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Introduction



The fashion industry has always been 
a vocal one, full of expression, fun and 
creativity. However, the global pandemic 
in 2020 hit the sector hard, fundamentally 
taking away the physical, real-life 
experience of fashion, which has always 
taken centre stage within communications 
particularly. While ecommerce sales have 
managed to hold tight, the day-to-day of 
fashion PR and communications has been 
turned on its head. The outcome of this 
research and the expert interviews carried 
out show how brands have responded and 
adapted, and how communications has 
been instrumental in keeping the fashion 
industry connected with consumers, with 
all physical touchpoints suspended. In fact, 
70% of survey respondents “agree” that over 
the past 12 months, their communications 
strategy has been pivotal in navigating the 
volatile landscape that the pandemic has 
created.

To exacerbate the challenges created by 
Covid-19 and lockdown restrictions, 2020 
became a big year for politics and civil 
rights too. The death of George Floyd and 
an upcoming US presidential election were 
just a couple of events that called individuals 
into action. Huge social movements, like 
global Black Lives Matter protests took 
place, and opinion leaders in all sectors 
spoke out on biases and inequities: the 
fashion industry was no exception. “A lot of 
bigger messages were taking place within 
our culture, and how could fashion not 
react to that?” says Cody Eastmond, Senior 
Director at ScienceMagic.Inc. “When you 
consider how much broadcasting fashion 
brands do…holding such a space in society…
it is important they are using that volume 
for a good purpose,” he explains. Indeed, it is 
apparent the fashion industry has become 
a lot more thoughtful in its messaging over 
the past year, but to differing degrees of 
success and legitimacy.

People also took notice of what was going 
on, arguably more than usual, because they 
were at home consuming higher volumes 
of digital media1  and were able to access 
events in real time. Consumer appetite for 
authentic ‘behind the scenes’ content in 
the fashion sector and beyond, was huge 
in 2020. As a result, and as part of the shift 
that took place in fashion communications 
last year, brand purpose has become a core 
component of fashion communications 
strategies. While the world was turned 
upside down, fashion brands saw the need 
to distill their point of view on the world 
and their reason for being, and make sure 
it was being shared clearly.

The research also finds that sustainability 
and environmental causes have risen high 
up the fashion communications agenda, 
going hand in hand with consumer desire 
for greater transparency. The experts 
interviewed for this report believe the 
past year has given the fashion industry 
a chance to rethink their business habits 
and behaviour, which has become 



important for brands to portray within their 
communications. Ultimately, there is the 
hope that fashion communications will play 
a pivotal role in helping the industry strive 
towards circularity and decarbonisation, in 
the future. 

One silver lining of the past 12 months 
is that creativity has not suffered, and in 
fact some of the experts interviewed for 
this report believe the situation has forced 
fashion brands to dig deeper and do more 
with less. “There are some brands that have 
really found their creative rhythm in these 
pandemic times, in a way that we haven’t 
seen in a few years,” says Clara Mercer, 
Communications Director, British Fashion 
Council. This is despite the fact that many 
brands saw their communications budgets 
paused or frozen amid so much economic 
uncertainty, and recovery is only just 
beginning. 

The pandemic has also accelerated digital 
communications within fashion, and 
the changes have been overwhelmingly 
positive, particularly around key 
calendar events such as London Fashion 
Week whereby new and much larger 
audiences have been reached, than was 
previously thought possible. In fact, 70% 
of survey respondents “agree” online 
communications is going to be a long-
term shift that is here to stay, within both 
media and events, and 36% believe online 
activations, such as virtual events, will 
be one of the top three trends that will 
dominate fashion communications over 
the next two years.

It is hoped that this report will shed valuable 
light on the current state of fashion PR and 
communications, and how the pandemic 
has helped to re-shape many established 
practices and teach several valuable lessons. 
Ultimately, fashion communications is 
being held more accountable than ever 
before, but as some of the experts claim, 
this was needed, to help create a healthier 
balance between commercialism and 
driving positive change.
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Methodology

This research report is published by Fashion 
& Beauty Monitor and explores the current 
state of fashion communications, and the 
impact the COVID-19 global pandemic has 
had upon the industry.

There were 459 communications specialists 
within the fashion industry who responded 
to the global research request, which took 
the form of an online survey, in January 
and February 2021. Detailed breakdowns of 
the respondent profiles are included in the 
Appendix of the report.

If you have any questions about 
the research, please contact Sarah 
Penny, Content & Research Director 
at Fashion & Beauty Monitor:                                                    
sarah.penny@fashionmonitor.com.
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The role of fashion 
communications in 2021



FIGURE 1. HOW HAS COMMUNICATIONS SUPPORTED YOUR OVERALL STRATEGY OVER THE PAST 12 MONTHS?

The events of the past 12 months have heavily 
impacted the fashion industry. When the 
coronavirus pandemic hit in March 2020, 
27% of US consumers initially said they 
planned to spend “somewhat” or “a lot” less 
on luxury and fashion items than they had 
budgeted for, prior2 . As an industry, many of 
the experts interviewed for this report attest 
to their communications budgets being 
frozen overnight while their fashion brands 
took stock of the situation and inevitable 
changes in consumer habits to come. With 
retail doors being closed and live fashion 
events being cancelled, the raison d’être of 
fashion communications and PR needed to 
be reevaluated. Consequently, experts agree 
that communications were catapulted into 
a seismic shift, which many say has been 
industry defining.

A year down the line, the fashion industry 
has weathered the storm far better than 
many anticipated. Online fashion retail 
has in fact soared. Online brands such as 
Zalando reported a 32%–34% growth in gross 
merchandise value during the second quarter 
of 20203 ,and UK e-tailer Boohoo claimed a 
45% increase in revenue across all of its brands 
during the same period4. Fashion brands with 
a strong foothold in the athleisure/ leisurewear 
category, such as Nike, have also performed 
particularly well.

This year, communications has allowed us to realign our brand 
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Our communications strategy has clearly increased revenue generation  
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We have yet to see how our communications strategy has impacted the wider business 

                         22%                                                                      34%                                                           29%                                         13%             2%
Our communications strategy has helped boost customer loyalty and lifetime value 
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Crisis management has been an important part of our communications strategy this year 
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Our communications strategy has been pivotal in navigating the volatile landscape that the pandemic has posed 
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Communications has been instrumental in 
supporting the survival strategies of many 
fashion brands. As Cody Eastmond, Senior 
Director at communications consultancy 
ScienceMagic.Inc, shares, “as we got into 
the groove of lockdown, and as ecommerce 
continued to thrive, there was an important 
and renewed focus for communications. 
Budgets returned but it was clear the 
focus had to shift, to be more digitally-led. 
Communications was ultimately the only way 
fashion brands could continue to connect 
with consumers, since no real-life experiences 
were happening.”

As Figure 1 shows, 70% of survey respondents 
“agree” that over the past 12 months, their 
communications strategy has been pivotal 
in navigating the volatile landscape that 
the pandemic has created. Furthermore, 
two-thirds (67%) of respondents “agree” 
their communications strategy has clearly 
increased revenue generation, over the same 
period.   

For some, the global crisis has also provided 
a much-needed impetus to re-focus or re-
position their brand. The survey data shows 
that 73% of respondents “agree” that over the 
past 12 months, communications has allowed 
then to realign their brand. 



"
say the purpose PR and 
communications serves 

for their business is 
unchanged



Despite a difficult and unprecedented year, 
a notable finding of the survey is that 69% of 
respondents say the purpose their PR and 
communications serves for their business has 
remained the same. This compares with 12% 
who say the business objective has “changed 
significantly.”

This finding is challenged by several of the 
experts who were interviewed for this report. 
In many cases, fashion brands have needed 
to pivot their business models significantly 
in response to pandemic restrictions, and 
with retail being closed for much of the 
year. Consequently, they have needed their 
communications and PR to support this 
business shift. 

While influencer marketing has been a big 
component of fashion communications 
for some time, the survey finds that 55% of 
respondents have increased their focus on 
talent-led collaborations over the past 12 
months (see Figure 3). 

Cody Eastmond, senior director of 
ScienceMagic.Inc claims that while the term 
‘influencer” has become “a bit of a tarnished 
label that brands don’t want to associate 
themselves with, or that influencers don’t 
really want to be called because of the 
stereotypes that come with it”, the role and 
purpose that digital opinion leaders play 
within fashion is slowly evolving. “There will 

2. HAS THE PURPOSE THAT PR AND 
COMMUNICATIONS SERVES FOR YOUR 
BUSINESS CHANGED IN THE LAST 12 
MONTHS? 

Changed significantly 

Changed slightly

Remained the same

12%

19%

69%

always be people who have authority in 
their fields who do interesting things that 
people look to for inspiration and the fact 
that influencers have their own audiences is 
really important for brands as it allows them 
to connect more with consumers. However, it 
needs to continue to evolve to become more 
democratic, with a more community-focused 
approach; utilising people who have a lot of 
affinity for brands already.”

