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About Attest

But first,
a bit about us…
We’re Attest, and our mission is
simple: we’d like to fill the world
with better products and services,
more successful businesses,
and happier consumers.
Great companies put consumers and
data at the heart of every decision.
That’s critical whether you’re building
new products, creating ground-breaking
campaigns or exploring new markets.
With Attest you can draft surveys,
choose audiences from our pool of 100m
consumers across 80 markets, and analyse
results all in one end-to-end platform.

Anyone in your team can keep in constant
contact with consumers, so you can
make rapid decisions with confidence.
Start analysing results as soon as your
survey is live, and receive hundreds
of responses in a matter of hours, so
research never slows your team down.
Instead, it helps you act more quickly.
For more information now, or after you’re
done reading, get in contact with us!
Now, let’s get to the good stuff…

“Attest is a catalyst for
changing the culture
of our company.”
Senior Executive, Discovery Network

“Takes the stress,
time, and cost out of
consumer research.”
Marketing Manager, Fever-Tree
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Introduction

Introduction
Normal has been thrown out of
the window. For many brands,
business-as-usual isn’t so usual
anymore, and that can be scary for
B2C, B2B, and D2C brands alike.
When you’ve nailed down your messaging, your SEO
strategy, and your campaign plans, a gigantic upset
is probably not what you’re hoping for - and suddenly
changing direction can feel a bit like flying blind.
There’s solace, though, in the fact that every marketer
is experiencing something similar right now. And,
sometimes, it takes a shift away from normality for
brands to experiment with something totally new.
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We asked 16 marketing leaders how they’re
responding to the COVID-19 crisis, and
what we got was an amazing look at how
quickly marketers can pivot in extraordinary
times. Here’s a rundown of some of the
tactics that marketing leaders are using.
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Marketing strategy #1 –
Increasing spend on
advertising

Bethan Vincent
Marketing Director,
Netsells

“Alongside recognising that our customers working and
purchasing patterns have changed, we are both ensuring
our content is aimed at helping people adapt to the new
normal and actually increasing paid spend on channels
we know historically provide ROI.
As many people are pulling back from spending on
advertising, we want to capitalise on the fact CPCs are
lower and it’s easier to achieve a higher share of voice. I
think customers are aware that economic activity still
needs to take place - there are still buyers and sellers. It’s
about ensuring your ad copy and targeting is empathetic
and in-line with the situation your customers may find
themselves in.”

Marketing strategy #2 –
Building partnerships with other
businesses

Kempten Taylor
President,
Peach Roots PR

“As an agency, we are forming community partnerships
with other businesses in the area that could benefit
from each other. To help increase brand credibility and
recognition, we are partnering some of our health &
wellness clients with like-minded medical practices in the
area, to grow a health and wellness network within the
community. We’ve put together webinars and virtual panel
discussions that are available for free for the community
to answer questions about dealing with COVID from a
mental health and wellness standpoint.”

Marketing strategy #3 –
Being empathetic and doing good

Adelina Noge
Content Marketing Specialist,
Flipsnack

“For us, here at Flipsnack, the coronavirus pandemic
made us think about what’s important for our users.
Empathy is a big, trendy word these days. Everyone
is using it. Yet, we really do believe in being kind and
empathetic.
During these hard times, we thought about how we can
make an impact. A big part of our free users come from
the educational environment: schools, teachers, students
use the Flipsnack platform for their everyday school
assignments.
Everyone should have access to education! That’s
what we had in mind when we decided on making our
Classroom plan free for schools all across the world. And
so, our communication these days has shifted towards
getting the word out and helping communities deal better
with this situation we’re in.”
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Marketing strategy #4 –
Boosting spend in all areas of
marketing

Jason Patel
Founder,
Transizion

“The market is crowded and the digital nature of, well,
everything makes it tough to stand out - this is true even
for companies with strong products. For businesses, I
liken this moment to a sharp turn on a racetrack, where
most will slow down. But, despite the risk factor, I believe
in setting us up for the inevitable market upswing,
ensuring that we’re positioned for success when the
country is roaring back. This means investing in content,
paid ads, and customer retention, all things that we
prioritized before and do so with more fervor now.”

