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Navigating The Recovery

With the initial wave of the Covid-19 crisis in our rearview mirror, and the next wave clearly upon us, not only have we had to rethink 
our plans, we find ourselves facing of another round of “figure it out as we go”. COVID-19 cases are surging in certain U.S. regions, new 
domestic travel restrictions have been imposed and re-openings or re-closing rules are different everywhere. It’s essential that
marketers remain agile and adaptable in how they approach business in geographies and with customer targets.

As it was in the early stages of the crisis, our primary focus should remain on enhancing the customer experience and providing real 
value based on meaningful insight. All brands need to refresh their perspective and approach weekly, as we take into consideration 
new developments and changing micro and macro market conditions with a continued focus on building an enduring brand 
relationship is the hallmark to delivering solid business impact.

Within the current dynamic environment, make no assumptions about your audience or their expectations, but stay close to your
customers, alleviating their fears, helping them understand your approach to meeting their needs, while continuing to recognize that 
their expectations and concerns may be influences by local, national and international events. Continue to provide direction, comfort, 
real answers and options, a path forward, and most of all, a reinforcement of the value your brand can deliver. Effective, people-based 
communication is what will keep everyone moving forward.

Every brand leader should be asking themselves and their team, “Is our messaging making a difference and are we helping our 
customers address their concerns while meeting their needs.”

- M e r k l e  H e a l t h  T e a m
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Industry Insights and Examples

• Cigna promoted a webinar on supporting 
mental health in children and teenagers in 
the face of COVID-19. The webinar included 
perspectives from a psychotherapy nurse and 
therapist. 

Roche ran one informational campaign after
receiving Emergency Use Authorization on June
2nd for its product Elecsys IL-6 (Interleukin-6)
immunoassay to support the fight against Covid-
19.

AstraZeneca’s focus in the US market has been on COPD
(Chronic Obstructive Pulmonary Disease). It sent two
emails promoting webinars on the topic. In other markets
(Middle East | India) the company is hosting webinars on
Covid-19: The road to recovery.
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Industry Insights and Examples

• Sanofi and Glooko Inc. collaborate to provide 
a digital health solution for diabetes patients 
and their care teams as they transition to 
telemedicine and other remote management 
tools. This partnership comes at a time where 
the healthcare industry is working to find 
remote care solutions for  
immunocompromised patients who are 
particularly vulnerable at this time.

• As consumers continue buying medicines 
online, Sanofi creates awareness around fake 
medicines and shares tips on how to     
identify them.

• Cleveland Clinic's weekly message from its
CEO says the curve has been flattened but
that is just the beginning. The brand warned
people that states like Ohio and Florida are
seeing increases in cases. It asked people to
consider factors like space (where are they
going to be), people (are others following
safety precautions) and time (how long are
people interacting with others) when
deciding to go out.
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Key Considerations and Observations

Ad Campaign Says Don’t Let Covid-
19 Fear Delay Doctor Visits

Florida Reports Reduced ICU 
Capacity as Cases Surge 

More than 40 Florida hospitals in multiple 
counties across the state have maxed out their 
ICU capacity or are close to running out of 
intensive care beds, according to the state’s 
Agency for Health Care Administration. More 
than 5,000 Florida patients were using roughly 
83% of the state’s more than 6,000 ICU beds.

Overall, the state’s hospitals are now running 
at 78% capacity, according to AHCA. ICU beds 
are running out at several hospitals in some of 
the state’s most-populated counties, according 
to the report, including Miami-Dade County, 
Orange County, Hillsborough County and 
Broward County, which are respectively home 
to Miami, Orlando, Tampa and Fort 
Lauderdale. 

Several large health-care organizations are 
partnering on an advertising campaign to 
encourage people to return to their medical 
providers as the pandemic continues. The 
Coalition behind the new campaign includes 
Humana, Walgreens Boots Alliance, Laboratory 
Corp of America, McKesson, and the Children’s 
Hospital of America.

The group is running ads on many platforms, and 
their alliance and campaign activity is a 
testament to how difficult it has been to help 
patients overcome their fears of catching the 
coronavirus during regular visits to their doctor 
or pharmacy.

Patients worried about contracting Covid-19 in 
medical facilities have for months canceled 
doctors’ appointments for managing chronic 
conditions such as diabetes, and have delayed 
preventive care such as vaccinations and have 
put off diagnostic work.

