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Executive Summary

Recover, adapt, and 
reimagine

The marketing function is being pressured. Budget cuts, 
campaigns halted, drop in sales - the list is long. In fact, 
COVID-19, and its aftermath, seem to be a never ending 
crisis which is affecting the fundamental ways of doing 
business and communicating. 

In these tough times, marketing professionals are 
expected to gear their strategies towards three core 
drivers:

● Recover: strategies to help businesses emerge 
with higher expectations;

● Adapt: ways to understand new customer 
behaviour and adapt strategies accordingly; and

● Reimagine: create new value streams and 
transform core operations using the latest digital 
technologies.

These drivers are highly relevant to industries that faced 
the urgency of transformation as a way to survive amidst 
the global and local economic recession. 

Above all, these drivers should be the root for 
organisations willing to be proactive enough to rethink 
their future. 2

How should marketers move 
ahead in the New Normal 
and respond to new 
expectations?
We have no choice than to acknowledge that the game 
has changed. With new consumption patterns, customers 
are embracing new technologies at a faster pace. 
COVID-19 is no stranger to this as screen time increased, 
e-commerce surged, and digitisation of entire industries 
began. 

We are on the verge of a local digital 
transformation journey, and with it comes the 
need for a new breed of digital professionals. 

The second edition of the State of Digital Marketing 
(Mauritius) will help gear strategies, skills, and learning in 
this context. 

By Bholanauth Jason



About this report

State of Digital Marketing 
(Mauritius) 2020-21

This report stems from a willingness to create a level 
playing field for marketers as well as decision makers in 
Mauritius. 

It gathers input from local marketing professionals from 
different industries, seniorities, specialisations, and 
organisations. Launched in 2019, the report is now one of 
the key publications for locals. 

Its aim is to help local marketing professionals gear their 
strategies, skills, and more, based on the insights highly 
relevant to Mauritius. 
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This year’s edition is greatly 
influenced by COVID-19 and 
its impact on the marketing 
function within B2B and B2C 
sectors, as well as at the 
freelancer level.

Key highlights

Impacted by COVID-19, 
yet optimistic for the 
future...

The insights of this survey revealed that marketers 
acknowledged the impact that COVID-19 had on both 
their organisations and industries. 

While most experienced an impact in their marketing 
budget (66.4%), marketers also witnessed severe 
impacts on sales (71.9%) and revenue (68.8%). The 
correlation between these can be explained through the 
effort from brands to limit the negative impact of 
COVID-19 using a rather protective approach. 

As such, while working from home (68.8%) became the 
new way of working, organisations also decreased their 
marketing budget (41.4%). 

And, yet innovation still happened...

In fact, according to our data, 44.5% of surveyed 
marketers mentioned that their brands innovated with 
new products and services. 

This was greatly backed by a change in customer 
behaviour during the confinement.

47.7% of surveyed marketers mentioned 
that COVID-19 significantly impacted 
their industry. 

66.4% of surveyed marketers mentioned 
that their marketing budget has been 
impacted the most. 

68.8% of surveyed marketers mentioned 
that their organisations implemented work 
from home as a way to limit the impact of 
COVID-19 on operations and revenue. 

53.1% of surveyed marketers believe their 
top investment priority in the coming 12 
months will be client retention. 



Insight 1: 

Assessing the impact of 
COVID-19 on Marketing

Undeniably, the COVID-19 pandemic side effects wrought 
different sectors of our economy, causing increase in 
unemployment, decrease in productivity, and a state in 
crisis. 

The domino effect reached local organisations and thus 
also impacted the marketing function. With sales and 
revenues dropping due to the lockdown, digitisation 
increased at a fast pace. 

Confronted with such difficult times, what are the 
avenues to help brands step out stronger?
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In a snapshot

How far were industries 
impacted by COVID-19?
According to our insights, most of the surveyed 
marketers agreed on the immediate and direct impact 
on their respective industries. 

A significant impact (48%) was observed mostly in 
industries such as Marketing and Communication 
(31.1%), Tourism and Hospitality (16.4%), and Banking.

