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Decision Making

When disaster strikes, “plans 
are worthless, but planning is 
everything.” President Dwight 

D. Eisenhower



Agenda

USING THE PLATFORM UNDERSTANDING THE 
DATA

DECISION MAKING



Using the platform & 
Understanding the Data

http://analytikus.info/Covid19



COVID-19 is not just a 

temporary disruption. It will 

create a paradigm shift in 

how we live and how we do 

business around the world.

Simply put, most things have radically changed and 
may mean a new normal

• How we work

• How we learn

• How we socialize

• How we shop

• How we teach

• How we connect

• How we stay healthy – mind, body and spirit

• How we contribute to the economy



Consumer behavior is already changing rapidly

Throughout the outbreak, 
84% of consumers in China 
have tried at least one new 
tech service for the first time

There’s a shift 

toward E-Everything

The rates of handwashing, hand 
sanitizing, avoiding crowds, and 
stockpiling essentials have 
spiked over the past 7 days and 
will continue perhaps even 
beyond COVID-19

We’re Controlling What 

We Can Control

People are realizing the larger 
impact to their lifestyle as more 
events, more travel and more in 
their personal life is canceled

We’re Preparing for 

Long-Term Implications

People are turning to at-
home workouts, virtual 
dinner parties and they are 
eager for advice on how to 
stay connected socially

Finding New 

Ways to Cope

Family dynamics are changing as 
millennials report acting as the 
“adult” while encouraging their 
parents to stay home. And parents 
are learning to WFH while 
parenting, teaching and playing

Strengthening or 

Stretching Our 

Relationships

These feelings and the 
preparation may last a while–
potentially impacting people’s 
ability to buy, behave and 
attend events in the ways they 
did before COVID-19

Shifting Psychological 

Behavior that Impacts 

Future Purchasing



What to do? 
(Wharton Institute of Executive Education)

• CEO must become “explainer in chief.”

• Establish a “War Room” (Churchill).

• Organizations need to have protocols in place:
• On-site versus telework.

• Virtual teams.

• Enhancing wellbeing, motivation, and productivity.

• Create a sense of “prepared calm”
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5 steps for preparing a response to COVID-19

Audit 

Current Programs 

and Messaging

Take Inventory 

of Assets in a

New Way

Identify Real 

Consumer Needs 

You Can Address

Make a Commitment 

that Hurts and has 

Continuous Impact

Most Important: 

Be Authentic 

to Who You Are

Take a hard look at what you 
are saying and make sure that 
it is culturally relevant and 
sensitive to what’s going on in 
the world.

Audit and edit, especially if 
your communications:

• Promote or show physical 
interaction

• At all use fear

• Promote products that 
require an unnecessary trip 
outside

• Encourage anxiety

• Are advertising products that 
are currently unavailable

And stop pitching your 
products just to sell them.

Leading brands are 
fundamentally shifting their 
business models to help by 
creating new or different 
products and/or providing 
protections for people around 
the world. 

Audit what you have and 
think about your physical 
assets differently (i.e., hotels 
as isolation centers, a fleet of 
cars as additional emergency 
transportation vehicles, a 
factory floor that can produce 
new, necessary products)

COVID-19 is a factor that 
makes life harder for many 
people whose life is already 
quite difficult. There are new 
threats to livelihood and 
wellbeing that are magnified.

Even before the novel 
Coronavirus., we’ve seen 
climbing anxiety rates, 
fragmentation between social 
and political groups and 
increasing hardships for low-
income people. 

Any action you take, must 
fulfill a person’s need. And it 
must feel true to your target 
consumer and their life.

Businesses who speak up and 
support people who are in 
need will earn greater trust 
and long-term loyalty; this 
consumer expectation is 
critically important – now 
more than ever.

After evaluating assets, 
inventory and need-states, 
identify a unique way to help. 
Ensure that you are:

• Listening to leaders

• Acting with empathy

• Responding quickly not 
waiting for perfect

• Supporting your immediate 
community first then expand 
beyond

• Eliminating anxiety (i.e., 
minimizing payment plans or 
suspending penalties)

If you’re not a “caregiver” 
brand, you don’t need to be a 
“caregiver” today. 

There are many ways to act 
within your brand archetype 
and stay true to your heritage 
– so that you don’t come 
across as taking advantage of 
a situation or being irreverent 
of others’ expertise. 

1 2 3 4 5



Final thoughts

What will happen after the quarantines?



What will happen when we’re done with the quarantines?

We will find a very different world than the one we knew a few days ago with:

• Ongoing limitations to meet.

• New hygiene and hygiene standards for personal care.

• Telework will have received a push.

• A much more digital world, much more e-commerce.

Perhaps: 

• We will have lost individual freedoms to ensure the common good.

• We will begin to become aware of the importance of social distance.

• We will also see the resurgence of the "great state" taking more control over the Economies.



Can we learn from China?
According to a study conducted by Ipsos in China's new lifestyle.

Increases:
Spend more time at home.

Buying more healthy products. 

Buying more food. 

Increase in online services.

Online education and entertainment. 

Higher food delivery orders.

Individual Transportation

Decreases:
Purchase of sports products.

Less offline activities.

Lower consumption of beauty products and 
services.

Less purchase of derivative and luxury products 
(cell phones, properties).

Reduced tourism. 



“There is nothing 
certain but the 
uncertain” 
Proverb

• “Without data, you are blind and deaf in the 
middle of a freeway.” – Geoffrey Moore, 
management consultant and theorist.

• “Think analytically, rigorously, and 
systematically about a business problem and 
come up with a solution that leverages the 
available data.” – Michael O’Connell, chief 
analytics officer, TIBCO.



Thank you!
Happy to answer any questions you might have. 

Contact: Rodrigo Castro / Miguel Molina-Cosculluela

mailto:Rodrigo.Castro@bcw-global.com
mailto:mmolina@analytikus.com
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