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PRCA COVID-19 Global Taskforce

Purpose: “Provide senior practitioner support to peers, in 
organisations and consultancies across the world, through 
targeted personal advice during COVID-19”

115 volunteers across the world

Agile structure

Confidential advice service for communications leaders

Intensive webinar series

Insight projects



Insight project: 

“How to recover 
fast from the 
pandemic?”
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Give your best advice in 250 
words

74 contributions from 21 
countries

Published by the PRCA on 16 
November



1. The Big 
Picture
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The four major 
global issues.

“It’s now the big four: public 
health, economic recovery, 
racial justice and climate 
change” 

Daniel Tisch, 
Argyle

Inequality (and 
diversity)

Climate crisis

Economic 
recovery

Public health
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Untact. 
It is now a more 
virtual world. 
Forever.

Coined in South Korea to 
describe a contactless world. 
'Untact' is a trend across 
industries where brands 
utilises technology to reduce 
person-to-person contact.
Highlighted by Yoonhee Choi, Philips 
Korea
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We must 
embrace 
contradiction 
(and change).

“We must become change 
enthusiasts, getting senior 
management to act”
Mary Beth West, 
Fletcher Marketing

“This new normal may not be 
as comfortable as the 
“normal” before”
Svetlana Stavreva,
IPRA

“Be bold but cautious 
simultaneously”
Gavin Devine, 
Park Street Partners
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We’re a positive 
industry: It’s a once 
in a generation 
opportunity.

“Whatever you were before will 
be different”

David Gallagher, 
Omnicom PR Group

“Don’t get ‘sucked into’ the 
doomsday economic scenarios”

Neil Green,
Senate SHJ

“Get rid of the past”
Uwe Wache, 
Klenk & Hoursch

“PR has never been more 
relevant”

Kiri Sinclair, 
Sinclair
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It’s time to do the 
right thing. 
ESG. 
Sustainability.

“ESG is top of the corporate 
agenda as organisations plan 
for 2021”
Stephen Waddington,
Wadds Inc

“The  pandemic has led to 
individuals taking up issues 
as never before”
Nick Williams,
BCW

“Share concrete evidence 
that organisations which do 
the right thing also deliver a 
better bottom line”
Adam Baines, 
Lansons



“As reputation guardians, we have 
an incredible opportunity to help 
organisations articulate their 
purpose, ensure strong governance 
and accountable leadership and 
optimize performance”

Sarah Waddington,
Astute

“Let’s continue leading and 
capitalize on the fact we now 
have a seat at the top table”
Jo Carr, 
Hope & Glory

“Communication can save lives, 
support employees and help 
change behaviour”

Amanda Coleman
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Communication 
has saved lives 
and cost lives. 
What we do matters. 
We should be more 
confident.



2. How To 
See The 
Future



“Communicate with emotion, 
compassion and facts”

Hugh Taggart, 
Edelman

“Never has it been more 
important to put ourselves in 
our client’s shoes”
Angharad Neagle,
Freshwater

“As communications 
professionals we are best 
placed to help organisations 
reclaim their humanity”
Barbara Phillips, 
Brownstone
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Humanity. 
Empathy. 
Reassure. 
Listen.
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Brave. 
Bold. 
Confident. 
Creative.

“Be brave enough to engage 
in tactics that almost get you 
fired”

Shweta Kulkarni van Biesen,
Interactive Software 
Federation of Europe

“Be decisive, bold and 
creative”

Harry Foster,
RepTrak

“It’s time for creativity in PR 
to take front and centre stage”

Jim Donaldson,
Fleishman Hillard
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Collaborate. 
Together. 
Co-create.

“This is the time to team 
up and be warm and 
understanding”

Fabio Raineri, 
Twister



15

Test. Fail. 
Try. New. 
Agile.

“Give employees the freedom 
to experiment and space to 
share their wins”
Ana Neves, 
Knowman

“Planning- it’s better to re-
group more frequently, in 
shorter bursts”
Charlotte Stoel,
Firefly

“A growth mindset that enables 
us to learn and relearn different 
skills and perspectives is much 
needed in this new age”
Maria Cheong, 
BCW
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We need to 
show up. 
Defend the truth. 
Integrity.

“Traditional media helps us 
defend the truth and the 
people who tell it”

Nitin Mantri, 
AvianWE

“We need to set a higher bar 
for expectations of the 
profession”
Natalia Popovych,
One Philosophy

“Not always comfortable but 
we need true transparency”

Emily Dickinson, 
Opinium Research
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Find moments 
of calm.

“Home or separate space is 
becoming more important than 
ever before”
Yoonhee Choi,
Philips South Korea

“Part of being brave is remaining 
calm and calculated even when 
those around you are panicking”

Paul Williamson,
Realia Marketing

“We need to re-learn how to live 
in crisis 24/7. But, at the same 
time, it may benefit us all to take 
some time. Breathe. Try to see it 
in the long run”

Gustavo Averbuj,
Ketchum



3. Our Advice



Authenticity. 
Purpose. 
Values.
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“We need to be very clear what 
we stand for, our very purpose”

Simon Whitehead,
Hill+Knowlton Strategies

“A uniform narrative is needed 
to convey the ‘why’ of the 
company”
Urs Knapp,
Farner Consulting

“Advise our clients and 
businesses to always be 
generous and do the right 
thing regardless of short-
term discomfort”
Francis Ingham, 
PRCA
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Internal is the 
new external. 