Walgreens to Open Doctor Offices in 
Hundreds of Drugstores

Hundreds of Walgreens stores will soon have a 
doctor office, along with a pharmacist. The 
pandemic has inspired the drugstore chain to 
focus on telemedicine.  Walgreens and primary-
care company VillageMD struck a deal to open 
doctor offices in 500 to 700 stores over the next 
five years. Patients can visit the clinics in person 
— or they can request a virtual visit around the 
clock. The two companies are integrating their 
technology.

Even before the pandemic, Walgreens was 
experimenting with new business models. For 
example, it’s testing a small-format pharmacy. It 
piloted the new primary-care model in the 
Houston area. VillageMD CEO Tim Barry said use 
of telehealth surged from single-digits to more 
than 80% because of the pandemic. He said it’s 
now about 50%. 

* Click on headlines to view articles

https://www.wsj.com/articles/ad-campaign-says-dont-let-covid-19-fear-delay-doctor-visits-11594114200?st=36ulr0umun8vpo8&reflink=article_email_share
https://www.cnbc.com/2020/07/07/coronavirus-strains-florida-health-system-as-some-hospitals-run-out-of-icu-beds-in-largest-counties.html
https://www.cnbc.com/2020/07/08/walgreens-strikes-deal-to-open-hundreds-of-doctor-offices-in-stores.html
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Key Considerations and Observations

How physician practice reopening is 
going in 6 states

When asked to look ahead to the next 6 months 
and evaluate their practice’s readiness for 
changes in patient volumes and payment policies, 
over 30% feel unready or “spent” from the 
demands of the pandemic, and over 40% feel 
unready for another wave.  

45% of practices don’t have PPE, and 61% are 
reusing PPE. Fewer than 50% of practices report 
having enough cash on hand to stay open, over 
one-third have laid off or furloughed staff in the 
last 4 weeks, and 53% report that patients are not 
scheduling well visits or chronic care visits despite 
their availability in the practice.

In addition, nearly 70% of practices are not ready 
for reduced or terminated payment for audio and 
video visits, which CMS will terminate when the 
national emergency is declared over unless 
Congress acts to extend payments. 

Click to read the full article

Uncertainty pervades as cases 
migrate, outbreaks surge, and 
economic relief may expire

A new survey by Denver-based Kupersmit
Research confirms that small medical practices 
are struggling with a wide range of challenges to 
their ability to successfully reopen their 
practices. Shrinking patient volume and 
challenges accessing personal protective 
equipment (PPE) are combining to make 
rebuilding practices more difficult than ever. 
says.
Respondents surveyed in May and June were 
generally from small office-based practices. The 
survey revealed in-person visits have fallen 
dramatically, and most practices project that 
patient visits will remain at depressed levels for 
the foreseeable future. A typical state reported a 
drop of more than 35% in practices that had 46 
in-person patient visits or more per week before 
COVID-19. Projections for the coming weeks 
show some increase, but not a return to pre-
COVID-19 levels.

• Throughout the COVID period, total NBRx rates 
have dropped since 2019 given fewer office 
visits

• While the use of telehealth to conduct visits has 
increased significantly, this has not closed the 
gap between 2019 and 2020 

• Given that telehealth engagement varies by 
specialty, and with fewer NBRx being generated 
per telehealth visit, the 2020/2019 gap will 
likely continue to widen

Increased presence of telehealth
engagement has not made up for the 
reduction in NBRx vs. last year

* Click on headlines to view articles

https://www.ama-assn.org/practice-management/sustainability/how-physician-practice-reopening-going-6-states
https://www.pcpcc.org/2020/07/01/primary-care-covid-19-week-15-survey
https://www.pcpcc.org/2020/07/01/primary-care-covid-19-week-15-survey
https://www.iqvia.com/library/white-papers/monitoring-the-impact-of-covid-19-on-the-pharmaceutical-market
https://www.iqvia.com/library/white-papers/monitoring-the-impact-of-covid-19-on-the-pharmaceutical-market
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Forward Thinking

Business Reality Consumer Reality Next 90 Days
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• It's abundantly clear, businesses cannot simply 
return to normal, but must strive for a 
better normal as made clear not only with COVID 
but patterns of structural racism in the US.