3.HOW HAS FASHION COMMUNICATIONS CHANGED FOR YOU OVER THE PAST 12 MONTHS? 
(SELECT UP TO THREE OPTIONS)

We have engaged in less communications activity 

33%

Our online communications strategy has increased significantly 

We have increased our focus on influencer marketing 

We have engaged in more communications activity 

Our communications strategy has included a greater emphasis on cause and purpose 

We have increased our focus on social media 

Other

53%

55%

31%

24%

18%

2%



Case study: 
Hockerty and 
Sumissura 

Online fashion retailer Hockerty and 
Sumissura found that following the 
mandate to work from home, there was 
less demand for its custom-made suits 
and shirts, generally worn within the office 
or at social events. With the future looking 
uncertain, it made the decision to expand 
its product line, adding shoes, jeans and 
field jackets to its existing range. Being a 
relatively small business, with a small team 
controlling production, it was able to move 
far more quickly than larger fashion brands. 
Additionally, trading exclusively online, it 
was in a strong and attractive position to 
continue trading while retail was closed. 

Salva Jovells, Marketing Manager of 
Hockerty and Sumissura, shares that 
communications and PR became essential 
to supporting the product shift, but also, 
offered the brand a chance to grow its 
identity, and clarify its brand story. 

“The pandemic created the opportunity 
for us to improve our communications, 
and better explain the ethos of the brand,” 
explains Jovells. “Sustainability and body 
diversity is in our DNA and has been since 
we launched in 2008. All our garments are 
made to order, and they are bought to be 
worn. This isn’t true of every player in the 
fashion industry, and particularly within 
fast fashion; so, it was the perfect time for 
us to expand our communications strategy 
and tell this story to a wider audience.”

While budgets were being frozen 
elsewhere in the fashion industry, Hockerty 
and Sumissura took the decision to double 
its budget for influencer marketing and 
traditional PR and grow its communications 
strategy. A big focus of the new strategy 
was to align itself with the situation its 
customers were in, providing information 
on how to dress stylishly, but with comfort, 
for home working; or how to postpone 
big events such as weddings that were 
currently on hold.   

The business and communications shift 
proved an extremely successful decision 
for Hockerty and Sumissura. Jovells shares 
that the brand ended 2020 with even 
stronger performance than in 2019. “Being 
fast enabled us to survive the distance,” 
he says. “We needed to explain our ethos 
much better, and the pandemic provided 
the perfect opportunity to do so.”



Many of the experts agree that within the 
fashion sector, brands are being more careful 
in their influencer or talent collaborations, 
and they have seen this become a priority 
throughout the pandemic. Clara Mercer, 
Communications Director of the British 
Fashion Council, says “brands are thinking 
more about who the right people for them 
are, rather than working with influencers or 
talent for the sake of it. Audiences will see 
straight through it if someone is not really an 
ambassador for the brand. Talent themselves 
want to be able to say what they really mean, 
and not just because they are being paid for it. 
Increasingly, fashion brands and designers are 
picking talent that really suit the campaign 
and the brand ethos, and vice versa. It is a two-
way thing.”

Currently, responsibility for this segment 
of communications sits across the PR and 
marketing teams in the most cases, however, 
21% of respondents claim to have a stand-alone 
influencer marketing team. Carlotta Buosi, 
Head of Communications and Community 
at Nicholas Kirkwood, shares “now more than 
ever, KOL (Key Opinion Leader) marketing is 
seen as a standalone operation with its own 
teams and experts working on building a 
community of ambassadors around a brand, 
as well as generating content which can be 
used across channels.”

"
have 
increased 
their 
focus on 
influencer 
marketing



"
say their online 
communications 
strategy has increased

The cancelling of physical shows and events 
has been an unprecedented challenge for 
the fashion PR industry, but as a result, 
digital communications plans have been 
expedited across the board. According 
to the survey findings, this has been the 
case for 53% of respondents. The fashion 
communications industry has needed to 
think on its feet, finding new ways to be 
creative, source content, and interact with 
audiences. In most cases, the solution has 
been sought and found online. Many of the 
experts interviewed for this report believe 
the resulting effect has been fashion 
brands and designers becoming a lot more 
thoughtful about the messages they are 
sharing, and who is receiving them.



London 
Fashion Week 
goes digital
In 2020, amid a global pandemic, London 
Fashion Week was one of the events most 
impacted within the fashion PR calendar. The 
iconic clothing trade show that takes place in 
London is typically a series of physical events 
and parties, spread across a jampacked 
schedule. However, for the June 2020 event, 
non-profit organisers, the British Fashion 
Council, had to pivot quickly to make it a 
digital-only event.

Clara Mercer, Communications Director of 
the British Fashion Council, shares, “it was all 
digital content, with brands and designers 
showcasing their collections but also taking 
a moment to give their perspective on this 
moment in time. There were conversations 
and nice fashion films, and really thought-
provoking pieces.”

The September 2020 show was able to have 
some physical as well as digital elements, 
but by February 2021, the event was forced 
to go digital-only again. However, Mercer and 
other experts interviewed agree the quality of 
content, and the way designers had thought 
about how they were shooting, was far 
superior to previous attempts. “It looked like 
a fashion show but was shot very differently; 
not in that straight up and down linear format 
that you would expect,” says Mercer. 

According to Mercer, designers such as Molly 
Goddard and Emilia Wickstead “really nailed 
showcasing physical fashion in a digital format. 
The result was so much better than had they 
had just filmed a catwalk show”. In ‘normal’ 
times, she shares, audiences have craved and 
enjoyed the magic of real-life, physical events 
such as London Fashion Week, and “with 
clothing it is really important, to get the music 
and energy all in one venue”. However, at the 
February event, Mercer claims “in these films, 
you still got music and feeling, and they were 
shot beautifully. Designers and brands had 
thought carefully about who to collaborate 
with to make this content come to life.” 

Cody Eastmond, senior director, ScienceMagic.
Inc, was also involved in organising previews 
for his designer clients during London 
Fashion Week, and agrees the experience 
was a positive one. “It was great because 
designers were able to get more time with 
editors and vice versa. Normally it would be 
a case of grabbing five minutes backstage 
at a show, but instead there were more well-
rounded conversations taking place about 
the collections, lasting 30 minutes or more, 
and more one-to-one interviews.” 

London Fashion Week has had a digital 
schedule since 2009, streaming catwalks 
live to an online platform. “Utilising three 
camera mixes, it was quite a good broadcast, 
and you were able to reach a huge number 
of countries,” says Mercer; “but actually the 
viewing figures weren’t brilliant, because 
translating fashion shows for consumers 
means making it entertainment which 
means it needs a level of production and be 
treated in a different way. For yours to stand 
out, you need to be doing something in a new 
way: you can’t just record the show.”

Learning from experience, the most recent 
London Fashion Week, despite being digital-
only, saw exceptional audience growth. “We 
had 132,289 unique viewers up to the London 
Fashion Week online platform, over a 14-day 
period,” shares Mercer. “A designer would never 
get that many people to their show, so from 
a numbers perspective, and engagement, 
this digital world is really exciting. On top of 
that you have the engagement on social 
channels, which build hype, conversation, and 
excitement, also pushing people to watch 
further content online.” 



Influencer marketing 
budgets

Budgets for influencer and talent 
collaborations were impacted like any 
other when the pandemic broke out, but 
seem to be recovering, according to the 
experts interviewed.

The survey findings show, as illustrated in 
Figure 4, that towards the beginning of this 
year, almost a third (31%) of respondents 
are allocating less than 10% of their 
communications budget to influencer 
marketing, while a quarter are spending 
10%-30%. A small minority, of 9%, are 
assigning more than half of their overall 
communications budget to influencer 
collaborations.

FIGURE 4. HOW MUCH OF YOUR 
COMMUNICATIONS BUDGET IS CURRENTLY 
SPENT ON INFLUENCER MARKETING?  

None - we don’t pay or engage with 

influencers as a business 

None - it falls into other budget lines

Less than 10%

10% - 30%

31% - 50%

51% - 75%

75% - 100%

25%

31%28%

4%

3%

8%

1%



Budget 
cuts force 
Nicholas 
Kirkwood to 
rethink its 
influencer 
strategy 

Designer shoe brand Nicholas Kirkwood had 
been working with influencers for two years 
before the pandemic struck. Carlotta Buosi, 
Head of Communications and Community 
shares that since her joining, influencer 
marketing had become a genuine success 
story, helping to grow a community around 
the brand from scratch, while earning the 
right to partake in wider conversations on 
social media. Since the brand does not 
commit to any other kind of traditional 
advertising (print or digital), 35% of its overall 
marketing and communications budget is 
allocated to influencer marketing. 

