CRISIS COMMS STRATEGY

MASTERING THE ART ofF CRrisis CoMMs STRATEGY: YouURr DerINITIVE GUIDE

CRISIS COMMS STRATEGY IS NOT JUST A BUZZWORD, IT'S THE BEDROCK OF RESILIENCE FOR ANY ORGANIZATION FACING
UNFORESEEN CHALLENGES. IN TODAY'S INTERCONNECTED WORLD, A SINGLE MISSTEP CAN SEND RIPPLES OF NEGATIVE PUBLICITY
ACROSS THE GLOBE IN MINUTES. A WELL-DEFINED CRISIS COMMUNICATIONS STRATEGY ACTS AS YOUR SHIELD, YOUR ROADMAP,
AND YOUR VOICE WHEN THE UNEXPECTED STRIKES. THIS COMPREHENSIVE GUIDE WILL EQUIP YOU WITH THE KNOWLEDGE TO
BUILD, IMPLEMENT, AND REFINE A ROBUST CRISIS COMMS STRATEGY, COVERING EVERYTHING FROM PROACTIVE PLANNING AND
RAPID RESPONSE TO STAKEHOLDER MANAGEMENT AND POST-CRISIS ANALYSIS. WE'LL DELVE INTO THE CRITICAL COMPONENTS
THAT MAKE A STRATEGY EFFECTIVE, ENSURING YOU CAN NAVIGATE TURBULENT TIMES WITH CONFIDENCE AND PROTECT YOUR
ORGANIZATION'S REPUTATION. PREPARE TO UNDERSTAND THE NUANCES OF IDENTIFYING POTENTIAL CRISES, CRAFTING CLEAR AND
CONSISTENT MESSAGES, AND LEVERAGING THE RIGHT CHANNELS TO REACH YOUR AUDIENCES WHEN IT MATTERS MOST.
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UNDERSTANDING THE IMPORTANCE OF CRISIS COMMUNICATIONS

IN THE VOLATILE LANDSCAPE OF MODERN BUSINESS AND PUBLIC LIFE, THE ABILITY TO EFFECTIVELY MANAGE A CRISIS IS NO
LONGER A NICE-TO-HAVE, IT'S AN ABSOLUTE NECESSITY. THINK OF IT LIKE AN EMERGENCY PREPAREDNESS KIT FOR YOUR
ORGANIZATION. Y OU HOPE YOU NEVER HAVE TO USE IT, BUT WHEN DISASTER STRIKES, IT CAN BE THE DIFFERENCE BET\WEEN A
MANAGEABLE SETBACK AND A CATASTROPHIC REPUTATIONAL BLOW. A ROBUST CRISIS COMMS STRATEGY PROVIDES THE
FRAMEWORK FOR HOW YOU WILL COMMUNICATE WITH YOUR STAKEHOLDERS — EMPLOYEES, CUSTOMERS, INVESTORS, THE MEDIA,
AND THE PUBLIC — DURING TIMES OF INTENSE SCRUTINY AND POTENTIAL DAMAGE. W ITHOUT IT, YOU'RE ESSENTIALLY FUMBLING IN
THE DARK, REACTING IMPULSIVELY AND RISKING FURTHER HARM.

THE SPEED AT WHICH INFORMATION NOW TRAVELS MEANS THAT A CRISIS CAN ESCALATE FROM A LOCAL INCIDENT TO A GLOBAL
HEADLINE IN A MATTER OF HOURS, IF NOT MINUTES. SociaL MEDIA, 24/7 NEWS CYCLES, AND INSTANT REPORTING MEAN THAT
THERE IS NO ROOM FOR DELAY OR MISCOMMUNICATION. Y OUR RESPONSE NEEDS TO BE SWIFT, ACCURATE, AND EMPATHETIC. A
WELL-HONED CRISIS COMMS STRATEGY ENSURES THAT YOU HAVE PRE-APPROVED MESSAGING, DESIGNATED SPOKESPEOPLE, AND A
CLEAR UNDERSTANDING OF WHO NEEDS TO BE INFORMED AND WHEN. |T'S ABOUT CONTROLLING THE NARRATIVE, OR AT LEAST
INFLUENCING IT, RATHER THAN LETTING IT BE DICTATED BY SPECULATION AND MISINFORMATION.

Key PILLARS oF A RoBusT Crisis CoMMS STRATEGY

A TRULY EFFECTIVE CRISIS COMMUNICATIONS STRATEGY ISN'T BUILT ON A SINGLE FOUNDATION;, IT'S A MULTI-FACETED
APPROACH THAT INTEGRATES SEVERAL CRITICAL ELEMENTS. THESE PILLARS WORK IN CONCERT TO ENSURE YOUR ORGANIZATION
IS PREPARED, RESPONSIVE, AND ULTIMATELY, RESILIENT IN THE FACE OF ADVERSITY. NEGLECTING ANY ONE OF THESE CAN LEAVE
SIGNIFICANT GAPS IN YOUR DEFENSES WHEN A CRISIS INEVITABLY EMERGES.

