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introduction

Marketers have been clearing away the rubble
from the pandemic crisis of 2020 as soon as it
began to fall around them.
As people across the globe were forced to
make significant changes in every aspect of
their lives to adapt to COVID-19 restrictions,
marketers likewise pivoted to respond to
their customers’ new lifestyles, buying
habits and priorities.
Many marketers have applied an entrepreneurial
mindset. By proactively shifting their messaging,
programs and customer service approaches,
they have been able to successfully navigate
the crisis with their brand value intact. They
are now creating plans to build and maintain
relationships in a challenging new environment.

Loyalty is currency
At the forefront of these efforts was – and
will remain – brand loyalty. The idea that in a
time of crisis people retreat to what is most
comfortable and familiar was put to the test
in 2020. Asked if that held true for their brand
during the pandemic, 64 percent of marketing
leaders said a resounding “yes.”
The mindset during a crisis is to seek comfort
in response to feelings of uncertainty and fear.
Home baking, for example, is at an all-time
high, leaving store shelves in the baking aisle
empty for months. As the virus and associated
anxiety persist, it is likely that comfort-seeking
behaviors will continue for some time.

It is clear that brand loyalty is today’s currency:
47 percent of chief marketing officers (CMOs)
report that loyalty is a key performance
indicator both measured and valued in their
organization.
So begins the conversation about how
marketers manage brand loyalty in a postpandemic world of brand promiscuity. This CMO
Solution Guide blows the discussion wide open,
asking: How will brands re-engage customers
who have strayed? How will marketers retain
buyers recently acquired? What will brand
loyalty look like a year, two years and beyond
from where it is now?
Our research – both quantitative and qualitative
– reveals an overarching theme of creativity,
positivity and opportunity. Marketing leaders
are emerging from the crisis fallout more agile
and energized to entice new and existing
consumers in an era of increasing brand loyalty
promiscuity.

“Even before the pandemic, we were
in an industry and geographic location
overdue for transformation. COVID is
actually pressing us forward two to three
years. It was a fortunate catalyst under
unfortunate circumstances.”
FRANCIS PERRIN
Chief Marketing Officer
Ste. Michelle Wine Estates
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executive summary

PUT TO THE TEST, MARKETERS FOCUS ON
BUILDING NEW & STRONGER LOYALTIES
It’s no secret that consumers are growing more
promiscuous with their brand choices. It’s not
just limited to one generation either. From
Baby Boomers to Gen Z, shoppers have more
information, more choices, and more say in how
and where they spend their money than ever
before. Creating and retaining their loyalty is the
marketing challenge of our time. The pandemic
of 2020 threw down a gauntlet that put brand
loyalty to the test of a lifetime.

This research also includes in-depth, one-onone conversations with marketing and business
executives from leading and emerging brands,
including Beyond Better Foods, Chateau
St. Michelle, La Terra Fina, Outback Steakhouse,
Purina Pet Care and wefox, to gain direct
insights on brand loyalty trends and tools that
work in this world of brand promiscuity.

When the coronavirus restrictions were put in
place, every person around the world had to
change their lifestyle, behaviors, and habits
almost overnight. In response, marketers began
to re-evaluate EVERYTHING:

If the pandemic put brand loyalty to the test,
pet food brands aced the exam. Andrea Adegas
Faccio, chief marketing officer at Purina Pet
Care, explains: “The pet food category is more
resilient than many product categories in any
crisis. During the pandemic shutdown we saw a
surge in buying. Pet owners were pantry loading
to avoid running out of food. We also saw a
surge in treats as owners were home all the
time and more inclined to give their pets a treat
throughout the day.” Purina Pet Care clearly
benefited from strong loyalty during the virus
shutdown.

• What messages would resonate with
consumers sequestered at home 24/7?
• Were the usual channels still reaching them
effectively?
• How would buying habits change?
• What new behaviors will be sustained?
• What new opportunities are emerging?
To better understand how marketers are
responding to these important brand
loyalty questions and challenges, The CMO
Club in thought leadership with Catalina
surveyed nearly 70 chief marketing officers
(CMOs) across a wide range of B2B and B2C
organizations and industries.

