
Click to edit Master title style

Marketing In A Crisis
Small Business Strategies for dealing with 

COVID 19 

presented by

Your Wisconsin SCORE Chapters



Webinar Administration
Å Participants in listen only mode

Å Slides and recording will be posted on Score website

Å Several resources are hyperlinked

Å Please respond to instant polling questions

Å Contact your Score mentor to assist you

Å Click here to enter your questions during the presentation



SCORE: Who We Are

ÅNational nonprofit dedicated to 

small businesses 

ÅEstablished 1964

ÅResource arm of U.S. SBA

ÅOver 10,000 volunteers

ÅEducation and mentoring

ñYou get an experienced, successful business person on your team for unlimited 

adviceé. and it is free!ò



Wisconsin Score Contacts

Chapter Website Email Phone

Southeast 

Wisconsin

sewisconsin.score.org score.28@scorevolunteer.org (414) 297-3942

West 

Central 

Wisconsin

centralwisconsin.score.org ch.admin0535@scorevolunteer.org (715) 384-3454

Fox Cities foxcities.score.org score.foxcities@scorevolunteer.org (920) 303-2266 

Green Bay greenbay.score.org GreenBayScore@gmail.com (920) 222-2167 

Madison madison.score.org Madison.score@scorevolunteer.org (608) 441-2820

mailto:score.foxcities@scorevolunteer.org
mailto:Madison.SCORE@SCOREVolunteer.org


Score Webinar Series
COVID 19 Strategies

1. The Health of Your Business

3. Business Model Adaptations

2. Finances & Staying Alive

4. Marketing in a Crisis
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Marketing in A Crisis

ÇScary Times 

Success Manual

ÇMarketing in a 

Crisis

ÇCommunications in 

a Crisis

Agenda



The òScary Timesó Success Manual
Transforming current anxieties and fear into 

strategic growth, progress, and achievement

1. Forget about yourself; focus on others

2. Forget about your commodity; focus on your 

relationships

3. Forget about the sale; focus on creating value

4. Forget about your losses; focus on your 

opportunities

5. Forget about your difficulties; focus on your 

progress



The òScary Timesó Success Manual

6. Forget about the òfutureó; focus on today

7. Forget about who you were; focus on who you can be

8. Forget about events; focus on your responses

9. Forget about whatõs missing; focus on whatõs available

10. Forget about your complaints; focus on your gratitude

https://resources.strategiccoach.com/guides/scary-times-success-manual?mc_cid=c024f939f1&mc_eid=737bf8c7da
https://resources.strategiccoach.com/guides/scary-times-success-manual?mc_cid=c024f939f1&mc_eid=737bf8c7da


Pre- COVID 19 Marketing Strategy

Create a marketing baseline: understand your 

customer segments pre-COVID-19 crisis

ÅWho are our most important customers or 

segments?

ÅAre there new customer segments that you could 

serve?

ÅWhat problems do you solve, your value 

proposition, for each segment?



Pre- COVID 19 Marketing Strategy

Create a marketing baseline: understand your 

customer segments pre-COVID-19 crisis

ÅWhat products and services do we offer for each 

segment?

ÅWhat is our pricing strategy for each segment 

(competitive, discount or premium)?

ÅHow do you market to each segment? (Digital 

and video is now very important)



COVID 19 Market Impact

What are the short and longer-term impacts 
of the COVID-19 crisis on your market?

ÅIn the next 30 to 60 days?

ÅIn the next one to two years



Communicating with Customers

How do you communicate with customers?

ÅUse your Internet presence (Website & Social Media)

ÅOutbound & Inbound (SEO, PPC, Facebook Ads, etc.)

ÅSocial Media Content (Posts, Shares, Video, etc.)

Åhttps://www.linkedin.com/feed/update/urn:li:activity:6651894295131365376/

ÅUpdate your directory listings (Google My Business)

https://www.linkedin.com/feed/update/urn:li:activity:6651894295131365376/


Communicating with Customers



McDonaldõs Case Study

How McDonalds pivoted (https://bit.ly/3dCSk1L)

Value proposition:

ÅòFood preparation with standardized and optimized 
processesó

ÅòStrong efforts for sustainability and social responsibilityó

https://bit.ly/3dCSk1L


Tactic Short-

Term

Long-

Term

Quality fast food at competitive prices X X

Mobile ordering, pay and drive through X X

Communications about community X X

Suspend dine in X

Free food for seniors and students X

Free delivery on orders over $15 X

Special app and pick-up for truck drivers X

McDonaldõs COVID 19 Strategy

https://www.mcdonalds.com/us/en-us.html

https://www.mcdonalds.com/us/en-us.html


Tactic Short-

Term

Long-

Term

Quality fast, safe food at competitive 

prices

X X

Mobile ordering apps, contactless 

payment,  drive through

X X

Suspend dine in X

Free food kidôs meals with purchaseX

Free delivery on orders over $10 X

Walk-out pick up, including truck drivers X

Food donations to front line workers X

Burger King COVID 19 Strategy

https://www.rbi.com/file/Index?KeyFile=403447243

https://www.rbi.com/file/Index?KeyFile=403447243


Company PR Missteps During Crisis

3M
Availability and pricing of respirators by 

distributors in a global supply chain

Classified as non-essential and defied 

safer at home order

Government invoked the Defense 

Production Act to secure ventilator from 

the Ventec join venture



CREDO: òWe believe our first responsibility is to the patients, 
doctors and nurses, to mothers and fathers and all others who use our 
products and serviceséó

Priorities: people who use the products, employees, communities, 
and shareholders.

