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Start with your staff
It all begins here. Before you go out 

and help others, make sure your own 
company is at a healthy state. Take care of your 

customers
Be there for them. Inform them on 
how COVID-19 affects business and 

manage their expectations.

Help
Use your expertise and brand 

capital to build solutions.
Be brave

Crisis and opportunity are often two 
sides of the same medal, it‘s just a 

matter of perspective. 
Be courageous.

Move to online
Find ways to re-structure your 

products / services to offer them 
through online channels.

Lead with confidence



Staff

1.

Start with your



While everyone tries to make sense of the world around himself, 
communicating clearly and confidently is very important. This 
communication needs to start with your employees. 

First, manage their expectations accordingly and create peace of mind in 
your company. Only then are you at a healthy state and only then are you
able to help others. Secondly, take good care of your staff. Show (not tell) 
that you‘re there for them. There is no better opportunity than a crisis to
prove to your employees that they are working for a company that doesn‘t
let them down. We‘ve seen a lot of companies that are making use of this
opportunity: 

Starbucks has extended its mental health benefits. In partnership with Lyra 
Health, Starbucks is offering its partners personalized, confidential mental 
health care, 20 free in-person or video sessions every year for partners and
each of their eligible family members, online scheduling with most
providers available within two weeks, and access to a provider network of
mental health therapists and coaches. 

OneDine is offering a free Tap & Pay Touchless Payment system to
restaurants during the COVID-19 crisis.

Mark Cuban announced that any of his employees (including those who
work for the Mavericks) will be reimbursed for any lunch and coffee
purchases from local, independent small businesses. 

This is a brilliant initiative, as Mark Cuban is not only supporting his
employees but he‘s also showing courage for local businesses. 1



Customers

2.

Take care of your
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Ask
Ask how your customers are 

doing and give them your 
attention. Show (not tell) that 

you’re there for them.

Be there
Be there for your customers. If you‘re

in the B2B business, many of them may
be struggling. Find a way to help them. 

After the crisis, they will remember.

Be clear

Be calm
Times of crisis can be confusing and

frightening, resulting in an amplification
of speculation, conspiracy theories, 

obfuscation and censorship. Don‘t heat
the fire, communicate calmly.

Be true
In any crisis, it’s crucial that

communicators deal in facts and good
information. Base your information on 
trustworthy sources such as the WHO 

or the NYT. 

Tell your customers which effect 
COVID-19 has on your business. 

Manage expectations clearly.

Take care of your Customers



Help

3.
Find solutions & provide



None of us want crises to happen. But when they do, there is no better
time to demonstrate what you stand for as a company. Crises can
represent a “show not tell” moment in your corporate reputation
process. Here are a few examples of companies that stepped up to help: 

Google established a COVID-19 fund that enables all temporary staff
and vendors, globally, to take paid sick leave if they have potential 
symptoms of COVID-19, or can’t come into work because they’re
quarantined. They have also made their video conferencing service, 
Hangouts Meet, available for all G-suite customers until July 1, 2020.

Adobe is giving higher education and K-12 institutional customers of
their Creative Cloud apps the ability to request temporary “at-home” 
access for their students and educators. This is being granted through
May 31, 2020 at no additional cost and is available globally.

LVMH, the parent company of Christian Dior, Guerlain and Givenchy, 
wants to help French health authorities by manufacturing hand sanitizer
and providing it to them for free. LVMH said it will use all the production
facilities of its perfumes and cosmetics brands to produce large 
quantities of hydroalcoholic gel, or hand sanitizer, starting Monday.

Sweetgreen has announced it will start dedicating Outpost
operations and teams to support “those on the front lines” (meaning
hospital workers and medical personnel) by delivering free salads and
bowls to hospitals in the cities it serves. 2



Online

4.
Move to

1) Find a way to offer your product / service online

2) Define your audience

3) Find the right channels to promote your business online

4) Conceptualize the funnel

5) Design the customer journey



Move your product / service online

Offer online consultation / 
Webinars to your 

customers

Online consultation

Sell products to your 
customers directly online. 

Online shop

Re-structure your products or services and offer them through 
online channels. Due to more and more people staying at home, 
online activity is surging and consumption moves from offline to 
online. After the Coronavirus outbreak in France, the fashion retail 
sector recorded 5% more traffic in their online shops. 

Now, more than ever, it has become indispensable to be online. 
Enable your customers to interact with you through online 
channels. For example, as a doctor, you could offer your patients 
an online meeting through Zoom or Skype. As the owner of a 
fashion boutique, you could think about launching an online shop or 
consulting your best customers via WhatsApp. It’s very important 
to stay close to your customers. 

Think about the other side of the medal: more and more people are 
also growing awareness of local businesses. But to make use of 
that opportunity, your products and services need to be easily 
accessible and sellable online. 



Precisely defining your core audience plays a crucial role in 
the digital marketing landscape. The most efficient
marketing campaign will still lose you money if you show it
to the wrong people. „There is surely nothing quite so 
useless as doing with great efficiency what should not be
done at all.“ - Peter Drucker 

If you‘ve dealt with your customers in the offline world
most of the time, then you surely know best who they are. 
The real challenge is quantifying that so platforms such as
Facebook or Linkedin understand your customers too.  

