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Introduction

President John F. Kennedy said of the Cuban Missile Crisis, "When written in 
Chinese, the word 'crisis' is composed of two characters - one represents 
danger, and the other represents opportunity.“

This quote is so true. With all the fear and dysfunction we are experiencing, we 
are being presented with an opportunity to grow, to evolve, to adapt, to go 
back to basics, to realign our values and our mission statements. It's an 
opportunity to connect to something outside of ourselves. It's an opportunity 
to dig deeper and work harder to overcome our deficiencies as organizations 
and as leaders. It's an opportunity to remember that we are all in this together. 

The TASC Group was founded almost two decades ago to serve progressive 
organizations and companies that were making a positive, meaningful impact 
in our communities. We have grown tremendously over the years while having 
the privilege to work with dynamic and inspiring leaders who are making the 
world a better place.

This pandemic has reminded us of how important our core mission is and 
remains. We are dedicated to helping organizations and companies help 
others. This crisis has made us even more driven and more focused on our 
work and on our mission to serve.

We want to help you to find creative ways to connect to those you serve, to 
effectively communicate your messaging and your mission to the right 
audiences in the right manner to make a difference.

Below you will find some information that might be helpful as you adjust to this 
new environment and the new needs of your patrons, customers and followers.

Please reach out to us if we can be of assistance in any way. Let us know if we 
can help you figure out how to turn this current environment into a meaningful 
opportunity for your company or organization to create positive change and 
impact in our society.



Major Campaigns

The TASC Group, a full-service public relations and communications firm 
dedicated to advancing  mission-driven organizations and companies, is one 
of the leading experts in the field of crisis  communications. Our industry 
and our peers have recognized our team as successfully managing some  of 
the most intensive, controversial and meaningful crisis communications 
campaigns and stories in our  nation’s history.

In the past few years, TASC has represented:
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Felicity Huffman, who took 
accountability for her role in the 
national college fraud case

Trayvon Martin’s family, and their 
legal defense team in their efforts to 
launch a family foundation

Park51, also known as the Ground 
Zero mosque, and the Muslim-
American community’s efforts to build 
a prayer space in Lower Manhattan

Susan Bro, who lost her daughter 
Heather Heyer at a counter protest to 
white supremacists in  Charlottesville, 
and her Heather Heyer Foundation

Carmen Perez, co-founder of the 
Women’s March on Washington, D.C., 
as the organization struggled with 
negative media attention

Maria Contreras-Sweet, in her 
campaign to buy The Weinstein 
Company and run it as Hollywood’s
first female-led movie studio

LifeSci Advisors, in its goal of 
advancing gender diversity in the life 
sciences industry

Yeshivat Maharat, in its mission to 
protect female Rabbis in the Orthodox 
Jewish community

RushCard, as the prepaid debit card 
company faced backlash over its 
massive technology failure

https://www.nytimes.com/2019/04/10/us/lori-loughlin-felicity-huffman-admissions-scandal.html
https://abcnews.go.com/US/trayvon-martins-parents-devastated-guilty-verdict/story?id=19696454
https://www.cbsnews.com/news/the-man-behind-the-ground-zero-mosque/
http://www.mtv.com/news/3032748/heather-heyer-mom-vma-best-fight-against-the-system/
https://forward.com/opinion/417568/jewish-women-should-join-us-at-the-womens-march-despite-our-mistakes/
https://www.wsj.com/articles/bid-for-weinstein-co-proposes-majority-female-board-1511066102?mod=e2tw
https://www.bloomberg.com/news/articles/2016-04-15/after-gaffe-biotech-firm-emphasizes-women-not-just-at-parties
https://www.nydailynews.com/opinion/women-lead-article-1.3693884
https://www.nytimes.com/2015/10/30/business/dealbook/rushcard-says-it-will-reimburse-customers.html?partner=socialflow&smid=tw-nytimesbusiness&smtyp=cur&_r=0


