
Timing is everything
The three stages of the crisis

When we speak to clients about 
their current content plans, the 
same question comes up again and 
again: how do we make sure that 
our content is on message and fits 
with the crisis as it is now? 

In the next stage, companies have moved beyond the  
immediate shocks and are thinking more broadly about the 
impact on their business. Do they need to change strategy or 
business model? How do they keep their workforce engaged and 
motivated? Yes, they’ll be looking at cost-cutting measures, but 
they’ll be keeping one eye on recovery in order to avoid making 
cuts that could damage their recovery. 

At this point, companies are starting to think ahead,  
although they’ll still be dealing with the fallout from the crisis.  
They may start to see opportunities in the gloom, and will be 
thinking about how to make themselves more resilient. They’ll  
also start seeking out longer-term growth and strategic initiatives 
for the first time since the crisis emerged. 

Adaptation

Recovery

In this stage, companies are in panic mode and thinking only  
about current concerns. They are adjusting their workforces to 
remote working, dusting off business continuity plans, and gauging 
the immediate impact on their short-term revenues and profitability.

Readjustment

Our advice? Companies need to think about the likely trajectory  
of the crisis. Although timings are uncertain and will vary across 
sectors and geographies, we expect business responses to the crisis  
to follow three broad stages: readjustment, adaptation and recovery.
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Will the crisis lead to more
sustainable ways of working?

Can we withstand
supply chain shocks?

Is our business continuity
plan robust enough?

Is our IT fit for purpose?

Are we supporting and
safeguarding our people?

Can our financing and cash
 arrangements withstand the shock?

Are we communicating to stakeholders
about the short-term impact?

How are we helping our 
customers and communities?

What will be the immediate impact on
our cashflow, P&L and balance sheet?

How do we adapt our business
model to current needs?

How do we keep up morale in
a distributed team?

Has customer behaviour changed,
and is it temporary or permanent?

How does my leadership
approach need to change?

Can we keep sourcing goods
from affected suppliers?

How do we reduce costs
without restricting our recovery?

Is our funding sufficient to
withstand medium-term pressures?

Will sustainability and ESG be
more, or less, important?

What level of risk are we
prepared to take?

How do we innovate our
way out of a crisis?

Are there any
M&A opportunities?

How do we build greater
resilience into our operations?

What’s our new workforce model, 
and what’s the future of the office?

What's the future for AI and
data analytics, 5G and the IoT?

How can our digital transformation
activities make us more resilient?
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Here are the key questions that 
your audiences are likely to ask 
themselves at each stage of the 
crisis, and they’ll be looking for 
your help to answer them. We 
recommend getting ready for all 
three stages, then ensuring that 
your content targets the right 
stage at the right time.

In the coming months,  
it’s vital that your content 
is appropriate to the stage 
of the crisis, which means 
thinking about several 
timeframes simultaneously.


