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Abstract. The article discusses the features of marketing activities in modern conditions as-
sociated with the spread of coronavirus infection. COVID-19 has shocked the world and left
many economies in dire straits. Many companies are now struggling to survive, and market-
ing is essential to restore sales. How badly has the virus affected marketing, PR and sales?
Contactless, remote, virtual are the main words in the description of technologies in 2020.
Management of remote teams, remote sales support, virtual communication with the cus-
tomer and the maximum acceleration of delivery have become priority areas for finding so-
lutions for retail. Many innovations have already been tested in past years, but the pandemic
has accelerated their implementation in the daily life of companies.
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In a crisis, many companies leave the market as they lose their solvency. To main-
tain and strengthen the position of the enterprise, anti-crisis management is used, i. e.
management with a high probability of risk. Regardless of the economic situation and
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stage of the company's life cycle, it is necessary to develop anti-crisis management
programs. Such programs are aimed at preventing bankruptcy, bringing the organiza-
tion out of the crisis and restoring competitiveness.

Anti-crisis marketing is a part of crisis management. During the crisis and on the
eve of it, special attention is paid to the development of an effective anti-crisis market-
ing strategy based on marketing research. They help diagnose the opportunities and
position of the company in the market, assess its strengths and weaknesses, and identi-
fy possible threats [1].

Anti-crisis marketing is an operational change in all marketing components in ac-
cordance with changes in the environment, which helps to maintain the maximum
competitiveness of the company in changing market conditions.

Goals and objectives of anti-crisis marketing:

— determination of the company's position (recognition of the crisis, analysis of the
threats and volumes of the crisis, assessment of possible consequences);

— determination of goals and objectives, plans and prospects for the development of
the company;

— determination of ways to achieve the set goals (4P marketing complex, image en-
hancement, expansion of the marketing division, promotion and sales);

— performance evaluation (testing of measures, the degree of fulfillment of the as-
signed tasks, analysis of the effectiveness of the implemented measures).

Anti-crisis marketing programs should ensure the production and sale of goods that
are in strong demand in the market and bring the main profit to the company. Also,
enterprises should most fully, in contrast to competing organizations, satisfy the needs
of consumers in those areas where they have strong competitive advantages.

A marketing approach to solving the company's problems in a crisis helps mitigate
the impact of the consequences and continue to actively operate in the market.

During various crisis situations, in order to reduce the negative impact of the crisis
on the company's image, the management turns to specialized PR-agencies or activates
the activities of its own division. Measures will be effective if the management has an
understanding of the dynamics of crises, timely adopts a program of action and at the
same time preserves the reputation of the enterprise.

There are three stages of crisis management, within which the appropriate tools and
marketing tools are used:

— the stage of pre-crisis management;

— the stage of crisis management;

— the stage of post-crisis management.

The first stage involves preventing a crisis and developing strategic plans for the
company's development. In this case, the main anti-crisis marketing tools are:

— marketing research (diagnostics of market conditions and identification of risk
factors);

— development of strategies aimed at preventing crises;

— drawing up strategic plans, business plans and plans for advertising campaigns;

— development of staff incentive programs.

The second stage consists in developing a quick and without consequences strategy
for overcoming a crisis situation, as well as strategies aimed at minimizing the negative
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impact of the crisis on the company's work, plans for each specific situation and pro-
grams to minimize costs [10].

The third stage is programs for the rehabilitation and stabilization of the company's
position, the development of strategies aimed at updating problem areas, the search for
new market opportunities.

Anti-crisis marketing is implemented in the following stages.

1. Market research (forecasting capacity, assessing product development trends,
changes in sales channels, factors affecting shopping, expanding contacts with con-
sumers).

2. Evaluation of the company's business portfolio (identification of products that
have outlived, die, bring little profit and are unprofitable).

3. A decrease in the brand portfolio (will lead to lower costs and will allow you to
focus on important target groups).

4. Analysis and change of brand positioning.

5. Innovation (despite the fact that the development and implementation of innova-
tions during a crisis is a risky business, this is the only way to survive and maintain a
position in the market).

