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In 2020, Businesses Are Experiencing An Unprecedented Change
The COVID-19 pandemic will likely be a watershed moment in our lifetimes, with
profound effects touching on people’s personal and professional lives and affecting
us not just over the next several weeks, but likely for years to come.
In addition to the devastating death toll, we are also witnessing profound societal
changes as people are forced to adjust their daily lives, sheltering in place and
working from home. Large-scale gatherings have been cancelled, including not
only concerts and sporting events but also trade shows and industry conferences.
Entire industries have ground nearly to a halt. The global economy is expected to
contract significantly in 2020, with consumers and businesses alike cutting back on
their spending.
Photo: Lana Bortolot

And given that most experts believe we’re still in the early stages of the pandemic, we
need to be prepared for the prospect that it may take months, if not years, for things to
return to some semblance of normal. All of this is going to force marketers to rethink the
way we approach our discipline—both in terms of weathering the current storm, and to
position ourselves for success in the long run.
As we adjust to today’s new reality, Callan Consulting believes there are four key trends
marketers must consider.

As of April 1, 2020, three out of four
Americans are under orders to stay at
home1 and 28% of Americans are
currently working from home2
1 New York Times, March 31, 2020
2 YouGov
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Callan Consulting Sees Four Key Trends for Marketers to Succeed in This New Environment

Shift to Online

Focus on
Economic Value

Verticalization
Will Be Critical

Empathy Is
Everything
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Trend 1: Everything Is Moving Online
Maybe the most obvious trend coming out of the global pandemic comes from the need for social
distancing. As offices and places of employment close, employees are working from home and online
has become a primary forum for interactions like shopping and socializing.
Even before the coronavirus, online channels were a key part of the marketing mix for many
businesses, but today for many businesses online is the only way to engage with customers and
prospects. Trade shows, road shows, company-sponsored conferences, industry conferences, and
face-to-face meetings are all being cancelled or postponed and replaced with online forums.
And not only is it epidemiologically safer to
conduct these gatherings virtually, but businesses
are also realizing it can save them time, cost, and
effort. Even when travel restrictions are lifted,
many in-person conferences and meetings may
continue to be conducted virtually.

As of April 1, 2020, dozens
of shows and conferences
around the world have been
cancelled or moved online,
including Salesforce
Connections, Microsoft
Build, E3, NAB, and
Coachella.1
The number of daily flights
in the U.S. has fallen by 64%
compared to the beginning
of March.2
1 Northstar Meetings Group
2 NPR, March 30, 2020
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Implications: Bulk Up Your Online Presence, Content, and Means of
Communicating with Customers
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Callan Consulting believes the shift to online will have implications across the marketing mix. Some of the biggest implications will be in:

Social Media
Social media communities are now where
people are congregating. It is filling the
gap where we are not able to meet in
person.
Social is relevant not just for companies
focused on B2C marketing but on B2B as
well, with emphasis on business-oriented
communities such as LinkedIn and
Twitter.
If you don’t already have a strong social
media component to your marketing mix,
you should focus on it now.

Need for Content

Voice of the Customer

As online becomes the focus of
branding, awareness, and lead
generation efforts, companies will
require an ongoing supply of fresh,
current content to fill the pipeline.

Even as face-to-face opportunities like
conferences, customer advisory boards,
and focus groups decline, it’s still
important to hear what your customers
need/are thinking—now more than ever.

Companies will need not just a rehash of
existing content, but rather content that
is engaging and demonstrates thought
leadership.

Marketers need to replace face-to-face
forums with online gatherings and virtual
voice of the customer research.

They will need both snackable/
consumable content for the top of the
funnel but also longer-form, more
interactive content for the middle and
bottom of the funnel.

And with budget restrictions, there will
likely be opportunities for “big bang”
research and a greater need for ongoing,
“quick hit” feedback loops.

April 1, 2020
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Trend 2: Focus on Economic Value
Today’s economy is in a tailspin. For one week alone in March, 2020 U.S. weekly unemployment filings
were nearly 3.3 million, eclipsing the previous record of 695,000 in October 1982. Layoffs are rife, and
governments are rolling out rescue packages with price tags in the billions of dollars. The economic
consequences of the pandemic will be unquestionably severe and no industry is likely to be spared,
technology included. Under pressure to reduce spending, companies are reconsidering their budgets,
and every dollar counts.
At Callan Consulting, we are reminded of the downturns after the dot-com crash in 2001 and the
economic crisis of 2008—although neither of those was anywhere close to the scale of today’s
contraction. During each of those downturns we saw
enterprise customers who had previously adopted IT
solutions positioned to enhance their competitiveness,
user experience, and top-line growth shift their focus
to solutions that helped them reduce costs or
otherwise yielded hard economic returns.
Photo: Forbes.com

In today’s environment Callan Consulting foresees a similar shift in the IT buyer’s mindset and
for it to be more important than ever for companies to be able to articulate the economic
value of their offerings.

