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Come Back Stronger: 
How to Tailor Your 

Message & Marketing 
In 2020

● What you need to equip your company
● Ideas and proper messaging for your 

campaign comeback 
● Consumer behaviors have shifted - what 

services will your business bring into the new 
normal? 
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Where do we currently stand?

MARYLAND DC VIRGINIA

DC, Maryland, and Virginia’s Plans to Open

Latest: 
Northern Virginia is 
in Phase 2.

Latest: 
Montgomery County 
is in Phase 2.

Latest: 
DC entered Phase 2 
on Monday 6/22.



CURRENT LANDSCAPE

Accenture 
Report

Accenture 
Report

American 
Association of 

Advertising 
Agencies

73% 
of advertisers have 

modified or 
developed new 
assets since the 

start of the 
pandemic. Of these, 

over half (53%) are 
increasing 

messaging that 
emphasizes the 
mission of the 

company.

AdAge

Consumers 
Have a Growing 
Love for Local

The desire to shop 
local is reflected in 
both the products 
consumer buy (e.g. 

locally sourced, 
artisanal) and the 

way they shop (e.g. 
supporting 

community stores).

80% 
of consumers feel 

more or as 
connected to their 

communities.

43% 

of consumers find it 
reassuring to hear 

from brands. In 
addition, 56% said 

they like learning how 
brands are helping 
their communities 

during the pandemic.



brand management



Insight
The pandemic is likely to produce two distinctive 
behavioral archetypes: people who have embraced a 
new lifestyle and those who have largely remained 
unchanged. (Forbes)

Overall Brand Analysis
● Does your brand look and feel trustworthy?
● What do you stand for?
● How are you upholding your mission statement?
● Are you communicating your social responsibility?

Pro Tip
Spend time updating your customer segments. 

Some brands will need to figure out how to win back old 
customers with new mindsets. Other brands will use the 
opportunity to steal market share by appealing to 
consumers’ newly-formed lifestyles.

Brand Management



Insight
A survey by Valassis shows that 84% of consumers 
appreciate the way brands have changed their 
advertising and tone due to the ongoing COVID-19 
pandemic.

Creative
● Imagery and messaging should be empathetic 

of today’s world 

Messaging
● Prompt action without it reading as overly 

“selling”
● Keep messaging concise, direct
● Communicate your policies 

Pro Tip
It’s more important than ever to run integrated PR, 
paid social and marketing campaigns aligned with 
your brand ethos.

Brand Management



Insight
65% of surveyed consumers indicated that their 
likelihood of purchasing a brand would subsequently be 
based on how well the brand responds to the crisis.

● Confirm your pivot strategy 
● Receive approvals from team members
● Ensure messaging is consistent across all channels
● Include reopening timeline and new policies
● Share the cleanliness policy & actions with 

your marketing and operations teams 
● Provide imagery to match story lines 

Pro Tip
Companies need to proactively message their new 
approaches to cleanliness, employee protocols, changes 
to services & amenities. 

Understand how your CVB and Property Management 
company are pivoting.

Brand Management



consumers’ 
experience



Insight
Consumers globally intend to continue the adoption of 
digital and low-touch activities.

● Focus on your website and digital presence 
● Direct-to-consumer (D2C). Make your services or 

product accessible beyond your physical location. 
● Write blogs

○ Become a thought leader, answer 
questions, and improve SEO 

● Host virtual events such as educational webinars
● Live chat
● Think creatively to capture consumers who will 

remain home initially or want to engage digitally

Pro Tip
Most consumers are waiting on other milestones before 
regularly engaging in out-of-home activities. Continue to 
invest in your company’s digital and in-home presence 
to accommodate consumers. 

The New Consumer Experience



Insight
As we enter Phase 2, consumers have different in-person 
expectations, perceptions, and behaviors.

