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The economic crisis has always occupied an important place both in the minds of ordinary citizens and
in the works of leading economists. The relevance of such a topic as the crisis of the world economy never
decreases.

Since the Great Depression, many scientific papers have been written to explain what a crisis is, how
the market behaves in such conditions, how it affects society, and most importantly, what to do to reduce the
negative consequences.

In 2020, the topic of the global market crisis has become one of the most discussed — among people,
business owners, in the media, on the Internet. Almost every company is faced with the question: how to
continue to operate in the market, how to keep sales front the falling, what to say to their customers and
partners.

To minimize costs, the company reduces communication costs. This leads to the dismissal of the
marketer, the dissolution of the entire marketing department, depending on the size of the company. Then the
firm begins to feel the consequences: the business does not develop, customers do not hear about the
company, income does not grow.

One of the main reasons for these tactics in a state of crisis is misunderstanding the contribution of the
marketer to the development of the company. The crisis is a time of market redistribution. With well-
thought-out and sensible actions, it is possible to come up with an even bigger market share. And the
complete conservation of the company will simply lead to a significant weakening of the position. Thinking
about actions in the market, building and changing the strategy — is part of the responsibility of the marketer.
Therefore, reducing the cost of marketing in a crisis for business will not end in success.

But just a nominal marketing department that exists but doesn't work is also not an effective approach.
The crisis is not only a test, but also an opportunity to bring the company's marketing to a new level.

A significant contribution to the study of the theory and practice of marketing research in a crisis has
been made in the works by researchers such as: Kotler P. [1], Kosykh V.N. [2], Serdiuk Ya. [3], Chesnikov
D.E. [4], Goodman P. [5], Ovchinnikov D. [10], Krysovatyi A.L., Liutyi 1.O, Maiburova [.A., Kenneth S.
Rogoff and others.

The results of their scientific research have the importanr theoretical and practical significance. At the
same time, new economic phenomena, the development of technology and the constant transformation of the
financial and economic system of the world necessitate research in this area, which once again confirms the
relevance of the chosen topic. An important point is to determine the effective areas of marketing and ways
to reform in a crisis or pre-crisis environment.

The purpose of the study is to analyze current marketing trends, identify existing shortcomings of its
operation in companies that have become visible with the onset of the global crisis, develop proposals for
possible ways to reform approaches to marketing.

In the conditions of economic crisis, the attention to marketing department in the company, certainly,
grows. Usually, first aid in the face of falling and declining profits — reducing costs and usually one of the
first steps is reducing the advertising budget. There is no need in such a hurry, because good marketing is the
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basis of long-term success of the company. A company can lose strategic market share and lose to more far-
sighted competitors when saving on crisis promotion or correct marketing research.

On the other hand, it is marketing that can and should find ways to survival and sometimes to growth
for a company in a crisis. No wonder the word "crisis" in Chinese consists of two characters: "danger" and
"opportunity". This is perfectly transferred to marketing. The task of the marketer is to assess and, if
possible, reduce risks, as well as to use new opportunities in the market.

Also, there are new needs in the crisis. In the conditions of economic growth buyers are focused on
prestige and design, now such criteria as reliability and an opportunity to save on consumer goods is more
important for them. The role of marketing is to identify these changes in needs and offer the right solution
that customers need. It is important to take all necessary steps to retain consumers before competitors do.

Of course, it is very important in a crisis to maintain the brand and reputation of the company. The
economy is cyclical, the crisis will end, and the impression of ethical or, conversely, unethical behavior of
the company will remain for a long time. And good branding and reputation, which usually takes years to
build, can be lost very fast in a difficult situation.

2020 has shown that a crisis is possible, even if everything seems to be developing rapidly.
Economists estimate that the coronavirus crisis is bigger than the 2008 crisis and has long-term
consequences. As Harvard economist Kenneth S. Rogoff put it, "Now I'm sure the 2008 crisis was just a
training warm-up before the marathon." [5]

A recent poll, based on 887 responses by British marketers conducted by Marketing Week, shows that
60% of them have frozen or are reviewing their advertising budgets in the midst of the Covid-19 pandemic.
Another 55% suspended the launch of products or services. [6]

The world is rapidly entering one of the biggest recessions in the last half century, and the collapse of
advertising budgets is pouring in — this is only a small and insignificant part of the problems that the world
economy and companies will face soon.

