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Dear Clients & Friends:
Like most companies, Primacy continues to strive for the right balance of empathy,
cautious optimism, and business mindedness as we navigate these turbulent times.
What brings us back to center is our dedication to helping clients succeed at each and
ever y meaningful moment. And nothing will be more meaningful to your customers and
employees than regaining traction as soon as possible.
We believe that marketing leaders have a responsibilit y to employees and customers
to remain compassionately business-minded and vigilant in the face of this adversit y.
While we agree that the danger of appearing “tone deaf ” is real, we’re also confident that
marketers have the unique capacity to engage proactively in a recover y plan. Today,
your customers and employees need you more than ever. But it’s going to take work to
understand how to meet them in their new reality and recast the value you provide.
And that work should star t now.

In this whitepaper, we demonstrate how businesses can make the seemingly
overwhelming task of recovery planning more manageable through a
four-step approach:
01 //

Form a Dedicated Recover y SWOT Team

02 //

Develop a Visual Framework

03 //

Define and Prioritize Risk & Recover y Scenarios

04 //

Delineate Between Shor t-term Impacts and Permanent Shifts

We also turn to our Strategic Practice Area Leads to provide industry-specific perspective
on how to apply this framework to your unique situation, whether you are in Financial
Services, Healthcare or Education (as well as how to customize your recovery plan to
your specific organization). And we’ll wrap with some thoughts on the impor tance of
par tnering with your Business Technology team.
Let’s face it, recent events have us all off-balance. Getting back to firmer footing demands
our dedication, focus, and the ability to structure our think ing for greater effect. And
we’re hopeful that you can leverage this approach to facilitate that effort.
Thank you for your continued partnership.
Sincerely,
The Primacy Team
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STEP ONE :

Form a Dedicated
Recovery SWOT Team
For organizations that have shifted their sights from growth mode to recovery, capital investments and project
funding have likely been set to pause or scaled back. With this as a backdrop, it’s vital for marketing teams to
demonstrate nimbleness, ingenuit y, and creativit y in finding oppor tunities to move their organization’s
agenda for ward. How do you get started? If, like many organizations, you assembled a cross-functional team
to help address and manage the crisis, you should apply the same rigor to recover y planning. The first step
along this path is to assemble or channel your team’s efforts toward identifying the Strengths, Weaknesses,
Opportunities and Threats you face as we emerge from the chaos.

A CUSTOMERCENTRIC MINDSE T
IS CRI TICAL

In recent years, Marketing has played a more significant role than ever in helping
their organizations drive profitable growth by leading the shift from product-centric to
customer-centric. In the face of recent events, some organizations may feel the temptation
to retreat to their comfort zone (product-centric, sales-driven). But the reality is that
taking a customer-centric approach to executing against a values-based mission is more
important than ever.

RE VISI T
PERSONAS,
JOURNE Y MAPS,
AND K PIS

As we prepare for this critical next chapter, it’s time to revisit the foundational work
that started your organization’s customer-centric shift (segmentation work, personas,
journey maps, decision science, etc.), and apply the context of our new reality in order
to understand the impact to that work. And given the enormity of change in customer
behavior that’s occurring in real time, there’s no team within the organization that’s better
positioned to drive this work than those who are closest to customer insight.
Whether you’re in Education, Health, Financial Services or other industries, your expertise
and capabilities can help your organization be more resilient and safer in the months and
years ahead. Not by focusing on the next email or press release, but being the customercentric catalyst to lead their organization to recovery.
The impor tant thing is to get star ted. There’s a lot of groundwork even a Marketing-only
team can lay so that the broader team can hit the ground running as resources become
available.
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STEP T WO:

Develop a Visual
Framework
As your think about the health of your business, framing your team’s thinking can bring greater focus to the task
at hand and the road ahead. A structured approach that uses visual frameworks (like the simple consideration
quadrant below), can help teams arrive at the key business questions your organization will need to address as
we emerge from the uncertainty of the moment.

Primacy Recover y Framework : A Consideration Quadrant
CUSTOMER

EMPLOYEE

•

How has your relationship with your customers
evolved over the past few months?

