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TODAY’S PLAN

1. Crisis Communication -- Strategy for Advising Constituents of 
Important and Timely 

Information

2. The Recovery Phase -- Creating and Promoting Content During a  
Global Pandemic

3. Sponsor Management -- Managing Sponsor Content and Expectations 

3 Stages
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“What do we do next?”



CRISIS COMMUNICATION IN THE TIME OF 
COVID

1. IDENTIFY STAKEHOLDERS & CONSTITUENT GROUPS
Who do you need to communicate with in order to minimize the negative 
impact on your association and your business?

❏ Schools and athletic directors
❏ Tournament hosts and venues
❏ Student-athletes and their families
❏ Media outlets
❏ Other state associations

Start Dealing with That Dumpster Fire!



CRISIS COMMUNICATION IN THE TIME OF 
COVID

2. CHOOSE YOUR COMMUNICATION CHANNELS
Social media vs. more traditional means of communicating?

❏ Inform schools/ADs first -- give them time to disseminate 
information as they see fit

❏ Social was THE route for us because:
❏ Speed of message
❏ Ease of content creation
❏ Wider audience, greater reach

❏ TV/Radio/Newspapers followed

Start Dealing with That Dumpster Fire!



CRISIS COMMUNICATION IN THE TIME OF 
COVID

3. DRAFT, REVIEW, REWRITE, POST 
Develop workflow process for creating messages and quick review

❏ Gather team in-person to make decisions
❏ Communications Coordinator drafts release
❏ Brand Team reviews, edits release
❏ Exec approves draft
❏ Social Media team crafts messaging, posts
❏ Communications Dept. handles media inquiries

Start Dealing with That Dumpster Fire!





CRISIS COMMUNICATION IN THE TIME OF 
COVID

4. MONITOR CONVERSATIONS & MEDIA REPORTS THROUGHOUT
Gather input from outside sources to inform decision-making

Start Dealing with That Dumpster Fire!



CRISIS COMMUNICATION IN THE TIME OF 
COVID

1. IDENTIFY STAKEHOLDERS & CONSTITUENT GROUPS
2. CHOOSE YOUR COMMUNICATION CHANNELS
3. DRAFT, REVIEW, REWRITE, POST 
4. MONITOR CONVERSATIONS & MEDIA REPORTS THROUGHOUT

5. PRIORITIZE HONESTY AND TRANSPARENCY

Start Dealing with That Dumpster Fire!



RECOVERY PHASE

● GET ORGANIZED

● OBJECTIVES & GOALS

● PROMOTING CONTENT

Game Plan



RECOVERY PHASE

● Weekly check-ins

● Google Document - COVID Calendar

GET ORGANIZED



RECOVERY PHASE

● Determine what your main focus is without sports

○ Keep audience engaged and involved

○ Transparency

○ Sponsorship fulfillment

OBJECTIVES & GOAL



RECOVERY PHASE

💙💙 #wewillplayagain💙💙

PROMOTING CONTENT

https://www.instagram.com/explore/tags/wewillplayagain/


RECOVERY PHASE

● REPLAYS

PROMOTING CONTENT



RECOVERY PHASE

PROMOTING CONTENT



RECOVERY PHASE

PROMOTING CONTENT

http://www.youtube.com/watch?v=qm_rz92rxzY


RECOVERY PHASE

PROMOTING CONTENT



RECOVERY PHASE

PROMOTING CONTENT



RECOVERY PHASE

PROMOTING CONTENT
FAIL

http://drive.google.com/file/d/1hB4h-AIS01Nxw81j_X3i_t9F9iQgBE1c/view


RECOVERY PHASE

PROMOTING CONTENT



RECOVERY PHASE

● HAVE A PLAN

● BE CREATIVE

● TRY NEW THINGS

● THINGS WON’T ALWAYS WORK, TRY AGAIN

● ADAPT QUICKLY

TAKEAWAYS



SPONSOR SUPPORT

● During times of crisis, make sponsors a priority

○ Monitor sponsor content

○ Listen with intention

○ Be patient, but ready to mobilize

○ Review and revise inventory

○ Be innovative and adaptable

○ Consider both short-term support and long-
term relationship building

#supportoursupporters



SPONSOR SUPPORT

● Immediate outreach

○ Allowed Association staff to focus 
energy elsewhere

● Sympathy AND Empathy

○ Provided space to understand how 
they were uniquely impacted and look 
for common ground

● Campaign Support

○ Developed a plan to amplify sponsor 
campaigns

3rd-Party Sponsorship Management During COVID-19



SPONSOR SUPPORT

● SPONSOR

○ RushTeamApparel

● CATEGORY

○ Official State Championship Merchandise

● CAMPAIGN

○ Spring Championship merchandise sale to honor the lost season

○ Commemorated Washington’s “Be the Light” campaign

CASE STUDY #1





SPONSOR SUPPORT

● SPONSOR

○ Dairy Farmers of Washington

● CATEGORY

○ Co-Title Sponsor

● CAMPAIGN

○ Collaborative campaign supporting GenYouth, non-profit that 
raises funds to provide summer meals

CASE STUDY #2





SPONSOR SUPPORT

● SPONSOR

○ Dairy Farmers of Washington,
Les Schwab Tires

● CATEGORY

○ Co-Title Sponsors

● CAMPAIGN

○ WIAA Sports & Activities Bracket Challenge

CASE STUDY #3





SPONSOR SUPPORT

● SPONSOR

○ Gesa Credit Union

● CATEGORY

○ Official Financial Institution

● CAMPAIGN

○ Financial education webinars designed specifically to address 
COVID-related topics

○ Donation component to benefit non-profit providing 
immediate funding to WA schools

CASE STUDY #4





● Prioritize stakeholder groups

● Target audiences with your 
communication tools

● Take inventory of your 
content

● Get your messaging right, 
don’t rush it

● Be honest and transparent

● Monitor content of other 
organizations

● Make sponsors a priority

● Be innovative and proactive 
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