“The obstacle in the path
becomes the path. Never forget,
within every obstacle is an
opportunity to improve our
condition.”
Ryan Holiday

Disruption is here.
Our society and every mode of working has
transformed in just a matter of days and
weeks. Inspire11 believes there are opportunities
to adapt your business and positively impact the
world for customers, employees, communities, and
yourself – now more than ever.
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Disruption is Not New.
Recent shocks reveal opportunities for better short- and long-term decisions

Innovate and Differentiate

Increased store locations, partnered with Amazon
for distribution, and teamed up with big name
designers to differentiate products. Created Market
Pantry food segments, a $1.8B business.

Sony

2000

Target

Lead with Kindness

The famously mission-driven airline’s post-9/11
strategy included refunding customers for flights,
no questions asked, and not cutting any employee
pay. Against the odds, the airline has shown a profit
for 41 consecutive years.

After cutting costs and divesting noncore
businesses, American Express invested in new
partnerships and digital technologies; Since then,
its stock price has risen by more than 1,000%.

In the Great Recession, Honeywell furloughed
employees with unpaid or partially paid
leaves, saving 20,000 jobs, and emerged better than
it did in the 2000 recession, with higher sales,
net income, and cash flow.

Netflix

Identify Opportunities to Disrupt

2008-09

They secured four times as many US patents in 2009
as in years prior and rebranded instead of slashing
marketing, just in time to cement themselves as a
major player in smartphones with the release of the
Galaxy model.

Closed some underperforming facilities, increased
workforce by 10% during the recession while
containing operating costs, doubled sales from
$7.1B in 1997 to $14.6B in 2003.

Expand Digital/IT Strategy

Learn from Your Past

Maintain R&D

Address Operational Inefficiencies

American Express

Honeywell

Samsung

Cut its workforce by 11%, R&D by 12%, and capital
expenditures by 23% over two years, resulting in a
4% profit margin increase and a sales growth drop
from 11% to 1% after the recession.

Staples

2001

Southwest Airlines

Exercise Caution When Planning Cuts

At the peak of the recession, Netflix introduced
their streaming platform, giving customers a new
and timely content consumption channel. At 36
million subscribers and growing, Netflix has
incredibly strong brand recognition due to their
disruption and innovation.

SoulCycle and Equinox

Residual Insurer

Transform Customers into Evangelists

Do the Heavy Lifting with Data

Both businesses saw increased customer traction
during the Great Recession as they maintained
class offerings and emphasized the sense of
community that drove people to membership in
the first place.

The effects of Hurricane Ike on Galveston, Texas left
property insurers with volumes of claims too great
for human review. Geographic data visualization
and statistical modeling were used to identify nonapplicable and duplicative claims and better
regulate payouts.

Corporate Social Responsibility
2005

Wal-Mart

Lean on Your Greatest Assets

In the aftermath of Hurricane Katrina in
2005, Wal-Mart donated $15 million,
guaranteed displaced workers’ jobs, and
leveraged its vast distribution system to
deliver relief supplies. The PR goodwill
proved fruitful, as it only lost one cent per
share that quarter.

2012

2011

IBM

Airbnb

Governments in Japan and Nepal, which
suffered severe earthquake damage in 2011
and 2015, have partnered with IBM as part
of its Smarter Cities initiative to implement
disaster-oriented public safety and budget
management preparedness measures.

Hurricane Sandy’s toll on New Yorkers
prompted Airbnb to launch its Global
Disaster Response and Relief program,
which lets hosts volunteer their homes for
relief workers addressing needs related to
terrorism or natural disasters.

Start a Movement

Prepare for the Worst
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Navigate Obstacles: Keys to Resilience
Maximize Your Efficiencies
• Optimize. Enhance business models for savings now and profit in the
future.
• Be Agile. Adopt quickly to rapid change with IT nimbleness.
• Digitize. Automate for savings and data-driven decision-making
capability.
• Sharpen Your Tools. Take advantage to re-train, re-factor, and reinvent.

Count on Your Data
• See the Bigger Picture. Use visualization tools to identify affected
data-driven workflows; address high-impact processes first.
• Bridge the Gap. Calibrate analytics to align with current conditions.
• Be Flexible. Ensure models have robust monitoring and aren’t static.

• Plan. Strategize for the transition back to normalcy and the treatment
of data generated during the pandemic.

Focus on Your Customer
• Think Personal. Treating employees and customers like family extends
beyond a unified company vision.
• Drive Loyalty. Your existing customers are your biggest asset during
these tough times.
• Foster Community. Corporate Social Responsibility (CSR)
commitments pay companies back through lasting positive reputations.

Don’t Forget About Yourself
• Control What You Can. Increase positive actions to get to 5
positives for every 1 negative.
• Be Kind to Yourself. Fear and stress are natural right now.
• Get Creative, Literally! It can help reduce stress.
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Maximize Your Efficiencies

“

Take an agile and lean approach to focus on operations, investments, and technology

Technology can make

Reinvest Strategically

your business

more transparent,
more flexible, and
more efficient.
Walter Frick

Focus on MVP

”

Relying solely on cutting the workforce is not the answer.
You need to understand and protect what is most
essential to your business. Re-examine business models
for cost efficiencies, and then enhance and maintain
them for faster profit growth when customer demand
returns. Seek partnerships in order to increase
efficiencies in supply chain and operations, which yield
greater customer satisfaction and profit in the mid to
longer term.