Passing the loyalty test

It has also been a time for brands to build new
loyalties. For example, Beyond Better Foods,
makers of three brands of healthy ice cream and
snacks – Enlightened, Bada Bean Bada Boom
and Cloud10 – saw increased interest in their
products. “With restaurants shuttered and ice
cream shops open at limited capacity during
the pandemic, it created more demand for
our product as more people were depending
on their local supermarket to fulfill their food
needs,” says Michael Shoretz, chief executive
officer of Beyond Better Foods.
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Key findings
Research for this guide uncovered many brand loyalty stories and insights, as well as a number of
important findings:

47%

68%
Adopting strategies to
reach millennials and
Gen Z consumers

Measure/Value
KPI

Loyalty is a high-value, measured KPI.
The survey revealed that 47 percent of CMOs
say loyalty is a KPI they both measure and
value, with 34 percent reporting that they
value it as a KPI. In fact, Purina Pet Care
specifically measured loyalty during the
pandemic. “Our research showed that the
majority of our customers did not change their
feeding or buying habits during the COVID
crisis,” Adegas Faccio says.

Marketers are laying the groundwork
for future generations of loyal
customers.
Even though they don’t anticipate their most
loyal age group changing any time soon,
brands are taking steps to build emotional
imprinting to foster loyal customers in the
future. Nearly 68 percent of respondents
say they have adopted specific strategies to
address millennials and Gen Z consumers.

CMOs

78%
Most loyal age group not
expected to change

Brands are focusing on their most
loyal market segment(s).
78 percent of marketers do not think their
most loyal age group will change in the next
12 months. This will drive their campaigns
and strategies moving forward, including
what channels and programs they invest in to
grow customer loyalty. “New shopping habits
and tighter wallets mean value will be more
important to shoppers than ever,” says Marta
Cyhan, chief marketing officer with Catalina.
Success will hinge on targeting that message
to your loyal base.

Connecting with loyal
customers in new and
more meaningful ways

Brands are finding new ways to
connect on a deeper, personal level
with their loyal customers.
In entrepreneurial fashion, marketers are
watching their consumers’ behavior closely
and developing new programs, campaigns
and strategies to meet customers wherever
they are heading. As Francis Perrin, chief
marketing officer with Ste. Michelle Wine
Estates, put it, “For marketers and CMOs, this
is the time to step up to the challenges. That
creativity needs to come from us. It’s not
going to come from another C-suite member.
This is our time to shine.”
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section 1

LOYALTY AS A KPI
Customer loyalty is a very real, very data-driven
reality for online insurance broker wefox. “If
someone cancels their policy, we get notified.
It’s a tangible data point,” explains Guillermo
Plasencia, global chief marketing officer for
wefox. “Loyalty to our brand is paramount to
our business because we earn revenue every
year that a policy is renewed,” he says. “So
we need to make sure customers stay with us.
That’s why we are always tracking it and striving
to retain customer loyalty.”

La Terra Fina, makers of premium dips and
pre-packaged quiches, focuses on similar data
points to inform brand loyalty. Cindy Hess, vice
president of marketing for the brand, says,
“We conducted a research program the fourth
quarter of last year and we’re building on that.
As a premium product, we also focus on base
sales because that drives profitability. We look
at repeat purchase and frequency of purchase
as well.”
Outback measures loyalty through its Dine
Rewards program, but Vona says, “We also take
our digital following into consideration. We
look at the experience people are having when
they interact with our brand across all channels,
digital and in-restaurant. That’s a little different
than the traditional meaning of loyalty which
is: ‘How do people choose us first and what do
they experience in the restaurant that we can
reinforce to drive that loyal behavior?’”

Wefox is not alone in this hyper-focus.
According to our survey, 47 percent of CMOs
surveyed say loyalty is a KPI they both measure
and value; 34 percent report that they value
loyalty as a KPI. See figure 1.
Shoretz says their Beyond Better Foods
brands are highly in tune to loyalty as a KPI.
“Loyalty is one of the strongest indicators of
the sustainability of a brand. Data on trial and
repeat purchases over different time frames are
key measurements for us.”

Is loyalty a KPI you measure or value?

