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Executive Summary
The purpose of this report is to analyse the marketing team at Haystack café’s response to the coronavirus pandemic and investigate the impact on its operations. The report critically reviews how effectively its management addressed the handling of the crisis, and outlines what more could have been done. The report explains how the coronavirus pandemic has affected businesses all over the world, but specifically addresses the marketing industry, the problems it currently faces and how they will be able to go forward with the ‘new normal’. The report analyses how the marketing department at Haystack café handled the crisis and adapted new strategies in the midst of lockdown, focussing solely on the use of digital marketing techniques. Haystack exclusively relied on the use of social media marketing to keep in contact with their customers whilst the UK was on the lockdown and continues to do so, even with the easing of restrictions. The marketing department also launched a new app to enable customers to book their table in advance and also view their menu digitally. The report also explains how marketers prepared and handled the slight easing of government restrictions throughout lockdown, and how they plan to conduct themselves in this uncertain future. For example, Haystack expanded their outdoor seating area to make up for the fact that they couldn’t accommodate as many customers indoors due to social distancing guidelines. The team also placed several hand sanitizing stations around the premises to ensure the safety of both customers and staff. The report finds that, although the United Kingdom is slowly easing government measures, there is a ‘new normal’ that must be followed. The coronavirus has had a devastating impact on businesses but has particularly challenged those who work within the marketing sector. The COVID19 pandemic has restricted human-contact and social lives on a massive scale, leaving marketers with no choice but to generate new ideas that will protect the future of brands. This report will the devastating impact COVID19 has brought to the marketing industry, focussing specifically on the marketing team at Haystack café. 
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INTRODUCTION
2020 experienced the outbreak of a worldwide pandemic. COVID-19 is an infectious disease caused by a newly discovered coronavirus. Most people infected with the COVID-19 virus will experience mild to moderate respiratory illness and recover without requiring special treatment. Older people, and those with underlying medical problems are more likely to develop serious illness (World Health Organisation, 2020). The coronavirus has severely impacted every country in the world, requiring different Governments to set out strategies and plans in attempt to control the outbreak and minimise the risk that is posed to their populations and society. Businesses and organisations around the world have had to accept this challenge and adapt different measures and precautions to attempt to continue their operations. Some have had to modify their normal procedures and create new and innovative ways to supply their products or services to customers, whereas some businesses have had to cease trading completely as a direct result of COVID-19. With such drastic changes occurring, every person in the world has been impacted, especially those in employment. According to the Office of National Statistics, in the weeks from April 6 to 19, 2020, 23 percent of businesses had temporarily closed or paused trading, with around 60 percent of businesses that continued to trade reporting a fall in revenues. Such a rapid fall in output has significant implications for employment. We find that during lockdown, around 7.6 million jobs are at risk (Hunt, 2020). Some UK businesses have been able to continue trading but have had to adapt strict measures, some have had to temporarily close down and furlough their staff, and unfortunately, some businesses have had to close down completely. Unsurprisingly, it is small, local businesses that have been worse affected by COVID-19, compared to large, well-known retailers. Small businesses with fewer than 20 employees typically lack cash flow and capital. Those companies were the first to reduce hours for employees or lay off employees. Those businesses were also the first to stop hiring subcontractors (Price, 2020). Not only does this impact communities, it also damages the local economy on a large scale. As a direct result of COVID-19, organisations have been unable to allow students to carry out their placements as planned. Had placements been able to go ahead, students would have found themselves working in an organisation affected by this global pandemic and would have had to adapt to new operational and strategic realities. 