● Emphasize your new practices
● Small groups
● Cleaning and sanitization
● Physical distancing 
● PPE (mask wearing, gloves)
● Contact tracing registration
● Offer services online!

Pro Tip
Consumers are looking for enhanced cleaning and 
masks or barriers when choosing where to shop in-store. 
25% of consumers in the US prioritize masks and barriers, 
while 31% prioritize cleaning and sanitization. 

The New Consumer Experience



multi-channel approach



Insight
COVID-19 has changed consumer behavior and therefore 
advertising. Digital marketing consumption has 
increased, especially social media & streaming TV which 
increased by 55%. 

Develop a marketing plan and diversify your digital 
media mix: 

● Display & digital advertising
● Search - re-evaluate search volume
● Streaming TV (OTT)
● Social media & paid social
● Email
● Blogs, webinars, sponsored content, etc.

Pro Tip
Consumers have also become more value-driven. 46% of 
consumers are more interested in deals, coupons and 
promotions than before COVID-19. Campaigns should be 
be a mix of awareness, engaging content, and value 
promotions.  

Digital Marketing



Insight
37% of consumers say they are now more excited about 
receiving mail and 30% of consumers are spending more 
time reading marketing and promotional materials.

The interaction between younger generations and the 
mail shows even greater engagement among 18- to 
24-year-olds and 25- to 34-year-olds.

● Print ads are a great way to reach subscribers - you 
have their undivided attention

● Newfound appreciation for direct mail and lifestyle 
publications

Pro Tip
Reconsider your previous media mix based on your 
target audiences. 

Ensure your products or services are as accessible as 
possible. Pivot your message to align with consumer 
needs. 

Print Advertising



Leaderboard Digital Banner Ad

Half Page Digital Banner Ad

Medium Rectangle 
Digital Banner Ad

Half Page Print Display Ad



Credit: CMBellHalf Page Digital Banner Ad

Leaderboard Digital Banner Ad

Full Page Print Display Ad

Medium Rectangle Digital Banner Ad



Pro Tip Takeaways



PRO TIP TAKEAWAYS

● Content should align with brand ethos

● Listen to your audience - focus on what they want to 

hear 

● Finesse what service means now 

● Diversify your media mix

● Don’t undervalue Q3 & Q4 - plan now in order to 

maximize marketing and revenue 

● Connect with your Property Manager, City, and 

CVB/DMO

● Align operations and marketing

● Evaluate the state of the world and new consumer 

behaviors to align with operations and marketing



PHASE 1 PHASE 2 PHASE 3 PHASE 4

COMEBACK PLAN CHECKLIST

✔ Align with operational 
team to enhance experience 
in keeping with necessary 
restrictions

✔ Dates confirmed for 
expansion of gathering 
criteria 

✔ Deploy creative 
campaigns 

✔ Explore opportunities for 
hosting local influencers

✔ As applicable, launch 
additional services; use steps 
in Phase 1 

✔ Consider the state of the 
world and update 
campaigns (messaging,  
images, target markets) to 
meet current tone

✔ Evaluate the state of the 
world; align operations and 
marketing with new 
consumer behaviors 

✔ Welcome journalists and 
influencers 

 ✔ Continue to evaluate the 
state of the world and new 
consumer behaviors 

✔ Find your new normal for 
impactful, ROI-driven 
marketing

✔ Align your marketing 
and revenue management 
strategy

✔ Confirm pivot strategy

✔ Implement interim 
approach

✔ Finalize cleanliness 
protocol and 
communication plans

✔ Update website, social 
channels and marketing 
campaigns with reopen 
dates and new policies

✔ Identify 
spokesperson/people for 
media and guests with 
concerns



Thank you for attending!

Margaret Doan - GKA a creative agency
mdoan@gkaadvertising.com 

Sarah Crisafulli - GKA a creative agency
scrisafulli@gkaadvertising.com

Jennifer Farkas - Bethesda Magazine
jennifer.farkas@bethesdamagazine.com
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