However, when the pandemic struck, “all 
marketing investments were dramatically 
cut to the core”, says Buosi, “and especially my 
influencer marketing budget”. “We could no 
longer justify spending thousands on a single 
influencer post,” she shares. 

The brand found itself with a lot of product 
that had already been bought internally 
for the Spring/Summer 20 collection, to 
be seeded and allocated to influencers for 
sponsored posts, but no money to make 
those connections and projects happen. “All 
talent contracts were paused, and we had to 
reinvent the way in which we worked,” says 
Buosi.

Buosi decided to focus on a global seeding 
programme, working with micro influencers. 
“Within collections, we sent pairs of shoes to 
girls all around the world at the same time, to 
create organic buzz. Without any investment 
behind it, we didn’t know if it would work,” 
she explains. She then started to look for 
content creators who were a lot smaller and 
less established within the industry, with less 
followers, but whose aesthetic was good. 
“They were barely starting off, but now they 
are already building a name for themselves. 
We managed to catch them at that moment 
and create a really interesting mini-series of 
content, instead of one image only, for the 
same amount or much less than one macro 
influencer paid post,” Buosi shares. 

The shift in approach was “a massive success 
story for us,” says Buosi. “We found these girls 
could be really impactful for us, despite having 
far less followers. They created some of the best 
content we have ever had from influencers. 
We thought it would be a temporary solution 
to survive, but actually it made us reconsider 
our strategy as a whole.”



The global pandemic has 
been the biggest driver of 
change

More than half (54%) of respondents 
agree that the global pandemic has been 
the biggest driver of change within their 
communications strategies. Second to this, is 
increasing demand from audiences for more 
transparent and authentic content, which has 
instigated change for 50% of respondents.

Some of the experts believe the global 
crisis goes hand in hand with the increased 
consumer appetite for transparency, that we 
have seen over the past year. Clara Mercer, 
Communications Director of the British 
Fashion Council, says “it is a good thing that 
has come out of the pandemic. Everybody 
has had a chance to think about what they 
do and why they do it, and I hope that means 
people understand how important it is to 
also communicate why they do things, what 
they do, and the people who help to make 
the brand what they are. Hopefully, this will 
enable them to change their business habits, 
and accelerate things like decarbonisation 
and circularity.”

FIGURE 5. WHAT HAS BEEN THE BIGGEST DRIVER OF CHANGE? (PLEASE SELECT UP TO THREE OPTIONS) 

Better data and metrics at hand to measure the communications process 

A decreased budget to spend on communications activity 

Increasing demands from audiences for more transparent and authentic content 

The Covid-19 pandemic 

An increased budget to spend on communications activity 

Better integration between online and offline strategy 

Other 

34%

48%

50%

54%

13%

15%

3%



The day-to-day of fashion 
communications
Considering the day-to-day of fashion 
communications and PR, the experts 
interviewed for this report agree very strongly 
that much has changed, with many believing 
the shift is for the better. 

Cody Eastmond, senior director at 
ScienceMagic.Inc, says the fashion industry, 
and its communications, have needed to 
become nimbler and more reactive. “There 
used to be a really structured cadence to 
when we would speak and what we would 
speak about,” he explains, “whether that was 
linked to the show schedule, retail calendar 
or consumer drops. However, Covid-19 threw 
most of that up in the air. In the beginning it 
was quite difficult, and there was a domino 
effect to product and samples not being 
made, deliveries being slowed, shows being 
cancelled, and social distancing affecting 
shoots. Fashion had to become a lot more 
agile.  Although the fashion industry has 

always liked to focus on newness, I do not 
think agility has been one of its best attributes 
because there has always been a lot of 
structure and big machines that have needed 
to move.”

According to Eastmond, this newfound agility 
has manifested itself in an increased focus on 
digital formats, and social media has become 
a top priority for fashion brands as a way to 
connect with consumers outside of retail and 
outside of product. Figure 6 below shows 
that influencer or celebrity outreach is now 
one of the most common day-to-day tasks 
for 32% of communications professionals 
within the fashion industry, alongside more 
traditional PR activities. Outreach of this type 
has become instrumental in enabling this 
consumer connection outside of retail and 
importantly, on social media. 

Notably, ‘traditional’ PR activities appear less 
prominent than one might expect. Press 
outreach, historically the bread and butter of 
the fashion industry, is now a significant task 
for less than a third (31%); while the distribution 
of press releases remains important for 37%. 

FIGURE 6. WHICH OF THE FOLLOWING TASKS MAKE UP THE MOST PROMINENT PARTS OF YOUR JOB ROLE?  
(PLEASE SELECT UP TO THREE OPTIONS)  

Press outreach 

Dressing opportunities 

Influencer or celebrity outreach 

Distribution of press releases 

Management of contacts database 

Measurement of activities 

Reporting for stakeholders or clients 

Management of owned social channels 

Event Management 

Other 

31%

12%

32%

37%

31%

14%

15%

9%

5%

2%



Florence van der Spek, Founder of FLO 
PR, says the day-to-day of fashion PR has 
changed a great deal for her and her clients 
over the past 12 months, and her role has 
broadened, taking on new responsibilities. 
Traditionally, activities have always been 
rooted in real-world, physical experiences, 
inviting editors and media to view and 
touch the brand via its designers and 
products, etc., from a carefully curated 
perspective. Some of this she refers to as 
“smoke and mirrors”. However, with these 
physical touchpoints removed, and brands 
no longer able to lead with experience, 
the nuts and bolts of day-to-day PR have 
needed to translate to a digital-only context, 
van der Spek shares.

“Although difficult at first, it has required 
brands to think differently and innovate,” 
she says. “For smaller brands with more 
limited budgets, usually trying to compete 
with, and make equal noise to bigger 
brands with bigger budgets, it has meant 
that there has been a more level playing 
field created. The press are unable to go 
on glamorous press trips and attend big 
events, so brands have gone back to their 
roots and been forced to consider their story 
and the core of the brand. Consequently, 
my role has evolved too to become a lot 
more involved in business development, 
and not just PR. I am having more of a say, 
also holding my clients accountable.”

Overall, the data is very dispersed on the 
subject, and this could be owing to continued 
uncertainty and disruption which fashion 
brands have responded very differently to, 
depending on their size and the resources 
they have available, as well as their level of 
agility. 

Over the past year, van der Spek has focused 
on pushing business founders forward, 
which she claims has been very successful. 
“Pitching for more profile pieces, getting 
them to be vocal on social media, doing 
live videos and taking over Instagram 
Stories, Instagram takeovers, participating 
in live panels, telling people who they are 
and going behind the scenes. A year ago, 
such day-to-day activity wasn’t such a big 
focus, but smaller brands especially can 
be nimble, and throughout the pandemic 
it has made sense to put founders at the 
forefront.” The shift has also required van 
der Spek to spend more time immersing 
herself in social media trends. “We 
embraced Clubhouse when it launched, I 
have created TikToks for brands, and filters. 
A year ago, none of this was really in my 
armory, but I have seen the importance of 
it.”   



Technology can significantly help to 
support the day-to-day of fashion PR and 
communications, but with budgets being 
more deeply scrutinized over the past year, 
it is possible technology investments have 
been impacted.

Figure 7 reveals that currently, media 
monitoring and press release distribution 
are the tasks most heavily reliant on 
technology solutions (used by 46% of 
respondents), with 22% of practitioners 
using platforms such as Fashion and 
Beauty Monitor to manage and update 
their press lists.

However, it is also notable that 25% are 
utilising specialist technology platforms, 
such as Influencer Intelligence, for 
identifying influencers (25%) where 
influencer outreach is a responsibility 
that lies within the PR team. Previously, 
the Influencer Marketing 20205 survey 
found that just 14% of communications 
professionals were using specialist 
influencer engagement tools, showing this 
figure has almost doubled in two years 
within the practice in this field.

"
are using 
technology 
solutions 
to identify 
influencers

https://www.influencerintelligence.com/insights/vG/Influencer-Marketing-2020


Content collaborations 
and media trends
With fashion communications strategies 
being forced to go online throughout 
the pandemic, the survey data finds that 
influencer marketing has delivered the 
greatest success for brands over the past 
year. 

As Figure 8 reveals, 31% of respondents say 
influencer marketing has proven to be the 
most successful activity for them, closely 
followed by TV coverage (29%). As one 
might expect, traditional media activities 
such as print press coverage, has delivered 
far lower levels of success, with 12% saying 
the channel has been successful for them. 
This is likely to be symptomatic of the 
current situation, with some  publications 
ceasing to print throughout lockdown, a 
decrease in print media sales, and a decline 
in circulation of free publications due to 
the decrease in commuter footfall over the 
same period. 