MAIN FINDINGS

 ADAPTING NEW STRATEGIES IN THE MIDST OF LOCKDOWN
The COVID-19 pandemic has not only been a devastating public-health crisis; it has also been the dining industry’s greatest challenge to date. Never before have so many restaurants, cafés and pubs been forced to cease operations; some will never reopen (Kuehl, 2020). As part of my Business Management degree, I planned to undertake a placement as a Marketing Assistant at Haystack Café. Before COVID-19 interrupted this opportunity, the description of my placement included working closely with Haystack’s marketing team to attract new customers to the café as well as keep existing customers interested. I would have also been required to take photographs of product from the café to post on their social media accounts. Due to COVID-19, the specifications of my placement were not possible to carry out and so I was unable to attend my placement as Haystack café did have to temporarily close by government order on March 20th. Although I was unable to physically attend my placement, I kept in close contact with the marketing team at Haystack café throughout the Coronavirus pandemic. As companies jump-in to protect their employees and mitigate the spread of the virus, it is clear that marketing teams have effectively stopped going into the office to plan, collaborate, and execute marketing campaigns. The implications of suddenly moving to a remote work situation, along with shifting priorities, has created a host of new challenges for marketing in itself (Islam, 2020). Meetings have moved primarily to online platforms such as Zoom and Skype. This requires marketing staff to be self-motivated, organised and ensure good time-keeping skills. This is challenging due to staff being used to using these skills in the workplace, not in their homes. However, even more challenges faced the marketing department at Haystack café. In many cases, particularly within SMEs, marketing budgets will be slashed, and marketers will have to come up with clever ideas to retain their audience without the budget they were expecting to be playing with at the beginning of the year (Johnson, 2020). The marketing team at Haystack café kept me up to date with what they were doing throughout the national lockdown and let me know their innovative ideas regarding how they were able to continue serving customers safely and how new marketing strategies were in place to ensure the local café did not suffer to a great extent. A survey conducted by hospitality and health & wellness research firm asked 4,000 UK residents a range of questions on the personal impact of the crisis, their future concerns, and their views on the government’s handling of the crisis. When asked which social outings they missed the most from 17 suggested choices, an overwhelming 42% cited visiting cafes & coffee shops as the activity they missed most during lockdown (Olsen, 2020). Not only does this emphasise the importance of café’s impact on social and mental wellbeing, but it also highlights the importance café’s play on the economy. When the UK government announced all café’s, bars and restaurants were to close immediately on March 20th, the marketing team at Haystack Café had to quickly produce ideas to keep sales and protect the business whilst adhering to government guidelines. Marketing, just like other business practices, needs to be adjusted in order to survive throughout the coronavirus crisis. Online marketing is likely to be the only way to  realistically reach customers, as entire countries go into lockdown, and this form of marketing also has a benefit thanks to more people being stuck at home, and thus on the internet more often (Ainsworth, 2020). The use of traditional marketing techniques has largely decreased due to the fear of the virus being spread through the use of direct mail, flyers and brochures. This has lead to the increased use of digital marketing strategies. Firstly, the marketing team at Haystack took to the café’s social media accounts to apologise for the temporary closure of the premises and reassured customers that they were taking the COVID-19 pandemic seriously and would re-open to the public as soon as it was safe to do so. Haystack café was granted a small-scale circular economy fund grant of £10,000 by the Welsh Government in order to help the small, local business pay rent, salaries, suppliers and to purchase stock. It was also revealed that they would be exempt from paying business rates for a minimum of 12 months. This allowed staff at Haystack to feel more confident about their future employment, however, the marketing team still had to work hard to ensure the café still made sales throughout lockdown. Whilst Haystack café was unable to allow customers into the premises, staff immediately arranged a delivery service that would be available to customers within a 5-mile radius. By doing this, Haystack was still able to make sales and customers were still able to enjoy the café’s menu at their own homes. The marketing team took to social media and emailed all members of their monthly newsletter to inform customers of their new service. Whilst many customers engaged in this service, Haystack found revenue was at less than half compared to when the café was able to host customers in the premises. This was because many customers were not within a 5-mile radius of Haystack café and so were unable to qualify for delivery, but mainly due to the economic issues that now faced the UK. Consumers have spent an average of £17.9 bn less per month in the wider economy as a direct result of Covid-19. That works out at an overall drop in spending per household of almost a third (Hughes, 2020). Many people have lost their jobs during the COVID-19 pandemic and the UK economy faces an extremely uncertain future. As a result, UK residents haven’t wanted to spend money unless necessary, and fewer have wanted to spend money on ordering food from café’s and restaurants. Over the whole month of March, cafe and restaurant sales dropped by 56.4 percent (Baron, 2020). As a result, Haystack café had to place a number of their staff on furlough, and Haystack’s marketing team had to come up with innovative ideas to get sales back on track. The marketing team increased their online advertising profusely by posting on their social media accounts daily and updating their website regularly. This allowed customers of Haystack to be updated on what the café was doing throughout lockdown and reminded them that the café would still be there once government guidelines were eased. The marketing team created an online competition in which customers had to share a certain social media post to their personal account, tag three friends in the comment section and like their post to be in with a chance of winning a £50 voucher to be used in the café when it reopened. Not only did this strategy promote Haystack café, it allowed old and new customers to familiarise themselves with the brand, which led to increased sales. 

