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By Dr. Diane Kalendra, Discipline Leader, Australian Institute of Business.

Digital marketing is a game changer—a radical shift from traditional marketing. Beyond simply enacting marketing online, it allows marketers to
take advantage of existing digital tools, platforms, networks and resources to interact with customers then monitor and evaluate engagement
to best position a brand for competitive advantage.

Success depends on effective development and implementation of strategies in a rapidly evolving, often disrupted, business landscape. This
requires an understanding of the emerging, evolving megatrends that shape society and business operation and various tools and resources
that enable the development and delivery of digital marketing. It is also crucial to understand the need for human connection—this is key for
merging digital tools to enable a human-centred digital experience and can set a brand apart in saturated online marketplaces and
communities.

Very recently, a new and powerful player has emerged in the business landscape: COVID-19.

The current global health crisis has heightened the attention received by digital marketing, which has come under the spotlight because
traditional face-to-face marketing channels in both business to business (B2B) and business to consumer (B2C) markets are no longer as viable
as they were a short time ago.

However, we must ask if the shift to digital marketing is simply an emergency stopgap or whether it may strategically position a business for
future success?

According to digital marketing futurist, Bernard Marr, during the pandemic, B2B companies are going to become more reliant than ever on
digital strategy. Common face-to-face marketing channels such as events, tradeshows/exhibitions and in-person sales calls are no longer
possible; these will be replaced with virtual events and platforms (e.g., Facebook and LinkedIn) that previously played only minor roles. He
states:
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As long as businesses approach the shift to digital marketing strategically, there’s no reason why it should just serve as an emergency �ll-in but
could carry on providing long-term value when the world eventually gets back to normal. And of course, it would make companies more
resilient to deal with any future pandemics. (Marr 2020)

Marr also makes the key point that larger companies currently facing huge losses due to cancelled events could mitigate these losses through
�exible strategies such as utilising cancelation policies and building resilience through re-assigning these funds to digital marketing.

The importance of strategy is echoed by e-commerce expert, Michael Zakkour (in a B2C context). In identifying seven major retail trends,
Zakkour predicts that COVID-19 will cause acceleration of highly integrated digital retail technology. Clicks will be integrated with experiential
bricks and the adoption of uni�ed commerce will accelerate globally, with implications for digital marketing as clicks are ramped-up to engage
consumers with brands.

Kelly Ehlers, an experienced marketer and in�uencer, suggests that now is the time to increase digital visibility, strategically leverage digital
media channels and plan for predicted e-commerce acceleration. Her recommendation is based on many consumers now being at home and
on a recent Opinium survey of 2006 US adults, which highlighted expectations of increased communication from brands across multiple
sectors during this time, particularly essential goods such as food and beverages, healthcare/pharmaceuticals and household goods. Ehlers
explains that:

Overall, this time serves as an opportunity for marketers to reinforce what works and solve for what doesn’t. More online viewership and
opportunities to dive into digital lets brands develop their perfect mix for retaining, connecting and motivating purchases from their
audiences. Measure your success and pivot as necessary to �nd your brand’s adaptive approach for thriving during COVID-19. (Ehlers 2020)

The current need to make strategic choices in B2B and B2C markets, highlighted by these experts, is crucial for business survival and success.

As we respond to the novel and ongoing challenges of the COVID-19 disruption, businesses will increasingly perform tech pivots to offer new
customer experiences that aim to engage customers now with the brand and also position the business for success in the future.

How can your business be one such success?

Many businesses are currently �nding innovative ways to keep connected to their customers in these challenging times. Innovations that boost
customer contact and sales also assist to mitigate any losses caused by the pandemic and associated regulations.

In their recent ad campaign, Nike combined an on-brand motivational message about social distancing with the launch of a digital workout
series comprising challenges for at-home users set by athletes. Nike is also offering live YouTube workout classes and will make its Training
Club app free for all users. These pivots are in line with Nike’s ‘emotional’, inspirational brand and promote the business as one committed to
public health.

After being forced to close their dine-in restaurant, Melbourne business Atlas Dining is thriving following a move to begin selling meal kits
online. Meal ingredients are delivered to customers, who are able to follow an online cooking masterclass by the head chef himself. Within the
�rst two weeks of this initiative, the business has seen two of its most lucrative days on record.

Since widespread closures of bars and clubs, online gatherings are gaining popularity. E-commerce giant JD has partnered with four alcohol
brands to offer online sales during ‘online clubbing’ events. The initiative has already proved immensely successful, generating record liquor
sales. JD intends to continue leveraging live music broadcasts for products marketing, creating a long-term program to enrich customers’
shopping experience. This represents the kind of strategic digital marketing that will position a business for future success, rather than simply
providing a stopgap measure in a time of crisis.
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