Cody Eastmond, senior director, 
ScienceMagic.Inc, agrees, saying “over 
the past year, while we have had social 
distancing and events restrictions in place, 
talent have remained important because 

FIGURE 8. WHICH COMMUNICATIONS 
ACTIVITIES HAVE YOU SEEN THE MOST 
SUCCESS WITH THIS YEAR?  

Print and online press coverage 

Dressing opportunities

Influencer marketing

TV coverage

Owned social

Native ads and advertorials

31%29%

17%
8%

12%

3%

FIGURE 7. FOR WHICH TASKS DO YOU UTILISE TECHNOLOGY SOLUTIONS TO HELP YOU PERFORM BETTER?  
(PLEASE SELECT UP TO THREE OPTIONS) 

Managing and updating press lists 

Identifying influencers 

Media monitoring 

Press release distribution 

Outreach tools 

Social listening software 

Reporting solutions 

22%

I don’t use any technology solutions 

25%

46%

46%

26%

15%

11%

1%



they have been able to continue creating 
content and stories for brands, and they can 
do that quickly to a really high spec. Brands 
are going to lean on these content creators 
more heavily going forward, as they can 
create assets quickly, often triggering more 
engagement than the brand would.”

Additionally, the experts share that fashion 
brands are turning to influencers for 
their superior knowledge of social media 
platforms. Eastmond shares: “influencers 
often know how to perform and interact 
with audiences on social platforms better 
than the brands themselves. You have 
new channels coming in like TikTok, and 
audio spaces like ClubHouse, and there will 
always be people who understand these 
platforms better than the brands, because 
the platforms are designed to be people-
first. Rather than trying to get your head 
around TikTok, it is better to think, who 
are the individuals taking up space and 
getting good connections on the platform, 
and then working with them. People follow 
people and that is why influencers can do a 
smarter job than brands, a lot of the time.”

In keeping with the expedited shift to 
digital over the past 12 months, the fashion 
communications industry is seeing 
greatest success with earned media across 
social and online channels. As Figure 9 
illustrates, 21% of respondents have seen 
success with earned media placements 
across social media, and an additional 21% 
have seen the greatest success with online 
consumer press placements. 

9.WHAT TYPE OF EARNED MEDIA PLACEMENT 
HAVE YOU SEEN MOST SUCCESS WITH THIS 
YEAR?

Social Media 

Long-lead consumer press

Short-lead consumer press

Online consumer press

National newspapers and supplements

Television

Podcasts

Blogs

9%

21%

14%
21%

13%

13%

1%

8%



The rise of purpose-led 
storytelling

English fashion designer, Anya Hindmarch, 
said: “I think the word ‘brand’ should be 
replaced with the word ‘behaviour’. It’s about 
how you act.”6  Clara Mercer, Communications 
Director of the British Fashion Council, 
agrees, and claims “it is those behaviours 
that have now, in communications, become 
really important for brands to portray across 
whatever channels they are using.”

Throughout the pandemic, the trend towards 
greater transparency in communications 
has encouraged many fashion labels and 
designers to open-up about their brand story, 
clarifying what they believe in and stand 
for. This is a view that many of the experts 
interviewed for the report agree with, along 
with the acknowledgement that fashion 
brands, previously focused on their own DNA, 
have got better at taking a step back, putting 
themselves in the shoes of the consumer, 
and thinking more carefully about how 
their message will land, also considering the 
context of what is happening in the world at 
present.

As Figure 10 reveals, just over a third (37%) of 
respondents say they have increased their 
focus on purpose-led storytelling, over the past 
year. While this is a positive finding, it shows 
there is also much scope for growth in this area 
once some of the ethical challenges specific to 
the fashion industry can be addressed. Figure 
3 additionally shows that 24% of respondents 
believe their communications strategy has 
evidently included a greater emphasis on 
cause and purpose, in the last 12 months. 
This demonstrates that although there is an 
increase in purpose being at the forefront of 
communication professionals’ minds, it isn’t 
manifesting into practice for all just yet.

Cody Eastmond, senior director of 
ScienceMagic.Inc, believes this is what the 
industry needs, and should be doing. “Fashion 
brands hold a high place in popular culture 
and their role is more than just supplying 
products to customers. If you are holding such 
a space in society, you should in turn be doing 
some good with that space.”

Aside from the pandemic, the past 12 months 
have also provided a strong focus for politics, 
civil rights protests, and environmentalism, 
which the fashion industry has tried to respond 
to in its own communications and messaging. 
“However, the challenge is that brands are 
retrofitting what they want to achieve,” says 
Eastmond. “Fashion brands are commercial 
entities here to create revenue, to supply and 
reach demands. The fashion industry really 
needs to focus on brand purpose now, and 
ask themselves, what is their reason for being; 
what is their point of view on your world? They 
need to make sure that message is distilled 
because it will help them to navigate what 
they want to achieve and decide how they are 
going to do it. If that point of view is not clear, 
it can be hard for brands to work out how they 
address the issue.”

10. CONSIDERING THE EVENTS OF THE PAST 
YEAR, HAS YOUR BRAND INCREASED ITS 
FOCUS ON PURPOSE-LED STORYTELLING 
WITHIN ITS COMMUNICATIONS STRATEGY?   
 

Yes 

No

63%

37%



Sustainability and 
environmentalism ranks 
as the biggest cause for 
fashion brands 

Figure 11 below reveals that sustainability and 
environmentalism ranks as the priority cause 
for fashion communications, with 60% of 
respondents citing this as a focus within their 
strategies.

“Decarbonisation and circularity” are top 
priorities for the fashion industry, shares Clara 
Mercer, Communications Director of the 
British Fashion Council, who believes brands 
and designers should be doing all that they 
can to reduce waste within the fashion cycle. 
“Brands understand how things are produced 
and where they are produced, and any 
waste that comes out of the process should 
be invested back into the fashion system,” 
Mercer explains. “The reduction in the volume 
of clothes going to landfill is part of this, by 
encouraging people to buy clothes they love 
that they will wear over and over again, along 
with mending to elongate the life of clothing. 
There are a huge number of scientific and 
technology developments that will reduce the 
impact of different garments on the planet, 
and it is the responsibility of big brands and 
conglomerates to help the industry to deliver 
its goal to have less impact on the planet.”

11.WHICH CAUSES ARE THEREFORE A FOCUS WITHIN YOUR COMMUNICATIONS?   
(PLEASE SELECT UP TO THREE OPTIONS) 

Diversity and inclusivity 

Sustainability and environmentalism 

Supporting the Covid-19 effort 

Ethics and responsibility across the supply chain 

Other

48%

60%

36%

21%

1%



However, in a year where there has been 
much accusation of “greenwashing” within 
the fashion industry, the experts warn against 
brands making unsubstantiated claims 
relating to sustainability and the environment. 
Hannah Levitt, Founder of Green Banana PR, 
which specialises in working with sustainable 
fashion and lifestyle brands, warns: “it’s 
not enough to say you are sustainable; it 
simply doesn’t cut it. Consumers and media 
are becoming savvier when it comes to 
navigating eco claims and aren’t afraid to call 
out greenwashing when they see it.”

Sustainability issues are systemic within the 
fashion industry, and despite best efforts, 
there remain some uncomfortable truths 
which cannot be swept away easily. The 
experts believe this is something brands 
need to be very mindful of. As Florence van 
der Spek, founder of FLO PR, explains: “a 
lot of times it isn’t possible to create a 100% 
sustainable product because of budgets, and 
many other reasons. The key thing is to be 

aware of issues and acknowledge these with 
your audience, sharing how you are trying to 
address them, rather than trying to create a 
whole communications campaign about it.”

However, some fashion brands have also 
become known for avoiding conversation 
around causes that are problematic for 
them. As Cody Eastmond, senior director 
at ScienceMagic.Inc, explains: “sometimes 
brand silence is a problem. Fashion likes to 
occupy a space when things are good, but 
when things are challenging there is often 
radio silence. When you consider how much 
broadcasting fashion brands do, it would be 
good to use that volume for a good purpose, 
even when difficult.”

Hannah Levitt, Founder at Green Banana PR 
agrees, and says “I always advise on keeping it 
simple, highlighting where your impacts are, 
what you are doing to tangibly mitigate these 
impacts and outlining where you want to get 
to. If a brand is behind in certain areas when 
it comes to sustainability or needs support, I 
encourage collaborating with campaigners, 
NGOs, charities or other bodies that can help 
address big issues that brands may not feel 
confident addressing, and handing over the 
mic to those that do, in tandem with making 
long-term business changes that will have 
positive impacts.”