Company growth (on average) postrecessions, by strategy during recession:
Sales
Profits

6

4

Cost cutting
only

8

6

Aggressive
investing only

13

12

Strategically
Balanced

Now is an opportune time to liberate cash
tied up in surplus inventory and
underperforming assets and re-invest it for
the future. Reallocate to sensibly fund R&D
and marketing on products and driving
customer loyalty. Strategically invest in
equipment, plants, or property at
depreciated prices to enable faster response
to a rise in demand post-recession, resulting
in higher earnings.
Recent pandemic developments may have
revealed pain points caused by
technological stagnation such as an
abundance of manual processes, or security
issues with data, application deployment, or
on premise software. Capitalize on current
market fluctuations by modernizing and
securing systems and migrating them to
cutting edge cloud providers.

Empower Digital
Initiatives
Reduce costs with digital technology and
analytical improvements. Recessions can
be a good time to invest in IT, as
opportunity costs are lower. IT investments
make companies more agile and better
able to handle the uncertainty and rapid
change that comes with a
recession. Prioritize "self-funding"
transformation projects that pay for
themselves, like automation and datadriven decision making.
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Count on Your Data

Leverage data to increase collaboration and alignment to fast moving circumstances

Let Data Tell the Story

Over the past twenty years, companies have rushed
to integrate increasingly sophisticated data logging,
analysis, and reporting technologies. While the level
of economic abnormality brought on by COVID-19
poses obstacles for data-driven workflows, there
has never been a better time to lean on analytics for
strategic insight. From visualization dashboards to
data science and machine learning, advanced
analytics can serve as a guide through times and
accelerate the timeline to stability. uncertain

“

Ben Schneiderman

Calibrate for Success
Maintain Awareness

Businesses across all industries should leverage
data visualization and reporting to understand
how their workflows and processes are impacted
by COVID-19. Utilize dashboards and other
visualization tools to highlight shifts in data
generated, KPIs, consumer behavior, and/or
model performance. These insights can inform an
immediate action plan and
build into longer-term planning.

Hurricane Ike came ashore over Galveston, Texas in
September 2008. Analytics allowed for a much more
efficient way to approve, mitigate and reject property
insurance claims.

”

Process innovation, novel data application, and
model tuning can all be used to gain differentiated
insights that help companies “stem-the-tide” or grow
even stronger from economic downturns. In the near
term, address the shortcomings of affected models by
looking to new data sources, generating synthetic
data, incorporating predictive signals from past
periods of economic uncertainty, or developing
additional models. In the long-term, seek out
strategic opportunities enabled by current patterns of
disruption and plan for the transition to a more stable
economic environment.

Data around wind gusts, the path of the hurricane, water
temperature, surge amounts all were analyzed and used
by claims adjusters to correctly and efficiently process
submitted claims.
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Focus on Your Customer
Supporting customers now will foster branding and loyalty for years to come

64%

Consumers who cite “shared
values” as a reason to engage
with a brand

Drive Loyalty
Now more than ever, companies should know their
customers. During this short-term shock, aim to
answer questions like “What customer needs are
currently going unmet?” or “How can we
personalize rewards to our most loyal customers in
this stressful time?”. Your existing customers are
your biggest asset during these tough times.

Think Personal

In times of crisis, businesses that emphasize core
values putting people first repeatedly fare better.
But treating employees and customers like family
extends beyond a unified company vision.
Communicating and designing products with
empathy and optimism solidifies a sense of trust
that can become synonymous with the brand.

$ 41B
Lost every year due to
bad customer service

Foster Community

60%

Consumers who attest Corporate social
responsibility (CSR) would contribute to
their loyalty to the brand.

Economic downturns emphasize the need for
operational efficiency, maintaining quality, and
planning for disaster scenarios. Moreover, they
expose the companies who’ve actively chosen to
play a pivotal role in the broader recovery as well
as those who’ve had community outreach
strategies all along. As the COVID-19 saga unfolds,
Inspire11’s core doctrine has never been more
relevant: “Do the right thing”. History has shown
that Corporate Social Responsibility (CSR)
commitments pay companies back through
lasting positive reputations. It’s not only doing
good, it’s good marketing.
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Don't Forget About Yourself

Free your amygdala and make sure you can be flexible and creative at a time you need it most

Humans are hardwired to fear. Fear and stress live in some
of the oldest parts of the human brain. As we’ve evolved,
these responses helped us survive as we learned what
dangers to avoid. To reinforce these
learned behaviors, the reward center of our
brain triggers when danger has successfully
been avoided.
Similarly critical to our survival is the ability to share and
align with other humans with our feelings and innate senses.
Known as emotional contagion, we can communicate and
pick up on others' emotions. Perhaps the most well-known
example is yawning when you see someone else yawn.

<1

second

The amount of time it can take to
pick up on another's emotion

Positive Psychology research recommends maintaining the
“Golden Ratio” of five positive experiences for every one
negative to ensure a healthy mentality. Currently, that
probably feels off balance. With news coming in during this
pandemic, our brains are responding with fear to help us
survive. To mitigate this reaction and its impacts on our
personal wellbeing and business functions, we need to
actively work to increase the positives to bring the Golden
Ratio back in line.
COVID-19 has put us in uncertain times. Now more than
ever, it is important to do what is in our control to help
prevent not only the spread of the virus but
also the negative emotions that come
with it. Practice creativity and positivity,
and pass it on.

$300B
The cost of stress to American
businesses each year

While helpful in our evolutionary past, our brains have
not adapted to the rapid pace at which the world
changes today. Our 24-hour news cycle and social
media feeds can trigger anxiety and stress that impact
our personal and professional lives by hindering our
decision-making abilities and creativity.
It is estimated that stress alone costs American
businesses $300 billion per year. While stress can
decrease creativity, research shows that creativity
can decrease stress. What creativity
means is different for everyone. Find
what works for you, whether it is writing,
picking up an old hobby, or throwing
yourself into work a little bit more.

5:1
The recommended ratio of positive to negative
experiences to offset the human negativity bias
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