The important parameters of competent and effective anti-crisis marketing are effi-
ciency (quick response and adaptation to new market conditions) and the quality of
products sold. It is the second aspect that influences the establishment of long-term and
mutually beneficial relationships with clients [7].

2020 turned out to be quite difficult for many areas of business, especially for the
service sector, but as historical experience teaches us, any pandemic provided the basis
for a renaissance. Digital marketing is no exception. For the next six months, entrepre-
neurs should better stock up on good budgets for digital and hire creative guys with
burning eyes, their time has come.

Through social media, you can easily and quickly attract new customers, while your
sales funnel can be significantly reduced and this will even make the shopping process
easier for your customers.

It was previously expected that by 2020 posts with purchases will become the norm.
Today's shoppers are looking for new experiences on the Internet, and for many this
means more interactivity. In fact, a whopping 91% are looking for more visual and in-
teractive content.

This period can be called «Digital Impressions».

Content has been the axiom of digital marketing for years and 2021 will be no dif-
ferent.

Quality content allows you to showcase your expertise and connect with customers
from reputable sources. Your content is also what search engines provide to search en-
gines on the internet, so continuing to create high quality content is a must [2].

And an important component of content is «Video marketing» is one of, if not the
most important marketing trend today and probably in the next 5-10 years. These
numbers show the importance of including video in your digital marketing strategy in
2020:

— 70% of consumers say they have shared a brand video;

— 72% of companies say video has improved their conversions;
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— 52% of consumers say watching product videos makes them more confident in
online purchasing decisions;

— 65% of CEOs visit a marketer's website and 39% call a supplier after watching a
video.

Influencer marketing

And when you launch video content, you need to remember about influencer mar-
keting, about influencers:

— 63% of consumers trust the opinion of influential people about products much
more than what brands say about themselves;

— 58% of people bought a new product in the past six months due to an influencer
recommendation.

Live video is especially popular with a large number of companies who use it for
interviews, product demo and behind-the-scenes glimpses of the brand, such as office
life, how products are manufactured, corporate events, etc.

Personalized video messages

1: 1 video is when companies or marketers create personalized video messages ra-
ther than making phone calls or sending emails. With the declining cost of cinema
equipment and ever better smartphone cameras, this is easier than ever.

But when puzzled by the content of the experience, you should also worry about the
touch points in advance.

Zero position

Ranking zero in SERP # 1 is no longer a target. The first place in the search results
is now occupied by the zero position — a selected piece of text that appears above the
search results.

This main location often provides information related to the search query, and also
provides a link to the page from which this information is taken.

Zero position is the first and sometimes the only result that some users see [4].

Thus, it is highly desirable and should be the target of your efforts. While many
business owners appreciate the fact that marketing continues to change at a rapid pace,
those willing to adapt and evolve will continue to attract high-quality customers in the
digital world. You can give an assignment to your optimization and analytics depart-
ment right now.

Life cycle marketing

Life cycle marketing or as it was taught in Russia earlier in a more primitive form
«customer journey marketing», is an approach in which a digital marketing strategy is
built from the point of view of customer interaction with the company. As most com-
panies imagine the customer journey now: advertising — click on the site — purchase.

Lifecycle marketing studies the customer journey in more detail with all doubts and
their reasons, stop factors and motives to return to the site.

What is the main difference from the usual interaction strategy? The main differ-
ence is that life cycle marketing sees in the target audience not an abstract socio-
demographic group, but each real person individually with their own interests and cli-
ent experience. Based on this, communication is built.

As you understand, without a database and data analytics, without a client depart-
ment, it will be difficult for you to keep up with the times, because impersonal market-
ing no longer meets modern realities.
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All messages that a person receives are interconnected and logically complement
each other, correspond to the stage of interaction with the company.

A customer who has already made a purchase will not receive a welcome message
or offer.

If you want to stand out in 2021, you need to personalize your marketing — which
means personalized content, products, emails, and more.