47%
Both

34%
Value

14%

Neither

4%

Measure
FIGURE 1
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Loyalty as comfort
Brands have seen first-hand how consumer
behavior and loyalty tracked during the virus
shutdown, as customers drew even closer to
their favorite brands. When posed the question:
Some say in a time of crisis consumers retreat to
the comfortable and familiar. Is this true for your
brands? 64 percent said yes. See figure 2.
In Perrin’s experience at Ste. Michelle Wine
Estates, this is clearly evident. “Within our
portfolio and in the market, we are seeing that
the bigger brands with the most equity have
an edge in these times. Consumers are going
back to their proven and trusted brands.” Perrin
notes, “The companies that managed their
brands well over the last five years are now
seeing the results of their investment.”

Emotional connections
This return to the familiar can manifest itself
as an emotional attachment for customers.
Danielle Vona, chief marketing officer at
Outback Steakhouse observes, “There’s an
interesting loyalty to local businesses that we
see coming out of all this. People don’t want to
see their neighborhood restaurants struggling,

whether it’s a national chain like Outback or a
mom-and-pop place. In a time of crisis like this,
the consumer mindset shifts from ‘let’s just pick
a place to eat’ to making a decision based on an
emotional connection to their favorite places.
And that really is what loyalty is all about.” She
says being able to tap into that, can create an
amazing experience, and deliver against it is
critical to building customer loyalty.

Information and choice
At wefox, Plasencia says the number of
engagements and leads initially decreased
during the pandemic, but of the engagements
they did garner, the conversion rate jumped
40 percent. “We were able to tap into the
consumers’ psyche around protection, especially
in times of uncertainty,” explains Plasencia.
“Through our app, prospects are able to see
their risk profile in each area of life, property,
personal, health, and so on and how they
can protect themselves. We give them that
information, then the choice for specific
coverage is theirs. It has been very well received
by our customers and helped influence their
decision to go with wefox.”

Some say in a time of crisis
consumers retreat to the comfortable
and familiar. Is this true for your brands?

64%
YES

■ Yes
■ No

FIGURE 2
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Adjusting to target a loyal base
As marketers see consumers gravitating toward
their favorite/familiar brands, they are looking
to capitalize on that phenomenon. Of the
respondents who answered yes to the previous
question, 56 percent say they are planning to
shift positioning of their communication plan to
focus brands in those areas. See figure 3.
Purina PetCare is ramping up efforts to target
consumer habits that vary geographically and
culturally. “We’re exploring the impact of culture
on loyalty and shopping habits,” Adegas Faccio

says. “We are preparing ourselves to meet the
unique needs and purchasing behaviors of those
various segments.”
For Outback Steakhouse, it means focusing on
growing delivery and to-go service. Vona says,
“We are tasking ourselves to see how much of
the to-go and third-party delivery business we
can retain as restaurants re-open because it can
be very incremental business if we can achieve
that.” A corollary to that is upgrades to their
online ordering system to add more volume
to the exponential growth they have been
experiencing in that side of the business.

If yes to Q2, that you feel your consumers
have favored your company’s familiar brands, are you
planning to shift positioning of your communication plan
to focus on brands in this area?

56%
YES

■ Yes
■ No

FIGURE 3
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Seeking customer feedback
Loyalty is a two-way connection. In order to
grant their loyalty, today’s consumers want
to know brands are listening to them – and
responding. Whether it’s through an online
customer experience survey or a response to a
comment or complaint on social media, having
feedback loops are foundational to creating
loyal customers.

“Brand loyalty is a key metric of a
brand’s value. It is a measure of how
well you are attaining – and retaining
– those consumers.”

Not surprisingly, marketers cited surveys (63
percent), customer/user groups (43 percent)
and reviews (40 percent) as the tools that work
best to solicit loyal customer feedback on their
products or services. See figure 4.

MARTA CYHAN
Chief Marketing Officer
Catalina

Vona says Outback has conducted multiple
consumer studies on loyalty to determine what
drives people through the Outback funnel.
“We explore what they love about us, what the
barriers are to loyalty so we can maximize their
experience and gain their loyalty.”

What do you feel works best for your company in soliciting
loyal customer feedback on your products or services?

