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Don't Let

Marketing Disappear

(and Other Advice for
Marketing in a Crisis)

\

Review our
Webinar:

Understand the realities of marketing in

a crisis — and how companies can adjust

their marketing strategies to come out
stronger than before.

The COVID-19 pandemic has forced companies to
reconsider their marketing strategy and budgets. Join
Debra Andrews, Marketri's President & Founder, and the

rest of the Marketri Team as they discuss best practices

for marketing during a crisis.

San Francisco

388 Market Street
Suite 1300

San Francisco, CA
94111 866-303-6999

Dallas

3838 Oak Lawn
Avenue Suite 1000
Dallas, TX75219
866-303-6999

Chicago

190 South LaSalle
Street Suite 2100
Chicago, IL 60603
866-303-6999

If you have any questions,
give us acall,

or send an email to
dandrews@Marketri.com

marketri.com

1


mailto:dandrews@marketri.com?subject=Tell%20Me%20More%20about%20Marketri
https://www.marketri.com/marketri-webinar-dont-let-marketing-disappear-in-a-crisis-video-playback/
https://www.marketri.com/marketri-webinar-dont-let-marketing-disappear-in-a-crisis-video-playback/

Philadelphia T H
Soan Francisco U #1005 SN AT £ ' w4 EEEEEER
Dall marketr1 *



http://www.twitter.com/marketri
https://www.linkedin.com/company/216004
http://www.marketri.com/

Discussion Topics:













The core business
functions make up the key
activity of the enterprise,
but they may also
comprise other (minor)
activities if the enterprise
considers these as part of
its core functions:

Human Resources

Sales & Marketing
Research & Development
Production & Operations
Customer Service
Finance & Accounting

Information Technology
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Consistency is the
key to marketing.
You want your
organization to be
In the best possible
position to
consistently and
effectively promote
your services/
products either
during the crisis or
as we head out of
the crisis.
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Aggressive
communications &
direct sales are not
appropriate right
now if your products
and services are not
relevant to this crisis,
especially during the
period when non-
essential businesses
are closed.
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From

Sent: Friday, March 20, 2020 12:24 PM
To: Sylvia

Subject: Reconnecting

Sylvia,

| haven't heard back and thought I'd just circle back around to see how things were.

| completely understand that it can be a little overwhelming to be in your position, but that's the exact reason that | wanted to
connect. Through the use of our enterprise-level web-design expertise and our status as a Platinum HubSpot Partner, we work
closely with you, at your budget, to secure qualified leads.

It can’t hurt to at least learn more. That goes both ways, as I'm curious to hear more about your goals.

Do you have some time after lunch on Wednesday for a quick call?

All the best,
Lindsey
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Reach Out! If you can
help hospitals bolster
experienced
manpower or life
saving equipment.

No marketing fluff /
no sales spin. Be
respectful of time and
get right to the point.

Being helpful does
not mean you are
taking advantage.
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From: Aaron Price <aprice@njtc org>

Date: March 20, 2020 at 3:33:01 PM EDT

To: Debra Andrews <dandrews@marketri.com>
Subject: Hospitals needs our help. We need your input.

Hi Debra,
I'm writing today hoping that our community will rally and that you will help.
Specifically, I'm hoping you'll help with these 2 things:

1. Share resources and suggestions of what we can do to produce and/or get gear and supplies to medical professionals and others addressing the covid-19
pandemic as well as products and services we can offer our community. Please let us know here, as soon as possible.

Hospitals and the State are specifically in need of N95 respirators and masks, and we are also interested broadly in hardware, software, and all innovative
solutions that can help.

Hackenszack Meridian Health, the largest integrated hospital system in MJ, will review submissions for applicability and to determine if there is an opportunity to
potentially support the scaling and distribution to those who need them. We will also be sharing these resources with the State.

2. Please take our Covid-19 business-survey so we can share summarized (and anonymized) learnings with you and so that we can create programs to help your
specific needs.

This email kicks off the first of our weskly survey series where we ask you to share how your organization is dealing with covid-19. After this first benchmark
survey, future surveys will be just 2-3 questions.

For those of you who respond to at least 3 surveys, you'll have the chance to be featured in an upcoming webinar.
While the world has changed, we will continue to unite our community To help one another. In that spirit, we tremendously appreciate your participation in both of the
above requests.
Stay safe and wash hands,
Aaron

CEQ, MJ Tech Council
Founder, Propelify

We just wrapped up o webinar with on infectious diseose doctor who also leod disaster recovery for September 11th. Lots of useful covid-19 focts and advice shared. Highly
recommend that, after you do #1 and #2 obove, you watch it here.
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SWOT Analysis:

In a time of crisis, you
want to redefine and
reidentify your
Opportunities and
Threats first

Opportunities: Help
focus your priorities to
set near-term actions

Threats: Help define
your risk tolerance,
areas of concern, things
to monitor
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Questions to help
identify Opportunities:

How do our existing
services apply to our
target audiences right
now?

What customers need
help the most and why?

What specifically do
they need right now?
What questions are they
asking?
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Questions to help
identify Opportunities:

Are there any benefits or
values of our services
that are more valuable
than before?

What skill sets do we
have in house (that we
may not be leveraging)
that apply to this new
circumstance?

What information would
be ideal to make a more
informed marketing
pivot? What can we get

right away? W
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Questions to help
identify Threats:

What's the worst-case
scenario regarding our
continued business
operations?

What do we expect our
competition to do?

How severe are the risks
that we can identify?

What are immediate
causes for concern?

What are potential risks

morttorr A\
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INTERNAL

PRODUCT,
STRENGTHS,

WEAKNESSES




Considering Coronavirus:

Use the lens of today
and tomorrow

Work from home
trends amplified

Buyer purchasing
habits changing

Diversified lead
sources






Brand Considerations
During a Crisis:

Marketing side of the
brand

Operational side of
the brand



Marketing Side of
the Brand:

Company messaging
Company positioning
Logo

Colors

Fonts

Design



Operational Side of
the Brand

Business continuity
during the crisis

Responsiveness

Tone/actions (inward
vs outward)

Community

positioning / local
businesses






Evaluate Website Health:

Using a tool, such as
SEMrush or Moz,
evaluate your website
health

Prioritize errors,
warnings, then

notices

May require
developer resources



User Experience:

Best time to take a
fresh look to website

Does menu structure
make sense?

Does the site work
well on mobile?

Are all CTAs clear?
Are pop-ups relevant
and working properly

Review Crazy Egg
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Analytics
Things to consider:

Where 1s traffic coming
from?

What content is driving
the most conversions?

Are conversions set-up
correctly?

Which pages have the
highest bounce rate,
and why?

Develop findings as a
baseline to reference

going forward W
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Audit Existing Content:

Covid-19 Content
Ensure Content is still
relevant (review top

performing posts)

Evaluate landing pages
and gated content

Revive the blog



Keyword Research:

New Covid-19 Keywords
How do we rank now?

New target keyword
research

Update tracked
keywords

Branded vs.
Non-Branded



Content Calendar:

Minimum 3-month plan

Include updates to old
content

Development of new
content

Beware of keyword
cannibalization!






In Response to a Crisis:

Review & pause current
scheduled campaigns
(for social posts, PPC
campaigns, email,
automations, blog,
video, etc.)

Conduct social listening
Temporarily shorten the
planning & publishing

timeframe

Maintain brand
consistency
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Evaluation, Planning,
Go Forward:

Connect with
community

Review performance,
audience, opportunities

Optimize each profile

Refresh messaging &
review new concepts
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Questions?
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