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Luxury Food & Beverage: 
Winning Strategies for Brand 

Building Intra-Covid-19



The pandemic has prompted the rapid recalibration of 
the luxury food and beverage industry. Having 

historically relied on distribution through high-end 
hospitality, luxury food and beverage brands are being 
forced to pivot their model and cultivate new, direct-to-

consumer relationships – many for the first time. 

No longer able to rely on the experiential buzz of 
physical events, brands have been challenged to re-
evaluate how to speak directly to their consumers, 

showing sensitivity to current sentiment while 
preserving their elevated brand image. 

In this report, we identify the 5 key ways that luxury 
food and beverage brands are using brand comms to 
overcome the ever-changing restrictions and adapt to 

the new world order.

LUXURY FOOD & BEVERAGE:  
WINNING STRATEGIES FOR BRAND BUILDING INTRA-COVID-19



1. Elevate the at-home 
wining and dining 

experience

AMERI C AN COCKTAIL  CLUB 

A premium cocktail subscription box that curates 

all-natural, low-sugar, world class cocktails from a 
range of leading & niche alcohol brands. Being 

part of the Club is like having the coveted seat at 
a high level mixology bar. The monthly box 

contain 4 servings, with every box curated by 

award winning mixologists from around the USA.

HOME X  BY  S IX  BY  N ICO 

The innovative UK-based restaurant group’s 

HOME-X delivery boxes include a curated selection 

of the finest pre-prepared ingredients as well as 

cooking instructions from Six by Nico’s expert 

chefs. The newly-launched service is also open to 

other brands and restauranteurs, with vegan, roast 

dinner and cheese & wine pairing boxes and 

experiences due to launch in the next few months.

With many bars and restaurants subject to social distancing restrictions, luxury food & 
beverage brands are embracing innovative new strategies to connect with consumers, 
recreating the elevated experience of luxury wining & dining in the comfort of their own homes. 

Expertly curated drink subscription boxes deliver the buzz of cocktail hour, providing luxury 
alcohol brands with the opportunity to reach new audiences and promote novel mixes & 
serving suggestions. Others offer an immersive at-home dining experience, delivering carefully 
curated produce, alongside instructional content to help inspire consumers to create 
restaurant-quality, show-stopping dishes at home.
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2. Create virtual 
communities for clubbers 

and connoisseurs

According to a recent survey by Accenture, over the next six months, 69% of consumers 
expect to socialise only in either their own home or virtually. 

Innovative brands are leveraging technology to create engaging, live-streamed experiences 
that cultivate a sense of community amongst those still eager to tap into the social dimension 
of wining & dining. 

There is a spectrum of strategies: while some brands are helping nightlife enthusiasts & pub-
goers to feel a part of something bigger, others are hosting more intimate affairs that invite 
participants to connect with culinary experts and a choice selection of fellow connoisseurs.

V IRTU AL  WINE  TAST ING S  V I A  ZOOM 

Innovative wine makers and retailers have set up 
intimate virtual wine tastings. The wine is delivered to 
the participants’ homes in advance with the tastings 

led by leading winemakers and sommeliers. Attendees 
also have the opportunity to converse with fellow 

connoisseurs as they are guided through the tasting.

BREWDOG’S  OPEN  ARM S ONL I NE  B A R 

The brewer & pub chain has created an online bar, 
aimed at sober pub-goers in promotion of its Punk 

IPA beer. Focusing on audiences in the UK, US, 
Australia and Germany, it aims to give consumers a 
chance to connect and share a beer. Re-launched 

earlier this month in response to new restrictions, the 
Open Arms hosts live music, pub quizzes, live-

streamed yoga classes and sobriety tips.
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3. Use internal talent as 
brand ambassadors

CHAPEL  DOWN 

The English winemaker has used its Head 

Winemaker, Josh Donaghay-Spire, to host a series 
of live tasting and Q&A sessions, shared via 

Instagram. Each celebrates a specific award-
winning wine, explaining the production process, 
sharing tasting notes and answering consumers’ 

questions.