One way of making these platforms understand your
customers is to import existing data about them. Please be
very careful here and make sure that you have your
customer's consent before importing any data. Facebook 
can automatically build Lookalike audiences off your
imported audience. It will find people that are similar to
your core audience. 

Define your audience

?



Find the right
channels
Before you go any further, there‘s an important distinction
to be made between paid and organic advertising. While
organic advertising requires creating unique and fresh
content on a frequent basis, the success of paid media
campaigns depends mainly on the creativity of the ad sets
and the customer journey. Organic content strategies often
go a long way as they build up reach sustainably and without
any advertising cost. However, they take a lot of time and
effort to build and you need to be very patient until you get
to see the fruits. Paid media campaigns can carry fruits
much quicker if you have a distinctive idea.

If you choose to go with paid media, then you should
differentiate between search engine advertising (SEA) and
social media marketing (SMM). Search engine advertising
means making your products or your website more visible
on a search engine such as Google. This may be a good
strategy for you when your business operates in a niche, 
where the search traffic for your keyword (could be a 
service or a product) is relatively low. This is because search
terms such as „currywurst in Berlin“ or „coffee shops in 
Amsterdam“ are often highly expensive. 4



This leads us to an important indicator, the
customer lifetime value (LTV). Without the LTV, 
you won't be able to calculate whether your
marketing campaigns are effective. 

Now, let‘s take it a step further and figure out, 
which channels are suitable for your messaging.

The graphic on the left (design credits go to
Leverage) gives you a vague picture of the
different channels. This is not a complete list; also 
consider Youtube, Tik Tok, Medium or Quora. 
If you want to show beautiful creatives, Pinterest 
might be the platform to do that. When it comes
to reacting quickly to new trends or news, then
Twitter is the way to go. Consider Instagram and
Facebook if you want to reach the most people
and profit from hyper-targeted ads. Snapchat is
good for reaching mainly young people and
Linkedin‘s power lies in B2B Marketing. 



Awareness
Focus on 

showing the 
value of your 

product or 
service.

Interest
Retarget 

people with 
an interest 

arousing ad.

Consider
Explain the 
benefits of 

your product 
and serviceEngage

Retarget 
interested 

people with an 
interactive ad.

Convert
Think of an 

original Call to 
Action and 
lead people 
into a clear 
customer 
journey.

Advocacy
Cross-sell/ 

up-sell where 
you can.

Connect
Interact with your buyers. 

Build trust and convert them 
into loyal customers.

Conceptualize the digital funnel 
Example: Facebook Ad Campaign



“How ___ is 
revolutionizing ____ “

Make use of personalized 
pitches towards different 

audiences.

Pitch

“Get 10% off your presale 
with this code – only valid 

for the next hour”

Urgency & 
Limitation

Make sure you have an 
original an clear pre-order / 

buy Call to action with 
express checkout.

Call to Action

Integrate quotes, personal 
experiences from authentic 

people with links to their 
social accounts

Social Proof
Answer the most probable 
questions to be asked and 
follow up with another Call 

2 Action

FAQ

Design the customer journey
Example: Landing Page



Brave

5.
Be



A crisis like this might not be the time in which you feel like being brave. 
However, if your company is at a healthy state you should consider
making courageous bets. Crisis and opportunity are often two sides of
the same medal, it‘s just a matter of perspective. Be fearful when others
are greedy and greedy when others are fearful, to put it in Buffets words. 
So, instead of cutting the Marketing budget in half, try doubling down. 

Take the cereal company Kellogg for example: In the late nineteen-
twenties, two companies—Kellogg and Post—dominated the market for
packaged cereal. It was still a relatively new market: Ready-to-eat cereal
had been around for decades, but Americans didn’t see it as a real 
alternative to oatmeal or cream of wheat until the twenties. So, when the
Depression hit, no one knew what would happen to consumer demand. 
Post did the predictable thing: It reined in expenses and cut back on 
advertising. But Kellogg doubled its ad budget, moved aggressively into
radio advertising, and heavily pushed its new cereal, Rice Krispies. (Snap, 
Crackle, and Pop first appeared in the 1930s.) By 1933, even as the
economy cratered, Kellogg’s profits had risen almost 30 percent and it
had become what it remains today: The industry’s dominant player.

If your company is struggling to stay liquid, then doubling down on your
marketing budget will make the ship sink quickly.  Only bet big, if you‘re
able to. In case you own a small business that‘s struggling to make it
through these times, then reach out to us, we‘re happy to offer you our
consultancy services for free (see next slide). 
This crisis will re-shuffle the cards. Agile and quickly responding
companies will come out on top as winners, and businesses that cling to
the old normality will perish. Start with your staff, take care of your
customers, help (if you‘re able to), move to online and be brave to steer
your ship into safe haven. 5



Are you self-
employed and 
struggling to 
make it through 
these times? 

You may be eligible to receive 
our services for free.  

Reach out to: 
info@young-digital.com 



Marketers
We believe in a healthy mixture 

of best practices and          
brave ideas.

Designers
We design journeys by looking trough 

the customers eyes. People ignore 
design that ignores people.

Developers
Artificial intelligence will be 

indispensable for marketing in the 
future. We are already using it.

Pluralists
Our team is spread all over the 

world. We benefit from diversity.

Entrepreneurs
Our team consists of many 
founders that often both 

failed and succeeded. 

We are

We are


