
ACCEPT THE SITUATION 
AND ADAPT YOUR 
BUSINESS PRIORITIES



 
MASS COMMUNICATION 
(media presence);

COMMUNICATION CONDUCT 
(communication with stakeholders)
of the companies and brands.

A Tibetan serenity prayer goes like this: “God, grant me the serenity to 
accept the things I cannot change; courage to change the things I can 
and wisdom to know the di�erence.” 

RECOMMENDATIONS FOR: 



THE SITUATION WITH COVID-19 HAS CHANGED DRAMATICALLY 
FOR JUST A FEW DAYS, AND HAS ROBBED BUSINESS OF THE 
CHANCE TO ADAPT GRADUALLY TO THE NEW REALITY. 

Communication conduct of companies and brands (mainly on social 
media which allow for the highest degree of freedom) has fallen into 
extremes – from original jokes with the situation through the posi-
tion “We are not afraid and will function as usual”, to hasty and not 
properly made decisions for urgent cost reduction – without a 
second thought what their consequences might turn out wrong once 
business returns to normal. 

And it shall return to normal, though we cannot predict 
exactly when.  



Businesses now have to adjust in such a way so as to operate under 
the new conditions for an indefinite period of time. 

A strategy of conduct 
is needed with a 
thought where (on the 
market, in consumer 
conscience, in the list 
of contractors of your 
B2B partners) your 
company / brand will 
stand when the 
moment comes for a 
restart of the market’s 
normal functioning. 



WORK BASED ON DATA:

- how consumption of publics changes;
- what potential they have to shop – what 
(what kind of products, services) and where (o�ine, online).

ANALYZE WHETHER YOUR PRODUCT /SERVICE OR PART 
OF YOUR PORTFOLIO IS WITHIN THE RANGE OF CURRENT 
CONSUMPTION:

- if yes:  for sure you are not alone. Competition is valid even 
in times of a force majeure crisis.  

- define your communication channels that you use 
to continue to be in the focus of attention of your target 
audience. 
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MASS COMMUNICATION / 
MEDIA PRESENCE



- adapt your messages: too much creativity and originality will be re-
placed with clear and purposeful messages based on the needs of au-
diences at the moment  – and these are prompted by need, not by 
consumer wish.
 
- draft a financial plan: depending on channels that remain valid and 
relevant for your sales.

- based on this plan draft a communication one. Not interrupting 
communication with the proper tone of voice is important – the crisis 
will pass, and your company / brand will continue to wrestle for market 
share. It is now time to act and save much bigger costs after the crisis 
is over. 

NB! The availability of an online shop of the company  / brand is a great 
advantage and even if sales come to a halt there is an opportunity for 
awareness campaigns that will keep the brand alive and wanted.  



- If your company / brand remains in the periphery of “new” consumption 
or outside it /for example, if your focus are deluxe goods, tourist prod-
ucts, beauty-related services, even cars: mass presence even with a 
focus online is not a solution in this case. Think of relevant messages 
to keep a conversation with your target publics – not aiming at direct 
sales but with a long-term vision aimed at after the crisis. 

- Communication consultants can be very useful here to recommend 
the right tone of voice for you as well as what channel of distribution 
you should choose for this conversation. They will help you in finding a 
solution of the problem of how to stay in the focus of attention of 
your audiences even when the proverb “Let them eat cake” is valid.



3 Where from should you get data and how frequently should 
you follow it? 

-   Most pollsters publish data if not daily, at least weekly.

-   Follow the situation on a daily basis / for certain brands even 
twice a day.

-   Keep an eye on the conduct of your competitors: mostly 
online and in traditional electronic media outlets /TV, radio/.