“Teams with strong cultures 
outperform”
Rachel Roberts,
Spottydog communications

“Internal comms has rarely had a 
seat at the top table. The real 
opportunity now is to elevate its 
importance”

Danny Cox,
Hargreaves Lansdown

“Despite my role being primarily 
about external matters I have 
found myself heavily engaged 

with internal communications”
Susannah Gill
UK Tote Group



“Covid-19 taught us the importance of 
having a crisis communications and 
risk management policy in place”
Lisa George,
Iris

“Reputational risks may rise as society 
focuses laser like on the ethics and 
behaviour of organisations”

Francis Ingham, 
PRCA

“Make ourselves the ‘couldn’t do 
without’ partner”
Gordon Tempest-Hay
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The primacy of 
corporate PR is back.
Issues. 
Crisis. 
Risk management.
Reputation.

“It’s a critical moment to focus on 
reputation as a major business asset”

Laura Hastings, 
Lansons



More integration. 
All stakeholders.
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“Integrated marketing programs 
that drive sales will be priority 
for companies striving to make 
up for lost business”

Jeff Altheide, 
PROI Worldwide

“Now is the time to work together 
in collective collaboration and 
break down old siloes”

Louise Ahuja,
LouiseBcomms

“Communication has to be truly 
integrated”

Jason Nisse,
Nisse Consultancy



We need the 
right kind of 
leadership.
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“The role of the leader as 
the accessible, in-tune face 
of the company is vital”

Adam Powell,
Fourtold

“CEOs need to be visible, in 
–touch and brave”

Robin De Villiers,
BCW
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Relationships 
still matter.

“The steady retainer models 
may be farther and fewer 
between – but we can still 
build long-term relationships” 

Shih-Huei Ang, 
Klareco



Use data. 
Focus on 
audience.
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“We can´t create strategic 
communication campaigns 
without having data analytics”

Nuria Vilanova,
ATREVIA

Steve Earl, 
BOLDT

“We need to use data to gain 
one picture of truth across our 
insights”
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Time for full 
stack content. 
More visual. 
Virtual events. “Make greater use of visual 

media platforms”

Susie Bell,
Honner

“COVID has rapidly expanded 
the demand for digital”

Simon Corbett,
Jargon PR
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Follow the money. 
Bottom line. 
Results. 
ROI.

“Follow the money – be willing 
to be judged on results”

Richard Houghton,
Agency Doctor

“Advice needs to be directed 
to outcomes and these need 
to be measurable”

Kevin Soady,
Kekst CNC



4. Managing 
Communications 
Agencies And 
Teams 
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Prioritise. 
Focus. 
Make decisions.

“Unity of effort and unity of 
purpose are key”
Guy Woodcock, 
Montpellier Integrated

“Winners were those that 
leaned into the core 
competencies”
Bess Winston,
The Winston Agency

“Time for a complete re-think 
of the agency model”
Mike Robb,
Boldspace



Improve our 
plans and 
processes.
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“We have an opportunity to 
rethink how communication is 
done”

Alex Malouf,
Schneider Electric



“The connections between people 
become even more important when 
you are not able to be physically 
together every day”
Mark Pogachefsky, MPRM

“The real winners will those agencies 
that have sustained their culture 
through thick and thin”
Neil Hedges, Headland

“Give out more stuff for free – it’s 
good for everyone”
Karin Lohitnavy, Midas PR
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People are 
everything. 
Culture matters.

“We reminded every person in the 
company that they were talented and 
valued and, as it turns out, incredibly 
adaptable”

Rod Street, Great British Racing
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New technologies. 
Digital innovation. 
Automation. 
AI. 
Investment. “Industry needs to become 

full-stack content marketing –
and open up clear ROI driven 
models”

Aman Dhall, 
PolicyBazaar

“Using Customer Journey technology 
rooted in Big Data is one example”

Ruksina Mutthikuljones
Midas Communication
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Tackle inequality, 
promote diversity 
and inclusion.

“Ensure our agencies are 
reflective of the society we 
live in through more diverse 
workforces and inclusive 
cultures”

Ondine Whittington, 
Golin
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Release our 
young leaders.

“Young leaders can drive 
important change 
management programmes”

Madan Bahal, 
Adfactors



“What is the office for? 
Certainly not sitting at a desk 5 
days a week”

Nan Williams,
4 Communications

“The future of talent is 
freelance”
Nigel Sarbutts,
PR Cavalry

“Re-purpose the office into a 
cultural rejuvenation”
Ong Hock Chuan, 
Maverick
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What is the 
office for?
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Focus on cash. 
Reduce costs.

“If investing in growth is too 
abstract, focus on your cash. 
On-hand and flow.”

David Gallagher, 
Omnicom PR Group



5. Making The 
Right 
Decisions
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Collaborate internally and 
take external advice

Recognise this unique 
moment

Take our people with us

Send the right signals
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To end.

“In this bold new world 
there still remain endless 
possibilities.”

Richard Tsang, 
SPRG

“One of the greatest 
opportunities of all time for 
communications – don’t 
mess it up.”

Professor John Doorley, 
ELON University

“Companies that invest in 
technology and who 
manage culture change 
will be the winners”

Uwe Wacher
Klenk & Hoursch

“Purpose-led thinking and 
quick innovation are 
critical to recovering fast 
from the pandemic”

Amy Binder
RF Binder
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Thank you

Tony Langham
Chief Executive and co-founder
Chairman, PRCA Global Covid-19 Taskforce

Tonyl@lansons.com
@TonyLangham
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