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Chris Knights | CEO  @Zib Digital

The impact of COVID-19 in early 2020 was devastating and placed a lot of 
pressure on our business. It forced our people and leadership team to get super 
vigilant, innovate, work together and, ultimately, pull through. 

As bad as 2020 was, it gave us a huge amount of confidence to take calculated 
risks and sometimes fail because we can always bounce back and recover. I truly 
believe it doesn’t matter what type of business you run, the great operators will 
attract the best people to the business they can, define a plan (strategy) and 
become obsessed with completing the tasks in that plan to create success. 

When COVID-19 hit, we needed to regroup and shift our priorities towards getting 
through it in a position of strength. Once our new priorities were defined, we 
stuck to the plan and as boring as it may sound, we’re now in a better position 
than before, and we can get back to doing what we love most, and that’s growing 
business online.

120 62 956

There’s always a huge interest in digital marketing trends and marketing
innovation at the beginning of a new year. This year is certainly no exception. 

The COVID-19 pandemic upended how businesses operated in 2020. More 
products and services moved online, and many employees will continue to 
work remotely or in a hybrid setting for the foreseeable future.

The retail landscape transformed dramatically due to the global pandemic, 
with customers forging new shopping habits and increasing brands’ 
expectations. Consumers shifted their shopping and spending habits from 
in-person to primarily online throughout the pandemic. These consumer 
behaviour changes have forced businesses to adapt the ways they go about 
reaching them, and a corresponding shift in digital marketing trends 2021 is 
likely to follow.

With 2020 now in the rearview mirror, we can safely say that 2021 is 
becoming the year of continued digital transformation and engagement. The 
innovative use of technology, marketing strategy, and creative ideas will make 
or break brands.

Introduction
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With the growth of remote working and implementation of strict lockdown 
measures, businesses were forced to bring their offerings online to survive over 
the past year. Those that did have reaped the rewards that come with catering 
to an online customer base. 
 
Video-based yoga lessons, virtual GP consultations and online family reunions 
have become the ‘new normal’. Extended research periods for products and 
services have followed suit, allowing consumers to utilise their extra time 
online to shop around for the best product or service instead of settling for a 
convenient click or old favourite.
 
The primary industries where people have indicated they shopped online instead 
of in-person as a direct result of the pandemic were restaurant delivery and 
takeaway, hygiene products and clothing. As of October 2020 supermarkets 
showed a global increase in online traffic of 34.8% while sports equipment 
retailers experienced a 23.6% increase compared to January of the same year.
 
Transitioning a business to this web-based mindset opens up a massive 
opportunity for growth. Not only are business owners able to expand their client 
base to markets farther afield, but companies can now hire talent without the 
constraint of geography due to the ability to work from home.
 
With fewer people willing to make the trip to their local shops, it’s imperative that 
businesses move to where their customers are already searching and browsing, 
online. This means doing the work to research potential search phrases and 
social-based searching platforms.
 
While many have jumped on the bandwagon, it’s been those that have 
committed to understanding the key differentiators of seling in an online market - 
such as crafting content to speak specifically to their target market and making 
an effort to get noticed - that have succeeded in their digital transition.

Not restrained by location

Key Takeaway:

Opening up (digital) shop doors and broadening market reach in 
an online marketplace were the marks of successful business 
practices throughout 2020 and into 2021.
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Research shows a 40% increase in intent to 
spend online, even after initial lockdowns had 
ended while 76% of people have changed 
stores, brands, or the way they shop.

40%The increase of movement to the online market has had adverse effects on 
some aspects of customer management, most notably, customer loyalty. 
Businesses can no longer trust that their loyal customers will continue to 
return to their sites during extended browsing periods at home.
 
With businesses increasing their digital focus and optimising their search 
results, they can target customers more effectively. This has led to consumers 
being presented with more options than they’re used to and, in many cases, 
opting to try new brands and products. 
 
A drop in leisure travel and fewer people commuting have allowed consumers 
to have more time to browse the internet in their downtime. It’s been indicated 
that this has spurred an upward trend in research of products and services 
with people considering their options more carefully.
 
