TITLE
JULY 2020 REPORT

HOW BRANDS CAN BUILD A DIGITAL STRATEGY
FOR FUTURE GROWTH

THRIVING AFTER THE CRISIS - How brands can build a digital strategy for future growth

1

FOREWORD

JEAN-RENÉ BOIDRON

COLLIN CROWELL

CEO at Kameleoon

Director, Global Activities & Partnerships at GO Group Digital

“From its beginnings, it was obvious that the COVID-19 pandemic and

lockdowns would have an enormous impact on current and future digital
behavior. To help our clients around the world better understand its effect
on their business we therefore commissioned global consumer research in
conjunction with the GO Group Digital.
The findings were clear-cut – across every sector, and in every country,
consumers are switching to digital channels, and the vast majority won’t
return to offline, physical ones. The new normal is digital-first, meaning brands
must focus on delivering a tailored, high-quality experience to each and every
customer. This brings opportunities and challenges to brands – they have to
meet the different needs of a wider group of customers, while facing greater
competition and rising expectations around privacy and security.
Personalization and experimentation are therefore essential to success.
Brands need to put the customer at the heart of everything they do and adopt
a test and learn approach that constantly improves and tailors the experience
if they are to stay ahead of rivals and grow their revenues.
This report aims to give brands the information they need to thrive in a
changing digital world. As well as a full breakdown of the consumer research,
it includes expert advice, based on both the real-world experience of our
agency partners and the global series of webinars we have run to discuss the

“At the GO Group, where we build and scale test and learn programs
across the world, we aim to create “Aha moments.” An Aha moment can be
anything from discovering a customer insight to realizing the interconnectivity
between a healthy culture of trust and innovation. External events have a
way of catalyzing Aha moments. Today’s Aha moment, as Kameleoon’s and
GO Group’s consumer report on the impact of COVID-19 starkly illustrates,
isn’t that consumers crave and expect better digital experiences; it is that
companies that don’t take steps to build a test and learn culture risk being left
further behind.
A word of caution before you read this report. Many companies believe they
need to fix a problem e.g. a “bad e-commerce experience.” Actually, a great
e-commerce experience is the byproduct of a customer-centric company
culture that has deep executive backing. (Aha!) Risk taking is rewarded at
these companies because they know this is how innovation is nurtured. You
won’t find silo-ed, one-off, growth hacks in this report.
“Any fact becomes important when it’s connected to another,” wrote Umberto
Eco. The GO Group is excited to join Kameleoon in championing the critical
role that customer-centricity, personalization, and experimentation play in
building the digital experiences consumers demand today. Here is to your
“Aha.”

current situation with leading brands.
I hope you find the report useful!

VIDEO Covid 19 & beyond: how can experimentation & personalization boost conversion?
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INTRODUCTION – THE CHANGING FACE OF DIGITAL BEHAVIOR
FIXING ISSUES IS NOT ENOUGH

Every brand in every market has been impacted by
the COVID-19 pandemic and its aftermath. It has
accelerated the switch to digital – with consumers
saying they won’t go back.

To thrive in an uncertain future brands need to be bold.
The brands that succeed will be those that have created
a customer-centric culture that uses experimentation and
personalization to continually adapt everything they do to
meet changing customer needs.
Creating the culture to achieve this means embracing
risk-taking, and focusing on data to drive decision making.
It has to be backed from the top. The rewards are great –
GO Group analysis shows that organizations that create a

34% Increase in time spent online during the crisis

healthy experimentation culture grow at least eight times
faster than global GDP1. Experimentation = proven growth.

24% of consumers will use digital channels more in the long-term
SUCCEEDING IN AN UNSTABLE WORLD

73% want to receive a personalized experience
Yet

This report aims to give global brands the data, research

75% said not all brands were providing a personalized experience

41% will switch from brands that offer a poor online experience
But this isn’t completely positive news for brands

Industry statistics show that just 2% of website

and their digital strategies. Many consumers

visitors convert – meaning that all of this

are unsatisfied with the digital experience they

increased traffic and revenues will be lost if

receive – 57% said they were disappointed with

brands fail to react. Over two-thirds (67%) of

what brands were providing.

consumers said the experience offered now

and best practice to succeed in a post-COVID world. It
brings together the results of a global study of over 5,000
consumers in the US, UK, France, Italy and Germany with
recommendations from the agency leads within the GO
Group, based on their current experience on the ground.
Businesses that adopt experimentation grow faster – now
is the time to accelerate your programs to drive lasting
digital success.

would change who they bought from – and how
much they spent – in the future.
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Source GO Group Digital Fast vs Slow: How experimentation is
driving growth worldwide

1

4

LACK OF PERSONALIZATION
WILL HIT LOYALTY
AND BRAND REVENUES

GLOBAL INFOGRAPHIC

How will the current online
experience offered by brands
impact your future purchases?

CONSUMERS SWITCHING
TO DIGITAL THANKS TO CRISIS
Will you use digital channels
more long-term or switch back
to ofﬂine?

BRANDS NOT DELIVERING
THE REQUIRED PERSONALIZED
ONLINE EXPERIENCE
Are brands providing the
personalized experience
you currently need?

BEH AVI OR
IT WIL L CHA NGE MY

CH FRO M BRA NDS
I WIL L BUY LES S/S WIT
E
R ONL INE EXP ERI ENC
THAT OFF ERE D A POO

+41%

57%

disappointed with
brands’ response

T
ITC H TO BRA NDS THA
I WIL L BUY MO RE/ SW
E
ONL INE EXP ERI ENC
OFF ERE D A STR ONG

+26%

Yes

61%

15%

I’ll use both

No, I’ll return to
offline channels

Will you use digital channels more long-term
or switch back to ofﬂine?
YES

BOTH

NO

USA

29%

57%

14%

ITALY

28%

63%

9%

UK

27%

58%

15%

FRANCE

22%

61%

17%

16%

65%

19%

GERMANY

using digital channels more during
the crisis

What activities are you
now doing more of online?
ING MO RE
WATCH ING /LIS TEN
ERTAIN ME NT
TO STR EAM ING ENT
S ONL INE
REA DIN G MO RE NEW

How will the current online experience
impact your future purchases?
ITALY

24%

+67%

34%

73%

USA

79%

73%

FRANCE

GERMANY

59%

52%

expect brands
to personalize
their journey

UK

73%
% say current
online experience
will impact future
purchases

47%

SSE S
TAK ING ONL INE CLA

32%

G/F INA NCI AL
ACC ESS ING BAN KIN
SER VIC ES ONL INE
ION S
ME DIC AL CON SULTAT

54%

30%
18%

Are you spending more time online?