Marketing strategy #5 –
Producing more content related
to the coronavirus

Matt Zajechowski
Outreach Team Lead,
Digital Third Coast

“As a marketer, COVID-19 has forced our agency to shift
our marketing strategy drastically in a short period of
time. With the media’s heavily-focused Corona coverage
we found our regular content not getting the coverage
we would normally get. Because of this, we have largely
paused all non-COVID related content in the short term
with plans to revisit that content when things return to
normal.
We’ve also changed our messaging to be more
empathetic, as we don’t know what the person reading
our emails is currently going through. We’ve tried to
stay away from the markets hit hardest by COVID-19 as
we realize that news coverage tends to be focused on
helping people dealing with this tragedy.”

Marketing strategy #6 –
Switching to digital from brick
and mortar

Celeste Huffman
Marketer,
Rogers & Hollands

“Our company has over 75 brick and mortar stores.
While most of our revenue comes from foot traffic into
our stores, we have been promoting our online website
much more than in the past. Not only does this help let
our subscribers know that they can purchase online and
have products shipped to them or loved ones, it allows us
to keep communication lines open with our customers,
which we feel is very important during this pandemic.
This technique has allowed us to create additional
revenue, while still keeping our employees and customers
safe.”
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Marketing strategy #7 –
Adding value with free
resources

Amanda Hagley
Senior Digital Marketing Manager,
Verb

“At Verb, we’ve pivoted our marketing efforts to focus on
providing as much value as possible to prospects. People
don’t want to be sold to right now. They want answers
and they want solutions. Our take on this includes a free
resource landing page with leadership content from our
platform, a leadership support group on LinkedIn where
people can ask questions and voice concerns, and even a
fun coloring book featuring our company mascot to keep
kids occupied at home. The goal is to provide value, even
if our product isn’t purchased.
We’ve also worked to quickly repurpose our platform to
provide COVID-specific leadership training that covers
the most common challenges leaders in today’s market
are facing. This includes training on everything from
managing your own mental health and wellbeing, to
managing remote teams in an effective way. The goal
here is not to try to force an existing product, but to
instead create a solution specifically suited to address
problems real people are facing right now.”

Marketing strategy #8 –
Pivoting to a whole new product

Jordan Sack
Founder,
Tillinger

Marketing strategy #9 –
Using expertise to teach others

Meg Casebolt
SEO Specialist,
Love at First Search

“I own a growing DTC Performance Polo Shirt company,
called Tillinger. However, over the last few weeks, I’ve
temporarily pivoted, built, and started marketing a
new product for the current quarantine environment:
Personalized Online Golf Lessons.

“As an SEO strategist who helps women-owned
businesses get found on Google, I know many of my
potential clients are home & have time to work on their
websites, but might not have the capital to invest in donefor-you services.

We’re excited to be partnering with a professional golfer,
and create a product that can be enjoyed without the
need to leave your house or backyard (and is a more
affordable option). I think instead of trying to market a
product people don’t need right now, I wanted to create a
brand new product that fits current lifestyles better!”

To meet their needs (and diversify my income!), I created
a campaign called GenerouSEO to offer free weekly live
trainings on Facebook & YouTube & discounted online
SEO courses, including offering an intro level SEO course
as pay what you can.”
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Marketing strategy #10 –
Offering advice from a
distance

Chris Franks
CEO,
CleverFunnel

“We opened a live, all day (8-5) no invite needed Zoom
(Digital Growth Think & Answer Tank) so customers,
prospects, or any small business can join to get
marketing advice, bounce ideas off our team and help
thrive or survive in this tough time. We’ve run Facebook
ads and to promote it for businesses to know we’re an
open and free resource.”

Marketing strategy #11 –
Helping people get the most out
of digital

Taylor Gilliam
Content Specialist,
Webgility

“In the wake of the COVID-19 pandemic, we’ve paused
traditional marketing activities and pivoted to providing
free resources for those entering our industry. We operate
in the e-commerce space, which is being flooded with
traditional retailers who want to start selling online while
consumers are practicing social distancing. Our new
website, Beat It!, connects these retailers with developers
who can help them bring their businesses online, and
there is multimedia content to assist them if they’d prefer
the DIY route. There is an opportunity at the intersection
of this cultural moment and establishing our brand as
thought leaders, which we’re hoping will benefit us long
term.”

