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Dear Friends, 

Back in early 2017, I created a tool to help organizations 
conduct a strategy “do over” in response to the Trump 
presidency, without spending tons of time, energy or money 
to do it. 

The global pandemic is another trigger for organizations to “gut check” 
their strategies and quickly adapt to find the opportunities present now that 
weren’t there before. 

To survive now and thrive beyond, organizations must choose clarity over busy-ness. 
This tool helps you get clear about where to channel their time, energy and money instead of 
spinning aimlessly in a flurry of activity. 

How? 

Three questions to consider.

Two exercises to engage staff and/or board members.

One thing you must make time for no matter what.

Let’s dive in!

Nancy 
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Hair on Fire / 
Frozen in Place
Scared, can’t think straight

Attracted to distraction 

Reaction mode 

Significant changes still 
coming frequently 

Very limited investment of time 
or money – UNLESS super 

urgent and relevant to solving 
problem of the hour 

Deferring big decisions 

Temporary 
Normal-ish
(“normal for now”)

Seeking routine and 
establishing new patterns

Can start to think 
strategically again 

Used to the disruption, but still 
feels weird/uncomfortable 

Fewer significant changes 
(smaller and/or less frequent), 

even though things are 
still uncertain 

Settled New 
Normal

Won’t ever go back to exactly 
the way things were – some things 

may revert, but many will be 
changed forever 

It usually takes months, not weeks, 
to get to this point  

People ready to make decisions 
and investments based on 

new accepted way of life, but 
likely will be more discerning 
with where they spend time 

and money

Three Phases of the Crisis
Most crises have 3 phases. The length of each phase depends on the type and severity of the crisis. It’s important to note that 

these 3 phases are not experienced universally, meaning that not everyone will be in the same phase for the same length of time. 
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Three Phases of the Crisis

IMPORTANT NOTE: 

You want to make time at each phase of the crisis to go through the process 
outlined in this workbook. 

You can sketch out what you think will be your answers to the coming phase 
while still in the current one (guessing the Settled New Normal answers while still 

in Temporary Normal-ish, for example). 

But, once you sense that you (and most of your peeps) have moved to next phase, 
then make a bit of time to update it – based on what you’re really seeing and 

hearing, rather than your best guess from before. 
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Tornado or Flywheel?

A tornado is how most people react in a crisis. 
Actually, many people act like tornadoes much of the time – crisis or not 
– busy, lots of chaotic energy and activity, but more spinning 
(potentially destructively) than productive momentum. This can feel 
really good in the moment, but over time, it doesn’t get you anywhere. 
Eventually, tornadoes weaken, dissipate or break apart. 

Flywheels, on the other hand, start off slow. Their energy takes more 
effort to get going. Once it starts spinning, however, it gets easier and 
easier, goes faster and faster and generates momentum over time. The 
key to a flywheel? Intention, patience and consistency. It’s the disciple 
and commitment that lead to resilience versus obsolescence. 

So, in this moment, do you want to be a tornado or a flywheel? 



5

Three Questions

QUESTION 1: What was true before (a month/week ago or when you 
created your current strategic plan) that is still true/even more true 
now? (These usually include things like your organization’s core values or the importance 
of your mission.)
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Three Questions

QUESTION 2: What was true before (a month/week ago or when you 
created your current strategic plan) that is not longer true? What 
assumptions are no longer valid? (Really push yourselves to challenge all the 
assumptions and beliefs underlying your current strategic plan or priorities.) 
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Three Questions

QUESTION 3: What do you want your organization to be (or be known 
as) on the other side of this crisis?  (This is usually an either/or description 
based on relevance. For example, on the other side of this crisis a local library system 
could be known as the beloved community institution that’s respected and appreciated for 
curating quality entertainment and credible, reliable sources of information OR as the 
buildings we used to go to for information, resources and entertainment, but since we’ve 
figured out another way to get those needs met, it’s now irrelevant.)
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Two Exercises

Pre-requisite: 

You know exactly who your “peeps” are – your key 

stakeholders that drive what you do and why you do 

it. For these exercises to work, you must choose 

whose needs you want to address and how you’ll 

know (not guess) what those are. 