•

How will you build confidence with your team that you
have a clear path forward?

•

What new data should now inform your personas?
How have their needs changed?

•

•

What additional challenges have emerged within the
customer journey?

What new dimensions of talent management
(employee experience) have emerged as a result of
this crisis?

•

•

Are your products and services still well suited for
your target audience?

How will you manage morale as productivity demand
increases before resources are restored?

•

•

Have some of your customers shifted segments based
on the current crisis?

What balance of FTE back-fill and outsourcing will
support your P&Ls most efficiently?

BUSINESS HEALTH

COMMUNI T Y

BUSINESS CLIMATE & MARK E T POSI TION

•

•

How have perceptions of your brand shifted?

•
•

Did any competitor brands gain ground based on their
actions during the crisis? How will you mitigate that?

•

How has revenue been impacted? What about
progress toward marketing and overall strategic
goals?

•

Has contribution margin of your products/services
changed? Does pricing need to be reevaluated?

•

How do marketing priorities need to adapt?

How has your community ’s expectations of
you changed and how will you meet these new
expectations?

•

How visible were you in your community during the
crisis?

•

How do you balance your commitment to your
community with your commitment to your employees?
How are they the same? How do they differ?
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STEP THREE :

Define and Prioritize
Risk & Recovery Scenarios
Articulating and prioritizing risk and recovery scenarios, at both macro and micro levels, will help shape your
recovery strategy and tactical roadmap. Exploring scenarios and setting priorities ahead of recovery can guide
organizations to act, versus react, with greater flexibility and agility.
At a macro level, below is a directional example that will differ based on a combination of your unique risk and
recovery criteria:

Sample Macro Exploration Framework
CAUTIOUS OPTIMISM
FOR 2020

BACK ON TRACK
FOR 2021

REL APSE
CONTINGENCY

In this scenario, nationwide
regional peaks conclude in April,
then subside. By early June,
public sentiment is significantly
more optimistic. Economy
regains its footing by end of Q2.

Concern about virus continues
through Q3 and consumer
demand doesn’t return in
earnest until Q4. Pushes genuine
signs of economic recovery to
Q1 2021.

Epidemic peaks in early summer,
but U.S. doesn’t have time to
regroup before resurgence after
people return to work en masse.
Economic recovery doesn’t start
until second half of 2021.

Beyond macro health and economic considerations, we believe that recovery will be very industry and company
specific. Certainly, the disruption levels will vary by organization—as will the impact on employees. So, it’s
important to articulate the scenarios within the context of your marketplace.
Diverse factors such as your business segment , target audience, geography, physical presence, and
employee characteristics will dictate your specific recover y trajector y. So, while macro scenarios are
important to consider, we suggest you also take a more micro view based on your unique business and focus on
the dynamic realities that will shape your customer ’s behavior.

ALIGN WI TH
YOUR BUSINESS
PARTNERS
SOONER VS. L ATER

By taking the time to outline the possible scenarios and aligning with your P&L owners,
you’ll put your team in the best position to create an overarching recovery strategy that
has the flexibility to scale in different areas of focus quickly.
What’s more, it’ll allow you to identify key dates when you’ll need to make decisions on
shifting that focus so you can scale focus proactively rather than reactively.
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APPLYING SCENARIOS:

Financial Services
Perspective
In imagining different recovery scenarios, insurance companies, banks and investment firms can start by
understanding the near- and longer-term financial impact of the pandemic on their target audiences.
On the surface, a NYC-based bank, a rural insurance company, and a wealth management firm face dramatically
different recovery scenarios. Yet there are consistent commonalities in terms of audience needs and behaviors
across financial services that point the way toward new opportunities to explore—from new communication
channels to new services and beyond.
The wide majority of consumers will be spending less, saving more, getting their financial houses in order and
decreasing their use of in-person channels. In Primacy sur veys conducted across the nation, we see common
interests and concerns :