AS THEY STAY HOME, PEOPLE:

-   SPEND TIME ONLINE

-   READ BOOKS / LLSTEN TO AUDIO BOOKS

-   DO COOKNG

-   DO SPORTS TRAINING AT HOME 

-   PLAY BOARD GAMES

-   WATCH TELEVISION / LSTEN TO THE RADIO more often than under usual circumstances 

-   GET INFORMED ABOUT THE SITUATION HEALTH-WISE  

-   TAKE MEASURES FOR PREVENTION OF DISEASE 

All this quoted above provides a good basis for determining the chan-
nels of communication. 

Regarding frequency, regularity and the media mix – consult a specialist 
who will responsibly predict that customers do not necessarily buy your 
product (or buy it less) and will advise you for strategic presence for the 
sake of a long-term market life of your brand!  



In a situation of force majeure there is a 
risk that quick and adequate actions of 
companies remain uncommunicated or 
communicated but not in the right way. 
This may result in downgrading the 
e�ect of otherwise right / or imposed 
by circumstances corporate policy.  

Even in the very first days of declaring a 
state of emergency decisions how to 
deal with business operations, employ-
ees and customers have already been 
made.

CORPORATE COMMUNICATION 
CONDUCT (COMMUNICATION WITH 
STAKEHOLDERS)



Express the decisions of the company in writing 
/you need di�erent ways of address where messages di�er/.

Define all stakeholders: employees (di�erent groups), customers, part-
ners – the relations with whom will change because of di�erent func-
tioning of the business.

Define the channels of communication for each of the groups.

Do not neglect own media outlets of the company shared / accessible 
to all: internal media  (newsletter – online or printed edition), social 
media, Intranet, other.

Nominate a “spokesperson” – someone who will be in charge of com-
munication with target publics. With many di�erent publics you may 
need more than one spokesperson –nominate a person with seniority, 
high position and authority. 

NEXT COMES THEIR TIMELY 
COMMUNICATION:



Structure your messages:  

- begin with solidarity and a sense of unity with publics; 
- provide a body of facts about the situation;
- outline concrete solutions / measures and give arguments;
- o�er an outlook how things will develop and if there is lack of clarity 
set the regularity for providing information on developments. And 
keep this regularity strictly.
- wind up not with a conclusion but with an arrangement for later 
exchange of information.



Even if you have to put on freeze or suspend your relations with any of the 
target publics or individuals, do not interrupt communication. Most proba-
bly you will need them when business returns to normal. 

Think long-term and do not take panic-prompted short-term measures 
without calculating their e�ect when business returns to normal. 

Do not discard your media presence – we do not suggest paid publications 
or ads. Rather, lay the emphasis on expert appearances, sharing good prac-
tices – do not overdo with public appearances of the faces of your compa-
ny. All this works for both internal and external audiences. The power and 
charisma of business leaders is reinforced with skillful management of 
crises like the current one. 



Analyze which of the planned live events can be held via online plat-
forms. Currently, publics are hungry for “virtual” diversity and for 
meetings with their professional communities by interests. You will 
position yourself innovatively and flexibly, if you do go for it – and you 
will cut on future costs too! 



In a situation of force majeure business stag-
nates. But it does not come to an end. Do 
what is needed to ensure you have a viable 
restart based on a successful communica-
tions strategy. 

This crisis will pass like other crises in the 
past, and again you will need skilled employ-
ees, the support of media and organizational 
partners, reputation and image, and of 
course, customers. 

The conclusion that in this situation the people and customers 
“have no alternative” is groundless: people forget what you have 
said but they will never forget how you made them feel, and when 
they have choice, they will opt for the company that gives them 
regard, respect and support. 

The crisis with COVID-19 won’t kill the business. However inade-
quate management of the crisis and the lack of clear communica-
tion may prove lethal for some businesses. 

ANALYZE WHETHER YOUR PRODUCT /SERVICE OR PART 
OF YOUR PORTFOLIO IS WITHIN THE RANGE OF CURRENT 
CONSUMPTION:

- if yes:  for sure you are not alone. Competition is valid even 
in times of a force majeure crisis.  

- define your communication channels that you use 
to continue to be in the focus of attention of your target 
audience. 
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