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In this issue, we take a look at the 
current professional landscape and 
offer our humble opinions on how to 
navigate these unprecedented times. 
We can’t promise that we have the 
answers, but we can share how we’ve 
dealt with our new reality and offer 
insight into how businesses can adapt 
to new circumstances.

As with all life’s setbacks, there exists 
a pocket of optimism and possibility 
that can be tapped into – while we 
work against today’s challenging 
backdrop, we can try to learn from 
our experiences and look towards the 
future with acceptance, knowledge  
and wisdom.  
 
Francesca MacKenzie 
Editor 

Unless you’ve been enjoying a desert retreat with no outside contact, like actor 
Jared Leto, you’ll know that the world as we know it has changed. COVID-19 has 
swept across the globe at an alarming pace and has affected people from all 
walks of life. For some, the pandemic has sadly brought tragedy, for others a wave 
of uncertainty or, conversely, a sense of clarity – people have been impacted by it 
differently and reacted to their experiences in varied ways. Nobody planned for 
this strange series of events, and all nations have been learning and adapting as 
they go.

EDITOR’S
NOTE
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WHAT JUST 
HAPPENED?
One day you’re sat in the office, 
enjoying a coffee and laughing  
with your colleagues. The next day 
you’re scrambling around for a suitable 
home work space, trying to navigate 
endless modes of technology and 
struggling to set work / life boundaries. 
Sound familiar?

Being told to work from home for the 
foreseeable future was a shock for 
most, and perhaps more so for those 
accustomed to frequent travel and 
meeting people face to face. While  
we all heard about lockdown happening 
elsewhere in the world, and deep  
down we knew it was inevitable, we 
kept it safely stored away at the back  
of our minds.

Businesses that had already embraced 
more modern ways of working before 
the pandemic, including allowing 
employees to work from home, have 
adapted more easily to the transition 
into lockdown than those working in a 
more traditional capacity (either from 
choice or necessity). That being said, 
the long-term nature of lockdown has 
meant that everyone - even for the more 
well-equipped companies - has faced a 
variety of challenges.
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There is only one way to survive and thrive when faced with  
circumstances out of our control and for which we are unprepared: 

Charles F Glassman
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Uncertainty seems to be the new 
normal, and the situation in which we 
find ourselves certainly isn’t ‘business 
as usual’. 

There are a number of key factors that 
businesses need to consider when 
it comes to an unfamiliar working 
landscape. Here are some pointers 
on how to address a few of today’s 
challenges in the workplace:

1. Internal communication

Internal communication has always 
been important, and now more than ever.  
 
With people not sure about what the 
future holds for them, both personally 
and professionally, it is crucial that 
businesses speak to their employees 
and maintain an ongoing dialogue. 

Whether it’s a team Zoom call, email 
updates or a LinkedIn message from 
the CEO, make sure that staff members 
are aware of what’s going on and how 
the company is reacting to the situation. 
It may also be a good idea to provide 
employees with a platform where they 
can ask questions, either openly or 
confidentially – so they can voice  
their concerns. It’s worth mentioning 
here that it’s OK to not have all the 
answers upfront.  
 
Simply being transparent about how  
the business is tackling present 
challenges and how it intends to solve 
specific areas of concern will help 
give people peace of mind during this 
stressful period.

2. Work environment

First things first, is everyone sitting 
comfortably? Let’ start with ergonomics. 

Providing advice around healthy sitting 
techniques and encouraging people to 
take frequent screen breaks might sound 
simple and obvious, but some businesses 
may overlook this crucial aspect of 
adapting to working from home. 

We’re all experiencing a few more aches 
and pains from sitting awkwardly and 
are getting blurry eyes from staring at 
our screens - day in, day out. Educating 
employees on best practices for working 
from home and encouraging them to get 
enough exercise and rest will have a 
beneficial impact on their overall health 
and wellbeing, and productivity.   

IT departments also have an important 
role to play when it comes to working 
from home to ensure that everyone is 
set up to work as efficiently as possible. 
Making sure everyone has access to 
secure and stable wifi, as well as access 
to, and training on, new virtual tools 
and technology platforms is crucial in 
allowing employees to go about their 
daily operations with as little disruption 
as possible. 

