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Restaurants

With new city restrictions, diners are looking for local options for 

takeout or delivery, and they are doing so online.

Best practices:

• Get creative in connecting with loyal customers.

• Keep online menus updated.

• Offer family meal options.

• Package meals to-go or offer curbside pickup.

• Offer “Date Night” specials/packages

• Host a virtual cooking class or email recipe tips.

• Encourage patrons to purchase gift cards with an extra incentive.

Who to target:

• Leverage Device ID Data to find previous customers

• Families and foodies who have dined out within the last 30 days within 

a 10-15 mile radius.

• Add restaurant category targeting (i.e. Chinese, Mexican, American) if 

applicable.



Restaurants Content

Restaurants can and will survive with our help. 

We can help them be creative and get their 

message to prospective customers.

What and how to communicate:

• Get creative, use social distancing in your 

messaging, and think of what your customers want 

IE: “Date night packages!,” “Family Dinners,” “Food 

for a Friend in Need”

• Inform consumers about the safety and care being 

taken to keep people healthy

• Let people know your open

• Include offers, delivery options, or take out options

• Appeal to your local community with a gift card offer 

to be used in the future

Advertising tactics to consider:

• Attention to Local SEO is a must for updating 

hours, menus, and delivery options

• Device ID allows us to target diners who were at 

the restaurant pre-COVID-19, serve them ads 

today, and then track deliveries and take-out foot 

traffic.



Home Services

With many people at home for the foreseeable future, now is 

the time to encourage homeowners to invest in their 

nest.

Best practices:

• Offer savings to encourage homeowners to consider 

investing in their nest, whether it’s cleaning those 

carpets or building a new deck.

• Leverage low interest rates to incentivize larger home 

projects.

• Showcase projects such as carpet, flooring, paint, 

gutters, basement/kitchen/bathroom remodels, roofing, 

and decks.

• Offer 'social distancing' or DIY kits with instructions for a 

set cost.

Who to target:

• Homeowners within designated service areas.

• You can also layer household income and age-of-home 

targeting to a specific industry.



Advertising tactics to consider:

• Targeted Display ads will give consumers 

ideas on sprucing up their space.

• Paid Search will drive leads from those 

interested in getting started with a quote or 

service. 

Home Services Content 

Home service businesses are critical businesses 

during the Pandemic. These business owners 

should be using this to their advantage and that 

people have more time to do work at home. 

What and how to communicate:

• Focus on what “critical work” could need to be 

completed during the Pandemic

• People want to know what safety measures 

are being taken

• Consider playing with the concept of “free 

time” or “looking for something to do”

• Home services is heavily offer-driven. Offer 

promotions or discounts to drive purchases.

• Value is important to communicate. Focus on 

warranties, years in business, customer 

service & testimonials. 

• Give customers ideas on how to spruce up 

their space.



Higher Education 

Life must go on and Digital learning is now in full force. 

Keep in contact with prospective students as they plan to 

take their education to the next level or look to find a new 

career while unemployment is skyrocketing.

Best practices:

• Focus on how you can learn from home and hone a new 

skill during the Pandemic

• Digital marketing can nurture prospective students 

through the entire decision-making process and promote 

online degrees. 

• Highlight affordability, flexible learning options, and 

strong school reputation.

• Focus messaging on buying factors for different targets 

such as parents and financial aid or students and 

amenities or student life.

• Differentiate strategies based on degree type.

Who to target:

• Undergrad: parents of children 17+, ages 17+, layer in 

interest targeting based on school or degree.

• Graduate: Ages 25-45, with a bachelor's degree, 

working professionals, layer in additional interest or 

profession targeting.



Higher Education Content

What and how to communicate:

• Communicate urgency with enrollment or action 

deadlines.

• Speak to each audiences' key buying factors. 

For example, finishing a degree, earning a 

degree, or completing a higher level of education 

to remain competitive to employers.

• Communicate students can put their new 

degrees to work quickly once they've completed 

school.

Advertising tactics to consider:

• Targeted display ads 

• Retargeting

• Facebook

• Email with specific offers

• Paid Search 



E-Learning Industry Content

In today's new environment, e-learning is an essential 

tool and will touch almost every adult in America. How can 

you stand out from the competition?

Best practices:

• Differentiate your brand, offerings, and emphasize your 

value as it relates to prospective clients.

• Leverage digital marketing to hone in on the exact target 

audience to help eliminate waste and increase lead flow.

• Target multiple groups since e-learning applies to 

education of all levels, niche certifications, 

internal/external business training, and more.

Who to target:

• People changing careers and lifelong learners.

• Those in the market looking to further their education.

• Those looking for niche certifications (i.e. personal 

training).