THE EASING OF GOVERNMENT RESTRICTIONS
In early July the Welsh Government announced that pubs, café’s and restaurants were able to re-open from July 13th onwards for outdoor seating only, as long as social-distancing guidelines were maintained throughout. This is in light of the reduced number of both cases and deaths in Wales that restrictions were able to be lifted and more parts of society and the economy were able to reopen (Drakeford, 2020). Upon hearing this announcement, staff at Haystack café set out to build an outside service with a rain cover so they would be able to serve customers whatever the weather. The marketing team at Haystack immediately took to the café’s social media accounts to announce their re-opening, again reassuring customers that they would put their safety first. With many people at home in front of their screens, the marketing team decided it was a great opportunity for the business to use pay-per-click marketing to connect with their customers and gain a competitive advantage. It was also a chance to save money within their digital marketing budget. On average, cost-per-clicks decreased by 6 percent across all verticals since the beginning of lockdown and is likely to continue to decrease, reducing the amount of money an advertiser pays a publisher for every ad click. This gives Haystack café another opportunity to gain back lost market share (George, 2020). Whilst the partial reopening was a positive step forward for Haystack café, there were still concerns that the business would never be able to fully recover from the implications of the COVID-19 pandemic. Although many firms showed innovation through online and takeaway orders, the lockdown’s hugely damaging impact meant it could take years for the hospitality sector, which employs 135,000 people in Wales, to recover with many venues potentially being forced to close for good (Hayward, 2020). Knowing this, the marketing team at Haystack café began to come up with a new strategy to protect the future of the business and adapt to the ‘new normal’. The marketing team posted new images on their social media pages showing the new hygiene and safety protocols that were now highly visible and accessible around the new outdoors-based café. The images showed several hand sanitizing stations and social distancing markings outlaid on the ground. The COVID-19 pandemic has made consumers more aware of the need to maintain hygiene to reduce the chances of infection and this is expected to become a trend in the long-run (Rakshit, 2020). By sharing these particular images to their social media accounts, Haystack café is showing their customers that they are taking their re-opening seriously and ensuring the safety of visitors is not compromised. In addition to this, Haystack café also encouraged the use of card payments and deterred customers from paying their bill with cash to further prioritise the safety of both staff and customers. The marketing team also created a new app that customers could download to their smart devices that enabled customers to view Haystacks full menu virtually. This reduced the risk of spreading the virus through sharing menus. Staff at Haystack acknowledged the fact that not all of their customers would have access to smart devices, and so printed off one-use paper menus for these customers, which were to be immediately recycled after use. Providing consumers with a safe environment that they can trust and at the same time enjoy without having to worry about their health is imperative if operators wish to encourage return visits (Danson, 2020).



ADHERING TO THE ‘NEW NORMAL’
On the 10th July 2020, the Welsh Government announced that pubs, cafes, restaurants and bars can reopen in Wales from 3rd August, provided that cases of coronavirus continued to fall. Whilst this was good news for the staff at Haystack café, their business would not be returning to normal, at least not for some time. There would be regular temperature checks in place for staff and much less tolerance for working while sick (Tan, 2020). This will propose new challenges to staff at Haystack café, as if one staff member falls ill, it will be critical that every other member of staff ensure that they too do not have the virus, for both staff and customer safety. Social distancing guidelines would also have to remain in place within the café for the foreseeable future. Social distancing measures in some form will be in place until a successful vaccine has been tried, tested, licensed and administered to the general public. Since the start of the pandemic it has been warned that this is a time-consuming process which typically takes 12 to 18 months (Greig, 2020). As Haystack is a small café, it would be impossible for them to fit more than six tables of four people at one time whilst complying with the current social distancing guidelines, less than half of their previous capacity. Due to this, Haystack café would only be able to generate half of the revenue they were used to before lockdown took effect. Haystack café are currently looking to expand their outdoor area in hopes to be able to accommodate more customers and build revenue. Customers will be advised to book their tables in advance to avoid queues and make it easier to trace possible infection chains should the need arise (Stone, 2020). This differs greatly to Haystacks relaxed aura before it was hit with the complicated impacts of the Covid-19 pandemic. There are now many restrictions and guidelines in place that may deter individuals from visiting the café, as well as the fact that many people will simply choose to avoid going out for social purposes altogether in fear of catching the virus. To overcome this, the marketing team at Haystack decided to offer relevant and truthful content online to establish