Consider these characteristics of personalization:

— 63% of consumers are very annoyed by general advertising explosions;

— 80% say they are more likely to do business with a company if it offers a person-
alized experience;

—90% say they find personalization attractive.

Marketing innovation

In general, if we talk about innovations in marketing tools, then most likely these
are the main trends, but now the task is further complicated by the fact that you will
not only have to occupy zero positions in search queries, but present your content so
that it can be easily recognized and find with voice search!

—55% of all American homes will have a smart speaker by 2022.

— 72% of people who own voice speakers say their devices are used as part of their
daily life.

Voice shopping is set to jump to $ 40 billion in 2022, up from $ 2 billion today.

Global shipments of smart speakers almost tripled from Q1 2018 to Q2 2019, in-
creasing from 9.36 million units to 26.1 million units and it is difficult to say what in-
dicators will be observed in 2021, but the trend is clearly towards growth despite
the crisis.

If you are not tired of reading, then only now we come to the main and most fun-
damental tendencies that unite all the tools and innovations, namely, we are talking
about «Omnichannel marketing».

Omnichannel marketing

Omnichannel marketing is the process of marketing across multiple platforms (such as
social media, apps, email, and blog), so you can connect with potential customers on more
touchpoints. When you do omnichannel marketing the right way, you can offer an im-
proved user experience and a cohesive brand message that drives people to action [9].

Modern marketing and metrics go hand in hand, so if you don't invest in better ana-
Iytics, it will be difficult to manage the results you want to see. The problem, however,
is that the customer journey is more complex now. We live in the era of omnichannels,
when the average consumer connects up to six touchpoints to the brand before making
a purchase.

With multiple channels to manage and multiple ways to market your products and
services, tracking analytics is quickly becoming a gigantic mission.

And as you already understood, digitalization trends gently lead us from the digital
specialist's toolkit to the analyst's marketing toolkit, but will this be the logical end of
the trend chain and building effective marketing work?

If you answered «Yes», then | will have to upset you, since marketing is forced to
return to its logical beginning — «Economic origins». After all, what is marketing?
This is knowledge and ownership of the market, and here we have to once again delve
into basic science.
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Marketing itself is a management discipline, and in 2021, after the crisis year, mar-
keting management should be relevant, although these concepts are confused.

Long format content

In 2020, short messages will get you nowhere — not from Google or your audience.
Typically, posts with a length of at least 3000 words generate the most traffic because
they offer readers an in-depth study of topics. Long-format content allows content
creators to establish themselves as subject matter experts and gives them more options
for keyword targeting.

Businesses around the world are struggling to cope with the COVID-19 pandemic.
Everything is very difficult for businesses, especially small ones — from mandatory
closings and loss of income to fears of an impending economic depression.

While it may seem counterproductive in this time of crisis, growing your online
marketing is what sustainable companies do. The key is to avoid any strategies that
seem opportunistic or unprincipled. It's actually a pretty thin line between marketing
that helps your audience and marketing that uses people at difficult times. Here are
some strategies to help you find balance.

1. Use the principles of crisis communication.

The pandemic has triggered an economic downturn that affects most businesses in
one way or another. Resilient brands are those that express solidarity, not weakness.
One of the key tenets of crisis communication is to focus on the facts and stay cool ra-
ther than hysterical.

Companies that grumble or swear at business closures or lacks are unlikely to sur-
vive a downturn. For example, one restaurant, which was subject to a mandatory tem-
porary closure, made posts in which it faked news. This is an unprofessional approach
that shows the company as opportunistic, but not strong and stable. If you have noth-
ing constructive or helpful to say, it’s better not to say anything at all.

If you were forced to close your office or severely restrict your production activi-
ties, be open to clients and send them messages with accurate information. Post new
policies and procedures regularly and take some time to support and thank your loyal
customers. By showing that you care for them and protect people, you become a
stronger leader in your industry.

It's also worth noting that people evaluate companies in terms of how organizations
respond to the pandemic. While layoffs are inevitable, anything you can do to keep
them to a minimum and support the remaining employees will help your business get
through this crisis.