75%

said not all brands are
customizing the online
experience

26%
Save money

23%
Save time

ITALY

USA

UK

42%

37%

32%

FRANCE

GERMANY

32%

24%

% saying they
are spending
more time online

21%
Greater choice

Consumer attitudes to personalization
USA

UK

FRANCE

61% 75%

59% 73%

58% 72%

GERMANY

ITALY

54% 63%

54% 82%

WHAT BENEFITS DO YOU SEE
FROM DIGITAL CHANNELS?

Disappointed
with brands
Expect
personalization

Biggest beneﬁt in each country
FRANCE

14%
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Find out more
on products

9%
Brands can
track my
personal data

7%
Build a closer
relationship
with brands

34%
GERMANY

26%

UK

31%

USA

30%

ITALY

26%

Saving money
Saving time
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5 KEY THEMES THAT IMPACT DIGITAL STRATEGY

The COVID-19 pandemic has caused unparalleled disruption – and will have a long-term impact
across sectors and countries. Our analysis highlights five key themes that global brands need to
understand and act on:

1
2
3

Accelerating the long-term shift to digital

Importance of customer-centricity
and experimentation to growth

4
5

Importance of personalization
to meeting consumer needs

Rise in competition

Wider usage of new digital services

THRIVING AFTER THE CRISIS - How brands can build a digital strategy for future growth
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5 KEY THEMES THAT IMPACT DIGITAL STRATEGY

1

Accelerating the long-term shift to digital

Lockdowns forced many digital laggards online for key activities, such as shopping and
entertainment, for the first time. This helped drive an immediate 34% increase in time
spent online across a wide range of activities.
What our research shows is that the majority of these new digital visitors will remain
online – just 15% said they’d switch back to physical channels. And this isn’t just a trend
amongst the young. In Italy for example 26% of those aged 55+ said they now saw the
advantages of digital and would continue to use the channel rather than moving back to
offline.
This change provides an enormous opportunity for brands to reach completely new
audiences. However, these new consumers are individuals with very different needs,
experiences and aims than traditional users. Successfully delivering the right experience
to match their requirements is therefore crucial if brands are to retain them for the longterm.

“The pandemic is simply accelerating a shift to digital that was already

happening. This is where there is an opportunity for digital brands. Right now
it is more important than ever to understand your customers and to optimize

2

Importance of customer-centricity
and experimentation to growth

There’s a direct link between the service, reassurance and experience that consumers
receive now and their long-term buying behavior. Over two-thirds (67%) said that the
experience that they are now getting would change who they bought from in the future.
This was even stronger in countries such as Italy (79%), and the United States/United
Kingdom (both 73%).
However, brands seem to be delivering the minimum when it comes to being customercentric. 75% of people felt that not all brands were customizing their digital experience,
and 57% were disappointed with the overall response from companies on online
channels.
The pandemic has changed customer needs and their behavior – for example,
increasing the need for safety, security and utility in the early part of the crisis. As the
situation develops requirements will carry on changing - which means brands need a
laser-focus on all of their customers, and all of their needs, if they are to retain them.
With whole new digital audiences and changed behaviors simply guessing what
products, services and experiences that consumers require is not enough. Previous GO
Group research highlighted the fact that fast-growth companies show a stronger culture
of experimentation than slow ones – now is the time to use the crisis as a catalyst to
accelerate the spread of that culture in your organization.

their experience using insight-driven experimentation programs.
CHRIS GOWARD
CEO, Widerfunnel (GO Group Strategic Partner, North America)

“You need to out-research your competitors as your customer research is

probably out of date already. So analyze customer behavior and find what they
want and what is stopping them from taking action.
STEPHEN PAVLOVICH
CEO, Conversion.com

THRIVING AFTER THE CRISIS - How brands can build a digital strategy for future growth
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5 KEY THEMES THAT IMPACT DIGITAL STRATEGY

3

Wider usage of new digital services

Even the most experienced digital natives have been doing a broader range of activities
online than in the past. 18% of respondents in our study said they were spending more
time accessing medical consultations digitally than in the past, while 32% were taking
online classes. This rose to 27% for telemedicine and 34% for e-learning in the US.
This is a second significant opportunity for brands that engage effectively to use their
first mover advantage to build a leadership position. Deliver the right experience, based
on understanding what customers are looking for and value, and you will become their
long-term brand of choice. Just look at the meteoric rise of Zoom in the online meeting
space, which has gone from relative obscurity to a household name in a few weeks.

“The customer experience you provide right now, we’ve seen has an

opportunity to turn you into the customer’s new habit brand going forward into
the future.
CHRIS GOWARD
CEO, Widerfunnel (GO Group Strategic Partner, North America)

4

Importance of personalization
to meeting consumer needs

73% of consumers expect a personalized experience when they are interacting with
brands online, while 80% want to receive personalized emails as a minimum.
How can brands meet the needs of a larger and more diverse group of customers, all of
whom have their own requirements? Clearly, changing the experience to focus solely on
new users at the expense of digital natives will alienate this first group and drive them
to competitors.
The only solution is to embrace real-time personalization across your digital channels,
using the intent and behavioral data generated by individual consumers during their
website visit to provide them with a tailored experience that keeps them as engaged,
loyal consumers.

