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7KLV�ȴQDO�UHSRUW��WKH�Ȋ)LQDO�5HSRUWȋ��KDV�EHHQ�SUHSDUHG� 
E\�'HORLWWH�//3��Ȋ'HORLWWHȋ��IRU�)DFHERRN��ΖQF��LQ�DFFRUGDQFH� 
ZLWK�WKH�FRQWUDFW�ZLWK�WKHP�GDWHG����0D\�������ȊWKH�&RQWUDFWȋ��
DQG�RQ�WKH�EDVLV�RI�WKH�VFRSH�DQG�OLPLWDWLRQV�VHW�RXW�EHORZ��

7KH�)LQDO�5HSRUW�KDV�EHHQ�SUHSDUHG�
VROHO\�IRU�WKH�SXUSRVHV�RI�UHVHDUFKLQJ�
how consumers are using digital tools to 
DGDSW�WR�WKH�RXWEUHDN�RI�&29Ζ'����DQG�
VWD\�FRQQHFWHG�ZLWK�EXVLQHVVHV��DV�VHW�RXW�
LQ�WKH�&RQWUDFW���ΖW�VKRXOG�QRW�EH�XVHG�IRU�
DQ\�RWKHU�SXUSRVH�RU�LQ�DQ\�RWKHU�FRQWH[W��
DQG�'HORLWWH�DFFHSWV�QR�UHVSRQVLELOLW\�IRU�
its use in either regard including its use 
E\�)DFHERRN��ΖQF��IRU�GHFLVLRQ�PDNLQJ�RU�
UHSRUWLQJ�WR�WKLUG�SDUWLHV�

7KH�)LQDO�5HSRUW�LV�SURYLGHG�H[FOXVLYHO\�IRU�
)DFHERRN��ΖQF�ȇV�XVH�XQGHU�WKH�WHUPV�RI�WKH�
&RQWUDFW��1R�SDUW\�RWKHU�WKDQ�)DFHERRN��
ΖQF��LV�HQWLWOHG�WR�UHO\�RQ�WKH�)LQDO�5HSRUW�
IRU�DQ\�SXUSRVH�ZKDWVRHYHU�DQG�'HORLWWH�
DFFHSWV�QR�UHVSRQVLELOLW\�RU�OLDELOLW\�RU�GXW\�
RI�FDUH�WR�DQ\�SDUW\�RWKHU�WKDQ�)DFHERRN��
ΖQF��LQ�UHVSHFW�RI�WKH�)LQDO�5HSRUW�RU�DQ\�RI�
LWV�FRQWHQWV�

$V�VHW�RXW�LQ�WKH�&RQWUDFW��WKH�VFRSH�RI�
RXU�ZRUN�KDV�EHHQ�OLPLWHG�E\�WKH�WLPH��
LQIRUPDWLRQ�DQG�H[SODQDWLRQV�PDGH�
DYDLODEOH�WR�XV��7KH�LQIRUPDWLRQ�FRQWDLQHG�
LQ�WKH�)LQDO�5HSRUW�KDV�EHHQ�REWDLQHG�
IURP�WKLUG�SDUW\�VRXUFHV�WKDW�DUH�FOHDUO\�
UHIHUHQFHG�LQ�WKH�DSSURSULDWH�VHFWLRQV�
RI�WKH�)LQDO�5HSRUW��'HORLWWH�KDV�QHLWKHU�
VRXJKW�WR�FRUURERUDWH�WKLV�LQIRUPDWLRQ�
QRU�WR�UHYLHZ�LWV�RYHUDOO�UHDVRQDEOHQHVV��
)XUWKHU��DQ\�UHVXOWV�IURP�WKH�DQDO\VLV�
FRQWDLQHG�LQ�WKH�)LQDO�5HSRUW�DUH�UHOLDQW�
RQ�WKH�LQIRUPDWLRQ�DYDLODEOH�DW�WKH�WLPH�RI�
ZULWLQJ�WKH�)LQDO�5HSRUW�DQG�VKRXOG�QRW�EH�
UHOLHG�XSRQ�LQ�VXEVHTXHQW�SHULRGV��

All copyright and other proprietary rights 
LQ�WKH�)LQDO�5HSRUW�UHPDLQ�WKH�SURSHUW\�RI�
'HORLWWH�//3�DQG�DQ\�ULJKWV�QRW�H[SUHVVO\�
granted in these terms or in the Contract 
DUH�UHVHUYHG��

$Q\�GHFLVLRQ�WR�LQYHVW��FRQGXFW�EXVLQHVV��
HQWHU�RU�H[LW�WKH�PDUNHWV�FRQVLGHUHG�LQ�
WKH�)LQDO�5HSRUW�VKRXOG�EH�PDGH�VROHO\�RQ�
LQGHSHQGHQW�DGYLFH�DQG�QR�LQIRUPDWLRQ�
LQ�WKH�)LQDO�5HSRUW�VKRXOG�EH�UHOLHG�XSRQ�
LQ�DQ\�ZD\�E\�DQ\�WKLUG�SDUW\��7KLV�)LQDO�
Report and its contents do not constitute 
ȴQDQFLDO�RU�RWKHU�SURIHVVLRQDO�DGYLFH��DQG�
VSHFLȴF�DGYLFH�VKRXOG�EH�VRXJKW�DERXW�
\RXU�VSHFLȴF�FLUFXPVWDQFHV���ΖQ�SDUWLFXODU��
WKH�)LQDO�5HSRUW�GRHV�QRW�FRQVWLWXWH�D�
UHFRPPHQGDWLRQ�RU�HQGRUVHPHQW�E\�
'HORLWWH�WR�LQYHVW�RU�SDUWLFLSDWH�LQ��H[LW��
RU�RWKHUZLVH�XVH�DQ\�RI�WKH�PDUNHWV�
RU�FRPSDQLHV�UHIHUUHG�WR�LQ�LW��7R�WKH�
IXOOHVW�H[WHQW�SRVVLEOH��ERWK�'HORLWWH�DQG�
)DFHERRN��ΖQF��GLVFODLP�DQ\�OLDELOLW\�DULVLQJ�
RXW�RI�WKH�XVH��RU�QRQ�XVH��RI�WKH�)LQDO�
5HSRUW�DQG�LWV�FRQWHQWV��LQFOXGLQJ�DQ\�
DFWLRQ�RU�GHFLVLRQ�WDNHQ�DV�D�UHVXOW�RI�VXFK�
XVH��RU�QRQ�XVH��

ΖPSRUWDQW�QRWLFH 
IURP�'HORLWWH�//3
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60%V�KDYH�LQFUHDVHG�WKHLU�XVDJH�RI�GLJLWDO�WRROV�WR�DGDSW�WR� 
WKH�RXWEUHDN�RI�&29Ζ'�����VXSSRUWLQJ�WKHP�LQ�GULYLQJ�WKH� 
HFRQRPLF�UHFRYHU\�

Executive Summary

Digital Tools in Crisis and Recovery  | Executive Summary 

���6HH�2(&'���������Ȋ&RURQDYLUXV��&29Ζ'������60(�SROLF\�UHVSRQVHVȋ�
����7KH�VXUYH\�ZDV�FRQGXFWHG�E\�ΖSVRV�RYHU�WKH�SHULRG����-XO\����$XJXVW��������&RXQWU\�FRYHUDJH�LQFOXGHG��$XVWUDOLD��%UD]LO��&DQDGD��)UDQFH��*HUPDQ\��
ΖQGLDΖQGRQHVLD��ΖVUDHO��ΖWDO\��-DSDQ��0H[LFR��1HZ�=HDODQG��3KLOLSSLQHV��6SDLQ��6UL�/DQND��8QLWHG�.LQJGRP��8.���DQG�WKH�8QLWHG�6WDWHV��86���60%V�WKDW�ZHUH�QRW�
RSHUDWLRQDO�DQG�KDG�QR�SODQV�WR�UHRSHQ�ZHUH�H[FOXGHG�IURP�WKH�VDPSOH�

���8QOHVV�VWDWHG�RWKHUZLVH��DOO�LQIRUPDWLRQ�LQ�WKLV�UHSRUW�LV�GUDZQ�IURP�'HORLWWH�VXUYH\�DQDO\VLV��
���6HH�'HORLWWH���������Ȋ'LJLWDO�7RROV�LQ�&ULVLV�DQG�5HFRYHU\��&RQVXPHU�5HSRUWȋ��5HIHUUHG�WR�WKURXJKRXW�DV�WKH�&RQVXPHU�5HSRUW�
���6HH�*RRJOH���������Ȋ&29Ζ'����KDV�DFFHOHUDWHG�GLJLWDO�DGRSWLRQ�ȃ�WKH�WLPH�WR�WUDQVIRUP�LV�QRZȋ�
����6HH�IRU�H[DPSOH��81(6&$3���������Ȋ%XLOGLQJ�D�5HVLOLHQW�'LJLWDO�(FRQRP\��)RVWHULQJ�60(V�LQ�&HQWUDO�$VLDȋ��/XNRQJD��Ζ����������Ȋ+DUQHVVLQJ�'LJLWDO�7HFKQRORJLHV�WR�
3URPRWH�60(V�DQG�ΖQFOXVLYH�*URZWK�LQ�WKH�0LGGOH�(DVW��1RUWK�$IULFD��$IJKDQLVWDQ�DQG�3DNLVWDQ��0(1$3��5HJLRQȋ�

���6HH�:DOO�6WUHHW�-RXUQDO���������Ȋ%XVLQHVVHV�7DS�1HZ�'LJLWDO�7RROV�WR�5HRSHQ�WKH�:RUNSODFHȋ�
���6HH�*ROGIDUE��$���DQG�7XFNHU��&����������Ȋ'LJLWDO�(FRQRPLFVȋ�
���6HH�Ζ$%��Ȋ&29Ζ'�ΖPSDFW�RQ�$G�6SHQG�������7KH�7UDQVIRUPDWLRQ�RI�WKH�7HOHYLVLRQ�0DUNHWSODFHȋ�

6PDOO�DQG�0HGLXP�VL]HG�%XVLQHVVHV�
�60%V��KDYH�IDFHG�VLJQLȴFDQW�FKDOOHQJHV�
LQ�������ZLWK�PDQ\�FORVLQJ�WHPSRUDULO\��RU�
HYHQ�SHUPDQHQWO\��VLQFH�WKH�RXWEUHDN�RI�
&29Ζ'����1 Those that have remained open 
RU�UHRSHQHG�KDYH�EHHQ�REOLJHG�WR�DOWHU�
KRZ�WKH\�LQWHUDFW�ZLWK�WKHLU�FXVWRPHUV��
as government restrictions and concerns 
RYHU�KHDOWK�DQG�VDIHW\�KDYH�GLVFRXUDJHG�
LQ�SHUVRQ�LQWHUDFWLRQV��'HVSLWH�WKHVH�
OLPLWDWLRQV��PDQ\�60%V�KDYH�PDQDJHG�WR�
DGDSW�WR�WKH�FULVLV��WXUQLQJ�WR�GLJLWDO�WRROV�
WR�UHDFK�RXW�WR�DQG�VKDUH�LQIRUPDWLRQ�ZLWK�
SRWHQWLDO�FXVWRPHUV��FRQGXFW�VDOHV��DQG�
maintain communication and relationships 
ZLWK�WKHLU�FXVWRPHUV�SRVW�VDOH�

%DVHG�RQ�D�VXUYH\�LQ�$XJXVW�RI�PRUH�WKDQ�
������60%V�FRYHULQJ����FRXQWULHV��WKLV�
report illustrates how SMBs have adapted 
WR�WKHVH�QHZ�FKDOOHQJHV��ZLWK�D�SDUWLFXODU�
IRFXV�RQ�WKH�JURZLQJ�UROH�RI�GLJLWDO�WRROV�
LQ�LQWHUDFWLQJ�ZLWK�WKHLU�FXVWRPHUV����  The 
ȴQGLQJV�IROORZ�D�FRPSDQLRQ�VWXG\�WR�WKLV�
UHSRUW�SXEOLVKHG�LQ�6HSWHPEHU��ZKLFK�
demonstrated how consumers have relied 
on digital tools to discover and purchase 
IURP�QHZ�VPDOO�EXVLQHVVHV�VLQFH�WKH�
SDQGHPLF�EHJDQ��

7KH�60%�VXUYH\�UHVXOWV�IXUWKHU�GRFXPHQW�
WKH�ZLGHVSUHDG�LQFUHDVH�LQ�60%Vȇ�XVH�RI�
GLJLWDO�WRROV�VLQFH�WKH�&29Ζ'����RXWEUHDN�5  
7KH�PDMRULW\�RI�60%V�DUH�WXUQLQJ�WR�
GLJLWDO�WRROV�DV�D�VXEVWLWXWH�IRU�LQ�SHUVRQ�
FXVWRPHU�LQWHUDFWLRQV������RI�WKH�60%�

owners and senior managers we surveyed 
indicated they started using or increased 
WKHLU�XVDJH�RI�GLJLWDO�WRROV�DW�VRPH�SRLQW�LQ�
WKH�FXVWRPHU�OLIHF\FOH��ZLWK�VRFLDO�PHGLD�
and online messaging experiencing the 
PRVW�JURZWK�GXULQJ�WKH�&29Ζ'����FULVLV�

'LJLWDO�WRROV�FDQ�EULQJ�PDMRU�EHQHȴWV�WR�
60%V��DV�ZHOO�DV�WR�WKH�ZLGHU�HFRQRP\��
DQG�DUH�DVVRFLDWHG�ZLWK�EHWWHU�EXVLQHVV�
RXWFRPHV�6�)RU�H[DPSOH��RXU�DQDO\VLV�
GHPRQVWUDWHV�WKDW��RI�WKRVH�QRZ�RSHQ�
SMBs that closed at some point during 
WKH�SDQGHPLF��an increase in digital 
tool usage was associated with shorter 
closure periods��

$W�D�WLPH�ZKHQ�LW�LV�RWKHUZLVH�GLɝFXOW�WR�
EXLOG�DZDUHQHVV�DPRQJ�FXVWRPHUV�WKURXJK�
PRUH�W\SLFDO�FKDQQHOV� two thirds of 
SMBs also reported that they started or 
increased their usage of digital tools for 
marketing�8 This is consistent with other 
UHVHDUFK�GHPRQVWUDWLQJ�D�VKLIW�WRZDUGV�
GLJLWDO�PDUNHWLQJ�GXULQJ�WKH�SDQGHPLF�� 
ΖQ�DGGLWLRQ��PRUH�WKDQ�KDOI�������RI�60%V�
VWDUWHG�XVLQJ��RU�LQFUHDVHG�WKHLU�XVDJH�
RI��VRFLDO�PHGLD�RU�RQOLQH�PHVVDJLQJ�IRU�
PDUNHWLQJ��)XUWKHUPRUH��those that 
increased their digital tool usage were 
3.8 times more likely than other SMBs 
to be targeting new customers with their 
PDUNHWLQJ�HRUWV��SRWHQWLDOO\�WDSSLQJ�LQWR�
QHZ�PDUNHWV�DQG�QHZ�VRXUFHV�RI�UHYHQXH�

����RI�60%V�
surveyed started 
using or increased 
XVDJH�RI�GLJLWDO�WRROV�
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Proposal title goes here  | Executive Summary 

SMBs in our sample also stated that digital 
channels used for conducting sales, 
especially social media and online 
messaging, were the least adversely 
DHFWHG�FRPSDUHG�ZLWK�RWKHU��QRQ�
digital, sales channels�10�7KH�ȴQGLQJ�WKDW�
WKHVH�WRROV�HQDEOH�60%V�WR�PDLQWDLQ�WKHLU�
VRXUFHV�RI�UHYHQXH�LV�FRQVLVWHQW�ZLWK�WKH�
&RQVXPHU�5HSRUW��ZKLFK�IRXQG�WKDW�����RI�
consumers had used these channels more 
WR�HQJDJH�ZLWK�EXVLQHVVHV�

SMBs that reported increasing their usage 
RI�GLJLWDO�WRROV�ZHUH�DOVR�����WLPHV�PRUH�
OLNHO\�WR�ODXQFK�QHZ�SURGXFWV��ΖQ�WKLV�ZD\��
digital tools may also help some SMBs to 
DGDSW�WR�FKDQJHV�LQ�FRQVXPHU�SUHIHUHQFHV�
DQG�HQWHU�QHZ�PDUNHWV��ZKLFK�PD\�GULYH�
ORQJHU�WHUP�HFRQRPLF�EHQHȴWV�SRVW�&29Ζ'�

60%V�DOVR�LQGLFDWHG�WKDW�WKH\�KDYH�EHHQ�
XVLQJ�GLJLWDO�WRROV�WR�EXLOG�UHODWLRQVKLSV�
SRVW�VDOH�DV�D�VXEVWLWXWH�IRU�LQ�SHUVRQ�
LQWHUDFWLRQV��50% of SMBs reported an 
increase in usage of online messaging 
platforms and 42% an increase in 
messaging through social media�IRU�
WKLV�SXUSRVH��0RUHRYHU��VRFLDO�PHGLD�KDV�
EHFRPH�LQFUHDVLQJO\�YDOXDEOH�WR�60%V�
IRU�UHFHLYLQJ�LPSRUWDQW�LQIRUPDWLRQ�DQG�
IHHGEDFN��ZLWK�����RI�RXU�VDPSOH�UHSRUWLQJ�
an increase in customer comments on their 
VRFLDO�PHGLD�SDJHV�

/RRNLQJ�DW�GLHUHQW�W\SHV�RI�60%V�LQ�RXU�
VDPSOH��female and younger business 
leaders were also more likely to start or 
increase use of digital tools��7KHVH�60%V�
KDYH�EHHQ�GLVSURSRUWLRQDWHO\�DHFWHG�E\�
WKH�RXWEUHDN�RI�&29Ζ'�����DQG�GLJLWDO�WRROV�
are helping them to adapt and overcome 
VRPH�RI�WKH�FKDOOHQJHV�RI�WKH�FXUUHQW�
HQYLURQPHQW�11

ΖQ�DGGLWLRQ��60%V�EDVHG�LQ�developing 
countries were more likely to increase 
their usage of digital tools than those 
in developed countries�������)XUWKHUPRUH��
DW�WKH�VHFWRU�OHYHO��SMBs involved in the 
manufacture and sale of intermediate 
products, and those in agriculture, 
increased their digital tool usage despite 
ORZHU�OHYHOV�RI�GLJLWLVDWLRQ�LQ�WKHVH�VHFWRUV�
UHODWLYH�WR�RWKHUV������

/RRNLQJ�WR�WKH�IXWXUH��SMBs who have 
been able to adapt to the challenges 
SUHVHQWHG�E\�WKH�&29Ζ'����RXWEUHDN�ZLOO�
play a key role in driving the economic 
recovery, and digital tools will be an 
important part of this�16�ΖQGHHG��&29Ζ'����
may have helped SMBs discover some 
RI�WKH�EHQHȴWV�RI�GLJLWDO�WRROV��SRWHQWLDOO\�
UHVXOWLQJ�LQ�LQFUHDVHG�OHYHOV�RI�GLJLWLVDWLRQ�
DPRQJ�VRPH�60%V�RYHU�WKH�ORQJ�WHUP��7R�
LOOXVWUDWH�WKLV�SRLQW������RI�60%V�WKDW�KDYH�
started using digital tools during the crisis 
H[SHFWHG�XVDJH�WR�ULVH�IXUWKHU�DIWHU�WKH�
SDQGHPLF���

'HVSLWH�WKHVH�GHYHORSPHQWV��DV�KDV�EHHQ�
VXJJHVWHG�E\�RWKHU�UHVHDUFK��D�ODFN�RI�
GLJLWDO�NQRZOHGJH�LV�D�NH\�RQJRLQJ�EDUULHU�
IRU�60%V��7KH\�DUH�DOVR�ȴQGLQJ�LW�GLɝFXOW�
WR�PDQDJH�PXOWLSOH�GLJLWDO�WRROV�18�+HOSLQJ�
60%V�WR�RYHUFRPH�WKHVH�EDUULHUV�DQG�
SURPRWH�WKH�XVH�RI�GLJLWDO�WRROV�ZLOO�UHTXLUH�
FROODERUDWLRQ�EHWZHHQ�SROLF\PDNHUV��GLJLWDO�
WRRO�SURYLGHUV��DQG�60%V�WKHPVHOYHV��

���� �7KHVH�60%V�LQGLFDWHG�WKDW�VLQFH�WKH�RXWEUHDN�RI�&29Ζ'�����VRFLDO�PHGLD�RU�RQOLQH�PHVVDJLQJ�KDG�HLWKHU�H[SHULHQFHG�WKH�ODUJHVW�LQFUHDVH�LQ�VXSSRUWLQJ�VDOHV�LI�
PXOWLSOH�FKDQQHOV�VDZ�DQ�LQFUHDVH��RU�H[SHULHQFHG�QR�FKDQJH�RU�WKH�VPDOOHVW�GHFUHDVH�LI�DOO�RWKHU�FKDQQHOV�GHFUHDVHG�

���� �6HH�3HUJHORYD�HW�DO����������Ȋ'HPRFUDWL]LQJ�(QWUHSUHQHXUVKLS"�'LJLWDO�7HFKQRORJLHV�DQG�WKH�ΖQWHUQDWLRQDOL]DWLRQ�RI�)HPDOH�/HG�60(Vȋ��:RPHQ�(QWUHSUHQHXUV�
)LQDQFH�ΖQLWLDWLYH���������Ȋ5HVHDUFK�DQG�'DWD�RQ�WKH�ΖPSDFW�RI�WKH�FRURQDYLUXV�RQ�ZRPHQ�OHG�60(Vȋ�

���� �'HYHORSHG�DQG�GHYHORSLQJ�QDWLRQ�FODVVLȴFDWLRQ�LV�EDVHG�RQ�WKH�8QLWHG�1DWLRQV�&RQIHUHQFH�RQ�7UDGH�DQG�'HYHORSPHQWȇV�FDWHJRULVDWLRQ�RI�GHYHORSLQJ�QDWLRQV��
SOHDVH�VHH�$SSHQGL[���

���� �7KLV�PD\�UHȵHFW�WKH�KLJKHU�OHYHOV�RI�VDWXUDWLRQ�RI�GLJLWDO�WRROV�LQ�GHYHORSHG�PDUNHWV�DQG�LV�FRQVLVWHQW�ZLWK�WUHQGV�REVHUYHG�DPRQJ�FRQVXPHUV��6HH�3HZ�
5HVHDUFK�&HQWHU���������Ȋ6RFLDO�0HGLD�8VH�&RQWLQXHV�WR�5LVH�LQ�'HYHORSLQJ�&RXQWULHV�EXW�3ODWHDXV�$FURVV�'HYHORSHG�2QHVȋ�

���� �6HH�IRU�H[DPSOH��2(&'���������Ȋ'LJLWDO�RSSRUWXQLWLHV�IRU�WUDGH�LQ�DJULFXOWXUH�DQG�IRRG�VHFWRUVȋ��0F.LQVH\���������Ȋ0HDVXULQJ�%�%ȇV�GLJLWDO�JDSȋ�
���� �7KLV�PD\�LOOXVWUDWH�WKDW�60%V�LQ�WKHVH�VHFWRUV�DUH�DGDSWLQJ�WKHLU�EXVLQHVV�PRGHOV�WR�HQJDJH�DQG�VHUYH�FXVWRPHUV�PRUH�GLUHFWO\��UDWKHU�WKDQ�YLD�LQWHUPHGLDULHV�

RU�DV�SDUW�RI�D�ZLGHU�VXSSO\�FKDLQ��6HH�(<���������Ȋ+RZ�WR�DFFHOHUDWH�RQOLQH�GLUHFW�WR�FRQVXPHU�VWUDWHJLHV�EH\RQG�&29Ζ'���ȋ��)LQDQFLDO�7LPHV���������Ȋ8.�IRRG�
ZKROHVDOHUV�PRYH�LQWR�GLUHFW�VHOOLQJ�WR�FRQVXPHUVȋ�

���� �6HH�IRU�H[DPSOH��0F.LQVH\���������Ȋ6HWWLQJ�XS�VPDOO�DQG�PHGLXP�VL]H�HQWHUSULVHV�IRU�UHVWDUW�DQG�UHFRYHU\ȋ��0F.LQVH\���������Ȋ7KH�&29Ζ'����UHFRYHU\�ZLOO�EH�
GLJLWDO��$�SODQ�IRU�WKH�ȴUVW����GD\Vȋ��)LQDQFLDO�7LPHV���������Ȋ&RYLG�UHFRYHU\�ZLOO�VWHP�IURP�GLJLWDO�EXVLQHVVȋ�

���� �6HH�60(�)LQDQFH�)RUXP���������Ȋ7KH�ΖPSRUWDQFH�RI�*RLQJ�'LJLWDO�IRU�60(Vȋ�
���� �6HH�Ζ$%�������� Ȋ'LJLWDO�DGYHUWLVLQJ�FUXFLDO�WR�60(Vȇ�UHFRYHU\ȋ�

SMBs that increased 
digital tool usage were 
����WLPHV�PRUH�OLNHO\�
WR�VHOO�QHZ�SURGXFWV�
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%XVLQHVVHV�DUH�DGDSWLQJ�WR�WKH�FULVLV�E\�OHYHUDJLQJ�GLJLWDO�WRROV� 
WR�HQJDJH�ZLWK�FXVWRPHUV�

ΖQWURGXFWLRQ

Digital Tools in Crisis and Recovery  | Introduction 

From crisis to recovery… 
7KH�&29Ζ'����RXWEUHDN�KDV�GLVUXSWHG�
EXVLQHVV�RSHUDWLRQV�JOREDOO\��*RYHUQPHQW�
UHVSRQVHV�WR�WKH�FULVLV��VXFK�DV�ORFNGRZQV�
DQG�VRFLDO�GLVWDQFLQJ�UHVWULFWLRQV��KDYH�
GLUHFWO\�LPSDFWHG�HPSOR\PHQW��UHVXOWHG�
LQ�VXSSO\�FKDLQ�GLVUXSWLRQ��DQG�LQFUHDVHG�
WKH�FRVWV�RI�NHHSLQJ�ERWK�VWD�DQG�
FRQVXPHUV�VDIH��7KH\�KDYH�DOVR�DHFWHG�
KRZ�FRQVXPHUV�DQG�EXVLQHVVHV�DUH�DEOH�WR�
LQWHUDFW��

:LWK�PRUH�WLPH�VSHQW�DW�KRPH��FRQVXPHUV�
KDYH�EHHQ�PRUH�DFWLYH�RQOLQH��$�UHFHQW�
VWXG\�SURGXFHG�E\�'HORLWWH�IRXQG�WKDW��LQ�
WKH�8.�DORQH������RI�FRQVXPHUV�UHSRUWHG�
VKRSSLQJ�PRUH�RQOLQH��DQG�����ZHUH�
VSHQGLQJ�PRUH�WLPH�RQ�VRFLDO�PHGLD��� The 

FRPSDQLRQ�UHSRUW�WR�WKLV�VWXG\��UHIHUUHG�
WR�DV�WKH�Ȇ&RQVXPHU�5HSRUWȇ��IRXQG�WKDW��
RI�WKH�����RI�FRQVXPHUV�ZKR�VXEVWLWXWHG�
DW�OHDVW�RQH�SURYLGHU��QHDUO\�WZR�WKLUGV�
had used digital tools to discover these 
QHZ�EXVLQHVVHV�20 As a complement to the 
&RQVXPHU�5HSRUW��WKLV�UHSRUW�RHUV�LQVLJKW�
LQWR�KRZ�60%V�KDYH�FKDQJHG�WKHLU�XVH�RI�
digital tools in order to reach and interact 
ZLWK�FRQVXPHUV�21

60%V�DUH�RI�FULWLFDO�LPSRUWDQFH�WR�WKH�
HFRQRP\��DFFRXQWLQJ�IRU�����RI�EXVLQHVVHV�
DQG�����RI�HPSOR\PHQW�DURXQG�WKH�
ZRUOG�22�+RZHYHU��WKH�FULVLV�SRVHV�D�PXFK�
greater threat to SMBs than it does to their 
ODUJHU�FRXQWHUSDUWV��60%V��IRU�H[DPSOH��
PD\�KDYH�ORZHU�FDVK�UHVHUYHV�RU�ȴQG�LW�

PRUH�GLɝFXOW�WR�DFFHVV�FUHGLW�IDFLOLWLHV��DQG�
PLJKW�QRW�EH�DV�ȴQDQFLDOO\�UHVLOLHQW�DV�ODUJHU�
ȴUPV����*LYHQ�WKHVH�FKDOOHQJHV��VRPH�DUH�
XQDEOH�WR�PDLQWDLQ�RSHUDWLRQV���$�JOREDO�
VWXG\�RI�RQOLQH�60%V�E\�)DFHERRN�2(&'�
:RUOG�%DQN�IRXQG�WKDW�����RI�60%V�ZHUH�
FORVHG�LQ�$XJXVW��VHH�)LJXUH������

*LYHQ�WKHLU�LPSRUWDQFH��JRYHUQPHQWV�KDYH�
UHVSRQGHG�ZLWK�WUDQVLWRU\�LQWHUYHQWLRQV��
SURYLGLQJ�D�OLIHOLQH�IRU�PDQ\�60%V�25 
1HYHUWKHOHVV��WKLV�KDV�EHHQ�D�FKDOOHQJLQJ�
WLPH�IRU�PDQ\�60%V�WKDW�KDYH�WUDGLWLRQDOO\�
UHOLHG�XSRQ�LQ�SHUVRQ�LQWHUDFWLRQ�ZLWK�
FRQVXPHUV��*RRJOH�0RELOLW\�GDWD�VKRZV�
WKDW�IRRWIDOO�WR�UHWDLO�DQG�UHFUHDWLRQ�
ORFDWLRQV�KDV�IDOOHQ�E\�DV�PXFK�DV�����LQ�
WKH�ZRUVW�DHFWHG�FRXQWULHV��ZLWK�D�GHFOLQH�

����6HH�'HORLWWH��Ȋ'LJLWDO�&RQVXPHU�7UHQGV�����ȋ�
�����6HH�'HORLWWH���������Ȋ'LJLWDO�7RROV�LQ�&ULVLV�DQG�5HFRYHU\��&RQVXPHU�5HSRUWȋ��DQG�DOVR�VHH�WKH�&RQVXPHU�5HSRUW�VXPPDU\�ER[�DW�WKH�HQG�RI�WKLV�VHFWLRQ�IRU�DQ�

RYHUYLHZ�
�����)RU�WKH�SXUSRVHV�RI�RXU�UHSRUW��VPDOO�DQG�PHGLXP�VL]HG�EXVLQHVVHV�DUH�GHȴQHG�DV�WKRVH�ZLWK�OHVV�WKDQ�����HPSOR\HHV��7KLV�IROORZV�WKH�GHȴQLWLRQ�VHW�RXW�E\�

WKH�(XURSHDQ�&RPPLVVLRQ�DQG�RWKHU�JOREDO�LQVWLWXWLRQV��6HH�(XURSHDQ�&RPPLVVLRQ��Ȋ60(�'HȴQLWLRQȋ�
����6HH�:RUOG�%DQN��Ȋ6PDOO�DQG�0HGLXP�(QWHUSULVH��60(6��)LQDQFHȋ��
�����6HH�2(&'��Ȋ)LQDQFLQJ�VPDOO�EXVLQHVV��D�NH\�WR�HFRQRPLF�UHFRYHU\ȋ��60(�)LQDQFH�)RUXP��Ȋ60(�SROLF\�UHVSRQVH�VSHHG��FULWLFDO�WR�HFRQRPLF�UHFRYHU\ȋ��(&%���������

Ȋ6XUYH\�RQ�WKH�$FFHVV�WR�)LQDQFH�RI�(QWHUSULVHV��6PDOO�EXVLQHVVHV�UHSRUW�FKDOOHQJLQJ�RXWORRN�IRU�WKHLU�DFFHVV�WR�H[WHUQDO�ȴQDQFLQJ�GXH�WR�&29Ζ'���ȋ��%DUWLN�HW��
DO����������Ȋ+RZ�DUH�VPDOO�EXVLQHVVHV�DGMXVWLQJ�WR�&RYLG���"�(DUO\�HYLGHQFH�IURP�D�VXUYH\ȋ�

����6HH�)DFHERRN�2(&'�:RUOG�%DQN��������*OREDO�6WDWH�RI�6PDOO�%XVLQHVV�:DYH�Ζ9��Ȋ7KH�)XWXUH�RI�%XVLQHVV�6XUYH\ȋ�
����6HH�2(&'��Ȋ&RURQDYLUXV��&29Ζ'������60(�3ROLF\�5HVSRQVHVȋ�
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Figure 1: Proportion of SMBs closed over time, by region.
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RI�PRUH�WKDQ�����LQ�DOO�FRXQWULHV�DW�VRPH�
SRLQW�GXULQJ�WKH�FULVLV�26

This report demonstrates how SMBs across 
WKH�ZRUOG�KDYH�UHVSRQGHG�WR�WKLV�VKRFN�
E\�OHYHUDJLQJ�GLJLWDO�WRROV��VXFK�DV�VRFLDO�
PHGLD�DQG�RQOLQH�PHVVDJLQJ�DSSV��WR�VWD\�
FRQQHFWHG�ZLWK�FRQVXPHUV��0DQ\�60%V�
KDYH�LQFUHDVHG�WKHLU�XVDJH�RI�GLJLWDO�WRROV�
VLQFH�WKH�RXWEUHDN�RI�&29Ζ'�����6RPH�DUH�
XVLQJ�PRUH�RI�WKH�IXQFWLRQDOLW\�SURYLGHG�
E\�WKHVH�WRROV��RWKHUV�DUH�WXUQLQJ�WR�WKHP�
IRU�WKH�ȴUVW�WLPH����$V�VXFK��&29Ζ'����PD\�
EH�EULQJLQJ�DERXW�D�VWUXFWXUDO�FKDQJH��
DFFHOHUDWLQJ�DGRSWLRQ�RI�GLJLWDO�WRROV��60%V�
DUH�GLVFRYHULQJ�WKH�HFRQRPLF�EHQHȴWV�RI�
using digital tools as they navigate these 
QHZ�FKDOOHQJHV��

Based on a survey we conducted in August 
������WKLV�UHSRUW�GUDZV�RQ�WKH�LQVLJKWV�
RI�PRUH�WKDQ�������60%�RZQHUV�DQG�
VHQLRU�PDQDJHUV�LQ����FRXQWULHV������ This 
coverage provided us with a diverse range 
RI�GHYHORSHG�DQG�HPHUJLQJ�HFRQRPLHV�
WKDW�GLHU�LQ�WHUPV�RI�WKHLU�LQFRPH�OHYHOV��
LQWHUQHW�SHQHWUDWLRQ��NH\�VHFWRUV�DQG�
UHVSRQVHV�WR�&29Ζ'�������7KH�GLYHUVLW\�RI�
RXU�VDPSOH��DOWKRXJK�QRW�UHSUHVHQWDWLYH�RI�
WKH�60%�SRSXODWLRQ�RI�HDFK�FRXQWU\��RHUV�
LQVLJKWV�RQ�WKH�YDULHG�LPSDFW�RQ�GLHULQJ�
VHFWRUV�DQG�FRXQWULHV��

ΖQ�WKH�UHPDLQGHU�RI�WKLV�UHSRUW��ZH�DQDO\VH�
how SMBs have used digital tools along 
the consumer journey to continue to raise 
DZDUHQHVV��VHOO�SURGXFWV�DQG�VHUYLFHV��

and communicate with their customers 
DQG�VRPH�RI�WKH�DVVRFLDWHG�LPSDFWV�WKHVH�
60%V�KDYH�H[SHULHQFHG��:H�DOVR�UHYHDO�
KRZ�60%V�H[SHFW�WKHLU�XVH�RI�GLJLWDO�WRROV�
WR�FKDQJH�RQFH�WKH�RXWEUHDN�LV�RYHU��ZKLOH�
FRQVLGHULQJ�WKH�EDUULHUV�WR�GLJLWDO�DGRSWLRQ�
WKDW�PDQ\�60%V�PD\�IDFH��:H�FRPSOHPHQW�
WKLV�DQDO\VLV�ZLWK�D�QXPEHU�RI�FDVH�VWXGLHV�
WKDW�JLYH�H[DPSOHV�RI�KRZ�VRPH�60%V�KDYH�
QDYLJDWHG�WKH�FULVLV�

����6HH�*RRJOH��Ȋ&29Ζ'����&RPPXQLW\�0RELOLW\�5HSRUWVȋ�
����6HH�*RRJOH���������Ȋ&29Ζ'����KDV�DFFHOHUDWHG�GLJLWDO�DGRSWLRQ�ȃ�WKH�WLPH�WR�WUDQVIRUP�LV�QRZȋ�
�����&RXQWU\�FRYHUDJH�LQFOXGHG��$XVWUDOLD��%UD]LO��&DQDGD��)UDQFH��*HUPDQ\��ΖQGLD��ΖQGRQHVLD��ΖVUDHO��ΖWDO\��-DSDQ��0H[LFR��1HZ�=HDODQG��3KLOLSSLQHV��6SDLQ��6UL�/DQND��

8QLWHG�.LQJGRP��8.���DQG�WKH�8QLWHG�6WDWHV��86��
�����ΖQ�WRWDO��RXU�VDPSOH�FRQWDLQHG�������60%V��ZKLFK�FRQVLVWHG�RI�DSSUR[LPDWHO\�����60%V�LQ�HDFK�FRXQWU\��H[FHSW�LQ�WKH�8QLWHG�6WDWHV�ZKHUH�������60%V�ZHUH�

VXUYH\HG��)RU�WKH�86�D�VDPSOH�ZHLJKW�ZDV�FRQVWUXFWHG�WR�VFDOH�WKLV�GRZQ�WR�����60%V�IRU�IDFLOLWDWLQJ�FRPSDULVRQ�ZLWK�RWKHU�FRXQWULHV��)RU�PRUH�GHWDLOV�RQ�WKH�
VDPSOLQJ�PHWKRGRORJ\��SOHDVH�VHH�$SSHQGL[���

�����'HYHORSHG�DQG�GHYHORSLQJ�QDWLRQ�FODVVLȴFDWLRQ�LV�EDVHG�RQ�WKH�8QLWHG�1DWLRQV�&RQIHUHQFH�RQ�7UDGH�DQG�'HYHORSPHQWȇV�FDWHJRULVDWLRQ�RI�GHYHORSLQJ�QDWLRQV��
SOHDVH�VHH�$SSHQGL[���

����6HH�'HORLWWH���������Ȋ'LJLWDO�7RROV�LQ�&ULVLV�DQG�5HFRYHU\��&RQVXPHU�5HSRUWȋ�

F R O M  C R I S I S  T O  R E C O V E R Y :  C O N S U M E R  R E P O R T

ΖQ�6HSWHPEHU�ZH�SXEOLVKHG�RXU�
&RQVXPHU�5HSRUW�IURP�RXU�'LJLWDO�7RROV�
LQ�&ULVLV�DQG�5HFRYHU\�VHULHV��� Drawing 
RQ�LQVLJKWV�IURP�������FRQVXPHUV�
VXUYH\HG�LQ�-XO\�������DFURVV����
FRXQWULHV��ZH�H[DPLQHG�WKH�LPSDFW�RI�
&29Ζ'����RQ�FRQVXPHUVȇ�SXUFKDVLQJ�
SDWWHUQV�DQG�WKHLU�XVH�RI�GLJLWDO�WRROV�WR�
VHDUFK�IRU�DQG�LQWHUDFW�ZLWK�EXVLQHVVHV��
:H�IRXQG�WKDW�FRQVXPHUV�KDG�QRW�RQO\�
PRYHG�WKHLU�VSHQGLQJ�RQOLQH��EXW�DOVR�
LQFUHDVHG�WKHLU�XVDJH�RI�GLJLWDO�WRROV��
LQFOXGLQJ�VRFLDO�PHGLD��WR�HQJDJH�ZLWK�
EXVLQHVVHV��7KHLU�ZLOOLQJQHVV�WR�FRQWLQXH�
using digital tools in their interactions 
ZLWK�EXVLQHVVHV�FRXOG�OHDG�WR�D�
SHUPDQHQW�VWUXFWXUDO�VKLIW�DV�QHZ�KDELWV�
DUH�IRUPHG��

ΖQ�SDUWLFXODU��WKH�UHSRUW�IRXQG�WKDW�

 • $V�D�UHVXOW�RI�WKH�RXWEUHDN������RI�
consumers reported that online 
spending had increased since the 
RXWEUHDN�RI�&29Ζ'����

 • 1HDUO\���LQ���FRQVXPHUV�VWDWHG�WKDW�
WKH\�KDG�VXEVWLWXWHG�D�UHJXODU�SODFH�
RI�SXUFKDVH��ZLWK�WZR�WKLUGV�RI�WKHVH�
consumers using digital tools to 
GLVFRYHU�D�QHZ�EXVLQHVV�

 • 2I�WKRVH�ZKR�VXEVWLWXWHG������
VZLWFKHG�WR�D�VPDOO�ORFDO�EXVLQHVV��ZLWK�
FRQVXPHUV�LQ�GHYHORSLQJ�QDWLRQV�EHLQJ�
����PRUH�OLNHO\�WR�KDYH�GLVFRYHUHG�
QHZ�VPDOO�EXVLQHVVHV�WKURXJK�VRFLDO�
PHGLD��

 • Complimenting traditional word 
RI�PRXWK������RI�FRQVXPHUV�KDG�

LQFUHDVHG�WKHLU�XVH�RI�VRFLDO�PHGLD�DQG�
RQOLQH�PHVVDJLQJ�WR�REWDLQ�SURGXFW�
DQG�EXVLQHVV�UHFRPPHQGDWLRQV�

 • 6LPLODUO\������RI�FRQVXPHUV�LQFUHDVHG�
WKHLU�XVH�RI�VRFLDO�PHGLD�DQG�RQOLQH�
PHVVDJLQJ�WR�VHDUFK�IRU�LQIRUPDWLRQ�
DERXW��DQG�HQJDJH�ZLWK�EXVLQHVVHV�
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SMBs have adapted to the limitations placed on physical 
LQWHUDFWLRQV�DFURVV�DOO�VWDJHV�RI�WKH�FXVWRPHU�MRXUQH\�

ΖPSDFW�RI�&29Ζ'����RQ�60%V

Digital Tools in Crisis and Recovery  | Impact of COVID-19 on SMBs

���� 6HH�2(&'���������Ȋ&RURQDYLUXV��&29Ζ'������60(�SROLF\�UHVSRQVHVȋ�
���� 6HH�)DFHERRN�2(&'�:RUOG�%DQN���������Ȋ7KH�)XWXUH�RI�%XVLQHVV�6XUYH\Ȋ�
���� )RU�DQDO\VLV�RI�WKH�H[WHQW�RI�JRYHUQPHQW�LQWHUYHQWLRQ�SOHDVH�VHH�Ȋ8QLYHUVLW\�RI�2[IRUG�&29Ζ'����*RYHUQPHQW�5HVSRQVH�7UDFNHUȋ��+DOH�HW�DO��������
���� 6RPH�RI�WKHVH�60%V�PD\�KDYH�FORVHG��HLWKHU�WHPSRUDULO\�RU�SHUPDQHQWO\�GXH�WR�RWKHU�IDFWRUV�XQUHODWHG�WR�&29Ζ'����
���� %XVLQHVV�OHDGHUV�DUH�GHȴQHG�E\�WKH�VXUYH\�IUDPLQJ�DV�RZQHUV�RU�VHQLRU�PDQDJHUV�RI�WKH�EXVLQHVV��
���� )RU�GHWDLOV�RI�DJH�FDWHJRULVDWLRQV�VHH�$SSHQGL[���7DEOH���
���� �7KH�)XWXUH�RI�%XVLQHVV�6XUYH\�LV�DQ�RQJRLQJ�GDWD�FROOHFWLRQ�FROODERUDWLRQ�EHWZHHQ�)DFHERRN��WKH�2UJDQLVDWLRQ�IRU�(FRQRPLF�&R�RSHUDWLRQ�DQG�'HYHORSPHQW��2(&'���

DQG�WKH�:RUOG�%DQN��6HH�)DFHERRN�2(&'�:RUOG�%DQN���������Ȋ7KH�)XWXUH�RI�%XVLQHVV�6XUYH\Ȋ��$OVR�VHH�ER[�RQ�SDJH���IRU�IXUWKHU�VXPPDU\�RI�WKH�ȴQGLQJV�

SMBs have faced a challenging 
environment…
&29Ζ'����KDV�KDG�ZLGH�UDQJLQJ�HHFWV�
RQ�60%V��VXFK�DV�WUDGH�VXVSHQVLRQ�RU�
UHGXFWLRQ�LQ�ZRUNIRUFH����$W�WKH�WLPH�RI�
WKH�VXUYH\������RI�60%V�VXUYH\HG�KDG�
FORVHG�DW�VRPH�SRLQW�VLQFH�WKH�RXWEUHDN�RI�
&29Ζ'�����DQG�����KDG�FORVHG�IRU�D�SHULRG�
RI�ORQJHU�WKDQ�WZR�PRQWKV��7KH�FRXQWU\�
ZLWK�WKH�KLJKHVW�SURSRUWLRQ�RI�FORVXUHV�
DPRQJ�60%V�VXUYH\HG�ZDV�6UL�/DQND��
ZKHUH�����RI�UHVSRQGHQWV�KDG�FORVHG��
FRPSDUHG�WR�MXVW�����LQ�-DSDQ�

7KH�SURSRUWLRQ�RI�60%V�WKDW�KDG�FORVHG�
was higher in developing countries than 
LQ�GHYHORSHG������DQG�����RI�60%V�
UHVSHFWLYHO\���2I�60%V�WKDW�KDG�FORVHG�
DQG�VXEVHTXHQWO\�UH�RSHQHG������LQ�
GHYHORSLQJ�FRXQWULHV�KDG�EHHQ�FORVHG�IRU�
WZR�PRQWKV�RU�PRUH��FRPSDUHG�ZLWK�����
LQ�GHYHORSHG�FRXQWULHV�

7KH�GLHUHQFHV�LQ�FORVXUH�UDWHV�EHWZHHQ�
FRXQWULHV�SDUWO\�UHȵHFW�WKH�VWULQJHQF\�RI�
government restrictions to control the 
VSUHDG�RI�&29Ζ'�������+RZHYHU��WKH\�PD\�
DOVR�VXJJHVW�RWKHU�LPSRUWDQW�IDFWRUV��
VXFK�DV�WKH�SUHYDOHQFH�RI�WKH�YLUXV��WKH�
FDSDFLW\�RI�JRYHUQPHQWV�WR�GHOLYHU�VXSSRUW�
�HVSHFLDOO\�ȴQDQFLDO���WKH�VWUXFWXUH�RI�WKH�
HFRQRP\��DQG�60%Vȇ�UHVLOLHQFH�LQ�HDFK�
FRXQWU\�FRQVLGHUHG���

ΖQ�WKH�DJJUHJDWH�VDPSOH��IHPDOH�OHG�60%V�
ZHUH�PRUH�OLNHO\�WR�KDYH�FORVHG�DW�VRPH�
SRLQW�WKDQ�PDOH�OHG�60%V������DQG�����
RI�UHVSRQGHQWV�UHVSHFWLYHO\�LQ�HDFK�JURXS�
KDG�FORVHG�����8UEDQ�EDVHG�60%V�DOVR�
DSSHDU�WR�KDYH�EHHQ�PRUH�JUHDWO\�DHFWHG��
ZLWK�����RI�UHVSRQGHQWV�FORVHG�FRPSDUHG�
ZLWK�����LQ�UXUDO�DUHDV��2OGHU�EXVLQHVV�

OHDGHUV�DSSHDU�PRVW�DEOH�WR�UHPDLQ�RSHQ��
ZLWK�RQO\�����RI�EDE\�ERRPHUV�FORVLQJ��
FRPSDUHG�WR�����RI�*HQ�=�OHDGHUV���

7KHVH�FORVXUHV�KDYH�KDG�D�VLJQLȴFDQW�
LPSDFW�RQ�PDQ\�60%Vȇ�GD\�WR�GD\�
RSHUDWLRQV��0DQ\�KDYH�WULHG�WR�DGDSW��
PRYLQJ�DW�OHDVW�VRPH�RI�WKHLU�RSHUDWLRQV�
RQOLQH��$FFRUGLQJ�WR�WKH�)XWXUH�RI�%XVLQHVV�
6XUYH\������RI�60%V�LQ�WRWDO�PDGH�PRUH�
WKDQ�����RI�WKHLU�VDOHV�LQ�$XJXVW�WKURXJK�
GLJLWDO�FKDQQHOV��DQG�����RI�60%V�PDGH�
PRUH�WKDQ�����RI�WKHLU�VDOHV�WKURXJK�WKHVH�
FKDQQHOV���

$FURVV�WKH�VDPSOH��
IHPDOH�OHG�60%V�ZHUH�
PRUH�OLNHO\�WR�KDYH�
FORVHG�WKDQ�PDOH�OHG�
60%V�

F I N D I N G S  F R O M  T H E  F U T U R E  O F  B U S I N E S S  S U R V E Y 3 3

7KH�)XWXUH�RI�%XVLQHVV�6XUYH\�LV�DQ�RQJRLQJ�GDWD�
FROOHFWLRQ�FROODERUDWLRQ�EHWZHHQ�)DFHERRN��WKH�
2UJDQLVDWLRQ�IRU�(FRQRPLF�&R�RSHUDWLRQ�DQG�
'HYHORSPHQW��2(&'���DQG�WKH�:RUOG�%DQN��ZKLFK�KDV�
VXUYH\HG�PRUH�WKDQ��������60%�EXVLQHVV�OHDGHUV�
RYHU�HDFK�RI�WKH�ODVW�IRXU�PRQWKV��LQ�RYHU����FRXQWULHV�
DQG�UHJLRQV�

7KLV�UHVHDUFK�IRXQG�WKDW�LQ�$XJXVW������RI�DOO�60%V�
VXUYH\HG�ZHUH�FORVHG��7KLV�UHSUHVHQWV�D�IDOO�RI����
SHUFHQWDJH�SRLQWV�VLQFH�0D\��������

60%V�KDYH�FRQWLQXHG�WR�UHSRUW�ORZHU�VDOHV�DQG�HPSOR\PHQW��ΖQ�$XJXVW������RI�
RSHQ�60%V�UHSRUWHG�ORZHU�VDOHV�UHODWLYH�WR�WKH�VDPH�PRQWK�LQ�������VOLJKWO\�GRZQ�
IURP�����LQ�0D\��2I�WKRVH�WKDW�UHGXFHG�VDOHV��KDOI�UHSRUWHG�D�IDOO�RI�����RU�PRUH��
2QH�WKLUG�RI�60%V��LQ�DJJUHJDWH��VWDWHG�WKH\�KDG�UHGXFHG�HPSOR\PHQW�LQ�UHVSRQVH�
WR�WKH�SDQGHPLF��WKH�VDPH�DV�UHSRUWHG�LQ�0D\�

7KH�ȴQDQFLDO�SUHVVXUHV�RQ�60%V�KDYH�SHUVLVWHG��OHDGLQJ�PDQ\�WR�VHHN�ȴQDQFLDO�
DVVLVWDQFH������RI�60%V���PRVWO\�FRPSULVHG�RI�JRYHUQPHQW�JUDQWV�DQG�ORDQV��60%V�
KDYH�EHHQ�VXSSRUWHG�E\�GLJLWDO�WRROV�LQ�WKLV�WLPH��LQ�$XJXVW������PDGH�RYHU�����RI�
WKHLU�VDOHV�YLD�GLJLWDO�FKDQQHOV��IRU�H[DPSOH�
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Digital tools have been key to SMBs maintaining 
connections with their customers…
0DQ\�60%V�KDYH�WULHG�WR�DGDSW�WR�WKH�FKDOOHQJHV��SDUWLFXODUO\�LQ�
KRZ�WKH\�FRPPXQLFDWH�ZLWK�FXVWRPHUV��ΖQWHUDFWLRQ�EHWZHHQ�60%V�

DQG�FXVWRPHUV�FDQ�EH�VXPPDULVHG�WKURXJK�D�FXVWRPHU�OLIHF\FOH�
IUDPHZRUN��� To see how SMBs have used digital tools to interact 
ZLWK�FXVWRPHUV�GXULQJ�WKH�SDQGHPLF��ZH�KDYH�XVHG�LQ�WKLV�UHSRUW�D�
VW\OLVHG�FXVWRPHU�MRXUQH\�Ȃ�VHH�)LJXUH���

���� �)RU�RWKHU�H[DPSOHV�RI�FXVWRPHU�OLIHF\FOH�IUDPHZRUNV��VHH�ΖQWHUDFWLRQ�'HVLJQ�)RXQGDWLRQ���������Ȋ&XVWRPHU�/LIHF\FOH�0DSSLQJ���*HWWLQJ�WR�*ULSV�ZLWK�
&XVWRPHUVȋ�RU�*URZFRGH���������Ȋ&XVWRPHU�-RXUQH\�YV��%X\HU�/LIHF\FOH��:KDWȇV�WKH�'LHUHQFH"ȋ�

:H�KDYH�DJJUHJDWHG�WKLV�MRXUQH\�LQWR�WKUHH�
SKDVHV��FDWHJRULVHG�E\�WKH�NH\�DFWLRQV�
SHUIRUPHG�E\�EXVLQHVVHV�GXULQJ�WKHLU�
UHODWLRQVKLSV�ZLWK�WKH�FXVWRPHU�

Customer awareness – This is where 
WKH�UHODWLRQVKLS�ZLWK�D�FXVWRPHU�EHJLQV��
%XVLQHVVHV�PXVW�ȴUVW�PDNH�SRWHQWLDO�
FXVWRPHUV�DZDUH�RI�WKHLU�H[LVWHQFH��
and the products and services they 

SURYLGH��7KH\�PD\�WU\�WR�GR�WKLV�WKURXJK�
VHYHUDO�DGYHUWLVLQJ�FKDQQHOV��VXFK�DV�
WUDGLWLRQDO�PHGLD��HPDLO�DQG�JHQHUDO�
GLJLWDO�DGYHUWLVLQJ��&XVWRPHUV�DOVR�EXLOG�
DZDUHQHVV�WKURXJK�ZRUG�RI�PRXWK��DQG�
EXVLQHVVHV�PD\�HQFRXUDJH�WKLV�WKURXJK�
VRFLDO�PHGLD�FDPSDLJQV���

Purchase – This is where potential 
FXVWRPHUV�DUH�FRQYHUWHG�WR�D�VDOH��

%XVLQHVVHV�PD\�PDNH�FRQWDFW�ZLWK�
customers directly using personalised 
FRPPXQLFDWLRQ��DQG�ZLOO�VHHN�WR�IDFLOLWDWH�
WUDQVDFWLRQV��6DOHV�FDQ�EH�PDGH�LQ�SHUVRQ�
RU�YLD�RQOLQH�DQG�GLJLWDO�SODWIRUPV�

3RVW�SXUFKDVH�HQJDJHPHQW�Ȃ�$IWHU�WKH�
SXUFKDVH��EXVLQHVVHV�PD\�NHHS�LQ�FRQWDFW�
with the customer to try to develop a 
UHODWLRQVKLS�DQG�HQVXUH�WKH\�DUH�IXOO\�

Digital Tools in Crisis and Recovery  | Impact of COVID-19 on SMBs

Figure 2: Overview of stylised customer journey used as framework for analysis.

Discover

Explore

Purchase

Experience

Advocacy

Ask

Customer has enjoyed using the good or 
service and becomes an advocate for the 
business, sharing their positive experience 
with their social networks, in person or 
online. This then contributes to the 
discovery phase for other consumers.

Customer becomes aware of a product or 
service. This may arise through passive 
discovery of a business. Alternatively, it may 
KDSSHQ�ZKLOH�DFWLYHO\�EURZVLQJ�IRU�VSHFLȴF�
products.

Customer compares good or service with 
alternatives and weighs up their purchasing 
options. This can be done in person, through 
discussions with friends and family, or by 
using online comparison tools.

Product or service is 
paid for, in-person or 
via online channels.

Customer enjoys the 
use of the good or 
service.