• Use research and analytics to further mine 
insights, unmet needs, and prescribing patterns 
for underserved HCPs and patients, and prepare 
to rethink conversations that reform relationships

• The ongoing surge of cases is impacting businesses 
throughout the country, as recovery plans are 
slowed for the restaurant, entertainment and 
other related industries

• Prioritize acquisition outreach to SICs that are less 
likely to be impacted 

• Communicate actively with current business 
accounts to strategize about short and long term 
coverage options for the business and its 
employees

• Cases continue to increase, across the US, and 
ICUs are again coming under capacity stress

• While the revenue associated with elective 
surgery remains critical to all institutions, 
monitor demand and availability closely, and 
expand communication to patients advising that 
scheduled surgery dates may have last minute 
changes

• Consumers continue to request and seek out new 
data to support the rapidly changing landscape

• Reinforcement on how individuals can make a 
difference, the ongoing importance of masks, 
social distancing, minimizing non-home activities. 
Keep lines of communication open and fresh, and 
update your online info. Outdated information 
sends the wrong message.

• Lines are being drawn among consumers with 
different views on social protocol for virus 
containment

• Revisit earlier Covid messages about safety and 
the value of masks and other precautionary 
measures to position your brand as socially 
conscious

• Per IQVIA, elective procedures, labs and NBRx are 
up (13.2%, 16.5%, 5.3%), unemployment claims 
are 20M, and spending remains down (-11%).

• As COVID remains active through 2021, develop 
new messages and content that reflect changing 
social issues. It’s clear from the ongoing crisis that 
Americans want brands to address the pressing 
issues of today.

• Where possible, partner with other providers to 
ensure a common message, and consistent updates 
across your region

• Everyone crafted content rich websites for the early 
stages, but now much of this info is stagnant and 
out of date. Refresh, refresh, refresh and send out 
updated links to new, relevant content that your 
patients/caregivers need to see.

• As payers lock in their creative and messages for 
AEP/OEP, market uncertainty continues and will drive 
brand and coverage perceptions

• AEP/OEP communications should include a 
“readiness” message to reassure shoppers that your 
brand will have their back during any crisis

• Prepare for the ongoing need for virtual services to 
acquire new members and reassure current ones

• Take a hard look at response times to produce the first 
round of COVID related content. Can cycle times be 
improved?

• Ongoing social issues will drive values and brand 
choice. Today, purchasing a brand means supporting 
that brand’s values. Most consumers (among which 
are HCPs) are realizing their "purchase power" holds 
sway among ethical, socially-conscious brands
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Five Things You Should Do Over the Next Two Weeks

01 02 03 04

.

05

Partner with the 
competition
We have seen alliances being 
formed between 
complementary services to 
reposition their core messages 
and maybe it’s time to think 
about cooperating with your 
competition. Hospitals, insurers, 
pharma need to get the 
message out their via a 
collective approach to 
messaging their audiences.  
Start the conversations, and 
position your strategy for the 
rest of 2020.

Macro and Micro 
considerations
It is important to take into 
consideration local (micro) level 
variables when planning our 
communications and 
establishing relevant content for 
our customers. Over the last few 
weeks, however, we have seen 
the importance of 
acknowledging the broader 
changes in state, national and 
international circumstances that 
can have a dramatic impact on 
our local audience. Consider 
both sets of influences when 
developing communications.

Push harder on digital 
personalization to meet 
individual needs
Without a concerted effort to 
personalize digital experiences, 
nuances between a great COVID 
plan and soundexecution will be 
lost. One size fits all plans will fail 
to resonate as call centers are 
overwhelmed and in person 
meeting remain 
challenged. Improve customer 
journeys, and accentuating brand 
image, depends on strides in 
digital personalization to ensure 
people are getting more 
immediately the content and 
answers needed to make critical 
health decisions.

Plan for COVID Pulses vs. 
Waves
Politization of COVID19 will not 
result in Pandemic coming under 
control in a timely uniform 
manner.

Utilization this time-frame to 
optimize business model on 
learning since March 19th.

Anticipate right sizing the 
business will continue for an 
extended time frame; optimize 
overall business efforts to 
maximize fiscal responsibility but 
take innovative risks to capitalize 
on ability to grow exponentially 
beyond competitors.

