
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MARKET OTHER SERVICES

Emphasize their 

delivery services
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HORIZONTAL PIVOT

Shifted towards making

alcohol gels. 
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BE THE GOOD GUY

A heart warming 

message. Human to human 

interaction.
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OPEN UP SERVICES

Temporarily offer services 

for free for small businesses. 
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ENHANCE ONLINE SERVICE

Offering home try-ons & 

virtual try-ons. 
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BE WHERE CUSTOMERS ARE

Gyms all over the world offer 

online gym courses. 



31

EMPATHY. 
IS YOUR NUMBER

ONE SKILLSET
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Empathy. Your #1 Skillset

The COVID-19 crisis affects pretty much everyone. Yet, individual experiences range from 

mild inconveniences, to financial and social insecurity, to human suffering and even mortality.

42. We’re all in the same boat. Come forward as the people. 

 A logo can only convey so much empathy, compassion and 

reassurance. Address your audience as the CEO, the VP, the 

manager, the employee, the father, the mother, the human ...

1. Do not talk about your problems. Talk about theirs. 

When you talk about your business having a rough time, you 

might not get the compassion and understanding you were hoping

for from someone who has a relative in extensive care.
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Empathy. Your #1 Skillset

The COVID-19 crisis affects pretty much everyone. Yet, individual experiences range from 

mild inconveniences, to financial and social insecurity, to human suffering and even mortality.

44. Think outside of your regular playbook

So what should you promote or communicate to your 

audience then? The answer: Anything that ties in your business

with the current situation.

3. Choice of words and visuals

e.g. Messages that promote events, conferences, parties,

festivals ... basically any form of social interaction, might not 

go down well because of the inability to experience them.
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WHAT YOU SHOULDN'T DO
Is communicating messages that address or relate to the situation but 

actually have nothing to do with your business.
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WHAT YOU SHOULDN'T DO
Is communicating messages that address or relate to the situation but 

actually have nothing to do with your business.
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WHAT YOU SHOULDN'T DO
Is taking advantage of the situation and use it to self-promote.
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THERE ARE ALWAYS 

GREY ZONES
What do you think of this advertisements?
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USE CASE : Fashion brand

01

02

You can tell customers more about your product. Why did you choose this particular fabric?

03 You can tell more about your factory and the people who work there. Who is putting in the hours? 

You can tell more about the people behind your brand. Why did you choose to start your business?

04 Stock you can’t get rid of? Donate to healthcare workers. 

05 Be where your customers are. Focus on online selling. Is your website customer friendly?



39

PREPARE. 
FOR THE POST COVID-19

STRETCH
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POST COVID-19

Prepare your (re-)activation campaigns

Not that we're predicting Gold Rush-like 

scenarios, but there might be some huge 

opportunities for being the first one back out 

there. So ideally, you'll want to have some 

(re-)activation campaigns prepared and ready 

to go before the time is right.  Even if your 

campaigns aren't 100% compatible with the 

"after-COVID-landscape", at least you won't 

have to start from scratch. A few simple 

adjustments might do the trick.
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POST COVID-19

Keep connected to your audience

As people are slowly readjusting, you want to 

readjust your communication accordingly. The 

best way to do this is to follow-up on the 

situation as closely as you can. Check-in on 

the news regulary and talk to a lot of different 

people. Sooner or later, you will start to notice 

a change in tone, in mindset, in behavior. If 

you can relay this development in your 

business communication and campaigns, you 

will keep talking the right language.
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POST COVID-19

Adjust expectations

It goes without saying that you should readjust

your goals & targets for 2020. What do you 

think to achieve by the end of 2020? Be sure 

to set up a flexible plan which involves a worst 

& best case scenarios. What approach will 

you adopt? Will you be aggressive and try to 

sweep the market when everyone is still 

sleeping? Or will 2020 be purely focusing on 

damage control? Either way, readjust targets, 

budgets and goals. 
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POST COVID-19

Loyalty is key. 

When this all blows over eventually and you 

start focussing on acquisition all over again 

(like nothing happened), you’ll be in trouble. 

You need to invest in strategies that cater to 

the needs of your current & most loyal 

customers. Why? 1) Its less capital intensive 

than an acquisition campaign. 2) It’s your most 

loyal customers that will help you survive the 

next crisis. So find / make more of them. 
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POST COVID-19

Focus on how to get people in your shops

It’s not because everyone is allowed to go 

outside, that everyone will do so immediately.

Easy does it. Focus on your past winners. 

Don’t restart all campaigns immediately. 

Be gentle and test if what used to work, still 

works. 

Staff needs convincing too. 

Think about mobilizing your staff too. Will they 

be ready to get back to work?
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POST COVID-19

Analyze other markets

Countries like China & Italy are a few weeks / 

months ahead of us. Policies that are 

introduced there will most likely also be 

implemented here. Learn from them.
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Who We Are
We think alongside you. Together, we define what you want to 

achieve as a company. What are your business objectives? 

Where are you going? 

01

We take your business reality into account by looking at your 

company’s bottom line. This way, the ambitious goals we set 

together truly develop your business and put you ahead of the 

curve.

We are committed to continuously impact our partners’ 

businesses by setting the bar in an ever growing digital 

landscape and to foster an environment in which people 

become the best version of themselves. 
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Our values

Our goal is to create and implement digital marketing strategies for our clients and to 
be a deciding part of the tactical execution of such strategies. It is based on 6 pillars.

01

Completely Candid. We say what we 

think even if it is considered controversial.

01

03

02

04

06

05
Outspoken Ownership. We stand up 

and take responsibility.

True Transparency. No hidden agendas.

We are open about all aspects of business.

Incurable Curiosity. We have a constant 

desire to learn.

Solid Commitment. We care and 

believe in what we represent. 

Exulting Equality. Every voice counts 

and has an equal weight.