So, you might go through these exercises once 

with staff/employees as your focus, and again 

for your (current and/or prospective) 

clients/customers/members/program 

participants or partners and donors. 
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Exercise #1: Make the Map

What the people
we serve really 
need right now

(Be as specific 
as possible)

Our assets and 
strengths (be as 

complete as 
possible; think 

broadly & 
creatively)

Where we are 
vulnerable

*If you don’t know and don’t know how to find out what your peeps really need right now, schedule a 
call with Nancy (see link to do it on last page) and we’ll figure it out together. 
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Exercise #2: Find the Opportunities
Look for the overlap. How does what you offer (your assets and strengths) align 

with what your peeps really need right now? How can you adapt what you currently 
do to meet those needs and protect against your vulnerabilities?

Needs of our 
Peeps

Address
Vulnerabilities

Assets & 
Strengths

What opportunities are present now that weren’t before?
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Exercise #2: Find the Opportunities

NOTE: In some phases, you may have very 

limited (or no) opportunities that align with 

what your peeps really need. In that case, 

you may need to adjust your messaging (is 

the way you describe who you are and what 

you do less relevant at this time?), market 

(are there different peeps than those you 

typically serve who need your assets and 

strengths?) or mission (is your overall 

purpose less relevant for now?).  
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One Thing

What’s the one thing you must make time for every day (or every week) no matter what, 
(even if it’s only 15 minutes!) to seize these opportunities and make sure you are the 

organization you want to be on the other side of this? 

Consider actions for survival and thriving in three categories: 
revenue, relevance and relationships. 

The priority should be clear across your team or organization, even if the 
specific actions vary for specific people or teams, or over time. 

Write your “one thing” in the arrow below.
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Need More?

Not sure what your peeps really need right now? 
Let’s talk it through and build a list of ways to find out. 

Can’t quite see the opportunities in the current situation? 
Let’s find them together. 

Still feeling stuck? 
Let’s chat and create a plan to get your flywheel moving. 

Schedule a free 30-min Jump Start call HERE
http://www.csrcommunications.com/jumpstart

On the call, we’ll get to the bottom of your most pressing challenge and identify 
at least one action item you can take immediately to address it. 

More resources available at www.csrcommunications.com 

https://app.acuityscheduling.com/schedule.php?owner=18139586&appointmentType=11300416
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Nancy Murphy
Founder and President

For nearly 30 years, Nancy has worked at the intersection of the public, private and nonprofit sectors to 
bring bold, creative solutions to persistent social challenges. She is known for her strategic thinking, 
exceptional facilitation skills, ability to forge effective partnerships, gift for communicating complex 
concepts in clear and simple ways, and knack for bringing vision to reality.

Nancy spent more than a decade in consulting firms, leading APCO Worldwide’s corporate responsibility 
practice and then heading the D.C. office for Portland-based Metropolitan Group. During those years, Nancy 
redesigned corporate philanthropy and community relations programs for several Fortune 100 companies, 
including UPS, Johnson Controls and Freddie Mac. She also led strategy and communication projects for 
foundation and nonprofit clients.

Nancy served as executive vice president and senior advisor for social innovation at Grantmakers for 
Effective Organizations, where she led the organization’s initiative to scale the impact of effective 
nonprofits. While with Steve and Jean Case’s family foundation, Nancy led international grantmaking and 
developed innovative fundraising efforts for grantees helping to provide clean drinking water in sub-Saharan 
Africa.

Nancy holds a master’s degree in public affairs from University of Minnesota’s Humphrey School, a master’s 
in health communication from Boston University, and a bachelor’s degree in American Studies from 
University of Dayton. Nancy currently serves on the board for the global nonprofit Pact and was board chair 
for six years. 