However, 6% of surveyed marketers mentioned that 
their industries experienced growth during the crisis. 
These were mostly related to technology and other 
online businesses. 

Adapt

Digitisation to navigate the 
outbreak’s uncertainties  
A look back at the outbreak will bring us to how rapid 
digitisation of services and operations helps brands 
sustain their activities even through the crisis. 

The digitisation enabled brands to reach customers and 
enhanced collaborative operations with employees working 
remotely. However, this rapid digitisation also revealed that a 
company with low digital capabilities and knowledge would 
eventually experience challenges to adapt to unpredicted 
changing circumstances. 

Digital awareness is a crucial part in the digitisation journey 
of an organisation.  

47.7% of surveyed marketers mentioned 
that COVID-19 significantly impacted 
their industry. 

6% of surveyed marketers mentioned that 
they experienced growth during the 
outbreak. Mostly, in the digital business 
model.



Insight 2: 

Where did the outbreak hit 
organisations the most?

With 47.7% of marketers mentioning that their industries 
were significantly impacted by the outbreak, the 
repercussions on their organisations were also felt. 

With sanitary measures and limited mobility, organisations 
had to re-invent the way they operate and do business. In 
fact, most organisations had the difficult task to balance 
between safeguarding jobs and ensuring business 
continuity, while delivering to clients who were also in the 
same difficult situation. 

What are the areas most impacted and how long will the 
aftermath be?
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In a snapshot

Disruption effects on 
organisations
Our survey revealed that disruption resulting from the 
difficult social and economic downturn, impacted several 
key areas of organisations. 

Amidst increasing concerns about the future, 72% of 
surveyed marketers mentioned that they experienced 
major impacts on their sales. Consequently, revenue 
(69%) was also among the top areas impacted, followed 
by client retention (39%).

Interestingly, operations were also affected by 
COVID-19 with productivity (32%), workforce (23%), 
and business continuity (22%) being mentioned.

Recover

How long will the impact 
last?  
With Mauritius coming out of confinement, surveyed 
marketers estimate the impact on organisational areas to 
last at most 12 months (26%). 

Marketers working in the hospitality sector expect the 
impact to last at most 12 months (41.7%) while those 
working in the banking and financial services sector 
believe the impact will last up to 3 months (22.2%).

71.9% of marketers mentioned that the 
COVID-19 outbreak affected their sales 
figures. 

68.8% mentioned that their revenues 
suffered from the effects of the outbreak.



Insight 3: 

What marketing areas 
were the most impacted?

As expected, the marketing function also experienced the 
wrath of the pandemic causing businesses to review their 
current spending and operations. 

With new consumption patterns arising, it is crucial to 
reinvent traditional marketing and embrace new ways of 
understanding and servicing customers. 

Our data revealed that marketers had to balance between 
cost containment for marketing activities and finding ways 
to adapt to new customer behaviours.
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In a snapshot

Marketers went to war with 
limited arms, and yet they 
were resilient...
Cost containment, changing customer behaviours, 
decrease in mobility and new consumption patterns 
have one thing in common: they urged marketers to 
review their routine. 

Our insights made it clear that one of the main 
marketing areas impacted by COVID-19 was the 
marketing budget (66.4%). In fact, several 
organisations halted marketing campaigns to ‘cut cost’. 
This influenced already set goals and KPIs (43.8%). 

The change in customer behaviour and buying habits 
also influenced conversion rates (35.9%). 

Recover

How long will the impact 
last?  
According to our data, marketers believe their key 
activities will still be affected for at most 12 months 
(28.9%). 25.8%  of the respondents mentioned that the 
impact will last between 3 to 6 months; this data is  
strongly backed by those working in the Marketing & 
Communications (33.3%) and Retail (18.2%) industries.

It is interesting to note that 20.3% of marketers have no 
idea when the impact will be over.

66.4% of the respondents said that 
COVID-19 impacted the allocated 
marketing budget.

35.9% of the respondents saw a change in 
their conversion rates on multiple 
channels. 