Customer may or may not have 
queries regarding the good or 
service, having used it for a period 
of time.
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VDWLVȴHG�ZLWK�WKHLU�SXUFKDVH��7KH\�PD\�
DVN�IRU�IHHGEDFN�LQ�RUGHU�WR�PDNH�WKH�
FXVWRPHU�IHHO�YDOXHG��7KH\�PD\�DOVR�XVH�
DQ\�LQWHUDFWLRQV�WR�IHHG�LQWR�DQDO\WLFV�WKDW�
PD\�VXJJHVW�RWKHU�SURGXFWV�RU�VHUYLFHV��
ΖI�VXFFHVVIXO��WKH�DFWLRQV�LQ�WKLV�VWDJH�IHHG�
EDFN�LQWR�WKH�DZDUHQHVV�SKDVH�DQG�UHVWDUW�
WKH�FXVWRPHU�OLIHF\FOH�

7KH�RXWEUHDN�RI�&29Ζ'�����DQG�WKH�
UHVXOWLQJ�JRYHUQPHQW�LQWHUYHQWLRQV��KDYH�
DHFWHG�HDFK�VWDJH�RI�WKLV�MRXUQH\��:LWK�

consumers limiting their visits to physical 
VWRUHV��EXVLQHVVHV�DUH�OHVV�DEOH�WR�LQȵXHQFH�
LQ�SHUVRQ�WKH�FXVWRPHU�H[SHULHQFH�EHIRUH��
GXULQJ��DQG�DIWHU�D�VDOH��ΖQ�UHVSRQVH��PDQ\�
FRQVXPHUV�DUH�PRYLQJ�RQOLQH�WR�PDNH�
SXUFKDVHV���

SMBs in our survey indicated that they 
KDYH�LQFUHDVHG�WKHLU�XVH�RI�GLJLWDO�WRROV�
DFURVV�WKH�HQWLUH�FXVWRPHU�OLIHF\FOH�GXULQJ�
WKH�SDQGHPLF��7KLV�LV�HVSHFLDOO\�WUXH�IRU�
VRFLDO�PHGLD�DQG�RQOLQH�PHVVDJLQJ��)LJXUH�

��VKRZV�WKH�VWDWHG�FKDQJH�LQ�WKH�XVDJH�
RI�GLJLWDO�WRROV��QRQ�GLJLWDO�WRROV��L�H��RWKHU�
FKDQQHOV�RI�LQWHUDFWLRQ�ZLWK�FRQVXPHUV���
DQG�VRFLDO�PHGLD�DQG�RQOLQH�PHVVDJLQJ��
DFURVV�WKH�VWDJHV�RI�WKH�FXVWRPHU�
MRXUQH\����7KH�PRYH�IURP�QRQ�GLJLWDO�WR�
digital is more pronounced in the purchase 
DQG�SRVW�SXUFKDVH�HQJDJHPHQW�VWDJHV�
WKDQ�LQ�FXVWRPHU�DZDUHQHVV��7KH�QH[W�
IHZ�FKDSWHUV�RI�WKLV�UHSRUW�GLVFXVV�WKH�
XQGHUO\LQJ�UHDVRQV�IRU�WKHVH�FKDQJHV�DQG�
WKHLU�YDULDWLRQ�DFURVV�FKDQQHOV�

���� 6HH�'LJLWDO�&RPPHUFH��Ȋ0RUH�WKDQ�RQH�WKLUG�RI�FRQVXPHUV�VKRS�RQOLQH�ZHHNO\�VLQFH�FRURQDYLUXV�KLWȋ�
���� �'LJLWDO�WRROV�LQFOXGHV�KHUH�ZHEVLWH��VRFLDO�PHGLD��RQOLQH�PHVVDJLQJ��HPDLO��RQOLQH�PDUNHWSODFHV��RQOLQH�RUGHULQJ�DSSV��RQOLQH�SD\PHQW�SODWIRUPV��YLGHR�FDOOLQJ��

OLYH�FKDW�DQG�OLYH�VWUHDPLQJ�VHUYLFHV�

Digital Tools in Crisis and Recovery  | Impact of COVID-19 on SMBs
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Figure 3: 6WDWHG�FKDQJH�LQ�XVDJH�E\�60%V�DFURVV�GLHUHQW�W\SHV�RI�WRROV��E\�VWDJH�LQ�WKH�FXVWRPHU�MRXUQH\�
� DV�D�SURSRUWLRQ�RI�UHVSRQGHQWV�

Purchasing Engaging customersBuilding awareness

Never used 6WRSSHG�XVLQJ Decreased Stayed the same Increased Started using

6RXUFH��'HORLWWH�VXUYH\�DQDO\VLV�
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:LWK�LQ�SHUVRQ�FRQWDFW�OLPLWHG��GLJLWDO�WRROV�KDYH�HQDEOHG�60%V�
WR�UHDFK�FRQVXPHUV�DQG�SRWHQWLDOO\�ERRVW�GLVFRYHU\�RI�WKHLU�
EXVLQHVVHV�

Customer awareness

Digital Tools in Crisis and Recovery  | Customer awareness

SMBs have increased their usage of 
digital marketing channels to reach 
consumers… 
7UDYHO�UHVWULFWLRQV�KDYH�NHSW�FRQVXPHUV�
FORVHU�WR�KRPH��VR�IHZHU�SRWHQWLDO�
customers have passed shops and 
GLVFRYHUHG�QHZ�EXVLQHVVHV��&RQVXPHUV�
have also moved online in unprecedented 
OHYHOV����$V�D�UHVXOW��EXVLQHVV�DGYHUWLVLQJ�
KDV�VKLIWHG�WRZDUGV�GLJLWDO�LQ�KRPH�
FKDQQHOV��VXFK�DV�VRFLDO�PHGLD�DQG�
VWUHDPLQJ�SODWIRUPV���

$FURVV�DOO�UHVSRQGHQWV�LQ�RXU�VXUYH\��WKH�
XVH�RI�LQ�SHUVRQ�HYHQWV�IRU�PDUNHWLQJ�
SXUSRVHV�GURSSHG�VKDUSO\��QHW�GHFUHDVH�RI�
������ZKLOH�XVH�RI�DOO�QRQ�SK\VLFDO�FKDQQHOV�
LQFUHDVHG�VLJQLȴFDQWO\����2QOLQH�PHVVDJLQJ�
DSSV�������DQG�VRFLDO�PHGLD�SDJHV�������
VDZ�WKH�ODUJHVW�QHW�LQFUHDVHV��RXWSDFLQJ�
WKH�LQFUHDVHV�LQ�HPDLO�������DQG�ZHEVLWH�
������XVH��VXJJHVWLQJ�60%V�IDYRXU�WKHVH�
RYHU�PRUH�WUDGLWLRQDO�GLJLWDO�FKDQQHOV��VHH�
)LJXUH����

8VH�RI�LQ�SHUVRQ�
HYHQWV�IRU�PDUNHWLQJ�
purposes dropped 
VKDUSO\��ZKLOH�XVH�
RI�DOO�QRQ�SK\VLFDO�
channels increased 
VLJQLȴFDQWO\�

���� �6HH�'LJLWDO�&RPPHUFH��Ȋ2QOLQH�PHUFKDQWV�JDLQ�DQ�H[WUD������ELOOLRQ�LQ������WKDQNV�WR�SDQGHPLFȋ�
���� 6HH�:RUOG�(FRQRPLF�)RUXP��Ȋ7KLV�LV�KRZ�&2Ζ9'����LV�DHFWLQJ�WKH�DGYHUWLVLQJ�LQGXVWU\ȋ�
���� �1HW�LQFUHDVH�GHFUHDVH�UHIHUV�WR�WKH�SURSRUWLRQ�RI�60%V�VXUYH\HG�WKDW�KDYH�VWDUWHG�XVLQJ�RU�LQFUHDVHG�XVDJH�RI�D�WRRO�RU�FKDQQHO��OHVV�WKH�SURSRUWLRQ�RI�60%V�

WKDW�KDYH�VWRSSHG�XVLQJ�RU�GHFUHDVHG�XVDJH�RI�WKH�WRRO�RU�FKDQQHO�

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Visiting people
at home

In-person
events 

Telephone PostReview or
referral sites 

EmailOnline messagingSocial media
page

Website

Figure 4: Stated change in use of tools for unpaid marketing since the outbreak of COVID-19 as a proportion of respondents. 
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Source: Deloitte survey analysis.
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B U I L D I N G  A W A R E N E S S  W I T H  S O C I A L  M E D I A  A N D  O N L I N E  M E S S A G I N G  A P P S

(YHQ�SULRU�WR�&29Ζ'�����WKH�QXPEHU�RI�60%V�XVLQJ�VRFLDO�PHGLD�DQG�RQOLQH�PHVVDJLQJ�KDG�EHHQ�LQFUHDVLQJ��DV�KDG�WKH�DPRXQW�WKH�
DYHUDJH�60%�ZDV�VSHQGLQJ�RQ�WKHVH�FKDQQHOV����7KH�PRVW�FRPPRQ�XVH�RI�VRFLDO�PHGLD�IRU�60%V�LV�WR�EXLOG�DZDUHQHVV��7KLV�FDQ�
WDNH�WKH�IRUP�RI�PDQ\�DFWLRQV��ERWK�SDLG�DQG�XQSDLG��

This trend was more pronounced in 
GHYHORSLQJ�FRXQWULHV��ZKHUH�����RI�
60%V�VXUYH\HG�KDG�VWDUWHG�XVLQJ��RU�
LQFUHDVHG�WKHLU�XVDJH�RI��VRPH�VRUW�RI�
GLJLWDO�WRRO�VLQFH�WKH�RXWEUHDN�RI�&29Ζ'�����
FRPSDUHG�WR�����LQ�GHYHORSHG�FRXQWULHV��
)RU�H[DPSOH��60%V�LQ�ΖQGLD�������DQG�
%UD]LO�������ZHUH�WKH�PRVW�OLNHO\�WR�DGRSW�
RU�H[SDQG�WKHLU�XVH�RI�GLJLWDO�WRROV��ZKLOH�
-DSDQ�������DQG�*HUPDQ\�������ZHUH�WKH�
OHDVW�OLNHO\��7KLV�PLUURUV�WUHQGV�LQ�FRQVXPHU�
EHKDYLRXU�LGHQWLȴHG�LQ�WKH�&RQVXPHU�
5HSRUW��ZKLFK�IRXQG�WKDW�WZLFH�DV�PDQ\�
consumers in developing countries were 
VZLWFKLQJ�EXVLQHVVHV�FRPSDUHG�ZLWK�WKRVH�
LQ�GHYHORSHG�FRXQWULHV��7KHVH�FRQVXPHUV�
ZHUH�DOVR�PRUH�OLNHO\�WR�XVH�GLJLWDO�
tools such as social media to discover 
EXVLQHVVHV��7KH�JUHDWHU�LQFUHDVH�LQ�WKH�XVH�

RI�GLJLWDO�WRROV�VHHQ�LQ�GHYHORSLQJ�FRXQWULHV�
DOVR�ȴWV�LQ�ZLWK�WKH�ZLGHU�LQFUHDVH�LQ�
digitalisation in these countries in recent 
\HDUV��7KLV�FRQWUDVWV�ZLWK�GHYHORSHG�
countries where digital adoption has 
ȵDWWHQHG���

Among SMBs that had increased their 
XVDJH�RI�VRFLDO�PHGLD������UHSRUWHG�DQ�
LQFUHDVH�LQ�WKHLU�XVH�RI�)DFHERRN��PRUH�VR�
WKDQ�DQ\�RWKHU�SODWIRUP��:KLOH�ΖQVWDJUDP�
VDZ�WKH�QH[W�ODUJHVW�SURSRUWLRQ�RI�60%V�
increasing their usage in developed 
FRXQWULHV��������PRUH�UHVSRQGHQWV�LQ�
developing countries increased their 
XVDJH�RI�:KDWV$SS����������7KLV�UHȵHFWV�
WKH�QHWZRUN�HHFWV�XQGHUO\LQJ�SODWIRUP�
FKRLFH��� 

���� 6HH�(XURVWDW��Ȋ6RFLDO�PHGLD���VWDWLVWLFV�RQ�WKH�XVH�E\�HQWHUSULVHVȋ�
���� 6HH�&OXWFK��Ȋ+RZ�6PDOO�%XVLQHVVHV�8VH�6RFLDO�0HGLD�LQ�����ȋ�
���� 6HH�3HZ�5HVHDUFK�&HQWHU��Ȋ6RFLDO�0HGLD�8VH�&RQWLQXHV�WR�5LVH�LQ�'HYHORSLQJ�&RXQWULHV�EXW�3ODWHDXV�$FURVV�'HYHORSHG�2QHVȋ�
���� 5HSRUWHG�SODWIRUP�XVH�LV�EDVHG�RQ�WKH�60%�VDPSOH��7KLV�GRHV�QRW�UHȵHFW�DJJUHJDWH�SODWIRUP�XVDJH�VWDWLVWLFV�DQG�VKRXOG�QRW�EH�LQWHUSUHWHG�DV�VXFK�
���� 6HH�+DUYDUG�%XVLQHVV�5HYLHZ���������Ȋ:K\�6RPH�3ODWIRUPV�7KULYH�DQG�2WKHUV�'RQȇWȋ�

Digital tools have 
EHFRPH�D�PRUH�
important discovery 
PHFKDQLVP�IRU�
FRQVXPHUV�WR�ȴQG�
QHZ�EXVLQHVVHV��
allowing SMBs to 
EXLOG�DQG�VXVWDLQ�
DZDUHQHVV�

Unpaid

Maintaining  
a presence

Many SMBs will maintain a business page on social media or online messaging apps, 
allowing consumers to access up-to-date information. Consumers may also be able to 
leave comments or reviews to which SMBs can respond. 

Posting 
content

The majority of SMBs using social media or online messaging create or repurpose 
content to post to their followers and wider social network users. The most common 
postings are images or infographics.44

Live streaming
An increasing number of SMBs use live streaming services on social media and online 
messaging apps to promote their business to a wide range of consumers in real-time.

Paid

Search SMBs can pay for promoted listings in search engine results. 

Display
SMBs can utilise a range of display advertising content. It can take the form of banners 
shown in display units. It can also be displayed before or after video content.

&ODVVLȴHGV
60%V�FDQ�SD\�IRU�OLVWLQJV�RQ�FODVVLȴHG�DG�ZHEVLWHV��7KLV�LQFOXGHV�UHFUXLWPHQW� 
and property services.

Other
There are a number of other channels including audio advertising on music streaming 
services and other emerging technologies such as virtual or augmented reality.
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:LWK�SK\VLFDO�FKDQQHOV�UHVWULFWHG��DQG�FRQVXPHUV�VSHQGLQJ�
PRUH�WLPH�RQOLQH��WKH�UHODWLYH�HHFWLYHQHVV�RI�EXLOGLQJ�DZDUHQHVV�
WKURXJK�GLJLWDO�FKDQQHOV�KDV�ULVHQ�50 This has meant that SMBs 
KDYH�KDG�D�JUHDWHU�LQFHQWLYH�WR�IRFXV�PDUNHWLQJ�HRUWV�RQ�
WKHVH��DV�RSSRVHG�WR�SK\VLFDO�FKDQQHOV��)RU�H[DPSOH��7DPHPH��
D�PDQXIDFWXUH�RI�EDE\�IXUQLWXUH��KDV�LQFUHDVHG�LWV�XVH�RI�GLJLWDO�

WRROV��VXFK�DV�VRFLDO�PHGLD��WR�EXLOG�DZDUHQHVV�RI�LWV�SURGXFWV�
VLQFH�WKH�RXWEUHDN�RI�&29Ζ'�����VHH�Ȋ7DPHPH�Ȃ�/LYH�VWUHDPLQJ�
WR�UHDFK�FXVWRPHUVȋ���$V�VXFK��WKH�HYLGHQFH�IURP�ERWK�60%V�DQG�
FRQVXPHUV�VXJJHVWV�WKDW�GLJLWDO�WRROV�KDYH�EHFRPH�D�NH\�GLVFRYHU\�
PHFKDQLVP�IRU�FRQVXPHUV�WR�ȴQG�QHZ�EXVLQHVVHV��DOORZLQJ�60%V�
WR�EXLOG�DQG�VXVWDLQ�DZDUHQHVV��

���� �'HORLWWHȇV�'LJLWDO�&RQVXPHU�7UHQGV�VXUYH\�IRXQG�WKDW�IRU�FRXQWULHV�DFURVV�(XURSH��$VLD�3DFLȴF�DQG�/DWLQ�$PHULFD������RI�FRQVXPHUV�KDYH�EHHQ�VSHQGLQJ�PRUH�
WLPH�RQ�VRFLDO�PHGLD�VLQFH�WKH�RXWEUHDN�RI�&29Ζ'�����6HH�'HORLWWH��Ȋ'LJLWDO�&RQVXPHU�7UHQGV�����ȋ�

���� �3DLG�DGYHUWLVLQJ�UHIHUV�WR�EXVLQHVVHV�SD\LQJ�WR�KDYH�DGYHUWLVHPHQWV�GLVSOD\HG�RU�VKDUHG�DFURVV�D�PHGLXP�RU�SODWIRUP��ΖW�FRQWUDVWV�ZLWK�XQSDLG�DFWLYLWLHV�
ZKHUH�EXVLQHVVHV�FDQ�GLVSOD\�DQG�VKDUH�PDWHULDO�DQG�LQIRUPDWLRQ�IRU�IUHH�

���� �6HH�0HGLXP��Ȋ��5HDVRQV�WR�&RQVLGHU�3DLG�6RFLDO�0HGLD�$GYHUWLVLQJȋ�

Digital Tools in Crisis and Recovery  | Customer awareness

SMBs’ use of paid advertising has also 
increased…
:KLOH�VRPH�GLJLWDO�PDUNHWLQJ�FKDQQHOV�DUH�
DYDLODEOH�WR�EXVLQHVVHV�DW�]HUR�ȴQDQFLDO�
FRVW��VRPH�60%V�DOVR�XQGHUWDNH�SDLG�
DGYHUWLVLQJ�51�7KLV�IRUP�RI�PDUNHWLQJ�PD\�
EH�PRUH�YLVLEOH�WR�GLJLWDO�SODWIRUP�XVHUV��
VKDUHG�PRUH�ZLGHO\�DFURVV�D�SODWIRUP�RU�
PHGLXP��DQG�HQDEOH�EXVLQHVVHV�WR�VSHFLI\�
WKH�XVHUV�WKDW�GR�VHH�LW��EDVHG�RQ�WKHLU�
FKDUDFWHULVWLFV�52 This means the right 
message can reach the right customers in a 
PRUH�HɝFLHQW�PDQQHU�

60%V�UHSRUWHG�DQ�LQFUHDVH�LQ�WKHLU�XVDJH�RI�
DOO�IRUPV�RI�SDLG�GLJLWDO�DGYHUWLVLQJ�FRYHUHG�
LQ�RXU�VXUYH\��ZKLOH�DOWHUQDWLYHV�VXFK�DV�
SULQW�PHGLD�H[SHULHQFHG�OLWWOH�RU�QR�JURZWK��
The largest net increase was reported 
LQ�WDUJHWHG�DGYHUWV�RQ�VRFLDO�PHGLD��
UHȵHFWLQJ�RYHUDOO�WUHQGV�LQ�PDUNHWLQJ�
H[SHQGLWXUH��$OWKRXJK�RYHUDOO�DGYHUWLVLQJ�
VSHQG�LV�H[SHFWHG�WR�FRQWUDFW�����
\HDU�RQ�\HDU�LQ�������GLJLWDO�DGYHUWLVLQJ�
VSHQG�KDV�EHHQ�JURZLQJ��DQG�Ζ$%�8.�KDV�
LGHQWLȴHG�GLJLWDO�DGYHUWLVLQJ�DV�KDYLQJ�D�
ȊFUXFLDO�UROHȋ�LQ�VXSSRUWLQJ�60%V�WKURXJK�

$OO�IRUPV�RI�SDLG�
digital advertising in 
RXU�VXUYH\�LQFUHDVHG��
with the largest rise 
reported in targeted 
VRFLDO�PHGLD�DGYHUWV�

TA M E M E  –  L I V E  S T R E A M I N G  T O  R E A C H  C U S T O M E R S

)RXQGHG�LQ������LQ�;DODSD��0H[LFR��7DPHPH�PDNHV�FORWKHV��
EDE\�IXUQLWXUH�DQG�QXUVHU\�DFFHVVRULHV��ΖW�FXUUHQWO\�KDV�D�VWD�
RI�IRXU�DQG�VHUYHV�DERXW����FXVWRPHUV�SHU�PRQWK��7KH�JRDO�
RI�.DUOD�$PHQ��7DPHPHȇV�IRXQGHU��LV�WR�FUHDWH�SURGXFWV�WKDW�
UHȵHFW�WKH�HQHUJ\�DQG�YLEUDQF\�WKDW�EDELHV�EULQJ�WR�WKRVH�
DURXQG�WKHP��$�VHOI�SURFODLPHG�ȆPRPSUHQHXUȇ��.DUOD�VD\V�
7DPHPH�ZDQWV�WR�HPSRZHU�ZRPHQ�WKURXJK�WKH�PHVVDJH�RI�
ȆPRPV�KHOSLQJ�RWKHU�PRPVȇ�

.DUOD�SRVWV�YLGHRV�DERXW�KHU�H[SHULHQFHV�DV�D�PRWKHU�DQG�DOVR�
KRVWV�RWKHU�ȆPRP�SUHQHXUVȇ�RQ�KHU�)DFHERRN�SDJH��“When our 
customers take part in a Facebook live session, they ask questions 
and really engage with us. There is a lot of interaction and they 
often end up promoting our products to their friends,”�VD\V�.DUOD��
����RI�FXVWRPHUV�ZKR�YLVLWHG�7DPHPHȇV�SK\VLFDO�VWRUH�LQ�
;DODSD�ȴUVW�JRW�LQ�WRXFK�WKURXJK�WKH�)DFHERRN�IDQ�SDJH��$V�
D�UHVXOW�RI�WKH�&29Ζ'����SDQGHPLF��7DPHPH�KDV�KDG�WR�VKXW�
GRZQ�LWV�SK\VLFDO�ORFDWLRQ�LQ�;DODSD�DQG�FRQYHUW�LQWR�DQ�RQOLQH�
RQO\�EXVLQHVV��ΖW�KDV�EHHQ�D�FKDOOHQJH�WR�GHOLYHU�WKH�FXVWRPHU�
H[SHULHQFH�7DPHPH�KDV�SULGHG�LWVHOI�RQ��“Earlier on, parents 
could come and see how we made our products. They saw that 
everything was handmade and that made them appreciate our 
products more.”�+RZHYHU��GLJLWDO�WRROV�VXFK�DV�YLGHR�VWUHDPLQJ�
have helped Tameme continue to give its customers a great 
H[SHULHQFH��%HWZHHQ�0DUFK�DQG�6HSWHPEHU��.DUOD�KDV�SXW�RXW�

DOPRVW�VHYHQ�KRXUV�RI�OLYH�FRQWHQW�YLD�)DFHERRN�OLYH���GRXEOH�
ZKDW�VKH�SXW�RXW�EHWZHHQ������DQG�������ΖQ�XVLQJ�VRFLDO�PHGLD�
LQ�WKLV�ZD\�7DPHPH�KDV�EHHQ�DEOH�WR�PDLQWDLQ�DZDUHQHVV�
DPRQJ�SRWHQWLDO�FXVWRPHUV��ZKLOH�DOVR�DGGUHVVLQJ�NH\�LVVXHV�
IRU�PRWKHUV�DQG�KHOSLQJ�WR�EXLOG�D�FRPPXQLW\�DURXQG�WKHP�

7DPHPHȇV�SODQ�QRZ�LQYROYHV�FUHDWLQJ�D�ZHEVLWH�RQ�H�FRPPHUFH�
SODWIRUP�6KRSLI\�ZKLFK�ZRXOG�DOORZ�WKH�EXVLQHVV�WR�H[SDQG�
LWV�UHDFK�DQG�RHU�LWV�FXVWRPHUV�PRUH�SD\PHQW�RSWLRQV��
FRQWLQXLQJ�LWV�MRXUQH\�DV�D�PRUH�GLJLWDOO\�HQDEOHG�EXVLQHVV��

3LFWXUH��� .DUOD��IRXQGHU�RI�7DPHPH��6RXUFH��.DUOD�$PHQ�
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���� �6HH�Ζ$%��Ȋ&29Ζ'�ΖPSDFW�RQ�$G�6SHQG�������7KH�7UDQVIRUPDWLRQ�RI�WKH�7HOHYLVLRQ�0DUNHWSODFHȋ�
���� �6HH�Ζ$%�8.���������Ȋ'LJLWDO�DGYHUWLVLQJ�FUXFLDO�WR�60(Vȇ�UHFRYHU\ȋ�
���� 6HH�IRU�H[DPSOH��2(&'���������Ȋ'LJLWDO�RSSRUWXQLWLHV�IRU�WUDGH�LQ�DJULFXOWXUH�DQG�IRRG�VHFWRUVȋ��0F.LQVH\���������Ȋ0HDVXULQJ�%�%ȇV�GLJLWDO�JDSȋ�
���� �6HH�(<���������Ȋ+RZ�WR�DFFHOHUDWH�RQOLQH�GLUHFW�WR�FRQVXPHU�VWUDWHJLHV�EH\RQG�&29Ζ'���ȋ��)LQDQFLDO�7LPHV���������Ȋ8.�IRRG�ZKROHVDOHUV�PRYH�LQWR�GLUHFW�VHOOLQJ�

WR�FRQVXPHUVȋ�
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WKH�SDQGHPLF�������)RU�H[DPSOH��5RYHU�
3HW�3URGXFWV��D�$XVWUDOLDQ�SHW�VXSSOLHV�
PDQXIDFWXUHU��LQFUHDVHG�LWV�XVH�RI�WDUJHW�
DGYHUWLVLQJ�LQ�UHVSRQVH�WR�WKH�SDQGHPLF��
UHVXOWLQJ�LQ�RYHUDOO�JURZWK�RI�WKH�EXVLQHVV�
�VHH�Ȋ5RYHU�3HW�3URGXFWV�Ȃ�D�IRFXV�RQ�SDLG�
DGYHUWLVLQJȊ��

7KH�LQFUHDVH�LQ�XVH�RI�WDUJHWHG�DGYHUWLVLQJ�
on social media has varied across sectors 
�VHH�)LJXUH�����60%V�LQ�WKH�WHOHFRPV�DQG�
technology sector led the way in the use 
RI�SDLG�GLJLWDO�DGYHUWLVLQJ��ΖQGHHG������RI�
SMBs in this sector stated that they had 
increased targeted advertising on social 
PHGLD�VLQFH�WKH�RXWEUHDN�RI�&29Ζ'�����
$JULFXOWXUH�60%V�DQG�PDQXIDFWXUHUV��
DQG�VHOOHUV�RI�LQWHUPHGLDWH�SURGXFWV��
DOVR�UHSRUWHG�DQ�RYHUDOO�QHW�LQFUHDVH�RI�
PRUH�WKDQ������7UDGLWLRQDOO\��WKHVH�DUH�
OHVV�GLJLWDOO\�IRFXVHG�60%V�55�ΖQGHHG��
the change in these sectors was driven 
E\�WKRVH�WKDW�VWDUWHG�XVLQJ�WDUJHWHG�
DGYHUWLVLQJ�RQ�VRFLDO�PHGLD�IRU�WKH�ȴUVW�
WLPH������DQG�����RI�60%V�VXUYH\HG�LQ�

HDFK�VHFWRU�UHVSHFWLYHO\��KLJKHU�WKDQ�LQ�DOO�
RWKHU�VHFWRUV����

60%V�LQ�WKHVH�VHFWRUV�DUH�PRUH�OLNHO\�WR�EH�
%�%�&��L�H��WKH\�VHOO�SURGXFWV�WR�FRQVXPHUV�
YLD�DQ�LQWHUPHGLDU\���DQG�VR�DUH�PRUH�
UHOLDQW�RQ�QRQ�GLJLWDO�PHWKRGV��VXFK�DV�
WUDGH�VKRZV��WR�EXLOG�DZDUHQHVV��6XSSO\�
FKDLQ�GLVUXSWLRQ�FDXVHG�E\�WKH�RXWEUHDN�
RI�&29Ζ'�����DQG�WHPSRUDU\�VKRUWDJHV�LQ�
FHUWDLQ�SURGXFWV��VXFK�DV�IRRGVWXV�DQG�
EDVLF�QHFHVVLWLHV��KDYH�OHG�VRPH�60%V�LQ�
WKHVH�VHFWRUV�WR�SLYRW�WRZDUGV�%�&��L�H��
WKH\�VHOO�GLUHFWO\�WR�FRQVXPHUV���DGRSWLQJ�
GLJLWDO�FKDQQHOV�LQ�RUGHU�WR�UHDFK�DQG�EXLOG�
DZDUHQHVV�DPRQJ�FRQVXPHUV�56

$W�WKH�RWKHU�HQG�RI�WKH�VSHFWUXP��WUDYHO�
DQG�DFFRPPRGDWLRQ��DQG�SHUVRQDO�VHUYLFHV�
60%V�VDZ�WKH�ORZHVW�LQFUHDVH�LQ�XVH�RI�
GLJLWDO�WRROV��60%V�LQ�WKHVH�VHFWRUV�KDYH�
EHHQ�VHYHUHO\�LPSDFWHG�E\�WKH�SDQGHPLF�
DQG�WKH�UHVWULFWLRQV�LPSRVHG��ZLWK�
SRWHQWLDOO\�OHVV�VFRSH�WR�DGDSW�WR�WKH�FULVLV��
$PRQJ�RXU�VDPSOH������DQG�����RI�60%V�

LQ�WKHVH�VHFWRUV�FORVHG��KLJKHU�WKDQ�LQ�DOO�
RWKHU�VHFWRUV�DSDUW�IURP�IRRG�VHUYLFHV��

$V�ZHOO�DV�WKH�GLHUHQFHV�DFURVV�VHFWRUV��
DJH�KDG�D�VLJQLȴFDQW�LPSDFW�RQ�WKH�XVH�
RI�SDLG�DGYHUWLVLQJ��*HQ�=�DQG�PLOOHQQLDO�
RSHUDWHG�60%V�ZHUH�PRUH�OLNHO\�WR�XVH�
SDLG�GLJLWDO�DGYHUWLVLQJ�WKDQ�*HQ�;�DQG�
EDE\�ERRPHUV��$OVR��GLJLWDO�WRRO�XVDJH�
ZDV�PRUH�OLNHO\�WR�KDYH�UHJLVWHUHG�]HUR�RU�
QHJDWLYH�QHW�FKDQJH�DPRQJ�EDE\�ERRPHU�
OHG�60%V�VLQFH�WKH�RXWEUHDN�RI�&29Ζ'�����
+RZHYHU��DFURVV�DOO�DJH�JURXSV��WKH�PRVW�
popular paid channel was targeted ads on 
VRFLDO�PHGLD��ZKLFK�HYHQ�VDZ�D�QHW�ULVH�LQ�
XVDJH�DPRQJ�EDE\�ERRPHU�OHG�60%V��VHH�
)LJXUH����

Figure 5: Stated net change in use of targeted advertising on social media, by business sector. 