Marketing strategy #12 –
Changing up SEO strategies

Russell Michelson
Founder,
Paper Box SEO

“A significant amount of Google searches now involve
some question involving COVID-19. Organic marketers
have to be aware of this, and produce content that is
helpful to users searching for this information, while still
remaining relevant to the businesses’ industry. Tailoring
your SEO strategy to suit the current situation is good
marketing, just be sure to avoid spamming and spreading
misinformation.”
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Marketing strategy #13 –
Switching from short-term
initiatives to long-term gain

Chelsea Anderson-Long
PR Account Manager,
In The Lights

“Just like darkness needs light, times of big change call
for big ideas. In The Lights has implemented changes
to our internal marketing practices, as well as the
recommendations we are giving our clients. We’ve been
shifting our focus from short-term marketing initiatives to
long term marketing goals. We see this as an opportunity
to tackle institutional communication efforts that often
get pushed to the back-burner during times of normal
operations.”

Marketing strategy #14 –
Switching from travel to stayat-home

George Mouratidis
SEO Content Strategist,
Stasher

“As a content marketer in the travel industry, the COVID
pandemic derailed my whole schedule. Most of my
content ideas were undone since people simply don’t
travel anymore. Our blog at Stasher.com is based on
offering travel guides and inspiration, but we had to come
up with something new. That’s why we changed the
direction of our content strategy to be more in tune with
the times.
Our new Stay at Home article series contains useful
advice on remote working (I have been working from
home for the last 3 years) and guides on movies,
opinion pieces, etc. Most of our readers are on the 18-35
demographic and have office jobs that allow them to work
from home, so they can relate to our brand message.
Travel is an important part of our lives, but that doesn’t
mean we can’t enjoy ourselves when we’re not on an
airplane. Our message to everyone is to stay safe and it
won’t be long until we’re sharing travel guides again!”
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Marketing strategy #15 –
Keeping consistent

Marketing strategy #16 –
Avoiding the topic of COVID-19
altogether

Nora Harding

Brandon Wilkes

Social Media Manager,
Purplegator

Digital Marketing Manager,
The Big Phone Store

“No matter what the nature of your business is, I would
not recommend going silent at this time. My motto
is and always has been: consistent cadence, concise
communication.
It’s a responsible and thoughtful thing to stay present in
the conversation during a crisis. Then, when business
does go back to normal in the future, you will have
remained top of mind to customers throughout a time
when you couldn’t necessarily be selling to them in the
traditional sense. To further drive this point, they’ll also
likely view you as a company that cares and is diligently
serving their customers, no matter the conditions.
Perhaps you could even convert casual customers
to loyal customers for life based on your actions and
communication in a crisis.”

“We’ve actually taken a bit of an unorthodox method
during the current crisis and have been trying to avoid
the mention of COVID-19 as much as possible. We feel
that the amount of news and coverage surrounding the
crisis (and rightfully so) is just causing people to become
numb to the word. We used our social media and website
to tell our customers that everything is running as usual
(for the customers) and that we are following government
guidelines.
We just want to get the message across that we’re here
to help and absolutely do not plan on profiteering on the
current crisis!”
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Thanks for reading

…And tactic #17
comes from us!

Get in touch!

Everything you thought you knew about your target audience, or consumers at large,
has changed. People aren’t buying as they used to. Their daily routines and habits
are unrecognisable to even a couple of months ago. People want different things, for
different reasons, and it’s happening on a global scale.

askattest.com

That can seem pretty daunting, and at a time when brands may be more risk-averse
than they were before, experimenting with brand new strategies might not seem like
the way forward. But the truth is, a change is inevitable - and it doesn’t have to be scary
when you’ve got data to back up your decisions.

+44 330 808 4746

At Attest, we’re in the unique position of being able to reach 100million+ consumers,
really quickly. We’ve been using our own platform to conduct consumer research in the
UK and US - you can find all of those results on our Coronavirus Insight Hub.
You don’t need to be an insights expert to run consumer research anymore. If you’d
like to understand changing markets, test messaging, or pivot your brand during these
uncertain times, book an intro with us, and we’ll show you just how easy it is.

hello@askattest.com

/ attest-technologies-limited
/ @askattest
/ @askattest
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