Is It Time For A Brand Pivot?
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In times of stress and anxiety such as we are experiencing these days it is natural for brand
marketers to hunker down to weather the storm. Consumers as well. We have all heard
that the Chinese symbol for crisis is the same as for opportunity and that phrase: ‘A crisis
is a terrible thing to waste’ that we first heard in response to the great recession of

2008/2009.

Understandably we hesitate to seize opportunities as we hear about businesses exploiting
a tragic situation we are all facing. We don’t want to be seen as inappropriately
opportunistic. However, there is another perspective to consider. In English we like to say

the phrase; ‘a friend in need is a friend indeed.” In Turkey they emphasize the importance



of being a ‘bad day friend’. As brand owners, we should look at customer relationships in
the same way as we would a family or friendship relationship. You don’t try to take
advantage or exploit your friends during difficult times, but you don’t disappear either.

You want to be there to help them through it.

We are experiencing a watershed event - a dividing point, that fundamentally changes our
world from what it was before to the reality of what is now. As business leaders we need

to think in terms of developing two corresponding pivot strategies:

1. What do we communicate in a time of quarantine/lockdown?

2. What do we communicate to quickly and efficiently emerge from the crisis?

All marketing starts and ends with the customer. More than ever, it is important that you
understand your customer in the broader sense as human beings with full lives. That shape
their needs relative to your product category that has likely evolved in recent weeks and
most importantly the tension points within their lives. As marketers we need to relook at

our segmentation and recalibrate how this crisis has impacted their life.

How a brand and product add value to customers” life today has significantly changed
versus what it was before. They are more prone to bulk buying (combining purchases for
cost saving and lasting value), crowd avoidance (buying on-line) and the need for
cocooning and shared nurturing. But that society in general. Dig deeper to be more
relevant to your core customer target. This is when a good human centric segmentation

can really pay off because you would know enough about your customer to better



understand what they are going through and how you can be more relevant and meaningful

to their life as it evolves — in this case a locked down at home situation.

MY TARGET SEGMENT DURING CRISIS

What is my target's
biggest change in
lifestyle?

How can | assist the
customer deal with
the transition?

What is my targets
biggest
concern/fear?

How can | help the
customer deal with
their worries?

What is my targets
coping strategy?

How can | help the
customer adapt

quicker?

Let’s look at the Balancer customer segment. These are parents that are striving to make
the most out of the work and home lives. Consequently, they are overloaded trying to
balance the needs of the successful career while still be the best parent they can be. They
worry that they will somehow come up short either with their colleagues at work that
depend on them, or their families. The COVID crisis has especially impacted them because

of the drastic changes to their home and work life that have now so dramatically merged.



TARGET SEGMENT DURING
CRISIS — Balancer Example

Lifestyle change — Disrupted
work routine

More space needed

*Reorganize the house

*Wardrobe detox— online
tutorials

No delimitation between

family time and work
sBuy new furniture time
*Buy more technical devices

*Upgrade subscriptions

*Need to organize better
Balancers

No face to face
socializing with
colleagues

Fastlearnhowto use
technology for
communication

WORK-
FROM-HOME

More time spent withkids
+Invest in recreation facilities at *More use of technology
home
*Entertainment channels
subscription
+Gaming, Boardgames

eTutorials

Education

*Use of online educational
platforms

«Homework supervision

#Need to manage time for
everyone

More cooking at home

#Buy new home appliances
*Buy new cleaning devi

*Buy new home entertainment
devices

KIDS ALL
DAY AT
HOME

Knowing what they are going through, think in terms of how you can pivot you brand and
products to better their needs. Think in term of what you offer, for what price and how you

can make your product available.

PIVOTING OPTIONS

How can |
t the

How can |
help the
customer deal
with his

worries?

- Communi

How can|
help the

customer deal
with the
transition?

customer
adapt
quicker?
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* What products
from my portfolio
are more
appropriate for
the new lifestyle?

* What features are
more relevant no?

e Can | add
additional services

to help?
e

* What pricing
scheme would be
more appropriate
to support the
customer during
the crisis?

* What fears and
concerns can |
address?

* What tensions can
I solve?

® What content can
| offer to support
the customer?

| N—

* What delivery
channels should |
enhance/launch?




Now let’s add a brand as an example of how we can pivot our brand proposition to a
specific customer segment (Balancers) with a brand and product portfolio that we all know

- Apple.

Evolving Needs of Balancer Customers - Apple Portfolio Example

*Well organized ->Need to plan ahead and manage multiple activities at the same time
*Belonging -> Value and treasure this time spent with the family

*Need State> Seeking to find the silver lining in difficult times with activities that bring shared joy
*Tension Point-> How can | possibly balance everything without things falling through the cracks
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Free apple TV
with a Pro

| want to
integrate my
devices to
simplify
transition from
on-the-go, at
work and at
home

The
technology
and devises

need to
involve my
familyand
enhance our
time together

| feel guilty

that I'm not

always there
with my family

Don't let fear
and endless
bad news
define our
time together

Go Pro

MacBook, iPad
and iPhone
pro series for
pro display
and pro
performance

series apple
device of your
choice.

Link, integrate
and manage
all devices to
better share
our time
together

)

As seen in the graphic above, Apple would have a unique opportunity to pivot their brand
proposition to the bad day friend concept appropriate for this crisis to better leverage their
full product portfolio which will further solidify their relationship with existing customers

while giving a meaningful, deliverable and defendable reason to buy for new customers.