Insight 4: 

Pivoting to the New 
Normal. Will marketers 
move with confidence?

While authorities ease restrictions, the New Normal 
comes with its new parameters, new business and 
operations needs, and customers’ requirements. For 
marketers, it is a (more or less) whole new world out 
there.

This New Normal requires professionals to review their 
strategic approach and investments. This goes to the 
extent of re-assessing their own products and services. 

With fire fighting measures helping to support businesses 
at the moment, our survey reveals that marketers are 
playing it safe (33.6%) with regards to their 
organisation’s future. 

COVID-19 has accelerated digitisation and reinforced few 
known trends and the need to have a digitally skilled 
workforce.
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The space between old 
ways and the New Normal; 
times of crisis...
Restricted mobility and increase in online media 
consumption led many organisations to pivot towards 
new ways of doing business. 

However, this came at a cost or rather a cost 
containment approach with measures taken by 
organisations. For instance, 41.4% of surveyed 
marketers mentioned that their respective organisation 
decreased the marketing budget and 30.5% decided to 
halt campaigns during the crisis.

While these figures may depict a negative image, our 
analysis revealed that marketers have been resilient all 
throughout the crisis times. In fact, 44.5% invested in 
new products and services as a way to generate 
revenue and optimise existing operations. 

 

Ahead the New Normal - Explore

The crisis resulted in a lot of challenges for 
marketing professionals. The next insights in this 
report will help understand the challenges, the 
focus areas, and the skills needed to break 
through. 

Channels 
to consider

Challenges 
ahead

Investment 
priorities

Skills 
needed



Insight 5: 

The top marketing 
channels to thrive in the 
New Normal

Given the profound changes that COVID-19 brought to 
our economy, marketers are faced with requirements to 
reach audiences having a new mindset. 

In the difficult context of the sanitary crisis, customers 
spent more time on the internet, which generated new 
possibilities for businesses. E-commerce websites 
mushroomed to cater for increasing demands. 

Our data revealed key marketing channels that marketers 
believe would help their organisations grow. 
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In a snapshot

Interactive media to 
accompany clients in their 
journey to recovery
Clients are stretching to find answers to their 
post-COVID-19 concerns. As such, given their digital 
migration, they expect marketing professionals to 
provide these answers and most importantly to 
accompany them in their own digital transformation 
journey. 

With 43.8% of marketers mentioning retaining existing 
clients as one of their priorities (see insight 6), the 
concept of customer experience is more than ever a 
crucial part of any digital marketing strategies. In fact, 
optimising and mapping customer experience is a good 
way to understand customers and provide personalised 
services. 

To better serve a connected audience with new 
expectations, marketers will have to know where to 
invest.

According to our insights, social media will be the main 
go-to for marketers (85%). Social media marketing was 
among the cheapest channels being used during the 
crisis as a way to enhance brand awareness and 
generate sales. 

Content marketing (69%) and Videos (64%), are also 
among the top content intensive channels that will help 
brands thrive in the New Normal. These are effective 
ways to communicate according to marketers 
interviewed. 

Reimagine

The content marketing gap 
According to our figures, marketers believe content 
marketing (68.8%) is a top requirement for brands in the 
New Normal. 

As experienced during the confinement period, there is an 
increase in content consumption, namely interactive 
media, with more time spent on connected devices. As a 
strategic effort to support, accompany, and create loyalty, 
brands have been investing in delivering content to 
grouped audiences. 

For instance, we noticed a rise in webinars (32.8%) and 
email marketing (43%) as ways to get into the intimacy of 
customers for better conversion and loyalty. 

85.0% of the respondents said social 
media will be a key channel to thrive in 
the New Normal. 

Interactive media will be the top content 
types to foster strong relationships in a 
post-COVID era. 



Insight 6: 

The challenges to 
overcome

The coming months and years won’t be rosy. It will be 
both a learning journey and a period to adapt and 
reimagine marketing. 

With core marketing operations affected, COVID-19 has 
made it imperative for businesses to implement survival 
strategies. However, while the future is still uncertain, our 
insights bring focus and clarity to the main challenges 
ahead. 

