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As  the  COVID - 19  pandemic  cont inues ,  smar t  organ iza t ions  are

get t ing  c reat i ve  and  rea l ign ing  market ing  s t ra teg ies  to  bet te r  su i t

the  chang ing  c l imate  of  bus iness .  On  a  smal le r  sca le ,  micro  and

smal l  bus iness  owners  cont inue  to  adopt  new  market ing  pract i ces

in  a  bid  to  s tand  out  i n  the  tough  economy .

The  pandemic  fo rced  consumer  behav io r  to  take  a  complete l y

d i f fe rent  tu rn .  S imi la r l y ,  I t  a l so  had  an  impact  on  the  way  peop le

t rea ted  the i r  of f i ce  work .  Not  to  say ,  i t  has  changed  soc ie ty  and

the  way  i t  went  about  i t s  bus iness .  One  of  the  most  s ign i f i cant

changes  that  we  have  exper ienced  i s  the  sh i f t  i n  consumers ’

buy ing  hab i t s  and  how  they  would  pre fe r  the  de l i ve r ie s  of  the i r

p roducts .  Gone  are  the  days  when  the  f i r s t  pre fe rence  of  the

consumers  was  to  go  out  and  have  a  l a v i sh  buf fe t .  Today ,  peop le

pre fe r  s i t t ing  i n  the  comfor t  of  the i r  so fas  and  hav ing  the i r  food

de l i ve red  on  the i r  doors  with  no  contact  whatsoever .  The  s i tuat ion

may  change  i n  the  fu tu re ,  but  i t  won ’ t  un less  the  pandemic

subs ides .

But  i t  has  a l so  showcased  the  brands ’  ab i l i t y ,  i nc lud ing  f i e rce

compet i to r s ,  to  come  together  when  the  s i tuat ion  demands .  For

example ,  McDona ld ’ s  reques ted  peop le  to  v i s i t  Burger  King  ( i t s

b igges t  compet i t ion )  to  ensure  that  they  do  a  decent  bus iness .

Del i ve ry  brands  such  as  Zomato  and  Swiggy  won  hear t s  dur ing  the

pandemic  by  add ing  grocer ie s  and  other  househo ld  i t ems   i n  the i r

de l i ve rab les  l i s t .  When  peop le  were  unab le  to  go  out ,  these

compan ies  ensured  that  they  had  the i r  needs  fu l f i l l ed .  
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CHALLENGES POSED BY

COVID-19 PANDEMIC

By  f a r ,  the  most  s ign i f i cant  cha l lenge  fo r  any  bus iness  i s  money

management .  At  any  po int  i n  your  company ’ s  growth  and

deve lopment ,  you  are  l i ke l y  to  be  f aced  with  the  ques t ion  of

where  the  next  do l la r  i s  coming  f rom .  Whether  you ’ re  j u s t  s ta r t ing

out ,  sca l ing  up ,  or  runn ing  i n  the  red ,  i t ’ s  impor tant  that  your

bus iness  can  pay  the  bi l l s  and  prov ide  fo r  i t s  fu tu re .  Dur ing  th i s

pandemic ,  the  demand  has  decreased  and  opera t iona l  cos t s  have

inc reased .  There fo re ,  a  caut ionary  word  to  bus iness  owners  i s  that

they  must  l ea rn  how  to  budget .

1. MONEY MANAGEMENT
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Befo re  the  pandemic ,  not  every  bus iness  had  an  on l ine  presence .

However ,  COVID - 19  has  fo rced  compan ies  to  adopt  dig i ta l

med iums  to  communicate  with  both  i t s  employees  and  cus tomers .

In  order  to  connect  and  engage  with  your  ta rget  aud ience ,  you

have  to  l ook  at  dig i ta l  market ing  too l s  such  as  a  brand  webs i te ,

soc ia l  media  handles ,  chatbot ,  cus tomer  care  suppor t ,  24 /7  on l ine

ava i l ab i l i t y ,  emai l  market ing ,  news le t te r s ,  and  l a s t l y  e f f i c ient

on l ine  de l i ve ry  of  your  products  and  se rv i ces .  Through  dig i ta l

market ing ,  brands  can  send  t ime ly  updates  to  the i r  cus tomers  and

promote  new  products  or  f ea tu res  to  keep  cus tomers  i n te res ted .

2. ADOPTING DIGITAL MEDIUMS
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The  COVID - 19  pandemic  has  brought  i n  the  “Work  f rom  Home ”

concept  and  fo rced  compan ies  to  embrace  th i s  new  method  of

work ing .  The  cons tant  cha l lenge  fo r  employees  i s  to  ba lance  work

and  persona l  ob l iga t ions .  When  a  person  i s  s t res sed  or

ove rburdened ,  the i r  work  per fo rmance  and  ab i l i t y  to  make

dec i s ions  can  be  a f fec ted .  Th i s  re su l t s  i n  them  be ing  l e s s  e f fec t i ve

on  the  j ob  and  c reates  a  burden  that  they  are  unab le  to  manage .