The fall of the Dow Jones Industrial Average in the period from January 2017 to March 2020 is shown
in the graph — Figure 1.
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Fig.1. DJIA in the period from January 2017 to March 2020 [7]

But unlike the recession of the 1920s, the crisis of 2008, the crisis that began in 2020 is a kind of a
boom for development. Any crisis reveals the strongest brands. Because everyone can be ethical, socially
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responsible and "love their customers" when they are going through successful times and the fall shows the
true face of companies.

In addition, the coronavirus epidemic has shown what many have said but a few have seen and
changed — lots of time employees spend in the office is ineffective. Companies, even those that have argued
all the time that they cannot go online, cannot work without an office, have been forced to transfer
employees to online jobs and move their businesses to online marketplaces. But the epidemic will end,
borders will open, and people will have new habits when buying. We can say that this crisis will greatly
change consumer behavior in the global market.

In just one month after the announcement of the self-isolation regime in Europe and America, the
number of active Internet users increased by an average of 8%. YouTube reported a sharp 75% increase in
news content views in mid-April. In the first quarter of this year alone, 47 million people registered on
Twitter, with 30% of new users being citizens of Ukraine, Russia and Belarus. In any other situation, this
would mean an automatic increase in the profits of the sites, but not in the current conditions — their
advertising revenue, by contrast, decreased.

According to Carlos Pacheco, who works with 180 YouTube channels with a total number of
subscribers of almost 68 million, by mid-April, the price of advertising fell by an average of 50% compared
to the figures of early February this year.

Russian YouTubers note the same trend — on average, revenues fall by 40%, despite the growing
number of views of videos. Agencies working with bloggers note that advertisers from the FMCG segment
have cut budgets the most, while online services, on the other hand, have increased the cost of advertising on
YouTube. At the same time, due to the high price of placement, the most painful reduction in advertising
budgets hit the most popular bloggers and channels. Thus, the channel about Wylsacom technologies only in
March 2020 lost 50% of advertising revenue.

A similar situation is mentioned in the published data of Facebook. In April, the audience of the main
platform exceeded 2 billion people for the first time. This means that the total audience of advertising placed
on Facebook is a third of the world's population aged 13 and over. At the same time, according to the Wall
Street Journal, the cost of advertising fell by an average of 15-25% in March compared to February 2020 [8].

In a pandemic situation, the importance of email marketing was realized by literally everyone —
companies began to send emails more often, while the effectiveness of mailings also increased significantly.
Data from one of BounceX's leading analytics platforms shows that since the beginning of March, emails
have opened 40% more often, and conversions have increased by almost 80%. And the best mailing "works"
on Mondays.

However, many companies have not learned to use it properly and have panicked no less than their
customers. Letters with sales and discounts now come every day — often in a rush to get at least a minimal
profit, businesses continue to send impersonal letters or completely carry out automated e-mail, created
before the situation with the coronavirus.

At a time when the battle goes for each client, it is important to address him/her personally.
Personalizing messages is one of the key success factors. For example, a restaurant's call to order home
delivery elicits a much greater response when the user sees on the screen not a standard text or picture, but
his favorite dish ordered last time. A letter from a bookstore will be more effective if it offers books from the
categories that the user has previously shown interest in.

With the overall reduction of budgets for online advertising, marketers are increasingly turning to
more effective and flexible channels of promotion. Most often it is the purchase of targeted advertising on
sites: thus, the message has a point effect on each potentially interested visitor.

According to a study by the Interactive Advertising Bureau (IAB), since March of this year, more than
a third of advertisers began to pay more attention to targeting the audience, and their costs in this segment
increased by almost 40%.

The task of marketing is to analyze the advertising market and consumer behavior: what they look at,
on which platform, from which phones, where they are delayed, how they react to the communications of
other companies. Based on this, the business can quickly and efficiently build further actions and strategies.

It is already clear that only those who can dynamically and quickly adapt to the changing world and
new consumer behavior will survive. And if before situational marketing was often associated with a quick
reaction to what is happening in the form of challenges, memes and global trends, now the willingness to
change strategy, stop advertising campaigns and re-create creatively following the news stream at the same
time becomes the only true norm of doing business.
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During the crisis, brands switch from food and entertainment communications to educational and
social ones — a trend that will continue after the end of the pandemic. Now is the time when a company can
get rid of excess and update its brand, make it more human, minimizing human contact.

