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BACKGROUND  
 
The global COVID-19 pandemic has created an economic crisis only comparable, 
perhaps, to the Great Depression of 1929. The difference is that COVID-19 hit suddenly 
with little or no time for American, and international, commerce to react. Arkansas, like 
other states and nations, has suffered greatly with tens of thousands losing work while 
the unemployment rate skyrockets.   
  
In Arkansas, Governor Asa Hutchinson took responsible and proactive, though not 
completely restrictive, steps to help mitigate the virus’ spread. Non-essential businesses 
including restaurants, salons and even some elective medical facilities, such as 
dentistry clinics, were mandated to close. But because Arkansans embraced the 
directives and recommendations given by Governor Hutchinson, Dr. Nate Smith, 
Secretary of the Arkansas Department of Health, and the CDC, Arkansas is poised to 
emerge soon from this crisis and recapture some of the best economic success in its 
history.  
  
Thus, Governor Hutchinson announced on April 18 the creation of the Economic 
Recovery Task Force to develop industry-specific strategies and make recommendations 
for Arkansas’ successful economic rebound.  
  
To best communicate the task force’s recommendations and subsequent directives from 
the governor as to how to best re-energize Arkansas’ economy, a comprehensive 
consumer and business educational strategy should be adopted and implemented.   
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CAMPAIGN OBJECTIVES 

● To rebuild consumer and employer confidence in how to safely return to business. 
●  To communicate using terminology that is simple, clear and specific and provides 

instructions, requirements and recommendations for how economic recovery 
processes should proceed (including PPE best practices). 

● To provide consumers with a greater understanding of how they will be able to 
interact and conduct business with the state’s economy post COVID-19.  

● To inspire all Arkansans to take ownership in restoring and reviving the state’s 
economy and provide them with information on how to best accomplish such.  

● To provide Arkansas businesses and consumers an aggregate messaging 
resource website which will help energize and re-engage the public with the 
economy. 

CAMPAIGN TACTICS  

● Campaign Messaging and Creative Development 
● Website Development  
● Email Marketing 
● Media Campaign and Statewide Awareness  
● Specific Tactics for Addressing Business Concerns 
● Specific Tactics for Addressing Consumer/Employee Concerns 

TARGET AUDIENCES 
 

● Consumers 
● Businesses 
● Trade and Business Associations 
● Federal Delegation and State Lawmakers  
● Local Community Leaders and Officials 
● Media 

TIMELINE  

The following proposal is based on a three-month campaign from May through July 2020.  

Campaign timeline is dependent on the recommendations set forth by the governor and 
Task Force and should remain flexible.  
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If the campaign should be extended past three months, CJRW will provide a separate 
budget for items such as paid media, website updates, email marketing and social 
media management.  

CAMPAIGN STRATEGY AND TACTICS 

TACTIC 1: CAMPAIGN MESSAGING AND CREATIVE DEVELOPMENT 

The campaign to help Arkansas re-energize its economy should balance being 
informative, compassionate and inspirational. The inspirational aspect must be crafted 
thoughtfully and applied consciously. Public sentiment and enthusiasm around the 
notion of “we are all in this together” is still relevant but waning somewhat.  
  
Now, consumers and businesses are looking for an inspirational message connected 
with action. This campaign should motivate Arkansans to believe they are united and to 
act like it. By doing so, the messaging can drive support for local business, industry, 
churches, civic organizations and communities that can make a real difference.  
  
We recommend the campaign be run on behalf of the Arkansas Economic Recovery Task 
Force and include the following campaign tagline/theme: 
 
This is Arkansas. This theme, which is integrated into the current tourism campaign, 
could be adapted. It has a strong element of state pride and could talk about all of the 
things that make Arkansas so unique and so well positioned for recovery. Possible 
offshoots could be: This is Arkansas Strong. This is Arkansas United. This is Arkansas 
Grit. It speaks to who we are, what we stand for and why we will overcome current 
adversity. 
 
Creative Deliverables Overview 

● Messaging Development: 
○ Target audiences messaging map and overarching campaign messaging for 

various objectives/audiences  
● Creative Materials Development:  

○ Three TV/digital video concepts, including :30 and :15 versions (broad 
messaging to inspire and drive consumers to website)  

○ Digital banner ad creative  
○ Toolkit/collaterals (for chambers/business community) 
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●  Creative Campaign Materials Vendor Production: 
○ :30 and :15 TV/digital videos 

TACTIC 2: WEBSITE DEVELOPMENT  

Launch a user-friendly website to serve as a trusted source of information and optimism 
for businesses and consumers getting back to work. The website should be branded with 
an easy-to-remember URL and serve as a comprehensive portal for housing all Task 
Force recommendations and public guidelines.  

