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Dear Hub Friends,

As the COVID-19 crisis continues to unfold, we will gather and share 
strategies, tools and best practices for optimizing spikes in traffic and 
interest.

This is an important moment. New audiences are discovering your work 
everyday. Make sure you are doing everything you can to capture email 
addresses and donations. 

We will continue to update this slide deck with new examples as the crisis 
unfolds, so check back regularly.

The latest: Coronavirus Sprint Campaign

Thanks,
Mary and the Hub team

https://docs.google.com/document/d/1DKye6oozDOdfIriODalj2leZ_uHGSz_IwJ2v7w9QlZc/edit


Consult the Traffic Spike Checklist

Before you hit publish...

❏ Create custom CTAs 

❏ Add recirculation links

❏ Write SEO headlines 

❏ Consider your email plan



Highlight and centralize your coverage so people
can easily access it



Create custom CTAs: Support and signup



In-story newsletter sign-up with customized 
coronavirus language:



Story page modal window with donation CTA:



This Optinmonster homepage modal window has 
been very effective for Nevada Independent:



Try a combined CTA that promotes email sign-ups 
AND donations.

See it in action at: 
https://www.bridgemi.com/

https://www.bridgemi.com/


Recirculate relevant information

Tips:

● Insert above-the-fold

● Add them in-line

● Be clear and concise

● Focus on public 

service/compiling 

vetted facts



Consider your email plan: Customize your newsletters. 
Or start a pop-up newsletter. 

Bridge Michigan added a personalized 
note about COVID to its regular Health 
Watch newsletter

https://mailchi.mp/bridgemi/032620
https://mailchi.mp/bridgemi/032620


Montana Free Press created a 
pop-up coronavirus 
newsletter, after the story 
took over the news. 

https://mailchi.mp/montanafreepress.org/lawmakers-say-the-state-budget-is-in-good-shape-3674429?e=0adaa475ea
https://mailchi.mp/montanafreepress.org/lawmakers-say-the-state-budget-is-in-good-shape-3674429?e=0adaa475ea


Engage directly with a survey
Send this survey to your readers and we’ll share a custom report 
with you. Just be sure to update OrgUrl.com with your own domain! 

https://www.surveymonkey.com/r/VQXDN9Q?org=OrgUrl.com 

Example: 
https://www.surveymonkey.com/r/VQXDN9Q?org=RivardReport.com  

https://www.surveymonkey.com/r/VQXDN9Q?org=OrgUrl.com
https://www.surveymonkey.com/r/VQXDN9Q?org=RivardReport.com


Engage directly

From an embeddable 
Google Form at the 
bottom of stories to 
virtual Q&As to a 
constantly-updated 
FAQs post, it's clear that 
CalMatter is considering 
audience engagement 
at every turn. 

https://calmatters.org/health/coronavirus/2020/03/california-coronavirus-senior-citizens-updates/?utm_source=CalMatters+Newsletters&utm_campaign=b930501018-EMAIL_CAMPAIGN_2020_03_18_10_38&utm_medium=email&utm_term=0_faa7be558d-b930501018-150339871&mc_cid=b930501018&mc_eid=5a7c4f8953
https://calmatters.org/health/2020/03/california-coronavirus-gavin-newsom-senior-citizens-chronic-illness/
https://calmatters.org/health/2020/03/california-coronavirus-gavin-newsom-senior-citizens-chronic-illness/


Engage directly

Using Eventbrite for 
registration for the virtual 
Q&As allows CalMatters to 
capture names and emails 
and give people a chance 
to donate when they 
register. 

https://www.eventbrite.com/e/getting-through-coronavirus-dealing-with-unemployment-issues-tickets-100850107386
https://www.eventbrite.com/e/getting-through-coronavirus-dealing-with-unemployment-issues-tickets-100850107386


• Google Trends: Coronavirus 
• Google Explore: Coronavirus
• Local news publishers: use coronavirus and your location in your 

social and SEO headlines
• Use search term variation: “remote, work from home”, “coronavirus, 

covid-19, covid”
• Write your headlines/summaries for high level topics. Unless they’re 

government officials, people aren’t searching for details (names, 
dates).

• SEO Cheat Sheet

SEO Tips + Resources

https://trends.google.com/trends/story/US_cu_4Rjdh3ABAABMHM_en
https://trends.google.com/trends/explore?q=coronavirus
https://docs.google.com/document/d/1nUDqWlNB00znuRuyUG0rOE8LnBVc1yWjE9xbKz3UoTs/edit


How to track what’s working (and what can be improved):

1. Establish the appropriate metrics to track

2. Add separate campaign tracking to recirculation links, email 
blasts, and modals

3. Establish a reporting system

4. Schedule (even tentatively) a wrap call to discuss what went 
right and future improvements

5. Talk to us! We’re here to help and provide guidance.

Track your efforts 



Compare these measures against their baselines for insight into 
your successes:

1. Unique visitors (Traffic)

2. Return visitors - i.e. 5x, 10x, 15x (Traffic) 

3. Click-Through Rate (CTA)

4. New Subscribers (CTA)

5. Acquisition Rate (Email; located in KPI report)

Common metrics to track



Making the case for membership

Example: Berkeleyside

● Broke the news about the 
first confirmed coronavirus 
case in Berkeley

● Since then, they have raised 
more than $50,000 from 
300+ donors
  



1. Focus on the public service mission and your role in vetting 
information.

2. First, talk about how you’re covering, packaging and 
distributing reporting on coronavirus. 

3. Clearly define your role. THEN, make the case for funding the 
work.

Key takeaway: Fundraising during a crisis must be 
done tastefully. 



Making the case for membership

Try a newsletter “topper” 
● Topper = an intro from your 

editor or another prominent 
name

● We’ve put together draft 
copy for you for a three-day 
sprint campaign.

https://docs.google.com/document/d/1DKye6oozDOdfIriODalj2leZ_uHGSz_IwJ2v7w9QlZc/edit?usp=sharing
https://docs.google.com/document/d/1DKye6oozDOdfIriODalj2leZ_uHGSz_IwJ2v7w9QlZc/edit?usp=sharing


Additional appeal examples from Hub members: 

a. Berkeleyside (link)
b. CT Mirror (link) 
c. Honolulu Civil Beat (link)   
d. Rivard Report (link) 

https://mailchi.mp/berkeleyside/in-dark-times-berkeleyside-is-here-for-you-1603449
https://mailchi.mp/ctmirror/coronavirus-coverage-journalism-crisis
https://mailchi.mp/civilbeat/special-message-civil-beat-and-coronavirus
https://mailchi.mp/rivardreport/how-were-keeping-sa-informed-covid19


 

Other Considerations

• Spring campaigns 
• If your org has not started one, consider timing carefully 

and watch the latest developments. It may be wise to wait.

• If your org has already started one, then consider adapting 
the messaging if you’re covering COVID, or pausing it.

• Automations 
• Add an evergreen how-we-support-you-in-a-crisis type 

appeal to your welcome series.



Hub Roundtable on navigating Coronavirus
On March 26, the Hub hosted a roundtable where we 
heard from newsrooms executing some the strategies 
and tactics you see in this deck. Watch a recording of 
the meeting here. 

https://zoom.us/rec/share/55RJLoDc8GhLe53H8HOCX5A9E7i0T6a8hykZ8_JZmRlCAXa7vNtEWoiaT70DL7Ac


Need help executing these strategies? Drop us a note in your 
organization’s Slack channel.

We’re here to help.