The Strawberry 
Dress: a lesson 
in sustainable 
fashion

Last year, a whimsical tea dress by Kosovo-
born designer, Lirika Matoshi, dubbed the 
‘Strawberry Dress’ captured consumers’ 
hearts online, and rapidly went viral. The 
midi length, pale pink, sequin and tulle 
dress, selling for $490, has to date generated 
over 50,000 images on Instagram, and the 
#StrawberryDress hashtag has 102.6 million 
views on TikTok. It has even sparked DIY 
videos on YouTube.

According to the designer, the dress had 
been available since July 2019, but sales 
exploded in July 2020, increasing 1,073 
percent compared to the previous month.

Matoshi gifted the dress to influencers and 
celebrities, and model Tess Holliday wore 
the dress on the red carpet for the Grammy 
Awards, but “this fervor seems greater 
than the average PR-generated buzz,” 
says a Vogue article about the fashion 
phenomenon.7  

Some of its success has been attributed to 
the pandemic. “A lot of people have been at 
home wearing sweatpants for a long time, 
so the dress feels extra special. It’s almost 
like an escape from the current situation. 
That’s what some of our customers are 
saying about this dress,” Matoshi said. 
According to Vogue, “The reasons why 
the strawberry dress is a success story 
run counter to everything we know about 
pandemic-era shopping habits: the fact is, 
the dress is popular precisely because it is 
not practical. It’s over-the-top and fanciful.”

The dress also ticked many boxes, in terms 

of sustainability and diversity. Matoshi 
and her sister and business partner Teuta 
Matoshi, pride themselves on sustainabily 
sourcing their fabric from Pristina as 
well as paying their 40 staff members a 
living wage. Coming from a place where 
unemployment is high, particularly for 
women, the designers have an entirely 
female team across both their workshop 
in Kosovo as well as their workshop in New 
York City. Furthermore, their marketing 
material features women of all sizes and 
ethnicities, and this is echoed in their 
commitment to diversity.

However, the hype surrounding the 
dress led to a large influx of copies from 
fast fashion retailers like Shein, offering 
the dress at a heavily discounted rate. 
Consumers who had been unable to afford 
the $490 price tag, were quick to purchase 
the more affordable versions.

The story has been a perfect example of 
smaller designers losing out to fast fashion 
and unsustainable business practices. Over 
the longer term, fashion communications 
will need to increase in transparency, as well 
as behaviour, for real change to happen. 
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Diversity and inclusion 
are high up the 
communications agenda
The survey data also reveals that diversity 
and inclusion are a core focus for almost 
half of respondents (48%), within their 
communications strategies.

2020 was a big year for political activism, 
with movements such as Black Lives Matter 
taking centre stage. Amid global protests 
against systemic racism, the movement 
shone a spotlight on the fashion world in its 
role as a cultural beacon, and some industry 
insiders began to speak out. Some brands 
handled the issue better than others, and 
there were “a lot of missteps that took 
place”, says Cody Eastmond, senior director 
at ScienceMagic.Inc. He claims some 
fashion brands and individuals joined 
the conversation without a clear purpose 
or sense of what they wanted to achieve 
through it. “Sadly, we are seeing the same 
mistakes being made again around 
the Stop Asian Hate movement,” claims 
Eastmond. “Almost 12 months of learning 
that could have taken place, but instead 
fashion still seems to be taking tentative 

steps in how it talks about social injustice.” 

A notable example of misplaced action 
was the #BlackoutTuesday social media 
shutdown in June 2020, which took place 
amid the height of the global pandemic 
when emotions were already running 
high. Many major fashion brands were 
criticised for posting black squares 
devoid of meaningful pledges, which was 
exacerbated by the fact that these same 
brands had sketchy track records in ethnic 
diversity. The act also served to drown out 
important hashtags like #BlackLivesMatter.

Black trans activist Munroe Bergdorf (who 
has fought for social inclusion within 
the fashion industry herself, coming up 
against brands like Victoria’s Secret), claims 
for systemic change to happen, fashion 
brands and labels must be prepared to 
fully support the diversity movement for 
the long haul. “Performative activism” or 
“virtue signaling” is not enough, nor is a 
one-off donation. “Brands need to promise 
resources. They need to offer their platform 
up to activists and community leaders to 
have these difficult conversations as to 
why racism exists in the first place,” said 
Bergdorf, at a recent GQ summit.9  



ELLE 
Germany’s 
‘Back to 
Black’ 
faux pas

The fashion industry has certainly had its 
fair share of controversy when it comes 
to highlighting ethnic diversity, and ELLE 
Germany’s disastrous attempt to showcase 
black models is a notable example.

The exposé was down to watchdog 
Instagram profile Diet Prada (which has 
been called “the most feared Instagram 
account” in the industry by the Business 
of Fashion), who called out the November 
2019 issue of ELLE Germany for its feature 
on “models of colour” under the headline 
“Back to Black”, implying that ‘black’ had 
once been out a fashion. The entire issue 
was terribly misjudged, and to make 
matters worse, it misidentified model 
Naomi Chin Wing as Janaye Furman, and 
the cover featured a white model. 

ELLE Germany was forced to respond and 
released a statement by the magazine’s 
Editor-in-Chief, Sabine Nedelchev, which 
read:

“In our current issue we approach the 
colour black from different angles. One of 
our focuses was to feature strong black 
women who work as fashion models.

In doing so, we were guilty of several errors 
for which we sincerely apologize.

It was wrong to use the cover line “Back 
to black” which could be misconstrued to 
mean that black individuals are some sort 
of fashion trend. This obviously was not our 
intention, and we regret not being more 
sensitive to the possible misinterpretations.

Misidentifying the model Naomi Chin 
Wing as Janaye Furman is a further error 
for which we apologize. We are aware of 
how problematic this is.

This has definitely been a learning 
experience for us and, again, we deeply 
regret any harm or hurt we have 
unwittingly caused.”

Naomi Campbell also spoke out on the 
matter on her Instagram profile, writing, 
“This makes me so sad to see this”, recalling 
her own experiences of other models being 
mistaken for her. She also took the step of 
offering the magazine her help in better 
understanding diversity.



Podcasters emerge as the 
most successful creators

A standout finding of the survey is the success 
fashion brands are seeing with podcaster 
collaborations, as illustrated in Figure 12. 
More than a third (36%) of respondents say 
podcasters have delivered the most success 
for them over the past 12 months, compared 
with 12% who rank mid-tier influencer 
collaborations as the most successful, for 
example.

Kirsty Williams, COO at Insanity Group is 
unsurprised by the finding, claiming that 
podcasts can be a highly impactful medium 
for brands, which has come to light particularly 
during the pandemic. “There is a higher level 
of intimacy between the audience and the 
podcast hosts,” she explains, “because they 
are not in vision but on audio. When we are 
quickly scrolling through social media, we 
do not necessarily absorb the content we 
are being served, and particularly if it is an 
ad or partnership with an influencer. But 
when someone is vocalising their thoughts 
and feelings towards a product it is more 
authentic and believable, to the audience, 
and the information is more consumable. 
Audiences also know that podcast hosts are 
unlikely to be promoting brands or products 
that they don’t already believe in.”

Recently, TV presenter Maya Jama 
(represented by Insanity Group), who has 
launched two sell out collections with 
fashion brand PrettyLittleThing and is a long-
standing ambassador for adidas, launched 
a fortnightly podcast series with lingerie 
brand Freya. Entitled ‘When Life Gives You 
Melons’, Williams shares that the podcast, 
which spanned two seasons, was a true 
collaboration between Jama and Freya. “Maya 
was a confident host, the right demographic 
and fit for Freya, and she was really involved 
in the booking of the guests and the topics 
that were discussed on the show. There was 
really good alignment,” she explains. Each 
episode featured Jama alongside two female 
guests, chatting about a wide range of topics 
from dating and relationships, through to 
celebrities, trends, entertainment, and music. 
“Nothing was scripted. It felt like you were 

listening to girlfriends chat: you felt like you 
were a part of the conversation,” says Williams.

There are many benefits to be had from 
a brand sponsoring a podcast, or podcast 
series, but as Williams explains, “when a 
brand exclusively sponsors a podcast, they 
have full coverage, and will be the only brand 
mentioned, typically receiving pre, middle 
and post-show mentions. Most podcasts have 
two pre slots, two mid slots and two post slots 
available for brands, if ads are being inserted 
by an ad distribution company. But when 
a brand wants exclusivity and some level of 
creative input, then podcast sponsorship is a 
clever way of achieving that.”

Additionally, podcasts can be a highly 
trackable medium for brands, making it easy 
to trace the conversion rate and ROI of any 
investment. Williams shares it is typical for 
brands to promote a unique discount code 
alongside a podcast, so that they can see 
the impact an individual episode has had for 
them. 