Morgan Stanley expects U.S.
Gross Domestic Product to
contract by more than 30%
from April to June 2020, and
by 3.3% for the full year
2020.1
The Economic Policy
Institute’s economic outlook
projects that 14 million U.S.
jobs will be lost by summer
2020.1
1 Forbes, March 30, 2020
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Implications: Figure Out—And Clearly Communicate—Your Return on Investment Story
The return to focus on economic value will have profound changes for marketers. The key implications as we see them include:

Focus on Where You Add Value
Businesses’ focus on their economic
bottom line will take priority over other,
“softer” areas of investment like
enhancing user experience that they
believe they can revisit later.
Instead, enterprises will focus new IT
spending on products and services that
offer clear economic value such as saving
them them (hard) costs, or opening new
(actual) lines of business.
You need to listen to customers (see
trend 4) and offer them products that
enhance their business’ economics.

It’s About Economic Return on
Investment

Need to Clearly Tell Your ROI Story

You need to focus on all aspects of the
value you provide, and clearly
understand the difference between hard
benefits/savings, which will be much
more compelling to customers, and
softer benefits, about which they are
likely to be more skeptical.

You need to tell your story in a way
that’s well-written, straightforward,
compelling, and consistent.

You also need to be conscious of the
timeframe for your returns; right now
customers are much more likely to
prioritize short-term savings over
longer-term benefits.

You will need a variety of formats: from
snackable, top-of-the funnel one-pagers
and web content to online calculators
and ROI white papers designed for the
middle of the funnel; to bottom-of thefunnel sales tools, ROI calculators, and
value assessments.

Your story will benefit from credibility:
its best if you can leverage customer
testimonials, metrics, and case studies.

April 1, 2020
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Trend 3: Verticalization Will Be Key
While the economy is likely to suffer across the board, not every vertical market will be
affected equally. In fact, while there will certainly be losers, there are likely to be some
winners as well. Travel, non-essential retail, and face-to-face entertainment businesses may
take years to fully recover, while sectors like e-commerce, shipping and logistics, streaming
entertainment, big-box retailers, and specific types consumer goods are likely to thrive.
IT/Internet infrastructure solutions and applications are likely to see increases in investment
as business scale network-delivered services to meet increased demands while continuing to
meet SLAs for availability and uptime. Areas likely to see particular investment include cloud
services, networking equipment, storage, middleware, and security.
And Callan Consulting believes the “sleeper
vertical” in all of this will be government.
Government agencies are rarely accused of
being at the leading edge of IT, but as they step
in to fill the gaps in the economy and deliver an
increasing variety and scale of services, both
directly and indirectly, they will require more
efficient and effective ways to reach
constituents and deliver those services.

As of March 25, U.S. hotels are losing
$3.5 billion every week, and have
eliminated almost 3.9 million jobs.1
The luxury goods industry is projected
to lose up to 30 billion Euros in 2020.2
Ecommerce sales of “essential items”
are up about 250% compared to preCOVID 19 levels.3
Netflix app downloads are up as much
as 100% in certain countries compared
to February, and the EU has asked the
company to limit bandwidth to reduce
strain on the Internet.4
1 American Hotel & Lodging Association
2 Vogue Business
April 1, 2020
3 Retail Pulse
4 Motley Fool, March 17, 2020
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Implications: Don’t Just Pay Lip Service to Verticalization
Callan Consulting sees a number of implications associated with an increased focus on verticalization:
Rethink Your Target Verticals

Renew Government Focus

Technology providers too often treat
verticals as an afterthought. This is
especially true for smaller/earlier-stage
providers, but can also be true for larger,
more established companies.

Even businesses that already tailor their
go-to-market efforts by vertical industry
will likely need to revisit their vertical
prioritizations given today’s new
realities.

Given how very different the appetite for
IT services will be for different verticals in
the next several months, providers will
need to begin taking a vertical first
approach and not just pay it lip service.

Industries that appeared healthy as little
as a month or two ago are now on life
support, and verticals that may have
been bread-and-butter opportunities
may need to be deprioritized.

Government agencies look very different
than most other industries, with a
unique set of needs, decision-making
processes, and procurement policies. As
a result, many IT companies find it
difficult to sell to governments and give
them lower priority.

Need to Embrace a Vertical Approach

Above all, marketers will need to
identify and prioritize industries in
greatest need of—and most able to pay
for—their products and services.