THE NEW 
NORMAL  



3. Culture

Embracing an honest, open and 
respectful culture during this time is 
vital for all businesses. 

Every employee has a unique set of 
circumstances and adapting to working 
from home can be more challenging 
for some than others. Take working 
parents, for instance. Working full-time 
from home, while, at the same time, 
supervising and teaching children 
would have been inconceivable a few 
months ago. But it’s the difficult reality 
that many people face today. 

Businesses need to acknowledge the 
challenges their employees are facing 
at home and encourage company-wide 
support of one another – making sure 
that it’s all hands on deck, so that those 
struggling get the help they need.

Culture is not just about collaboration 
and supporting one another within a 
work context, it’s also about socialising 
and making connections with each 
other. Businesses need to ensure they 
encourage their employees to interact 
beyond the day-to-day slog. A 30-minute  

 

call with a few colleagues to catch up 
on a personal level or even a Friday 
lunchtime ‘date’ over Zoom, can really 
make the difference between a good 
and bad day for some, and can help to 
improve overall work satisfaction.

4. Mental health

A growing issue worldwide, mental 
health is something that businesses 
need to be increasingly aware of 
(pandemic or not). 

Companies need to check in with their 
employees and be aware that some 
staff members may need additional, 
tailored support. There’s no on-size-
fits all approach when it comes to 
mental health care, and not everyone 
is open about how they are feeling, so 
connecting with external professionals 
and seeing how they can help your 
employees could be an effective way of 
reaching and supporting those affected.
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During these unprecedented times,  
our BDB family has really pulled  
together and I’m proud to say that 
every individual is supportive of  
one another.  
 
We’ve been working with our  
friends at Safe Space to provide  
our employees with access to  
coping techniques and essential  
advice during this exceptionally  
challenging period.

Matt Smith
CEO, BDB
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NAVIGATING  
B2B COMMS 
It would be irresponsible for us to 
sugar-coat what’s happening and say 
that businesses can wait out the storm 
and everything will go back to normal. 

The reality is that it won’t, well not for a 
long while at least. Organisations need 
to adapt to their current circumstances 
as best they can and plan for hard times 
ahead. There’s no point pushing your 
business and employees to the brink to 
try and reach what are now most likely 
unrealistic targets – put commercial 
growth forecasts to one side and 
remember that survival is the most 
important thing at the moment. It’s  
better to be in one piece and behind 
plan, than fall apart.

But it’s not all doom and gloom; the 
reality is that everyone is facing 
hardships – and with that unified 
experience comes a sense of comfort. 
While you might feel like your business 
is lagging behind, the reality is that other 
market players are right there with you. 

That being said, some companies 
will come out on the other side of 
this pandemic better off than their 
competitors, and that will be down to 
how effectively they are adapting to 
the evolving landscape. Here, we’ve 
outlined a few key areas that B2B 
companies, and particularly marketers, 
need to consider when it comes  
to developing a strategy that will 
support ongoing business survival  
and long-term growth.

1.  Put yourself in your customers’ 
shoes

An example of a knee-jerk reaction 
to the current situation would be 
businesses scrambling for sales and 
trying to close contracts that will 
provide long-term financial security. It 
makes commercial sense to think this 
way, but the reality is that your clients 
and prospects are faced with the same 
dilemma and will likely not be interested 
in agreeing to future expenditure for 
fear of financial instability.  
 
A different approach that is likely to  
reap a more fruitful outcome is to 
maintain dialogue with existing 
customers during this difficult period; 
listen to what their challenges are 
and what they really need. It will be 
essential for marketing and sales teams 
to work closely with one another to 
understand customer requirements and 
deliver tailored solutions that will appeal 
to customers and build stronger, more 
loyal ongoing partnerships.
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For instance, a common challenge 
now facing industries worldwide is 
the postponement or cancellation of 
tradeshows and events. Businesses 
value tradeshows for a number of 
reasons, which is reflected in the large 
investment they put into promotion, 
exhibiting and attendance. Tradeshows 
offer companies benefits including vital 
face time with clients and prospects, 
networking with partners and suppliers, 
lead generation, brand exposure  
and reputation, and the ability to 
increase awareness of their services 
and products. 

