
Watch 
Our 
Webinar

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.
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Discussion Topics:
Why Marketing Should Not Disappear! Debra Andrews, Founder & CEO

To Sell/Communicate or Not During this Crisis

If You Can’t Communicate, What Should You Be Doing?

Opportunities & Threats Assessment George Jacob

Build your strategic marketing plan or adjust the one you have Erica Gentilucci

Evaluate your brand and messaging Debra Andrews

Optimize your website Kevin Moll

Develop a content strategy Kevin Moll

Evaluate your social presence Trisha Gallagher

Stay Strong! #InThisTogether

Q&A
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Marketing Strategy

WHY MARKETING SHOULD

NOT DISAPPEAR
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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.



HOW TO COMMUNICATE AND

WHETHER TO SELL

DURING THE CRISIS

Communications
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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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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.ALWAYS
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WHAT SHOULD YOU BE

DOING?

Strategic Planning



OPPORTUNITY & THREATS

ASSESSMENT

Strategic Planning
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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

SWOT Analysis:
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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?

Questions to help 
identify Opportunities:
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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?

Questions to help 
identify Opportunities:
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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 
that we need to 
monitor?

Questions to help 
identify Threats:



BUILD OR ADAPT YOUR

MARKETING STRATEGY

Strategic Planning



E X T E R N A L

I N D U S T R Y
C O M P E T I T I O N

&  M A R K E T
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H A B I T S ,  P A I N S

I N T E R N A L
P R O D U C T ,  

S T R E N G T H S ,  
W E A K N E S S E S

S A L E S
P R O C E S S &  

B U S I N E S S M O D E L

M A R K E T I N G

S T R A T E G Y
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Use the lens of today 
and tomorrow 

Work from home 
trends amplified 

Buyer purchasing 
habits changing

Diversified lead 
sources 

Considering Coronavirus:



EVALUATE YOUR BRAND

AND MESSAGING

Strategic Planning
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Marketing side of the 
brand

Operational side of 
the brand

Brand Considerations 
During a Crisis:
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Company messaging

Company positioning

Logo

Colors

Fonts 

Design

Marketing Side of 
the Brand:
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Business continuity 
during the crisis

Responsiveness

Tone/actions (inward 
vs outward)

Community 
positioning / local 
businesses

Operational Side of
the Brand



OPTIMIZE YOUR WEBSITE

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

Prioritize errors, 
warnings, then 
notices

May require 
developer resources

Evaluate Website Health:
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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

User Experience:
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Where is 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

Analytics
Things to consider:



DEVELOP A CONTENT

STRATEGY

Strategic Planning
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Covid-19 Content

Ensure Content is still 
relevant (review top 
performing posts)

Evaluate landing pages 
and gated content

Revive the blog

Audit Existing Content:
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New Covid-19 Keywords

How do we rank now?

New target keyword 
research

Update tracked 
keywords

Branded vs.
Non-Branded 

Keyword Research:
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Minimum 3-month plan

Include updates to old 
content

Development of new 
content

Beware of keyword 
cannibalization!

Content Calendar:



EVALUATE YOUR SOCIAL

PRESENCE

Strategic Planning
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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

In Response to a Crisis:
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Connect with 
community

Review performance, 
audience, opportunities

Optimize each profile

Refresh messaging & 
review new concepts

Evaluation, Planning, 
Go Forward:
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STAY STRONG!
#INTHISTOGETHER

Strategic Planning



Questions?
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