But with the share of IT spending
represented by governments likely to
grow, businesses will need to shake
their allergy to selling to government
customers, and redouble their
government industry marketing efforts.
April 1, 2020
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Trend 4: Empathy Is Everything
The final, and perhaps most important, trend that Callan Consulting foresees,
centers around the fact that the current pandemic is going to leave an emotional
mark on all of us. Our current collective experience is going to be a huge shock to
the system that will likely get worse before it gets better, and in the end no one
is going to be immune.

Photo: CDC.gov

Callan Consulting expects the current
pandemic to affect the psyche of a
generation. Just as the Greatest
Generation was shaped by World War
II and the Great Depression, we believe
that today’s generations will forever
feel the effects of the pandemic and
that habits formed over the next 12
months are likely to last a lifetime.

With this in mind, we believe it’s important to truly connect with your customers and
prospects, understand what they are going through, and respond with a human touch.
And we believe this applies equally in both B2B and B2C marketing; after all, business
customers are equally prone to the emotional challenges of the moment. Businesses
that are able to put themselves in their customers’ shoes, understand their needs and
challenges, and demonstrate human empathy will be best positioned to weather the
storm now, and will set themselves up for success in the years to come.

“In everything they do during a crisis,
resilient leaders express empathy and
compassion for the human side of the
upheaval.”1
“Companies [in China] quickly moved to
maintain open and ongoing liens of
communications with their customers
on the impacts of COVID-19... This
approach of working in partnership has
built confidence amid the uncertainty.”1
1 Deloitte Insights
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Implications: Listen to and Pay Personalized Attention to Your Customers
The need to operate with greater empathy toward your customers has a number of critical implications:

Listen (Really Listen) to Your
Customers

Communicate, and Demonstrate,
That You Heard them

The voice of the customer is more
important than ever. Too few
organizations have robust programs to
listen to customers and share findings
back throughout their organization.

Really listening to your customers is a
good start, but it’s not sufficient by itself.
You need to follow up by showing that
you have heard them and are changing
your business accordingly.

Programs should encompass proactively
reaching out and talking to customers;
don’t wait for them to come to you.

Lessons from listening to customers
should absolutely be reflected in
outbound marketing and
communications. But they should also
extend beyond marketing, to senior
executives as well as product, service
delivery, account management, R&D, and
even finance and engineering teams.

You need to conduct deep conversations
that really get at customers’ issues and
challenges. Just conducting a quick-hit
NPS survey doesn’t cut it.

Personalize Your Approach
Account-based marketing, in which
campaigns, messaging, and outreach is
tailored to the needs of specific
customer/prospect accounts, was one the
major trends of the late 2010s. Callan
Consulting believes the COVID-19
upheaval will accelerate this trend.
If you don’t already have an accountbased approach, you should start building
one now. At a bare minimum, and in the
near term, you should begin pursuing an
ABM strategy toward your largest, most
strategic customers and prospects.
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Conclusion: Life—and Business—Will Go On, but Act Quickly Because Today’s Decisions
Will Reverberate for Years to Come
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We are entering an unprecedented time, one that does not come with a
roadmap for success. We all yearn for a return to normal, and with any luck,
we will get there sooner than later. But today’s reality is that we are entering
the leading edge of a storm that in all likelihood will only get worse before it
gets better.
But where there is crisis there’s also opportunity, and decisions that marketers
make now will not only prepare their businesses to survive the remainder of
2020, but will also set themselves up for success in the years to come.
It’s critical for businesses to identify creative and responsive marketing
strategies quickly. Companies that don’t adjust their strategy, or that flounder
with constantly-changing messaging as the COVID-19 situation evolves risk being
seen as tone-deaf or irrelevant.
Callan Consulting has lived through and draws lessons from other periods of
economic crisis including the financial shock of 2008 and the and dot-com crash
of 2001. We have helped companies maximize their opportunities in economies
good and bad. And we’re here to help you through this crisis as well.
So give us a call and let’s talk. We’ve got your back.
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Thank You
Address

Telephone

Website /Email

61 Baywood Avenue
San Mateo, CA 94402

+1 (650) 375-0573
+1 (415) 609-0090

callan-consulting.com
ed@callan-consulting.com
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Appendix: About Callan Consulting
Callan Consulting is a marketing
consulting firm located in the
San Francisco Bay Area.

Partial List of Current and Former Clients

We have been helping technology
companies succeed since 2000.
• Our team of former technology marketing
executives brings dozens of years of
experience in marketing strategy, sales
enablement, research, communications,
program development, lead generation,
and pricing.
• We have performed hundreds of
successful go-to-market projects
for dozens of technology companies.
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