13%
Other

63%

Surveys

43%

Customer or
user groups

40%
Reviews

13%

Store level or
customer facing

5%

Do not solicit
loyal customer
feedback

FIGURE 4
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section 2

WHERE LOYALTIES LIE
In this age of brand promiscuity, understanding
where loyalties lie drives critical marketing
campaigns and strategies. Millennials, now the
largest cohort of adults, and younger Gen Z
consumers are notoriously promiscuous. Studies
indicate that only seven percent of millennials
identify themselves as brand loyalists. Our
survey results confirmed this statistic.

Boomers (1946-1964), followed closely by Gen
X (1965-1976) at 57 percent. In a distant third,
was Gen Y/Millennials (1977-1996) at 26 percent.
Gen Z/Centennials ranked significantly lower at
a mere seven percent. See figure 5.
Just how steadfast are these loyalties? A full 78
percent of marketers surveyed don’t think the
age group most loyal to their brand will change
in the next 12 months. See figure 6.

When asked what age group has the most
loyalty to their brands, the response by
marketers bore that out: 58 percent cited Baby

What age group do you feel has the most loyalty
to your brand(s) now?

58%

Baby Boomers
1946-1964

57%

Gen X
1965-1976

26%

Gen Y/Millennials
1977 - 1995

7%

Gen Z/Centennials
1996 - 2010

FIGURE 5

Do you feel the current age group that is most loyal
will change in the next 12 months?

78%
NO

■ Yes
■ No
FIGURE 6
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FRONTLINE EXPERIENCE
New behaviors will persist
OUTBACK STEAKHOUSE

Value drives loyalty
BEYOND BETTER FOODS

Looking to the future, Vona sees new behaviors
by Outback’s existing base, continuing to
reshape the way they do business and interact
with customers. “People who never ordered
take-out or delivery from us are doing it now
and I think that behavior will continue…maybe
not at the same level, but it will become a
larger part of our business moving forward.”

At Beyond Better Foods, Shoretz says
generating loyalty in the economic upheaval
of the pandemic will continue to be tied to
product quality. “If customers feel strongly
enough about the value of our product because
of the quality, people will continue to purchase
our product, even in an economic downturn.”

Growth in ecommerce
STE. MICHELLE WINE ESTATES
The wine industry has experienced significant
shifts in buying habits of their loyal customers,
which Perrin expects to continue. “Because
of the coronavirus lockdown, we are seeing
triple-digit growth in our ecommerce metrics,”
he says. “With the economic impact of COVID,
we thought lower-end wines would grow
faster, but surprisingly our premium wines are
showing stronger growth.”

Targeting wtih real-time data
CATALINA
Much of this work will hinge on data, real-time
shopper intelligence to be specific. “During
the pandemic, many new buyers came into
categories that were declining in 2019,”
Cyhan notes. “A brand’s job is to convert
shoppers from panic buyers to loyal buyers.
Building trust is key, and that means retailers
and brands need to understand a shopper’s
habits and preferences to connect with them
in a meaningful, personalized way.” She says
blending real-time insights and historical
purchase data with a channel agnostic platform
makes it possible to deliver the right message
at the right time on the shopper’s preferred
channel – and build their trust and loyalty.
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Where dollars go to engage
loyal customers
To engage customers where they live, work, play and shop,
marketers are taking a second look at where they are allocating
marketing dollars.
The majority of marketers are placing incremental dollars to
engage loyal customers in three areas: digital (73 percent),
content (67 percent) and social (64 percent). More traditional
avenues in pre-COVID times fell well below: virtual events/
sponsorships were cited by only 36 percent, and TV a mere
4 percent. See figure 7.

Where are you placing incremental $’s
to engage loyal consumers?

73%
Digital

67%

Content

64%
Social

36%

Virtual Events/
Sponsorships

4%
TV

FIGURE 7
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Multiple touchpoints
Like the survey results, wefox dedicates most
of its marketing dollars to social and digital.
Plasencia says they also use television as well
as out-of-home advertising. “Our billboards on
the subway work surprisingly well,” he notes.
“We try to multiply all of those touchpoints and
follow our users on their journey throughout
their day.”

Engaging content
“Digital and social are areas where we continue
to invest in content,” states Shoretz. “If you
create strong content organically that engages
people, you will always be successful, regardless
of changes in the economy or the popularity of
platforms. We have our own in-house creative
team and marketing team focused on creating
content that people want to engage with.”

he says, “Reposting user-generated content
highlighting our own fans and their experience
with our product works well for us.”