“Brands have to become more agile and adapt to the new behaviors of

consumers. That requires powerful personalization and behavioral targeting
that can deliver exactly what every single visitor wants, in real-time, when they
are on your site.
JEAN-RENÉ BOIDRON
CEO, Kameleoon

THRIVING AFTER THE CRISIS - How brands can build a digital strategy for future growth
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5 KEY THEMES THAT IMPACT DIGITAL STRATEGY

5

Rise in competition

Increasing traffic will be matched by increasing competition – with a greater number of
brands investing heavily in delivering the right products, services and experience online.
This rise has to be understood against the backdrop of a global economic downturn
that will impact different sectors and countries in different ways.
Many digital services are by their nature scalable and able to supply millions, even
billions, of consumers at any one time. In this winner takes all world, even current
leaders will be at risk if they don’t focus on continually improving the experience they
provide. 41% of consumers will buy less from brands that fail to meet their needs – and
on the positive side, a quarter (26%) will buy more from those companies that provide a
strong online experience.
During crises and recessions the temptation to cut investment in technology and reduce
costs is high. However this short-term view damages long-term growth, as Forrester
points out2 - instead brands should embrace experimentation and behavioral targetingbased personalization to optimize the experience as these are low risk investments with
a rapid, high business value.
This reinforces the need for building a deeper understanding of customer expectations
and using this to drive change. As the GO Group report, Growth during Covid-19
disruption3 advises, companies must, “Scale experimentation and evangelization to
exponentialize growth through culture, experimentation management software, centers
of excellence and process refinement.”

2
3

Source Forrester: The Forrester Tech Tide: Digital Intelligence Technologies, Q1 2019
Source GO Group Digital Growth during Covid-19 disruption
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COUNTRY OVERVIEW

United States
WHAT IT MEANS FOR BRANDS

US consumers are leading the way when it comes to
switching to digital channels due to the crisis – but
they also have high expectations that aren’t currently
being met.

Brands targeting US consumers already know that they
have high expectations and place heavy demands on the
experience that companies provide to them. The crisis
has made consumers even more demanding as they
seek reassurance at a time of disruption and instability.
Lockdowns have also brought new groups online and
driven existing digital consumers to do more, increasing
the opportunities for those that deliver the right digital
experience.

29%

of consumers will embrace

US consumers are most adventurous

digital more over the long-term

to try new digital services

Nearly a third of US survey
respondents said they’d
increase their use of digital channels after the crisis
– just 14% said they’d return to offline. Not only is this
the highest percentage of any country, but it has to be
put in the context of an already large online population,
showing the new opportunities that exist for brands.

Unsurprisingly US consumers spent more time online
during lockdowns, with 37% using digital more for
activities such as shopping, watching entertainment
and reading the news. But they were also the most
likely to embrace new digital services – over a third
(34%) said they’d taken online classes and 27% had had
medical consultations, the highest numbers globally.

All of this means that brands need to increase the pace
of their innovation and how they tailor the experience that
they provide. Consumers want personalization, but brands
are letting them down, meaning that many newly digital
consumers will either leave the channel entirely or switch
to rivals.
While GO Group research shows a high level of executive
buy-in for experimentation, CMOs need to widen the
methods they are using to collect, cross-reference and
analyze results, triangulating information from different

75%

expect web personalization
as standard

73%

areas (NPS, testing, web analytics, usability testing) in
say the level of personalization

order to provide a more complete picture to drive their

will change who they buy from

marketing. Brands have the chance to take more risks
– it is time to double-down on experimentation to meet

US consumers are the most
open to personalization – and
actively demand it from brands. As well as threequarters expecting websites to be personalized to their
needs, 84% want to receive tailored emails.

For a full infographic on the results click here.

Fail to deliver a personalized,
reassuring experience that
meets their needs and US consumers will simply leave
your brand. 73% said that personalization impacted
their buying patterns, with 42% saying they’d switch
completely or spend less with brands that disappointed
them. Yet brands are letting them down – 61% of
consumers were unhappy with the response from
companies when it came to personalization.

THRIVING AFTER THE CRISIS - How brands can build a digital strategy for future growth
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United States

COUNTRY OVERVIEW

Chris Goward, CEO, Widerfunnel
(GO Group Strategic Partner, North America)

WHAT DO THE FINDINGS TELL YOU ABOUT CONSUMER

TACTICALLY, WHAT SHOULD BRANDS BE DOING MORE

HOW CAN MARKETERS USE THE DISRUPTION OF THE

DIGITAL BEHAVIOR IN THE USA?

OF NOW?

CRISIS TO ADVANCE EXPERIMENTATION IN THEIR

“

“

ORGANIZATION?

Consumers are spending more time online, but the motivations
behind that increase in time spent online matter. What's important
is to understand the emotional context of the activities. Most
are spending more time streaming or consuming content likely
out of boredom or escapism due to anxiety. Many others are
checking finances more often, reading the news, or doing medical
consultations virtually, also likely driven by anxiety or negative
emotions. This insight into the emotional context can inform
marketing messaging today.
WHAT DOES THIS MEAN FOR THE STRATEGY THAT
BRANDS NEED TO ADOPT, IN BOTH THE SHORT-TERM
AND LONG-TERM?

“

Improving your customer experience will pay off in longterm customer loyalty. 73% of respondents indicated that their
experience with brands' websites will impact their likelihood of
buying from them in the future. Combine this with the dramatic
increase in time spent online means we’re experiencing a rare
opportunity of potential permanent habit formation on a large
scale. Customers formerly disinterested in a brand’s offering and
experience are now potentially in the consideration set. Their
expectations and needs may differ from that brand’s traditional
audience and customer base, however, and brands need to invest
in understanding these motivations and behavior differences and
capitalize on them. 61% are disappointed in the personalization
experience they’re receiving right now, and 42% said they would
buy less or switch from a brand that disappointed them online.

Brands should be investing in their customer-centricity and
their ability to understand their customers and translate that
understanding into delightful experiences that built retention
both short and long-term. Be better with data and interpreting it
through the lens of your customers, optimize and iterate on your
entire customer experience, be just as willing to experiment with
new things as your customers are right now. You need to deliver
a great online experience that meets both their emotional and
functional needs. Today, tactics to reduce anxiety and frustration
are more likely to make a positive impact due to the backdrop of
anxiety caused by the pandemic.
WHAT SKILLS/CAPABILITIES DO BRANDS NEED TO BE
DEVELOPING?