In 2017, online learning was used by 77% of companies in 

the United States. It's predicted that by the end of 2020, 

98% of businesses will use online learning in some way.

https://techjury.net/stats-about/elearning/#gref


E-Learning Services Industry Content

What and how to communicate:

• Communicate urgency by adding enrollment or action 

deadlines. 

• Speak to each audiences' key buying factors with tailored 

messaging.

• Customize creative or messaging to target new skills or 

people looking for a higher level of education to remain 

competitive and desirable to employers.

Advertising tactics to consider:

• Targeted display

• Retargeting 

• Facebook

• Email 

• Paid Search



Automotive Service & Sales

For the near future, road trips could become the preferred 

vacation method for most families. With interest rates at an 

all-time low, now is the time to appeal to those who will 

need a reliable vehicle for their family.

Best practices:

• Keep your brand and offerings top of mind to drive 

interest, engagement, and sales.

• Marketing now is key to be ready for the boom that will 

follow this crisis.

• Lean on social distancing as your strategy for both sales 

and service. 

Who to target:

• Truck-Car-SUV owners, new and used car shoppers and 

drivers with expiring leases.

• Credit score, income level.

• People known to have been performing maintenance on 

their vehicles.

• Competitor locations and other targets upon request.

• Target by age of vehicle and owners of specific makes.

• Vehicles owners within a specific area or distance of 

your location.



What and how to communicate:

● Offer delivery 

● Talk about new incentives 

● Lean on social distance 

buying 

Automotive Service & Sales

Advertising tactics to consider:

● Targeted display

● Retargeting

● Email 

● Paid Search

What and how to communicate:

● Offers and reminders are important.

● Relay information about what your company 

is doing to ensure the health and safety of 

customers, including drop-off only 

appointments and disinfecting the customer's 

car upon completion.

Advertising tactics to consider:

● Targeted display

● Email 

● Paid Search



Attorney Industry Content

The Covid-19 crisis is leading to an unprecedented 

amount of legal needs from people and businesses 

alike. The legal field should rapidly adapt to accommodate 

the current climate.

Best practices:

• Conduct phone or video consultations and proceedings 

with cases and clients.

• People currently have time to do research before making 

a decision, now is the time to shine online.

• Firms need to be present online, no matter their field.

• People gravitate towards thought leaders, so include 

educational content that shows your firm's knowledge.

Who to target:

• Targeting for legal specializations like family law, 

business law and others are available.

• Target those who have recently searched for your exact 

services.

• Specific geo-targeting, either around their "service area" 

or major metro areas.



Attorney Industry Content

What and how to communicate:

• Craft messaging to speak to your specific 

practice areas.

• Highlight your years of experience, cases 

handled/won, fee structure, etc.

• Consider video consultations, secure email 

correspondence, and remote ways to connect 

with clients during this time.

Advertising tactics to consider:

• Targeted display

• Email 

• Paid Search



Retail/Travel Industry Content

With the majority of customers not able to visit stores, it's 

more important than ever to connect with consumers at 

home.

Best practices:

• It's time to shift focus to think about ecommerce. 

• There has been a 46% increase in ecommerce 

purchases in the last 30 days

• Shopify has a free 14-day trial and allows beginners and 

pros alike to create online stores. 

• Offer curbside service, free shipping or special 

incentives to create urgency to buy now and keep 

consumers engaged.

Who to target:

• Retail targeting is robust- examples include 

clothing, running shoes, gifts and more.

• Add household income where applicable 

• Leverage specific holiday targeting like Mother's Day, 

Father's Day, etc.



Retail/Travel Industry Content

What and how to communicate:

• Special offers and messaging on how to 

buy are imperative when advertising in 

this climate. 

• If customers are able to come in-store, 

highlight your social distancing policy and 

other measures you are taking.

• If moving to ecommerce, spread the 

word, include shipping or pickup details, 

highlight specials and promos to 

incentivize purchases.

Advertising tactics to consider:

• Targeted display

• Retargeting

• Email 

• Paid Search



Real Estate Industry Content

During this season of stay-at-home, real estate and home 

developers are turning to virtual tours to drive interest 

and potential new clients.

Best practices:

• Target those who are relocating or planning to move.

• Advertise historically low mortgage rates, quick closing 

or special financing options.

• Use your specific market conditions to drive your 

message.

• Encourage social distancing if home tours are needed.

• Highlight cleaning techniques before a home is sold, 

built or ready.

Who to target:

• Target pre-movers, household income and interest in 

real estate.

• Consider families, seniors, and singles who have moving 

needs.



Real Estate Industry Content

What and how to communicate:

• Lean on virtual tours and virtual appointments.

• Advertise your track record with real estate sales.

• Demonstrate your differentiators.

Advertising tactics to consider:

• Targeted display

• Retargeting

• Email 

• Paid Search



Thank You