Budget reset
“What we’re doing now is very different than
what we were doing in January of 2020,” states
Vona. When COVID hit in March, Outback
moved to zero-based budgeting. “We literally
went back to zero and built up from there.
We’ve been very focused on paying our people
and making sure our customers get what they
need from us.” She says they have done very
little media, but have allocated for search and
some social, and are beginning to build back
media in the digital space. It’s going to be a
cautious year for us. But we will continue to add
as business grows.”

Shoretz cites a number of examples of
successful engaging content, including
Instagram stories, quizzes, and giveaways,
that all draw customers into brand interaction.
“We’ve also done engaging content around
flavor creation with our ice creams. People are
always excited about being able to participate in
that type of conversation.”
He says their partnerships with other likeminded brands have been successful in opening
up new audiences for both sides. Additionally,
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NEW DISCOVERIES, FINDING THE SILVER LINING
As the coronavirus turned lives – and lifestyles
– upside down, silver linings have emerged.
Marketers have found new opportunities to
reach new customers in new ways.

Right place, right time
LA TERRA FINA
For La Terra Fina, opportunity presented itself
by being in the right place at the right time,
as Hess characterizes it. “When the in-store
delis shut down and freshly made grab-andgo items were not available to shoppers, our
pre-packaged quiches offered the perfect
alternative. They’re ready to go, ready to eat.”
With an initial uptick in March sales, then a
drop in April as stores focused on stocking
essential items and limited the number of
shoppers, Hess says sales came back strong
in May. They had their biggest June sales in
company history. With consumer confidence
in dining out still low, Hess says, “Demand
for our quiche product is phenomenal. Retail
customers are asking us when they can put

“As difficult as this time
has been, there’s opportunity
because of it.”
DANIELLE VONA
Chief Marketing Officer
Outback Steakhouse

our quiche in their stores. We’re seeing this as
a long-term trend that impacts us positively
moving forward.”

Increased in-home consumption
STE. MICHELLE ESTATES
Wine consumption is up, says Perrin, as more
people are having family dinners at home
rather than eating out and experimenting with
food pairing when cooking. “On the retail
side, the wine market in mass club grocery
stores is up to 16 percent. That’s a remarkable
uptick in an industry that has been very flat
for several years.” Ste. Michelle Estates has
also experienced triple-digit growth in online
sales as more customers discovered wine is
one of the few alcohol segments that can be
purchased online.

New triers, healthier buyers
BEYOND BETTER FOODS
Once the initial shock of the pandemic
restrictions wore off, consumers began to
back off from placating themselves with
comfort food. “As time has worn on,” explains
Shoretz, “more people have become focused
on maintaining a healthier lifestyle and they’re
turning to our products as a healthier snack
choice.”
With the right product, quality, messaging
and marketing programs, Shoretz says Beyond
Better Foods is looking to retain those new
tryers in a post-pandemic environment as
consumers continue to shop in-store.
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section 3

EMOTIONAL IMPRINTING
Although the loyalty of younger generations proves
elusive, they are not being written off by marketers.
On the contrary, brands are committing dollars and
strategies to attract up-and-coming consumers. A full
67 percent of CMOs say they have adopted specific
strategies to address millennials and Gen Z consumers.
See figure 8.
In fact, now is the perfect opportunity to make inroads.
“Millennials have traditionally not been a loyal age
group and centennials even less so, but even they are
looking to brands to lead and be a source of truth – or
at least a source of comfort,” explains Cyhan. However,
brands must speak to that cohort in ways relevant to
them. “Millennials expect brands to prove that they
understand their motivations and to explain how their
product can benefit their lives.”

“It is important to be authentic, relevant,
and to get involved in the community
and with issues that draw in the younger
generation.”
GUILLERMO PLASENCIA
Global Chief Marketing Officer
wefox

In your business, have you adopted specific
strategies to address millennials & Gen Z?