“

Data collection and interpretation on a higher level, and
experimentation at every level. Aggregate analysis won’t cut it in a
time where behaviors are in upheaval on a global scale. Segment
and understand the differences in your user behaviors and
customer journeys. Inspire your organization to strive for this level
of customer-centricity and empower the organization to act on it.

THRIVING AFTER THE CRISIS - How brands can build a digital strategy for future growth
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What better time to experiment than a moment like this?
Behaviors and customer needs are changing and companies
should be responding to that through analysis and iteration.
If you’re in an industry that has seen growth (such as media,
finance, or online education) use the opportunity of increased
traffic to drive more experiments and learning and ultimately
capture more of that audience. If you’re in an industry that has
seen a contraction, use experimentation to try to retain more
customers during the uncertainty. Experimentation can drive your
learning and understanding which can lead to better feature or
product development. Ultimately, regardless of which camp you’re
in, these times of uncertainty mean your organization likely has
more questions than answers and that's a key opportunity for an
experimentation program to shine.
WHAT BEST PRACTICES WOULD YOU ADVISE BRANDS
TO FOLLOW IN TERMS OF ACHIEVING DIGITAL GROWTH
IN THE NEW NORMAL?

“

Double-down on customer-centricity. Invest in understanding
your customers better and make a plan to use that information
to drive your organization's plan for growth. Connect these dots
and align your tactics to your overall growth objectives. Don’t
settle for “best practices” and tactics - strive for a place where
you confidently know what works for your customers and why,
regardless of whatever best practices are out there.
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COUNTRY OVERVIEW

United Kingdom
WHAT IT MEANS FOR BRANDS

The crisis is bringing digital laggards online for the
first time in the UK – but overall consumers are not
receiving the experience that they expect.

While a relatively mature market, the research findings
show there is still room for digital growth in the UK, both
with new consumers coming online and existing ones
trying new services, such as e-learning and telemedicine.
Brands recognize this and are focusing heavily on digital
channels, hoping to lock in new and existing customers
for the long-term. To succeed CMOs need to understand

50%

of consumers will spend
less/switch from brands

Nearly three-quarters (73%)
of consumers said the
experience they receive now will impact the future
purchasing behavior. This is a major threat to brand
revenues - half of UK respondents said they’d spend
less or switch away from brands that disappointed
them – the highest number in the research.

76%

say brands are failing them
when it comes to personalization

As in the US, UK consumers
expect personalization, both
online (73%) and in email communications (83%). But it
seems that many companies are trying to get away with
the bare minimum – three-quarters (76%) said that not
every brand was delivering the right experience in the
current context, and 59% were unhappy with the overall
digital response.

consumers better than their competitors, focusing on a
combination of behavioral and attitudinal data to build
a better, more optimized experience for them as well as
launching new, tailored products and services that meet
changing needs.
Failing to deliver is not an option - what is clear is that
consumers are extremely demanding of the experience
they receive and the prices they are charged. This high level
of churn, coupled with economic instability, is likely to see
many brands lose out when it comes to converting and
retaining customers.

Digital consumers experimenting

Saving money biggest motivation

with new services

for switch to digital

32% of consumers say they are doing more online –
and alongside areas such as watching entertainment
(51% more) and reading the media (46% increase), they
are embracing new services. 31% say they’re spending
more time learning new skills online while 17% said
they’d increased the time spent accessing medical
consultations digitally.

Over a quarter (27%) of consumers will use digital more
long-term – with the biggest advantage cited being
saving money (31%), ahead of access to a greater range
of products and services (23%). This was well ahead
of other countries – globally an average of 26% saw
saving money as the most important factor in switching
to digital channels.

For a full infographic on the results click here.

THRIVING AFTER THE CRISIS - How brands can build a digital strategy for future growth
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United Kingdom

COUNTRY OVERVIEW
Stephen Pavlovich, CEO, Conversion.com
(GO Group Strategic Partner, UK)

WHAT DO THE RESEARCH FINDINGS TELL YOU ABOUT

TACTICALLY, WHAT SHOULD BRANDS BE DOING MORE

WHAT BEST PRACTICES WOULD YOU ADVISE BRANDS

THE UK MARKET?

OF NOW?

TO FOLLOW IN TERMS OF ACHIEVING DIGITAL GROWTH

“

“

IN THE NEW NORMAL?

The key, unsurprising outcome was that more people are using
digital than before the crisis. While some of this growth is existing
digital consumers doing more of the same, the most interesting
point is that many are late adopters who have been nudged into
adopting digital channels.

Marketers spend a lot of time tracking and understanding when
people go through major life events (such as getting married or
starting a family). The changes we’re seeing are the equivalent
of everyone having one of these life events, all at the same time.
That brings enormous opportunities for brands.
WHAT DOES THIS MEAN FOR THE STRATEGY THAT
BRANDS NEED TO ADOPT, IN BOTH THE SHORT-TERM

The crisis highlighted how exposed businesses were, showing
the need to leverage every competitive advantage that they can
(such as experimentation) to reduce the costs of customer
acquisition. The more you can lower these costs, the more traffic
you can afford to acquire, giving you more room to experiment and
grow. It is very much a virtuous circle.

Most importantly it means that your customer assumptions
and research is out of date. At the very least you have a different
audience on your website, or if it is the same audience they are
behaving very differently.
This change is both an opportunity and a threat, leading to a
race between brands to better understand customer behavior.
It reinforces the importance of an always-on customer research
function to brand strategy - customer needs are changing (and will
continue to evolve) so this needs to be continuous.

Get the first mover advantage. The brands that understand and
adapt the quickest are going to grow the most.
Start by creating a framework that allows you to scale
experimentation. Define what you are trying to achieve to give you
the autonomy to run tests.