Balance Face-to-face 
and Virtual Detailing
With over 50% of HCPs banning 
reps at least through the end of 
August, it’s essential that 
Pharma companies balance 
virtual and face-to-face 
detailing. 
A recent study showed that HCP 
engagement through virtual 
details lasts 4X as long as a 
typical in-person detail. Reps 
that master the digital tools 
needed to drive deeper 
relationships with their 
customers will have a clear 
advantage over those that don’t.

https://www.mmm-online.com/home/channel/agencies/abelsontaylor-veeva-report-physicians-are-adjusting-to-covid-era-uncertainty-but-want-support-from-pharma/


Background Information 
Updated April 27, 2020



M A R K E T I N G  G U I D E L I N E S
C O V I D - 1 9  R E S P O N S E

Acknowledge the 
situation

Evaluate your 
audience and 
timeliness of 
messaging

INFORM 
Provide information 
updates

© 2020 Merkle. All Rights Reserved. Confidential

Demonstrate empathy 
and sensitivity to help 
establish a human 
connection

A National 
Emergency presents 
a rare cultural 
moment where we are 
truly “in this together” 
– respect this

Information is key in 
times of uncertainty –
especially how your 
brand can help in the 
crisis

Make it easy to stay 
connected on social 
platforms

Be Relevant – consider 
your core brand pillars 
and stay true

Be Generous – free 
shipping or samples 
might offer a “feel-
good” moment

Be Authentic – this is 
critical to maintain 
brand trust

Re-evaluate daily 
communications – be 
ready to pivot quickly

Re-evaluate 
automations to 
determine whether to 
continue or pause

Check static content 
including footers & 
CTAs

EMPATHIZE 
Reassure and reduce 
anxiety

ACKNOWLEDGE 
Engage with your 
customers

BE TRUE
Encourage consumers 
to engage

MONITOR
Review your current 
marketing



R E - E VA L U AT E  4  K E Y D I M E N S I O N S  O F  Y O U R  M E S S A G I N G
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Is the planned content relevant to 
the target audience given the 
current situation?

Has this consumer engaged in the 
past 90 days? Targeting 
lapsed audiences may create 
a negative brand experience.

Audience

EXAMPLE

Are there any static content 
blocks or dynamic content that 
needs to be revisited?

Drive to store / we miss you 
content may not be appropriate

Creative

EXAMPLE

Could any verbiage or tone 
be considered insensitive?

Last chance / time is running out is 
not sympathetic

Language/Tone

EXAMPLE

Are the product 
offerings/promotion supporting 
the message?

Reinforce relevant benefits such 
as a “grace” period for returns or 
free shipping

EXAMPLE

Offer
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Ongoing Guidance to Support Phased Re-Opening

Phase 1 Phase 2 Phase 3
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• HCPs begin re-opening offices. Practices will 
need to put new protocols in place and 
schedule a backlog of patients, likely 
continuing telehealth for less urgent cases. 

• NPP & digital support will continue to play a 
critical role as HCPs deal with administrative 
burdens. 

• Potential surge in claims as members visit 
HCPs and get elective surgeries

• Member communication about applicable 
copays – to distinguish from Covid-19 
waivers – may be needed

• Elective surgeries begin (outpatient), 
prioritizing surgical / procedural care & high-
complexity chronic disease management. 

• Focus on patient communication regarding 
procedure prioritization, testing, PPE, and 
safety. 

• Elective surgeries (in-patient & outpatient) 
resume. 

• Continue clear, empathetic patient 
communications. Monitor competitive 
activity and perceptions to identify any new 
barriers for patients and prospects. 

• Specialist visits increase – Timing likely to 
align with AEP/OEP pre-heat and launch

• MA payers should focus on the core 
advantages of price and comprehensive 
coverage – be aware of potential negative 
perception of network access

• HCP offices continue to open more broadly 
with more face to face visits. Administrative 
burdens will continue, and HCPs may have 
less time for patient onboarding. 

• Pharma must provide easy access to 
treatment info, samples, & patient programs 
to support onboarding & adherence. 

• Patients will likely become more comfortable 
seeking treatment for non-COVID issues /  
emergencies.

• Engage patients, caregivers, and prospects 
with messaging conveying safety and 
stability.

• Access to and use of benefits at full capacity
• Payers should monitor timing from Phase 2 

to Phase 3 across states to manage 
acquisition, onboarding and early member 
communications around benefit utilization

• Member service will be critical, as it may 
have significant impact on future CAHPS 
scores

• HCP offices capacity increase as distancing 
requirements are relaxed. More and more 
patients will likely seek screenings and care.