Source: Deloitte survey analysis.
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R O V E R  P E T  P R O D U C T S  –  A  F O C U S  O N  PA I D  A D V E R T I S I N G

5RYHU�3HW�3URGXFWV�LV�DQ�RQOLQH�SHW�VXSSOLHV�EXVLQHVV�EDVHG�LQ�
5XWKHUIRUG��$XVWUDOLD��ΖW�PDQXIDFWXUHV�SHW�SURGXFWV��VXFK�DV�
GRJ�EHGV�DQG�WUHDWV�DQG�VHOOV�GLUHFW�WR�WKH�FXVWRPHU�WKURXJK�
LWV�ZHEVLWH��DV�ZHOO�DV�WKURXJK�LQGHSHQGHQW�UHWDLOHUV��$V�DQ�
RQOLQH�EXVLQHVV��LW�ZDV�D�IUHTXHQW�XVHU�RI�GLJLWDO�WRROV�HYHQ�
SULRU�WR�WKH�RXWEUHDN�RI�&29Ζ'����

7KH�SDQGHPLF�EURXJKW�XQFHUWDLQW\��+RZHYHU��RZQHU�%U\DQ�
GHFLGHG�WR�WDFNOH�WKLV�E\�LQYHVWLQJ�KHDYLO\�LQ�DGYHUWLVLQJ��
)RFXVLQJ�RQ�LWV�VWDWXV�DV�D�VXSSOLHU�RI�ORFDOO\�VRXUFHG�SURGXFWV��

5RYHU�3HW�SURGXFWV�XVHG�WDUJHWHG�DQG�ERRVWHG�SRVWV�RQ�VRFLDO�
PHGLD��DV�ZHOO�DV�JHQHUDO�DGYHUWLVLQJ��WR�GULYH�DZDUHQHVV�RI�LWV�
SURGXFWV��$V�D�UHVXOW��WKH�FRPSDQ\�WUHEOHG�LWV�UHYHQXH��%U\DQ�
DWWULEXWHV�WKLV�VXFFHVV�WR�D�QXPEHU�RI�FLUFXPVWDQFHV��EXW�
GLJLWDO�WRROV��DQG�LQ�SDUWLFXODU�VRFLDO�PHGLD��KDYH�EHHQ�D�NH\�
SDUW�RI�WKLV�JURZWK��“I always used social media for promoting our 
business, but since the start of the pandemic I have really tried to 
be there every step of the way and respond to potential customers 
as quickly as possible. This, and our focus on advertising, have 
GHȴQLWHO\�EHHQ�WZR�RI�WKH�NH\�GULYHUV�RI�JURZWK�ȋ
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Figure 6: Stated net change in use of paid advertising, by business leader age group.
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Source: Deloitte survey analysis.
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SMBs value social media for the ability 
to reach the right customers…
Respondents have highlighted social media 
DV�D�NH\�GLJLWDO�WRRO�IRU�EXLOGLQJ�FXVWRPHU�
DZDUHQHVV�GXULQJ�WKH�SDQGHPLF��$PRQJ�
respondents that reported using social 
PHGLD�IRU�EXLOGLQJ�DZDUHQHVV��RYHU�KDOI�
������VWDWHG�WKDW�WKH\�XVHG�VRFLDO�PHGLD�WR�
LQFUHDVH�WKHLU�FXVWRPHU�UHDFK��

7KLV�ȴQGLQJ�LV�UHȵHFWHG�LQ�WKH�WDUJHWHG�
DFWLRQV�WDNHQ�E\�60%V�LQ�RXU�VXUYH\��:KLOH�
FORVH�WR�KDOI�RI�UHVSRQGHQWV�LQGLFDWHG�WKDW�
WKH\�ZHUH�WDUJHWLQJ�H[LVWLQJ�FXVWRPHUV��
one third also indicated they were targeting 

QHZ�FXVWRPHUV��7KLV�SHUFHQWDJH�LQFUHDVHG�
IRU�WKRVH�WKDW�ZHUH�DGRSWHUV�RI�GLJLWDO�
WRROV��&RQWUROOLQJ�IRU�RWKHU�IDFWRUV��WKRVH�
WKDW�LQFUHDVHG�GLJLWDO�WRRO�XVDJH�ZHUH�����
PRUH�OLNHO\�WKDQ�RWKHU�60%V�WR�EH�WDUJHWLQJ�
QHZ�FXVWRPHUV�ZLWK�WKHLU�PDUNHWLQJ�
HRUWV�������  

ΖQ�DGGLWLRQ��PRUH�60%V�ZHUH�WDUJHWLQJ�
potential customers within their geographic 
PDUNHW�WKDQ�RXWVLGH�RI�LW������FRPSDUHG�
WR�������$QDO\VLV�LQ�WKH�&RQVXPHU�5HSRUW�
DOVR�IRXQG�WKDW�PDQ\�FRQVXPHUV�KDYH�
EHHQ�WXUQLQJ�WR�ORFDO�EXVLQHVVHV�GXULQJ�
WKH�&29Ζ'����FULVLV��7KLV�KLJKOLJKWV�WKH�

Those that increased 
digital tool usage 
ZHUH�QHDUO\�IRXU�
WLPHV�PRUH�OLNHO\�
than other SMBs to 
EH�WDUJHWLQJ�QHZ�
customers with their 
PDUNHWLQJ�HRUWV�

���� �$�ORJLVWLF�UHJUHVVLRQ�RI�UHVSRQGHQW�FKDUDFWHULVWLFV��LQFOXGLQJ�LQFUHDVLQJ�XVH�RI�GLJLWDO�WRROV��RQ�D�FDWHJRULFDO�YDULDEOH�IRU�60%V�WKDW�WDUJHWHG�QHZ�FXVWRPHUV��$�
ORJLVWLF�UHJUHVVLRQ�DOORZV�XV�WR�DQDO\VH�KRZ�OLNHO\�DQ�RXWFRPH�LV�EDVHG�RQ�LQGLYLGXDOVȇ�VSHFLȴF�FKDUDFWHULVWLFV��DOO�HOVH�EHLQJ�HTXDO��3OHDVH�VHH�$SSHQGL[���IRU�
PRUH�GHWDLOV�RQ�WKH�PHWKRG�DQG�VHH�$SSHQGL[���7DEOH���IRU�PRUH�GHWDLOV�RQ�WKH�UHJUHVVLRQ�XVHG�LQ�WKLV�FDVH�

���� �$QDO\VLV�RI�WKH�XVDJH�RI�GLJLWDO�WRROV�E\�60%V�DQG�EXVLQHVV�RXWFRPHV�SUHVHQWHG�LQ�WKLV�UHSRUW�GR�QRW�QHFHVVDULO\�LQGLFDWH�D�FDXVDO�UHODWLRQVKLS��6HH�$SSHQGL[���
IRU�PRUH�GHWDLOV�
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increasing support consumers and SMBs 
DUH�ZLOOLQJ�WR�VKRZ�IRU�WKH�ORFDO�FRPPXQLW\��
ZLWK�FRQVXPHUV�DQG�ORFDO�EXVLQHVVHV�PRUH�
UHOLDQW�RQ�HDFK�RWKHU�IRU�WKH�SURGXFWV�DQG�
LQFRPH�WKH\�QHHG����+RZHYHU��WKLV�PD\�DOVR�
EH�GXH�WR�D�UHGXFWLRQ�LQ�PRELOLW\�IRUFLQJ�
FRQVXPHUV�WR�VKRS�ORFDOO\��

These patterns were not identical across all 
60%V��)HPDOH�OHG�EXVLQHVVHV�ZHUH�PRUH�
OLNHO\�WR�LQFUHDVH�WKHLU�PDUNHWLQJ�HRUWV�
WRZDUGV�SRWHQWLDO�QHZ�FXVWRPHUV�RI�DOO�
W\SHV��VHH�)LJXUH����LQ�FRPSDULVRQ�ZLWK�
PDOH�OHG�EXVLQHVVHV��ZKLFK�ZHUH�PRUH�
OLNHO\�WR�IRFXV�RQ�H[LVWLQJ�FXVWRPHUV�

)HPDOH�OHG�
EXVLQHVVHV�ZHUH�
PRUH�OLNHO\�WR�
increase their 
PDUNHWLQJ�HRUWV�
towards potential new 
FXVWRPHUV�

���� 6HH�<RX*RY��ȋ&RXOG�&29Ζ'����XOWLPDWHO\�VDYH�WKH�KLJK�VWUHHW"ȋ�

Figure 7: Stated net change in use of targeted advertising on social media, by business sector.

Source: Deloitte survey analysis.
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'LJLWDO�FKDQQHOV�KDYH�VXSSRUWHG�VDOHV��DQG�KDYH�EHHQ�XVHG� 
WR�ODXQFK�QHZ�SURGXFWV�DQG�VHUYLFHV�

SMBs are increasing their usage of 
digital sales channels at a time when 
in-person sales are limited…
&RQFHUQV�DQG�ULVNV�UHJDUGLQJ�YLUXV�
WUDQVPLVVLRQ��DQG�UHVWULFWLRQV�LPSRVHG�
E\�JRYHUQPHQWV��KDYH�OHG�WR�PXFK�KLJKHU�
WUDQVDFWLRQ�FRVWV�IRU�EXVLQHVVHV�DQG�
FXVWRPHUV�IRU�LQ�SHUVRQ�SRLQWV�RI�VDOHV��
7KLV�KDV�SXW�SUHVVXUH�RQ�UHYHQXHV��EXW�
digital sales channels have a clear role 
during this time in providing customers 
ZLWK�UHPRWH�DFFHVV�WR�60%Vȇ�SURGXFWV�DQG�

VHUYLFHV�DQG��XOWLPDWHO\��HQDEOLQJ�PDQ\�
60%V�WR�FRQWLQXH�WR�RSHUDWH�60

SMBs surveyed have reported an increase 
LQ�GLJLWDO�WRROV�WR�IDFLOLWDWH�VDOHV��VHH�)LJXUH�
���61�2QOLQH�PHVVDJLQJ�DQG�VRFLDO�PHGLD�
ZHUH�WKH�PRVW�SRSXODU�VDOHV�FKDQQHOV�IRU�
DGRSWLRQ�DQG�XVH�GXULQJ�WKH�SDQGHPLF��
ZLWK�QHW�FKDQJH�ȴJXUHV�RI�����DQG�����
UHVSHFWLYHO\��������ΖQ�FRQWUDVW��LQ�SHUVRQ�VDOHV�
was the only channel to see a negative net 
FKDQJH�LQ�XVH�DW�������7KLV�VXJJHVWV�GLJLWDO�

FKDQQHOV�PD\�KDYH�EHHQ�NH\�WR�HDVLQJ�
WKH�FXVWRPHU�VDOHV�H[SHULHQFH�IRU�PDQ\�
60%V�GXULQJ�WKH�&29Ζ'����SDQGHPLF��)RU�
H[DPSOH��86�EDVHG�(WWLHQH�0DUNHW�ZDV�
IRUFHG�WR�FORVH�WZR�RI�LWV�SK\VLFDO�VWRUHV�
GXULQJ�WKH�SDQGHPLF��EXW�KDV�VLQFH�SLYRWHG�
PXFK�RI�LWV�EXVLQHVV�WR�HFRPPHUFH��VHH�
Ȋ(WWLHQH�0DUNHW�Ȃ�7KH�SLYRW�WR�GLJLWDOȋ��

���� �6HH�DGGLWLRQDO�'HORLWWH�UHVHDUFK�LQ�XQGHUVWDQGLQJ�KRZ�60%V�FDQ�XVH�GLJLWDO�VDOHV�FKDQQHOV�WR�QDYLJDWH�WKH�RXWEUHDN�RI�&29Ζ'�����IRU�H[DPSOH�Ȋ&KDQJLQJ�
FRQVXPHU��GLJLWDO�PDUNHWLQJ�DQG�LPSDFW�RI�&RYLG���ȋ and Ȋ9LUWXDO�6DOHV�DPLG�&29Ζ'����DQG�DIWHUȋ�

���� �6DOHV�FKDQQHOV�FDQ�EH�LGHQWLȴHG�DV�GLUHFW�RU�LQGLUHFW��'LUHFW�UHIHUV�WR�D�FKDQQHO�ZKHUH�D�VDOH�LV�PDGH�DQG�WUDQVDFWLRQ�FDUULHG�RXW��H�J��LQ�SHUVRQ�SRLQW�RI�VDOH��
RQOLQH�PDUNHWSODFHV��DQG�RUGHULQJ�DSSV���ΖQGLUHFW�UHIHUV�WR�D�FKDQQHO�ZKHUH�VDOHV�FDQ�EH�RULJLQDWHG�RU�FRQYHUWHG�EDVHG�RQ�LQWHUDFWLRQV�ZLWK�FXVWRPHUV��H�J��
HQTXLULQJ�RU�SODFLQJ�RUGHUV�RYHU�VRFLDO�PHGLD��WR�EH�FRPSOHWHG�LQ�VWRUH�RU�YLD�DQRWKHU�SODWIRUP���:KLOH�WKHUH�DUH�QR�FKDQQHOV�ZKLFK�IDOO�H[FOXVLYHO\�LQWR�RQH�
JURXS�RU�WKH�RWKHU��WKLV�FODVVLȴFDWLRQ�KHOSV�WR�LOOXVWUDWH�WKH�GLHUHQW�UROHV�FHUWDLQ�FKDQQHOV�PD\�SOD\�LQ�WKH�RYHUDOO�VDOHV�SURFHVV�

���� �5HVSRQGHQWV�ZKR�ZHUH�QRW�RSHQ�DW�WKH�WLPH�RI�WKH�VXUYH\�ZHUH�H[FOXGHG�IURP�TXHVWLRQV�UHODWHG�WR�WKH�VDOH�RI�SURGXFWV�EHFDXVH�WKH\�ZHUH�QRW�PDNLQJ�VDOHV�
DW�WKH�WLPH�RI�WKH�VXUYH\��)RU�PRUH�GHWDLOV�VHH�$SSHQGL[���

���� �ΖQ�IDFW��MXVW�XQGHU�KDOI�RI�60%�UHVSRQGHQWV�������VWDWHG�WKDW�WKH\�KDG�VWDUWHG�XVLQJ��RU�KDG�LQFUHDVHG�WKHLU�XVDJH�RI��VRFLDO�PHGLD�IRU�PDNLQJ�VDOHV��ZLWK�����
LQGLFDWHG�WKLV�IRU�RQOLQH�PHVVDJLQJ�
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Figure 8: 6WDWHG�FKDQJH�LQ�XVH�RI�GLHUHQW�VDOHV�FKDQQHOV�VLQFH�WKH�RXWEUHDN�RI�&29Ζ'����DV�D�SURSRUWLRQ
  of respondents that are currently making sales.
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:LWKLQ�GHYHORSLQJ�FRXQWULHV��WKHVH�WUHQGV�
ZHUH�DPSOLȴHG��ZLWK�WKH�QHW�FKDQJH�LQ�XVH�
RI�VRFLDO�PHGLD��RQOLQH�PHVVDJLQJ��RQOLQH�
RUGHULQJ�DSSV��WHOHSKRQH�DQG�RQOLQH�
SD\PHQW�SODWIRUPV�WZLFH�DV�KLJK�DV�WKRVH�
LQ�GHYHORSHG�FRXQWULHV��DV�VKRZQ�LQ�)LJXUH�
���7KLV�ZDV�PRVW�SURQRXQFHG�LQ�%UD]LO��
ΖQGLD��DQG�0H[LFR��ZKHUH�PRUH�WKDQ�����
RI�60%V�VWDUWHG�XVLQJ�RU�LQFUHDVHG�WKHLU�
XVDJH�RI�VRFLDO�PHGLD�RU�RQOLQH�PHVVDJLQJ�
VLQFH�WKH�RXWEUHDN�RI�&29Ζ'�����ΖQ�FRQWUDVW��
WKLV�ȴJXUH�ZDV�����LQ�-DSDQ�DQG�����LQ�8.��

7KLV�GLHUHQFH�FRXOG�LQ�SDUW�EH�H[SODLQHG�
E\�PRUH�60%V�PRYLQJ�DZD\�IURP�SK\VLFDO�
FKDQQHOV��7KH�SURSRUWLRQ�RI�60%V�WKDW�
GHFUHDVHG�RU�VWRSSHG�XVLQJ�LQ�SHUVRQ�
SRLQWV�RI�VDOH�LQ�GHYHORSLQJ�FRXQWULHV�ZDV�
WZLFH�DV�KLJK�DV�LQ�GHYHORSHG�FRXQWULHV��
+RZHYHU��WKLV�FRXOG�DOVR�UHȵHFW�WKH�JUHDWHU�
increases in digital adoption in developing 
FRXQWULHV��D�WUHQG�ZKLFK�SUHFHGHG�WKH�
RXWEUHDN�RI�&29Ζ'������

���� 6HH�3HZ�5HVHDUFK�&HQWHU��Ȋ6RFLDO�0HGLD�8VH�&RQWLQXHV�WR�5LVH�LQ�'HYHORSLQJ�&RXQWULHV�EXW�3ODWHDXV�$FURVV�'HYHORSHG�2QHVȋ�

2QOLQH�PHVVDJLQJ�DQG�
social media were 
the most popular 
sales channels to 
adopt and use during 
WKH�SDQGHPLF��ZLWK�
net increases in use 
RI�����DQG�����
UHVSHFWLYHO\�

E T T I E N E  M A R K E T  –  T H E  P I V O T  T O  D I G I TA L

Many SMBs have lost their primary sales channel due to 
SK\VLFDO�UHVWULFWLRQV��DQG�DUH�XVLQJ�GLJLWDO�WRROV�WR�SLYRW�WKHLU�
EXVLQHVV�PRGHOV��(WWLHQH�0DUNHW�LV�D�NLWFKHQ�DQG�SDQWU\�VWRUH�
LQ�0F.LQQH\��7H[DV�WKDW�DLPV�WR�SURYLGH�LWV�FXVWRPHUV�ZLWK�WKH�
H[SHULHQFH�RI�D�WUDGLWLRQDO�(QJOLVK�VKRS��3ULRU�WR�&29Ζ'�����
(WWLHQH�0DUNHW�KDG�SK\VLFDO�VWRUHV�LQ�IRXU�ORFDWLRQV��ZLWK�DQ�
HPSKDVLV�RQ�EXLOGLQJ�VWURQJ�UHODWLRQVKLSV�ZLWK�FXVWRPHUV�
DQG�D�IRFXV�RQ�VHOOLQJ�WKLV�H[SHULHQFH�UDWKHU�WKDQ�D�VSHFLȴF�
SURGXFW��

7KH�LPSDFW�RI�WKH�SDQGHPLF�OHG�WR�WZR�RI�WKHVH�VWRUHV�EHLQJ�
SHUPDQHQWO\�FORVHG��ZLWK�WKH�UHPDLQGHU�H[SHULHQFLQJ�D�JUHDWO\�
UHGXFHG�IRRWIDOO��$V�D�UHVXOW��(WWLHQH�0DUNHW�EHJDQ�IRFXVLQJ�
PRUH�RQ�WKRVH�SURGXFWV�ZKLFK�FRXOG�EH�VDIHO\�VKLSSHG�WR�
FXVWRPHUV��VXFK�DV�KRPHZDUH�DQG�NLWFKHQ�XWHQVLOV��)DFHERRN�
DQG�ΖQVWDJUDP�ZHUH�XVHG�WR�HQJDJH�ZLWK�FRQVXPHUV�DQG�
LQFUHDVH�DZDUHQHVV�RI�WKHVH�SURGXFWV��6XEVHTXHQWO\��RUGHUV�
WKURXJK�WKH�RQOLQH�VWRUH�JUHZ��������1RW�RQO\�GLG�GLJLWDO�
WRROV�HQDEOH�WKLV�SLYRW�WR�RQOLQH�VDOHV��EXW�&RU\DQQH�(WWLHQH��
IRXQGHU�RI�(WWLHQH�0DUNHW�DWWULEXWHV�WKH�LQFUHDVH�GLUHFWO\�WR�
WKH�RQOLQH�FRQWHQW�SURGXFHG��%\�SRVWLQJ�YLGHRV�DQG�SKRWRV�
RQ�VRFLDO�PHGLD�RI�&RU\DQQH�LQ�KHU�KRPH��(WWLHQH�0DUNHW�
ZDV�DEOH�WR�UHWDLQ�D�SHUVRQDO�FRQQHFWLRQ�ZLWK�FXVWRPHUV�DQG�
FUHDWH�DZDUHQHVV�RI�SURGXFWV��HYHQ�ZLWKRXW�DFWLYHO\�SURPRWLQJ�
WKHP��“Customers often ask how I am and what I’m doing, so still 
being able to be the face of the company, albeit virtually, is really 
invaluable.”

)RU�H[DPSOH��&RU\DQQH�UHJXODUO\�SRVWV�ΖQVWDJUDP�VWRULHV�
XSGDWLQJ�FXVWRPHUV�RQ�ZKDW�VKH�LV�GRLQJ��ΖQ�RQH��VKH�XVHG�DQ�
(WWLHQH�0DUNHW�PXJ�DQG��GHVSLWH�PDNLQJ�QR�VSHFLȴF�PHQWLRQ�RI�
WKH�SURGXFW��LW�VROG�RXW�RQ�WKHLU�ZHEVLWH�ZLWKLQ����KRXUV��

3LFWXUH��� &RU\DQQH��IRXQGHU�RI�(WWLHQH�0DUNHW�� 
6RXUFH��ΖQVWDJUDP��#HWWLHQHPDUNHW��
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���� �7KLV�DOVR�LQFOXGHV�VDOHV�FKDQQHOV�ZKLFK�ZHUH�LGHQWLȴHG�E\�60%V�DV�QRW�KDYLQJ�FKDQJHG�ZKHQ�WKH�RWKHU�VDOHV�FKDQQHOV�XVHG�E\�WKH�UHVSRQGHQW�KDG�DOO�
GHFUHDVHG�

���� �'HORLWWHȇV�'LJLWDO�&RQVXPHU�7UHQGV�VXUYH\�IRXQG�WKDW�����RI�UHVSRQGHQWV�KDG�LQFUHDVHG�WKHLU�XVH�RI�VRFLDO�PHGLD�GXULQJ�ORFNGRZQ�LQ�WKH�8.��KLJKHU�WKDQ�DQ\�
RWKHU�DFWLYLW\�LQFOXGHG�LQ�WKH�VXUYH\��6HH�'HORLWWH���������Ȋ/DVWLQJ�ORFNGRZQ�KDELWV��D�QHZ�GLJLWDO�FRQVXPHU"ȋ�

���� �$�ORJLVWLF�UHJUHVVLRQ�RI�UHVSRQGHQW�FKDUDFWHULVWLFV�RQ�D�FDWHJRULFDO�YDULDEOH�IRU�60%V�WKDW�LGHQWLȴHG�VRFLDO�PHGLD�DV�WKH�FKDQQHO�WKDW�KDG�H[SHULHQFHG�HLWKHU�
WKH�ODUJHVW�LQFUHDVH�RU�VPDOOHVW�GHFUHDVH�LQ�PDNLQJ�VDOHV��3OHDVH�VHH�$SSHQGL[���7DEOH���IRU�PRUH�GHWDLOV�

Digital channels have been the least 
DGYHUVHO\�DHFWHG�E\�WKH�FULVLV�ZKHQ�
making sales… 
SMBs using multiple sales channels were 
DOVR�DVNHG�DERXW�WKH�SHUIRUPDQFH�RI�
WKHVH�GLHUHQW�FKDQQHOV��VSHFLȴFDOO\��ZKLFK�
channel had seen the largest increase or 
VPDOOHVW�GHFUHDVH�LQ�VDOHV��HLWKHU�GLUHFW�RU�
LQGLUHFW�65�$OPRVW�RQH�WKLUG�RI�UHVSRQGHQWV�
using multiple channels reported that 
social media and online messaging had 
SHUIRUPHG�WKH�EHVW��SURYLQJ�WR�EH�WKH�
PRVW�UHVLOLHQW�IRU�����RI�WKHVH�60%V��
2WKHU�GLJLWDO�WRROV�WKDW�ZHUH�KLJKOLJKWHG�E\�
UHVSRQGHQWV�ZHUH�WKHLU�RZQ�ZHEVLWH�������
YLGHR�FDOOLQJ�SODWIRUPV�������DQG�RQOLQH�
PDUNHWSODFHV�������

6RPH�RI�WKHVH�VDOHV�PD\�QRW�EH�GLUHFWO\�
DWWULEXWDEOH�WR�VRFLDO�PHGLD�DQG�RQOLQH�
PHVVDJLQJ��+RZHYHU��WKHVH�SDWWHUQV�PD\�
UHȵHFW�WKDW�WKHVH�FKDQQHOV�KDYH�EHHQ�
LPSRUWDQW�IRU�RULJLQDWLQJ��GHYHORSLQJ�DQG�
FRQYHUWLQJ�VDOHV��7KLV�LV�SHUKDSV�GXH�WR�WKH�

UHDFK�WKDW�VRFLDO�PHGLD�SODWIRUPV�KDYH��DQG�
WKH�LQFUHDVLQJ�DPRXQWV�RI�WLPH�FRQVXPHUV�
DUH�VSHQGLQJ�RQOLQH��DQG�RQ�VRFLDO�PHGLD�66

)HPDOH�OHG�60%V�KLJKOLJKWHG�VRFLDO�PHGLD�
PRUH�RIWHQ�WKDQ�PDOH�OHG�60%V������
DQG�����UHVSHFWLYHO\���ΖQ�DGGLWLRQ������RI�
UHVSRQGHQWV�IURP�GHYHORSLQJ�FRXQWULHV�
KLJKOLJKWHG�RQOLQH�PHVVDJLQJ��FRPSDUHG�
WR����LQ�GHYHORSHG�FRXQWULHV��UHȵHFWLQJ�
WKH�LPSRUWDQFH�RI�PHVVDJLQJ�SODWIRUPV�LQ�
GHYHORSLQJ�FRXQWULHV�DV�D�VRXUFH�RI�VDOHV�
IRU�60%V��&RQWUROOLQJ�IRU�RWKHU�IDFWRUV��
SMBs in developing countries were almost 
����WLPHV�PRUH�OLNHO\�WR�VHOHFW�VRFLDO�PHGLD�
DV�WKH�PRVW�UHVLOLHQW�FKDQQHO��ULVLQJ�WR�
PRUH�WKDQ�WZR�DQG�KDOI�WLPHV�IRU�RQOLQH�
PHVVDJLQJ��� This was particularly the case 
LQ�%UD]LO�DQG�0H[LFR��ZKHUH�����DQG�����
RI�UHVSRQGHQWV�LGHQWLȴHG�RQOLQH�PHVVDJLQJ�
DV�WKH�PRVW�UHVLOLHQW�FKDQQHO��UHVSHFWLYHO\�

$OPRVW�RQH�WKLUG�RI�
respondents using 
multiple channels 
reported that social 
media and online 
messaging had 
SHUIRUPHG�WKH�EHVW��
SURYLQJ�WR�EH�WKH�
PRVW�UHVLOLHQW�IRU�����
RI�WKHVH�60%V�
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Figure 9:  6WDWHG�QHW�FKDQJH�LQ�XVH�RI�GLHUHQW�VDOHV�FKDQQHOV�DPRQJ�VXUYH\HG�60%V�VLQFH�WKH�RXWEUHDN�RI�&29Ζ'�����E\�
� FRXQWU\�GHYHORSPHQW�

'HYHORSHG�FRXQWU\ 'HYHORSLQJ�FRXQWU\

6RXUFH��'HORLWWH�VXUYH\�DQDO\VLV�
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SMBs are using digital channels to sell 
new products…
$�ODUJH�PDMRULW\�RI�EXVLQHVVHV�VXUYH\HG�
������UHSRUWHG�VHOOLQJ�QHZ�SURGXFWV�GXULQJ�
WKH�SDQGHPLF��:KLOH�WKH�VXUYH\�UHVXOWV�
GR�QRW�DOORZ�IRU�D�GLUHFW�FRPSDULVRQ�ZLWK�
WKH�UDWH�DW�ZKLFK�EXVLQHVVHV�LQWURGXFHG�
QHZ�SURGXFWV�SULRU�WR�WKH�RXWEUHDN�RI�
&29Ζ'�����LW�LV�QRWHZRUWK\�WKDW�PRUH�
WKDQ�WKUHH�TXDUWHUV�RI�60%V�VXUYH\HG�
ZHUH�VWLOO�DGDSWLQJ�WKHLU�SURGXFW�RHULQJV�
DQG�LQQRYDWLQJ��7KLV�PD\�LQYROYH�PDNLQJ�
XSGDWHV�WR�H[LVWLQJ�SURGXFWV�RU�VHUYLFHV��
LQWURGXFLQJ�QHZ�SURGXFWV�RU�VHUYLFHV��RU�
HYHQ�SLYRWLQJ�WKHLU�HQWLUH�EXVLQHVV�PRGHO�68 

