
RE-OPENING 
THE RIVER VALLEY
INSIGHTS INTO CRISIS MARKETING 
& CONSUMER BEHAVIORS

With every crisis, there are challenges 
but there are also great opportunities 
to move forward more effectively 
to prosper. In many ways, COVID-19 
has leveled the competitive landscape 
for smaller brands.



PHASE 1: 
OPEN FOR BUSINESS 
Consumers and business owners alike have had to make substantial adjustments 
to daily behaviors in these challenging times. When looking for the most effective 
way to re-open the River Valley, it’s imperative to consider buying habits, history 
in previous pandemics and marketing & advertising best practices. As restrictions 
start to ease, you should ramp up your marketing. Resist defaulting back to pre-
pandemic messaging. Strategize with your marketing experts to understand what 
your customers need and what will engage them now.

HOW CONSUMERS ARE BUYING 
In a MIT Sloan national survey from April 2020, 85% of respondents said that 
they shopped in person at a store that was new to them since mid-March, while 
76% had shopped online at a new store or web site. Changes in shopping 
patterns, along with product & service availability, has led to heightened 
attentiveness. Consumers browse stores with unfamiliar layouts, shop for items 
not normally on their lists, and/or increase the proportion of their purchases made 
online. Consumers that previously would not consider a new company or brand 
are now switchable for reasons other than price.

HOW YOUR BUSINESS CAN REACH OUT 
Digital display and content marketing distributed through social media will keep 
your brand in front of consumers without heavy-handed sales and promotional 
messages. Using solution-oriented outreach delivers a strong message, both 
by educating customers about appropriate behavior during this crisis and 
communicating that the business understands and supports their current needs. 
Cost effective marketing tactics to take advantage of right now are social media 
and targeted email with remarketing. The appetite for good news and positivity is 
in high demand, especially from brands and businesses.



PHASE 2: 
ACCOMMODATIONS AND PRECAUTIONS 
As time passes and restrictions lessen, consumers will regain confidence and 
being to venture out. Customer safety will still be a priority, but customers will feel 
more comfortable with larger crowds. Reinforce what you’re doing to keep your 
space clean and safe for those who enter. If you were closed under Phase 1, 
prioritize “re-opening” messages. Consumers will have pent-up demand and will 
be ready to shop and spend again on non-essential products, so prepare to ramp 
up your marketing efforts.

HOW CONSUMERS ARE BUYING 
To be successful, your marketing strategy has to be adjusted based on a number 
of factors, with the most important being consumer sentiment. Comparing 
attitudes in September 2001 and July 2009 to today, “there is consumer hesitancy 
now about returning to [normal] activities,” Media Post writes. “But the silver 
lining is the willingness of the majority of customers to return to airplanes, hotels, 
casinos, theme parks, cruises, movie theaters, and sporting events once multiple 
conditions have been met.” (Last, 2020)

HOW YOUR BUSINESS CAN REACH OUT 
Are your doors open to the public at this phase? Let them know on social media, 
your web site, through digital display and email. Update your business listings 
page to show new open hours. Showcase what you are doing differently to keep 
customers safe - curbside, e-commerce, cleaning policies and limitations on store 
capacity. Communicate any special accommodations for the elderly or guests 
who might be at greater risk. Make the buying experience as virtual as possible 
with short videos and products demos on social and your web site. Earning the 
trust of your customers will be most important factor to getting them back. Keep 
marketing messaging more about your brand and less on aggressive calls-to-
action promotions.



PHASE 3: 
WE HAVE SPECIALS 
The economy will take time return to a pre-coronavirus normal. During and 
after crisis, marketers must understand that there is no ideal product but only 
a solution that fits the customer’s needs and desired outcome. Many leading 
brands continue to define their appeal based on how they are differentiated 
from competitors. However, the current opportunity lies in how brands can be 
differentiate for their customers needs. The brands that prove to be relevant to 
customers’ concerns about safety and security will win.

HOW CONSUMERS ARE BUYING 
Firms have to stay close to their customers monitoring what they want and how 
they prefer to shop. Customers will gravitate to stores that create community 
around their brands and listen to their clients. The focus will be helping 
their communities get back on their feet. To respond and adapt, marketing 
has centered on substituting other communication methods for face-to-face 
interactions. Similar to pre-pandemic behaviors, these consumer patterns will 
become the new normal. 

HOW YOUR BUSINESS CAN REACH OUT 
Businesses need to do more than advertise sales and push products. Through 
social media, blogs, email and sponsored content, they need to go deeper with 
product demonstrations, how-to videos, and interactive content. Inviting and 
sharing customer generated content will play a significant role. Stronger calls-to-
action should be tested. Sales and discounts will be needed to pull in buyers on 
the fence about whether to start spending again on non-essentials. Continue to 
offer special programs, financing and discounts for those consumers impacted 
economically. Stay plugged in and partnered with local charities.



CONTACT US TODAY
River Valley Media Group is here to help you during this challenging time. We’re excited to work with you 
to create the best strategic plan for your businesses at every stage of re-opening. Consultations are free 
of charge as we’d love the opportunity to partner with you as we re-open the River Valley. Contact us now. 

See More Online: ReachNow.AmplifiedRiverValley.com

NEXT STEPS: 
For small businesses, the time to act is now. You have a golden moment to 
gain attention, convince new customers of your value, and turn new purchasing 
patterns for your brands into sustained post-crisis buying behavior. By being 
innovative and taking new approaches you can put your business in a stronger 
position to compete and win against their larger rivals.
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