Many brands and companies have used the crisis as an opportunity to express themselves, to get closer
to customers, to show that this is not some abstract distant company, but the same people who come to the
rescue.

The result of any marketing crisis is the saying, "People don't just remember the company, they
remember those around them in difficult times."

Key examples made by companies in the 2020 crisis:

— paid video portals and services have become free or almost free during the pandemic;

— some companies have organized free delivery of goods: on their own or through cooperation with
the delivery service;

— manifestation of a socially active position on the part of the brand to ensure safety in quarantine.

Dodo Pizza delivery provides delivery of protective masks with pizza. Food delivery services (Raketa,
Glovo, Domino's Pizza, etc.) have introduced a contactless delivery function, available in applications.

Fashion giant LVMH recently announced that it is expanding its Guerlain, Parfums Christian Dior and
Givenchy production lines for the mass production of disinfectants for French hospitals. This is a small
gesture, but such a thing will be remembered for many years.

Europe's largest clothing retailer, H&M manufactures personal protective equipment to help medical
staff cope with the COVID-19 outbreak.

But even if the company is small and cannot allocate large funds for social assistance, there is always
such an option as communication. The crisis changes the main theme of communication, but to stop it is an
inadmissible mistake.

People want to get good news; people want to see that their favorite or familiar brand nearby has gone
nowhere with the crisis. Yes, the relevance of the message about a fresh promotion in the newsletter is zero.
Emotions and support are important in a crisis, not just savings. Even the FMCG (Fast moving consumer
goods) business will fail in the market if it speaks only at a low price, without showing that it cares at least
about its employees.

Therefore, we can identify the following major changes and trends in consumer behavior in 2020:

1. Savings are a new trend.

In times when everyone saves and consciously consumes only the essentials, brands should too.

Over consumerism is becoming a powerful anti-trend. Expensive and pathetic advertising will now be
perceived by many as a bad tone.

It's time for inexpensive, mobile production, fast and bold ideas.

Strange as it may sound, but there is a plus: advertising agencies predict the heyday of brand
creativity, because small budgets are a very fertile ground for creativity.

2. Smartphone is a new type of thinking.

The task of advertising now is to be inexpensive and to be where people's main focus is. In the
smartphone. It becomes the main channel of contact between brands and people.

The behavioral changes caused by the Covid-19 outbreak will be far-reaching and will affect the way
we consume the media. There will be a marked increase in activity in social networks and in general our time
online.

UN, events, sports and social media, TV / online TV, streaming, gaming is falling sharply.

According to a GWI survey conducted in March 2020, 39% of consumers in the United States already
say that they read the news more often, 29% — that they check social networks more often, and 28% say that
they have started buying more online. [9]

Let's look at the current picture. Today, 4.5 billion people use the Internet, the audience of social
networks is 3.8 billion. 5 billion have a smartphone.

"We are already cyborgs," said Elon Musk back in 2016. The average person spends 100 days a year
online. It's 6 hours 43 minutes every day. 50% of this traffic is accounted for by smartphones. About three
and a half hours a day.

Recent events that have shaken the planet have further tied us to the smartphone.

FOMO - fear of missing out or loss benefit syndrome. It was described in 1996 by Dr. Dan Herman.
Today, literally all users of social networks are prone to it. Now also because of the heightened attention in
connection with the epidemic: we are constantly looking at the smartphone for the latest news.
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According to the theory of self-determination, the feeling of kinship with other people is a basic
psychological need, the satisfaction of which is one of the conditions of mental health.

Home insulation is a very uncomfortable condition. We suddenly felt how abruptly we could become
lonely. Therefore, we want even more communication and a sense of community. And here again the
smartphone comes to our aid. So, without a doubt, this small device now wins over all channels of
communication and traffic.

3. Mobile first marketing is a strategy that starts with the phone.

Historically, web designers have begun to develop a site design for the big screen, so the first and
"main" design is done for the computer desktop, as it provides more functionality.

The disadvantage of this approach is that in fact priority is given to users of computers and laptops,
although according to recent studies, at least 25% of people in the United States today use only mobile
devices. In the rest of the world, for example, in rural China, mobile Internet use reaches 45%, according to
the 2019 On Device Research report.