WHAT SKILLS/CAPABILITIES DO BRANDS NEED TO
DEVELOP?

“

A ruthless obsession with the metrics that do and don’t matter
to their business. They need to create a data-first culture, with
defined goals and guardrail metrics that create a safe framework
and space where they can test and experiment.

AND LONG-TERM?

“

“

HOW CAN MARKETERS USE THE DISRUPTION OF THE
CRISIS TO ADVANCE EXPERIMENTATION IN THEIR
ORGANIZATION?

“

At times like this people have to be prepared to take risks, so
now is the time to do things that you wouldn’t have done before.
Test the things you were previously scared to try - you can start
at a small-scale and then grow. Don’t just test the things you were
going to do anyway - test the things that make you and your boss
uncomfortable.

Secondly, invest heavily in customer research to give you an
understanding of what is important to consumers.
Finally use this to drive large-scale experimentation. You need
to aim for volume, velocity and value - so running a lot of tests
quickly in areas where it might be seen as a risk in the past. Outexperiment your competitors. As Warren Buffett says “Be greedy
when others are fearful.” The more you experiment, and the bigger
bets you’ll place, the faster you’ll grow.
The UK is a relatively mature market digitally which means the
opportunity is greater - but so is the competition. The winners will
be those that gain a leading edge advantage, pushing down their
cost of customer acquisition, giving them the ability to test more,
move into new channels and accelerate growth. This dynamic has
always been there, but the crisis has sharpened its importance and
opened greater opportunities for leading edge brands to pull away
from competitors.

Looking longer-term is harder, but brands should put in place
systems that allow them to generate, capture and disseminate
information about customer needs across the organization.

THRIVING AFTER THE CRISIS - How brands can build a digital strategy for future growth
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France

COUNTRY OVERVIEW

WHAT IT MEANS FOR BRANDS

While the switch to digital has not been as strong as in
the US, UK and Italy, the crisis has driven a definite shift
from offline channels – and highlighted some key areas
where brands need to focus.

The French public is clearly split about digital – while they
have used it extensively during lockdown, across a range of
activities, and nearly a quarter say they’ll use it more going
forward, a significant minority (17%) will return to their old
ways.
Brands therefore need to convince all groups of the
benefits of digital, and that means focusing on what most
appeals to consumers (saving time rather than money).

Saving time is the biggest driver

Major growth across a wide range

for digital

of activities

Unlike the US and UK where saving money is the key
reason for switching to digital, in France over a third of
consumers (34%) said going online was about reducing
time spent on activities, ahead of saving money (19%)
and accessing greater choice (17%).

The lockdown in France was severe, impacting all areas
of life. Consequently 33% of consumers said they spent
more time online than before, across a wide range of
activities. 31% bought more groceries through digital
channels, with 5% admitting to spending double the
amount of time doing this compared to before the
crisis. Additionally, nearly half (49%) had carried out
medical consultations over the web – a major change
in behavior.

Experiences therefore need to be seamless, intuitive and
built around customer needs – something that can only
be achieved through personalization and experimentation.
Further demonstrating the benefits of personalization, 73%
of consumers wanted it, with 40% saying that being offered
a personalized experience improved brand perception and
their long-term loyalty.
Given that 59% of consumers said that the experience
provided during the pandemic was crucial to their future
buying behavior, to succeed in France CMOs therefore
have to recognize the opportunity that the switch to digital
offers. 40% of consumers are open to changing who they

Convincing the laggards is a work in progress

buy from based on the experience provided. Brands must
therefore widen their offerings and continually improve

As with every country, a large percentage of French consumers (22%) won’t return to offline channels. However, 17% say
they’ll switch back to physical choices, showing the need for more efforts to convince them of the benefits of digital.

the experience – particularly to meet the needs of those
thinking of switching back to offline channels.

Demonstrating this need for improvement, while 62% of consumers felt that brands had tried to deliver a personalized
experience that provided reassurance, 58% were disappointed with the result.

For a full infographic on the results click here.
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France

COUNTRY OVERVIEW

Julien Ribourt, Partner, Converteo

WHAT DO THE FINDINGS TELL YOU ABOUT CONSUMER
DIGITAL BEHAVIOUR IN FRANCE?

“

As a result of the crisis, French consumers have gone digital,
with real increases in usage and a doubling of transactions in
some sectors. However, this growth is below average for Europe French people remain attached to physical channels. Digital does
have a leading role to play in supporting the brand experience, with
consumers normally using it to save time rather than money.
WHAT DOES THIS MEAN FOR THE STRATEGY THAT

TACTICALLY, WHAT SHOULD BRANDS BE DOING MORE

HOW CAN MARKETERS USE THE DISRUPTION OF THE

OF NOW? WHAT SHOULD THEY BE DOING MORE OF IN

CRISIS TO ADVANCE EXPERIMENTATION IN THEIR

6 MONTHS?

ORGANIZATION?

“

“

Brands must develop the ability to better know and understand
their customers and their environment. This allows them to
strengthen their capacity to make day-to-day decisions and to trial
more strategic initiatives. This is even more important at times
where there is great uncertainty. The ability to test, (in) validate
and optimize is also critical to guarantee that the actions they take
actually generate value.
This is all part of a journey to digital maturity that will take time
to spread across an organization. You have to start small and
achieve early wins to create a virtuous circle of adoption.

BRANDS NEED TO ADOPT, IN BOTH THE SHORT-TERM
AND LONG-TERM IN FRANCE?

WHAT SKILLS/CAPABILITIES DO BRANDS NEED TO BE

“

DEVELOPING?

In the short-term, brands that have been struggling during
the crisis will need to catch up. One of their challenges will be in
creating tactical opportunities, such as using price/promotions to
unlock purchases that have been put on hold, or relaunching how
they communicate with customers by optimizing the channel mix,
messages and audience strategies. Over the medium and longterm, the main challenge facing companies will be to improve their
value proposition to ensure the brand experience offered on each
channel, especially digital, is as seamless as possible.