Website content should include relevant information, while promoting a high level of 
engagement with the public. We recommend categorizing content by business and 
consumer. Some example content ideas include:   

● Business and industry-specific resources, processes, guidelines and digital 
toolkits  

● Include resources such as how to make a functioning mask, where to purchase 
sanitizers, how to make your own sanitizers, etc.  

● Consumer-focused information related to topics such as how to patronize 
service-oriented businesses, conducting in-person business, re-entering the 
workplace, and in-state travel and overnight stays 

● Arkansas success stories (include online form for Arkansans to submit positive 
stories)  

● Email sign-up form for updates 
● Task Force reports  

TACTIC 3: EMAIL MARKETING  

In addition to the website, email marketing may also prove valuable for reaching target 
audiences with resource updates, action items and encouragement. A sign-up form will 
be integrated on the website. 

We recommend using the Mailchimp platform to send emails at least once weekly with 
the most recent consumer updates and a direct link back to the website.  
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TACTIC 4: MEDIA CAMPAIGN AND STATEWIDE AWARENESS  

Recommended media channels include digital display, paid Google Search, digital video 
pre-roll and social media (Facebook, Instagram, Twitter and LinkedIn). Paid media 
channels will reach the identified target audiences and direct them to the website.  
DIGITAL MEDIA  
 
Utilize digital media to reach audiences via mobile and desktop devices. Recommended 
digital partners are based on current media-usage trends. Target adults 18+ with 
statewide coverage.  
 
 Recommended Digital Partners: 
 

●  MobileFuse Ad Network – 13,459,196 Impressions  
○ Ads will be served on both desktop and mobile sites and apps.  
○ Local Arkansas sites and national sites geo-targeted to Arkansas 
○ Combination of 15-second videos and banner ads  

● Premion Network Connected Television (CTV) – 3,250,000 Impressions  
○ CTV is digital video content accessed by apps/websites and streamed over 

smart TVs, computers, mobile or other over-the-top (OTT) devices.  
○ 15-second videos 

 
●  HULU (CTV) – 2,980,847 Impressions  

○ Digital video content accessed through the HULU app on mobile, computer 
or OTT devices.  

○ 15-second videos 
 
SOCIAL MEDIA 
  
Launch new social media pages on Facebook, Instagram, Twitter and LinkedIn. These 
pages will act as the central hub for information sharing and direct users to the website. 
The pages will be supported with organic and paid content.  
 
Tactics:  

● Types of Content  
○ Planned organic content may include items such as general messaging 

about the website, instructions on proper PPE and other guidelines, email 
sign-ups, infographics related to the governor’s plan/phases and curated 
content (articles, other page posts, etc).   
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○ Paid advertising will utilize video to promote awareness of the campaign 
and website. 

● Engagement Strategy  
○ Share links to the new social pages on other government social media 

pages such as Arkansas Department of Commerce, Arkansas Department 
of Health, etc.  

○ Encourage Arkansans to share their business’ success stories on social 
media using the approved campaign hashtag. When privacy settings allow, 
the user-generated content would be re-posted on the website and social. 

● Targeting 
○ Consumer Targeting  

■ Broad targeting, statewide reaching users 18+  
○ Business Targeting 

■ Target business owners with appropriate messaging based on 
specific industries such as restaurants, gyms, salons, etc.  

■ Targeting options will be determined based on the sophistication of 
options within each respective social media platform. 

● Social Listening 
○ Set up social listening tools to monitor high-priority keywords.  

 
 
SEARCH ENGINE MARKETING 
 
For the paid search strategy, relevant keywords will be used to lead searchers to the new 
Economic Recovery Task Force website.  
 
Tactics :  

● Google Ads (text based ads) 
● Bing Ads (text based ads) 

○ CJRW will monitor and identify new keywords to implement as the 
campaign progresses. 

○ Keywords will be identified by using a combination of search term reports, 
social listening and approved messaging. 
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PUBLIC RELATIONS 

Develop a state and national public relations strategy to provide regular updates on how 
business and consumers can re-engage with the economy and workplace as well as 
highlight positive aspects of the state’s economic rebound.  

