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At Colle McVoy, we lead brands to their next through purpose, 
innovation and experience. And as we’ve seen in this past week, 

purpose has never been more important.  

Our purpose — as brands, marketers and humans — should define 
how we act now and will most certainly impact how we recover later.  

Here are some initial thoughts and a framework we’ve found useful 
as we manage this crisis alongside you.

- Christine Fruechte, 
CEO, Colle McVoy
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The Renewed Value of…

Purpose
Disruptive times call for purposeful 
measures.

Reengaging with your brand’s 
purpose can help galvanize shaken 
teams, maintain alignment across all 
aspects of the enterprise and help 
guide authentic actions in ways that 
will be recognized and remembered. 

Innovation
Crisis is the mother of invention.

Brand innovations are occurring at a 
breakneck pace as companies react 
to new economic realities and 
consumer needs. While some 
innovations have the potential to be 
transformational, many often start 
as focused, crafty and low-cost 
solutions that can scale rapidly via 
social media and community forums.

Experience
Welcome to the empathetic era of 
brand building.

In this time of collective 
consciousness, empathy is no longer 
a luxury — it’s a responsibility. 
Brands have the opportunity (and 
challenge) to rise to this occasion by 
developing fresh virtual and digital 
experiences that meet these new 
realities and make lasting 
impressions.
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Framework for Managing Uncertainty

In this moment, rife with more questions than 
answers, one thing is certain — we all need a plan 
to move forward. We’ve created a framework to 

help brands manage uncertainty.
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Managing Brand Uncertainty 
First and foremost, the most important communications you make are to your team. Their mental health and well-being are essential to 

weathering this current crisis. We have found many indispensable resources and highly recommend the Fast Company Work Life column and 
Harvard Business Review coronavirus special coverage. 

In addition to internal communications, we’ve found this three-phased approach to be a useful starting point to help brands navigate uncertainty.
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Phase 1: Stabilize
Breathe: Take a minute. We’re all human, 
and this is a profound challenge. 

Reevaluate your approach: Audit brand 
messaging and communications across 
channels. Stay true to your brand’s DNA 
while adapting your tone to be sensitive to 
public sentiment. Adjust for the now but 
have an eye toward the future, as we will all 
be pivoting for a while.

Communicate: Focus on the facts, share 
updates, assurances and priorities with 
internal teams, stakeholders and across 
customer touchpoints. Be prepared for an 
influx of customer service inquiries. 

Phase 2: Empathize
Listen: Understand what key audiences are 
experiencing to develop meaningful 
solutions, whether through social listening, 
search patterns, online forums, trend 
monitoring or qualitative or quantitative 
research. 

Don’t just say, DO: Now is the time for 
brands to move beyond talking about 
purpose and take action. They will be 
rewarded and remembered for providing 
value and utility during this disruption. 

Be generous: Share learnings and compare 
notes with peers and others trying to solve 
similar problems. Remember to build in fun 
and levity for yourself and others. Stay 
close to your people and do what you can 
for your community.

Phase 3: Optimize
Innovate with new sensitivities: Evaluate 
current offerings, practices and operations, 
and then reimagine/innovate around urgent 
human needs, with an emphasis on 
nourishment, rest, health, safety, wellbeing, 
belonging and community. 

Adapt to a new normal: Digital 
connections and commerce are the new 
standard. Accelerate innovation to meet 
newly formed digital-first consumer 
behaviors and brand service expectations. 

https://www.fastcompany.com/work-life
https://hbr.org/insight-center/coronavirus
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Brands That Are Meeting 
This Moment

The brands that are getting it right are 
the ones acting with both urgency and 

empathy. 

LVMH converted their 
perfume production facilities 
to produce hand sanitizer to 

be distributed for free to 
French health authorities.

Audible has released a library 
of free kids’ books to keep 

them entertained and parents 
sane.

Reddit's cofounder took out 
PSA billboard ads in Times 

Square encouraging people to 
stay home and 

#FlattenTheCurve.

The social networking website 
is opening up 16 of its learning 

courses for free , including 
courses that provide tips on 
how to stay productive, build 
relationships when you’re not 

face-to-face, use virtual 
meeting tools and balance 

family and work dynamics in a 
healthy way. 

https://www.forbes.com/sites/richardkestenbaum/2020/03/15/lvmh-converting-its-perfume-factories-to-make-hand-sanitizer/
https://stories.audible.com/start-listen
https://www.businessinsider.com/reddit-cofounder-alexis-ohanian-buys-times-square-coronavirus-billboard-2020-3
https://business.linkedin.com/marketing-solutions/blog/linkedin-news/2020/guiding-principles-melissa-selcher-linkedin
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We hope this framework proves useful to you and 
your team. Every day, no matter the challenge, our 
core values of Partnership, Passion, Courage and 
Integrity guide everything we do. We want you to 

know that we are here for you, now more than ever, 
to provide counsel, brand stewardship, strategic 

guidance and camaraderie for whatever comes next. 



Thank you for your partnership.
Stay safe and well.