FIGURE 12. WHAT TYPES OF CONTENT 
CREATORS HAVE YOU ACHIEVED THE MOST 
SUCCESS WITH OVER THE PAST 12 MONTHS?   

Journalists 

Podcasters

Nano and micro-influencers (under 100,000 

followers)

Mid-tier influencers (100,000 - 1m followers)

Top-tier influencers (+1m followers) and 

celebrities

36%

21%

28%

12%

3%



Florence van der Spek, founder of FLO PR, has 
also explored the podcast medium for clients 
over the past 12 months. She shares she has 
found success in positioning the founders of 
some of her smaller, start-up fashion clients 
as guests within podcast shows, such as 
Eshita Kabra-Davies, founder of By Rotation, 
a peer-to-peer fashion rental app. Launched 
in October 2019, just before the pandemic, 
By Rotation found itself in a difficult position, 
with a business model focused on renting 
occasion-wear, which due to restrictions, 
there suddenly wasn’t any demand for. “We 
shifted gear and really focused on community 
building and founder profiling, and 
podcasting has increasingly become a big 
focus, off the back of the success we have seen 
with the medium,” van der Spek explains.  

“Podcasting gives founders an actual voice 
and being a guest on a podcast is less 
branded than other PR, or social media, 
activities. It gives them a platform to reveal 
their personality, in a more casual and 
conversational way, while also showcasing 
their expertise and background, which we 
have found adds a new dimension to a brand,” 
says van der Spek. “People have got very nosey 
over lockdown, aching for human connection 
and transparency, and from a listener side, 
podcasting fills that need very well. Then from 
a brand perspective it also helps the founder 
and brand to be discovered in another sphere, 
driving traffic from a whole new audience 
that they were not touching before, creating 
a brand new touchpoint.” 

According to van der Spek, one of the beauties 
of podcasts is that no matter their size, they 
still get listeners, creating scope for brands 
to consider launching their own podcasts. 
“Apple will present small podcasts and doesn’t 
always prioritise the large ones, so it is a good 
space to be heard,” she explains. “The content 
can also live for a very long time.”



Solutions-based content 
is proving most effective

Despite the many challenges created by 
the pandemic, experts are keen to stress 
that creativity has not been lost within 
fashion communications over the past 
year. Yet, there has been a notable shift in 
the types of content that consumers are 
interested in. 
With more time on their hands, the survey 
findings show there has been a particular 
increase in appetite for solutions-based, 
or ‘how to’ content. Figure 13 shows that 
almost half (46%) of respondents have 
seen the most success with this type of 
content. Additionally, content that has 
provided some escapism from the current 
pandemic situation has also been a hit, for 
27% of respondents. 
Clara Mercer, Communications Director 
of the British Fashion Council, points to 
Burberry’s festive 2020 campaign, as a 
great example of continued creativity and 
escapism within the industry. Filmed in 
London’s Petticoat Lane, the campaign 
featured dancers, clad in iconic Burberry, 
performing to a modern rendition of 
Singin’ in the Rain. Featuring the brand’s 
distinctive urban edginess, the creative also 
had a new level of thrill, with the dancers 
dodging falling blocks of ice.
MegaForce, who directed the campaign 
said: “We found the idea for this film digging 
through Burberry’s history. The founder, 
Thomas Burberry, created innovative 
weatherproof clothing that was used by 
polar explorers, which gave us this idea of 
a story that saw its characters braving the 
elements with ease.”10 

13. WHAT TYPE OF TONE OR SENTIMENT HAVE 
YOU SEEN THE MOST SUCCESS WITH FROM 
YOUR COMMUNICATIONS STRATEGY THIS 
YEAR? 

Content that has provided escapism from 

the current climate 

Campaigns that have provided solutions-

based content eg. how to beat boredom

Messaging that has a charitable aspect to 

it

Campaigns that provide humour or light 

relief within a difficult situation

Other

1%

27%

46%

11%

15%



Designer JW 
Anderson 
delights 
knitters 
during 
lockdown

In February 2020, Harry Styles was seen 
wearing a colourful patchwork cardigan 
made by British designer JW Anderson, 
during a rehearsal for The Today Show.

One month later, when the world went into 
lockdown, fans of Styles, with more time 
on their hands, took it upon themselves 
to recreate this eclectic 70s-inspired look, 
sharing their achievements via the hashtag 
#harrystylescardigan on TikTok.

The iconic JW Anderson garment, priced 
at £1,250, was an instant sellout. “It showed 
that the power of celebrity, and brand 
ambassadors, is still a key focus,” says Clara 
Mercer, Communications Director at the 
British Fashion Council.

Designer, Jonathan Anderson, was so 
impressed with the creativity that he saw 
coming out of this viral fashion movement, 
that he released the pattern to the cardigan 
online so that fans could recreate the 
garment themselves. A personal message 
from Anderson said: “I am so impressed 
and incredibly humbled by this trend and 
everyone knitting the cardigan. I really 
wanted to show our appreciation, so we are 
sharing the pattern with everyone. Keep it 
up!” 

Mercer believes this was a lovely example 
of how fashion brands got inventive during 
lockdown, also being mindful of the current 
situation, with many people furloughed. 
“It encouraged people at home to do 
something creative,” she says. “Brands are 
looking for campaigns that transcend all of 
their platforms, with a core message that 
sits across everything. They are trying to 
tell the story about the brand as a whole, 
on multiple levels, instead of quick product 
campaigns, which have really reduced in 
number and popularity during this period.”

Source:  JW Anderson11



Measurement 
and success



14. HOW HAVE YOUR COMMUNICATIONS 
ACTIVATIONS IN THE PAST 12 MONTHS 
MEASURED IN TERMS OF SUCCESS COMPARED 
WITH PREVIOUS YEARS? 

We have seen better results from our 

communications activations 

There was no difference in our results in 

2020

Our results have been more modest than 

previous years

We haven’t been able to measure whether 

there has been any change in success

18% 20%

27%
35%

"
believe 
results are 
unaffected 
by the 
pandemic

The experts interviewed conveyed a clear 
sense of optimism surrounding how well 
the fashion communications industry 
has survived the past year, but obviously, 
some brands have been more deeply 
affected than others. Carlotta Buosi, Head 
of Communications and Community at 
Nicholas Kirkwood, shares: “I feel like there 
have been a few success stories in this 
climate which have a lot to do with being 
able to tune in with the overall sentiment 
and refine ways of speaking to customers 
and the audience. For the ones who have 
not been able to do that, for a variety of 
reasons, such as the product they create, 
the values they conform to, their visual 
identity, their customers’ lifestyle, it has 
been difficult to bring in results with the 
addition of budget cuts.” 

According to Figure 14, 35% of respondents 
claim the results of their communications 
activations have been more modest over 
the past 12 months, than in previous years. 
2020 was a challenging year for fashion 
communications, and while the industry 
has shifted and adapted, budget cuts 
combined with pandemic restrictions have 
had an understandable impact on results. 
However, it is also reassuring to see that one 
fifth of respondents have enjoyed better 
results than in previous years, and a further 
27% say their results have been unaffected 
by the global crisis. 



"
of organisations 
can prove 
the impact of 
communications 
on sales



FIGURE 15. HOW WOULD YOU DESCRIBE YOUR ORGANISATION’S ABILITY TO MEASURE THE IMPACT OF ITS 
COMMUNICATIONS INVESTMENTS, CURRENTLY?

We can demonstrate the impact communications has had upon incremental sales 

                             27%                                                                                             53%                                                                         16%                 3%  1%

 Strongly 
agree  

Agree   Neither agree 
or disagree   

Disagree Strongly
 disagree

We only consider softer metrics for communications 

                  16%                                                                           50%                                                                                             26%                         7%  1%      
We can see which media channels are having the most impact, but cannot equate this to sales 

                 20%                                                                         44%                                                                                     28%                                7%     1%  
We can quantify the ROI of each campaign we work on 

                   18%                                                                 44%                                                                                         30%                                   7%     1%
The impact of communications is too long-term to measure 

                   18%                                                                     42%                                                                                   30%                                   9%      1%
We do not trust the validity of our measurement data to accurately calculate ROI 

             14%                                                               46%                                                                                       27%                                     10%         3%    
We are unable to access accurate data for our ROI and effectiveness calculations 

                 18%                                                                42%                                                                                26%                                   9%           5%    

Being able to measure the effectiveness of 
fashion communications and demonstrate 
the impact it is having upon sales and 
profits, is critical; however, over the past 
few years, influencer marketing and other 
emerging social and digital platforms have 
increased measurement complexity across 
the discipline, creating many new variables. 

