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As we entered year 2020, we made plans, set out expectations and coloured
our dreams. With the first quarter of the year now behind us, we can surely
state - it has turned out to be nothing anyone would have pictured.

COVID-19, a declared pandemic, has sooner or later swirled through every
country and every industry. They say the world has not experienced anything
of such scale before. The impact of the pandemic is unprecedented: in one
way or another, it has affected the life of every person.

How can anyone prepare for such a situation?
How can the business align communication and effectively respond in a crisis?

In this publication Grant Thornton Armenia has summarized key aspects that
will help leaders and communication professionals design a smooth response
in critical situations or test their existing communication plan. It should be
noted that the below content may be subject to modification with
consideration of sector-specific peculiarities.
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This crisis has tested the ability of people and businesses to
quickly adapt to the new conditions, their resilience in the face
of many challenges. It has also become a serious proof for the
communication strategy and its effectiveness. Mostly, because
one of the key principles of building an effective communication
campaign is to have a factual base, news or developments that
need to be presented to the public.

With COVID-19 posing many questions to the world and shaking
' entire systems, a common theme is emerging from every
country and industry - no one knows the answers to these
questions. So how does one respond to this uncertainty? And the
main challenge for all communication professionals - how do
you build a communication strategy around this uncertainty?
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Be agile

Be honest

During a crisis you do not
have all the time on your
hands to think and rethink.
The situation is changing
constantly and your
response should be timely,
otherwise, the time and
effort will be in vain.

Transparency is critical at times of uncertainty.
Your audience is looking for answers. Honestly
speak about the actions that you are taking in the
face of the crisis, and, what is more important,
those that you are unable to take, or
commitments that you are unable to fulfil. Do not
fear small disappointment, false promises will
lead to a much deeper one. Besides, you may find
that most people tend to display amazing sense
of unity and understanding in such situations.
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Be bold

Critical situations are a real test
for leadership. The ability of
leadership teams to face the
challenges and work ways to
respond or reduce impact, and
communicate their position in a
bold and reassuring tone to their
internal and external

stakeholders is very important.
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Be creative

There is no better time for exploring hew communication channels and
experimenting with new methods. Be reminded that your
communication strategy is there to support shape experiences of your
people and clients. Look for ways to enrich these experiences. Embrace
innovation and, for the time being in the current situation with the

pandemic, replace your face-to-face communication with digital.

Be positive

In volatile times, where all the information out there is worrisome, focus
on good news, motivate your audience. Look for positive developments
within your organization, among your people and clients. Yet,
remember to keep balance and remain relevant. Streamline your
positive content in harmony with the situation.



Be forward-looking

Plan for the future. Most people fear speaking about the future at a
time of uncertainty such as this. As tempting as the ‘wait and see’
approach may seem, the damage of inaction may be stronger. Align
your communication strategy to support future plans, build

foundations for new developments.

Be true

At all times, return to your core values as a human being, and to the
values that lie under the culture within your organization. No matter
how difficult the situation may be, or how innovative you may strive to

become, your communication shall always be true for who you are and

what you want to be known for.
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