State Tactics   
● Regular news release development and placement 

○ News releases will be developed and placed when newsworthy events or 
other milestones occur in the recovery process. 

● Government relations  
○ Share news updates with state lawmakers and federal delegation.  
○ Ask lawmakers to share website information with constituents via social 

media, weekly columns, etc.  
● Fireside Chats 

○ Establish and engage with regional influencers and community leaders to 
do virtual fireside chats. 

○ Feature the top updates that individuals need to know. 
● Develop and pitch media content options which include, but are not limited to: 

○ Workers returning to their jobs for the first time 
○ Businesses reopening and preparing for workers and customers 
○ Practices and protocols that should be exercised in order to ensure a 

successful recovery (for businesses and for consumers) 
○ Focus on “good news” stories – people helping people; stories that inspire 

others to do the same 
○ Help to restore Arkansas’ lost sense of place and community; encourage 

people to responsibly re-engage with Arkansas’ way of life again 
● Public Service Announcement (PSA)  

○ Develop a 60-second PSA based on the op-ed from Governor Hutchinson 
and Steuart Walton for use on both television and radio that evokes an 
emotional connection to the state and inspires confidence for all 
stakeholders. 

○ PSA will be placed through the Television Broadcasters of Arkansas and 
the Arkansas Broadcasters Association. 

● Op-ed development and placement 
○ Produce regular op-eds authored, perhaps, by Governor Hutchinson or 

Steuart Walton that provide rationale for decisions that are made in the 
various phases of the recovery process. 
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● Chambers of Commerce engagement 
○ Encourage local Chambers of Commerce to disseminate critical information 

to its members via various communications platforms. 
○ Provide a digital toolkit and resources for Chambers, which can be 

customized, and include the following: 
● Tips for engaging customers and making them feel safe in your 

place of business 
● Tips for communicating with employees regarding their safety while 

on the job 
● Posters and signage regarding self-protection protocols 
● Materials for a “shop local” campaign – designed to encourage 

residents to invest in their communities by supporting local 
businesses 

  
National Tactics: 

● Seek national media coverage of Arkansas’ comeback story 
○ Develop content and pitches to relevant national media outlets that can 

reach the desired target audiences with the Arkansas story. 
○ Business objective: promote positive and responsible leadership in 

government; encourage investment in the state’s economy, and promote 
the state’s skilled, eager and available workforce. 

○ Consumer objective: Governor Hutchinson’s pragmatic approach to dealing 
with COVID-19 helped mitigate COVID-19’s impact on the state, thus 
keeping more people employed, more businesses open and positioning 
Arkansas as a place where economic recovery is hastened.  

○ Media targets will include, but not be limited to: 
■ The Wall Street Journal 
■ Fox News 
■ Fox Business News 
■ USA Today 
■ Associated Press 

● Develop a paid news release for placement on national media websites. Such 
paid news content can be done efficiently, economically and with a controlled 
message. 

● Influencer campaign 
○ Invite carefully selected influencers to visit Arkansas and help share the 

message that Arkansas is “open for business.” 
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TELEVISION 
 
Consider leveraging Tourism’s existing partnerships with the Arkansas Cable Television 
Association (ACTA) and the Television Broadcasters Association (TBA) to increase reach 
and awareness.  

The ACTA partnership matches every paid spot with two bonus spots. The TV 
commercials will run on cable systems across the state.  

The TBA program provides three bonus spots for every paid spot. Thirty-second TV 
commercials will rotate on 11 broadcast TV stations in Fort Smith/Fayetteville, 
Jonesboro and Little Rock. 
 
In addition to the bonus spots received through the partnerships, work with local 
stations to coordinate the airing of the PSA spot as mentioned in the Public Relations 
section.  
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BUDGET   

Strategic Campaign Development and Implementation $8,200 
  
Messaging and Creative Development $12,500 
 
Creative Materials Production $25,000* 

● TV Commercials 
● Digital Video 

 
Website and Content Development $18,000 
 
Email Marketing Campaign $2,500 

 
Public Relations Plan Development & Implementation $10,750 
  
Digital/Social Set Up & Asset Development $4,500 
 
Organic Social Media Plan Development & Implementation $3,200 
 
Paid Social & Digital Search Ad Campaign $175,350 
  
Paid Media – Statewide Campaign $390,000 

● Digital Pre-roll 
● Connected TV 
● ACTA/TBA (Added-value)    

   
Total:    $650,000 
 
*Vendor production costs are estimated and will be quoted based on final materials needed for the 
campaign.   
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