Crisis Communications Awards

In the past seven years, TASC has won nine major awards in the field of Crisis 
Communications. These  awards include eight Big Apple Awards from the Public 
Relations Society of America in the category of Best Crisis Communications 
Campaigns:

•2020:  award for our work with Felicity Huffman and W.H. Macy 
•2019:  award for our work with Maria Contreras-Sweet
•2018:  award for our work with Yeshivat Maharat
•2017:  awards for our work with RushCard & LifeSci Advisors 
•2014:  award for our work with the Trayvon Martin Family 

In 2014 TASC won the Silver Anvil Award of Excellence in Crisis Communications for 
our representation of the Trayvon Martin  Family. In 2019, TASC was also honored 
to receive a PR News’ Nonprofit Award for Best Crisis Management campaign for 
our crisis work with Yeshivat Maharat.
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https://www.prnewsonline.com/go/2019-csr-nonprofit-awards-luncheon/?id=413641


Client	COVID-19	Media	Coverage
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United Way of NYC
United Way of New York City launched the COVID-19 Community 
Fund in partnership with the New York Jets, Starbucks, American 
Express, National Grid, Northwestern Mutual and other major brands. 
The COVID-19 Community Fund will enable over 600 community-
based organizations throughout the City to aid families who are going 
through this crisis. Additionally, UWNYC is working to navigate the 
City's 2020 Census effort through the new challenges brought by 
COVID-19 as one of the leading architects behind NYC's Complete 
Count Fund.
Associated Press (The New York Times and The Washington Post)
US News and World Report
New York Daily News

David Lynch Foundation
The David Lynch Foundation provides free meditation training for at-
risk populations: students in public schools, veterans and VA 
hospitals, domestic abuse victims, etc. During the early outbreak of 
COVID-19 in the US, the David Lynch Foundation launched a new 
campaign to train thousands of doctors, nurses and hospital 
personnel in the practice of Transcendental Meditation, as a way to 
overcome PTSD, relieve stress and improve job function. The initiative 
is called Heal the Healers Now and was recently launched on Good 
Morning America.
ABC's Good Morning America
Page Six

JASA
JASA serves over 43,000 seniors in New York City, providing critical 
services such as public housing, home-delivered meals, social 
programming at senior centers, free legal counseling, etc. Throughout 
the COVID-19 epidemic, JASA has continuously found ways to provide 
life-sustaining services for seniors across the city.
The New York Times
The New York Times
The Jewish Week

https://apnews.com/530fdbbe1595a58e701ac9671393171a
https://www.usnews.com/news/national-news/articles/2020-03-27/new-york-citys-new-normal-as-it-weathers-a-pandemic
https://www.nydailynews.com/coronavirus/ny-coronavirus-new-york-city-census-outreach-20200401-zzsn5e2agrapfe7miaxayxctcu-story.html
https://www.goodmorningamerica.com/wellness/video/resources-meditate-coronavirus-crisis-69993152
https://pagesix.com/2020/04/14/david-lynch-offering-transcendental-meditation-to-healthcare-workers-fighting-coronavirus/
https://www.nytimes.com/2020/03/18/nyregion/coronavirus-elderly-nyc.html
https://www.nytimes.com/2020/03/22/nyregion/coronavirus-caregivers-nyc.html
https://jewishweek.timesofisrael.com/ujas-23m-aims-to-assist-struggling-agencies/


Eagle Academy
The Eagle Academy Foundation is a national education nonprofit 
that has launched six pioneering, all-boys public schools in the 
five boroughs of New York City, as well as Newark, New Jersey. 
The program was founded by 100 Black Men, Mayor Michael 
Bloomberg and then-Senator Hillary Clinton in 2005. These all-
boys schools have doubled graduation rates for young men of 
color. During the COVID-19 crisis, Eagle has been advocating for 
government to provide more technology and free Internet access 
for virtual learning, especially for under privileged families.
Crain’s Business New York
The New Amsterdam News podcast