“

Brands must continue to become more agile and be able to
scale how they operate digitally. This doesn’t need to be centralized
but instead should involve every team within the brand developing
the capacity to act, test, measure and iterate in a customercentric manner, by thinking about the products consumers need.
This must be supported by a robust data strategy, across the entire
data lifecycle, from collecting information in a way that respects
customer privacy all the way through to sharing it to the right
departments within the organization.

The crisis has led some brands to react extremely quickly
to prevent themselves suffering huge financial impacts. With
their backs to the wall, many companies had to quickly answer
organizational, strategic and product questions and change their
communication and distribution systems almost overnight, taking
into account local factors that were completely new. For the most
part they didn’t normally question what they were doing in these
areas, which was a mistake.
The crisis has demonstrated the importance of experimentation,
if only in its ability to make brands adaptable. We must now learn
lessons and continue to experiment, taking advantage of longer
timeframes to deploy more proactive strategies.
WHAT BEST PRACTICES WOULD YOU ADVISE BRANDS
TO FOLLOW IN TERMS OF ACHIEVING DIGITAL GROWTH
IN THE NEW NORMAL?

“

The Kameleoon study showed that the French, more than
elsewhere, are digitizing in order to save time and save money.
Several elements can help fulfill these promises on a brand's
websites and apps:

Personalize merchandising and promotional strategies by
collecting and acting on hot behavioral data

O

Reassure the customer by design by offering responsible
products

O

Make sure you have the fundamentals of conversion and
customer satisfaction in place throughout the customer journey,
especially for non-loyal audiences. For example, in click & collect,
the experience must be seamless all the way from first looking at a
product on the website until its potential return.

O

THRIVING AFTER THE CRISIS - How brands can build a digital strategy for future growth
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COUNTRY OVERVIEW

Germany
WHAT IT MEANS FOR BRANDS

Perhaps due to a less stringent and lengthy lockdown
compared to other countries, German consumers have
been slower to embrace digital channels, with many
saying they will return to offline shopping as soon as
they are allowed.

A large number of Germans are currently dissatisfied with
the online experience and this is contributing to lower
than average switching to digital channels. These digital
laggards are unconvinced of the benefits that they’ll
receive and feel that brands are not taking the time to
deliver on their needs. Clearly this is an opportunity to
change their minds and behavior with a stronger focus
on experimentation to improve the experience. Brands
need to go back to first principles and make sure that their
websites deliver reassurance and help customers achieve

24%

of Germans increased

19%

use of digital channels

As with every country surveyed,
digital use went up during the
lockdown phase of the pandemic in Germany. 24% of
German consumers said they did more online, well below
countries such as Italy (43%) and the US (37%). Overall
40% spent time watching streaming entertainment
and reading the media, with a fifth (20%) buying more
groceries or products for their homes/gardens.

their objectives simply and quickly.
switch back to offline
post-crisis

On the positive side, 16%
of Germans will use digital
channels more after the crisis abates. However, a
higher number (19%) said they’d switch back to offline
channels – the largest percentage of any country. This
significant group is clearly unconvinced by the benefits
that digital brings.

There is also a need for CMOs to build trust – a large
number of Germans are suspicious of technologies such as
personalization, fearing it will impact their privacy. Brands
that show the benefits for customers and demonstrate that
it will not undermine the experience or data security will be
well-positioned to grow.
Finally, brands must not neglect the two-thirds of Germans
who choose between on- and offline channels depending
on their particular situation. By understanding customer
needs at these specific points in the buying cycle

Germans least satisfied
with online experience
Drilling down more deeply into the data and the reasons
for the move away from digital become clearer –
Germans are disappointed with the online experience
they have received. 22% felt no brands were making
an effort to tailor the experience to their requirements
and 13% said none were providing the right information
to reassure them. 52% said that how brands met their
needs now would change their future buying behavior.

But don’t ignore the silent majority
Despite the large number of Germans switching away
from online, nearly two-thirds (65%) said they’d choose
between digital and offline channels, depending on their
particular need at the time. This was far higher than
other countries, such as 57% in the US and 58% in the
UK.

brands can create the right digital experience that helps
consumers to choose online channels – but only if they
make the whole process simple and seamless.

For a full infographic on the results click here.
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Germany

COUNTRY OVERVIEW

André Morys, konversionsKRAFT
(GO Group Strategic Partner, Germany)

WHAT DO THE RESEARCH FINDINGS TELL YOU ABOUT

TACTICALLY, WHAT SHOULD BRANDS BE DOING MORE

WHAT BEST PRACTICES WOULD YOU ADVISE BRANDS

THE GERMAN MARKET?

OF NOW?

TO FOLLOW IN TERMS OF ACHIEVING DIGITAL GROWTH

“

“

IN THE NEW NORMAL?

The results show that Germany saw the lowest impact on
digital behavior change. It is a big indicator of the traditional
mindset that we observe in both consumers and many
corporations too when it comes to customer experience. It has the
same root cause - change is inconvenient and therefore difficult
to drive.
Over time, we will see how much of this is true - hopefully the
repetition of changed behavior will transform long-term habits. The
research also shows that you need to focus on the two-thirds of
people who use digital and offline interchangeably - these are the
voters we need to convince.

Many brands don’t really understand why customers remain
customers - to increase loyalty the first thing you must do is
understand customer motivations, based on data.
Make hypotheses about customer types and use data to test them
and then create personas. That way you can view customers from
two sides - both quantitative and qualitative.
Build meaningful clusters out of data. You can only do this by
bringing brand, data and product people together - brand marketers
have a tendency to optimize based on gut feel so you need all
three groups in the same room.

“

I’d recommend two best practices to start:
1. Ask new customers two questions:

O

What was the final reason that made you choose the brand?

O

What nearly blocked you from signing up?

Wait for a couple of weeks and you will have a huge amount of
data that uncovers the effective growth levers (the motivators and
demotivators) for your business - both what you need to do more
of and what you need to fix.
2. Measure cultural differences

HOW CAN MARKETERS USE THE DISRUPTION OF THE
WHAT DOES THIS MEAN FOR THE STRATEGY THAT

CRISIS TO ADVANCE EXPERIMENTATION IN THEIR

BRANDS NEED TO ADOPT?