PROACTIVE Risk ASSESSMENT AND MONITORING



BEFORE ANY CRISIS EVEN WHISPERS ITS NAME, YOU MUST BE ACTIVELY LISTENING AND LOOKING FOR POTENTIAL STORM CLOUDS.
THIS INVOLVES A THOROUGH ASSESSMENT OF YOUR ORGANIZATION'S VULNERABILITIES. WHAT COULD GO WRONG? ARE THERE
SPECIFIC INDUSTRY RISKS, OPERATIONAL WEAKNESSES, OR HISTORICAL ISSUES THAT COULD RESURFACE? THINK ABOUT

EVERY THING FROM PRODUCT RECALLS AND DATA BREACHES TO EMPLOYEE MISCONDUCT OR ENVIRONMENTAL INCIDENTS. ONCE
IDENTIFIED, CONTINUOUS MONITORING OF NEWS, SOCIAL MEDIA, AND INDUSTRY TRENDS BECOMES PARAMOUNT. THIS EARLY

W ARNING SYSTEM ALLOWS YOU TO ADDRESS MINOR ISSUES BEFORE THEY MORPH INTO FULL-BLOWN CRISES, AND IT PROVIDES
CRUCIAL LEAD TIME TO PREPARE YOUR COMMUNICATION RESPONSE.

Crisis TeaM FORMATION AND TRAINING

YOU CAN'T FIGHT A FIRE WITHOUT A WELL-TRAINED AND COORDINATED FIRE DEPARTMENT. SIMILARLY, YOU CAN'T MANAGE A
CRISIS EFFECTIVELY WITHOUT A DEDICATED CRISIS COMMUNICATIONS TEAM. THIS TEAM SHOULD COMPRISE INDIVIDUALS FROM
KEY DEPARTMENTS SUCH AS COMMUNICATIONS, LEGAL, OPERATIONS, HR, AND SENIOR LEADERSHIP. THEIR ROLES AND
RESPONSIBILITIES MUST BE CLEARLY DEFINED, FROM WHO APPROVES MESSAGES TO WHO ACTS AS THE PRIMARY SPOKESPERSON.
REGULAR TRAINING, SIMULATIONS, AND DRILLS ARE ESSENTIAL TO ENSURE THE TEAM CAN FUNCTION COHESIVELY AND EFFICIENTLY
UNDER IMMENSE PRESSURE. KNOWING WHO IS DOING WHAT, AND HOW TO COMMUNICATE WITHIN THE TEAM, IS AS CRITICAL AS
COMMUNICATING EXTERNALLY.

STAKEHOLDER IDENTIFICATION AND ANALYSIS

DURING A CRISIS, YOUR MESSAGE NEEDS TO REACH THE RIGHT EARS. THIS REQUIRES A DEEP UNDERSTANDING OF YOUR VARIOUS
STAKEHOLDER GROUPS. W/HO ARE THEY? W/HAT ARE THEIR CONCERNS? HOW DO THEY TYPICALLY RECEIVE INFORMATION?
IDENTIFYING YOUR KEY STAKEHOLDERS — EMPLOYEES, CUSTOMERS, INVESTORS, REGULATORY BODIES, LOCAL COMMUNITIES, AND
THE MEDIA — IS THE FIRST STEP. THE NEXT IS TO ANALYZE THEIR POTENTIAL IMPACT ON THE CRISIS AND, CONVERSELY, THE
CRISIS'S IMPACT ON THEM. THIS ALLOWS YOU TO TAILOR YOUR COMMUNICATION EFFORTS, ENSURING THAT EACH GROUP
RECEIVES RELEVANT AND TIMELY INFORMATION THAT ADDRESSES THEIR SPECIFIC NEEDS AND ANXIETIES.