As  peop le ' s  needs  i nc rease ,  i t  becomes  more  di f f i cu l t  to  ba lance

both  work  and  persona l  re spons ib i l i t i e s .

3. MAINTAINING WORK-LIFE BALANCE
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STRATEGIES TO GROW YOUR

BUSINESS

There  are  i nde f in i te  cha l lenges  be ing  f aced  by  a lmost  every

bus iness  i n  th i s  wor ld  due  to  the  on -go ing  pandemic .  However ,

with  chang ing  t imes ,  compan ies  need  to  change  the i r  s t ra teg ies

in  order  to  s tay  ahead  of  the  compet i t ion .  I t  i s  impor tant  that

bus inesses  recogn ize  and  ident i f y  these  cha l lenges  ear l y  i n  order

to  s t ra teg ize  and  reeva luate  other  opt ions .  Let ’ s  take  a  l ook  at

some  s t ra teg ies  that  can  he lp  you  to  grow  your  bus iness .
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Your  bus iness  has  a  por ta l  or  has  t i ed  up  with  the  top  de l i ve ry

par tner s  fo r  i t s  se rv i ces .  That ’ s  great ,  but  not  enough .  I t  i s

impera t i ve  fo r  compan ies  to  f i gu re  out  a l l  the  f eas ib le  dig i ta l

channe l s  v iab le  fo r  the i r  bus iness .  Ut i l i z ing  advanced  ana ly t i c s

and  other  ava i l ab le  techs ,  such  as  sa te l l i te  imag ing ,  to  deve lop  a

p le thora  of  i n s ights  would  be  c ruc ia l  fo r  bus inesses  i n  mov ing

fo rward .

1. IMBIBING A FULL-FLEDGED DIGITAL

MODEL 

Growth  has  taken  a  backseat  fo r  many  bus inesses  s ince  l a s t  yea r .

I t  has  become  about  su rv i v ing  cha l leng ing  t imes ,  but  you  can  do

bet te r .  Incu lca te  an  ag i le  mindset  and  augment  accountab i l i t y

th roughout  the  work fo rce .  I f  f eas ib le ,  under take  a  week ly  rev iew

mode l  to  ensure  that  every th ing  i s  i n  sync .

2. IMBIBING A RAPID GROWTH MINDSET 
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The  pandemic  has  borked  some  of  the  ex i s t ing  supp ly  cha in

mode l s .  I t  means  that  i t  i s  impera t i ve  fo r  bus inesses  to  adapt  and

under take  co l l abora t ions  that  were  prev ious l y  not  cons idered

feas ib le .  I t  a l so  means  that  management  wi l l  have  to  be

innovat i ve  and  gauge  what  can  work  fo r  the i r  bus iness  and  not

depend  mere ly  on  the  pre -COVID  re sources .

The  pandemic  per iod  has  seen  bus inesses  work  with  utmost

urgency  and  the  output  they  cou ld  de l i ve r  was  beyond  the i r

expecta t ions .  We  saw  many  compan ies  under take  soc ia l  l i s ten ing

to  unders tand  the  need  of  the  hour  and  make  changes  to  the i r

bus iness  accord ing ly .  I t  has  enab led  them  to  s t reaml ine  the i r

de l i ve ry  depar tment  and  seve ra l  other  processes  across

depar tments .

3. UTILIZE THE NEWER DELIVERY MODELS
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Also ,  the  sa les  team  adopted  a  host  of  ag i le  model s  that  enab led

them  to  so l ve  prob lems  f a s te r .  I t  paved  the  way  fo r  a  c lea r  growth

p lan  and  s t ra teg ies  to  cate r  to  di f fe rent  c l i ent s  with  improved

c la r i t y .  I f  your  bus iness  wants  to  su rv i ve  the  pandemic ,  i t  wi l l  have

to  adopt  these  model s  too .  I t  i nc ludes  the  need  to  f ind  i nnovat i ve

ways  to  i ncorpora te  urgent  de l i ve ry  tasks  i n to  ex i s t ing  work f lows

and  f ind ing  a l te rnate  ways  to  ut i l i ze  the  ava i l ab le  re sources .  