Influencer Intelligence’s recent report, 
‘Measuring the Effectiveness and ROI of 
Influencer Marketing’ found that widely 
differing approaches to measurement 
are in play within this specific discipline, 
and that there is little consensus over the 
best way to measure. When it comes to 
influencer marketing specifically, the report 
identified a lack of industry benchmarks 
for influencer collaborations, for brands to 
compare their results data against. Reesa 
Lake, Partner, Executive Vice President 
of Digital Brand Architects, said within 
the report: “We work with hundreds of 
partners from direct brands, PR agencies, 
advertising agencies, platforms, publishers 
and all measure ROI differently.”12

It is therefore encouraging that 80% of 

survey respondents “agree” they can 
demonstrate the impact that wider 
communications practices are having 
upon incremental sales. Additionally, 62% 
“agree” they can quantify the ROI of each 
individual campaign they work on, while 
64% “agree” they can see which media 
channels are having the most impact but 
are unable to equate this to sales. 

Considering the measurement of influencer 
marketing activations specifically, the 
‘Measuring the Effectiveness and ROI of 
Influencer Marketing’ report found that 
anecdotally, some brands were having 
difficulty gaining access to an influencer’s 
data and concluded that measurement 
needs to be a collaborative effort between 
the brand and influencer. According to 
Figure 15, this is potentially a broader issue 
across the communications landscape, 
since 60% of respondents “agree” they are 
unable to access accurate data for ROI 
calculations, and a further 60% “agree” 
they do not trust the validity of their 
measurement data to accurately calculate 
ROI.



Expert view: 
Clara Mercer, 
Communications 
Director of the 
British Fashion 
Council

“Never before have budgets been more 
scrutinised, as they are now. 

“ROI is important, but you need to be clear 
on what you want that ROI to be. You need 
to know your channels very well to be able 
to set meaningful targets.

“We set our targets upfront and establish 
what we want our ROI to be, which for us, is 
about reach and engagement.

“We recently did a project with WWD in 
China around London Fashion Week. The 
campaign objective was to bring London 
Fashion Week designers to a Chinese 
audience. To achieve this, we organised 
and hosted a webinar. We had over 250,000 
live views during the event, and 12.5 million 
views afterwards. The event showed high 
ROI within certain markets. Ultimately, we 
were trying to increase our reach in China, 
and we blew our targets out of the water.”



"
of respondents use 

ROI calculations to 
inform important 

decisions



When ROI is well executed, it can offer 
brands the potential to exceed their 
communications and business goals. The 
most obvious benefit of ROI calculations 
is being able to see what is working and 
what is not and where to invest further and 
where to cull activity.

As Figure 16 shows, just over a quarter 
(28%) of survey respondents say that their 
ROI calculations are used to determine 
their annual budget cycle for PR and 
communications. Additionally, 28% say 
they regularly review and adjust their 
investments in specific channels, based 
on their ROI intelligence, and a further 26% 
use their calculations to adjust investment 
in specific campaign types. 

The experts interviewed agree it is a good 
thing that budgets have come under 
greater scrutiny in the past 12 months. Cody 
Eastmond, senior director at ScienceMagic.
Inc, says this is particularly true for 
influencer marketing, and shares: “A couple 
of years ago brands made mistakes and 
threw some very large budgets at different 
content creators and influencers, with 
little rationale. They then had that as a 
benchmark to cut ROI, but where did that 
come from in the first place?” Eastmond 
argues that once budgets return to 
‘normal’, fashion brands must be careful 
to continue spending “smartly” based on 
logic and tangible calculations.

16. HOW DO YOUR PR CALCULATIONS IMPACT 
YOUR FUTURE STRATEGY AND PLANNING, IF 
AT ALL?

We review regularly, and adjust our 

investment on specific campaign types 

accordingly 

We review regularly, and adjust 

our investment in specific channels 

accordingly

Our ROI calculations are used to decide our 

annual budget cycle for PR

No action is taken with this information, 

currently

26%

28%

28%

18%



Challenges



Challenges

The past 12 months have been an 
unprecedented challenge for all industries; 
not just fashion. Alongside that, pre-existing 
PR and communications challenges 
have remained, and have perhaps been 
intensified.

As Figure 17 shows, 24% of respondents 
say juggling the increasing variety of 
channels that can span communications 
has proven their biggest challenge over 
the past 12 months. This may have been 
exacerbated by traditional PR channels 
being suspended, because of Covid-19 and 
lockdown restrictions, meaning brands 
have needed to accelerate their grasp of 
newly emerging social channels, such 
as TikTok and audio, invite-only network 
Clubhouse, among many others. 

Getting buy-in for communications 
investment from the business is 
proving the biggest challenge for 22% 
of respondents. Many of the experts 
interviewed confirmed events of the 
past year has led to a notable increase in 
scrutiny around communications budgets 
and investments, from the top down, and 
believe this caution will continue, for the 
foreseeable future. 

It is notable that only a small minority of 
15% cite declining, or paused budgets, as 
their biggest challenge over the past 12 
months, when there is much anecdotal 
evidence of budgets being cut within the 
industry. It may indicate that brands have 
been able to adapt and rise above the 
challenge, or find new, more efficient ways 
of working. Florence van der Spek, founder 
of FLO PR claims, “a year ago, we were able 
to be more experimental with budgets, 
while this year, budgets have been focused 

on what the ROI will be. We have also been 
more stringent and careful with spending 
communications and PR budgets and that 
probably goes across the board. Gifting 
budgets have been stripped back too as it 
has been harder to see results. The focus has 
definitely been, how can we innovate with 
less?” Hopefully, the need to demonstrate 
ROI and build a clear business case for 
investment moving forward, can only be 
a good thing for the reputation of fashion 
communications.

17. WHAT HAS BEEN THE BIGGEST 
CHALLENGE IN WORKING WITHIN FASHION 
COMMUNICATIONS, OVER THE PAST 12 
MONTHS? 

The decline in mainstream print media 

titles 

Achieving the right tone of voice and 

sensitivity throughout the pandemic

Declining and/or pausing budgets

Getting buy-in for communications 

investment from the business

Juggling the increasing variety of channels 

that can span communications

Demonstrating the value and ROI of PR 

and communications

Having and retaining a team qualified for 

the roles

Developing new PR activities to overcome 

pandemic restrictions e.g. virtual events

9% 7%

9%

15%

22%

24%

10%

4%



Economic concerns 
dominate

Looking ahead, 23% of respondents claim 
that adhering to targets throughout 
periods of restriction and uncertainty, is the 
greatest area of concern for them. This is 
closely followed by the current economic 
climate within the fashion industry, which 
is a worry for 22%. However, the experts 
interviewed showed greater optimism 
and Cody Eastmond, senior director at 
ScienceMagic.Inc, said the industry is 
“starting to see green shoots and a settling 
of that worry, as trade is continuing to 
happen.”

A notable proportion of respondents 
(18%) are anxious about the increasing 
demand by consumers for greater brand 
transparency and purpose-led approaches: 
a topic that has been referenced in detail 
throughout the report. The experts agree 
that moving forward, communications 
and PR must play a key role in helping the 
fashion industry to change to become more 
sustainable and achieve circular economy. 
Brand communications strategies will 
need to continue to shift in line with this 
objective, and the experts believe brands 
will increasingly be held accountable for 
the information they share. 

18. WHAT IS YOUR GREATEST CONCERN 
RELATING TO FASHION COMMUNICATIONS, 
GOING FORWARD? 

Relating to customers sensitively within 

the current temperamental climate 

The current economic climate within the 

fashion industry

Lack of investment in resource and training

Adhering to targets throughout periods of 

restriction and uncertainty

The increasing demand by consumers for 

greater brand transparency and purpose-

led approaches

Social responsibility towards younger 

audiences

Lack of investment for press activity

2%

8%

22%

21%
23%

18%

6%



The future



It is clear the fashion communications 
industry has undergone an immense shift 
over the past 12 months, but what is uncertain 
is whether this will lead to permanent change. 
Early indications suggest some important 
lessons have been learnt, which will benefit 
the industry over the longer term. As Figure 19 
below highlights, 62% of survey respondents 
“agree” Covid-19 has accelerated positive 
change within fashion communications: a 
view which just 6% of respondents “disagree” 
with.