ORGANIZATION?

“

A lot of brands invest in online marketing to drive new customer
acquisition, but they don’t invest in loyalty, wasting budget as you
simply have to repeat the acquisition process again and again.
Brands therefore need to use the momentum of the crisis and
focus much more on improving the experience for existing
customers. How do I become a habit for them?

“

As the saying goes “no pain, no gain.” Many companies have
previously focused on creating agile structures. There are two
elements to being more agile - efficiency and effectiveness.
Efficiency means doing things better. But are they the right
things? Effectiveness means being more innovative. You have to
combine both - do the right things in the right ways.

THRIVING AFTER THE CRISIS - How brands can build a digital strategy for future growth

We see that running the same A/B test in different countries
produces different results, based largely on cultural reasons.
So understand your customers and their cultural differences follow these core principles in your research:
O

Ask consumers for their preferences

O

Focus on their values and motivations

O

Use models that focus on culture

Bear in mind that it isn’t just about the region or country you are in,
but also be aware about differences that are very specific to your
brand.
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Italy

COUNTRY OVERVIEW

WHAT IT MEANS FOR BRANDS

As one of the first countries to enter a stringent
lockdown the impact of the crisis on Italian digital
consumer behavior has been enormous, leading to
what appears to be a long-lasting cultural shift.

The change in behavior by Italian consumers shows the
depth and length of the disruption that the pandemic
has caused to their daily lives. While they were initially
forced online, they have enthusiastically embraced digital
channels and have adopted them for the long-term across
every demographic.
Brands need to harness this transformation and meet
the needs of all the groups that are now spending
more time online. That means delivering on consumer

28%

The switch cuts across

switch to digital post-crisis

all demographics

Nearly three in ten (28%) of
Italians said they’d use digital
channels more after the crisis ends. Just 9% will switch
back to offline channels – the lowest number of any
country. Essentially Italians have been forced to use
digital much more because of their lockdown (with 43%
spending more time online) and it has fundamentally
changed their behavior.

In many countries older demographics are most likely to
return to offline channels when they can. This is simply
not the case in Italy – all age groups are embracing
digital and are happy to use it for the long-term. For
example, 26% of those aged 55+ said they now saw the
advantages of digital and would continue to use online
services.

demands for a personalized experience and out-innovating
and experimenting competitors. Otherwise they’ll
see opportunities slip through their fingers as newlyempowered digital consumers switch to rivals.
CMOs who believed they knew the Italian market need
to think again and look at the fundamentals of how they
interact with consumers across all areas of marketing.
How can they ensure that they are adopting a digital-first
mindset that matches current consumer needs? The shift
to digital is a once-in-a-lifetime chance to grow rapidly, and
they therefore have to be fast, agile and flexible to take
advantage of it.

82%

of consumers expect personalization

Even more Italians (82%) expect a personalized experience than consumers in countries such
as the United States (75%). 79% say the experience will impact their future buying habits. On the
positive side for brands they are also the most satisfied with the experience currently being delivered, with 46% happy with
what is currently provided.

For a full infographic on the results click here.
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Italy

COUNTRY OVERVIEW

Giovanni Pola,
CEO, Great Pixel

WHAT DOES THIS MEAN FOR THE STRATEGY THAT

WHAT SKILLS/CAPABILITIES DO BRANDS NEED TO

WHAT BEST PRACTICES WOULD YOU ADVISE BRANDS

BRANDS NEED TO ADOPT, IN BOTH THE SHORT-TERM

DEVELOP?

TO FOLLOW IN TERMS OF ACHIEVING DIGITAL GROWTH

AND LONG-TERM IN ITALY?

“

IN THE NEW NORMAL?

“

Short-term, the strategy must be to start testing the overall
digital experience. It’s the first step to meeting users’ needs, and to
improve conversion rates.

Long-term, brands need to think of their customers not as a group,
but as different people, each with their needs and beliefs. By
doing so, they can build real relationships with them, where what
they sell is just an excuse to engage with them.
TACTICALLY, WHAT SHOULD BRANDS BE DOING MORE
OF NOW? WHAT SHOULD THEY BE DOING MORE OF IN
6 MONTHS?

“

Two different skills: understanding what data is trying to tell
them, and the ability to take risks. If brands are not willing to take
a risk, they will almost never find the right solution.

HOW CAN MARKETERS USE THE DISRUPTION OF THE
CRISIS TO ADVANCE EXPERIMENTATION IN THEIR
ORGANIZATION?

“

Marketers must use this golden opportunity to show the rest of
the business the benefits of delivering a tailored experience. With
so many people online, this is when they can get results faster
than ever before, making it easier to experiment with different
solutions, and to find the one that helps them to improve their KPI.

First things first, they must stop wondering whether the
experience is good or bad, and start listening to their users. A/B
test, analyze data, repeat. This must be their motto from now on.
After a few months of data collecting, they will be able to put
personalization into their strategy, otherwise users won’t feel like it
is a relationship and they may leave.
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“

To start - I don’t think that there is a “new normal”. The changes
we are seeing at the moment were already happening. This
situation only helped to accelerate the process. We believe that
Italy is moving to a “next normality” rather than a “new normal”.
Having said that, there are multiple practices that brands should
take into consideration to achieve digital growth:
1. Put your users at the center of your strategy. Do research about
them, collect information about their needs and pain points. It is
important to know them, especially now with this change of pace.
2. Analyze all aspects of your communications, including its
emotional effectiveness - e.g. does it respond to my user needs?
Does it appeal to my users’ emotions?
3. Build tailored experiences to empower you to enable you to
communicate your true value
4. Keep an eye on your data as it changes fast. Be ready for the
speed of change.
5. International companies must bear in mind that the Italian
economy is mainly made of thousands of small businesses that
are able to apply strong proximity marketing - which has become
really important during COVID - and are fast and flexible, making
them ready for quick changes. On the other hand, big companies
need to retain a solid structure in order to keep economies of
scale, but they need to understand that they are competing against
these small businesses. Hence, they need to be ready to change
quickly.
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PREPARING FOR CHANGE - RECOMMENDATIONS FOR THE FUTURE