COMM. CHANNELS

PRODUCT/SERVICES

percent of survey responders
much more or more interested

percent of survey responders
much more or more interested

Mobile/App +62%

LOCAL/ REGIONAL
BRANDS

PL ACE OF BUSINESS

percent of survey responders
more interested in supporting

percent of survey responders
much more or more concerned
re: visitation

Financial Planning/
Advice +44%

Local Banks +40%

Bank Branch 55%

Live Chat +53%

Insurance Cost
Checkup +41%

Local Businesses +66%

ATM Location 55%

Self Service Portal +51%

CC Incenting Local
Purchase +46%

Local Insurance
Providers +27%

Financial Professionals
Office +47%

Live Video Call +49%
Screen Sharing +38%
Chatbot +36%

While much uncertainty remains in Financial Services, the above indicates marked—nearly cer tain—changes in
consumer behaviors and needs. Marketers that leverage this shift sooner than later, and align it with their micro
recovery nuances can provide their organizations, communities and customers with real value and accelerate
their collective path to recovery.
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APPLYING SCENARIOS:

Healthcare
Perspective
Healthcare marketers have been on the lookout for a powerful disruptor that would upend the market as we
know it. And it finally arrived. But rather than a new (non-traditional) entrant to the marketplace, that disruptor
came in the form of a pandemic that put all non-critical activities and procedures on the backburner.
But with crisis communication and marketing plan shifts defined and in execution mode by this point,
Marketing is an excellent position to do what they have always done: Help identif y the organization’s most
pressing challenges and develop solutions to move the business for ward.

THE BUSINESS
CLIMATE

Assessing the business climate is a key component of Primacy ’s Recovery Framework.
What is the damage to revenue and volume? How have your COVID-19 costs impacted the
bottom line? What new services should your organization offer?
For example, up to now, telemedicine made financial sense for organizations invested in
value-based care but not for those practicing a fee-for-service model. New reimbursement
and loosening regulations in response to COVID-19 have changed all of that.
Another key component of understanding the business climate and your market position is
assessing the impact to your brand.
According to a Primacy sur vey of 600 adults in markets across the U. S. conducted
at the end of March 2020, there are actually signs of confidence and positive brand
impact overall.
76% approve of the care being provided by local hospitals and health systems
during the pandemic. 40% rate it as Good, another 36% rate it as Excellent.
60% agree with this statement: “ I feel so overwhelmed with appreciation for the
efforts of healthcare providers that I want to give back or donate to help.”
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CONSUMERS
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This same survey indicated that COVID-19 is changing the way consumers want and
expect to receive care. There’s increased awareness, use and desire for telehealth among
all age groups.
68% said they would be likely to seek out a virtual visit if they had a healthcare
need during the COVID-19 crisis.
Asked what services they ’d like most, 73% indicated a desire for virtual primary
care followed by specialist visits, urgent care, behavioral health and online consults
with a pediatrician.

THE FEAR
FACTOR

Also, according to our research, the majority of people surveyed reported having
significant concerns about returning to public places, especially for medical care.
% who say they have “a lot ” or “a great deal” of concern about returning to
certain public places due to infection control.
75%
62%

63%

Rest/Bar

Hospital

58%
51%

51%

52%

53%

School

Office

Worship

Doctor

50%

25%

0%
Dentist

Fear and uncertainty will likely remain a factor as people and businesses return to the
routines of daily life. With that though, communication plans should proactively address
and alleviate the heightened concerns of consumers. Ongoing research, timely insights
and flexible planning will play an important role in guiding organizations to develop
successful strategies.
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APPLYING SCENARIOS:

Education Perspective
Surveys of prospective and current undergraduate and graduate students, conducted by Primacy in March and
April 2020, found significant cause for concern for educational institutions as a result of the COVID-19 crisis.
FINANCIAL &
ADMINISTRATIVE
IMPACT