19. THINKING ABOUT THE FUTURE OF COMMUNICATIONS, WHAT ARE YOUR VIEWS ON THE STATEMENTS 
BELOW?

Brands need to make purpose-led conversations be at the forefront of their communications strategy, to be relatable 

                            31%                                                                                                     54%                                                                              12%       2% 1%

 Strongly 
agree  

Agree   Neither agree 
or disagree   

Disagree Strongly
 disagree

Influencer marketing has become an integral part of communications strategy for fashion brands 

                       22%                                                                                                  51%                                                               21%                          5%    1%           
Covid-19 has accelerated positive change within fashion communications 

                          23%                                                                    39%                                                                                   32%                                5%    1%      
The scope of fashion communications is broader than ever before 

                   17%                                                                           50%                                                                                       26%                            6%    1%      
Being able to demonstrate the ROI of communications will become increasingly critical 

                         23%                                                                                        46%                                                                     25%                           5%    1%      
A decrease in budgets for communications teams is making the ability to perform effectively increasingly difficult 

                      21%                                                                           44%                                                                            26%                                  8%      1%      
Online communications is going to be a long-term shift that’s here to stay, both in media and events 

                             25%                                                                                      45%                                                                   23%                         4%     3%      



Figure 19 reveals that 70% of respondents 
“agree” online communications is going 
to be a long-term shift that is here to stay, 
within both media and events. Additionally, 
as Figure 20 shows, 36% believe online 
activations, such as virtual events, will 
be one of the top three trends that will 
dominate fashion communications over 
the next two years.

Clara Mercer, Communications Director 
of the British Fashion Council, thinks we 
will see a hybrid version of both digital 
and physical activations emerge, and that 
this is certainly the current expectation for 
London Fashion Week. She explains that 
“from a communications perspective, in 
terms of what lands with traditional media, 
people sitting on front rows and celebrity 
content, still gets that biggest media reach 
for brands. However, the question is how 
important is that and how much does 
that sell, versus the more engaged fashion 
audience who are consuming content 
online? It is a bit of both. In the future I think 
people will think about the digital content 
they push out more and will layer on their 
physical experiences.”

Cody Eastmond, senior director at 
ScienceMagic.Inc, agrees, and says “there 
will always be the need for an offline and 
online experience, now”. 

However, many of the experts agree 
that travel will be slow to return, if at all, 
which will impact resort fashion shows 
significantly. The reduction of international 
travel to fashion shows and events will be 
an important way in which the industry can 
reduce its carbon footprint and strive to be 
more sustainable.

Real life fashion shows 
and events will return, 
but a strong digital 
element will remain

Brand purpose will lead 
future communications 
strategies

The global pandemic has provided 
ample opportunity for fashion brands 
to re-evaluate their business habits and 
practices. Figure 19 shows that 85% of 
respondents “agree” that in the future, 
purpose-led conversations will need to sit 
at the forefront of brand communications 
strategy, in order to be relatable.

Many of the experts agree that as a 
symptom of the pandemic, fashion brands 
have needed to be more thoughtful in the 
messages they are sharing, with ‘bigger 
messages’ becoming more necessary and 
important. 

Clara Mercer, Communications Director 
of the British Fashion Council, shares: “I 
hope fashion communications plays a 
role in helping the industry drive towards 
circularity and decarbonisation. Fashion is 
an amazingly inspiring industry, and it is full 
of fun, dressing up and expressing yourself; 
however, I hope brands and fashion as a 
whole encourage everyone to do their part 
by recycling, buying better, investing in 
clothing with ethical origins.”



Sustainability and 
environmental causes 
will be the biggest trend 
dominating fashion

Figure 20 below shows that sustainability and 
environmental causes will be the top trend 
dominating fashion communications over 
the next two years, according to 38% of survey 
respondents. Additionally, one quarter of 
respondents believe ethics and accountability, 
incorporating themes such as inclusivity, 
diversity, fair and humane supply chains, will 
be the theme that governs communications 
strategies in that timeframe. 
Hannah Levitt, Founder of Green Banana PR, 
claims that “support for emerging sustainable 
brands and expectations of established 
brands to run their businesses responsibly 
is only going to increase. Communications 
teams and PRs need to embrace and 
understand the impact that their brand has 
on people and planet to mitigate risks and find 
opportunities to make real positive change. I 
believe Corporate Social Responsibility teams 
will work more closely with communications 
teams in the future, and hope that PRs take 
this opportunity to learn more about the 
impact their brand is having and use creative 

20.WHAT ARE THE TOP 3 TRENDS THAT WILL DOMINATE FASHION COMMUNICATIONS FOR YOU FOR THE 
NEXT TWO YEARS? (PLEASE SELECT UP TO THREE OPTIONS) 

Recovery from 2020’s downturn due to the pandemic 

Ethics and accountability e.g. inclusivity, diversity, fair and humane supply chains 

Sustainability and environmental causes 

Online activations e.g. virtual events 

Social PR (including influencer marketing) 

20%

Better data and metrics to allow for more transparency and authenticity 

Increasing use of multi-channel campaigns 

25%

38%

36%

34%

15%

9%

campaigns to channel important messages 
for change through brand platforms and 
communications channels.”
Some of the experts interviewed believe there 
will be a rise in made-to-order fashion over 
the next couple of years, to help support the 
industry’s sustainability ambitions, which will 
enable brands to communicate the journey of 
their garments. “I don’t know how fast fashion 
brands will convert into that though,” says 
Salva Jovells, Marketing Manager, Hockerty 
& Sumissura, “since fashion brands smaller 
than us are appearing with really compelling, 
sustainable solutions. This model gives brands 
an opportunity to communicate the journey 
of a garment being made, helping to build a 
deeper connection with their customer and 
hopefully a more meaningful and long-term 
relationship.”
Florence van der Spek, founder of FLO PR, 
claims media will need to take a more ethical 
stance on how it references sustainability, 
within the fashion industry. She explains that 
to date, due to commercial interests, “there 
is definitely a fine line that is being trodden,” 
by the media. “I would like to say that media 
should be more responsible for asking these 
questions, but I also understand that when 
brands are advertisers, it is hard to challenge 
them. Looking ahead, it is going to be 
important for the media to step up and figure 
out a way to deliver the truth.” 



Budgets will be more 
carefully scrutinised

Figure 20 also highlights that one in five 
respondents believe recovery from 2020’s 
downturn, due to the pandemic, will be 
one of the top trends that dominates the 
industry, over the next two years. Within 
Figure 19, 69% of respondents also “agree” 
that being able to demonstrate the ROI of 
communications will become increasingly 
critical in the future.
Cody Eastmond, senior director, 
ScienceMagic.Inc, believes caution will be 
central to the communication industry’s 
recovery. “I don’t think budgets have gone 
back to normal, but I don’t think normal 
was right,” he explains. “I think we need 
to spend smartly and make sure we are 
making the right decisions anyway, in 
terms of how brands are using resources 
and communications.”



Appendix



Appendix

21.WHICH OF THE FOLLOWING BEST 
DESCRIBES YOUR COMPANY? 

Client-side (part of an in-house marketing/

PR team) 

Agency / vendor / consultant

Stand-alone brand

Media

42%

18%

29%

11%

22.HOW DOES YOUR PR TEAM FIT INTO THE 
WIDER STRUCTURE OF THE BUSINESS? 

55%

43%

2%

The PR team sits within the wider 

marketing team 

The PR team is stand-alone from the 

marketing team

Other

23.WHAT BEST DESCRIBES YOUR JOB ROLE?

Board level/Business owner 

CMO/Director/VP

Head of PR

PR manager

PR executive

Social media

Other

28%

28%

11%

18%

9%
5%

1%



UK 

Europe (non-UK)

North America

Asia

Middle East / North Africa

24.WHICH BEST DESCRIBES THE SECTOR OF 
FASHION THAT YOU OPERATE IN?

Luxury 

Mid-market

Fast fashion

Other

41%
51%

6%

2%

25.IN WHICH COUNTRY / REGION ARE YOU 
(PERSONALLY) BASED?

17%

10%

69%

3% 1%



1-  https://uk.fashionnetwork.com/news/Instagram-was-uk-s-top-social-media-
platform-in-lockdown-key-for-shopping,1237738.html

2-  https://www.statista.com/statistics/1106012/coronavirus-consumer-spending-
expectations-on-consumer-products-by-type-us/

3-  https://corporate.zalando.com/en/investor-relations/news-stories/more-partners-
join-zalando-platform-consumers-turn-online

4-  https://otp.tools.investis.com/clients/uk/boohoo/rns1/regulatory-story.
aspx?cid=798&newsid=1397098

5-  https://www.influencerintelligence.com/insights/vG/Influencer-Marketing-2020

6-  https://www.appearhere.co.uk/inspire/blog/moments-anya-hindmarch

7-  https://www.vogue.com/article/strawberry-dress-lirika-matoshi-popular

8-  https://lirikamatoshi.com/collections/dresses/products/strawberry-midi-dress

9- https://www.gq-magazine.co.uk/article/should-fashion-have-a-social-conscience

10-   https://www.lbbonline.com/news/megaforce-swings-in-the-rain-with-surreal-
but-slick-festive-dance-routine-for-burberry

11-  https://www.jwanderson.com/gb/cardigan-pattern

12-   https://www.influencerintelligence.com/insights/TBG/measuring-the-
effectiveness-and-roi-of-influencer-marketing
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