themselves as a compassionate and helpful brand. During this time, what would ordinarily be considered excessive posting on social media platforms is acceptable. Haystack created relevant, helpful and informative posts that were timed strategically to keep their customers informed daily and often. The tone of their communication was not depressing, nor did it have a doomsday feel or sound – it was positive and optimistic, helping customers to associate these feelings with Haystack as a business (Militi, 2020). Furthermore, Haystack café is participating in the government-run ‘Eat Out to Help Out’ scheme that was launched on 3rd August. The Eat Out to Help Out scheme’s number one aim is to help protect the jobs of 1.8 million chefs, waiters and restaurateurs by boosting demand and getting customers through the door. More than 72,000 establishments will be serving discounted meals across the country, with the government paying half the bill (Sunak, 2020). Not only will this scheme benefit the economy and help businesses to gain revenue, it will help protect the future of Haystack café by encouraging customers to visit them. Unfortunately, the remainder of 2020 looks set to be challenging for the marketing industry. According to the Interactive Advertising Bureau, almost a quarter of media buyers, planners and brands have paused spending until the end of the year, while 46 percent indicated they would adjust their ad spend across the same time period. Three quarters expect the pandemic to have a bigger impact than the 2008 financial crisis (Li, 2020). The marketing team came up with a new strategy that focussed largely on the reliance of the local community. Throughout the coronavirus pandemic, the theme of community and supporting local businesses became more important than ever. Haystack’s marketing team decided to use this theme to their advantage, and encouraged customers to support their small, local business rather than larger, better-known brands. Research has shown that most small businesses that survive crisis manage to do so with the help of their local community. When a small business is embedded in their local economy, they are with one another and be seen as working jointly to get the community, city or town up and running (Rosli, 2020). Again, using the power of social media, marketers at Haystack café urged followers to support their local café during this difficult time. They explained the importance of local businesses not only for the local economy, but for local jobs, too. There was also the possibility of a second spike of coronavirus, which would lead to a second lockdown, meaning Haystack would have to temporarily close again. In this scenario, it is possible that Haystack might not be able to recover for a second time and may have to close indefinitely. If there were a second peak in the pandemic, the UK economy could contract by as much as 14% (Walker, 2020). This means even more job losses and business closures would face the UK, permanently damaging the economy. It is now more critical than ever that the marketing team are successful in the sustainable advertisement of Haystack café.  


CONCLUSION
The coronavirus global pandemic has resulted in changes to advertising, marketing, promotional and media spends, forcing businesses and brands to revaluate their thinking about current and future advertising and marketing campaigns to maintain a steady stream of income. While brands currently seek to strike the right tone during a global health emergency, the future portends market alteration, increased competition and a demand for creative and aggressive marketing practices (Williford, 2020). The world has changed dramatically over the past 6 months and will continue to alter even more in the coming months. The COVID19 pandemic has had a massive influence on all industries, effecting employment, society and the economy. Marketeers have had to adapt and come up with new strategies in order to keep their organisation relevant and in business. The marketing industry has been faced with some of the most intense challenges throughout the COVID19 pandemic, having had to rely solely on social media and digital marketing to advertise brands and products. There has been no rulebook for marketers to follow for guidance as a situation like this has never happened before, leaving businesses to generate their own ideas and strategies. The COVID-19 crisis has had such a far-reaching impact worldwide that it’s not only going to influence marketing strategies right now - but for a long time. Considering the economic impact of this crisis - and the fact that nobody knows what the future will bring - businesses need to rethink their marketing strategies for the long term. This doesn’t mean that businesses should cut down too much on their marketing budget; rather, they should take a good look at their data and find out what their best channels are and focus your attention on those core channels. It’s also important to understand that people’s buying habits and spending power have changed, too. This should impact the way we market our products and services, placing a bigger focus on the products and services that people are likely to buy during these times (Bullock, 2020). As the coronavirus pandemic continues, consumer behaviour is changing rapidly. Marketers will have to adapt to this transitional behaviour in attempt to be successful in the ever-changing industry that is marketing. There is no doubt that the Coronavirus presents a unique challenge for marketeers. But with a careful considered crisis management strategy and a drive to go above-and-beyond where possible, businesses can ensure they survive and possibly even come out stronger from these terrible times (Romagnoli, 2020).
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