ñJohnson & Johnson and BARDA (HHS.gov) 

Together Commit More than $1 Billion to 

Novel Coronavirus Vaccine Research and 

Development; Company Expects to Initiate 

Phase 1 Human Clinical Studies of Vaccine 

Candidate at Latest by September 2020. 

Johnson & Johnson Will Establish New U.S. 

Vaccine Manufacturing Capabilities and 

Additional Production Capacity Outside the 

U.S. to Begin Production at Risk to Help 

Ensure Global Vaccine Supplyò

Case Study



Communications in a Crisis

Itõs not about public relations driven ôdamage 

controlõéitõs all about business continuity

ÅAffirmative strategic, business-centric action 

with strong focus on victims in crises

ÅLeaders must communicate early and often 

even though they do not have complete 

information

ÅEstablish a small crisis-response team to meet 

regularly



Communications with Employees

Å Internal communications is first priority!

ÅEmployees look to their leader to reduce anxiety.

ÅRedefine and/or reiterate the mission & purpose

"In this global crisis, we are compelled to look 

beyond our business and do what we can to 

support the many dedicated people who 

continue to deliver the critical services we 

depend on, as well as the most vulnerable in 

our society." 

- Michael McCain

President and CEO, Maple Leaf Foods



Communications with Customers

An effective customer strategy during a crisis 

determines if customers will return to the brand 

when the crisis ends

Advertising 

focuses on 

building 

relationships, 

not selling 

products.

https://www.toyota.com/?srchid=sea:Brand_Toyota_SET_US:GOOGLE:Brand_EXACT::&gclsrc=aw.ds&&gclid=Cj0KCQjwjoH0BRD6ARIsAEWO9DsVZtXchU9o9u0kvMgnXRWTF-_-2ghQmvE1dS9_7II7Pxz4KOcT338aAobsEALw_wcB&gclsrc=aw.ds
https://www.toyota.com/?srchid=sea:Brand_Toyota_SET_US:GOOGLE:Brand_EXACT::&gclsrc=aw.ds&&gclid=Cj0KCQjwjoH0BRD6ARIsAEWO9DsVZtXchU9o9u0kvMgnXRWTF-_-2ghQmvE1dS9_7II7Pxz4KOcT338aAobsEALw_wcB&gclsrc=aw.ds


Communications with Shareholders and Lenders

The COVID-19 crisis has created volatility in 

financial markets and is leading to a global recession. 

You have a responsibility to communicate the impact 

of crisis on your business.



Communications with Communities

What happens with organizations in crisis 

affects communities around them 

There are many examples of 

companies providing direct 

assistance to local and national 

charities. Post this information in 

a blog on your Web site. 

McDonalds has donated masks 

to Illinois medical institutions 

https://bit.ly/3dwt0ua

https://bit.ly/3dwt0ua
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Upcoming SCORE Live Webinars

Å Score (www.score.org/coronavirus)

ï Coronavirus and Your Small Business - A Live Q&A with SCORE 
Mentors;  April 9 at 12:00p CDT (here).

ï National Resources and Policy Updates for Small Businesses 
Impacted by COVID-19; April 16 at 12:00p CDT (here)

ï Marketing Advice to Combat an Economic Downturn; April 28 at 

12:00p CDT (here)

ï Navigating Long-Term Uncertainty and the Aftermath of Disruption; 
May 7 at 1:00p CDT (here)

ï Essential PR Tools and Tactics - Elevate the Visibility of Your 
Business While Being Sheltered in Place; May 14 at 10:00a (here)

http://www.score.org/coronavirus
https://www.score.org/event/coronavirus-and-your-small-business-live-qa-score-mentors
https://www.score.org/event/national-resources-and-policy-updates-small-businesses-impacted-covid-19?utm_medium=email&utm_source=ctct&utm_campaign=covid
https://www.score.org/event/marketing-advice-combat-economic-downturn
https://www.score.org/event/navigating-long-term-uncertainty-and-aftermath-disruption?utm_medium=email&utm_source=ctct&utm_campaign=covid
https://www.score.org/event/essential-pr-tools-and-tactics-elevate-visibility-your-business-while-sheltered?utm_medium=email&utm_source=ctct&utm_campaign=covid


Additional Resources
score.org/coronavirus



Additional Resources
https://www.sba.gov/page/coronavirus-covid-19-small-business-guidance-loan-resources