In the same way that it has acted as a catalyst for changes to customer behavior, the COVID-19
crisis needs to drive disruptive change in how your organization approaches digital marketing,
particularly when it comes to experimentation and personalization.
Now is the time to take a broader, more strategic view – don’t just solve immediate issues but put in place a flexible, innovation-based strategy that can meet your customers’ future needs and
create additional revenue opportunities. Follow these ten key recommendations principles within your strategy:

1

The world has changed, and continues to transform

2

as countries move out of lockdown. Given this are

is clearly out of date. The brands that thrive

you still using the same approach? Rather than

will be those that out-research their rivals,

tweaking how you operate go back to first principles

building a deeper understanding of changing

and be prepared to radically change your approach,

consumer needs and then act quickly on the

based on understanding of customer needs and

results. Embrace behavioral science for the

driven by experimentation.

additional insights it delivers and triangulate

Go back to first principles

Focus on customer behavior
to shape better digital strategies
Given the disruption your customer research

using multiple research methods to create a
complete picture. Additionally, capture and act
on the behavior of visitors on your website,
as this provides information on their intent in
real-time.

THRIVING AFTER THE CRISIS - How brands can build a digital strategy for future growth
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PREPARING FOR CHANGE - RECOMMENDATIONS FOR THE FUTURE

3

The crisis will shake-up the established order and

4

Traditional businesses have often struggled with

5

drive new behaviors. This means it provides the

creating a culture of experimentation, with internal

opportunity to do more than optimize the user

silos and hierarchies blocking the ability to develop

The economic consequences of the pandemic are

experience - experiment and try the things that

one. To succeed now you need to be able to react

you’ve never quite got round to doing that can

quickly, so use the opportunity to disrupt how you

drive major advantages through innovation. For

operate internally and adopt agile, data-driven

example, Facebook had been looking at increased

optimization.

Be bold – innovate, don’t
optimize

Build a healthy culture of
experimentation

Focus resources where
they deliver the biggest
return
hitting home, with many brands facing cuts to their
marketing budgets. Understand the areas where
you are seeing growth and be prepared to switch
resources to them in order to increase returns.

remote working for years – the crisis provided the
opportunity to successfully test it. Now up to half of
its employees could be working remotely within 5
years.

6

7

opportunity to out experiment the competition.

means your marketing calculations (such as around

Test more
Double-down on experimentation – this is your
However, don’t adopt a scattergun approach to
testing. Scale your program quickly by clustering
experiments around core principles (such as trust,
usability and price) and use these levers to measure
effectiveness and guide your activities.
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Change the marketing
calculus
Different consumer behavior and new audiences
customer lifetime value and churn rates) may well
need to change. Essentially it is like everyone having
a major life event at the same time. See how this
impacts the experience you offer, and how you
measure success.
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PREPARING FOR CHANGE - RECOMMENDATIONS FOR THE FUTURE

8

We’ve already seen more change in the past six

9

Many of the normal rules have been swept away or

10

months than normally happens over many years.

suspended by the pandemic, but consumer desire to

changing digital needs of a wider online audience.

With the long-term future no clearer, this disruption

protect their data and keep it private remains strong.

Personalization is therefore crucial to delivering

will continue, driven by economic recession, new

Given the importance of trust and reassurance to

the customized, individual experience that every

outbreaks of the virus and other impacts on daily

future relationships, brands must remain focused on

consumer requires. Look at how you tailor offers

life. Brands need to be ready – it isn’t possible to

operating in a compliant, open way when it comes

and content to different groups, reorganizing how

plan for every scenario so you must be agile, flexible

to how they store, use and protect customer data.

you create and target segments as needs change

Be ready for constant
change

Ensure compliance

Embrace personalization
A one size fits all model is not enough to meet the

and data-driven to make the right future digital

and implement AI-driven platforms to deliver real-

decisions.

time personalization to each and every visitor.

THRIVING AFTER THE CRISIS - How brands can build a digital strategy for future growth

22

CONCLUSION - WINNING IN THE NEW NORMAL AND BEYOND

COVID-19 has transformed our world, causing untold suffering and misery for many. The disruption it has
brought will be lasting and difficult to predict for consumers and brands alike. As we have set out in this

Kameleoon enables brands to offer exceptional digital experiences
and personalize the customer journey to maximize engagement
and conversion, driving exponential online revenue growth.

report this has led consumer digital behavior to change more radically and more quickly than ever before.
Kameleoon is an AI-driven personalization and A/B testing

To thrive in this new normal brands will need to change, and continue to change, as consumer behavior

platform that helps digital product owners and marketers quickly

evolves over time. The crisis therefore should be a catalyst for brands to radically transform how they

and automatically tailor their website and wider digital experience

operate in a new, digital-first world. They need to be agile, flexible and ready to adapt quickly to seize new

to the needs of each and every one of their visitors.

opportunities.
The winners will be those organizations that test everything and use data and customer understanding
to drive both strategy and tactics. Experimentation and personalization are key to meeting the needs of
tomorrow’s ever-more demanding consumers and overcoming ever-greater competition.

Over 450 major companies rely on Kameleoon, making it the
leading SaaS platform for AI-driven personalization in Europe.
kameleoon.com

The data, best practice and research in this report aims to help brands to build their digital strategies for the
future – we hope it proves useful and welcome your feedback.

GO Group Digital is the world’s leading digital experimentation
consultancy.
The Group uses applied behavioral science, data analytics, and
multivariate testing to rapidly accelerate business growth and
digital transformation for international companies. Founded by
the world’s two leading conversion rate optimization companies,
konversionsKRAFT and WiderFunnel, GO Group Digital has partneroffices worldwide and maintains the world’s largest database of
customer-validated insights. Contact the Group to learn how its
experience and international setup can build or revitalize your
digital experimentation program.
gogroupdigital.com
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