The Gathering for Justice
The Gathering for Justice is a national social justice organization 
run by Latinx activist and Women’s March founder Carmen Perez 
and legendary entertainer and civil rights activist Harry Belafonte. 
The Gathering is mobilizing supporters to raise awareness of the 
plight of prisoners in New York City, New York State and federal 
jails, as the high rate of COVID-19 infections in these facilities is 
rampant.
WPIX11-TV
The New York Amsterdam News

Mount Sinai
TASC represents the department of Orthopedics at The Mount 
Sinai Health System. As millions of American adjust to social 
isolation due to the COVID-19 outbreak, Mount Sinai Orthopedics 
specialists are sharing their thought leadership and expertise on 
how to remain physically fit and healthy while at home.
The New York Times
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https://www.crainsnewyork.com/op-ed/tech-companies-must-pitch-during-pandemic-innovate-remote-learning-methods
https://pagesix.com/2020/04/14/david-lynch-offering-transcendental-meditation-to-healthcare-workers-fighting-coronavirus/
https://soundcloud.com/nyamnews/covid-19-and-school-closures
https://www.pix11.com/news/coronavirus/needs-for-correction-officers-on-rikers-island
http://amsterdamnews.com/news/2020/apr/09/rikers-island-inmate-dies-covid-19/
https://www.nytimes.com/2020/04/22/well/move/coronavirus-exercise-seniors-older-home.html


Case	Study

Reputation Management & Thought Leadership

The Challenge: JASA is the go-to agency serving older adults in 
New York City, providing critical services to over 40,000 people 
annually. During the COVID-19 epidemic, JASA provided life-
sustaining care across its various service arms, ensuring the 
safety and needs of its clients and staff. TASC was charged with 
elevating JASA’s brand reputation during this time and securing 
thought leadership opportunities within the media. 

Our Strategy: Our strategy focused on strengthening and 
promoting JASA’s existing thought leaders and programming 
experts during the crisis. The goal was to shine a light on the 
issues facing older adults during the outbreak while also 
pointing to JASA’s legacy as one of the most trusted and 
innovative agencies serving this population. We consistently 
worked to keep JASA abreast of the shifting landscape of the 
crisis, preparing them to speak to best practices and respond 
appropriately given the constantly changing nature of the 
epidemic and the media market. We worked to create the 
necessary balance between promoting their critical work 
during this time and striking the proper tone in our media 
outreach. In order to paint the full picture of this crisis and its 
impact, we employed JASA spokespersons at three levels: 
organizational leadership, personnel and staff providing 
services on the ground, and seniors impacted by COVID-19 who 
received and relied on JASA support services. Our strategy was 
aimed at illustrating the real-life impact of JASA’s work and 
responsibly elevating their brand and thought leadership.

Results: We were successful in highlighting JASA’s critical 
efforts during this difficult and unprecedented crisis. TASC 
secured placements in several national and local media outlets, 
including several stories in The New York Times, The Harvard 
Political Review podcast, The Jewish Week and BKLYNER. The 
press coverage generated over 205,656,750 media impressions 
for the organization, solidifying JASA’s reputation as a thought 
leader. But more importantly, the needs and vulnerabilities of 
seniors during this crisis became the focus of the media 
attention that TASC generated on JASA’s behalf. 
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Crisis Communications & Reputation Management

The Challenge: On March 12, 2019, Academy Award-nominated, 
Emmy Award-winning actress Felicity Huffman was arrested by the 
FBI and the U.S. Attorney's Office and charged with wire fraud and 
conspiracy due to her role in the nationwide college admissions 
scandal. Overnight, her and her family's reputation was greatly 
harmed. Ms. Huffman became a poster child for the injustices of 
white privilege in America and was condemned for undermining the 
college admissions system. Ms. Huffman approached The TASC 
Group, with whom she has a long-term relationship, to help manage 
this crisis, clear her family's name and restore her reputation.

