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Positive messaging to reinforce 

• Our immediate crisis is reinforcing the importance of family, community, health care 
and food security. But also fundamental to our current situation is our relationship 
with nature and the other species that share our planet. 

• In every community across Canada, people are turning to nature to help support 
them through this extraordinary time.  

• As the country re-opens, there is an opportunity to transform our perspectives and 
relationship with the natural world; something that works better for nature and for 
people. 

• Countries around the world, including Canada, are looking at ways to link our 
recovery from COVID-19 with a greener future. 

• Nature has been there for us through this crisis. We need to be there for nature, now 
more than ever. 

• COVID has reinforced a growing recognition of the Once Health concept – that the 
well-being of nature and people are deeply interconnected. 

Tone 

• Positive 
• Hopeful 
• Resilient 

• Grateful 
• Acknowledging 
• Authentic  

Optimism and hope is needed now, more than ever before. At a time when our audiences 
may be unsettled, anxious or hurting because of the impact of the pandemic, we have a 
unique opportunity to lift spirits; to demonstrate that though the world has turned upside 
down, nature is still there, waiting for us when this is over. We are a respite – a reminder of 
what is good in the world. 

We are also able to focus on resilience. Just as we are working to ensure resilient natural 
areas that sustain us, we are contributing to the resilience of our communities, both through 
our work that continues, and through our sensible and responsible approach to the 
pandemic. 

The final watch word is gratitude. If we say nothing else to our audiences – our staff and 
our supporters – we must say thank you. Thank you for their time, their talents and their 
treasures so generously given.  

Throughout this period we will take special care with our tone, especially with our 
supporters. It is important that we meet them where they are. We want to ensure we 
acknowledge what is top of mind right now, and not ignore the pandemic, or refer to it 
obliquely. We want to ensure authenticity is forefront in all we do. We should also be 
nimble – ready to pivot and refine our messages and programs as the situations change 
around us.  

https://globalnews.ca/news/6905894/coronavirus-governments-recovery-green-route-study/
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Glossary 
Draw upon solid, evidence-based information and ensure rigour in the language we use 
when referring to COVID-19: 

• We can name COVID-19. We don’t have to refer to it only by euphemism (unusual 
circumstances, difficult times, etc.). But make sure we are naming it correctly (see 
below). 

• COVID-19 means coronavirus disease 2019. It is the respiratory illness/disease 
caused by the virus. It is not the virus. We cannot say COVID-19 virus or a new virus 
called COVID-19. We can say the virus that causes COVID-19. 

• The virus in question is SARS-CoV-2. It is a strain of coronavirus.  
• Coronaviruses belong to a family of viruses named for the crown-like spikes on their 

surfaces. They can cause diseases ranging from the common cold to more severe 
illness, (SARS, MERS and COVID-19). 

• COVID-19 is caused by a new variation, of SARS-Co-V-2. It is novel, and so you 
sometimes see it referred to as the novel coronavirus, which is acceptable. 

• Other acceptable first references: COVID-19, the new coronavirus, the new virus. 
• The possessive plural of virus is virus’s (not virus’). 
• Do not refer to coronavirus without the article the.  

 She is concerned about coronavirus, is not acceptable. 
 She is concerned about the coronavirus, is acceptable. 

 
Epidemic vs. pandemic 
An epidemic is the rapid spread of a disease in a population or region. 
A pandemic is an epidemic that goes global. 
The World Health Organization has declared the COVID-19 outbreak to be a pandemic – use 
of the word is acceptable. 
Do not say global pandemic – it is redundant. 

Isolation vs. quarantine 
Isolation is separating ill people to prevent spread of the disease. 
Quarantine is restricting the movement of healthy people who may be been exposed to the 
disease to see if they become ill. 

Physical distancing vs. social distancing 
Please use physical distancing. 
Social distancing implies we are not able to connection with people, when the reality is we 
still want to stay in the lives of our audiences, but at a respectful and safe physical distance. 
Use no quotation marks, no hyphen. 
The term has become quickly used and understood, no need for context. 

Stay at home 
Stay at home = verb 
Stay-at-home = adjective 
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Recommended language 
Some words and phrases are just better suited for use at this time. These suggestions, 
borrowed from other style guides, help to support our established tone, as noted above. 
There are others and we are happy to take suggestions to add to the list: 

 

Words to embrace Words to replace 
protect, ensure, heal, 

embrace, nurture 
 

fight, battle, tackle 
 

Why? 
People have enough of a fight on their hands right now. We don’t need to 
emphasize language that would feed fears (even subconsciously). 

 

Words to embrace Words to replace 
we, us, ours  I, me, mine 

 
Why?  

As the old saying goes, there is no I in teams. In reality this is just good 
donor-centric language. It’s inclusive. But in terms of our current 
circumstances and tone it emphasizes the values of community and a sense 
that we are all in this together. 

 

Words to embrace Words to replace 
People who have COVID-19 victims, or cases  

 
Why?  

Now more than ever, we need to speak with a human touch, and not 
emphasize victimization, or depersonalize our world.

Dos & don’ts - a checklist 
DO: Speak positively and inclusively. We are all in this together. 
DO: Be mindful that these are trying times for our colleagues, donors, volunteers 
and supporters, both financially and emotionally.  
DO: Share messages of hope. Nature can be a source of joy in these uncertain 
times. 
DO: Speak about connecting with nature in your backyard, on your balcony or in 
your home. 
DO: Use calming, serene images of nature and wildlife. They are soothing 
elements in a chaotic world. 
DO: Connect with colleagues and reach out if you need someone to talk to.  
DON'T: Speak of doom and gloom, including the dire state of Canada's nature 
and environment. 
DON'T: Despair. We will get through this.  
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