Many design and functional elements that look and work great on a computer desktop simply cannot
be successfully translated into a mobile experience — often such an attempt can make a site unusable or very
difficult to use and navigate.

Mobile first's design philosophy turns old ideas upside down. Although many developers still start
designing with neither mobile devices, but now they take into account the capabilities and limitations of their
screens when creating a site design. So, we can say that the basis is the screen of the phone, not a laptop.

The same approach is relevant to use when creating and managing a marketing strategy. Focus on
consumers who do not go to online stores via a computer, but prefer the phone.

This does not mean that any small business needs to create a mobile application. Now the AppStore
and Play Market are updated daily with new applications that people have already lost interest in. But a
marketer today must understand that content is primarily created for the phone screen, for a hurried passerby
holding a smartphone. Understanding this simple truth will save a large share of the marketing budget in a
crisis.

4. The world has become vertical.

The smartphone screen is a vertical world. And to be embedded there, you need advertising in a
vertical format. Screen life movies have already begun to appear in the world of cinema, the actions of which
unfold on the screens of the protagonists' smartphones. As for everything else, it also greatly reduces
production budgets.

5. Entertainment.

No matter how serious the store or business is, consumers love when they are distracted from reality,
and even more so in a crisis and during a pandemic. The smartphone is first of all a portal to the world of
entertainment. People do not want to read serious scientific articles or watch a difficult psychological drama
in it, especially during the epidemic. They want instant access to something that can be distracting and
entertaining.

The smartphone blurred the line between social media, education and just having fun. Take, for
example, TikTok, whose number of users has already exceeded 1 billion. It is difficult to call this channel of
communication just a social network for communication.

The number of Instagram users has already exceeded 1.2 billion people. Now it is the most powerful
mobile channel. Approximately 80% of all Instagram users are subscribed to one or another business
account. Companies that are on Instagram receive up to 37% of the total number of impressions from
Instagram stories. Every fourth Instagram ad is in video format.

The marketer must take this data into account when deciding on communication channels. Also, keep
in mind that no matter how traditional a company is, few people will know about it if it is not available
online and on social media.

6. Content during the crisis.

A survey of more than 35,000 consumers worldwide by Kantar found that only 8% believe that brands
should stop advertising during the epidemic.

The vast majority believe that brands should just show themselves, sound encouraging and stick to
their values.

About 45% of respondents want to know how companies implement plans to protect the supply of
services or products, and more than 40% want brands to allocate funds for hand sanitizers and face masks.

Only 30% want to see brands that offer discounts and promotions. Only 19% want businesses to set up
call centers to help with customer inquiries.
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It means that people understand the plight of many companies.

7. Time of ordinary heroes.

Now and in any crisis, if you analyze, it's time for ordinary heroes. Truck drivers, restaurant workers,
food vendors, taxi drivers, neighbors, nurses, pizza delivery people, those who clean the streets and keep
order — customers want to see them as heroes.

A simple advertising campaign that shows the company's employees, their working conditions and
what they do will have a greater conversion than just abstract information about the company.

The crisis is the time to talk about how the company takes care of its employees. But it is important to
remember that honesty comes first. Consumers feel false and remember for a long time, so if the company
does not care about its employees, it is better not to say anything about it.

People are already quite intolerant of marketing mistakes, and in a global crisis, when all feelings are
sharpened and patience is zero, they can be very toxic.

There are also four main niches for business that will be on the rise for at least a year. For the
marketer, as not the business owner, this information can be used at strategy of diversification of activity, or
at creation of additional points of differentiation for the company.

The main niche, of course, is online shopping. Going online has become critical for most companies in

2020.

After the introduction of quarantine measures in the field of online trade there was an unprecedented
surge in consumer activity.

A striking example is the experience of the e-commerce giant Amazon. Between March and April
2020, the company increased its staff by 100,000 employees to handle the huge number of new orders.

According to Google Trends, the frequency of inquiries related to online purchases has more than
doubled compared to the average for the whole year — Figure 2:
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Fig. 2. Dynamics of the frequency of inquiries related to online purchases around the world, 2020 [11]

In March-April 2020 there was a record, for the last 5 years, the number of commercial queries in the
Google search engine — Figure 3:

The turnover of e-commerce in the world is increasing every year. According to Data Reportal, the
increase is approximately 10-12%. In the CIS, the percentage of people who use online shopping tools is
much lower than in Western Europe, the United States or China, but their numbers are growing rapidly.
Therefore, the annual growth is much higher, it is about 20%.