Our Strategy: TASC helped hire a team of experts from across the 
country to help Ms. Huffman mitigate this issue. This included hiring 
the top white-collar criminal defense lawyers who were familiar with 
the Federal Court system in Boston and building a legal team for 
both Ms. Huffman and her husband, the actor William H. Macy. The 
legal team agreed not to communicate with the media and referred 
all press inquiries to TASC. This enabled TASC to manage the media 
storm and outreach from day one of the crisis. TASC identified 
reporters who would handle the story responsibly and worked to 
dispel the myths surrounding the case. We cleared her daughter's 
name within days of the story breaking.

Our team worked together with our clients and legal team to write 
and distribute powerful, on-the-record statements from Ms. 
Huffman that began to shift the public perception of her actions. We 
also coordinated her statements before her sentencing in front of 
the judge, as well as letters sent to the court by friends, family and 
neighbors, attesting to her character. We worked with the team to 
prepare our client on how to act in the courtroom, what to say to 
the judge, what her demeanor should be and how to dress. Our 
team also vetted and helped select the organizations with which Ms. 
Huffman would perform her community service hours.

Results: In her sentencing, the judge referenced our client's 
demeanor and applauded the way she conducted herself publicly. 
TASC successfully restored Ms. Huffman and her family’s reputation. 
She served a short sentence and completed her community service 
hours. She has been universally applauded for how she has handled 
this crisis, for how she has taken full responsibility, for how she has 
acted with humility and grace under pressure and for her authentic 
contrition. Both of her daughters, despite the controversy, have 
been admitted to excellent colleges. Entertainment industry leaders 
have signaled to Ms. Huffman and her team that they are ready to 
work with her again when she is ready to return to work. 

Case	Study

George
&Antal

Her Fate

Felicity Huffman and 
the College Fraud Case
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Crisis Work and Thought Leadership

The Challenge: The Trayvon Martin Foundation hired TASC to 
represent Trayvon Martin’s family, their legal team and the 
foundation’s programmatic mission. The media circus 
surrounding the trial of Martin’s alleged attacker, George 
Zimmerman, required around-the-clock responses to inquiries 
and daily messaging from the family.

Our Strategy: TASC managed the crisis communications 
elements of the story, fielded thousands of media requests 
and defended Martin’s reputation during the trial. We used 
the media attention to discuss Stand Your Ground laws, and 
steered as much attention as possible to the work of the 
foundation. We also helped the family build out their social 
media presence and use these platforms effectively 
throughout the media campaign.

Results: The prolific media campaign generated thousands of 
positive stories across the country for the family and the 
foundation, with well over 300 million media impressions in 
outlets from The New York Times to NBC’s Meet the Press. 
The family was interviewed pre-trial on Good Morning 
America and The View. After the verdict, TASC negotiated 
interviews with the morning shows at ABC, CBS and NBC, 
capturing a combined audience of 16 million viewers. An op-
ed by the family’s lawyer, Ben Crump, ran in The Washington 
Post and another by Dr. Bernice King and Martin’s mother, 
Sybrina Fulton, ran in USA Today. The family testified in front 
of the U.S. Senate Judiciary Committee and the U.S. House of 
Representatives, and over 400,000 people signed the 
change.org petition to reform Stand Your Ground laws. 
Peaceful protests occurred across the country, garnering 
support from A-list celebrities like Jay-Z and Beyoncé. 
Martin’s parents and Crump became national thought leaders 
on the issues of race relations, racial profiling, Stand Your 
Ground laws and policing methods in communities of color. 
Sybrina Fulton’s Twitter following grew to 136,000, and 
#JusticeForTrayvon was tweeted 904,000 times leading up to 
the trial and after the verdict. The attention helped raise over 
$500,000 for the foundation.
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Crisis Communications and CSR

The Challenge: LifeSci Advisors, a company in the life sciences 
industry, suffered a major crisis when they were criticized by 
female CEOs in major media outlets for attempting to 
diversify an investors relations party mostly attended by men 
by hiring runway models to pass out champagne. The 
company lost a significant amount of business when the 
criticism went viral. The life sciences industry lacks any real 
gender diversity. The company hired TASC to help mitigate 
the crisis, restore its business and launch an authentic 
campaign to turn the company into a leader and change 
agent on the issue. 