While the economic downturn early in 2020 encouraged many businesses 
to ramp up their tactics to draw in new customers, the same attention has 
not been paid to retaining current customers and engaging loyalty among 
frequent site visitors.  This had a significant effect on retailers, especially 
those who struggled to navigate the high volume of online shoppers, the 
switch to eCommerce and an onslaught of customer service issues.
 
Social media plays an important part both in customer retention and 
engagement activities. Many brands have put most of their marketing dollars 
into increasing their offering online, including adapting to Instagram’s new 
Shop tab which allows customers to browse products and shop directly 
through the app.

Brands can no longer 
count on customer loyalty

Key Takeaway:

Customer loyalty is still important for brands moving online and 
more attention should be paid to ensure that consumers don’t 
defect to other brands.
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Big brands are now choosing to assign a large piece of their marketing budget 
to digital investments. According to the Gartner Survey, in 2020 digital channels 
accounted for almost 80% of marketing budgets. This included 13.5% on digital 
advertising (display, video,social media, paid search) and 59% on owned and earned 
digital channels (social marketing, website, SEO, mobile marketing).

Digital targeting allows brands to find the right customers, accurately measure results, 
and become more agile in the way they respond to online customer preferences. This, 
in turn, allows businesses to be more relevant, delivering the right message to the right 
person at the right time, which traditional media rarely allows.

Billboards, print material and TV production are expensive to create and offer very 
little agility to change in response to circumstances. If this global pandemic has taught 
the marketing industry anything, it’s the necessity to be able to roll with the punches. 

Digital strategy has been an essential factor to take into account over the past year. 
While shops and service centres may have remained open during various lockdowns, 
online stores and websites also need to be operating at full functionality to bring in the 
business being lost elsewhere. This stems from the ability to better target customers 
who spend an amplified proportion of their time scrolling on their phones and 
computers.

One of the critical results of investing in digital media is the high ROI compared to 
traditional marketing methods. Not only are people consuming less conventional 
media since the beginning of the pandemic, but they’re actually consuming more 
digital media. With a low CPC, businesses can achieve a high engagement rate for a 
much smaller piece of their budget.

Key Takeaway:

Taking the time to craft a comprehensive digital strategy has been 
a key factor in breaking through the clutter during the COVID-19 
surge in online marketing.

Brands are investing in 
digital strategy and online 
marketing

The FruitBox Group reacted to the coronavirus 
crisis by expanding their corporate fruit box 
service to include home deliveries. This change in 
their digital strategy and service offering allowed 
them to remain relevant as offices and workplaces 
closed their doors for months this year. 
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It was already vital to be present organically in search, and this is one trend 
that’s not moving in 2021.

Our already-growing reliance on search engines accelerated during COVID-19, 
making SEO an even more mission-critical pursuit for businesses down the line. 

At every age, consumers are taking more time to research before they purchase, 
and they’re turning to the internet to address their needs and queries. Those 
who used to listen to the radio on their commute are now checking Google for 
updates at home. The older generation of consumers who used to rely on their 
caretakers is now using voice assistants to find answers.

But the loyal customers of yesterday aren’t so loyal anymore. They’ll be 
comparing the offers available to them now more than ever. Starting SEO efforts 
right now will help you nail local SEO, build trust and save money down the 
line. SEO is proven to deliver the highest ROI on marketing spend, and organic 
search is known to deliver the highest conversions, best quality traffic, and 
business credibility.

It’s important to remember that SEO’s purpose is not simply to increase website 
traffic but to increase qualified traffic. This means that visitors who are finding 
their way to your website in the face of opposing trends are most likely very 
interested in what you have to offer. In this sense, SEO can help you identify 
highly qualified leads for your business, even if to nurture in the future.

Key Takeaway:

Search will only be more ingrained in our lives after the pandemic. 
What was once just another business expense, investing in SEO, is 
now considered a necessary and rewarding activity. 

SEO will become the top 
priority spend for brands

websites never receive any organic traffic, with 
many sites failing to reach the first three pages 
of Google search results. The reason? A lack of 
search engine optimisation.