Within just two weeks of college and university campuses closing down to try to
tamp down the spread of the virus, prospects and students were expressing concerns
about their institutions’ ability to convert to online learning, and were already
think ing of deferring their educations until the virus had passed or transferring
to another institution for their education. These and other factors, including schools
needing to return room and board and tuition revenue, put schools that were already
exposed financially further at risk. So, investing the time to develop truly customized
communications are well worth the effort. For example, one of our clients pulled studentspecific information from their applications and tasked all of their Territory Managers to
write personalized acceptance letters.
This insight leads to some important questions for marketers around creating studentspecific college experiences:
How might you apply this same rigor to student retention?
Have you started to think about how to leverage your CRM system to help drive
persistency or do you leverage it solely at the recruitment stage of the student
journey?
How well-equipped are you to understand students who may have shifted their
interest of study to healthcare or other community-focused major and how can you
facilitate that process?
Yet there are also significant oppor tunities for educational institutions, which are
increasingly global organizations. The swift transition to online learning has forced
tradition-minded schools to adopt technologies that they ignored at their longer-term peril.
And the ability to connect with prospective students all over the globe via Zoom and other
virtual meeting technologies has decreased schools’ intense focus on “getting students
to campus” to get them to apply or accept an offer of admission. So now’s the time to
evaluate your school’s virtual presence within the context of your competition (which may
be broader than it was before the crisis).
What’s more, because there’s uncertainty for prospective undergrads about spending
their first college experience online, creating clear expectations and guidance around that
experience—and highlighting that guidance in your messaging/positioning—could be
a true differentiator if marketers are able to glean insight quickly and be among the
first to market.
This adoption of new ways of connecting will pay dividends post-COVID, and will force a
much-needed set of enrollment-related innovations on an industry that is known to lag in
adopting new approaches to marketing.
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STEP FOUR:

Delineate Between
Short-term Impact
and Permanent Shifts
We’re awash with signs that permanent changes will follow the recovery. Organizations need to make a
determination as to where we’re heading and target that new reality.
For example, the current crisis likely tested the mettle of your company ’s value prop—so now is the time to
revisit those propositions to ensure that they hold water in a post-recovery marketplace.

Other questions to start asking your organization include:
What ’s the impact to distribution/sales/enrollment strategies/models in this new reality (e.g., the role
of intermediaries and face-to-face meetings) How can Marketing help define and support these new
models?
How prepared is your organization for a broader shift to digital commerce and service? How does this
impact your marketing mix ?
How will your organization agree on the proper time to shift back to acquisition-focused marketing
tactics? Will your top spots still produce or will you need to change your tone across the board?
What new needs do your customers have and how can your organization help meet those needs? How do
you understand these needs? How can you make your customers and community more resilient and safe
for what lies ahead?
•

Can you help people improve their physical or financial wellness?

•

Can you train them with new skills that are more adaptable to the new normal?

•

Can you protect them from future calamity?

By taking this approach to developing a marketing plan that will help drive your business recovery, you’ll be able
to test and learn in the short-term, while folding in learnings for the longer term as they become available.
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UNDERSTANDING IMPACT:

Data & Analytics
Perspective
While timing will vary by organization, there’s a clear next step: We need to move from the academic / clinical
view of the impact—which is where we are today—to identifying specifics on how messaging, voice, creative
and tone will impact future brand positioning, creative design, product development, etc. It will be critical for
marketers to understand the tools at their disposal, and how to leverage them to ensure as smooth and
efficient a transition as possible.
Because things remain rather uncertain and there are several variables that we’re not able to predict yet, it’s more
difficult than ever to make educated bets. So, experimentation will be critical, but it requires a well-defined test
plan that will help mitigate the impact of any missteps—while allowing for quick scalability of wins.
Research will play a key role in understanding how the marketplace has shifted and give insight to the
corresponding shift in the mindset of your customers. But you need to determine how to recalibrate your
research tools based on the new normal. For example, does syndicated research provide the same insight it did
before the crisis? Do our models need to change? How do we provide the right context to tools that are based on
assumptions that aren’t necessarily true anymore? Now that we’re executing a greater breadth of communication
via social paths and video networking (like Zoom), how does that change the way we prioritize platforms or how
we monitor tone and interest via social listening tools?
The surveys that our Practice Area Leads reference herein are a great example of how we can pull together
meaningful data relatively quickly that can help inform future action. Specifically, because it will take some time
for syndicated research to catch-up, this guerrilla-st yle (ad hoc) primar y research will be invaluable—but
it requires experience and discipline related to questionnaire development and segment definition for proper
representative recruitment efforts.
As we’ll reference a bit later, these new insights will help add much needed context to your existing personas
and help inform new messaging/targeting/media mix models. There’s likely to be a renewed emphasis on
digital commerce and marketing. How prepared are you for that focus? Depending on the role of digital in
your distribution model in the past, there may have been a modest budget and less emphasis. That’s likely going
to change, as it often does once there’s a renewed focus on expenses. That’s because digital tactics have a
reputation for being more easily trackable/attributable. But with new privacy and security laws becoming more
prevalent, you need to ensure that you stay on top of best practices, weigh the pros and cons of different options,
and manage expectations effectively.
That means taking the opportunity to take a hard look at your dashboards and funnel analysis as they relate
to any new business objectives and/or an extended decision-making continuum for prospective customers.
Understanding the specific leading indicators of turnaround that will be meaningful to your P&L owners is
critical, so you can optimize your efforts accordingly and report-out effectively to leadership. And it’ll be more
important than ever to ensure that you can connect the dots between marketing activity and specific business
outcomes/revenue.
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UNDERSTANDING IMPACT:

Engagement Marketing
Perspective
As referenced earlier, collecting additional data to help update target audience personas will help inform your reimagined Engagement Marketing plan. In fact, you should approach your re-entr y strategy just as you would a
go-to-market plan. Because that’s where we stand.
That also includes revisiting your customer journey maps. While the high-level decision-making continuum may
remain constant, there are likely new challenges that you’ ll need to address in the journey. You may also want
to consider how the journey may differ for someone affected directly by the virus vs. those who were affected
more tangentially.
The crisis likely had an impact on your overall marketing budget. So, ensuring that your journey maps aren’t
solely acquisition-focused (as they often are) will be important. We all know that retaining customers is usually
less expensive than acquiring them—so how do your journey maps address persistency and lifetime value (LTV)?
It ’s ver y likely you’ ve been wanting to improve your access and analysis of customer data – this is exactly
the time to pursue that effor t. Making this data available and actionable will position your organization to better
understand the implications of an event like this one. And enable you to be quicker to market with the
right activities.
Perhaps now is the time to deliver that loyalty program you’ve been discussing for years—and shifting dollars
to ensure that your customer portal supports your customer journeys as effectively as your marketing site. Your
portal may exist but is it the kind of experience that your users enjoy? Redouble your efforts on this so that
you can shift the burden off of your call centers and customer service representatives and into the hands of
your customers.
Earlier, we referenced the likely renewed emphasis on digital. This is another area where your data-driven
personas and journey maps can help. You want to prioritize your spend based on the most meaningful
outcomes—and these tools will help ensure that you take a customer-centric approach to this exercise.
Leveraging these vehicles to audit your site through a digital commerce/merchandising lens—especially if that
hasn’t been your company ’s focus is a good place to start.
The hands and feet of your Engagement Marketing plan is your Marketing Automation Tech Stack. Perhaps you
have a CRM, Marketing Automation and/or Email Platform, and perhaps you even have analytics. The question is
how well these tools work together to engage your prospects and customers and how quickly you can learn
and optimize these programs? A simple test is whether you’re able to communicate with your customers based
on their position in the journey. Just having marketing messaging consistency isn’t enough – you need to address
the customer digitally as you would once you’re in a conversation with them on the phone. Are they a long-time
customer or a first time visitor? They expect to be treated in a meaningful and informed way, and you have the
tools to deliver this experience.
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Partnering with
your Business
Technology Team
Technology is playing an outsized role in helping organizations of all shapes and sizes adapt to the changes in
communication (in both form and style) necessitated by the COVID-19 crisis.
Hardware and software solutions that were already available and used to facilitate occasional remote
work are now essential to ever yday communication and addressing the sudden loss of physical contact.
Organizations that had made steps toward supporting occasional remote work, as well as those that had more
heavily invested in this area, have been forced to iron out kinks quickly.