8VLQJ�GLJLWDO�WRROV�PD\�KHOS�ZLWK�WKH�
LQWURGXFWLRQ�RI�QHZ�SURGXFWV�LQ�D�QXPEHU�
RI�ZD\V��)LUVWO\��GLJLWDO�WRROV�LQ�JHQHUDO�PD\�
KHOS�ZLWK�SURGXFW�LGHDWLRQ��GHYHORSPHQW��
DQG�PDUNHW�DQDO\VLV��WKURXJK�DFFHVV�WR�
JUHDWHU�OHYHOV�RI�LQIRUPDWLRQ�UHJDUGLQJ�
FRQVXPHU�SUHIHUHQFHV��VXSSOLHUV��DQG�WKH�
FRPSHWLWLYH�ODQGVFDSH��6HFRQGO\��XVLQJ�
GLJLWDO�WRROV�DV�FKDQQHOV�WR�PDUNHW�DQG�
VHOO�QHZ�SURGXFWV�PD\�HQDEOH�60%V�WR�
UHDFK�JUHDWHU�DQG�PRUH�GLYHUVH�DXGLHQFHV��
([LVWLQJ�UHVHDUFK�VXSSRUWV�WKLV�LGHD��
*HQHUDO�ȴQGLQJV�OLQN�GLJLWDOLVDWLRQ�ZLWK�WKH�
DELOLW\�WR�JDWKHU�PDUNHW�NQRZOHGJH�PRUH�

HɝFLHQWO\��FRQQHFW�ZLWK�FRQVXPHUV��DQG�
HQWHU�QHZ�PDUNHWV���

ΖQGHHG��DPRQJ�EXVLQHVVHV�VXUYH\HG��
GLJLWDO�WRROV�KDYH�EHHQ�D�NH\�FRPSRQHQW�LQ�
LQWURGXFLQJ�QHZ�SURGXFWV�RU�VHUYLFHV��7KLV�
ZDV�WKH�FDVH�IRU�'RFNV�%HHUV��D�EUHZHU\�
EDVHG�LQ�*ULPEV\��8.��WKDW�LQFUHDVHG�WKH�
QXPEHU�RI�QHZ�SURGXFWV�LW�UHOHDVHG�GXULQJ�
WKH�SDQGHPLF��DQG�UHOLHG�RQ�VRFLDO�PHGLD�
WR�GR�VR��VHH�Ȋ'RFNV�%HHUV�Ȃ�8VLQJ�GLJLWDO�
WRROV�WR�VHOO�QHZ�SURGXFWVȋ���ΖQ�IDFW��WZR�
WKLUGV�RI�WKRVH�ZKR�VROG�QHZ�SURGXFWV�GLG�
VR�WKURXJK�VRPH�IRUP�RI�GLJLWDO�FKDQQHO��
DQG�����XVHG�VRFLDO�PHGLD�RU�RQOLQH�
PHVVDJLQJ��WKH�PRVW�SRSXODU�FKDQQHOV�IRU�
VHOOLQJ�QHZ�SURGXFWV�DPRQJ�WKH�VDPSOH��� 

:KHQ�FRQVLGHULQJ�WKH�GLHUHQFHV�DFURVV�
VHFWRUV��WKHUH�LV�D�FOHDU�UHODWLRQVKLS�
EHWZHHQ�WKH�LQWURGXFWLRQ�RI�QHZ�SURGXFWV�
DQG�GLJLWDO�WRRO�XVH��DQG�LQ�SDUWLFXODU�VRFLDO�
PHGLD�DQG�RQOLQH�PHVVDJLQJ��VHH�)LJXUH�
�����&RQWUROOLQJ�IRU�RWKHU�IDFWRUV��60%V�
WKDW�KDG�LQFUHDVHG�WKHLU�XVDJH�RI�GLJLWDO�
WRROV�IRU�PDNLQJ�VDOHV�ZHUH�����WLPHV�PRUH�
OLNHO\�WR�KDYH�VROG�QHZ�SURGXFWV�VLQFH�
WKH�RXWEUHDN�RI�&29Ζ'������ This rose to 
����WLPHV�IRU�WKRVH�LQFUHDVLQJ�WKHLU�XVH�RI�
RQOLQH�PHVVDJLQJ�IRU�WKLV�SXUSRVH���

���� 6HH�3<0176��Ȋ60%V�3LYRW�DQG�&KDQJH�%XVLQHVV�0RGHOV�WR�6XUYLYH�&29Ζ'���ȋ�
���� �6HH�$OEHQD�3HUJHORYD��7DWLDQD�0DQRORYD��5DOLWVD�6LPHRQRYD�*DQHYD��DQG�'HVLVODYD�<RUGDQRYD���������Ȋ'HPRFUDWL]LQJ�(QWUHSUHQHXUVKLS"�'LJLWDO�7HFKQRORJLHV�

DQG�WKH�ΖQWHUQDWLRQDOL]DWLRQ�RI�)HPDOH�/HG�60(Vȋ�
���� �6HSDUDWHO\������RI�60%V�UHSRUWHG�XVLQJ�VRFLDO�PHGLD�WR�VHOO�QHZ�SURGXFWV�DQG�����XVHG�RQOLQH�PHVVDJLQJ��7KH�QH[W�PRVW�SRSXODU�FKDQQHOV�IRU�QHZ�SURGXFWV�

ZHUH�WHOHSKRQH��������ZHEVLWH�������DQG�HPDLO�������
���� �$�ORJLVWLF�UHJUHVVLRQ�RI�UHVSRQGHQW�FKDUDFWHULVWLFV��LQFOXGLQJ�LQFUHDVLQJ�XVH�RI�GLJLWDO�WRROV�IRU�PDNLQJ�VDOHV��RQ�D�FDWHJRULFDO�YDULDEOH�IRU�60%V�WKDW�VROG�QHZ�

SURGXFWV�VLQFH�WKH�RXWEUHDN�RI�&29Ζ'�����6HH�7DEOH���IRU�IXUWKHU�LQIRUPDWLRQ�
���� �$�ORJLVWLF�UHJUHVVLRQ�RI�UHVSRQGHQW�FKDUDFWHULVWLFV��LQFOXGLQJ�LQFUHDVLQJ�XVH�RI�VRFLDO�PHGLD�IRU�PDNLQJ�VDOHV��RQ�D�FDWHJRULFDO�YDULDEOH�IRU�60%V�WKDW�VROG�QHZ�

SURGXFWV�VLQFH�WKH�RXWEUHDN�RI�&29Ζ'�����6HH�7DEOH���IRU�IXUWKHU�LQIRUPDWLRQ�

7ZR�WKLUGV�RI�WKRVH�
who sold new 
products did so 
WKURXJK�VRPH�IRUP�
RI�GLJLWDO�FKDQQHO��
DQG�����XVHG�VRFLDO�
media or online 
PHVVDJLQJ�
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Figure 10: SMB sales channels with the largest increase, or smallest decrease in sales out of SMBs using multiple sales channels.

Source: Deloitte survey analysis.
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Figure 11: SMBs selling new products plotted against the proportion of these SMBs using digital tools, by sector.

Source: Deloitte survey analysis.
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:KLOH�VRFLDO�PHGLD�DQG�RQOLQH�PHVVDJLQJ�PD\�QRW�DOZD\V�EH�D�
GLUHFW�RXWOHW�IRU�VHOOLQJ��PDQ\�60%V�UHO\�RQ�LW�WR�JHQHUDWH�VDOHV��
)RU�H[DPSOH��'RFNV�%HHUV��EDVHG�LQ�*ULPVE\��8.��LV�D�EUHZHU\�
WKDW�SURGXFHV�FUDIW�EHHUV���ΖQ������WKH�EXVLQHVV�FRQYHUWHG�DQ�
ROG�FKXUFK�LQWR�D�QHZ�EUHZHU\�DQG�GHGLFDWHG�WDS�URRP�ZLWK�
WKH�VSDFH�WR�VHOO�GLUHFWO\�WR�FXVWRPHUV��6LQFH�WKHQ��WXUQRYHU�KDV�
LQFUHDVHG�ȴYH�IROG�DQG�DQ�HYHQW�VSDFH��GHVLJQHG�WR�KROG�PXVLF�
DQG�FRPHG\�VKRZV�DV�ZHOO�DV�RWKHU�OLYH�HYHQWV��ZDV�RSHQHG�LQ�
0DUFK�������3ULRU�WR�WKH�RXWEUHDN�RI�&29Ζ'�����WKH�PDMRULW\�
RI�'RFNV�%HHUV�SURGXFWV�ZHUH�VROG�WR�LWV�PDQ\�WDSURRP�
FXVWRPHUV�DV�ZHOO�DV�WR�ZKROHVDOH�DQG�RQ�WUDGH�EXVLQHVVHV�Ȃ�
WKH�SXEV�DQG�EDUV�WKDW�VHOO�WKHLU�SURGXFW�RQWR�FRQVXPHUV��

/RFNGRZQ�UHVWULFWLRQV�KDG�D�KXJH�LPSDFW�RQ�WKH�EXVLQHVV��
:LWK�HQIRUFHG�FORVXUHV�RI�SXEV�DQG�EDUV��DOPRVW�DOO�RSHUDWLRQV�
KDG�WR�EH�FHDVHG��ΖQ�UHVSRQVH��'RFNV�%HHUV�TXLFNO\�SLYRWHG�
WR�HFRPPHUFH��UHȴQLQJ�WKHLU�ZHEVLWH�WR�IDFLOLWDWH�RQOLQH�VDOHV��
&UXFLDO�WR�WKLV�VWUDWHJ\�ZDV�D�IRFXV�RQ�WKH�DSSUR[LPDWHO\�
�������IROORZHUV�DFURVV�VRFLDO�PHGLD�DFFRXQWV��%\�FUHDWLQJ�
FRQWHQW�WKDW�JXLGHG�FXVWRPHUV�WR�WKHLU�ZHEVLWH��UHIHUUDOV�IURP�
WKHVH�SODWIRUPV�WR�WKH�'RFNV�%HHUV�RQOLQH�VKRS�URVH�IURP�
����RI�DOO�UHIHUUDOV�WR�����ZKLOVW�ORFNGRZQ�UHVWULFWLRQV�ZHUH�LQ�
SODFH��

6RFLDO�PHGLD�LV�DOVR�HQDEOLQJ�'RFNV�%HHUV�WR�SURPRWH�QHZ�
SURGXFWV��VRPHWKLQJ�FR�RZQHU�:LOO�'RXJODV�WKLQNV�LV�DQ�
LPSRUWDQW�SDUW�RI�WKH�FRPSDQ\ȇV�VXFFHVV��“We’ve launched far 
more beers in the last seven months than we did in the previous 
seven months, as well as a new gin and a new rum, and we rely 
heavily on social media to publicise the launch of those new 
products.” 

2YHUDOO��:LOO�EHOLHYHV�WKDW�WKH�&29Ζ'����SDQGHPLF�KDV�JLYHQ�WKH�
EXVLQHVV�WLPH�WR�IRFXV�RQ�LWV�GLJLWDO�IRRWSULQW��VRPHWKLQJ�WKDW�
KH�YDOXHV�DW�DOO�VWDJHV�RI�WKH�FXVWRPHU�MRXUQH\��“As an owner, 
I have come to view the business through digital eyes, rather than 
just physical versus virtual sales.”

3LFWXUH��� 'RFNV�%HHUV�EUHZHU\��6RXUFH��:LOO�'RXJODV�



22

Digital Tools in Crisis and Recovery  | Maintaining customer relationships

SMBs are using digital tools to remain connected to their 
FXVWRPHUV�DIWHU�D�VDOH��WR�GHYHORS�UHODWLRQVKLSV��DQG� 
LPSURYH�UHWHQWLRQ�

���� 6HH�6PDOO�%XVLQHVV���������Ȋ/DFN�RI�KXPDQ�LQWHUDFWLRQ�ORVHV�FXVWRPHUVȋ�
���� �$FFRUGLQJ�WR�VXUYH\�E\�6DOHVIRUFH������RI�UHVSRQGHQWV�VDLG�WKH\�ZHUH�ZLOOLQJ�WR�SD\�D�OLWWOH�PRUH�WR�VXSSRUW�D�VPDOO�EXVLQHVV��EXW�����UHSRUWHG�WKDW�WKH\�

H[SHFWHG�WKHVH�EXVLQHVV�WR�XQGHUVWDQG�WKHLU�QHHGV�DQG�HPRWLRQV��6HH�Ȋ+RZ�'R�6PDOO�%XVLQHVVHV�(DUQ�&XVWRPHU�/R\DOW\"ȋ�

Maintaining customer 
relationships

Digital tools have enabled businesses 
and consumers to stay connected… 
2QH�RI�WKH�PRVW�VLJQLȴFDQW�FKDQJHV�IRU�
PDQ\�60%V��UHVXOWLQJ�IURP�WKH�RXWEUHDN�RI�
&29Ζ'�����LV�LQ�HQJDJHPHQW�ZLWK�FXVWRPHUV�
SRVW�VDOHV��ΖQ�SHUVRQ�FRPPXQLFDWLRQ�
LV�NH\�IRU�PDQ\�EXVLQHVVHV�WR�GHHSHQ�
relationships with their customers and 
EHWWHU�XQGHUVWDQG�WKHLU�QHHGV��VRPHWKLQJ�
WKDW�LV�YLWDOO\�LPSRUWDQW�IRU�60%V������� 

$FURVV�DOO�60%V�VXUYH\HG��LQ�SHUVRQ�
communication at this stage saw a net 
GHFUHDVH�RI�����VLQFH�WKH�RXWEUHDN�

RI�&29Ζ'�����ZLWK�����RI�UHVSRQGHQWV�
UHSRUWLQJ�WKDW�WKHVH�W\SHV�RI�LQWHUDFWLRQV�
KDG�FHDVHG�DOWRJHWKHU��VHH�)LJXUH������
$V�VXFK��WKH�PDQQHU�LQ�ZKLFK�60%V�FDQ�
SHUIRUP�WKHVH�DFWLYLWLHV�KDV�FKDQJHG��

0DQ\�60%V��OLNH�3«�QR�&K¥R��D�VSHFLDOLVW�
FKLOGFDUH�SURYLGHU�EDVHG�LQ�%UD]LO��KDYH�
moved to digital tools such as social media 
and live streaming to stay connected with 
WKHLU�FXVWRPHUV�DQG�EXLOG�UHODWLRQVKLSV�WR�
VXVWDLQ�WKHLU�EXVLQHVV��VHH�Ȋ3«�QR�&K¥R�Ȃ�
9LUWXDO�SOD\�VSDFHȋ��

����RI�UHVSRQGHQWV�
reported that 
LQ�SHUVRQ�
communications with 
FXVWRPHUV�DIWHU�D�VDOH�
KDG�FHDVHG�HQWLUHO\�

P É  N O  C H Ã O  –  V I R T U A L  P L AY  S PA C E

6HW�XS�LQ������LQ�*XDUXOKRV��%UD]LO��3«�QR�&K¥R�SURYLGHV�
FKLOGUHQ�XQGHU�WKH�DJH�RI�VL[�ZLWK�D�VDIH�SODFH�WR�SOD\�DQG�
OHDUQ��3«�QR�&K¥R�DQG�LWV�IRXQGHUV�'DQLHOD�)DOFDR�DQG�*DEULHOD�
0LUDQGD�GH�6RX]D�ZDQWHG�WR�FKDQJH�WKH�ZD\�FKLOGUHQ�OHDUQ�
EHFDXVH�WKH\�IHOW�WKDW�WUDGLWLRQDO�VFKRROV�ZHUH�QRW�PHHWLQJ�
WKH�HGXFDWLRQDO�QHHGV�RI�\RXQJ�FKLOGUHQ��3«�QR�&K¥RȇV�WHDP�RI�
ten specialist early childhood educators use games and other 
LQWHUDFWLYH�DFWLYLWLHV�WR�FUHDWH�D�IULHQGO\�SOD\IXO�HQYLURQPHQW�
ZKHUH�FKLOGUHQ�FDQ�OHDUQ�DW�WKHLU�RZQ�SDFH�ZLWKRXW�VWUHVV��

6LQFH�LWV�LQFHSWLRQ��3«�QR�&K¥R�KDV�XVHG�VRFLDO�PHGLD�WR�
LQIRUP�SDUHQWV�DERXW�WKHLU�VHUYLFHV��7KH\�KDYH�UHOLHG�RQ�
WKLV��DQG�GLUHFW�ZRUG�RI�PRXWK��WR�UHDFK�QHZ�FOLHQWV��'XH�
WR�WKH�RXWEUHDN�RI�&29Ζ'�����3«�QR�&K¥R�KDG�WR�FORVH�LWV�
SK\VLFDO�SOD\�DUHD��'DQLHOD�DQG�KHU�WHDP�ZHUH�YHU\�DZDUH�
RI�WKH�LPSRUWDQFH�RI�NHHSLQJ�FKLOGUHQ�FRQQHFWHG�ZLWK�HDFK�
RWKHU�DQG�VR�LQFUHDVHG�WKHLU�XVH�RI�VRFLDO�PHGLD�LQ�RUGHU�WR�
SURYLGH�HQWHUWDLQPHQW�WR�WKH�FKLOGUHQ�DQG�SDUHQWV�GLJLWDOO\��
$FFRUGLQJ�WR�'DQLHOD��WKH\�IRFXVHG�RQ�WKLV�EHFDXVH�LW�SURYLGHV�
HDV\�DFFHVV�WR�FRPPXQLFDWLRQ�ZLWK�WKHLU�FXVWRPHUV��“We use 
Instagram the most – a lot of mothers are already on Instagram 
and it’s easy for them to share our content”��$V�D�UHVXOW��3«�QR�
&K¥R�KDV�EHHQ�DEOH�WR�JURZ�WKHLU�DXGLHQFH�E\�����IROORZHUV�

D�PRQWK�GXULQJ�WKH�SDQGHPLF��GXULQJ�ZKLFK�WLPH�WKH\�DOVR�
DFKLHYHG�WKHLU�PD[LPXP�UHDFK�WR�GDWH�RI�PRUH�WKDQ��������
SHRSOH�

$V�ZHOO�DV�LQFUHDVLQJ�WKHLU�DPRXQW�RI�FRQWHQW��3«�QR�&K¥R�
WXUQHG�WR�SUHYLRXVO\�OLWWOH�XVHG�IHDWXUHV�RI�VRFLDO�PHGLD��7KH\�
XVHG�OLYH�VWUHDPLQJ�WR�KROG�LQWHUDFWLYH�VHVVLRQV�ZLWK�ERWK�
FKLOGUHQ��VXFK�DV�D�YLUWXDO�ELQJR�VHVVLRQ��DQG�ZLWK�SDUHQWV��VXFK�
DV�ZRUNVKRSV�RQ�RSWLPLVLQJ�WKH�KRPH�OHDUQLQJ�HQYLURQPHQW��
'DQLHOD�VHHV�WKLV�DV�NH\�WR�PDLQWDLQLQJ�UHODWLRQVKLSV�DQG��
XOWLPDWHO\��WR�EXLOGLQJ�DZDUHQHVV�RI�WKHLU�EXVLQHVV��“We want 
parents to remember us so that when this is over they come back”.

3LFWXUH��� 'DQLHOD�)DOFDR��IRXQGHU�RI�3«�QR�&K¥R��6RXUFH��'DQLHOD�)DOFDR�
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SMBs in our survey increased their use 
RI�VRFLDO�PHGLD�DQG�RQOLQH�PHVVDJLQJ�
FKDQQHOV�LQ�SDUWLFXODU��7KH�ODUJHVW�QHW�
LQFUHDVH�ZDV�LQ�WKHLU�XVH�RI�RQOLQH�
PHVVDJLQJ��������IROORZHG�E\�UHVSRQVH�
WR�VRFLDO�PHGLD�SRVWV�������DQG�GLUHFW�
PHVVDJLQJ�WKURXJK�VRFLDO�PHGLD��������
$JDLQ��WKHUH�ZDV�YDULDWLRQ�EHWZHHQ�
FRXQWULHV��ZLWK�60%V�LQ�GHYHORSLQJ�
FRXQWULHV�PRUH�OLNHO\�WR�LQFUHDVH�WKHLU�
XVDJH�RI�GLJLWDO�WRROV�IRU�FRPPXQLFDWLRQ�
WKDQ�WKRVH�LQ�GHYHORSHG�FRXQWULHV��)RU�
H[DPSOH������RI�EXVLQHVVHV�VXUYH\HG�
LQ�ΖQGLD�VWDUWHG�XVLQJ��RU�LQFUHDVHG�
WKHLU�XVDJH�RI��VRPH�IRUP�RI�GLJLWDO�WRRO��
FRPSDUHG�WR�MXVW�����LQ�-DSDQ�DQG�����LQ�
*HUPDQ\��7KLV�GLHUHQFH�LQ�WKH�FKDQJH�LQ�
XVDJH�EHWZHHQ�GHYHORSHG�DQG�GHYHORSLQJ�
ZDV�HYHQ�PRUH�SURQRXQFHG�ZKHQ�ORRNLQJ�
VSHFLȴFDOO\�DW�VRFLDO�PHGLD�DQG�RQOLQH�
PHVVDJLQJ�SODWIRUPV��&RQWUROOLQJ�IRU�
RWKHU�FKDUDFWHULVWLFV��60%V�LQ�GHYHORSLQJ�
FRXQWULHV�ZHUH�PRUH�WKDQ�WZLFH�DV�OLNHO\�
as those in developed countries to have 

LQFUHDVHG�WKH�XVH�RI�WKHVH�FKDQQHOV�WR�
FRPPXQLFDWH�DIWHU�D�VDOH���

7KHUH�ZDV�DOVR�D�FOHDU�JHQGHU�GLYLGH��
Despite a smaller net decrease in the 
XVH�RI�SK\VLFDO�FKDQQHOV��WKHUH�ZDV�D�
greater net increase in all other channels 
DPRQJ�IHPDOH�OHG�60%V�WKDQ�DPRQJ�
PDOH�OHG�60%V��VHH�)LJXUH������7KLV�ZDV�
HVSHFLDOO\�WKH�FDVH�IRU�VRFLDO�PHGLD�DQG�
RQOLQH�PHVVDJLQJ�DSSV��ZKHUH�����RI�
IHPDOH�OHG�60%V�XVHG�DW�OHDVW�RQH�RI�WKHVH�
FKDQQHOV��FRPSDUHG�WR�����RI�PDOH�OHG�
60%V��7KLV�PLJKW�DJDLQ�LOOXVWUDWH�KRZ�
60%V�DUH�DGDSWLQJ�LQ�GLHULQJ�ZD\V�WR�WKH�
SDQGHPLF��ZLWK�IHPDOH�OHG�60%V�PRUH�
digitally oriented in their response to the 
FULVLV��&RQWUROOLQJ�IRU�RWKHU�FKDUDFWHULVWLFV��
IHPDOH�RSHUDWHG�EXVLQHVVHV�ZHUH�RQH�DQG�
D�KDOI�WLPHV�PRUH�OLNHO\�WR�KDYH�LQFUHDVHG�
WKHLU�XVH�RI�VRFLDO�PHGLD�RU�RQOLQH�
PHVVDJLQJ�WR�FRPPXQLFDWH�DIWHU�D�VDOH���

SMBs in developing 
countries were more 
WKDQ�WZLFH�DV�OLNHO\�DV�
those in developed 
countries to have 
increased the use 
RI�VRFLDO�PHGLD�RU�
online messaging to 
FRPPXQLFDWH�DIWHU�D�
VDOH�
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Figure 12: Stated change in use of methods of after-sales communication since outbreak of COVID-19 as a
 proportion of respondents. 

Never used Stopped using Decreased Stayed the same Increased Started using

Source: Deloitte survey analysis.
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Figure 13: Stated net change in use of communication channels, by gender of business leader.

Female-led SMBsMale-led SMBs

Source: Deloitte survey analysis.

Direct messaging is being used to 
maintain a personal connection with 
customers after a sale is completed…
:KLOH�PXFK�RI�WKH�DZDUHQHVV�VWDJH�RI�
the customer journey relies on reaching 
WKH�ZLGHVW�SRVVLEOH�DXGLHQFH��SRVW�VDOHV�
FRPPXQLFDWLRQV�UHTXLUH�D�JUHDWHU�OHYHO�RI�
SHUVRQDOLVDWLRQ��'LUHFW�PHVVDJLQJ�SURYLGHV�
DQ�HɝFLHQW�FKDQQHO�IRU�60%V�WR�DFKLHYH�
WKLV��LQ�SODFH�RI�LQ�SHUVRQ�FRPPXQLFDWLRQ���  
60%V�DUH�XVLQJ�WKHVH�FKDQQHOV�WR�NHHS�
FXVWRPHUV�LQIRUPHG�DW�D�WLPH�ZKHQ��
IRU�PDQ\��XS�WR�GDWH�FRPPXQLFDWLRQ�LV�
PRVW�QHHGHG��0HVVDJLQJ�DSSV�DUH�DOVR�
LQFUHDVLQJO\�XVHG�E\�FXVWRPHUV��PDNLQJ�
LW�PRUH�FRQYHQLHQW�IRU�WKHP�WR�UHFHLYH�
LQIRUPDWLRQ�DQG�FRPPXQLFDWLRQV�IURP�
60%V�YLD�WKHVH�SODWIRUPV���

$V�ZH�KDYH�VHHQ��WKHUH�KDV�EHHQ�DQ�
LQFUHDVH�LQ�WKH�XVH�RI�GLUHFW�PHVVDJLQJ�
DPRQJ�60%V�VXUYH\HG��WKURXJK�ERWK�
VRFLDO�PHGLD�DQG�RQOLQH�PHVVDJLQJ�DSSV��
+RZHYHU��WKH�FKRLFH�RI�WKHVH�SODWIRUPV�
RQFH�DJDLQ�GLHUHG�VLJQLȴFDQWO\�EHWZHHQ�
FRXQWULHV��:KHQ�FRPPXQLFDWLQJ�ZLWK�
FXVWRPHUV��WKRVH�LQ�GHYHORSLQJ�FRXQWULHV�
UHSRUWHG�D�ODUJHU�LQFUHDVH�LQ�WKH�XVH�RI�

ERWK�RQOLQH�PHVVDJLQJ�DSSV�DQG�WR�D�
lesser extent direct messaging through 
VRFLDO�PHGLD��ΖQ�WKH�GHYHORSLQJ�FRXQWULHV�
VXUYH\HG��QHDUO\�WKUHH�TXDUWHUV�RI�
UHVSRQGHQWV�XVHG�:KDWV$SS�RU�)DFHERRN�
0HVVHQJHU�PRUH�VLQFH�WKH�RXWEUHDN�RI�
&29Ζ'�����FRPSDUHG�WR�MXVW�RYHU�KDOI�LQ�
GHYHORSHG�FRXQWULHV��7KLV�ȴQGLQJ�ZDV�PRVW�
VWDUN�LQ�%UD]LO�DQG�ΖQGLD��ZKHUH�PRUH�WKDQ�
����UHSRUWHG�DQ�LQFUHDVH�LQ�WKH�XVH�RI�
:KDWV$SS��FRPSDUHG�WR�����LQ�&DQDGD��
DQG�����LQ�86��7KLV�IROORZV�WKH�WUHQGV�VHHQ�
LQ�WKH�&RQVXPHU�5HSRUW��DQG�UHȵHFWV�WKH�
IDFW�WKDW�XVHUV�LQ�GHYHORSLQJ�FRXQWULHV�
DOUHDG\�IDYRXUHG�WKHVH�SODWIRUPV���

'LHUHQFHV�LQ�FRPPXQLFDWLRQ�FKDQQHOV�
also varied according to the geographical 
ORFDWLRQ�RI�EXVLQHVVHV�ZLWKLQ�FRXQWULHV��
7KH�QHW�LQFUHDVH�LQ�WKH�XVH�RI�ERWK�RQOLQH�
messaging apps and direct messaging 
WKURXJK�VRFLDO�PHGLD�ZDV�WZLFH�DV�ODUJH�IRU�
60%V�LQ�XUEDQ�DUHDV�FRPSDUHG�WR�WKRVH�
LQ�UXUDO�DUHDV��ΖQ�DGGLWLRQ��FRQWUROOLQJ�IRU�
RWKHU�IDFWRUV��60%V�LQ�XUEDQ�DUHDV�ZHUH�����
WLPHV�PRUH�OLNHO\�WR�VWDUW�XVLQJ�RU�LQFUHDVH�
WKHLU�XVH�RI�GLUHFW�PHVVDJLQJ�WKDQ�WKRVH�LQ�
UXUDO�DUHDV�80�7KLV�PD\�EH�EHFDXVH�PDQ\�

1HW�LQFUHDVH�LQ�WKH�
XVH�RI�ERWK�RQOLQH�
messaging apps and 
direct messaging 
through social media 
ZDV�WZLFH�DV�ODUJH�IRU�
60%V�LQ�XUEDQ�DUHDV�
WKDQ�IRU�WKRVH�LQ�UXUDO�
DUHDV�

���� 6HH�)RUEHV���������Ȋ0HVVHQJHU�0DUNHWLQJ��7KH�1HZ�:D\�7R�'R�%XVLQHVVȋ�
���� �8VH�RI�RQOLQH�PHVVDJLQJ�DSSV�KDV�JURZQ�DFURVV�WKH�JOREH��DV�GHPRQVWUDWHG�E\�0HVVHQJHU�3HRSOH��6HH�0HVVHQJHU�3HRSOH�Ȋ:KDWV$SS��:H&KDW�DQG�)DFHERRN�

0HVVHQJHU�$SSV�Ȃ�*OREDO�0HVVHQJHU�8VDJH��3HQHWUDWLRQ�DQG�6WDWLVWLFVȋ�
���� �*OREDO�:HE�ΖQGH[ȇV�DQQXDO�Ȋ)ODJVKLS�5HSRUWȋ��UHJXODUO\�ȴQGV�WKDW�LQGLYLGXDOV�LQ�GHYHORSLQJ�FRXQWULHV�UHSRUW�VSHQGLQJ�PXFK�ORQJHU�RQ�VRFLDO�PHGLD�SODWIRUPV�

SHU�GD\�WKDQ�WKRVH�LQ�GHYHORSHG�FRXQWULHV�
���� �$�ORJLVWLF�UHJUHVVLRQ�RI�UHVSRQGHQW�FKDUDFWHULVWLFV�RQ�D�FDWHJRULFDO�YDULDEOH�IRU�60%V�WKDW�VWDUWHG�XVLQJ��RU�LQFUHDVHG�XVH�RI��GLUHFW�PHVVDJLQJ�VLQFH�WKH�

RXWEUHDN�RI�&29Ζ'�����6HH�7DEOH���IRU�IXUWKHU�LQIRUPDWLRQ�
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UXUDO�DUHDV�VXHU�IURP�ZHDNHU�GLJLWDO�
LQIUDVWUXFWXUH��DV�ZHOO�DV�D�ORZHU�EDVH�RI�
GLJLWDO�VNLOOV�DQG�NQRZOHGJH�81

0RUH�PDWXUH�EXVLQHVVHV�ZHUH�DOVR�OHVV�
OLNHO\�WR�FRPPXQLFDWH�WKURXJK�DQ\�IRUP�RI�

GLUHFW�PHVVDJLQJ������RI�60%V�WKDW�ZHUH�
IRXQGHG�PRUH�WKDQ�WHQ�\HDUV�DJR�XVHG�
WKLV�PHWKRG�RI�FRPPXQLFDWLRQ��FRPSDUHG�
WR�����RI�60%V�WKDW�ȴUVW�RSHQHG�ZLWKLQ�
WKH�ODVW�ȴYH�\HDUV��VHH�)LJXUH������7KLV�PD\�
EH�EHFDXVH�PRUH�HVWDEOLVKHG�EXVLQHVVHV�

DOUHDG\�KDYH�ZHOO�GHYHORSHG�FXVWRPHU�
VHUYLFH�FKDQQHOV��DQG�WKHUHIRUH�PD\�EH�
less willing to change their approach to 
RSHUDWLRQV�

���� �)RU�H[DPSOH��D�VXUYH\�E\�3HZ�5HVHDUFK�IRXQG�WKDW�5XUDO�$PHULFD�LV����SHUFHQWDJH�SRLQWV�EHKLQG�OHVV�OLNHO\�WR�KDYH�DFFHVV�WR�KRPH�EURDGEDQG��6HH�3HZ�
Research�

���� 6HH�$OGHUPRUH��Ȋ+RVSLWDOLW\�DQG�OHLVXUH�VHFWRUV�ZRUVW�DHFWHG�E\�&RYLG����DPRQJVW�8.�60(Vȋ�

)RU�PDQ\�60%V��WKH�RXWEUHDN�RI�&29Ζ'����
KDV�OHG�WR�DQ�HYHQ�JUHDWHU�QHHG�IRU�IDVW�
FRPPXQLFDWLRQ��)RU�H[DPSOH��PRUH�
WKDQ�KDOI�RI�UHVSRQGHQWV�WKDW�UHSRUWHG�
XVLQJ�GLUHFW�PHVVDJLQJ�GLG�VR�WR�LQIRUP�
FXVWRPHUV�RI�FKDQJHV�WR�WKHLU�EXVLQHVV��
7KLV�SHUFHQWDJH�ZDV�KLJKHVW�LQ�WKH�IRRG�
VHUYLFHV��DQG�WUDYHO�DQG�DFFRPPRGDWLRQ�
VHFWRUV��WZR�VHFWRUV�WKDW�KDYH�H[SHULHQFHG�
dramatic changes to the way in which they 
DUH�DEOH�WR�GR�EXVLQHVV�82 This highlights 
WKH�LPSRUWDQFH�RI�WKHVH�FKDQQHOV�WR�
EXVLQHVVHV�WKDW�QHHG�D�GLUHFW�DQG�LQVWDQW�
PHWKRG�RI�NHHSLQJ�FRQVXPHUV�XS�WR�
GDWH��7KLV�ZDV�WKH�FDVH�IRU�7RQNL�'HVLJQ��D�
PDQXIDFWXUH�RI�FXVWRPLVDEOH�FDUGERDUG�
SKRWR�IUDPHV�WKDW�JUHDWO\�LQFUHDVHG�
WKHLU�XVH�RI�GLUHFW�PHVVDJLQJ�GXULQJ�WKH�
pandemic in order to respond to customer 
TXHULHV��VHH�Ȋ7RQNL�Ȃ�$�SHUVRQDO�WRXFKȋ��

60%V�YDOXH�GLUHFW�PHVVDJLQJ�IRU�D�QXPEHU�
RI�UHDVRQV��2I�UHVSRQGHQWV�ZKR�XVHG�
VRPH�IRUP�RI�GLUHFW�PHVVDJLQJ������
UHSRUWHG�WKDW�WKH�VSHHG�RI�FRPPXQLFDWLRQ�
ZDV�D�NH\�EHQHȴW��WKH�KLJKHVW�SURSRUWLRQ�
RI�DQ\�UHVSRQVH��ΖQ�DGGLWLRQ������RI�
UHVSRQGHQWV�VWDWHG�WKDW�WKHVH�SODWIRUPV�
ZHUH�D�JRRG�DOWHUQDWLYH�WR�LQ�SHUVRQ�
HQJDJHPHQW��VXJJHVWLQJ�WKDW�PRUH�WKDQ�
KDOI�RI�WKH�60%V�VXUYH\HG�KDYH�WXUQHG�WR�
direct messaging as a replacement in some 
ZD\�IRU�SK\VLFDO�FKDQQHOV�LQ�GHYHORSLQJ�
FXVWRPHU�UHODWLRQVKLSV��ΖQ�DGGLWLRQ��PRUH�
WKDQ�KDOI�RI�60%V�XVLQJ�GLUHFW�PHVVDJLQJ�
UHSRUWHG�WKDW�FXVWRPHUV�SUHIHUUHG�WR�
XVH�WKLV�FKDQQHO��IXUWKHU�VXSSRUWLQJ�WKH�
K\SRWKHVLV�WKDW�WKH�XVH�RI�WKHVH�WRROV�LV��DW�
OHDVW�SDUWLDOO\��GULYHQ�E\�FXVWRPHUV�

����RI�UHVSRQGHQWV�
stated that these 
SODWIRUPV�ZHUH�D�
JRRG�DOWHUQDWLYH�WR�LQ�
SHUVRQ�HQJDJHPHQW��
suggesting that over 
KDOI�RI�WKH�60%V�
surveyed have turned 
to direct messaging 
DV�D�UHSODFHPHQW�IRU�
SK\VLFDO�FKDQQHOV�
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Figure 14: 3URSRUWLRQ�RI�60%V�XVLQJ�GLUHFW�PHVVDJLQJ��E\�WLPH�VLQFH�EXVLQHVV�ȴUVW�RSHQHG�

6RXUFH��'HORLWWH�VXUYH\�DQDO\VLV�
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Customers are using digital channels 
to share their experiences with other 
consumers and promote SMBs…
'LJLWDO�FKDQQHOV�DOVR�HQDEOH�FXVWRPHUV�WR�
SDUWLFLSDWH�LQ�WKH�SURPRWLRQ�RI�60%V�DQG�
WKHLU�SURGXFWV��1RW�RQO\�GRHV�WKLV�LPSURYH�
WKH�YLVLELOLW\�RI�60%V�DQG�UHGXFH�FXVWRPHU�
DFTXLVLWLRQ�FRVWV��LW�DOVR�DOORZV�60%V�WR�
HQJDJH�ZLWK�WKHLU�FRPPXQLW\��PRYLQJ�WKH�
FXVWRPHU�UHODWLRQVKLS�EH\RQG�WKH�SXUHO\�
commercial and create positive social 
RXWFRPHV���

$QDO\VLV�LQ�WKH�&RQVXPHU�5HSRUW�IRXQG�
WKDW�PRUH�WKDQ�RQH�TXDUWHU�RI�FRQVXPHUV�
ZKR�KDG�GLVFRYHUHG�D�VPDOO�EXVLQHVV�GLG�VR�
EHFDXVH�RI�FRPPHQWV�RQ�VRFLDO�PHGLD��ΖW�
DOVR�IRXQG�WKDW��ZKHQ�FRPSDULQJ�SURGXFWV�
RU�VHUYLFHV��UHTXHVWLQJ�RSLQLRQV�WKURXJK�
online messaging or social media increased 
more than any other channel since the 
RXWEUHDN�RI�&29Ζ'�����

7KLV�WUHQG�ZDV�PLUURUHG�LQ�WKH�60%�VXUYH\��
'XULQJ�WKH�&29Ζ'����FULVLV��60%V�UHSRUWHG�

increases in customer actions across 
PDQ\�GLJLWDO�FKDQQHOV��)RU�H[DPSOH�����RI�
SMBs reported an increase in comments 
RQ�VRFLDO�PHGLD�EXVLQHVV�SDJHV��ZLWK�DQ�
increase in general mentions on social 
PHGLD�UHSRUWHG�E\������� Reviews on social 
PHGLD�ZHUH�UHSRUWHG�WR�KDYH�LQFUHDVHG�E\�
����DFURVV�DOO�60%V��VLJQLȴFDQWO\�KLJKHU�
WKDQ�UHYLHZV�RQ�ERWK�RQOLQH�PDUNHWSODFHV�
������DQG�RQOLQH�RUGHULQJ�DSSV��������7KLV�
ZDV�WKH�FDVH�DFURVV�DOO�VHFWRUV��LQFOXGLQJ�
those that used those channels heavily 
IRU�PDNLQJ�VDOHV��VXFK�DV�UHVWDXUDQWV�ZLWK�
RUGHULQJ�DSSV��DJDLQ�VXJJHVWLQJ�WKDW�VRFLDO�
PHGLD�LV�LPSRUWDQW�IRU�FRQVXPHUV�ZLVKLQJ�
WR�VKDUH�WKHLU�WKRXJKWV�RQ�EXVLQHVVHV�

6LJQLȴFDQWO\�PRUH�IHPDOH�OHG�EXVLQHVVHV�
UHSRUWHG�DQ�LQFUHDVH�LQ�FXVWRPHU�OHG�
LQWHUDFWLRQV��HVSHFLDOO\�RQ�VRFLDO�PHGLD��
WKDQ�PDOH�RSHUDWHG�60%V��VHH�)LJXUH������
7KLV�PD\�SRWHQWLDOO\�EH�GXH�WR�WKH�H[WUD�
time and resources they put into reaching 
RXW�WR�FRQVXPHUV�RQ�WKHVH�FKDQQHOV�85

Reviews on social 
PHGLD�LQFUHDVHG�E\�
����DFURVV�DOO�60%V��
VLJQLȴFDQWO\�KLJKHU�
WKDQ�UHYLHZV�RQ�ERWK�
RQOLQH�PDUNHWSODFHV�
������DQG�RQOLQH�
RUGHULQJ�DSSV�������

���� ���)RU�H[DPSOH��D�VXUYH\�E\�$OLJQDEOH�IRXQG�WKDW�����RI�60%V�LQ�WKH�86�GRQDWHG�WR�FKDULW\��DQG�����RI�WKHVH�ZHUH�WR�ORFDO�RUJDQLVDWLRQV��6HH�*OREH�1HZVZLUH��
Ȋ6XUYH\�6KRZV�6PDOO�%XVLQHVV�3KLODQWKURS\�RQ�WKH�5LVHȋ�

���� ���$�VRFLDO�PHGLD�PHQWLRQ�EHLQJ�ZKHQHYHU�D�EUDQG�LV�UHIHUHQFHG�RQ�WKH�SODWIRUP��)RU�H[DPSOH��EHLQJ�ȆWDJJHGȇ�RQ�)DFHERRN��)RU�PRUH�GHWDLOV�VHH�%LJ�&RPPHUFH��
Ȋ:KDW�DUH�PHQWLRQV�ȃ�DQG�ZK\�WKH\�PDWWHU�IRU�HFRPPHUFHȋ�

���� ���6HH�)DFHERRN���������Ȋ7KH�UROH�RI�VRFLDO�PHGLD��PHQWRUV�DQG�ȴQDQFH�DPRQJ�ZRPHQ�VPDOO�EXVLQHVV�RZQHUVȋ��%DVHG�RQ�ȴQGLQJV�IURP�WKH�)XWXUH�RI�%XVLQHVV�
6XUYH\�

T O N K I  –  A  P E R S O N A L  T O U C H

7RQNL�'HVLJQ�PDQXIDFWXUHV�FXVWRPLVDEOH�FDUGERDUG�SKRWR�
IUDPHV�IRU�VDOH�GLUHFW�WR�FXVWRPHUV��ΖW�VHOOV�D�VLQJOH�SURGXFW�
DQG�XVHV�VRFLDO�PHGLD�SODWIRUPV��LQFOXGLQJ�)DFHERRN�DQG�
ΖQVWDJUDP��WR�EXLOG�DZDUHQHVV�IRU�LWV�EUDQG�WKURXJK�SDLG�DQG�
XQSDLG�FRQWHQW�

7KH�EXVLQHVV�LV�EDVHG�LQ�1RUWKHUQ�ΖWDO\��D�UHJLRQ�WKDW�ZDV�
DHFWHG�SDUWLFXODUO\�EDGO\�E\�&29Ζ'�����7RQNL�LQLWLDOO\�FHDVHG�
RSHUDWLRQV�HQWLUHO\��6XEVHTXHQWO\��IRXQGHUV�5XJJHUR�DQG�
$OHVVDQGUD�PDGH�WKH�GHFLVLRQ�WR�FKDQJH�WKHLU�PHVVDJLQJ�IURP�
D�IRFXV�RQ�WKH�SURGXFW�WR�D�QHZ�DSSURDFK��FUHDWLQJ�FRQWHQW�
WKDW�KLJKOLJKWHG�WKHLU�RZQ�SHUVRQDO�VWRULHV�ZLWK�D�IRFXV�RQ�
SRVLWLYH�PHVVDJLQJ��'LJLWDO�WRROV��HVSHFLDOO\�RQOLQH�PHVVDJLQJ�
DSSV�VXFK�DV�:KDWV$SS��HQDEOHG�7RQNL�WR�VWD\�GLUHFWO\�HQJDJHG�
ZLWK�LWV�FXVWRPHUV�LQ�ZD\�WKDW�UHVRQDWHG�ZLWK�PDQ\�RI�WKHP�

$V�D�UHVXOW��RQFH�RSHUDWLRQV�ZHUH�DEOH�WR�UHVXPH��7RQNL�KDG�
DPDVVHG��������RUGHUV�DJDLQVW�D�QRUPDO�SURGXFWLRQ�FDSDFLW\�
RI������5XJJHUR�DWWULEXWHV�PXFK�RI�WKLV�VXFFHVV�WR�WKH�DELOLW\�WR�
UHVSRQG�WR�DOO�PHVVDJHV�IURP�FXVWRPHUV��SURYLGLQJ�D�SHUVRQDO�
WRXFK�WR�WKHLU�FRPPXQLFDWLRQV��

3LFWXUH��� $OHVVDQGUD�DQG�5XJJHUR��IRXQGHUV�RI�7RQNL�� 
6RXUFH��5XJJHUR�)ULJROL�
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���� ���$�ORJLVWLF�UHJUHVVLRQ�RI�UHVSRQGHQW�FKDUDFWHULVWLFV�RQ�D�FDWHJRULFDO�YDULDEOH�IRU�60%V�WKDW�LGHQWLȴHG�VRFLDO�PHGLD�RU�RQOLQH�PHVVDJLQJ�DV�WKH�FKDQQHO�WKDW�KDG�
H[SHULHQFHG�HLWKHU�WKH�ODUJHVW�LQFUHDVH�RU�VPDOOHVW�GHFUHDVH�LQ�PDNLQJ�VDOHV��6HH�$SSHQGL[���7DEOH���IRU�IXUWKHU�LQIRUPDWLRQ�

A  G E N E R AT I O N A L  D I V I D E

$QDO\VLV�LQ�WKH�&RQVXPHU�5HSRUW�IRXQG�VLJQLȴFDQW�GLHUHQFHV�
LQ�WKH�ZD\�WKDW�FRQVXPHUV�LQ�GLHUHQW�DJH�EUDFNHWV�XVH�GLJLWDO�
WRROV��7KLV�KDV�DOVR�SURYHQ�WR�EH�WKH�FDVH�IRU�60%�OHDGHUV��
ΖQ�DGGLWLRQ�WR�WKH�GLHUHQFHV�LQ�SDLG�GLJLWDO�DGYHUWLVLQJ��VHH�
)LJXUH�����WKHUH�LV�D�FOHDU�JHQHUDWLRQDO�GLYLGH�DORQJ�WKH�HQWLUH�
FXVWRPHU�OLIHF\FOH�MRXUQH\�

<RXQJHU�EXVLQHVV�OHDGHUV��H�J��*HQ�=�DQG�PLOOHQQLDOV��ZHUH�
PXFK�PRUH�OLNHO\�WR�UHSRUW�DQ�LQFUHDVH�LQ�WKHLU�XVDJH�RI�GLJLWDO�
WRROV�WR�PDNH�VDOHV��������FRPSDUHG�ZLWK�EDE\�ERRPHUV�
�������7KH\�ZHUH�DOVR�WKUHH�WLPHV�DV�OLNHO\�WR�LQGLFDWH�VRFLDO�
PHGLD�DQG�RQOLQH�PHVVDJLQJ�DV�WKH�EHVW�SHUIRUPLQJ�FKDQQHOV�
IRU�VXSSRUWLQJ�VDOHV�WKDQ�WKHLU�ROGHU�FRXQWHUSDUWV�86�%DE\�
ERRPHUV�WKHPVHOYHV�ZHUH�PRUH�OLNHO\�WR�KLJKOLJKW�WHOHSKRQH�
DQG�ZHEVLWH�VDOHV�FKDQQHOV�FRPSDUHG�WR�RWKHU�FKDQQHOV�

%XVLQHVVHV�OHDGHUV�LQ�WKH�EDE\�ERRPHU�DJH�JURXS�ZHUH�
DOVR�OHVV�OLNHO\�WR�PDNH�DQ\�FKDQJH�WR�WKHLU�PHVVDJLQJ�DV�D�

UHVXOW�RI�&29Ζ'�����:KLOH�����RI�WKHVH�UHVSRQGHQWV�DOWHUHG�
WKHLU�PHVVDJLQJ��WKLV�FRPSDUHV�WR�����RI�*HQ�=�EXVLQHVV�
OHDGHUV��7KH\�ZHUH�DOVR�OHVV�OLNHO\�WR�XVH�GLJLWDO�WRROV�IRU�WKHVH�
FRPPXQLFDWLRQV��ZLWK�����RI�EDE\�ERRPHUV�LQFUHDVLQJ�WKHLU�
XVDJH�RI�WKHVH�FKDQQHOV�WR�FRPPXQLFDWH�DIWHU�VDOHV��FRPSDUHG�
WR�����RI�*HQ�=�UHVSRQGHQWV�

7KHVH�SDWWHUQV�LQGLFDWH�WKDW�\RXQJHU�EXVLQHVV�RZQHUV�LQ�
RXU�VDPSOH�DUH�PRUH�UHOLDQW�RQ�GLJLWDO�WRROV�DW�DOO�VWDJHV�RI�
WKH�FRQVXPHU�OLIHF\FOH��DQG�UHVXOWV�LQGLFDWH�WKLV�WUHQG�PD\�
FRQWLQXH��0RUH�WKDQ�WZR�WKLUGV�RI�*HQ�=�DQG�PLOOHQQLDO�
EXVLQHVV�OHDGHUV�VWDWHG�WKDW�WKH\�H[SHFW�WR�LQFUHDVH�WKHLU�
XVH�RI�GLJLWDO�WRROV�LQ�WKH�IXWXUH��FRPSDUHG�WR�����RI�EDE\�
ERRPHUV��:KHWKHU�WKHVH�GLHUHQFHV�DUH�GXH�WR�JHQHUDO�
DWWLWXGHV�WRZDUGV�RQOLQH�WRROV��RU�D�UHVXOW�RI�YDULDWLRQV�LQ�GLJLWDO�
OLWHUDF\��WKHVH�ȴQGLQJV�FHUWDLQO\�LQGLFDWH�WKDW�ROGHU�DJH�JURXSV�
ULVN�JHWWLQJ�OHIW�EHKLQG�LQ�DQ�LQFUHDVLQJO\�GLJLWDO�ZRUOG

Figure 15: 3URSRUWLRQ�RI�60%V�UHSRUWLQJ�DQ�LQFUHDVH�LQ�GLHUHQW�FXVWRPHU�DFWLRQV��E\�JHQGHU�RI�EXVLQHVV�OHDGHU�

6RXUFH��'HORLWWH�VXUYH\�DQDO\VLV�
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���� �6HH�:RUOG�%DQN��Ȋ6PDOO�DQG�0HGLXP�(QWHUSULVH��60(6��)LQDQFHȋ�
���� �6HH�2(&'���������Ȋ)LQDQFLQJ�VPDOO�EXVLQHVV��D�NH\�WR�HFRQRPLF�UHFRYHU\ȋ��DQG�VHH�60(�)LQDQFH�)RUXP���������Ȋ60(�SROLF\�UHVSRQVH�VSHHG��FULWLFDO�WR�HFRQRPLF�

UHFRYHU\ȋ�
���� �6HH�IRU�H[DPSOH��81(6&$3���������Ȋ%XLOGLQJ�D�5HVLOLHQW�'LJLWDO�(FRQRP\��)RVWHULQJ�60(V�LQ�&HQWUDO�$VLD���/XNRQJD��Ζ����������Ȋ+DUQHVVLQJ�'LJLWDO�7HFKQRORJLHV�WR�

3URPRWH�60(V�DQG�ΖQFOXVLYH�*URZWK�LQ�WKH�0LGGOH�(DVW��1RUWK�$IULFD��$IJKDQLVWDQ�DQG�3DNLVWDQ��0(1$3��5HJLRQȋ�
���� �$�ORJLVWLF�UHJUHVVLRQ�RI�UHVSRQGHQW�FKDUDFWHULVWLFV��LQFOXGLQJ�VWDUWLQJ�XVLQJ�RU�LQFUHDVLQJ�XVH�RI�GLJLWDO�WRROV�RYHUDOO��RQ�D�FDWHJRULFDO�YDULDEOH�RI�VWD\HG�

FORVHG�IRU�OHVV�WKDQ�WZR�PRQWKV��7KLV�UHODWLRQVKLS�DOVR�KROGV�VHSDUDWHO\�IRU�XVH�RI�GLJLWDO�WRROV�IRU�DOO�DFWLRQV�DQDO\VHG�LQ�RXU�VXUYH\��PDUNHWLQJ��VHOOLQJ��DQG�
FRPPXQLFDWLQJ��6HH�$SSHQGL[���7DEOH���IRU�IXUWKHU�LQIRUPDWLRQ�

���� �/RRNLQJ�LQVWHDG�DW�WKH�OLNHOLKRRG�RI�FORVLQJ��UDWKHU�WKDQ�WKH�GXUDWLRQ�RI�FORVXUH��WKHUH�LV�QR�VLJQLȴFDQW�UHODWLRQVKLS�ZLWK�XVH�RI�GLJLWDO�WRROV�EDVHG�RQ�WKH�VXUYH\�
VDPSOH��7KLV�LV�PRVW�OLNHO\�EHFDXVH�FKDUDFWHULVWLFV�VXFK�DV�FRXQWU\�DQG�VHFWRU�KDYH�EHHQ�WKH�NH\�GULYHUV�RI�WKH�QHHG�RI�60%V�WR�FORVH��6HH�$SSHQGL[���7DEOH����
IRU�GHWDLOV�

���� 6HH�:DOO�6WUHHW�-RXUQDO���������Ȋ%XVLQHVVHV�7DS�1HZ�'LJLWDO�7RROV�WR�5HRSHQ�WKH�:RUNSODFHȋ�
���� �6HH�0F.LQVH\���������Ȋ7KH�&29Ζ'����UHFRYHU\�ZLOO�EH�GLJLWDO��$�SODQ�IRU�WKH�ȴUVW����GD\Vȋ���*RRJOH���������Ȋ&29Ζ'����KDV�DFFHOHUDWHG�GLJLWDO�DGRSWLRQȋ; SME 

)LQDQFH�)RUXP���������Ȋ7KH�ΖPSRUWDQFH�RI�*RLQJ�'LJLWDO�IRU�60(Vȋ�
���� �5HVHDUFK�E\�%RVWRQ�&RQVXOWLQJ�*URXS��%&*���IRXQG�WKDW�EXVLQHVVHV�WKDW�PDGH�WKH�JUHDWHVW�XVH�RI�GLJLWDO�WRROV�VDZ�XS�WR�����PRUH�UHYHQXH�DW�WKH�VDPH�WLPH�

DV�����PRUH�FRVW�VDYLQJV�DV�D�UHVXOW��6HH�%&*���������Ȋ7KH�'LYLGHQGV�RI�'LJLWDO�0DUNHWLQJ�0DWXULW\ȋ�
���� )RU�DQ�LQ�GHSWK�GLVFXVVLRQ�RQ�WKH�EHQHȴWV�RI�GLJLWDO�WRROV�IRU�EXVLQHVV�DQG�FRQVXPHUV��VHH�*ROGIDUE��$���DQG�7XFNHU��&����������Ȋ'LJLWDO�(FRQRPLFVȋ�
���� 6HH�$FFHQWXUH���������Ȋ5HVSRQG��5HVHW�DQG�5HQHZȋ�
���� �6HH�IRU�H[DPSOH��0F.LQVH\���������Ȋ6HWWLQJ�XS�VPDOO�DQG�PHGLXP�VL]H�HQWHUSULVHV�IRU�UHVWDUW�DQG�UHFRYHU\ȋ��0F.LQVH\���������Ȋ7KH�&29Ζ'����UHFRYHU\�ZLOO�EH�

GLJLWDO��$�SODQ�IRU�WKH�ȴUVW����GD\Vȋ��)LQDQFLDO�7LPHV���������Ȋ&RYLG�UHFRYHU\�ZLOO�VWHP�IURP�GLJLWDO�EXVLQHVVȋ�

7KH�IXWXUH�RI�GLJLWDO�WRROV

60%V�DUH�ORRNLQJ�WR�D�PRUH�GLJLWDO�IXWXUH��ZKLOH�RYHUFRPLQJ�WKH�
NH\�FKDOOHQJHV�LQ�WKH�DGRSWLRQ�RI�GLJLWDO�WRROV��

With the help of digital tools, SMBs 
are navigating the crisis by staying 
connected with their customers… 
SMBs play a major role in economies 
DURXQG�WKH�ZRUOG��ZKHUH�WKH\�UHSUHVHQW�
����RI�EXVLQHVVHV�DQG�DFFRXQW�IRU�����
RI�HPSOR\PHQW�JOREDOO\��� Their role in 
DLGLQJ�WKH�HFRQRPLF�UHFRYHU\�IROORZLQJ�WKLV�
FULVLV��DV�ZHOO�DV�SUHYLRXV�FULVHV��LV�ZLGHO\�
UHFRJQLVHG�E\�JOREDO�LQVWLWXWLRQV�88�ΖW�LV�QRW�
FHUWDLQ�ZKHQ�WKH�KHDOWK�FULVLV�ZLOO�HQG��RU�
ZKHWKHU�IXUWKHU�JRYHUQPHQW�LQWHUYHQWLRQV�
ZLOO�EH�SXW�LQ�SODFH�LQ�WKH�IXWXUH��ΖW�LV�FOHDU��
KRZHYHU��WKDW�PDQ\�60%V�ZLOO�VWUXJJOH�WR�
FRQWLQXH�RSHUDWLRQV�ZLWKRXW�VLJQLȴFDQW�
FKDQJHV�WR�WKH�ZD\�WKH\�GR�EXVLQHVV��

SMBs in our survey have increased 
WKHLU�XVH�RI�GLJLWDO�WRROV�WKURXJKRXW�
the customer journey in response to 
WKH�LPSDFW�RI�&29Ζ'�����XVLQJ�WKHP�
WR�EXLOG�DZDUHQHVV�RI�WKHLU�EXVLQHVV��
PDLQWDLQ�DFFHVV�WR�WKHLU�SURGXFWV��DQG�
VWD\�FRQQHFWHG�ZLWK�WKHLU�FXVWRPHUV��
2XU�DQDO\VLV�LQGLFDWHV�WKDW�WKLV�WUHQG�LV�
DVVRFLDWHG�ZLWK�SRVLWLYH�RXWFRPHV�IRU�
WKHVH�EXVLQHVVHV����$FURVV�RXU�VDPSOH��
60%V�WKDW�LQFUHDVHG�WKHLU�XVH�RI�GLJLWDO�
WRROV�ZHUH�PRUH�WKDQ�����PRUH�OLNHO\�WR�

FORVH�IRU�OHVV�WKDQ�WZR�PRQWKV����ΖQ�RWKHU�
ZRUGV��XVHUV�RI�GLJLWDO�WRROV�ZHUH�PRUH�
OLNHO\�WR�UHRSHQ�VRRQHU�DIWHU�FORVLQJ��HYHQ�
ZKHQ�FRQWUROOLQJ�IRU�RWKHU�IDFWRUV�VXFK�DV�
FRXQWU\��DQG�EXVLQHVV�VL]H��� This suggests 
WKDW�GLJLWDO�WRROV�DUH��DW�WKH�YHU\�OHDVW��DQ�
LPSRUWDQW�WRRO�IRU�WKRVH�60%V�WKDW�KDYH�
EHHQ�DEOH�WR�UHRSHQ�UHODWLYHO\�TXLFNO\��� 
0RUHRYHU��GLJLWDO�WRRO�XVDJH�LV�DVVRFLDWHG�
ZLWK�60%V�UHDFKLQJ�QHZ�FXVWRPHUV��
introducing new products and maintaining 
D�VRXUFH�RI�UHYHQXH�

7KHUHIRUH��LW�LV�OLNHO\�WKDW�EXVLQHVVHV�
KDYH�ERRVWHG�WKHLU�XQGHUVWDQGLQJ�RI�WKH�
EHQHȴWV�RI�GLJLWDO�WRROV��7KLV�LV�SDUWLFXODUO\�
WUXH�IRU�WKRVH�XVLQJ�WKHP�IRU�WKH�ȴUVW�WLPH��
DQG�PD\�OHDG�WR�D�ORQJHU�WHUP�VKLIW�RQOLQH���  
'LJLWDO�WRROV�FDQ�IRVWHU�HɝFLHQFLHV�VXFK�DV�
reduced communication and advertising 
FRVWV��WKH�H[SDQVLRQ�RI�D�FRQVXPHU�EDVH��
DQG�UHGXFWLRQV�LQ�ȴ[HG�FRVWV��VXFK�DV�
SK\VLFDO�RXWOHWV�������

)XUWKHUPRUH��GLJLWDO�WRROV�KDYH�
WUDQVIRUPHG�PDQ\�ZKROHVDOH�RU�%�%�&�
ȴUPV�LQWR�RSHUDWLRQV�WKDW�HQJDJH�ZLWK�
FRQVXPHUV��DQG�VHOO�GLUHFWO\�WR�WKHP��� This 
EULQJV�PDQ\�EHQHȴWV�WR�WKH�FRQVXPHU��

LQFOXGLQJ�LQFUHDVHG�FRPSHWLWLRQ��FKRLFH�
DQG�SRWHQWLDOO\�ORZHU�SULFHV��$V�PDQ\�
EXVLQHVVHV�KDYH�DOUHDG\�DOORFDWHG�WKH�
ȴ[HG�FRVWV�RI�PRYLQJ�IURP�RɞLQH�WR�
GLJLWDO�FKDQQHOV�LQ�UHVSRQVH�WR�WKH�FULVLV��
&29Ζ'����ZLOO�EH�WKH�ZDWHUVKHG�PRPHQW�
WKDW�DFFHOHUDWHG�DGRSWLRQ�RI�GLJLWDO�WRROV�
DQG�VWUDWHJLHV���

SMBs that increased 
WKHLU�XVH�RI�GLJLWDO�
tools were more than 
����PRUH�OLNHO\�WR�
FORVH�IRU�OHVV�WKDQ�
WZR�PRQWKV��ΖQ�RWKHU�
ZRUGV��XVHUV�RI�GLJLWDO�
WRROV�ZHUH�PRUH�OLNHO\�
to reopen sooner 
DIWHU�
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Digital tools will continue to be used by 
many SMB adopters once the crisis has 
abated…
7KLV�ORQJHU�WHUP�VKLIW�WR�GLJLWDO�LV�VXSSRUWHG�
E\�RXU�VXUYH\��LQ�ZKLFK�����RI�UHVSRQGHQWV�
H[SHFWHG�WKHLU�IXWXUH�XVH�RI�GLJLWDO�WRROV�WR�
LQFUHDVH�LQ�FRPSDULVRQ�ZLWK�FXUUHQW�OHYHOV��
This proportion rises to more than three 
TXDUWHUV�RI�UHVSRQGHQWV�LQ�GHYHORSLQJ�
QDWLRQV��FRPSDUHG�WR�MXVW�RYHU�KDOI�RI�WKRVH�
LQ�GHYHORSHG�QDWLRQV��VHH�)LJXUH������7KLV�
suggests that respondents in developing 
QDWLRQV��ZKR�ZHUH�PRUH�OLNHO\�WR�UHSRUW�DQ�
LQFUHDVHG�XVDJH�RI�GLJLWDO�WRROV�WKDQ�WKRVH�
LQ�GHYHORSHG�QDWLRQV��DUH�VWLOO�ORRNLQJ�WR�
PRYH�IXUWKHU�LQ�WKLV�GLUHFWLRQ�RQFH�WKH�
SDQGHPLF�LV�RYHU�

'LHUHQFHV�LQ�IXWXUH�H[SHFWDWLRQV�ZHUH�QRW�
MXVW�OLPLWHG�WR�UHVSRQGHQWVȇ�FRXQWULHV��)RU�
EXVLQHVVHV�WKDW�KDG�VWDUWHG�XVLQJ�D�QHZ�
GLJLWDO�WRRO�IRU�WKH�ȴUVW�WLPH������VWDWHG�
WKDW�WKH\�H[SHFW�WR�LQFUHDVH�WKHLU�XVH�RI�
GLJLWDO�WRROV�RQFH�WKH�SDQGHPLF�LV�RYHU��
)RU�WKHVH�60%V��WKH�SXVK�WR�DGRSW�GLJLWDO�
tools in response to the pandemic may 
KDYH�EHHQ�DQ�LPSRUWDQW�VWHS�RQ�WKH�GLJLWDO�
OHDUQLQJ�FXUYH��KHOSLQJ�WKHP�XQGHUVWDQG�
WKH�SUDFWLFDOLWLHV�DQG�EHQHȴWV�RI�EHLQJ�D�
PRUH�GLJLWDOO\�GULYHQ�EXVLQHVV���

)XUWKHUPRUH��DQDO\VLV�VKRZHG�D�ORFDWLRQ�
GLYLGH��ZLWK�XUEDQ�EDVHG�EXVLQHVVHV�QHDUO\�
����PRUH�OLNHO\�WR�VWDWH�WKDW�WKH\�H[SHFWHG�
WR�LQFUHDVH�WKHLU�XVH�RI�GLJLWDO�WRROV�LQ�
FRPSDULVRQ�ZLWK�UXUDO�EXVLQHVVHV��6LPLODUO\��
EXVLQHVVHV�WKDW�KDG�FHDVHG�RSHUDWLQJ�IRU�
DQ\�DPRXQW�RI�WLPH�VLQFH�WKH�RXWEUHDN�
ZHUH�����PRUH�OLNHO\�WR�H[SHFW�WKHLU�XVDJH�
WR�LQFUHDVH�WKDQ�WKRVH�EXVLQHVVHV�WKDW�GLG�
QRW�FORVH���

%XVLQHVVHVȇ�H[SHFWDWLRQ�WKDW�GLJLWDO�WRROV�
PD\�EHFRPH�D�PRUH�LPSRUWDQW�SDUW�RI�
WKHLU�PDUNHW�VWUDWHJ\�DOVR�UHȵHFWV�WKH�IDFW�
WKDW�FRQVXPHU�EHKDYLRXU�LV�DOVR�FKDQJLQJ�
LQ�UHVSRQVH�WR�&29Ζ'����100�$V�VXFK��LW�LV�
LPSRUWDQW�WKDW�EXVLQHVVHV�DOVR�UHVSRQG�WR�
WKLV�VWUXFWXUDO�FKDQJH�DV�FRQVXPHUV�IRUP�
QHZ�ORQJ�WHUP�RQOLQH�VKRSSLQJ�KDELWV��
0RUHRYHU��IRU�60%V�WKDW�UHO\�RQ�D�SK\VLFDO�
SUHVHQFH��VXFK�DV�GLQH�LQ�UHVWDXUDQWV�
DQG�WRXULVP��GLJLWDO�WRROV�PD\�EH�SDUW�RI�
WKH�QHZ�&29Ζ'�VDIH�HQYLURQPHQWV�WKDW�
ZLOO�EH�SDUDPRXQW�LQ�WKHLU�UHFRYHU\��ZKLOH�
also providing an enhanced consumer 
H[SHULHQFH��)RU�H[DPSOH��WDEOH�RUGHULQJ�
apps in restaurants can provide not only 
D�VDIH�ZD\�IRU�FRQVXPHUV�WR�RUGHU�DQG�
SD\�IRU�IRRG�DQG�GULQNV��EXW�DOVR�JHQHUDWH�
HɝFLHQFLHV�IRU�WKH�EXVLQHVV�101
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Figure 16: Reported expected change in the use of digital tools by SMBs once the COVID-19 pandemic is over as a proportion of
 respondents, by country development. 

Source: Deloitte survey analysis.

Decrease a lot Decrease somewhat Stay the same Increase somewhat Increase a lot

���� 6HH�0F.LQVH\���������Ȋ+RZ�&29Ζ'����KDV�SXVKHG�FRPSDQLHV�RYHU�WKH�WHFKQRORJ\�WLSSLQJ�SRLQWȃDQG�WUDQVIRUPHG�EXVLQHVV�IRUHYHUȋ�
���� �$�ORJLVWLF�UHJUHVVLRQ�RI�UHVSRQGHQW�FKDUDFWHULVWLFV��LQFOXGLQJ�KDYLQJ�FORVHG�DW�DQ\�SRLQW�GXULQJ�WKH�SDQGHPLF��RQ�D�FDWHJRULFDO�YDULDEOH�IRU�60%V�WKDW�

H[SHFWHG�WR�LQFUHDVH�WKHLU�XVH�RI�GLJLWDO�WRROV�RQFH�WKH�SDQGHPLF�LV�RYHU��6HH�7DEOH����IRU�IXUWKHU�LQIRUPDWLRQ�
����� 6HH�'HORLWWH�Ȋ'LJLWDO�7RROV�LQ�&ULVLV�DQG�5HFRYHU\��&RQVXPHU�5HSRUWȋ�
����� 6HH�5HVWDXUDQW�%XVLQHVV��Ȋ+RZ�WKH�FRURQDYLUXV�LV�UHVKDSLQJ�RUGHULQJ�DQG�SD\PHQWȋ�

����RI�EXVLQHVVHV�
that had started using 
D�QHZ�GLJLWDO�WRRO�IRU�
WKH�ȴUVW�WLPH�VWDWHG�
that they expect to 
LQFUHDVH�WKHLU�XVH�RI�
digital tools once the 
SDQGHPLF�LV�RYHU�
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Figure 17: Proportion of respondents stating which key challenges they face in increasing digital tool usage.

Source: Deloitte survey analysis.
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�����6HH�:RUOG�(FRQRPLF�)RUXP���������Ȋ$FFHOHUDWLQJ�'LJLWDO�ΖQFOXVLRQ�LQ�WKH�1HZ�1RUPDOȋ� and Ȋ&29Ζ'����FRXOG�ZLGHQ�WKH�GLJLWDO�JDSȋ�
�����6HH�&RQVXPHUV�ΖQWHUQDWLRQDO��Ȋ7KH�6WDWH�RI�'DWD�3URWHFWLRQ�5XOHV�$URXQG�WKH�:RUOGȋ�
�����6HH�8QLWHG�1DWLRQV���������Ȋ$FFHOHUDWLQJ�WKH�1HHG�WR�%ULGJH�'LJLWDO�'LYLGHVȋ�

Key challenges to widening adoption of 
digital tools remain…
:KLOH�RXU�VXUYH\�KDV�VKRZQ�WKDW�PDQ\�
60%V�KDYH�ZLGHQHG�WKHLU�XVH�RI�GLJLWDO�
WRROV��WKHUH�VWLOO�UHPDLQ�EDUULHUV�WR�WKHLU�
DGRSWLRQ�RU�H[SDQVLRQ�IRU�VRPH��$FURVV�
RXU�VDPSOH������RI�EXVLQHVVHV�UHSRUWHG�
DW�OHDVW�RQH�NH\�EDUULHU�WR�LQFUHDVLQJ�XVH�
RI�GLJLWDO�WRROV��7KLV�ULVHV�WR�����RI�60%V�LQ�
GHYHORSLQJ�QDWLRQV��VHH�)LJXUH������$FURVV�
RXU�UHVSRQGHQWV��D�ODFN�RI�NQRZOHGJH�������
DQG�GLɝFXOW\�PDQDJLQJ�PXOWLSOH�GLJLWDO�
WRROV�������ZHUH�WKH�PRVW�FRPPRQO\�
VWDWHG�EDUULHUV��$�ODFN�RI�NQRZOHGJH�
ZDV�PRVW�VHYHUH�LQ�6UL�/DQND��ZLWK�����
RI�UHVSRQGHQWV�UHSRUWLQJ�WKLV�DV�D�NH\�
EDUULHU��7KLV�ZDV�DOVR�WKH�FDVH�IRU�ROGHU�
UHVSRQGHQWV��ZLWK�����RI�EDE\�ERRPHUV�
UHSRUWLQJ�WKLV�DV�D�FRQFHUQ��QHDUO\�WZLFH�
WKDW�IRU�*HQ�=�UHVSRQGHQWV��IRU�H[DPSOH��

/LPLWHG�LQWHUQHW�DFFHVV�UHSUHVHQWHG�WKH�
ELJJHVW�UHSRUWHG�GLHUHQFH�EHWZHHQ�
GHYHORSLQJ�������DQG�GHYHORSHG�QDWLRQV�

�������7KLV�ZDV�PRVW�VLJQLȴFDQW�IRU�
UHVSRQGHQWV�LQ�WKH�3KLOLSSLQHV�������DQG�
ΖQGRQHVLD��������'HYHORSLQJ�QDWLRQV�DOVR�
UHSRUWHG�D�ODFN�RI�VXSSRUW�IURP�GLJLWDO�
tool providers and technical experts 
DV�FKDOOHQJHV��7DNHQ�WRJHWKHU��WKHVH�
ȴQGLQJV�PD\�UHȵHFW�D�JUHDWHU�GLYLGH�
EHWZHHQ�FRXQWULHV�LQ�WKH�H[SDQVLRQ�RI�
LQIUDVWUXFWXUH��SDUWLFXODUO\�UHODWLQJ�WR�WKH�
H[WHQVLRQ�RI�FRYHUDJH�WR�PRUH�UXUDO�DUHDV��
DQG�WR�GLJLWDO�OLWHUDF\�102

Concerns relating to compliance with data 
SULYDF\�ODZV�DQG�UHJXODWLRQV�DOVR�YDULHG�E\�
FRXQWU\��7KH�SURSRUWLRQ�RI�60%V�UHSRUWLQJ�
WKLV�DV�D�NH\�FKDOOHQJH�ZDV�JUHDWHVW�LQ�WKH�
3KLOLSSLQHV��������EXW�ZDV�DOVR�UHSRUWHG�
E\�RQH�WKLUG�RI�UHVSRQGHQWV�LQ�*HUPDQ\��
0H[LFR�DQG�6SDLQ��7KLV�FRPSDUHG�WR�RQO\�
����RI�UHVSRQGHQWV�LQ�6UL�/DQND�DQG�ΖVUDHO��
Data privacy is a growing concern around 
WKH�ZRUOG��+RZHYHU��WKHVH�UHVXOWV�PD\�
UHȵHFW�WKH�GLHUHQFHV�LQ�UHJXODWLRQ�LQ�HDFK�
FRXQWU\����

7KHUH�DUH�D�QXPEHU�RI�EXVLQHVVHV�WKDW�
KDYH�EHHQ�VORZHU�WR�DGRSW�GLJLWDO�WRROV��
60%V�RSHUDWHG�E\�ROGHU�EXVLQHVV�OHDGHUV��
VPDOOHU�60%V��DQG�60%V�EDVHG�LQ�UXUDO�
DUHDV��KDYH�VHHQ�PXFK�VPDOOHU�LQFUHDVHV�LQ�
GLJLWDO�WRROV�WKDQ�WKHLU�ODUJHU��PRUH�XUEDQ�
FRXQWHUSDUWV��$�QXPEHU�RI�UHDVRQV�FRXOG�
H[SODLQ�WKLV��$Q�DEVHQFH�RI�DRUGDEOH�
LQWHUQHW�DFFHVV�RU�GLJLWDO�OLWHUDF\�VNLOOV��IRU�
H[DPSOH��ZLOO�OHDYH�VRPH�60%V�XQDEOH�WR�
respond to the accelerating movement 
RQOLQH�����7KHVH�EXVLQHVVHV�ULVN�EHLQJ�OHIW�
EHKLQG�LQ�WKH�SXVK�IRU�HFRQRPLF�UHFRYHU\��
7KLV�PD\�GDPDJH�QRW�RQO\�WKHLU�RZQ�IXWXUH�
SURVSHFWV��EXW�DOVR�WKH�ZHOIDUH�RI�WKRVH�
FXVWRPHUV�WKDW�UHO\�RQ�WKHLU�VHUYLFHV��ΖW�LV�
LPSRUWDQW�WKDW�SROLF\PDNHUV��WHFKQRORJ\�
FRPSDQLHV��DQG�60%V�WKHPVHOYHV�ORRN�WR�
UHGXFH�WKH�EDUULHUV�WR�WKH�XVH�RI�GLJLWDO�
WRROV��VXFK�DV�D�ODFN�RI�LQIUDVWUXFWXUH�DQG�
NQRZOHGJH�
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������7KH�LQGXVWULHV�FRYHUHG�E\�WKH�VXUYH\�ZHUH�DV�IROORZV��DJULFXOWXUH��WHOHFRPPXQLFDWLRQV��WHFKQRORJ\�DQG�PHGLD��PDQXIDFWXUH�DQG�RU�VDOH�RI�FXVWRPHU�SURGXFWV��
PDQXIDFWXUH�DQG�RU�VDOH�RI�LQWHUPHGLDWH�SURGXFWV��WUDQVSRUWDWLRQ�DQG�ORJLVWLFV��WUDYHO�DQG�DFFRPPRGDWLRQ��IRRG�VHUYLFHV��SURIHVVLRQDO�VHUYLFHV��SHUVRQDO�DQG�
RWKHU�VHUYLFHV�

Appendix

Appendix 1: Survey Methodology

7DEOH����&RXQWU\�FRYHUDJH�VXPPDU\��6RXUFH��'HORLWWH�VXUYH\�DQDO\VLV�7KH�'LJLWDO�7RROV�60%�6XUYH\�ZDV�ȴHOGHG�LQ�WKH�SHULRG����-XO\����
$XJXVW�������DQG�ZDV�DGPLQLVWHUHG�DFURVV����FRXQWULHV��2XU�
sample included at least 250 responses per country with a total 
RI�������FRPSOHWHG�VXUYH\V��$�VXPPDU\�RI�WKHVH�FRXQWULHV�FDQ�EH�
IRXQG�LQ�7DEOH����

ΖQ�WKH�8QLWHG�6WDWHV��������60%V�ZHUH�VXUYH\HG��EXW�D�VDPSOH�
ZHLJKW�ZDV�FRQVWUXFWHG�WR�VFDOH�WKLV�GRZQ�WR�����IRU�FRPSDULVRQ�
ZLWK�RWKHU�FRXQWULHV��$�WDUJHWHG�VDPSOLQJ�DSSURDFK�ZDV�XVHG�IRU�
WKH�VWXG\��IRFXVLQJ�RQ�EXVLQHVV�RZQHUV�DQG�VHQLRU�PDQDJHUV�DFURVV�
QLQH�LQGXVWULHV��ZKR�UHSUHVHQW�EXVLQHVVHV�RI�XQGHU�����HPSOR\HHV��
HLWKHU�VHOO�SURGXFWV�WR�HQG�FXVWRPHUV�GLUHFWO\�RU�VHOO�SURGXFWV�RU�
VHUYLFHV�WKDW�GRQȇW�QHHG�WR�EH�UHȴQHG�RU�SURFHVVHG�EHIRUH�WKH\�FDQ�
EH�VROG�RQ�WR�HQG�FXVWRPHUV��$GGLWLRQDOO\��60%V�WKDW�ZHUH�FORVHG�DW�
WKH�WLPH�RI�WKH�VXUYH\�ZHUH�LQFOXGHG�LI�WKH\�KDG�SODQV�WR�UHRSHQ�

ΖQ�DGGLWLRQ��WR�HQVXUH�LQGXVWU\�FRYHUDJH��VRIW�TXRWDV�RI�DURXQG�
������FRPSOHWHV�SHU�LQGXVWU\��ZHUH�WR�UHDFK�����LQWHUYLHZV�LQ�HDFK�
FRXQW\�105�'XULQJ�WKH�ȴHOGZRUN��WKH�QXPEHU�RI�UHVSRQVHV�IRU�WKH�
Ȋ2WKHUȋ�LQGXVWU\�FDWHJRU\�ZDV�PRQLWRUHG�DQG�OLPLWHG�WR�QR�PRUH�
WKDQ�����

$OO�VXUYH\V�ZHUH�FRQGXFWHG�WKURXJK�WKH�ΖSVRV�RQOLQH�VXUYH\�SDQHO�
QHWZRUN��)RU�WKLV�VXUYH\��PXOWLSOH�RXWJRLQJ�VDPSOH�UHSOLFDWHV�
ZHUH�GHSOR\HG�WKURXJKRXW�WKH�ȴHOG�SHULRG��VR�WKDW�VRIW�TXRWDV�
were achieved appropriately and the total sample in each country 
LQFOXGHV�HDUO\�DQG�ODWH�UHVSRQGHUV��DV�ZHOO�DV�ZHHNGD\�DQG�
ZHHNHQG�UHVSRQGHUV��7KLV�SURFHGXUH�KDV�DOVR�DOORZHG�SDQHOOLVWV�
ZLWK�GLHUHQW�OLIHVW\OHV�DQG�VFKHGXOHV�D�FKDQFH�WR�UHVSRQG��

7KH�VXUYH\�IRFXVHG�RQ�KRZ�&29Ζ'����KDG�LPSDFWHG�UHVSRQGHQWVȇ�
EXVLQHVVHV�DQG�KRZ�WKHLU�XVH�RI�GLJLWDO�DQG�QRQ�GLJLWDO�WRROV�IRU�WKH�
SXUSRVHV�RI�LQWHUDFWLQJ�ZLWK�FRQVXPHUV�KDG�FKDQJHG��7KH�TXHVWLRQV�
VSHFLȴFDOO\�UHIHUUHG�WR�FKDQJHV�‘since the outbreak of COVID-19’ 
DQG�ZKHQ�DVNHG�DERXW�WKHLU�XVH�RI�WKHVH�WRROV�WR�LQWHUDFW�ZLWK�
FRQVXPHUV��UHVSRQGHQWV�ZHUH�DVNHG�WR�LQGLFDWH�ZKHWKHU�WKH\�KDG�
ȆVWDUWHG�XVLQJȇ��ȆLQFUHDVHGȇ��ȆVWD\HG�WKH�VDPHȇ�ȆGHFUHDVHGȇ��ȆVWRSSHG�
XVLQJȇ�RU�ȆQHYHU�XVHGȇ�IRU�WKH�LQGLYLGXDO�WRROV��:KHQ�DVNHG�WR�VHOHFW�
VSHFLȴF�WRROV��WKH\�ZHUH�DVNHG�ZKDW�WKH\�ZHUH�XVLQJ�‘more’ since the 
RXWEUHDN�RI�&29Ζ'�����5HVSRQGHQWV�ZHUH�DOVR�DVNHG�DERXW�LPSDFWV�
WR�WKHLU�EXVLQHVV�DORQJVLGH�VWDQGDUG�VRFLR�HFRQRPLF�TXHVWLRQV�VXFK�
DV�EXVLQHVV�VL]H��UHYHQXH�DQG�UHVSRQGHQW�DJH�DQG�JHQGHU��

7KH�VXUYH\�GDWD�ZHUH�DQDO\VHG�DW�ERWK�WKH�DJJUHJDWH��FURVV�
FRXQWU\��OHYHO�DV�ZHOO�DV�DW�WKH�LQGLYLGXDO�FRXQWU\�OHYHO��7KLV�
LQFOXGHG�H[DPLQLQJ�VXPPDU\�VWDWLVWLFV��VXEJURXS�DQDO\VLV��DQG�
VLJQLȴFDQFH�WHVWLQJ�DQG�UHJUHVVLRQ�DQDO\VLV��6HH�$SSHQGL[���IRU�
PRUH�GHWDLOV�

Country Number of respondents

Australia 250

%UD]LO 250

Canada 250

)UDQFH 250

*HUPDQ\ 250

ΖQGLD ���

ΖQGRQHVLD 250

ΖVUDHO 250

ΖWDO\ 250

-DSDQ 250

0«[LFR 250

1HZ�=HDODQG 250

3KLOLSSLQHV 250

Spain 250

6UL�/DQND 250

8QLWHG�.LQJGRP 281

8QLWHG�6WDWHV �����
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&DWHJRU\�GHȴQLWLRQV
7KH�VXUYH\�DQDO\VLV�UHSRUWHG�UHTXLUHG�WKH�FRQVWUXFWLRQ�RI�GLHUHQW�
VRFLRHFRQRPLF�UHVSRQGHQW�JURXSLQJV�IURP�GHPRJUDSKLF�GDWD��7KH�
GHȴQLWLRQ�RI�WKHVH�JURXSLQJV�LV�DV�IROORZV�

Appendix 2: Lockdown Stringency

7DEOH����&DWHJRU\�GHȴQLWLRQ�IRU�VXUYH\�DQDO\VLV�

Category Basis for categorisation

Developing country

&RXQWULHV�ZHUH�VSOLW�LQWR�WZR�JURXSV��'HYHORSHG�DQG�'HYHORSLQJ��EDVHG�RQ�WKH�8QLWHG�1DWLRQV�&RQIHUHQFH�RQ�7UDGH�DQG�
'HYHORSPHQW�FDWHJRULVDWLRQ�RI�GHYHORSLQJ�QDWLRQV�DV�IROORZV�106

'HYHORSHG���$XVWUDOLD��&DQDGD��)UDQFH��*HUPDQ\�ΖWDO\��-DSDQ��1HZ�=HDODQG��6SDLQ��8QLWHG�.LQJGRP��8QLWHG�6WDWHV

'HYHORSLQJ���%UD]LO��ΖQGLD��ΖQGRQHVLD��ΖVUDHO��0H[LFR��3KLOLSSLQHV��6UL�/DQND

Age group

5HVSRQGHQWV�ZHUH�VSOLW�LQWR�RQH�RI�IRXU�JURXSV�EDVHG�RQ�WKHLU�DJH�DV�IROORZV����

*HQ�=��������

0LOOHQQLDOV��������

*HQ�;��������

%DE\�%RRPHUV�Ȃ����DQG�RYHU

5HJUHVVLRQ�DQDO\VLV�DQG�VLJQLȴFDQFH�WHVWLQJ�
7KURXJKRXW�WKH�UHSRUW��ZH�KDYH�XVHG�UHJUHVVLRQ�DQDO\VLV�WR�
UHSRUW�RQ�WKH�VWDWLVWLFDOO\�VLJQLȴFDQW�FKDUDFWHULVWLFV��LQGHSHQGHQW�
YDULDEOHV��RI�VXUYH\�UHVSRQGHQWV�LQ�UHODWLRQ�WR�NH\�TXHVWLRQ�
UHVSRQVHV��GHSHQGHQW�YDULDEOHV���VXFK�DV�XVH�RI�GLJLWDO�WRROV��
$OWKRXJK�WKHVH�PRGHOV�XVH�NH\�FRQWURO�YDULDEOHV��VXFK�DV�60%�
UHYHQXH�DQG�QXPEHU�RI�HPSOR\HHV�DPRQJVW�RWKHUV��WKH\�VKRXOG�
EH�LQWHUSUHWHG�DV�SURYLGLQJ�LQGLFDWLRQV�RI�KRZ�YDULDEOHV�DUH�
DVVRFLDWHG��DQG�QRW�EH�LQWHUSUHWHG�DV�FDXVDO�

ΖQ�WKLV�VHFWLRQ�ZH�UHSRUW�WKH�RXWSXW�RI�ORJLVWLF�UHJUHVVLRQV��
ZKLFK�HQDEOH�XV�WR�UHSRUW�WKH�FRHɝFLHQWV�DV�RGGV�UDWLRV��8VLQJ�
WKHVH�UDWLRV�DOORZV�XV�WR�DQDO\VH�WKH�GLHUHQFH�LQ�OLNHOLKRRG�RI�
DQ�RXWFRPH�EDVHG�RQ�LQGLYLGXDOVȇ�VSHFLȴF�FKDUDFWHULVWLFV��$V�DQ�
H[DPSOH��7DEOH���UHSRUWV�WKH�ORJLVWLF�UHJUHVVLRQ�RI�D�UHVSRQGHQWȇV�
FKDUDFWHULVWLF�RQ�ZKHWKHU�DQ�LQGLYLGXDO�VWDUWHG�XVLQJ��RU�LQFUHDVHG�
WKHLU�XVDJH�RI��VRFLDO�PHGLD�RU�RQOLQH�PHVVDJLQJ�IRU�DIWHU�VDOHV�
FRPPXQLFDWLRQ��7KH�RGGV�UDWLR�IRU�JHQGHU��ZKLFK�LV��������FDQ�EH�
LQWHUSUHWHG�DV�WKH�SUREDELOLW\�WKDW�D�IHPDOH�OHG�EXVLQHVV�LQFUHDVHG�
XVDJH�RI�VRFLDO�PHGLD�RU�RQOLQH�PHVVDJLQJ�EHLQJ�������KLJKHU�
�PRUH�OLNHO\��WKDQ�D�PDOH�RSHUDWHG�EXVLQHVVHV��WKH�UHIHUHQFH�
JURXS���DOO�HOVH�EHLQJ�HTXDO�

'XH�WR�WKH�VDPSOH�VL]H�RI�LQGLYLGXDO�FRXQWULHV��VHH�7DEOH�����LW�LV�QRW�
SRVVLEOH�WR�UXQ�LQGLYLGXDO�FRXQWU\�UHJUHVVLRQV�ZKLOVW�EHLQJ�DEOH�WR�
FRQWURO�IRU�NH\�YDULDEOHV�VXFK�DV�VHFWRU��DQG�LQFRPH��7KLV�LV�H[FHSW�
IRU�WKH�86�ZKHUH�ZH�KDYH�VXɝFLHQW�VDPSOH�VL]H�WR�H[DPLQH�KRZ�
VWDEOH�FRHɝFLHQWV�DUH�WR�GLHUHQW�VSHFLȴFDWLRQV��

�����6HH�81&7$'��Ȋ&ODVVLȴFDWLRQV�+DQGERRNȋ�
������$JH�JURXSV�LQ�RXU�DQDO\VLV�IROORZ�RWKHU�&29Ζ'����FRQVXPHU�UHVHDUFK�LQ�JURXSLQJ�E\�JHQHUDWLRQ��VHH�*OREDO�:HE�ΖQGH[�
������7DUJHWHG�DGYHUWLVLQJ�XVHUV�RQ�VRFLDO�PHGLD�DUH�GHȴQHG�DV�WKRVH�ZKR�KDYH�VWDUWHG�RU�LQFUHDVHG�WKHLU�XVDJH�RI�WDUJHWHG�DGYHUWLVHPHQW�RQ�VRFLDO�PHGLD��RU�KDG�

XVHG�LW�SULRU�WR�WKH�FULVLV�EXW�WKHUH�XVDJH�KDG�VWD\HG�WKH�VDPH�

$Q�DOWHUQDWLYH�FRXOG�DOVR�EH�WR�JURXS�VLPLODU�FRXQWULHV�WRJHWKHU�IRU�
WKH�DQDO\VLV�WR�LQFUHDVH�WKH�HHFWLYH�VDPSOH�VL]H�

ΖQ�DGGLWLRQ�WR�WKH�UHJUHVVLRQV�UHSRUWHG�EHORZ��D�PXOWLQRPLDO�ORJLW�
UHJUHVVLRQ�PRGHO�ZDV�XVHG�WR�DQDO\VH�WKH�DVVRFLDWLRQ�EHWZHHQ�
86�60%V�ZKR�ZHUH�XVHUV�RI�WDUJHWHG�DGYHUWLVLQJ��DQG�WKH�RGGV�
�UHODWLYH�ULVN��RI�DQ�60%�KDYLQJ�HLWKHU�KLJKHU�RU�ORZHU�UHYHQXH�WKDQ�
ODVW�\HDU��FRPSDUHG�WR�KDYLQJ�WKH�VDPH�UHYHQXH�DV�ODVW�\HDU��WKH�
EDVHOLQH�JURXS��108�7KH�UHVXOWV�VKRZHG�WKDW�86�60%V�ZKR�XVHG�
WDUJHWHG�DGYHUWLVLQJ�RQ�VRFLDO�PHGLD�ZHUH�QHDUO\�WZLFH�DV�OLNHO\�WR�
UHSRUW�WKDW�WKH\�LQFUHDVHG�WKHLU�UHYHQXH�FRPSDUHG�WR�ODVW�\HDU�
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������)DFHERRN�)DPLO\�RI�$SSV�XVHUV�DUH�GHȴQHG�DV�WKRVH�ZKR�KDYH�HLWKHU�LQFUHDVHG�WKHLU�XVDJH�RI�HLWKHU�)DFHERRN��:KDWV$SS�RU�ΖQVWDJUDP�IRU�UDLVLQJ�EUDQG�
DZDUHQHVV�

������*HQGHU�WDNHV�WKH�YDOXH�RI���IRU�IHPDOH�RSHUDWHG�EXVLQHVVHV�DQG���IRU�PDOH�RSHUDWHG�EXVLQHVVHV��WKH�UHIHUHQFH�JURXS���6LPLODUO\�'HYHORSLQJ�&RXQWU\�WDNHV�WKH�
YDOXH�RI���IRU�D�GHYHORSLQJ�FRXQWU\�DQG���IRU�D�GHYHORSHG�FRXQWU\��7KH�YDULDEOHV�EDE\�ERRPHUV����HPSOR\HHV��XUEDQ��DQG�OHVV�WKDQ���\HDUV�VLQFH�RSHQLQJ�DUH�
H[FOXGHG�DQG�IRUP�WKH�UHIHUHQFH�JURXS��

7DEOH����/RJLVWLF�UHJUHVVLRQV�RI�UHVSRQGHQW�FKDUDFWHULVWLFV�RQ�ZKHWKHU�
UHVSRQGHQW�WDUJHWHG�QHZ�FXVWRPHUV�GXULQJ�WKH�SDQGHPLF��6RXUFH��'HORLWWH�
VXUYH\�DQDO\VLV�110

Those more likely to be targeting new customers 
7KH�ORJLVWLF�HVWLPDWHV�IRU�WKH�UHJUHVVLRQ�RI�ZKLFK�EXVLQHVVHV�ZHUH�
PRVW�OLNHO\�WR�WDUJHW�QHZ�FXVWRPHUV�GXULQJ�WKH�SDQGHPLF�DUH�
UHSRUWHG�LQ�7DEOH����

ΖQ�DGGLWLRQ�WR�WKH�UHJUHVVLRQ�UHSRUWHG�KHUH��D�ORJLW�UHJUHVVLRQ�
PRGHO�IRU�WKH�86�ZDV�XVHG�WR�DQDO\VH�WKH�DVVRFLDWLRQ�EHWZHHQ�
ZKHWKHU�DQ�60%�WDUJHWHG�QHZ�FXVWRPHUV�DQG�WZR�GLHUHQW�
LQGHSHQGHQW�YDULDEOHV��WDUJHWHG�DGYHUWLVLQJ�XVHU��DQG�)DFHERRN�
)DPLO\�RI�$SSV�XVHU�����7KH�UHVXOWV�VKRZHG�WKDW�86�60%V�ZKR�
reported using targeted advertising on social media were twice 
DV�OLNHO\�WR�WDUJHW�QHZ�FXVWRPHUV��8VHUV�RI�WKH�)DFHERRN�)DPLO\�RI�
$SSV�ZHUH�DOPRVW�WKUHH�WLPHV�PRUH�OLNHO\�

Target new customers

*HQGHU �����

Age �����

Age2 �����

��WR���HPSOR\HHV �����

���WR����HPSOR\HHV �����

���WR�����HPSOR\HHV �����

����WR�����HPSOR\HHV �����

Developing country �����

6XEXUEDQ �����

Rural �����

6 to 10 years since opening �����

More than 10 years since opening �����

ΖQFUHDVHG�GLJLWDO�WRRO�XVDJH �����

ΖQWHUFHSW �����

)XUWKHU�FRQWUROV
6HFWRU�ȴ[HG�HHFWV��ΖQFRPH�
dummies

2EVHUYDWLRQV ����

3VHXGR�R2 �����

5REXVW�VWDQGDUG�HUURUV�ZHUH�XVHG���S����������S����������S��������
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������*HQGHU�WDNHV�WKH�YDOXH�RI���IRU�IHPDOH�RSHUDWHG�EXVLQHVVHV�DQG���IRU�PDOH�RSHUDWHG�EXVLQHVVHV��WKH�UHIHUHQFH�JURXS���6LPLODUO\�'HYHORSLQJ�&RXQWU\�WDNHV�WKH�
YDOXH�RI���IRU�D�GHYHORSLQJ�FRXQWU\�DQG���IRU�D�GHYHORSHG�FRXQWU\��7KH�YDULDEOHV�EDE\�ERRPHUV����HPSOR\HHV��XUEDQ��DQG�OHVV�WKDQ���\HDUV�VLQFH�RSHQLQJ�DUH�
H[FOXGHG�DQG�IRUP�WKH�UHIHUHQFH�JURXS��

7DEOH����/RJLVWLF�UHJUHVVLRQV�RI�UHVSRQGHQW�FKDUDFWHULVWLFV�RQ�ZKHWKHU�
social media or online messaging saw the greatest increase or smallest 
GHFUHDVH�LQ�VDOHV�VLQFH�RXWEUHDN�RI�&29Ζ'�����6RXUFH��'HORLWWH�VXUYH\�
DQDO\VLV�111

Those more likely to report social media or online 
messaging as the channel through which sales saw the 
greatest increase or smallest decrease 
7KH�ORJLVWLF�HVWLPDWHV�IRU�WKH�UHJUHVVLRQ�RI�ZKLFK�EXVLQHVVHV�ZHUH�
PRVW�OLNHO\�WR�KDYH�VHHQ�VRFLDO�PHGLD�RU�RQOLQH�PHVVDJLQJ�DSSV�
H[SHULHQFH�WKH�JUHDWHVW�LQFUHDVH��RU�VPDOOHVW�GHFUHDVH��LQ�VDOHV�
VLQFH�WKH�RXWEUHDN�RI�&29Ζ'����DUH�UHSRUWHG�LQ�7DEOH����

Social media Online 
Messaging

*HQGHU ����� �����

*HQ�=�DJH�JURXS ����� �����

Millennial age group ����� �����

*HQ�;�DJH�JURXS ����� �����

��WR���HPSOR\HHV ����� �����

���WR����HPSOR\HHV ����� �����

���WR�����HPSOR\HHV ����� �����

����WR�����HPSOR\HHV ����� �����

Developing country ����� �����

6XEXUEDQ ����� �����

Rural ����� �����

6 to 10 years since opening ����� �����

More than 10 years since opening ����� �����

ΖQWHUFHSW ����� �����

)XUWKHU�FRQWUROV
6HFWRU�ȴ[HG�
HHFWV��ΖQFRPH�
dummies

6HFWRU�ȴ[HG�
HHFWV��ΖQFRPH�
dummies

2EVHUYDWLRQV ���� ����

3VHXGR�R2 ����� �����

5REXVW�VWDQGDUG�HUURUV�ZHUH�XVHG���S����������S����������S��������
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7DEOH����/RJLVWLF�UHJUHVVLRQ�RI�UHVSRQGHQW�FKDUDFWHULVWLFV�RQ�ZKHWKHU�
UHVSRQGHQW�VWDUWHG�XVLQJ��RU�LQFUHDVHG�XVH�RI��VRFLDO�PHGLD�RU�RQOLQH�
PHVVDJLQJ�IRU�DIWHU�VDOHV�FRPXQLFDWLRQV�VLQFH�WKH�RXWEUHDN�RI�&29Ζ'�����
6RXUFH��'HORLWWH�VXUYH\�DQDO\VLV�

Those more likely to have increased use of social media or 
online messaging for after-sales communications 
7KH�ORJLVWLF�HVWLPDWHV�IRU�WKH�UHJUHVVLRQ�RI�ZKLFK�60%V�ZHUH�
PRUH�OLNHO\�KDYH�VWDUWHG�XVLQJ��RU�LQFUHDVHG�XVH�RI��VRFLDO�PHGLD�RU�
RQOLQH�PHVVDJLQJ�IRU�DQ\�IRUP�RI�DIWHU�VDOHV�FRPPXQLFDWLRQV�ZLWK�
FXVWRPHUV�VLQFH�WKH�RXWEUHDN�RI�&29Ζ'����DUH�UHSRUWHG�LQ�7DEOH��� Increased use of social 

media/online messaging

*HQGHU �����

Age �����

Age2 �����

��WR���HPSOR\HHV �����

���WR����HPSOR\HHV �����

���WR�����HPSOR\HHV �����

����WR�����HPSOR\HHV �����

Developing country �����

6XEXUEDQ �����

Rural �����

6 to 10 years since opening �����

More than 10 years since opening �����

ΖQWHUFHSW �����

)XUWKHU�FRQWUROV
6HFWRU�ȴ[HG�HHFWV��ΖQFRPH�
dummies

2EVHUYDWLRQV ����

3VHXGR�R2 �����

5REXVW�VWDQGDUG�HUURUV�ZHUH�XVHG���S����������S����������S��������
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7DEOH����/RJLVWLF�UHJUHVVLRQ�RI�UHVSRQGHQW�FKDUDFWHULVWLFV�RQ�ZKHWKHU�
UHVSRQGHQW�VWDUWHG�XVLQJ��RU�LQFUHDVHG�XVH�RI��GLUHFW��PHVVDJLQJ�IRU�DIWHU�
VDOHV�FRPXQLFDWLRQV��6RXUFH��'HORLWWH�VXUYH\�DQDO\VLV�

Those more likely to have increased use of direct messaging 
with customers post-sale 
7KH�ORJLVWLF�HVWLPDWHV�IRU�WKH�UHJUHVVLRQ�RI�ZKLFK�60%V�ZHUH�PRUH�
OLNHO\�KDYH�VWDUWHG�XVLQJ��RU�LQFUHDVHG�XVH�RI��GLUHFW�PHVVDJLQJ�
ZLWK�FXVWRPHUV�VLQFH�WKH�RXWEUHDN�RI�&29Ζ'����DUH�UHSRUWHG�LQ�
7DEOH����'LUHFW�PHVVDJLQJ�LV�GHȴQHG�DV�GLUHFW�FRPPXQLFDWLRQV�ZLWK�
FXVWRPHUV�WKURXJK�VRFLDO�PHGLD�DQG�PHVVDJLQJ�DSSV��QRW�LQFOXGLQJ�
LQGLUHFW�FKDQQHOV�VXFK�DV�SRVWV��FRPPHQWV�HWF��

Increased direct messaging

*HQGHU �����

Age �����

Age2 �����

��WR���HPSOR\HHV �����

���WR����HPSOR\HHV �����

���WR�����HPSOR\HHV �����

����WR�����HPSOR\HHV �����

Developing country �����

6XEXUEDQ �����

Rural �����

6 to 10 years since opening �����

More than 10 years since opening �����

ΖQWHUFHSW �����

)XUWKHU�FRQWUROV
6HFWRU�ȴ[HG�HHFWV��ΖQFRPH�
dummies

2EVHUYDWLRQV ����

3VHXGR�R2 �����

5REXVW�VWDQGDUG�HUURUV�ZHUH�XVHG���S����������S����������S��������
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7DEOH����/RJLVWLF�UHJUHVVLRQ�RI�VWDUWLQJ�WR�XVH�RU�LQFUHDVLQJ�XVH�RI�GLJLWDO�
WRROV�IRU�PDNLQJ�VDOHV�RQ�ZKHWKHU�WKH�UHVSRQGHQW�VROG�QHZ�SURGXFWV�VLQFH�
WKH�RXWEUHDNG�RI�&29Ζ'�����6RXUFH��'HORLWWH�VXUYH\�DQDO\VLV�

Those more likely to have sold new products based on 
digital tools use for making sales 
7DEOH���UHSRUWV�WKH�ORJLVWLF�HVWLPDWHV�IRU�WKH�UHJUHVVLRQ�RI�WKH�
XVDJH�RI�GLJLWDO�WRROV�WR�PDNH�VDOHV�RQ�VHOOLQJ�QHZ�SURGXFWV�VLQFH�
WKH�RXWEUHDN�RI�&29Ζ'�����

ΖQ�DGGLWLRQ�WR�WKH�UHJUHVVLRQ�UHSRUWHG�KHUH��D�ORJLW�UHJUHVVLRQ�
PRGHO�IRU�WKH�86�ZDV�XVHG�WR�DQDO\VH�WKH�DVVRFLDWLRQ�EHWZHHQ�
ZKHWKHU�DQ�60%�VROG�QHZ�SURGXFWV�DQG�WZR�GLHUHQW�LQGHSHQGHQW�
YDULDEOHV��WDUJHWHG�DGYHUWLVLQJ�XVHU��DQG�)DFHERRN�)DPLO\�RI�
$SSV�XVHU��7KH�UHVXOWV�VKRZHG�WKDW�86�60%V�ZKR�UHSRUWHG�XVLQJ�
WDUJHWHG�DGYHUWLVLQJ�RQ�VRFLDO�PHGLD�ZHUH�WZLFH�DV�OLNHO\�WR�VHOO�QHZ�
SURGXFWV��8VHUV�RI�WKH�)DFHERRN�)DPLO\�RI�$SSV�ZHUH�DOPRVW�WKUHH�
WLPHV�PRUH�OLNHO\�

Sold new products

*HQGHU �����

Age �����

Age2 �����

��WR���HPSOR\HHV �����

���WR����HPSOR\HHV �����

���WR�����HPSOR\HHV �����

����WR�����HPSOR\HHV �����

Developing country �����

6XEXUEDQ �����

Rural �����

6 to 10 years since opening �����

More than 10 years since opening �����

ΖQFUHDVHG�PDNLQJ�VDOHV�WKURXJK�GLJLWDO �����

ΖQWHUFHSW �����

)XUWKHU�FRQWUROV
6HFWRU�ȴ[HG�HHFWV��ΖQFRPH�
dummies

2EVHUYDWLRQV ����

3VHXGR�R2 �����

5REXVW�VWDQGDUG�HUURUV�ZHUH�XVHG���S����������S����������S��������
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7DEOH����/RJLVWLF�UHJUHVVLRQ�RI�VWDUWLQJ�WR�XVH�RU�LQFUHDVLQJ�XVH�RI�VRFLDO�
PHGLD�RQOLQH�PHVVDJLQJ�IRU�PDNLQJ�VDOHV�RQ�ZKHWKHU�WKH�UHVSRQGHQW�VROG�
QHZ�SURGXFWV�VLQFH�WKH�RXWEUHDNG�RI�&29Ζ'�����6RXUFH��'HORLWWH�VXUYH\�
DQDO\VLV�

Those more likely to have sold new products based on social 
media/online messaging use for making sales 
7DEOH���UHSRUWV�WKH�ORJLVWLF�HVWLPDWHV�IRU�WKH�UHJUHVVLRQ�RI�XVH�
RI�VRFLDO�PHGLD�RQOLQH�PHVVDJLQJ�WR�PDNH�VDOHV�RQ�VHOOLQJ�QHZ�
SURGXFWV�VLQFH�WKH�RXWEUHDN�RI�&29Ζ'�����

Sold new products

*HQGHU �����

Age �����

Age2 �����

��WR���HPSOR\HHV �����

���WR����HPSOR\HHV �����

���WR�����HPSOR\HHV �����

����WR�����HPSOR\HHV �����

Developing country �����

6XEXUEDQ �����

Rural �����

6 to 10 years since opening �����

More than 10 years since opening �����

ΖQFUHDVHG�PDNLQJ�VDOHV�WKURXJK�VRFLDO�
PHGLD�RQOLQH�PHVVDJLQJ

�����

ΖQWHUFHSW �����

)XUWKHU�FRQWUROV
6HFWRU�ȴ[HG�HHFWV��ΖQFRPH�
dummies

2EVHUYDWLRQV ����

3VHXGR�R2 �����

5REXVW�VWDQGDUG�HUURUV�ZHUH�XVHG���S����������S����������S��������
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Those more likely to have closed for less than two months
7DEOH���UHSRUWV�WKH�ORJLVWLF�HVWLPDWHV�IRU�WKH�UHJUHVVLRQ�RI�XVH�
RI�GLJLWDO�WRROV�RQ�FORVLQJ�IRU�D�SHULRG�VKRUWHU�WKDQ�WZR�PRQWKV��
&ROXPQ���XVHV�FKDQJH�LQ�RYHUDOO�GLJLWDO�WRROV�XVH��FROXPQ���FKDQJH�
LQ�GLJLWDO�WRRO�XVH�IRU�PDUNHWLQJ��FROXPQ���FKDQJH�LQ�GLJLWDO�WRRO�
XVH�IRU�PDNLQJ�VDOHV��DQG�FROXPQ���FKDQJH�LQ�GLJLWDO�WRRO�XVH�IRU�
FRPPXQLFDWLQJ�SRVW�VDOH�

7DEOH����/RJLVWLF�UHJUHVVLRQ�RI�VWDUWLQJ�WR�XVH�RU�LQFUHDVLQJ�XVH�RI�GLJLWDO�WRROV�RQ�ZKHWKHU�WKH�UHVSRQGHQW�FORVHG�IRU�D�SHULRG�VKRUWHU�WKDQ���PRQWKV�VLQFH�
WKH�RXWEUHDN�RI�&29Ζ'�����6RXUFH��'HORLWWH�VXUYH\�DQDO\VLV�

Closed for less than 2 
months (1)

Closed for less than 2 
months (2)

Closed for less than 2 
months (3)

Closed for less than 2 
months (4)

*HQGHU ����� ����� ����� �����

Age ����� ����� ����� �����

Age2 ����� ����� ����� �����

��WR���HPSOR\HHV ����� ����� ����� �����

���WR����HPSOR\HHV ����� ����� ����� �����

���WR�����HPSOR\HHV ����� ����� ����� �����

����WR�����HPSOR\HHV ����� ����� ����� �����

Developing country ����� ����� ����� �����

6XEXUEDQ ����� ����� ����� �����

Rural ����� ����� ����� �����

6 to 10 years since opening ����� ����� ����� �����

More than 10 years since opening ����� ����� ����� �����

Started or increased overall digital tool 
usage

����� � � �

6WDUWHG�RU�LQFUHDVHG�PDUNHWLQJ�GLJLWDO�
tool usage

� ����� � �

6WDUWHG�RU�LQFUHDVHG�PDNLQJ�VDOHV�GLJLWDO�
tool usage

� � ����� �

Started or increased communications 
SRVW�VDOHV�GLJLWDO�WRRO�XVDJH

� � � �����

ΖQWHUFHSW ������ ������ ������ ������

)XUWKHU�FRQWUROV
6HFWRU�ȴ[HG�HHFWV��
ΖQFRPH�GXPPLHV

6HFWRU�ȴ[HG�HHFWV��
ΖQFRPH�GXPPLHV

6HFWRU�ȴ[HG�HHFWV��
ΖQFRPH�GXPPLHV

6HFWRU�ȴ[HG�HHFWV��
ΖQFRPH�GXPPLHV

2EVHUYDWLRQV ���� ���� ���� ����

3VHXGR�R2 ����� ����� ����� �����

5REXVW�VWDQGDUG�HUURUV�ZHUH�XVHG���S����������S����������S��������
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7DEOH�����/RJLVWLF�UHJUHVVLRQ�RI�KDYLQJ�XVHG�GLJLWDO�WRROV�IRU�PDUNHWLQJ�
SXUSRVHV�SULRU�WR�&29Ζ'����RQ�ZKHWKHU�WKH�UHVSRQGHQW�FORVHG�DW�DQ\�SRLQW�
VLQFH�WKH�RXWEUHDN�RI�&29Ζ'�����6RXUFH��'HORLWWH�VXUYH\�DQDO\VLV�

Those more likely to have closed at any point 
7DEOH����UHSRUWV�WKH�ORJLVWLF�HVWLPDWHV�IRU�WKH�UHJUHVVLRQ�RI�XVH�RI�
GLJLWDO�PDUNHWLQJ��SDLG�RU�XQSDLG��RQ�FORVLQJ�DW�DQ\�SRLQW�VLQFH�WKH�
RXWEUHDN�RI�&29Ζ'�����

Closed

*HQGHU �����

Age �����

Age2 �����

��WR���HPSOR\HHV �����

���WR����HPSOR\HHV �����

���WR�����HPSOR\HHV �����

����WR�����HPSOR\HHV �����

Developing country �����

6XEXUEDQ �����

Rural �����

6 to 10 years since opening �����

More than 10 years since opening �����

8VHG�GLJLWDO�DGYHUWLVLQJ�SULRU�WR�
&29Ζ'���

�����

ΖQWHUFHSW �����

)XUWKHU�FRQWUROV
6HFWRU�ȴ[HG�HHFWV��ΖQFRPH�
dummies

2EVHUYDWLRQV ����

3VHXGR�R2 �����

5REXVW�VWDQGDUG�HUURUV�ZHUH�XVHG���S����������S����������S��������
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7DEOH�����/RJLVWLF�UHJUHVVLRQ�RI�UHVSRQGHQW�FKDUDFWHULVWLFV�RQ�ZKHWKHU�
UHVSRQGHQW�H[SHFWHG�XVH�RI�GLJLWDO�WRROV�WR�LQFUHDVH�DIWHU�WKH�SDQGHPLF��
6RXUFH��'HORLWWH�VXUYH\�DQDO\VLV�

Those more likely to expect a future increase in the use of 
digital tools 
7KH�ORJLVWLF�HVWLPDWHV�IRU�WKH�UHJUHVVLRQ�RI�ZKLFK�60%V�ZHUH�PRUH�
OLNHO\�WR�H[SHFW�GLJLWDO�WRROV�XVDJH�WR�LQFUHDVH�DIWHU�WKH�SDQGHPLF�LV�
UHSRUWHG�LQ�WDEOH���� Expect a future increase

*HQGHU �����

Age �����

Age2 �����

��WR���HPSOR\HHV �����

���WR����HPSOR\HHV �����

���WR�����HPSOR\HHV �����

����WR�����HPSOR\HHV �����

Developing country �����

6XEXUEDQ �����

Rural �����

6 to 10 years since opening �����

More than 10 years since opening �����

Business closed at any point during 
pandemic

�����

ΖQWHUFHSW �����

)XUWKHU�FRQWUROV
6HFWRU�ȴ[HG�HHFWV��ΖQFRPH�
dummies

2EVHUYDWLRQV ����

3VHXGR�R2 �����

5REXVW�VWDQGDUG�HUURUV�ZHUH�XVHG���S����������S����������S��������
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Appendix 3: Summary results  

7DEOH�����2YHUYLHZ�RI�VHOHFW�60%�UHVSRQVHV�E\�FRXQWU\��6RXUFH��'HORLWWH�6XUYH\�$QDO\VLV�
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% of SMBs surveyed reported that they started using or increased their overall usage of…

6RFLDO�PHGLD�SODWIRUPV ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ���

2QOLQH�PHVVDJLQJ�SODWIRUPV ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ���

2QOLQH�SD\PHQW�SODWIRUPV� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ���

% of SMBs surveyed reported that they started using or increased their usage of the following for (unpaid) marketing purposes…

7KHLU�EXVLQHVV�ZHEVLWH ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ���

Email communications and 
PDUNHWLQJ

��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ���

%XVLQHVV�SURȴOH�SDJH�RQ� 
social media

��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ���

2QOLQH�PHVVDJLQJ�SODWIRUPV ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ���

% of SMBs surveyed reported that they started using or increased their usage of the following for (paid) marketing purposes…

Targeted advertising or 
sponsored posts on social media

��� ��� ��� ��� ��� ��� ��� ��� ��� �� ��� ��� ��� ��� ��� ��� ���

1RQ�WDUJHWHG�DGYHUWLVLQJ�RQ�
social media

��� ��� ��� ��� ��� ��� ��� ��� ��� �� ��� ��� ��� ��� ��� ��� ���

Display advertising on third party 
ZHEVLWHV��H[FO��VRFLDO�PHGLD�

��� ��� ��� ��� ��� ��� ��� ��� ��� �� ��� ��� ��� ��� ��� ��� ���

3DUWQHUVKLSV�ZLWK�VRFLDO�PHGLD�
LQȵXHQFHUV

��� ��� ��� ��� ��� ��� ��� ��� ��� �� ��� ��� ��� ��� ��� ��� ���

Search engine advertising ��� ��� ��� ��� ��� ��� ��� ��� ��� �� ��� ��� ��� ��� ��� ��� ���

% of SMBs surveyed reported they have sold new products/services through…

7KHLU�EXVLQHVV�ZHEVLWH ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ��� ���

6RFLDO�PHGLD�SODWIRUPV ��� ��� ��� ��� ��� ��� ��� ��� ��� �� ��� ��� ��� ��� ��� ��� ���

2QOLQH�PHVVDJLQJ�SODWIRUPV ��� ��� ��� ��� �� ��� ��� ��� ��� �� ��� ��� ��� ��� ��� ��� ���

2QOLQH�PDUNHWSODFHV ��� ��� ��� ��� ��� ��� ��� �� ��� �� ��� ��� �� ��� �� ��� ���
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