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Advertising during 
the pandemic

S hould you be advertising during the 
Covid-19 pandemic?
Well, that depends...

Everyone’s a little bit nervous right  
now, wondering:

(1) How long is this pandemic going to last? And
(2) Will my business be able to survive? 
These two questions have a lot of business owners 

frozen, as leads and sales drop precipitously. 
Builders in particular are getting desperate for sales, 

so they’re “ready to advertise in the worst possible way.” 
(That’s an inside joke for marketing people, and it’s not 
a compliment.)

So that leads to the big question – should you be 
advertising during this pandemic?  

Well, I’ve got several answers for you.

Answer #1
Yes!

If you’ve already been advertising for a while, then it 
makes sense to continue at some reasonable level. But 
the tone of your message needs to shift a little. Right 
now, people are going through a lot of emotional stuff. 
They need to see and hear some compassion from 
others, including advertisers. 

Otherwise, you are going to look and sound painfully 
“tone deaf.” This is not the time to be self-serving (even 

Make sure your 
website is up 
to the task of 
advertising in 
the current 
climate
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(APVMA) and various health department guidelines – 
chlorine, bromine and hydrogen peroxide,” he says. 

“They are the cornerstones of sanitation for pools and 
spas. If you cannot demonstrate a residual of at least 
one of these sanitisers in your pool or spa then it may 
not be safe to enter.”

For the operation of a commercial swimming pool 
or spa, it is mandatory that one of these sanitisers  
is used. 

“In some locations, hydrogen peroxide can only be 
used in combination with a supplementary product,” 
says Briscoe. “For domestic swimming pools and spas, 
the operation should adhere to the guidelines but 
generally this is at the discretion of the homeowner 
as it is not mandatory. It is therefore vital that any 
consumer considering a sanitation system must 
understand what the measurable residual sanitiser will 
be for any system considered.” 

In addition to an approved sanitiser, Briscoe says there 
are many supplementary products that can enhance the 
ability of the chosen sanitiser to work effectively.

“The reality is all of the approved sanitisers 
have limitations. Even when operated at the 
recommended levels there can still be outbreaks, such 
as cryptosporidium and giardia that can have severe 
impacts on the wellbeing of humans. 

“It is for this reason,” he says, “that many health 
department guidelines recommend sequential disinfection 

systems where additional elements support 
the preferred pool or spa sanitiser.”

The common supplementary products 
we typically see in conjunction with an 
approved sanitiser are ozone, UV, copper/
silver, and a plethora of algaecides, 
clarifiers, phosphate removers and 
chemicals to assist the ability of the 
sanitiser to work effectively. 

“The challenge for the swimming 
pool industry is how can we achieve the 
ultimate swimming environment and then 
balance this with the operational costs and 
maintenance required,” says Briscoe. 

“There is a genuine demand for alternatives to 
chlorine that will provide a better experience such as 
hydrogen peroxide-based systems but there have been 
challenges in delivering a long-term cost-effective 
solution for this method.” n

Contacts:  AIS Water: aiswater.com.au 
APVMA: apvma.gov.au 
International Quadratics: www.interquad.com.au 
Lo-Chlor Chemicals: lochlor.com.au 
Maytronics: www.maytronics.com.au 
Naked Pools: naked-pools.com 
Swimart: www.swimart.com.au 
Waterco: www.waterco.com.au

Naked’s NKD system
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When the prospect is ready to buy, they’re 
much more likely to buy from you.

An automated system will also 
periodically “drip” informative email 
content to leads that have gone cold, 
potentially re-engaging them. Renewed 
interest (such as clicking a link) can 
be tracked and reported automatically, 
immediately alerting your sales team to 
potential lead activity. 

Email marketing is already exceptionally 
profitable, posting an average return of 4300 
per cent. Personalised email sent through an 
automated campaign is even more effective 
- 22.2 per cent more likely to be opened, 
and earning 18 times more revenue than 
generic email blasts. 

This could be a game changer. 
Automation saves time and money 
by streamlining the sales process and 
reducing the time it takes for a potential lead to 
become a customer. 

It also gives you the chance to cross-sell and up-
sell, increasing the lifetime value (and revenue) of 
your customers.

To turbo-charge your sales and conversion efforts, 
and make it easier for your designers to close deals, 

set up an automated follow-up system to nurture 
your prospects to buy from you. n

These articles by Pool Builder Marketing’s Brett 
Lloyd Abbott’s are part of a series designed to provide 
pool companies with unique insights that will 
help them address modern marketplace challenges. 
Contact: www.poolbuildermarketing.com
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though our primary goal is admittedly to help you get 
more sales).

The slant of your message needs to pivot. No one 
explains it better than Wizard of Ads marketing 
great Roy Williams. Fortunately, he made a 19 
minute video on this exact topic which you can see 
via a QuickLink at splashmagazine.com.au or by 
clicking his image if you’re reading the online version 
of SPLASH!

If you plan to continue advertising, definitely check 
out this video.

Answer #2
Only if your website is up to the task.

It doesn’t make sense – in good times or bad – to 
spend good money on advertising, only to send people 

to a website that disappoints and doesn’t convert. 
This is overwhelmingly true if you are looking at 

online/PPC advertising, but it’s also fairly accurate 
for all other forms of advertising too. For example, if 
someone sees your billboard, vehicle signage or yard 
sign, there’s an excellent chance they’ll go to your 
website before they call you. Heck, even a referral will 
most likely check out your website before calling you.

So again, if the website doesn’t impress them, then 
that sales opportunity will dry up right there on  
the spot. 

Answer #3
Probably not, if you weren’t advertising already. 

It’s easy for an outsider to philosophically claim “This 
is the perfect time to advertise! Those who invest now 
will come out ahead at the end.” 

It may be true, but that’s only if you survive. It can 
be dangerous advice if you don’t have the cash reserves 
to spend a lot of money on advertising for an extended 
period of time. (If you are counting on the advertising 
to make you rich overnight, prepare to be disappointed.) 

A much better idea is to reach out to your existing 
prospects, and “shake the tree”. Reaching out to your 
existing prospects costs almost nothing, and they are 
significantly easier to convert than trying to persuade 
total strangers. n
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