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“COVID-19’s parallel unfolding crises present leaders with 
infinitely complicated challenges and no easy answers. Tough 
trade-offs abound, and with them, tough decisions about 
communicating complex issues to diverse audiences. Never 
have executives been put under such an intense spotlight by 
a skeptical public gauging the care, authenticity, and purpose 
that companies demonstrate. Leaders lack a clear playbook 
to quickly connect with rattled employees and communities 
about immediate matters of great importance, much less 
reassure them as they ponder the future.

Against this frenzied backdrop, it would be easy for leaders 
to reflexively plunge into the maelstrom of social-media 
misinformation, copy what others are doing, or seek big, one-
off, bold gestures. It is also true that crises can produce great 
leaders and communicators, those whose words and actions 
comfort in the present, restore faith in the long term, and are 
remembered long after the crisis has been quelled.”

Ana Mendy, Mary Lass Stewart, and Kate VanAkin1
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Introduction

While our global community 
navigates the unprecedented 
challenges related to COVID-19, 
businesses have the opportunity 
and obligation to not only think 
about how they can support 
challenges related to COVID-19, 
businesses have the opportunity 
and obligation to not only think 
about how they can support 
their own workforce, but how 
they can help reduce the 
potential negative impacts of 
the pandemic and pro-actively 
support their customers, 
suppliers, and the broader 
communities in which they 
operate and rely on. 

This resource is one in a series 
of four guides that will help you 
support the different members 
of your business’s community. 

Specifically, you will find 
detailed guidance and best 
practices to: 
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1. Adjust products and service offerings to support customers and 
COVID-19 essential efforts.

2. Efficiently engage in community investment and philanthropy to 
help people in need.

3. Provide support to suppliers as they navigate uncertainty 
around their own viability and impacts.

4. Promote collective awareness about COVID-19 related 
issues through responsible marketing and communication 
efforts.

Another series of guides is focused on protecting and supporting 
your workers as you navigate the COVID-19 pandemic together, 
including how to manage for health and safety, go beyond health 
and safety to support workers, and maintain and manage matters 
of job stability and downsizing.

Summary of Community & Customer 
Focused Guides
To best protect and support their communities during the 
COVID-19 pandemic, all businesses should:

• Explore the possibility of repurposing existing business 
assets and offerings to provide essential goods and 
services, adjusting practices to support your customers, 
while consciously steering away from potentially exploitative 
practices.

• Identify opportunities, where possible, to thoughtfully invest in 
charitable community efforts that align with the resources of 
the business, and to effectively allocate efforts to those most 
in need with a special attention to considerations for justice, 
equity, diversity and inclusion.

• Consider and manage the impacts of business decisions 
on their supply chain (especially small to medium sized and 
underserved businesses), including ways to maintain and 
provide income stability and other ways to proactively support 
their own efforts.

• Both communicate transparently about one’s own business 
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decisions taken during the pandemic, and, where possible, 
leverage your voice to spread useful and accurate information, 
encourage positive actions, and support those most affected.

Tips for Promoting Awareness About the 
COVID-19 Pandemic through Responsible 
Marketing and Communication Efforts

The COVID-19 pandemic has forced many businesses to make 
quick decisions regarding working arrangements, repurposing 
of existing assets, enhancing health and safety measures, 
and dealing with supply chain shocks. In times of such rapid 
change, paying special attention to your communication with your 
community can enable you to lean in to the spirit of transparency. 
Further, it creates the opportunity to amplify accurate guidance 
from health experts, counter the spread of misinformation, and 
encourage and support community-minded behaviors. 

Below are a few steps your company can take to communicate 
transparently and responsibly:

1. Map your existing communication channels such as 
advertising, company websites, social media, and public 
relations to identify opportunities to share information about 
COVID-19.

2. Root your communications in your own actions. Communicate 
your business’s own response to COVID-19 so that all 
interested stakeholders have information about how you are 
managing your impact.

3. Share your knowledge. As your own response should be 
informed by expert information and careful deliberation, use 
that knowledge gained as a way to similarly inform other 
stakeholders about key information.

4. Rely on the guidance of recognized health experts when 
designing any communication collateral to ensure accuracy 
and relevance.
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5. Take the local and cultural context into consideration while 
designing awareness campaigns (e.g. an awareness campaign 
about hand washing in a region where people lack access 
to water, may not be very effective). Also pay attention to the 
unique needs of your recipients while delivering any social 
message to them.

6. Communicate with empathy and vulnerability, recognizing 
the human element of the pandemic and acknowledging the 
hardships that people may be facing both within your company 
and outside of it. Everyone understands that these are difficult 
times and your honesty can help foster a sense of trust.2

7. Identify ways to encourage community-minded behaviors and 
support those who are most affected.

Below are some specific practices that a company could 
consider for COVID-19 related marketing and communication:

• Utilizing your company website, social media, or emails, 
to communicate about the changes that your business 
is undergoing and provide essential information on your 
company’s COVID-19 response to all interested stakeholders.

• Initiating an awareness campaign to spread science-based 
information about the pandemic, its impacts and precautions. 
Check the websites of expert organizations and trusted 
sources (e.g. WHO, CDC) and your local health agencies for 
any factually accurate communication collateral that is readily 
available (e.g. the CDC has a communication toolkit that can be 
used freely by anyone on social media profiles and webpages).

• Proactively addressing social stigma and discriminatory 
behaviours against people of certain ethnic backgrounds in 
all your communications. (Check this WHO Guide to prevent 
and address social stigma associated with COVID-19 and this 
style guide by SumOfUs for tips on more generally combating 
discriminatory language in the language that you use for your 
communications.)