After the total transition to e-commerce, many users have discovered the possibilities of e-commerce:
they have overcome the barrier of the first purchase, received the first positive experience of interaction.
Quarantine served as a catalyst for the development of e-commerce. Therefore, in 2020 it is one of the most
promising niches for business.
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Fig. 3. Dynamics of the number of commercial queries in the Google search engine for the last 5 years,
2015-2020 [11]

A similar situation occurred with delivery services. At the end of March 2020, there was a record
surge in inquiries related to home delivery of goods and products — Figure 4:
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Fig. 4. Dynamics of requests «Delivery» on the Internet, 2019-2020. [11]

For example, the Ukrainian food delivery service Raketa notes that the number of orders in the first
days of quarantine increased by a quarter, and in a week by more than 70%.

It should be noted that such a surge occurs in conditions of a sharp decline in overall consumer
activity. As many companies were forced to freeze their work due to quarantine, their employees lost their
sources of income. Many potential customers during quarantine want to minimize their own costs until the
situation normalizes.

In addition, the niche of delivery is closely linked to online commerce, because if you need to buy
online, you need delivery. Therefore, we believe that after the complete lifting of quarantine, consumer
demand for these services will decrease, but will not return to previous levels.
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One of the most promising niches in the field of B2B — IT outsourcing. The global shift of enterprises
to digital tools for working and attracting customers has increased the demand for services related to the
development and support of information products.

Involving IT specialists and organizing their productive work is a rather long and costly process.
Under conditions of quarantine and a general decline in income, few companies can afford to form a full-
fledged IT department.

A more flexible alternative is outsourcing services. This is a format of remote cooperation with a team
of specialists, in which the company pays only for the work performed. It allows you to quickly and
inexpensively use the services of an experienced IT department.

Many companies during the quarantine period have already introduced a remote format of work
among their own employees. Many entrepreneurs have gained experience in effectively organizing remote
work, which also increases their willingness to work outsourced.

Crisis marketing is one of the most pressing issues for almost every company. The main problem of
Ukrainian business in solving this issue is lack of understanding what the right marketing can give in a crisis
situation.

To do this, the marketing department should not only try to analyze consumer behavior during the
crisis, but also quickly understand and adapt to new trends that will be relevant after the crisis.

Looking at changes in the market, marketing in both large and small companies should focus on:

— business entry into online commerce;

—new models of consumer behavior;

— smartphone, as the main tool of obtaining and transmitting information to the client;

— honesty with consumers, especially during a crisis.

