
Best Practice Tips For 
Communications Strategies 
In The Current Climate



The global uncertainty posed by the COVID-19 
pandemic is raising some serious questions for 
communications professionals. Whilst the ‘new 
normal’ of business pushes forward, it’s important 
that brands and agencies examine every element 
of existing communications strategies and adapt 
to new behaviours of the time, such as social-
distancing and changing consumer sentiment in 

the current challenging environment. Whether 
examining press outreach, customer emails 
or social content, it’s important that all content 
and messaging presented from your brand is 
clear and appropriate. Here at Fashion & Beauty 
Monitor, we have put together some best 
practice tips to navigate the difficult and complex 
landscape posed by coronavirus.

Introduction

Communicate only where 
relevant
In the current climate, consumers are inundated 
with high volumes of information on coronavirus 
via news, social and email. Everyone is 
unfortunately very familiar with the endless 
boilerplate brand emails detailing measures taken 
by companies on the pandemic and it is therefore 
important to only communicate concisely and 
when necessary, in order to cut through the noise.

Recognise and address cur-
rent challenges productively
The last thing that any audience needs right now, 
where there is an abundance of misinformation 
and uncertainty, is for your communications 
strategy to add fuel to the fire. As the topic is 
omnipresent, it is inevitable that it will infiltrate 
your communications to some degree. Be 
pragmatic and think about how you can craft 
content that provides solutions and ideas for relief 
in the current situation, rather than producing 
unnecessary and irrelevant commentary.

Ensure any commentary on 
the topic is accurate and 
fact-checked
With the volumes of coverage across the subject 
having varying levels of accuracy, it is difficult to 
identify credible and factual news, and so it is 
important to fact check and use reputable sources 
if you are making references to coronavirus. 
Make sure that if communications include any 
commentary on the pandemic, all information is 
referenced from reputable sources and validate 
with advice from the latest government guidelines.

Practice what you preach or 
don’t preach at all
When giving guidance or any thought leadership 
hooked to COVID-19, make sure that you are 
actively practising your own recommendations 
as a brand, rather than saying what you think 
people want to hear. With any purpose-led 
communication, the values projected need to 
be deep-rooted in the heart of your brand and 
communicate your true values and core ethos as 
a company. Download our report: How to Work 
With Influencers for Purpose-Driven Marketing, to 
find out how to ensure you are putting your brand 
DNA at the heart of your campaigns.

Avoid opportunism at all 
costs
Every individual in the world is highly aware of the 
current situation, and the feelings of uncertainty 
and anxiety that exist at present are leading 
consumers to become increasingly sensitive 
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and disparaging of being sold to. Therefore, any 
attempt to overtly sell a product, be it through 
direct communication or purpose-led messaging 
should be the number one avoidance in all 
circumstances.

Adapt your tone                     
appropriately to match  
consumer sentiment
As audiences are currently more sensitive to 
promotion, it is important to re-assess your tone of 
voice and appropriateness at all costs. Now is not 
the time to take risks with humour, it may actually 
be the time dial things down a bit. Adapt your tone 
of voice if possible to be sensitive to the situation 
and informative, and if adopting this change really 
goes against who you are as a brand, it’s probably 
best to scale down the communications full-stop 
and focus on other initiatives, such as purpose 
and longer-term strategy.

Make sure that your                
internal and external          
communications go hand-
in-hand
Whilst consumer and press communications are 
vital to keeping the cogs of any business turning, 
it is also hugely important to ensure that this is 
echoed through to employees of a brand. Make 
sure that your communications strategy is clearly 
communicated to your teams and encourage 
staff advocacy, as your in-house personnel can 
be invaluable in amplifying your messaging in a 
clear and unified way.

Stay informed with up-to-
date developments 
Within this rapidly evolving situation, 
developments and guidelines are changing 
to such a degree that almost as soon as 
communications content is crafted, it could be out-
of-date. Critical to effective communications at the 
moment is that when speaking to any audience, 
be it consumers of your brand or press, you 

are up-to-date on official information. Our sister 
service, Foresight News tracks all forthcoming 
news events, press briefings, business stories, 
government events and meetings on coronavirus.

Don’t jump on the hashtag 
bandwagon
It can be tempting in situations such as this, 
where global discussions are taking place, to 
try and capitalise on searchability and topic 
mentions. The worst thing you could do is to ride 
on the coat tails of trending hashtags around 
the COVID-19 pandemic. As terms will be so 
broadly used across social media, particularly 
from news sites and government organisations, 
it is extremely important that you don’t divert 
attention away from where it is most needed. Any 
relevant content should employ really targeted, 
sector-specific vocabulary. Consumers won’t look 
favourably on brands clearly looking for an uplift 
in SEO during a time of crisis.
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SOME BEST PRACTICE EXAMPLES 
OF COMMUNICATIONS 
ADDRESSING CORONAVIRUS

RIXO
Luxury British label RIXO has a great tone of 
voice on social. Its recent communications 
throughout the coronavirus outbreak has 
also gone from strength-to-strength. This 
example here on Twitter is inclusive and 
has no agenda to push product, just to 
build rapport with its customer community. 
They’ve even created their own hashtag as 
an attempt to drive awareness of hygiene 
responsibilities.

Beauty Pie
Subscription service Beauty Pie operates 
a tone of voice on social that is very 
personable and honest and this has been 
maintained throughout the pandemic. In 
lengthy captions, Beauty Pie keeps its 
customers in the loop with its thinking 
around big decisions, whether it be to 
close down pop-up stores to maintain 
social distancing, or to give members 
a two month payment holiday. Posts 
express solidarity with customers: 
‘We’re all feeling a little stressed at the 
moment, which means you probably 
are too. These are scary and uncertain 
times,’ whilst humanising the company 
and showing they care: ‘because while 
we can, we’d rather lose money, than 
lose you.’ Common messaging repeats: 
‘Hang in there, be safe, love from the 
whole team.’
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Etsy
US-based e-commerce website Etsy 
sent this email communication to all of its 
sellers. Not only was it refreshing not to 
be the standard downloaded template 
we’ve all seen dozens of times over 
the past weeks, but the language was 
personable and caring. From CEO Josh 
Silverman, the email explained how the 
company are spending $5 million on off-
site advertising to drive traffic to sellers’ 
sites, and is giving a grace period for 
outstanding bills. Although the actions 
here for protecting its community speak 
louder than words, language such as ‘We 
got your back’ only go further to enforce a 
sense of security and kindness within the 
customer community.

Grenson
The British shoe designer has 
transformed its tone of voice for 
Instagram in the COVID-19 crisis. 
Like other brands, it has launched 
a campaign on social to give away 
products to nominated NHS workers. 
In a letter written in first person, owner 
Tim Little thanks the brand’s customer 
community and uses emotive language 
to display compassion. The post then 
explains how Tim’s daughter is an NHS 
worker and that the purpose of the 
campaign is to ‘shine a light on these 
wonderful people’. Although a reaction 
to the emotive situation is at the heart 
of this communication, the ability to 
show compassion and personability 
of a brand will inevitably only be a 
hugely positive effect on the brand’s 
perception.
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