Brands’ efforts will be shared between acquisition and 
retention while they foster their digital transformation 
journey. 
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In a snapshot

A reminder: Customers 
dictate marketing 
strategies
Within a few months, COVID-19 pandemic reminded 
us that a sudden customer behaviour change can 
hinder well-settled marketing strategies. The macro 
and micro environments influenced customers’ 
purchasing priorities. For instance, there was a shift to 
“essential” and health products, thus urging marketers 
to review their marketing approach. 

Adapting to these new behaviours will be one of the 
main challenges for marketers in a post COVID-19 
era. But not only. 

In fact, our analysis reveals that marketers will 
primarily focus on how to acquire new clients.

Customer acquisition was mentioned 
by 76% of surveyed marketers as 
their main challenge in 2021.

Customer behaviour changing will be yet 
another challenge brought by COVID-19. 
This was mentioned by 63% of marketers.

Our insights indicate that marketers will be pressured 
to find the right balance between ensuring lead 
generation while making sure to understand new 
behaviours as well as finding ways to retain existing 
customers. 

The marketing efforts will be centered on both 
acquisition and retention. We believe that building 
trust will be an essential factor to retaining customers 
during a post-crisis period. 

As customers look for brands to rely on for support, 
guidance, and reassurance, brands will shift their 
outreach from “cold” to “caring”.



Insight 7: 

Where will the money go?

With the lockdown redefining the way we work and do 
business, we noticed a net increase in digital 
transformation. However, this isn’t only about the 
technology. 

The sudden rise of e-commerce is a good example. While 
most new brands focused solely on the technical part of 
the ecosystem, they put less emphasis on the people and 
distribution aspect. Hence, orders came late, there were a 
lot of refunds and above all, there was a limited tech 
savvy workforce. 

As such, brands are already thinking of the future and are 
investing in digitising their internal operations along with 
supporting employees with tech knowledge. A must for the 
future. 
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In a snapshot

From the inside out; good 
employee experience (EX) 
equals to good customer 
services (CX)
The whole concept of “acquiring a new customer costs 
more than retaining existing ones” is more relevant 
than ever. In fact, with cost containment initiatives, 
brands will be investing more in Client retention 
(53%). As such, we will start seeing more customer 
loyalty initiatives aligned with proper customer 
intelligence systems. 

The focus of brands should also go beyond sales. In 
times of crisis, customers expect brands to provide 
support and to show they are connected with their 
reality. COVID-19 pushed marketers to go back to the 
basics, which is to put the customer first. 

The digitisation of operations (52%) will hence 
enable marketers to develop marketing intelligence 
and hence improve customer service.

What is also interesting to note is an urge to upskill 
(47%) of the workforce. This is encouraging as we see 
an increase in digital media consumption, digital 
transformation, and the emergence of new digital tools 
and platforms.

COVID-19 left a double-gap: within the 
organisation itself and between the same 
organisation and its customers. Upskilling is 
one of the solutions to bridge these elements. 

The journey to digital transformation 
continues with 52% of surveyed 
marketers mentioning digitisation of 
operations as top investment 
priorities. 

Client retention is a growing concern; 
marketers (53%) will invest to support it. 

Reimagine

Upskill yes, but where? 
Besides functional skills, we believe more than ever, 
organisations need to empower employees with soft skills 
that will help them build strong relationships with 
customers. 

As mentioned, digital transformation is not only about the 
technology, but also about the people. Investing in 
business acumen along with tech knowledge will help 
adapt quickly to a fast changing environment. 



The major concerns for businesses and how can 
marketers help

With the growing uncertainty ahead of most businesses, several strategies are being put in place as a way to limit the 
impact on operations, productivity, and profitability today. Most businesses are using this period to rethink their 
traditional ways of working and creating value while at the same time staying sustainable in the long run. 

In this new environment, several concepts and strategies have become obsolete and others had to be re-adjusted. The 
most relevant examples are assessing productivity with employees working from home and redefining culture within the 
organisation to nurture clear and accurate collaboration across business units.

