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Potential slowdown or discontinuation of supply and demand due to:

– Government containment measures

– Labor inefficiencies & shortages 

– Material delays & shortages 

– Economic uncertainty 

Leading to significant impact on profitability: 

– Reduced incoming cash flows 

– Price fluctuations of materials / labor

– Potential claims due to missed contractual obligations

– Cybersecurity threats as a consequence of remote working

COVID-19 global impact Key business challenges

countries affected*

215

of total world population 

under quarantine***potential cost for 

global economy**

1 trillion $

COVID-19 continues to affect businesses worldwide, and has a significant 
impact on profitability

*Source: World Health Organization, as of May 4 2020

**Source: UN's trade and development agency

***Source: AFP database, as of April 3 2020

1/2

HOT SPOTS

Pandemic spread prevented but ongoing 

disease hotspots emerge and are contained.

Assume 
vaccine 

available –

June 2021

2021 20222020
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Fear of long-term 
recession

Economic 
unemployment 

Stay-at-home 
measures

Focus on short 
distribution circuits

• Increase in savings

• Reduced consumption of 
unessential goods

• Delay of large purchases 
(e.g., car)

• Lower income 

• Smaller spending budget 
(e.g., travel)

• Reduced in-store traffic 

• Cancellation of events 
(e.g., trade fairs) 

• Changing consumption 

patterns (e.g., consume 
less or consume local)
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Digital acceleration

• Switch from offline to 

online purchases
• Grow of online services 

(e.g., entertainment, 
collaboration tools)

Rapid changes in consumer behaviour are mostly negatively impacting global 
demand
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Source: World Economic Forum, IPSOS, PwC analysis
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Slowdown Demand impact on short-term Rise
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Bouncers Winners

Affected Opportunists

E-commerce

Grocery and household 

goods

Healthcare

Consumer products Insurance

Technology

Telecommunications

Auto Chemicals

Transportation 

& logistics

Construction & 

industrial products

Restaurant & 

food service

Financial 

services

Pharma

Entertainment & education 

(Online)

Hospitality & 

leisure

Slow Medium Fast N/A

Speed of 

recov ery

Energy 

& utilities

Companies will experience strong demand fluctuations on short- and long-
term, and a varying speed of recovery

Demand slowdown

during outbreak, 
with mid- to long-

term demand levels 
likely higher than 

pre-crisis demand 
levels

Demand slowdown 

during outbreak, 
with mid- to long-

term demand levels 
likely going back to 

pre-crisis demand 
levels

Acceleration of 

demand during 
outbreak, with mid-

to long-term demand 
levels likely higher 

than pre-crisis 
demand levels

Demand increase 

during outbreak, 
with mid- to long-

term demand levels 
likely going back to 

pre-crisis demand 
levels

Source: PwC Analysis
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Disruption

Avoid
Install crisis 

management

Contain
Manage today’s issues

Stabilise
Fix and ramp up 
your business

Recover
Prepare for the new normal
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Companies should act fast and prepare for the new normal to minimise the 
negative impact on revenue

Your Uncertainty

Your Differentiator

Your Fear
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Commercial strategies to accelerate 

recovery of B2B organisations



PwC  | COVID-19 

May  2020

10

Companies can undertake a number of actions to stabilise their business and 
accelerate the recovery

Protect 
revenue

Engage with 
customers

Empower your 
sales force

5 commercial strategies:

Capture online 
demand

Optimise 
costs
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Assess & monitor the impact on revenue Launch “revenue-keep” actions 

Monitor demand fluctuations 
and sales pipeline 

through dashboards 

Companies should leverage demand analytics and adopt targeted actions to 
minimise the impact on the top line

Assess the expected revenue impact 
by customer, product, channel, and 

geography

Unknown

Secure revenue

High revenue

Revenue at risk

Launch targeted pricing tactics

Launch sales sprints for critical opportunities

Focus on recovered regions or products with 
secure / high demand

Up- and cross-selling to existing segments

Protecting revenue
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Disposable 

gloves

+670%

Bread 

machines

+652%

Cough 

medicine

+535%
Hand soap 

& sanitiser

+262%

Soups

+397%

Rice & 

dried grains

+386%

Packaged 

food

+377%
Weights

+307%

Fruit 

cups

+326%

Milk & 

Cream

+279%

Dishwashing 

supplies

+275%

Paper 

towels

+264%

Luggages & 

briefcases

-77%

Cameras

-64%

Swimwear

-64%

Bridal wear

-63%

Illustration: re-organising production according to demand fluctuations

Men’s 

formal wear

-62%

Women’s 

swimwear

-59%

Rash guards

-59%

Boy’s athletic 

shoes

-59%

Gym bags

-57%

Backpacks

-56%

Snorkeling 

equipment

-56%

12

Fastest growing & declining e-commerce product categories (March 2020 vs March 2019)

Sources: Pw C Analysis, Stackline

Adapted its manufacturing 
lines to create more sanitisers 
in response to surging 
demand for sanitary products 

Developed a robot within one 
week for hospitals to 
disinfect high-risk areas 
without putting employees at 
risk

Examples

Protecting revenue

1

1
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Setting up central governance in a dedicated revenue taskforce will accelerate 
operating cadence and provide targeted guidance to frontlines

Agile 

Revenue 

TaskforceDedicated

team

Cross-functional 

profiles

Virtually 

linked

Agile 

methodology

Leader 

stewardship

Exploration-

oriented

13

Protecting revenue
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COVID-19 is impacting traditional sales channels of B2B companies

of US internet users 
say they are likely 

to avoid brick-and-
mortar stores if 
COVID situation 

worsens

74.6%

Traditional B2B sales channels are 

disrupted by COVID-19 measures
Trends depict a shift of B2B demand to online channels

