Complex problems — say, landing a spacecraft on Mars — may take a long

time to figure out, but they are capable of being solved because we have,
or can calculate or obtain, all of the information we need to find a solution.

At the moment, we are not dealing with complexity, we are dealing with
something more like chaos. That doesn’'t mean that there are no options,
or no solutions, but pretending that we yet have sufficient evidence to tell
us precisely what to do is misleading, to the point of that it could be
dangerous.

We've spoken previously about —that's what
explorers do. They come from a different place, they take routes that have
not been followed before. The basic rules of navigation hold good — you
need enough food and water to get to where you are going, or the means
to replenish on the way; time passes at the same rate; reefs are still
dangerous; storms will come.
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But anyone who tells you that they know that an undiscovered land lies
precisely 216 miles due east is guessing. It might be there, but they cannot

KNnow.

Governments have not been able to do enough scenario planning to allow
them to assess the potential outcomes. They are currently balancing a
number of different harms; harm to physical health, harm to mental
health, harm to the NHS and harm to the economy.
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INSIGHT:THE EXPLORERS

The initial judgement was that the harm to physical health and the NHS
of not having lockdown was so high that it could not be tolerated. The
harms to the economy, and to mental health, were understood, and
accepted as collateral — and the Scottish Government is now setting out a
framework to address a phased approach to recovery and renewal. That
does not mean that the current situation is without hope, or that we must
wait until a grand plan emerges before working out how to respond to it.

A key response that is available now is scenario planning. Some things
happen when you scenario plan. If a scenario emerges which cannot be
dealt with, human instinct does one of three things:

1. Refuse to change from the current state, because the future is too
awful to contemplate, or;

2. lgnore the scenario entirely because it is too awful to contemplate, or;

3. Make a change which removes that scenario from the reckoning
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Scenario planning on Coronavirus showed that the harms to health and to
the NHS of leaving the situation unmitigated were too significant to
accept. We are therefore at option three (ie removing the most significant
anticipated harms to health and to the NHS by having a lockdown), but
the longer we stick with this option, the more likely it becomes that other
scenarios which are also too awful to contemplate will emerge.

Failure to acknowledge this and failure to plan — or even to say when there
will be a plan - allows people to substitute their own analysis, and to
forecast disaster. The Scottish Government’s framework is therefore
welcome.

But there is a fourth option which is often ignored: work out what you
could do to mitigate, rather than just assuming you can't; and think about
the opportunities that you would have liked to take before this crisis
began, some of which were perhaps consigned to the “worth doing but
too difficult” box.
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INSIGHT THE EXPLORERS
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If you do scenario plan with mitigation and opportunity in mind, you
begin to have options. You will still have things over which you can exert
control, and they become more obvious. You find that you are not entirely
at the mercy of the prevailing wind. (Remember, the explorers still had
boats, crew, equipment and navigation aids. They didn't just walk into the

sea and hope for the best.)

A key rule of scenario planning is to start from where you are. Do not
spend any time wishing that things were different. Scenario planning is
your opportunity to make them different, to gain and retain agency and

decision-making power.

Your core values will be absolutely critical to effective scenario planning.

They will not only guide what you do, but how you do it. The ‘how’ matters.

It will be crucial in the way you involve your own people in the planning
process, and in the extent to which they feel empowered to make radical

suggestions.
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SCENARIO

Your core values will be absolutely
critical to effective scenario planning.”



THE ‘HOW:!

FROM A DIFFERENT PLACE



It is difficult to prepare for a future we do not yet fully understand.

Your employees are carrying the burden of this uncertainty too. It is your job then, to be as informed and prepared
as possible to guide them through a fundamentally changed, and changing, environment. For the now, we have
put together our thoughts on , as well as communicating with

For the future, start asking your colleagues some questions:

)/ If lockdown were lifted, would you feel comfortable commuting and being
iNn our workplace?

Q If not, how long would you prefer to wait before returning?

What measures should we put in place to ensure you feel secure?
Q Increased cleaning, incentivising alternative forms of transport for
commuting, more flexible working, for example.

Q Likewise, how can we ensure long-term wellbeing and support your mental
health in what will be a considerable period of increased stress?

Q Would you like to hear more frequently about the business and our
prospects?

Gauging this feeling early on will help to embed the views, hopes, and

fears of your colleagues in any scenario planning, empowering them to
think creatively, and providing some of the information you need to put
a strategy in place.
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https://www.charlottestpartners.co.uk/remote-working-guide
https://www.charlottestpartners.co.uk/communicating-the-coronavirus-job-r

When we look back on this crisis in the years to come, the behaviour of
companies will come under significant scrutiny, particularly if an
organisation was broadly viewed as having behaved badly towards
customers, staff or society in general.

Employee experience ranks highly among concerns of the general public
and should be a priority for any employer currently. It will undoubtedly
ImMmpact your organisation’s reputation during and after this crisis.

Any organisation with a visible workforce will likely find that there is
significant public interest in the protections being afforded to those
workers and how the latest guidance is being implemented. Social media
empowers even the least visible of staff to get their opinions out there
quickly and easily too.
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Checklist of good general practice

Employees. The long-term health and wellbeing of your
employees matters above all else. Make sure they know
that and put in the support to make it a reality. Any
communication with employees in the case of changes to
their working arrangement (furlough, redundancy etc)
should happen before public statements are made.

Readiness. Be ready to react quickly to changing guidance
and prepare messaging and Q&As for a worst-case
scenario.

Visibility. Do not hide; this will just do more to shine a
spotlight on you and your business. Employees and
stakeholders increasingly expect a drumbeat of updates,
so the frequency of your communications should be
higher than usual.

Plan. Identify your key stakeholders and ensure that public
announcements don't take any of them by surprise.

Tone. Be empathetic, compassionate and rational; it is not
just about what we say, but how we say it.
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OPERATING UNDER INCREASED SCRUTINY

SPOTLIGHT: INVESTORS AND SHAREHOLDERS

Investors and shareholders are likely to take a keener interest in contingency planning, business
resilience and ESG activities in the wake of the pandemic.

While the crisis will have left many bruised from volatility, new opportunities for transparency
and shareholder interaction have emerged. The increased familiarity with video conferencing

software opens up new possibilities for set-piece events and briefings, particularly for
companies which may have previously struggled to engage a disparate shareholder group.

SPOTLIGHT: MEDIA

At the beginning of the crisis, companies were - rightly — concerned about reactive media engagement above all
else. Now that we are starting to look to the future, more creative content has a place, both in traditional and
social media, and journalists are keen to hear a different perspective. Exercise caution, as ever, but ask yourself:

How can your business help to support the economy, healthcare system or community long-term?

Do you have case studies of best practice?
How are you adapting to meet the changing consumer demand in your sector?
What are the challenges and opportunities for your business going forward?

Does anyone in your leadership team have unique insight?
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THANK YOU

We'd love to hear from you if you'd like to chat about
a more bespoke plan for your business
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