Analyzing the examples of large corporations and small startups, we can say that marketing during a
market recession is one of the most powerful tools and opportunities not only to stay afloat, but also to
emerge victorious with more market share and loyalty to the company.
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MokJasak Mupociaasa BoJjioaumMupiBHA, KaHIuIaT eKOHOMIYHUX Hayk, noueHT. Hlymeiixo HOuais
MuxaiiiBHa, warictpanTka. Harmionansuuii  yHiBepcuteT «lloaTaBchka moimiTexHika imeni HOpis
Konpgpartioka». Cadono Mukoaa CepriiioBuy, mignpuemens. TOB «Ammaz JITI». MapkeTHHr B
YyMOBaX KPH3H: O0COOJHBOCTI 3aCTOCYyBaHHS Ta HLIAXH pedopMyBaHHA. Po3risHyTo mpobieMwu
3aCTOCYBaHHS MapKETHHIY B KOMIIaHIIX B yMoOBax perecii ekoHomiku. [lepeniueHo Ta mpoaHasi3oBaHO
MPUYMHHU, YOMY JeMapTaMEHTH MapKETHHTY W pekjaMu OHI 3 IMEPIIUX MOTEePIalTh Ha MOYATKY KpPHU3H.
BusnaueHo BakIMBICTH pedOpMyBaHHS MapKETHHIOBOI CHCTEMH OO0 Ta I 4yac KpusH. lIpoaHasizoBaHO
ocoOnuBocti kpusn 2020 poky, ii BIAMIHHOCTI BiJ IHIIMX MacIITaOHUX KpHU3, BIUIMB HA IOBEIIHKY
CHOXHMBa4Ya ¥ PO3BUTOK EKOHOMIKHM 1 MapKETHHTY B I[IOMYy. BHIiJIeHO HOBI MOTHBH Ta OCOOJIHMBOCTI B
MOBEIHII CIOKMBaya, Ha SAKI Ma€ BIUIMB HE TIUIbKM PO3BUTOK TexXHONOrid, a i momii 2020 poky.
[IpoanainizoBaHO OCHOBHI IPUYUHU 3aHEMaAy MapKETUHIY B YKpaiHi Mg yac Oyab-IKHX KPU30BUX SBHUII Ta
IUIAXH PO3BUTKY BIAIUTY MapKETHHTY. 3 METO YTPHUMAaHHS YaCTKH PUHKY KOMITaHiM, 3MIIHEHHS CBOIX
MO3MUI[II B yMOBaX KpHM3M U 3a MOXJIMBOCTI PO3IIMPEHHS CBOrO BIUIMBY BiJiijlaM MapKETHHIY
3aIIPOIOHOBAHO aHAII3yBaTH HOBI TPEHAM B MOBEIIHIN CITOKMBAYIB Ta OyAyBaTH MapKETHHIOBY CTPaTETii0
3rigHo 3 HuMH. CydacHi HampsMHU PO3BUTKY KOMIIaHIHA Y IIIIOMY Ta MapKETHHIY 30KpeMa BKIIOYAOTh BHUXI]
Ha OHJIAaliH MapKEeTIUICHCH, CTBOPEHHS IMHAMIUYHMX PEKIIAMHUX KaMIIaHii, IIBUAKY PEaKilil0 Ha 3MIHH B
TpeHaax, KOMYHIKAIIiIO 3 KIIEHTaMHU depe3 cMapT(hOH, YSCHICTh 31 CITOKMBAYaMH, OCOOIMBO B YMOBAX KPH3H.
Po3risHyTO yCHiliHI 3aX0AM BEIMKUX KOPIOpAIii mij 4ac kopoHaBipycy i kpu3u 2020 poky. Kpim Toro,
MPOAHATI30BaHO aKTyaJbHICTh BHUXOMY B OHJIAMH JUIs KOMITaHIA pi3HUX cdep Oi3HECy 3riHO 3 JaHUMHU
Google Trends i momykoBMMH 3almuTaMH. BUAUICHO OCHOBHI TOMHIJIKH INpPH MOOYIOBI MapKETHHTY B
KpH30BUX YMOBax Ta IPOAHATi30BAHO MPHYMHMA CKOPOYECHHS MApPKETHHTOBHX 1 PEKIAMHUX BIIUILTIB.
BuaineHo 4oTupy OCHOBHI Hillli Jyist Oi3HeCy, sAKi OyAyTh Ha 3J1€Ti MiHIMyM pik. JoCTiIkKeHO YMHHUKH, KOTPI
BILIMBAIOTh Ha PO3BUTOK MapKETUHTY f pexiamu. BuiiieHo OCHOBHI HAIIPSIMKM PO3BUTKY HMIANPHUEMCTB, iXHIX
MapKETHHIOBHX JICMIAPTAMEHTIB Ta JIOJATKOBI ITOCIYTH, SKI MOJKE BIPOBAJAMTH HABITh HEBEJIMKA KOMITaHIA 1
SIKI CTBOPSATH KOJIO JIOSITbHUX KITIEHTIB.

Knwuoei cnosa: ekoHOMIuHA KpW3a, MApKeTHHT TiJ Yac KpW3W, pekiama, 3MiHH B IOBEHIHI
CIOXKHMBAYA.
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Crisis Marketing: Features of Application and Ways of Reformation. The article defines the problems
and opportunities of developing marketing in crisis. The importance of reforming the marketing system
before and during the crisis is determined. The peculiarities of the crisis of 2020, its impact on consumer
behavior and the development of the economy and marketing in general are analyzed. New motives and
features in consumer behavior are highlighted. The factors influencing the development of marketing and
advertising are studied. The main directions of development of enterprises, their marketing departments and
additional services that can be implemented even by a small company and that will create a circle of loyal
customers are highlighted.
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