9/10
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increase since website redesign

increase in revenue generated

increase in conversions after redesign

Online transactions

Online revenue

eCommerce conversion

327%

283%

105.8%

We’re seeing a fundamental change in consumer behaviour in 2021, with buyers 
displaying increased trust in online shopping post-COVID-19. In response, retailers 
need to reflect on their eCommerce platform’s overall usability. 

So, if you have an online store, now’s the time to promote it and test what channels, 
audiences, and messages drive leads and sales. You need to have your sign out to 
let people know that you’re open. In the digital world, that means making sure you 
appear in Google search. 

Consumers will decide very quickly whether they like a website or not; so you need 
to grab their interest within a matter of seconds of landing on your site. Otherwise, 
they’ll just find some other online store with a more attractive home page. 

Many abandoned carts result from issues with website organisation or flawed 
branding that creates a disjointed customer experience. If your customers have to 
jump through hoops to accomplish simple tasks, they’ll soon be ditching their cart 
in search for an easier time. If your website is impossible to navigate and takes too 
long to load, customers will simply look elsewhere. 

Like a coffee shop invests in chairs and tables to make people feel at home, your 
website is the same. If it doesn’t feel right, we don’t walk in through the front door. 
But if you design and develop a website from the viewpoint of the buyer, navigability 
will naturally fall into place. Take the time to understand your audience’s needs, what 
they want to purchase, and why they’d come to your online shop.

Key Takeaway:

A website isn’t a theme park - you can’t just build it and expect 
people to come. You need to entice them to enter, browse, and buy.

Your online appearance 
matters just as much (if not 
more) than your physical shop
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In 2021, digital marketing companies will have more responsibility to deliver than 
ever before. Gone are the days where agencies could take your money and run. 

As brands become more educated about digital marketing and what to expect, 
the sharks are getting caught out, which is great news for the entire digital 
marketing industry. After many years of agencies capitalising on the lack of 
industry regulation, it’s become evident that not all agencies are the same.  

An agency with a small team trying to cover the breadth of digital simply won’t be 
able to deliver campaigns to the level of detail required in 2021. A smaller agency 
can give you more direct access to the people managing your campaigns, but 
they’re unlikely to have the skill set that a larger agency can offer you.

While some agencies can completely transform your business and generate lots 
of revenue, others can fall short of your expectations. They might be unqualified, 
or they might not have a big enough team to support the needs of your business. 
Specialised skill is critical. You need an SEO expert to do SEO well, and social 
media advertising requires a different set of skills altogether. 

Digital marketing is undoubtedly worth the price tag, as long as you don’t cut 
corners when picking an agency. You’ll only end up paying for the mistake down 
the line if you do.

At the end of the day, you’re entering into a business relationship with an agency, 
and you want it to be a mutual fit. 

Key Takeaway:

Consider who is managing your digital marketing. Do they have 
the specialty skills to deliver the results your brand needs?

Your digital marketing 
agency needs to deliver
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What our experts say...

Andy Cronin | Head of Paid Media  @Zib Digital

With online usage up, and platforms competing for your business, 
there’s never been a better time to get strategic with social media 
advertising to help you reach the right person, at the right time, 
with the right message.

221 45 332

Jigar Parmar | Head of Development  @Zib Digital

COVID-19 presented one of the most impactful changes for 
businesses by breaking down barriers. Change your perspective 
and your mindset and embrace this new opportunity to take your 
business to the next level.

Brad Knights | Head of Sales  @Zib Digital

The COVID-19 pandemic has made people look at digital and really 
take it seriously. Traditional media is out and digital is in - people are 
100% convinced now.

98 30 756 800 70 1232

 Pinku Ranpura | CTO  @Zib Digital

SEO should not be viewed as an optional expense. It should be seen 
as a mandatory business expense and an investment. Just like a 
plumber needs a wrench, SEO is an essential tool in the toolbox.

657 302 2145
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Australia

zibdigital.com.au 
1300 942 633

New Zealand

zibdigital.co.nz 
0800 736 736

Let’s have a chat
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