2. Build a friendly community around your brand.

Just because consumers can't visit your business or spend a lot of money doesn't
mean they are not interested in your business. Anyway, they can go shopping until
things get better. This is why you shouldn't be discouraged even if you can't sell right
now. Take the time to develop the community around your brand and give people
something for free, tell them what they can count on when this is over.

Develop an inbound marketing strategy and create great content that will attract
new customers in the long run, so you can spend less time looking for them. The con-
cept is for you to focus on attracting them to you through blogs, videos, and other con-
tent they find interesting. Now that people are actively consuming content, this is the
perfect time for inbound content marketing.
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Try to shift your marketing strategy from PPC ads and emails to high-quality con-
tent that you post to thematic websites and social media. It can be:

— instructions;

— practical guides;

— interview;

— expert articles;

— private messages;

— virtual training;

— shows or webinars.

These strategies work because they show how much you value your customers. Not
only are you giving your audience what they are looking forward to, but you are also
giving them the ability to interact with your company without having to buy.

3. Do not sell during the COVID-19 period.

If you are planning to offer a pandemic discount, think twice: some consumers may
feel like you are taking advantage of the crisis. Only if there is a legitimate reason for
discounting your services or products, for example when they might be useful in a cri-
sis, can you do so.

Remember that many consumers are unemployed and worried about the future.
How can your company make their lives easier? If you can't help and make it easier,
focus on providing them with entertaining or supportive messages rather than promot-
ing sales and discounts.

Take a look at a small list of anti-crisis measures during the restriction of produc-
tion activities that you can do yourself. Ultimately, your ability to weather the pandem-
ic and its associated recession depends a lot on how you use your brand story.

It is very important to maintain and value your brand community during these tur-
bulent times. Focus on being clear, communicative, and supportive rather than capital-
izing on the pandemic. When all this is over, consumers will have a positive impres-
sion of your company.
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Annomayus. B TaHHOW CTaThe PACCMOTPEHBI 0COOCHHOCTH MapKETUHTOBOM JEeATEIHHOCTH B
COBPEMEHHBIX YCJIOBHSX, YTO CBS3aHO C PaclpoCTPaHEHHEM KOPOHABHPYCHOH MHQEKINH
COVID-19. 310 noTpsiciio MUp | MPHUBEJIO SKOHOMUKY MHOTHX CTPaH B TUIAYEBHOE COCTOSI-
HHe. MHOTMM KOMIIaHUSIM cefuac IPUXOIUTCS OOPOThCS 3a BBDKUBAHME, M JUI BOCCTaHOB-
JICHUS! TIPEXKHET0 YPOBHS MPOAAX OOJBIIOE 3HAUYCHNE NMEET MapKeTHHT. HacKoslbko CHITbHO
BUpPYC MOBIHUAN HAa MapkeTHHT, PR u nponaxu? BecKOHTaKTHBINM, AUCTAHLMOHHBIN, BUPTY-
aJpHBIA — TJIaBHBIE CJIOBa B omucaHum TexHosoruid 2020. YmpaBieHue ynajJeHHBIMH KO-
MaHJaMH, AUCTAaHIMOHHAS TOJAEPKKa MPOJaX, BUPTyadbHOE OOIIEHHE C MOKyIaTeleM H
MaKCHMaJIbHOE YCKOPEHHE HOCTAaBKU CTaJld NMPHOPUTETHBIMU OOIACTSIMH MOUCKA PELICHUH
JUIst puTeina. MHOTHe HOBAaIlMK YK€ TECTHPOBAINCEH B MPOILIBIE TOABI, HO MAHIEMHS yCKO-
pHJIa MX BHEAPEHUE B TIOBCETHEBHYIO )KU3Hb KOMITAHHH.

Kniouegvie cnosa: MapKeTHHT; MapKETHHIOBBIE CTPATETHH; AHTHKPU3WUCHBIH MapKETHHT;
MapKeTHHTOBbIH noaxox; manaemus; COVID-19; uHHOBanuM, MapKeTHHIOBbIE KOMMYHH-
Kaluu.
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