Without these physical tradeshows  
in place, companies have been at a  
loss at how to fill this gap. Industry 
players listening to these challenges 
have been quick to support their  
clients by developing and offering 
virtually led ‘events’ and interactive 
platforms which can, to some extent, 
address this need while tradeshows  
are off-limits. The most successful of 
these virtual platforms will be those  
that have longevity; complementing 
future shows and marketing initiatives – 
and not becoming obsolete when social 
distancing measures are over. 

2. Storytelling

It’s very easy to make the current 
conversation about ourselves – as 
humans we naturally want to get 
things off our chests, vent about what 
challenges we’re facing and how 
we’re coping. This can be seen in some 
business’ external communications; 
which focus on their own brand and not 
really about their partners or customers.  
 
During this pandemic, make sure 
that any marketing strategies cover 
storytelling from a ‘we’re in this together’ 
perspective – showing commitment to 
external stakeholders is important for 
building trust and collaboration.

Another consideration for external 
communications during today’s 
challenging circumstances is finding 
the sweet spot between silence 
and shouting from the roof tops. It’s 
difficult to know whether we should be 
communicating about the real impact 
COVID-19 is having on our ways of 
working, and to what extent we should 
be sharing our experiences. 
 
We’d suggest that businesses do talk 
about. By ignoring it and going on with 
existing communications as if  

 
 
nothing has happened, you run the risk 
of seeming out of touch with current 
‘trends’, and, even worse, coming across 
as highly insensitive. Meanwhile, by 
raising it, you are acknowledging the 
reality of what we are all facing, which 
can bring a level of brand authenticity 
and credibility needed during this 
uncertain time.  

However, businesses need to be mindful 
about how they communicate externally 
regarding this issue:

•  Don’t let it dominate the conversation

•  Avoid using overly negative language

•   Don’t make light of the situation –  
it needs to be sensitive and tactful 

•  Ensure the communication is non-
salesy / non-promotional – the poor 
reputation you would gain from looking 
like an opportunist jumping on the 
bandwagon of a global viral pandemic 
is something not even the most highly 
skilled PR firms would be able to help 
you with.
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3. Focusing efforts

There’s no doubt about it, many 
businesses will need to tighten their 
belts this year and focus their marketing 
efforts to support business-critical 
objectives. So how do B2B marketers 
determine how to best spend the budget 
they have? What is a priority right now 
and what should be put to one side for 
later? 

In order to answer that question, 
marketers must take a step back and 
rethink their 2020 plans. While the scope 
at the beginning of the year was well 
mapped out and would meet a number 
of growth objectives, priorities have 
changed, and marketing strategies need 
to adapt to meet those needs. 

Here are five key tips on how to go 
about it:

I.  Assess which activity streams you 
have in play and map these against 
new business priorities

II.  Check current performance metrics 
against KPIs to see what’s working 
and what’s not

III.  Take learnings from previous 
campaigns and think about how to 
adapt based on these findings

IV.  Repurpose spend allocation on best 
performing campaigns 

V.  Consult your external agency partners 
on how to optimize these priority 
activities further to get maximum 
results. They could help you to:

 
 • Conduct A/B testing

 •  Monitor performance across 
different channels 

 • Refine target audiences

 • Tailor key messages

 • Improve online user experience 

 •  Support moving buyers along  
the sales funnel
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LOOKING  
AHEAD 
While the world will be reeling from 
the aftermath of this pandemic for some 
time, it will start to find its feet again. 

But what will the new normal be? 

Businesses that learn from today’s 
challenges, understand current industry 
needs and adapt and evolve accordingly, 
will be better equipped to deal with the 
future, they might even have the power 
to shape it.



©2020 B2B|IMG Published by Barrett Dixon Bell. 

All enquiries: weareb2b@bdb.co.uk

can only be understood backwards; 
but it must be lived forwards.

Søren Kierkegaard