MessAGE DEVELOPMENT AND APPROVAL ProTOCOLS

CLARITY/ CONSISTENCY, AND EMPATHY ARE THE CORNERSTONES OF CRISIS MESSAGING. BEFORE A CRISIS HITS, DEVELOP CORE
HOLDING STATEMENTS FOR VARIOUS POTENTIAL SCENARIOS. THESE AREN'T NECESSARILY THE FINAL MESSAGES, BUT THEY SERVE
AS A STARTING POINT, DEMONSTRATING THAT YOU ARE AWARE OF THE SITUATION AND ARE \WORKING ON A RESPONSE.
ESTABLISH A CLEAR PROTOCOL FOR MESSAGE DEVELOPMENT, REVIEW , AND APPROVAL. THIS ENSURES THAT ALL
COMMUNICATIONS ARE ACCURATE, LEGALLY SOUND, AND ALIGNED WITH YOUR ORGANIZATION'S VALUES AND OVERALL
STRATEGY. SPEED IS IMPORTANT, BUT ACCURACY AND THOUGHTFULNESS ARE PARAMOUNT. A HASTY, ILL-CONCEIVED MESSAGE
CAN BE FAR MORE DAMAGING THAN SILENCE.

CoMMUNICATION CHANNEL STRATEGY

How WILL YOU DELIVER YOUR MESSAGE WHEN IT MATTERS MOST? YOUR CRISIS COMMS STRATEGY MUST OUTLINE THE SPECIFIC
CHANNELS YOU WILL USE TO COMMUNICATE WITH DIFFERENT STAKEHOLDER GROUPS. THIS MIGHT INCLUDE COMPANY WEBSITES,
OFFICIAL SOCIAL MEDIA ACCOUNTS, EMAIL NEWSLETTERS, PRESS RELEASES, INTERNAL MEMOS, TOWN HALL MEETINGS, OR EVEN
DIRECT OUTREACH TO KEY INDIVIDUALS. CONSIDER THE URGENCY OF THE MESSAGE AND THE PREFERRED COMMUNICATION METHODS
OF YOUR VARIOUS AUDIENCES. FOR INSTANCE, A CRITICAL SAFETY UPDATE FOR EMPLOYEES MIGHT BE BEST DELIVERED VIA
INTERNAL EMAIL AND AN ALL-HANDS MEETING, WHILE A PUBLIC STATEMENT MIGHT REQUIRE A PRESS CONFERENCE AND SOCIAL
MEDIA UPDATES.



DeVELOPING YoUR Crisis CoMMS STRATEGY FRAMEWORK

BUILDING A COMPREHENSIVE CRISIS COMMS STRATEGY IS AN ITERATIVE PROCESS THAT REQUIRES CAREFUL PLANNING AND
FORESIGHT. IT'S NOT A DOCUMENT YOU CREATE ONCE AND THEN FORGET, IT's A LIVING, BREATHING PLAN THAT EVOLVES WITH
YOUR ORGANIZATION AND THE EXTERNAL ENVIRONMENT. THINK OF IT AS CONSTRUCTING A STURDY HOUSE, YOU NEED A SOLID
FOUNDATION, A WELL-DEFINED BLUEPRINT, AND ONGOING MAINTENANCE.

Pre-CRrISIS PLANNING AND PREPARATION

THIS IS WHERE THE HEAVY LIFTING HAPPENS BEFORE ANY INCIDENT OCCURS. THE GOAL HERE IS TO ANTICIPATE POTENTIAL CRISES
AND BUILD THE INFRASTRUCTURE TO RESPOND EFFECTIVELY. THIS INVOLVES CONDUCTING A THOROUGH RISK ASSESSMENT TO
IDENTIFY POTENTIAL THREATS. WHAT ARE THE MOST LIKELY SCENARIOS YOUR ORGANIZATION MIGHT FACEP FOR EXAMPLE, A
TECH COMPANY MIGHT PRIORITIZE DATA BREACHES, WHILE A FOOD MANUFACTURER MIGHT FOCUS ON PRODUCT CONTAMINATION.
BASED ON THESE RISKS, YOU'LL DEVELOP SPECIFIC CRISIS SCENARIOS AND OUTLINE POTENTIAL COMMUNICATION APPROACHES
FOR EACH. THIS IS ALSO THE STAGE WHERE YOU ESTABLISH YOUR CRISIS COMMUNICATION TEAM, DEFINE THEIR ROLES, AND
PROVIDE THEM WITH NECESSARY TRAINING AND RESOURCES. CREATING TEMPLATES FOR PRESS RELEASES, SOCIAL MEDIA POSTS,
AND INTERNAL MEMOS CAN SAVE INVALUABLE TIME DURING AN ACTUAL CRISIS.