The success of these efforts is raising new possibilities around offices and where work is done. And these very
same technologies are helping new delivery models reach a state of maturity as well:
The abundance of virtual classrooms to facilitate learning
Telemedicine to allow scheduled physician appointments
Wide-spread adoption of mobile payment services to exchange money

The sudden quarantine and temporary reduction in staffing to control costs is also forcing organizations to
increase the velocity with which they address the emerging gap with technology such as Robotic Process
Automation (RPA).
Unlike traditional workflow automation tools, where a developer creates a set of actions and connects them to
a backend system, RPA systems watch users perform routine tasks and creates automated actions right in the
UX. What oppor tunities do these new forms of communication and engagement offer when it comes to
marketing?
Prior to the COVID-19 crisis, the typical focus with technology was reducing the volume of physical interaction
to increase efficiency (such as with automated voice assistants) or providing a self-guided, yet incomplete,
alternative to live discussions or physical visits.
Forward-thinking organizations are now looking to both increase efficiency and create a new and improved
experience augmented by live communication.
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Rather than replace the live experience altogether, the goal is to augment it in new ways :
Using automated chatbots to gather information and set up live chat and video conversations for success
Proving personalized and guided virtual tours, whereby a counselor is on video while leading a student
around a virtualized campus (for example)
Incorporating sentiment analysis and computer vision into online meeting tools, to help facilitators better
gauge reactions and customize content to meet participant needs
Emerging collaboration tools such as spatial.io, which combine Artificial Reality and Virtual Reality into a
fully immersive team experience

With so many technologies available, creating a process to prioritize investments is of critical importance. The
first step is to determine what metrics apply specifically to your organization, devise a scoring mechanism, and
craft a matrix to record the accumulated data. Once again, having an agreed upon framework and common
metrics will help facilitate this process:

VALUE
Low

E xclude

Evaluate

Consider

Prioritize

Low

High

COST

EFFORT

High

High

Low

Low

High

ROI

Ultimately, the organizations that have the most success in matching a given need, gap or opportunity will be
those that define concise goals and objectives, establish clear metrics for measurement, and then choose the
best available technology solution.
The COVID-19 crisis is forcing us all to rapidly implement new technologies to address sudden changes in
how we work, yet the same solutions offer the chance to make big leaps forward in how teams market to and
communicate with constituents—and Marketing-led sessions to revisit customer segments, personas, and journey
maps through the lens of our new reality will help reveal and prioritize these opportunities.
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Thank You
We’re hopeful that these considerations and simple framework help give you
confidence that we can recover from this crisis—one day at a time. We just
need to roll-up our collective sleeves and develop a nimble plan.
Be well and please know that you can count on Primacy to be a trusted
partner to help you navigate any challenge hand-in-hand. The first step is to
just give us a call if we can help you work through this framework.
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About
Primacy
Primacy is a full-service digital experience agency that provides unparalleled client service and in-depth industry
expertise. We create smarter experiences that connect with people during meaningful moments—building greater
value for brands while driving measurable results.
Clients include Aetna, Boston College, Cornell University, Dana-Farber Cancer Institute, The Hartford, HMR
Program, Meemic Insurance Company, Middlesex Health, MIT, Mutual of Omaha, Rice University, SCAN Health
Plan, South Shore Health, University College London, Tufts Medical Center, UChicago Medicine, University of
Vermont Health Network, and more.
The company is headquartered in West Palm Beach, FL, with additional offices in Boston, MA, and Hartford, CT.

LEARN
MORE

Visit: www.theprimacy.com
Call: 561. 354.1304
Email: Solutions@ThePrimacy.com

West Palm Beach Office:
525 South Flagler Drive, Suite 300
West Palm Beach, FL 33401
Boston Office:
160 State Street, 10th Floor
Boston, MA 02109

Har tford Office:
1577 New Britain Ave
Farmington, CT 06032