TOM KERR IDGE ’S  COOKERY CLASSES  

Michelin-starred chef Tom Kerridge is hosting a 

series of cooking classes on IGTV, teaching 

followers how to make restaurant-inspired dishes 

at home. The recipes highlight his range of sauces 

and cookware, available to purchase via the Tom 

Kerridge online shop. 

Instead of relying on traditional influencers, luxury food & drink brands are increasingly looking 
inside their own organisations for ambassadors with passion, knowledge and integrity. 

From live tastings and cookery demonstrations to Q&As and recipe inspiration, talented 
culinary professionals are taking to social to share their expert advice with discerning foodie 
followers.

LUXURY FOOD & BEVERAGE:  
WINNING STRATEGIES FOR BRAND BUILDING INTRA-COVID-19



4. Be transparent about 
provenance, production & 

local sourcing

GOOD I N  BREAD 

The London-based bakery and subscription service 
uses bicycles to deliver freshly-baked artisan loaves 
straight from the oven to consumers’ doors. Using 
only 3 ingredients - organic flour, water and salt - 

authentic Sourdough is 100% natural, lasts longer, and 
is full of minerals and lower in gluten, making it easier 

to digest than some industrial breads.

M O ËT  &  C HA N DO N 

The leading French champagne house debuted its 
‘Care with Passion’ campaign in June, providing 
transparency around the terroir and champagne 

production and offering consumers insight into its 
safe and sustainable methods. 
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The Covid crisis has resulted in a greater appreciation of where our food comes from and a 
desire for reassurance of safe practices in harvesting and production. There is also a renewed 
interest in shopping local, as travel restrictions encourage consumers to reconnect with their 
neighbourhoods. 

More than ever before, brands need to be transparent about how they are prioritising their 
clients’ health and safety, as well as how they are making a positive contribution to the future of 
people and planet.  

Luxury players who successfully elevate provenance, seasonality and production stories to the 
brand level stand to win in the intra-pandemic climate.



5. Ensure visual content 
whets the appetite

The pandemic has seen a huge growth of appetite for food & drink as content to consume and 
share. Food & drink is the UK's No.1 topic on Instagram as social media users flock to image-
sharing platforms to share their culinary creations and experiences. 

Best-in-class luxury food & beverage brands recognise that visual content now needs to be as 
appealing as the produce itself, with 3 in 10 consumers looking to Instagram for inspiration 
about their next food-related purchase and a range of food-related hashtags trending amongst 
consumers who enjoy showcasing their refined tastes in food & drink on social. 

Restauranteurs are also tapping into the importance of visual appeal with playful AR filters that 
add an animated digital layer to the physical dining experience.

BUL L DOG  

Spring worked with Bulldog Gin to reposition it as the 
first truly modern gin brand, breaking old-world 

category rules and visual conventions to appeal to a 
new, connected, culturally curious consumer. The bold 

packaging and elevated creative execution used 
luxury codes more akin to the fashion and fragrance 
world to redefine the category and create desire & 

cut-through.

SKETCH  LON D O N ’S  AR  A P P  

Already famed for its Instagram appeal, the 
SketchApp allows diners to transform their restaurant 

view with playful 3D avatars and decorative AR 
overlays created by artist David Shrigley. With many 
of us now accustomed to using our smartphone to 
access a restaurant menu, the app brings a quirky, 

visually-immersive and interactive layer to the dining 
experience.
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5 winning strategies for  
brand building intra-Covid-19

1 

Elevate the at-home wining and dining experience

2 

Create virtual communities for clubbers and connoisseurs

3 

Use internal talent as brand ambassadors

4 

Be transparent about provenance, production & local sourcing

5 

Ensure visual content whets the appetite
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Spring are uniquely placed to super-
charge your brand communications 
for success in the intra-Covid-19 era

If you’d like to discuss how Spring can help you,  
please reach out to us at 

Anna.Gereg@springstudios.com
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