• Pharma may begin to see rep access phase 
back in, combined with weighted digital 
applications by specialty.

Guidelines: Opening Up America Again

https://www.whitehouse.gov/openingamerica/


Pharmaceutical Marketers: Coronavirus Response Guidelines

• Develop and evolve empathetic messaging to 1) convey that the brand places high priority on the situation and 2) provide any necessary information 
and resources to HCPs and patients. Shift the focus from driving sales and trial to an expression of care for your customers and their well-being. 

• Reinforce relevant benefits, resources, or content that may be useful, as appropriate. Ensure all future comms are grounded in HCP and Patient insights 
and are appropriate for your customers.

• Prioritize non-personal and digital channels based on predicted performance, as reps continue to face restricted access to physician offices. Provide reps 
with access to digital resources. Evolve these tools as needed based on rep utilization and feedback, along with HCP engagement.

• Provide training and talking points to all customer care/customer-facing staff.

• Create a landing page/hub for content/updates related to COVID-19. Promote through short emails with links to content hub. 
• Information should be dynamic and updated regularly to match the changing nature of the pandemic.
• Provide information on any changes to your Rx Brands, Safety information, Access and Payer Support, Samples, and any other changes.
• Rather than developing bespoke COVID-19 content, consider linking to publicly available CDC information.
• Monitor and share medical association guidance specific to your customers and therapeutic area (Dermatology, Rheumatology, Oncology, etc.)

• Use the right tone: acknowledge the challenge, but reinforce that company is making extra efforts to support customers, and the community. 
• Detail the steps being taken to keep employees, HCPs, and patients safe. 
• Identify ways for your organization to support response efforts in your community and support for vulnerable constituencies.
• Acknowledge and commend the efforts of HCPs in the crisis 

• Encourage customers to use self-service portals whenever possible to access samples, request a virtual detail, and access updates.
• Email links to download apps and access self-service, as well as links to instructions and tutorials for first-time users.
• Consider specific communication/outreach for at-risk segments 
• Ensure sales reps and call centers are staffed to handle increased volume, and ensure online servicing tools have capacity to handle a spike in 

demand. Be transparent about potential delays, wait times, etc.

• As COVID-19 is constantly creating change in people’s lives, regularly update customer insights through research, social listening, and data.
• Update attributes that define HCP and Patient audiences to ensure they’re still relevant and evolve based on changing customer values.
• Encourage and empower marketing teams to construct multiple scenarios of impact to core outbound communications.
• Consider the full spectrum of customer response/experience channels, with particular emphasis on digital options.
• Monitor regional government guidance on stay-at-home orders and steps toward re-opening. Be prepared to shift messaging and media flighting 

accordingly. 

Step 2. Engage with your HCPs, 
Patients, and Caregivers

Step 3. Provide information 
updates

Step 4. Reassure and convey 
empathy

Step 5.  Encourage consumers to 
engage in feedback loops

Step 1. Review your current 
HCP and Patient marketing

https://www.cdc.gov/coronavirus/2019-ncov/index.html


Health Insurance Marketers: Coronavirus Response Guidelines

• Maintain empathetic healthcare messaging to convey that the brand places high priority on the situation; expand the focus of expressing care for your 
customers and their well-being to include benefit education that ensures understanding and satisfaction

• For large healthcare organizations, take this opportunity to define a distinctive voice, copy style and tone that can span all communications 
• Prioritize all personal and non-personal channels based on predicted performance; ensure all future communications are grounded in customer insights 

and are appropriate for each line of business, Medicare, Individual ACA, Small Group, Commercial Group, other
• Put digital channels at the forefront (email, site) when possible to allow you and your members to connect quickly to rapidly changing events
• Provide training and talking points to all member service, care management and other customer-facing staff

• Update landing page/hub for content/updates related to COVID-19; consider how this might integrate with acquisition planning
• Information should be dynamic to match the changing nature of the pandemic and reopen plans by state
• Rather than developing bespoke COVID-19 content, consider linking to publicly available CDC information
• Reinforce relevant benefits, or resources or content or free programs that may be useful, as appropriate, e.g. - Financial Assistance Programs
• Develop related messaging strategies specific to your prospect segments, members and business customers

• Monitor impact of message tone: acknowledge the challenge, but reinforce that company is making extra efforts to support customers and the community 
– consider this as it relates to call-center hours of operation