Our Strategy: TASC recommended that LifeSci immediately 
create an advisory board made up of the female CEOs who 
criticized the company to guide its efforts and support 
programs for women in the industry. LifeSci launched its own 
Board Placement Initiative (BPI) to place more female leaders 
on corporate boards. The company also supported a summer 
STEM program for girls and forged a partnership to support a 
board training program to prepare female executives for 
board service. The company’s CEO, Michael Rice, spoke at 
gender diversity panels nationwide, positioning him as a 
thought leader on the issue. TASC worked to generate 
positive press attention for the company’s activities and for 
Rice.

Results: In a two-year period, TASC secured dozens of major 
media hits in life science industry trades, which helped secure 
industry support for LifeSci’s efforts and improve the 
reputation of the company. In its first year, the company’s 
Board Placement Initiative built a database of over 800 
qualified female executives, and placed nearly 20 women on 
boards of life sciences companies. One year after being 
criticized, the company received positive press for its work on 
gender diversity. Perhaps most notably, over the course of 
two years, LifeSci’s most vocal critics became allies in the 
company’s gender diversity activities. TASC’s efforts also 
helped LifeSci’s business to return and become an influential 
force in the gender diversity space. 
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Crisis Communications and Thought Leadership 
Development

The Challenge: After activist Heather Heyer was killed at a 
counter-protest to a white nationalist rally in Charlottesville, 
VA, her mother, Susan Bro, vowed to make her death count 
by launching a foundation in her memory. TASC was brought 
on to launch the Foundation in a period of less than two 
weeks, manage media and speaking engagements for Bro and 
use the media attention to build a movement to support 
HHF’s mission.

Our Strategy: TASC publicly launched HHF in three phases: 
First, we provided programmatic and strategic support to help 
Bro launch the foundation in 10 days. Second, we negotiated 
an exclusive announcement of HHF at the MTV Video Music 
Awards. We purposely chose to reserve Bro’s voice for select, 
impactful opportunities in this phase, with the understanding 
that Bro was still grieving the death of her daughter. The third 
phase was to use Bro as a spokesperson at high-profile events 
and forge partnerships for HHF in order to garner additional 
media attention and support. 

Results: Our work generated over 300 million media 
impressions , helped raise hundreds of thousands of dollars 
for the foundation and established the foundation’s 
credibility. The New York Times ran a web and print exclusive, 
which was picked up by several outlets. Bro’s appearance at 
the VMAs reached an audience of over 500 million people, 
spreading HHF’s message across the globe, and HHF was 
covered in People Magazine, The Washington Post, The 
Associated Press, Billboard, The Hollywood Reporter, 
BuzzFeed, USA Today, Glamour, CNN, HuffPost, E!, Vanity Fair 
and many more. Celebrities and activists including Bernie 
Sanders, Chelsea Clinton and Miley Cyrus expressed their 
support for HHF, and Ellen DeGeneres and Shutterfly made a 
live on-air donation of $50,000 to HHF. Bro is now widely 
respected as a prominent voice for ending hate and is 
currently writing a book proposal. HHF is regarded as a 
leading advocacy organization that will have a lasting impact 
on social justice change. 
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https://www.nytimes.com/2017/08/26/us/politics/foundation-started-by-charlottesville-victims-mother-promotes-social-justice.html
https://people.com/human-interest/charlottesville-victim-heather-heyer-mom-vmas-interview/
https://www.washingtonpost.com/news/arts-and-entertainment/wp/2017/08/28/read-what-susan-bro-heather-heyers-mother-said-during-her-tribute-the-vma-awards/?utm_term=.6bd868caf8a1
https://www.usatoday.com/story/life/tv/2017/08/27/2017-vmas-preach-politics-anti-white-supremacy-colin-kaepernick-commentary/606797001/
https://www.glamour.com/story/heather-heyers-mother-gave-a-moving-speech-at-the-2017-vmas
https://www.ellentube.com/article/shutterfly-donates-50000-to-the-heather-heyer-foundation.html


Female Investors Make a Bid
for The Weinstein Company

Thought Leadership and Advocacy PR

The Challenge: After disgraced movie producer Harvey 
Weinstein was ousted from his company, Maria Contreras-
Sweet, a former cabinet official and head of the Small Business 
Administration under President Barack Obama, assembled a 
majority-female team of Hollywood heavyweights to make a 
bid for The Weinstein Company and rebrand it as a place that 
was welcoming to, and supportive of, women. TASC was 
brought on to generate excitement around the deal and 
cultivate support for it.

