MANAGING COMMUNICATIONS
DURING A CRISIS

|
Communicating and staying relevant to employees and customers

March 30, 2020



JUST LIKE ANY OTHER CRISIS ...

1. Get everything out quickly

2. Centralize communications

3. Monitor continually

4. ldentify and prioritize key audiences

5. Establish an input/feedback mechanism

6. Provide continuous updates
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YET UNLIKE ANY OTHER CRISIS...

1. Universal personal physical risk
2. Prolonged public uncertainty

3. Immediate social distancing
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In thinking about your business/organization and the current COVID-19 pandemic,
which of the following words best describes OVERALL how YOU personally feel?

Confused 4%

IN AWORD: “FUD”

Afraid 17% . .
Today we are experiencing a

global “FUD” factor

Hopeful 18%

Uncertain and afraid are the

words that best describe the

Determined 8% way upper- and mid-level
Shcerain 46% management feel right now.

Only one-quarter (26%) say
they are hopeful or determined.

Question Type: Single Choice | Total Respondents: 449
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In thinking about your business/organization and the current COVID-19 pandemic, which of
the following words best describes OVERALL how your CUSTOMERS or CLIENTS feel?

Those emotions — uncertainty and
Anay 47 e fear — are even more pronounced
among clients.

Afraid 23%

Hopeful 12% Nearly one-quarter (23%) say that
that “fear” is the best way to

Determined 7% describe how customers or clients
feel right now.

Uncertain 46%

Less than one-in-five (19%) are
hopeful or determined.

Question Type: Single Choice | Total Respondents: 449
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THE BEHAVIORAL SCIENCE OF FEAR

The human brain is a pattern-seeking organ.

When there are information "gaps,” the brain fills them in.

That Is ... absent reliable information, we make things up.



TWO LOGICAL (AND BAD) OPTIONS
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“We're all going to die!” “It's not really that bad!”

! !

Mental and physical shut-down Continue risky behavior
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THE DESIRED OPTION

“We’'re all going tohget tH/rough this together!”

!

Engagement, action, loyalty
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Has your business/organization INCREASED or DECREASED its communications to

the following audiences during the COVID-19 pandemic crisis?
|

Employees 11% 10% 30% 21% 28%

WE ARE UNDER
COMMUNICATING

Despite the crisis, less than
half report that their
Business or organizational partners EWAZ) 11% 40% 22% 19% bUSinesseS are increaSing

communications with

Local community SSCLZ 13% 36% 24% 18% emp|oyees (49%) or
customers (49%).

Government and civic leaders FGEZAESVAL) 44% 26% 17%
Investors/funders 8% 10% 50% 18% 13%

m Significantly decreased ®m Somewhat decreased ® Neither increased nor decreased ® Somewhat increased ® Significantly increased

BRODEUR PARTNERS Question Type: Single Choice | Total Respondents: 449 12



How would you rate the EFFECTIVENESS of your business’s/organization’s

communications with the following audiences during the COVID-19 pandemic crisis?
|

S % 1% 42% 40% SOMEWHAT EFFECTIVE
ISN'T GOOD ENOUGH
Customers BG4 14% 48% 32%
viedia BT o v e Only two In five (40%) say

their employee
Business or organizational partners B 15% 50% 27% Communications have
been “very effective.”

Local community BE 14% 52% 27%

Less than one third (32%)
say their customer
Investors/funders B 18% 50% 23% Communications have
been “very effective.”

Government and civic leaders 8% 20% 46% 27%

m Not at all effective  ®Not very effective ~ ® Somewhat effective  m Very effective

BRODEUR PARTNERS Question Type: Single Choice | Total Respondents: 449 13



Of the following, which actions has your business/organization taken in response to

the COVID-19 pandemic crisis? Please select ALL that apply.

Cancelled all non-essential business travel

Allow employees/staff to work from home

Moved physical internal meetings to virtual online meetings

Closed offices, warehouses and/or showroom facilities

Rescheduled or postponed planned launches of products or
services

Implemented new online communications platforms for
customers/clients

Canceled planned launches of products or services

Implemented new online communications platforms for
employees

Launched or significantly increased video and multimedia
production

Launched or significantly increased livestreaming of events
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COMMUNICATIONS IS
LAGGING
OPERATIONS

While a majority of
organizations have
taken operational steps,
less than one third of
respondents say their
organization has taken
communications
Initiatives in response to
the crisis.

Question Type: Single Choice | Total Respondents: 449 14



Thinking about your business/organization, how much do you agree or disagree with

the following?
|

It has moved quickly to adjust to fast-changing conditions. 22z 18%

It has done a good job helping those employees and staff

: . 7% 6%  20%
most impacted by the crisis. ° N -

Over the long term, it will emerge from the crisis stronger

. 4% 7%
and more resilient.

It has done a good job balancing immediate crisis response
with long-term business operations.

m Strongly disagree  ® Somewhat disagree  ® Neither agree nor disagree  ®Somewhat agree  m Strongly agree

A TIME FOR BALANCE

Businesses get relatively
good marks for moving
quickly.

But there's less
agreement that
companies have
balanced immediate
crisis response with
long-term operations.

BRODEUR PARTNERS Question Type: Single Choice | Total Respondents: 449
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During the COVID-19 crisis, how would you rate your business/organization in
addressing the following individuals/situations?

| | | ATIME FOR EMPATHY
Flexible scheduling for pareré}zsoefdc?hlldren whose schools have 16% |50, 0 G - AM D |N C I_U S I ON

Businesses get relatively

Special consideration for older and immune-compromised

employees/staff at most risk. 14% 5% 18% 25% C good marks for he|p|ng
parents with children.
Emotional support for those struggling with policies/practices of 13%  o% 00 29% L A
ol di na. 4
social distancing But they get lower marks
for supporting those
o o experiencing financial
Financial support for those experiencing financial pressures. 16% 11%  10% 20% 24% 19%

pressures.

mDon't know / Does not apply ®Very poor ®=Poor ®Fair mGood mVerygood

BRODEUR PARTNERS Question Type: Single Choice | Total Respondents: 449
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HOW TO STAY RELEVANT
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Sensory

User experience, fun and
meaningful:

“| like the feeling | get when | am

around it.”
“It inspires me.”

Community
Opportunities to connect and interact:

“Being associated with it makes
me feel better about myself.”

‘Il want people to know | am
associated with it.”

Thinking

The measurable, tangible impact:

“It helps me meet my needs.”
“It makes my life easier.”

Values

Personal philanthropy and potential for
civic engagement:

“| associate it with values
important to me.”

“It stands for the same
things | do.”
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10 THINGS YOU CAN DO

Survey

Social listening
Purpose

Thought leadership
Virtual experiences
Governance
Inclusion

Podcasts
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Document/capture
10. Innovate
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CONTACT:

Andrea “Andy” Coville, CEO
acoville@brodeur.com
617.587.2808
www.brodeur.com ODE RS
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