• Detail the steps being taken to keep public spaces clean and protected 
• Promote how the organization is responding to keep the community and vulnerable constituencies (e.g., seniors, immuno-compromised conditions) safe

• Encourage customers to use self-service portals  whenever possible to review their benefits, find phone numbers for assistance, check recent claims
• Email links to download apps and access self-service, as well as links to instructions and tutorials for first-time users
• Consider specific communication/outreach for at-risk segments (e.g., seniors, immuno-compromised conditions) who might rely on face-to-face servicing
• Re-evaluate call centers staffing levels. Balance resources against call volume; in tandem evaluate customer service satisfaction, (transparency about the 

potential delays, wait times, etc.). Adjust activity accordingly.
• Test other means of communication that improve the customer experience and overall customer service, e.g. - SMS messaging

• Leverage market data, social listening and other research to update customer insights based on changes in lifestyle and behavior
in the current COVID-19 environment

• Update attributes that define member and group audiences to ensure they’re still relevant  and evolve based on changing customer values
• Encourage and empower member and prospect marketing teams to construct multiple scenarios of impact to core outbound communications
• Be ready to adjust messaging, channels and timing to the changing situation 
• Consider the full spectrum of customer response/experience channels (with particular emphasis on digital options)
• Monitor regional government guidance on stay-at-home orders and steps toward re-opening. Be prepared to shift messaging and media flighting accordingly

Engage with Members, Benefits 
Administrators, Brokers and 

Caregivers

Provide information updates

Reassure and convey empathy

Encourage consumers to engage 
in feedback loops

Review your current Prospect and 
Member marketing

https://www.cdc.gov/coronavirus/2019-ncov/index.html


Health Provider Marketers: Coronavirus Response Guidelines

• Evolve empathetic messaging to balance a posture of caring and the importance of getting care
• Bolster activity in digital channels at the forefront (email, site) to allow for the continued connectivity to communicate rapidly changing events
• Enhance training and talking points to all member service, care management and other customer-facing staff based on early learnings
• Strengthen telemedicine capabilities to include automated follow up scheduling to free up staff to improve staff efficiency and effectiveness

• Update landing page/hub for content/updates related to COVID-19; continue to promote those updates via short emails with link to content hub
• Enhance COVID-19 content, update links to publicly available CDC information, Federal Guidelines for Reopening America and other relevant content, e.g. -

IMHE States Recommended Reopening Dates
• Update existing marketing communication streams to seamlessly incorporate COVID-19 critical messaging  
• Reinforce relevant benefits, or resources or content or free programs that may be useful, as appropriate, e.g. - Financial Assistance Programs
• Ensure information being disseminated is dynamic and updated regularly to match the changing nature of the pandemic

• Evaluate message tone; determine if acknowledging the challenge, but reinforce that company is making extra efforts to support customers and the community –
consider this as it relates to call-center hours of operation

• Provide details on work that has been done to keep public spaces clean and protected
• Promote how the organization is responding to keep the community and vulnerable constituencies (e.g., seniors, immuno-compromised conditions) safe

• Enhance self-service portal to include tutorials for services or programs that are creating bottle-necks for customers
• Re-evaluate call centers staffing levels. Balance resources against call volume; in tandem evaluate customer service satisfaction, (transparency about the 

potential delays, wait times, etc.). Adjust activity accordingly.
• Test other means of communication that improve the customer experience and overall customer service, e.g. - SMS messaging

• Patient are not seeking out help for medical conditions. Identifying at risk patients and plan marcom accordingly to support those audiences
• Recognize the financial strain COVID19 has had on customers and employees, evaluate programs that can create good will and improve their lives
• Leverage Environmental Scanning Dashboard to capitalize on specific regional and local reactions (e.g., shelter in place, lockdowns, job loss) and identify future 

strategy impacts and approaches
• If appropriate, respond to competitive threat that are may have emerged as a result of the disruption caused by COVID19.
• Review marketing activity to ensure empathic tone has resonated with constituents

Engage with Members, Benefits 
Administrators and Caregivers

Provide information updates

Reassure and convey empathy

Encourage consumers to 
engage in feedback loops

Review your current Prospect 
and customer marketing

https://www.cdc.gov/coronavirus/2019-ncov/index.html
https://www.whitehouse.gov/openingamerica/
http://www.healthdata.org/covid/updates


Thank you.
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