Our Strategy: TASC capitalized on the momentum of the 
Time’s Up and #MeToo movements, and made Contreras-
Sweet and her team a symbol of hope and progress in the film 
industry’s treatment of women. TASC managed a huge volume 
of media requests for   Contreras-Sweet and strategically 
released information on the deal to garner community interest 
and support from key decision makers. Several other groups 
were also in the running to secure a deal, and many details of 
negotiations could not be made public. TASC worked to ensure 
that outlets were accurately reporting on the details of 
Contreras-Sweet’s deal, the only one to save jobs, create a 
female-majority board of directors and create a $90 million 
compensation fund for Weinstein’s victims.  

Results: Our work generated hundreds of media placements in 
national outlets including Variety, The Hollywood Reporter, The 
New York Times, ABC News, CNBC, Yahoo! Finance, CNN 
Money, The Los Angeles Times, The Wall Street Journal, 
Refinery29 and dozens more, which turned the tide in 
Contreras-Sweet’s favor with The Weinstein Company’s board 
of directors. Although the deal was ultimately not completed, 
our work helped Contreras-Sweet enter into exclusive 
negotiations with the company, and proved that women could 
have a seat at the table at a crucial time in history. Our work 
also elevated Contreras-Sweet as a thought leader on women 
in the workplace, and coverage of her bid inspired women 
around the globe to believe that change is happening. 
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Leaders	in	Crisis:	What	the	COVID-19	
Pandemic	Can	Teach	Us
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Crises reveal character, and the COVID-19 crisis is 
showing us who our nation’s great leaders are in
the government, nonprofit and private sectors.

As the COVID-19 pandemic continues to grow,
leaders in business and government are under
increasing pressure. Some are proving strong
enough to withstand it, and others are failing.

The primary characteristic of great leaders is the
clear prioritization of the well-being of the people
they lead above all else.

Institutions that have exhibited this type of
empathy and compassion are companies like
Starbucks. The coffee chain has closed its cafes for
two weeks, providing drive-thru and delivery
services only, in a move to protect its employees
and customers. Starbucks has offered to pay
employees who have been diagnosed with COVID-
19 or exposed to the novel coronavirus for 14
days of self-quarantine and have extended this
benefit to employees designated high risk to allow
them to say home. Further showing their
commitment to their community, Starbucks has
also begun providing free coffee to all health care
workers and first responders, building on the
goodwill and positive coverage they’ve received.

In comparison, a few corporate leaders have
chosen to prioritize their finances over their
employees and customers while refusing to
accept responsibility for slowing the spread of the
coronavirus. Having been met with ire in the
media and their communities, many have proven
adversarial and unwilling to acknowledge mistakes
under pressure.

Jeremy Jacobs, owner of the Boston Bruins and TD
Garden, the arena where the Boston Bruins and
the Boston Celtics play, has come under fire for
his treatment of employees. As the last NHL
owner to announce a plan to compensate part-
time employees who worked at the Garden, he
was largely mute on the subject until announcing
he would cease payments and lay off workers.
Most workers found out in the media. He then
came under increased criticism when he
announced that 68 full-time employees had been
placed on temporary leave with only one week of
pay. This most recent move was widely
condemned, with many pointing out that Jacobs
is a billionaire and Delaware North, the company
he owns, is worth $3.3 billion.