67%
YES

■ Yes
■ No

FIGURE 8
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Adapting to meet the market
“Ste. Michelle Wine Estates has done an
amazing job building loyalty with our Baby
Boomer base,” says Perrin. “Our challenge is to
bring up the next generation of wine drinkers.”
To this end, Perrin says, “We are trying new
approaches, doubling down on social media,
engaging with influencers, and focusing on
making good wine that draws a 90+ rating.”
Perrin says they are also incorporating a call
to action into all of their social content, driving
customers to their ecommerce site. Francis
noted they are focusing on innovations to open
up opportunities with millennials, including wine
in cans, new blends with less alcohol, less sugar,
and sparkling options. These strategies have
been proving successful for the brand.
Outback Steakhouse is in a similar position. As
Vona explains, “Our current customer base is
a little older. But as we’ve adopted third party
delivery, we are attracting more millennials. And
they’re a very different type of customer. They
are more promiscuous, they try lots of things,
and they believe brands should have a purpose.
They just think differently than the older
generation. So we need to be prepared to meet
their needs.”

Authentic message
“Millennials tend to jump from brand to brand,”
says Plasencia. “That’s why wefox is the perfect
source for their search for insurance coverage.

Because we represent so many brand options,
we’re able to offer the best insurance company
and the best coverage for our customers.”
Plasencia notes that this also ties into their
message of authenticity, a core value at wefox,
and one that resonates with millennials.
“Our message to our customers: Be safe,
regardless of your financial situation or
emergency. And it has proven successful for
us,” says Plasencia. wefox employs the latest
social media channels popular with younger
consumers such as Snapchat and TikTok.
“We started using TikTok a year ago before it
became so popular.”

Consumer engagement
La Terra Fina is also making strides toward
emotional imprinting with younger generations.
“Because our line of specialty dips is so
versatile, we want to help young consumers
understand how and when to use our product,”
Hess explains. She says the brand is working
with bloggers, engaging customers directly
through social media or their retailer, and
enriching content with recipes.
The brand also increased its presence on
Instacart, popular with younger consumers, as
a way to introduce La Terra Fina to this new
audience and ensure their products appear first
or second in search results.
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section 4

REAL CONNECTIONS
Marketers are perpetually working to create authentic,
meaningful connections with their loyal customer
base. While the pandemic derailed many programs
and services already in place, it also accelerated these
efforts in new and creative ways.
Our survey showed that an overwhelming 67 percent of
marketers find advocacy and education to be the most
valuable loyalty programs. A clear sign of the times,
more traditional programs, such as sponsored events
(22 percent), VIP programs (14 percent) and reward
cards (9 percent), were rated significantly less valuable.
See figure 9.

“We have deepened our customer
relationships during the pandemic
because we have been able to keep up
with demand and keep our products on
the shelves. Our customers have been
able to depend on us to help them
through this time.”
CINDY HESS
Vice President, Marketing
La Terra Fina

What loyalty programs are you finding
most valuable in driving improved loyalty?

67%

Advocacy and
Education

22%

Sponsored
Events

21%
Other

14%

VIP
Programs

9%

Reward
Cards

FIGURE 9
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FRONTLINE EXPERIENCE
More personalized experiences
STE. MICHELLE WINE ESTATES

Experiences for all ages
OUTBACK STEAKHOUSE

Wine tasting at Ste. Michelle Wine Estates’ 10
tasting rooms in the U.S. took an immediate
hit when the virus shutdown occurred. But, like
many brands, it presented an opportunity to
create new experiences for loyal customers as
the venues slowly began to reopen.

Outback has cultivated a vast database of
customers through its Dine Rewards program,
which encompasses all restaurants under the
Bloomin’ Brands umbrella, including Bonefish
Grill, Carrabba’s and Flemings. Vona says,
“We are looking at ways to improve on our
loyalty program that will allow the company to
segment customers and offer connections that
are beyond basic discounts.”

Perrin explains, “On a typical weekend, we
would have a thousand customers visiting our
tasting rooms. The line to be served at the bar
would be three-deep. With social distancing
guidelines still in place, we’ve turned a negative
into a positive for our customers.” The winery
is launching more personalized experiences in
private settings, offering private picnics and
private cabanas for smaller groups. “Our loyal
customers are getting more attention and,
ultimately, a more premium experience,”
he says.

Vona also says, “We are also attacking a new
demand space and we have an exciting new
growth strategy in place that will include
various groups. It’s going to be much more
about bringing people together for an
experience, regardless how old you are. It
will be more focused on the needs of our
customers rather than the age group.”

