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COVID-19 has undoubtedly altered the world as we know it. Every industry is being affected, with the advertising space experiencing 
its own whirlwind of changes and hurdles to overcome. While there is no official playbook for brands to follow, we’ve put together 
some best practices for creating, maintaining, and growing lasting relationships with your consumers during this uncertain time.

Do Be Mindful of Your Messaging.
Given the current state of the economy and on-going health threat, there are increasing 
concerns regarding sensitivity with advertising. Advertisers who aren’t careful with the 
messaging of their campaigns risk coming across as tone-deaf. While many brands are quickly 
adapting to reassure consumers in different ways, not all have found success in their tactics, 
resulting in backlash. Messages of resilience, hope, solidarity, kindness, love, humanity, and 
advice on how to deal with the current situation have been well-received thus far. Ultimately, 
relatable expressions of emotions, empathy, and sincere reason will resonate and strike a more 
profound chord with consumers, who are desperately seeking meaningful communications.

Do Understand That Consumer Mindsets Have Changed.
Many consumers are facing their own challenges, worried about finances, job stability, and 
the health of their family. When evaluating current ad campaigns, brands should consider their 
audience and ensure it represents their current goals. Marketing strategies must go deeper, 
beyond just demographics, now more than ever. Brands also need to strategize how they will 
align with and support post-pandemic consumer values and needs. Previous methods of reaching 
target audiences may no longer be as effective. Before launching a new campaign or product, it’s 
critical to figure out how your target audience is spending their time, what type of content they’re 
consuming, and the potential for unexpected attitudes or feelings toward your brand, product 
category, and even specific products.

Do Adapt to Shifting Consumer Behavior.
The pandemic won’t last forever, but the consumer habits, media consumption trends, and 
technological and business developments that are being implemented are likely to stay. Using 
performance-based marketing in a time of rapidly shifting consumer behavior will not only 
help keep budgets in check, but the highly trackable nature of this model will provide real-
time insights on where consumers are converting. By getting creative with communication, 
marketers are able to effectively capture the attention of their audiences, who are currently 
overloaded with media.

Do Increase Communications on All Fronts.
No matter what the state of the world is, transparency is always appreciated by consumers. It 
is especially important during turbulent times as increased visibility into business operations will 
help keep consumers informed and at ease, while also keeping them in the sales funnel. There 
isn’t a right or wrong amount of communication for handling a rapidly changing situation like the 
coronavirus epidemic but brands who are honest and open with consumers will solidify trust. Don’t 
offer consumers vague reassurances, that’s not what they want to hear. They’re looking for concrete, 
actionable steps that companies they buy from are taking, like redirection of necessary resources.

Do Form Authentic Partnerships & Meaningful Initiatives.
COVID-19 has brought about a rise in “smart generosity”—the innovative application of a 
company’s resources (cash, personnel, operations, reinvented products/services) toward an 
urgent social issue, which puts the needs of stakeholders before short-term profits. Brands that 
evolve their purpose, shift their models, or add philanthropic activities to help their communities 
during times of crisis are better positioned to adapt and endure during these uncertain 
economic times. It’s important to do this with prudence, communicating with authenticity to 
ensure that your brand is not coming off as looking for kudos or points. Testing new partners 
now can help to broaden audiences in the short-term and drive higher conversion rates in the 
long-term when markets begin to stabilize.

Don’t Use This As An Opportunity To Profit Off Of The Crisis.
Brands that choose to prioritize profit over people risk looking “opportunistic” and 
“tasteless,” like they are trying to capitalize on the global health crisis. Consumers are 
overwhelmed and anxious. They don’t want to be bombarded with sales messages when 
many may not feel financially stable. Anything that clutters their lives without adding value 
right now is very likely to give them a negative impression of the sender—one that may be 
difficult to overcome even after the crisis.

Don’t Cut Ad Spend, Reallocate It.
When marketers cut back on their ad spending, the brand loses its “share of mind” with 
consumers, with the potential of losing current—and possibly future—sales. Brands should 
strategically reallocate budgets from channels that rely on upper-funnel attribution models, to 
those that provide measurable results. Performance marketing during a time when every dollar 
counts keeps ROI and ROAS as the focus, which is great for marketers who only pay after desired 
results have been achieved. Take control of things that are easily changeable and can be closely 
monitored and adjusted as needed.

Don’t Assume That Yesterday’s Marketing Will Work Tomorrow.
Now is the time to think about the type of relationships your brand is interested 
in building. Perfecting the balance of human intuition and data-driven insights 
will be integral in surviving this transformative period and provide brands with a 
practical framework for innovation moving forward. In the meantime, avoid knee-
jerk reactions, use data and numbers to drive business decisions, develop objective, 
consumer-focused solutions, and, most importantly, don't panic.

Don’t Sit Idle.
Recently released stats show consumers actually want advertisers to continue advertising during 
the pandemic. An increase in “share of voice” typically leads to an increase in “share of market.” 
While it may not directly result in immediate profits, it will keep your brand top of mind and in a 
good light among consumers. Marketers will need to take the lead by implementing new strategies 
to reassure current brand loyalists while also building credibility among potential new customers (if 
they choose to target them).

Don’t Forget About “The After.”
It may be hard to envision now, but the COVID-19 crisis will end, leaving both consumers 
and businesses left to assimilate to the “new normal.” Brands that don’t have a post-pandemic 
marketing plan in place will be at a disadvantage when consumers are ready to resume 
their regular spending. Long-term, loyal relationships can be built during this crisis and the 
companies that take what they learned from the pandemic and re-prioritize what matters 
most—supporting customers and clients—will come out on the other side as winners.
 

While the COVID-19 crisis is a situation unlike anything ever experienced before, unexpected challenges 
are nothing new in the advertising industry. Advertisers will each require their own unique approach 

moving forward, varying by brand, message, and audience. No matter your brand’s situation, 
Digital Remedy is here to help.