Similarly, The Hill Restaurant Group in DC, which
owns seven eateries on Capitol Hill in Washington,
chose to defy orders to shut its restaurant doors
when ordered to do so. In a statement, Tom 
Johnson, the restaurant group’s managing partner, 
avoided responsibility for slowing the spread of
COVID-19 and complained that his company’s 
finances would be damaged by the crisis. In
response to anger from customers and the
community, Johnson at first fought back before
finally bowing to public pressure to close his
restaurants.

While a few leaders have risen to the challenge of
tackling the COVID-19 crisis, the clearest example
of great leadership in the government sector has
come from Governor of New York Andrew
Cuomo. Exemplifying empathy, honesty and
transparency throughout the crisis, he has won 
praise from across the political spectrum and has 
been lauded by many as “America’s Governor.”



Assuming the mantle of a wartime leader, he has
spoken with clarity and force, holding everyone to
a high standard and challenging us to do our part
in defeating the threat of the coronavirus. Ready
to accept responsibility for his own mistakes as
well as call out the mistakes of other leaders, he 
has shown both humility and tenacity, earning him 
the public’s trust.

Most importantly, he has shown his humanity.
Personable, encouraging and inspiring, he has
fostered a strong sense of connection with the
people he serves. The ability to connect with
people in times of crisis cannot be understated–as 
exemplified by FDR’s Fireside chats, great leaders 
are able to connect in an honest and direct way. 
Cuomo has shown that while he’s an astute
leader, he is also a person grappling with the
same challenges and fears we all are during this
crisis. He frequently talks about his family and his
daughters and the worries and concerns he has
about their health and well-being.

In turn, we’ve seen the opposite from our national 
leaders. President Donald Trump in particular has
downplayed the severity of the crisis, having not
acknowledged the severity of the virus until early
March. The President has also frequently made
false claims which have been repudiated by the
CDC and leading disease experts. This spread of
misinformation and obvious lack of internal 
coordination has weakened the public’s trust in 
our federal leadership.

Unlike Cuomo, President Trump has been unable
to build a strong sense of community, frequently 
showing more concern for the country’s economy 
than its people and showing hostility and
aggression toward criticism of any kind,
particularly from the media. His leadership style
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has spread more fear and division, rather than
fostering unity and hope, as only great leaders can
do.

Though the effects of these leadership styles 
won’t be fully clear until after the pandemic 
subsides, what is clear is that strong actions that
prioritize the health and wellbeing of the
community, combined with effective
communication techniques, are the key to great
leadership in business and beyond.



As the COVID-19 crisis rages on, many businesses
are struggling to understand how to survive.

Weathering the storm of any crisis requires a
business to do one thing: cultivate trust. Ford’s 
2020 Global Trend Report found that 62% of 
adults agree that a brand’s ethical values and 
demonstrated authenticity attracts them to buy
from them. Even more importantly, 67% of
respondents agree that once a brand loses their
trust, there is no getting it back.

This means that fostering a sense of authenticity
and then proving it during a crisis is essential to
maintaining and developing your client base. To do
so you must develop consistent messaging that
speaks to your values, and then you must back
that messaging with consistent actions. The key
here is well coordinated internal communications.

Crafting the appropriate messaging must begin 
with your company’s declared values. Staying
authentic to your company culture, the messaging
must address the ongoing crisis with sensitivity,
and it must outline the actions your brand is taking
to protect the safety of your employees and
customers.

It is then imperative that all brand touchpoints
speak to the same message, which will require you
to address and update existing inconsistent
messaging. You must identify and train key
spokespeople, particularly company leadership, as
the 2020 Edelman Trust Barometer found 71% of
employees agree it’s critically important for their 
CEO to respond to challenging times.
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Cultivating	Trust	in	Crisis:		The	
Importance	of	Internal	Communications

Employees are your best influencers, so ensuring
they understand and are aligned with your
messaging will safeguard against any leaks in your
communication pipeline. To maintain their trust,
you must show your employees the concrete
actions you are taking to protect them.

Most importantly, your entire organization must
work in coordination to act on the values at the
core of the messaging you’ve crafted – proving
them through every touchpoint, service or product
you offer. By consistently showing your values,
you can build trust and loyalty, which will buoy
you through this crisis.