Travel 

restrictions

QuarantinesSocial 

distancing

Field and inside sales 
channels are being disrupted

Revenue and customer 
relationships are at risk

Timeline to get back to 
business as usual is unclear

Sources: Forester Analysis, RetailDrive 14

Capture online demand

… of B2B buyers
prefer to 

conduct their 
purchase 

research online

65%

…of B2B buyers 
completed at least 
half of their work 

purchases online in 
2017…

...and is forecasted 
to increase to

…by 2021

26%  

43%
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B2B Ecommerce represent a significant opportunity to address shifting demand 
and maintain customer relationships

Own webstore

15

Actual & forecasted US B2B eCommerce sales (US$ billions) Ways to capture increasing online B2B demand 

Source: Forrester Analysis

Enhance online presence

Online marketplace

ONLINE 
VISIBILITY

OMNICHANNEL 
CONVERSIONS

CUSTOMISED 
EXPERIENCE

HIGHER 
MARGINS

HIGH 
VISIBILITY

EASY 
SET-UP

Capture online demand

2019 2021(F) 2022(F) 2023(F)2020(F)2017

$969

2018

$1,134

$1,263

$1,537

$1,398

$1,682

$1,840

15.7% 16.6%11.3% 12.1% 13.1% 14.0 % 14.8%

Share of total B2B sales

May  2020
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Client illustration: rapid set-up of a B2B eCommerce channel

Client Case - Distributor of construction equipment

CommerceNext Quickstart

KEY FUNCTIONALITY

● Multi-storefronts
● Accelerated ordering 
● Customer catalogs and pricing

● Guided product selection
● Transactional commerce 

with payment integration

ACCELERATED DEVELOPMENT

Capture online demand
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Businesses can take cost-cutting measures to address both immediate and 
longer-term needs...
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Long-term Immediate
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Longer term, higher value More immediate, higher value 

Longer term, lower value More immediate, lower value 

Speed to Execute

Optimise costs

Freeze hiring / postpone start dates

Freeze sales / marketing expenses

Reduce or eliminate overtime hours

Defer CEO and other executive pay

Redeploy employees and resources

Eliminate merit incentive plans

Optimise workspaces to enable lower real estate cost

Shift to lower-cost shared services model

Develop early retirement program

Organisational redesign

Improve/automate processes and ways of working 

Variable-cost labor mix
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…and have the possibility to reallocate savings in support of the community

Optimise costs

redirected ~€2.7M 

marketing spend 

to COVID-19 

measures

redeployed 

~€4.6M 

sponsorship 

budget to COVID-

19 efforts

Sources: Marketinginteractive.com, Fortune.com, Beernet.com, Flipboard.com
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As COVID-19 is re-shaping how customers and businesses interact, assessing the 
impact on customer experience and redesigning “moments of truths” is crucial 

Engage with customers
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BEFORE DURING AFTER

Awareness Acquisition Retention Win backResearch Advocacy

Rapidly redesign new 

“moments of truth” 

cost-effectively

Gather customer 

feedback to assess 

the impact on CX

Business as usual

COVID-19

ILLUSTRATIVE

+

-
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pays suppliers earlier and extends credit to retailers

HEART principles to improve CX Company reactions

Honest

Ethical

Authentic

Responsible

Transparent

By putting customer needs first, companies have been able to create new 
moments of truth for their customers

Engage with customers

is helping the Red Cross deliver supplies to people in 

self-isolation

is helping dealers and customers with deferred payment 

finance program

Source: Pw C Analysis, IDC

mobilised to ship thousands of COVID-19 test samples to 

10 labs across the US in less than 24 hours

offered customers unlimited Internet at home

Customer
Experience
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Results

first-call resolution+50%

incoming 

client cases 
-30%

increase in NPS 

over 2 years
x3

By building digital customer-service capabilities, companies can enhance their 
customer experience while minimising costs

Client case - Global electrical equipment specialist

Engage with customers

Challenges Solution

Customer Service Platform in 

a private cloud mode

Streamlined service center 

network with harmonised 

practices and tools

Customer-centric strategy: 

last agent to interact with 

customers handles the call

Customer service unprepared 

for operating remotely

Numerous disconnected service 

centers worldwide 

Low customer and agent 

satisfaction and utilisation
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Ensuring sales force well-being and effectiveness in this new environment is of 
utmost importance

Empower your sales force

02

Boost digital capabilities 

through a personalised 

assessment & training plan

04

Empower your 

sales force

Keep track of 

sales force sentiment 

through pulse surveys

Enhance sales force 

effectiveness through 

online coaching and 

virtual playbooks

01
Ensure well-being of 

your sales force through 

meaningful gestures

03

Lunch delivery

WELL-BEING & 

MOTIVATION

DIGITAL ENABLEMENT

SALES FORCE 

EFFECTIVENESS
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Protect revenue
Engage with 
customers

Empower your 
salesforce

Capture online 
demand

Overview of key commercial strategies in response to COVID-19

● Set-up a taskforce

● Monitor demand

● Launch “revenue-

keep” actions

● Adopt the HEART 

principles

● Take advantage of 

digital tools

● Track sentiment

● Ensure well-being

● Boost effectiveness

● Enhance digital skills

5 commercial strategies:

Optimise 
costs

● Be aware of cost-

cutting possibilities 

and community 

support options 

● Mind the surge of 

B2B ecommerce

● Capture online B2B 

demand
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To help commercial leaders weather the storm, we have created a checklist with 
more than 25 commercial actions to stabilise and recover businesses

Contact us to receive 

your checklist
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Q&A



connected.

Stay

safe. 

Stay
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