• Translating materials into relevant languages and adapting 
them to appropriate literacy levels and physical capabilities. 
(Check these resources by the Web Accessibility Initiative 
for guidance on enabling web accessibility for people with 
disabilities.)
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Misinformation 
Pandemic on 
Social Media

In Focus

In Focus: 
Misinformation 
Pandemic on Social 
Media
 

“We’re not just fighting an 
epidemic; we’re fighting an 
infodemic.” 

- Tedros Adhanom, WHO - 
Director General3

Social media is a large part of 
people’s day to day life, with 
86 percent of Middle Eastern 
internet users relying upon 
social networks, compared to 
82 percent in Latin America, 76 
percent in Africa, 71 percent in 
the United States, 66 percent 
in Asia and the Pacific, and 
65 percent in Europe.4 The 
proliferation of unverified and 
false information is faster 
than facts5 and during the 
current times of the COVID-19 
pandemic, such a spread is 
exacerbated by the newness 
of the pandemic, remaining 
uncertainty about it, and a 
rapidly evolving information 
landscape. Unfortunately, this 
can have far reaching impacts 
by influencing public opinions, 
causing ignorance of critical 
health guidance and risking 
lives of the most vulnerable. 

Given that 63% of respondents 
to a survey6 said that after one 
to two exposures to a piece of 
information, they trust their
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Social Media

In Focus

employers as a source for 
COVID-19 related information; 
businesses can take the lead to 
be agents of verified information 
in their stakeholder networks.

What Your Company 
Can Do to Help

• Use trusted sources for your 
information and to share with 
your workers, communities, 
suppliers and reference 
the verified sources in 
your communication for 
authenticity.

• Fact check all the 
information that you are 
sharing through your 
communication.

• Counteract misinformation 
with positive and verified 
information7 by proactively 
and frequently sharing 
verified information 
and guidance from 
organizations such as the 
WHO, CDC, public health 
authorities, etc. with your 
workers, customers and 
suppliers through internal 
communication channels 
and social media outlets.

• Support investigative 
journalism and reduce 
financial incentives 
for outlets that spread 
misinformation.8
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Practices to Avoid

• Deliberately spreading misinformation or amplifying unvetted 
sources of information.

• Including content in communications that may, implicitly or 
explicitly, blame or attribute the spread of the pandemic to 
specific communities, nationalities, or regions.

• Referring to the virus by non-official names or any other 
nomenclature in written and spoken communications.

• Failing to keep information about your company practices and 
responses up to date in rapidly changing environments.

• Creating marketing or communications about COVID-19 
that are misaligned with the company’s own practices or 
communications with internal stakeholders, either in letter or 
spirit (for instance by celebrating frontline workers while not 
providing sufficient support to one’s own frontline workers).

B Corp Best Practices - Supportive 
and Accessible Communication about 
COVID-19

Hora Salud, a healthcare service provider from Chile, is educating 
people about COVID-19 prevention measures such as staying 
at home, frequent handwashing, avoidance of physical contact, 
and providing information on when (and when not) to utilize public 
health services in order to prevent congestion of health centers and 
cross-infection.

Kuza Biashara, a social technology enterprise from Kenya, has 
launched a Conversational AI BOT, AskKuza, for self assessment, 
prevention, and care for COVID-19. Anyone can seek information 
for oneself or for someone else, using this tool. The company 
has also created a resource library that provides in context, bite-
sized micro-learning nuggets on practices like social distancing, 
personal hygiene, and reaching out for care as needed, as well as 
debunking myths.

Visualfy, an innovative technology solutions provider 
headquartered in Spain, makes official information related to 
COVID-19 available in sign language and subtitled formats for 
those with hearing disabilities, while sharing stories and updates on 
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4D Lab, headquartered in Uruguay, is collecting, producing 
and disseminating accessible information about COVID-19 for 
people with disabilities and their families specifically focussing on 
the spread, prevention, important contact information and other 
relevant information
. 

Other Best Practices - Innovative 
Marketing

Some of the world’s leading brands, such as Coca-Cola, 
McDonald’s, and Audi, have changed their logo to raise awareness 
of the importance of social distancing. Audi hoops, McDonald’s 
golden arches, and Coca-Cola letters are now separated from 
each other.9 Time Out magazine, a guide to the best food, drinks, 
and cultural events in Barcelona, has temporarily changed its name 
to Time In. Additionally, instead of talking about cultural events, it is 
offering content such as the best apps to play online with friends, 
new supermarket schedules, or movie recommendations.10
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Sources
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COVID-19

3. World Health Organization: 
Munich Security Conference 

4. Brookings: How to 
combat fake news and 
misinformation

5. Brookings: How to 
combat fake news and 
misinformation

6. Edelman Trust Barometer 
Special Report on COVID-19 
Demonstrates Essential Role 
of the Private Sector
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Fighting the misinformation 
pandemic
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During a Crisis: 18 Examples
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Reflection Questions

• Who are the primary 
audiences of your public 
communications, and how 
could you share information 
related to COVID-19 with 
them?

• What information have you 
used to inform your own 
approach to COVID-19, and 
how could that information 
be useful to your audiences? 

• What lessons might you 
have learned from any 
internal planning and 
communications? 

• Does your potential 
audience have any potential 
special accessibility 
needs, and how could your 
communications address 
those needs?

• What are some ways in 
which you could assess and 
improve the effectiveness of 
your communications?

Feedback

Did you find this resource guide 
useful? Do you have feedback 
on how it can be improved, or 
ideas for other resources we 
can provide? If you have any 
feedback or would like to share 
examples of how your business 
is responding to the COVID-19 
pandemic specifically for your 
community & customers, please 
email standardsmanagement@
bcorporation.net.
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