For  example ,  Amazon  under took  drone  de l i ve r ie s  i n  seve ra l  par t s

o f  the  wor ld .  Swiggy  s ta r ted  Swiggy  Gen ie ,  a  se rv i ce  that  enab led

i t s  work fo rce  to  de l i ve r  documents ,  l aundry ,  and  other  i t ems  f rom

one  l oca t ion  to  another .  Severa l  other  brands  across  the  wor ld

have  been  i nnovat i ve  and  used  the  newer  de l i ve ry  model s  to  keep

themse lves  re levant .  
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Cloud  comput ing  had  made  ava i l ab le  a  l o t  of  i n f ra s t ruc tu re  “as -a -

se rv i ce ”  fo r  the  brands .  But  ent i t i e s  weren ’ t  making  the  most  of  i t

unt i l  the  pandemic  ar r i ved .  I t  pushed  them  to  conver t  the i r

cap i ta l  expenses  i n to  va r iab le  ones .  But  when  they  did  so ,  i t

b rought  about  improvements  th roughout  the i r  va lue  cha in ,  such

as  cut t ing  down  cos t s  and  improved  management .  Adopt ing

d ig i ta l  techno log ies  such  as  cap i ta l - spend  diagnos t i c s  gave  them

ins ights  i n to  the i r  cos t  model  that  were  never  ava i l ab le  befo re .  I t

encouraged  them  to  under take  greate r  t ransparency  i n  the i r

opera t ions  and  have  a  newer  out look  towards  spend ing .  

Brands  l ook ing  to  su rv i ve  the  pandemic  need  to  unders tand  that

opera t iona l  res i l i ence  i s  one  of  the  c r i t i ca l  f ac to r s  that  would

enab le  them  to  do  so .  I t  i nc ludes  outsourc ing  tasks  other  than

core  competency ,  under tak ing  c ross - t ra in ing ,  and  ut i l i z ing

mul t ip le  sources .  Also ,  the  i ncu lca t ion  of  newer  techno log ies  has

improved  i n s ights  i n to  the  reg iona l  advantages .  I t  has  a l lowed

deve lop ing  greate r  re s i l i ence  towards  potent ia l  fu tu re  di s rupt ions .

4. BRINGING IN OPERATIONAL TRANSPARENCY 

5. DEVELOPING OPERATIONAL RESILIENCE 
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The  pandemic  saw  mass i ve  sh i f t s  i n  cus tomer  behav io r  and  the

way  they  demand .  For  bus inesses  to  counte r  the  pla ton ic  changes

wi th  ease ,  they  wi l l  have  to  be  sus ta inab le  and  of fe r  bet te r  va lue

to  the  cus tomer .  I t  i nc ludes  bu i ld ing  a  more  i n te rconnected  but

f lex ib le  work f low  that  would  enab le  the  work fo rce  to  adapt  to  the

evo l v ing  cus tomer  behav io r  with  utmost  ease .  An  IBM  repor t

ment ions  that  COVID - 19  supercharged  dig i ta l  t rans fo rmat ion  by  a

s tupendous  59% .  I t  a l so  l ed  to  bus inesses  complet ing  66%  of

in i t i a t i ves  that  prev ious l y  su f fe red  re s i s tance .

Brands  l ook ing  to  su rv i ve  the  pandemic  need  to  unders tand  that

opera t iona l  res i l i ence  i s  one  of  the  c r i t i ca l  f ac to r s  that  would

enab le  them  to  do  so .  I t  i nc ludes  outsourc ing  tasks  other  than

core  competency ,  under tak ing  c ross - t ra in ing ,  and  ut i l i z ing

mul t ip le  sources .  Also ,  the  i ncu lca t ion  of  newer  techno log ies  has

improved  i n s ights  i n to  the  reg iona l  advantages .  I t  has  a l lowed

deve lop ing  greate r  re s i l i ence  towards  potent ia l  fu tu re  di s rupt ions .

6. AUGMENTING SUSTAINABILITY

7. REIMAGINING DELIVERIES



These  are  s t ra teg ies  fo r  ensur ing  success  fo r  bus inesses  dur ing

and  post  the  COVID - 19  pandemic .  You  cou ld  be  the  market  l eader

i f  you  l ea rn  f rom  your  mistakes  and  your  compet i to r s ’  mistakes .

Jus t  use  the  r ight  too l s  and  techno logy  fo r  your  bus iness .  So  when

you  s ta r t  a  bus iness  and  plan  to  expand  i t ,  j u s t  fo l low  the  s teps

and  use  the  ment ioned  s t ra teg ies  and  get  ready  to  di s rupt  the

indus t r y .

Apar t  f rom  these ,  Tookan ’ s  de l i ve ry  management  pla t fo rm

prov ides  app l i ca t ions  to  make  on l ine  de l i ve ry  of  your  products

and  se rv i ces  more  e f f i c ient ,  keep  a  rea l - t ime  t rack  of  every  task ,

broadcas t  messages  to  de l i ve ry  agents  and  employees ,  advanced

ana ly t i c s  repor t s  to  v i sua l i ze  the  bus iness  per fo rmance  and  many

more .  Prov id ing  the  bes t  se rv i ces  and  a  great  exper ience  i s  the

on ly  key  fo r  cus tomer  re tent ion .  So ,  have  an  edge  i n  techno logy  to

de l i ve r  se rv i ces  i n  the  promised  t ime  us ing  Del i ve ry  Management

P la t fo rms .
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Get in Touch with Tookan, 
DELIVERY MANAGEMENT PLATFORM
 to Enhance Your Business Efficiency.