In this part of the report, we are going to outline key concerns for businesses and highlight how marketing 
could play a fundamental role. 
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Digitisation of operations

As a result of the lockdown, businesses shifted their 
operations from routine office to working from home. 
Consequently, the use of technology and internet became 
fundamental for business continuity. The digitisation of 
operations started from mundane tasks to full fledged 
automation. As such, businesses achieved resilience and 
stayed somehow profitable. 

Marketers can help by rethinking the usual customer 
journey and make sure employees are equipped with 
sufficient marketing collaterals at every step of the funnel. 
Marketers can also create a 360-degree sales strategy by 
taking into consideration new touchpoints and customer 
behaviours. 

Customer Experience

The surge in online activities requires businesses to 
review their online ecosystem. This is fundamental if 
businesses want to increase their conversion rate. Given 
the shift to digital, the focus should be on decreasing 
friction and bottlenecks between offline and online. The 
New Normal also shifted priorities and power. More than 
ever, creating memorable experiences helps stand out. 

While activities shifted online, it is also important to build 
trust when uncertainty is at its peak. Marketers should 
humanize online interactions with brands by using data to 
create personalised experiences. This should also be 
extended to offline service experience (SX), using data to 
do profiling and hence influence/adapt sales pitches. 

Upskilling of employees

The pandemic also resulted in businesses having to 
review their skillset to survive in a new environment. It is 
clear that the sudden change in operations yielded the 
need for businesses to harness new skills. Upskilling is 
critical in a time of rapid digitisation and to support the 
creation of new value streams. 

To align themselves with current needs, marketers should 
identify key channels that will enable brands to growth 
hack their way out of the crisis. For instance, customer 
acquisition and retention will emphasize the customer as 
well as market intelligence. Above all these, businesses 
will need to align employee experience (EX) to customer 
experience (CX). New skills and mindset will enable 
product innovation. 

Branding

During the crisis, branding has become a three-fold 
process where businesses had to ask themselves 3 main 
questions: how to respond, how to limit the impact, and 
how to move forward. While branding may often be 
considered as a second priority, it will surely be a 
relational tool in the future. 

Marketers should firstly re-assess their communication 
strategies taking into consideration the market shift. It is 
surely not the time to go absent as customers are craving 
support and vision. It will be also crucial to demonstrate 
value, given trust and confidence are going down. Even 
though we can expect cost containment, marketers will 
have to find innovative ways to send their message out 
and to include the customer throughout their strategy. 



This report brings together the thoughts of 125+ local 
marketers from different levels, including CMOs and other 
influential decision makers. 

The purpose is to provide key insights highly relevant to 
Mauritius, particularly in a time where the marketing 
function is expected to do more. 

This report will hence help marketing professionals gear 
their activities, recruitment, operational efforts towards new 
needs from both the business and the customer. 

We also outlined the top concerns from businesses and 
suggested directions as to how marketing professionals can 
provide support in getting out of the crisis while being 
sustainable and having a clear vision. 
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About the
State of Digital Marketing 
(Mauritius) 2020-21 report

Methodology

To get insightful opinions, we surveyed previous 
participants of the State of Digital Marketing Mauritius 
series. We also used third party channels such as 
closed Facebook group of Digital Marketing Mauritius 
and email marketing. All quantitative interviews were 
conducted on a confidential basis.

Out of our 125+ respondents:

● 36.7% were in B2B2C, 34.4% were in B2B, 
and 25.8% were in B2C businesses. 

● 60.9% were from SME (1-100 employees), 
17.2% were from mid-size (101-300 
employees), and 21.8% were from Enterprise 
(301-1000+ employees)

● 27.3% provide marketing and communication 
services and 24.1% are in the financial 
services industry. 

● 6.2% are from C-suite level and 10.2% are 
Digital Marketing Managers. 

Note: 

● We omitted single entries which do not 
correspond to the expected input and are 
outliers. 

● Not all figures add up to 100% as a result of 
rounding percentages.

● The data collection period was over 3 weeks. 
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