Attending to the loyalty of wine club members
was another challenge for the brand. With
the usual member benefits such as tasting
room events on hold during the pandemic,
Perrin says Ste. Michelle turned to old, proven
marketing techniques. “Our concierge team
picked up the phone and called our wine club
members to see how we can be of service.”
Other new customer service touches included
curbside pickup and contactless loading of
cases into customers’ cars.
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conclusion

CMO FRAMEWORK FOR SUCCESS
In times like these, the marketer’s role has
never been more vital to a brand’s success. The
challenge of understanding where loyalties lie,
how to keep buyers engaged, and how to create
new loyalists out of promiscuous consumers has
been compounded by the pandemic of 2020.
In conversations with marketing leaders for
this research, five key tips to navigating this
unprecedented landscape clearly emerged:

Press the reset button.
Some marketing leaders, like Vona, see the
pandemic as the epitome of the perfect time for
a reset. “It’s a chance to do things you haven’t
been able to before, to break through barriers
that no longer exist. There are so many silver
linings in this experience and the opportunity to
take advantage of them is now.”

Lean on real-time data like
never before.
The pandemic has spotlighted the value and
importance of real-time shopper intelligence
insights. “Shopping behaviors have changed in
unprecedented ways in 2020. Data scientists
and advanced analytics teams are mining
for weekly - and even daily - insights to
help retailers, brands and agency customers
understand behavioral impacts happening in
stores because there had been no models or
reference tools to inform their actions,”
Cyhan says.
As buyer behaviors have continued to shift,
real-time insights can help marketers adjust
their marketing, media and activation strategies,
while also informing their stocking and supply
chain decisions.

Match your marketing to the
specific cohort.
Opportunities abound with younger
generations, but marketers must understand
the preferences and idiosyncrasies of each and
use the right marketing platforms and messages
accordingly. “Marketers need to know who
the up-and-coming influential figures are for
each generation and they need to be willing to
rapidly adopt the newest social media platforms
to reach their targeted age group,” says Shoretz.

Follow the customer’s lead.
Customers are quickly adapting to new ways of
interacting with each other other, with brands
they love, and with new discoveries. Marketers
must do the same. “We need to follow the
people, the behavior, and the needs of our
customers,” Vona advises. “So much of what we
do will depend on what our customers do.”

Go with the flow.
Be agile, be observant, be entrepreneurial. “The
amount of creativity empowering our team
during the pandemic is amazing,” says Perrin.
“Our people didn’t wait for someone higher up
in the ranks to give them ideas. The ideas took
off organically and they made them happen.
This is the time to be as entrepreneurial as
possible.”
It is also important to have some humility and
give yourself permission to not have all the
answers and figure it out as you go. “None of
the experts and trends could have seen this
coming,” Perrin observed. “I have probably used
the sentence ‘I don’t know’ more often than I
ever have in my life since the virus hit.”
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about the thought leaders

The CMO Club
The CMO Club is a community for heads of marketing to
come together, share ideas, be inspired, and solve their
toughest challenges in an exclusive, candid, and trusted
environment. Tailored exclusively for top marketing
executives, the club prides itself on being the most innovative
and engaged community of senior marketing leaders in
the world. Membership is 650+ CMOs strong and growing,
representing both B2B and B2C brands, with Chapters in over
30 cities across the globe. Fueled by dynamic peer-to-peer
problem-solving, inspirational and educational events, and
insights into the latest marketing trends and cutting-edge
innovation, the CMO Club is the place to be for the world’s
top marketing executives. For more details, please visit
www.thecmoclub.com.

Catalina
Catalina is the market leader in buyer intelligence and
optimizing hyper-personalized in-store and digital media to
measurably drive, track and measure sales lift, converting
shoppers into loyal buyers for leading CPG retailers and
brands. Powered by the most extensive shopper database
in the world, Catalina’s mobile, online and in-store networks
personalize the consumer’s path to purchase, delivering $7.9
billion in relevant consumer value each year.
Based in St. Petersburg, Fla., Catalina has operations in the
United States, Europe, Japan and Latin America. To learn
more, please visit www.catalina.com or follow us on Twitter
@Catalina.
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