IDENTIFYING AND CATEGORIZING POTENTIAL CRISES

NOT ALL CRISES ARE CREATED EQUAL. SOME ARE MINOR HICCUPS, WHILE OTHERS ARE POTENTIAL EXISTENTIAL THREATS. Your
STRATEGY NEEDS TO ACKNOWLEDGE THIS SPECTRUM. YOU SHOULD CATEGORIZE POTENTIAL CRISES BASED ON THEIR SEVERITY,
LIKELIHOOD, AND POTENTIAL IMPACT. THIS COULD INVOLVE A SIMPLE HIGH, MEDIUM, OR LOW RATING SYSTEM, OR A MORE
NUANCED APPROACH DEPENDING ON YOUR INDUSTRY AND OPERATIONS. [UNDERSTANDING THESE CATEGORIES HELPS IN PRIORITIZING
YOUR RESPONSE EFFORTS AND ALLOCATING RESOURCES APPROPRIATELY. FOR INSTANCE, A SOCIAL MEDIA COMPLAINT MIGHT BE
A LOW-LEVEL ISSUE REQUIRING A QUICK RESPONSE, WHILE A MAJOR INDUSTRIAL ACCIDENT DEMANDS IMMEDIATE, COMPREHENSIVE,
AND HIGH-LEVEL COMMUNICATION.

EsTABLISHING CLEAR ROLES AND RESPONSIBILITIES

CONFUSION IS THE ENEMY OF EFFECTIVE CRISIS COMMUNICATION. YOUR STRATEGY MUST CLEARLY DEFINE WHO IS RESPONSIBLE
FOR WHAT. THIS INCLUDES IDENTIFYING THE CRISIS COMMUNICATION TEAM, DESIGNATING A PRIMARY SPOKESPERSON (AND
ALTEENATES)/ AND OUTLINING THE APPROVAL PROCESS FOR ALL EXTERNAL COMMUNICATIONS. WHO HAS THE AUTHORITY TO
SPEAK ON BEHALF OF THE ORGANIZATION? W/HO NEEDS TO SIGN OFF ON A PRESS RELEASE BEFORE IT'S ISSUED? WHO IS
RESPONSIBLE FOR MONITORING SOCIAL MEDIAP? CLARITY IN ROLES PREVENTS DUPLICATION OF EFFORT, ENSURES TIMELY DECISION-
MAKING, AND MAINTAINS A CONSISTENT MESSAGE. IT’S LIKE HAVING A CLEAR CHAIN OF COMMAND DURING AN EMERGENCY —
EVERYONE KNOWS THEIR PART TO PLAY.

DeveLorING Crisis COMMUNICATION TEMPLATES AND TOOLS

W/HEN SECONDS COUNT, YOU DON'T WANT TO BE STARTING FROM SCRATCH. HAVING PRE-PREPARED TEMPLATES FOR VARIOUS
COMMUNICATION NEEDS CAN BE A LIFESAVER. THIS INCLUDES HOLDING STATEMENTS, PRESS RELEASE OUTLINES, SOCIAL MEDIA
POST STRUCTURES, INTERNAL COMMUNICATION TEMPLATES, AND QQ'A DOCUMENTS FOR COMMON ISSUES. THESE TEMPLATES
SHOULD BE FLEXIBLE ENOUGH TO BE ADAPTED TO THE SPECIFIC DETAILS OF A GIVEN CRISIS BUT PROVIDE A SOLID FOUNDATION.
ADDITIONALLY, IDENTIFY THE TOOLS YOUR TEAM WILL USE FOR COMMUNICATION, SUCH AS DEDICATED CRISIS COMMUNICATION
SOFTWARE, SOCIAL MEDIA MONITORING PLATFORMS, AND SECURE INTERNAL COMMUNICATION CHANNELS.



IMPLEMENTING YOUR CRrIsis COMMUNICATIONS PLAN

HAVING A PLAN IS ONE THING; EXECUTING IT FLAWLESSLY WHEN THE PRESSURE IS ON IS ANOTHER. THE IMPLEMENTATION PHASE
OF YOUR CRISIS COMMS STRATEGY IS ABOUT PUTTING YOUR PREPARATION INTO ACTION. |T'S WHERE YOU BECOME THE CALM IN
THE STORM, GUIDING YOUR ORGANIZATION THROUGH DIFFICULT TIMES WITH CLEAR, CONSISTENT COMMUNICATION.

ACTIVATING THE Crisis COMMUNICATION TEAM

ONCE A CRISIS IS IDENTIFIED, THE IMMEDIATE STEP IS TO ACTIVATE YOUR PRE-DESIGNATED CRISIS COMMUNICATION TEAM. THiS
ACTIVATION SHOULD BE SWIFT AND DECISIVE. A PREDETERMINED TRIGGER EVENT OR THRESHOLD SHOULD PROMPT THE TEAM'S
MOBILIZATION. UPON ACTIVATION, THE TEAM RECONVENES, ASSESSES THE SITUATION, AND BEGINS EXECUTING THE RELEVANT
PARTS OF THE CRISIS COMMUNICATION PLAN. THIS MIGHT INVOLVE GATHERING IN A DESIGNATED CRISIS ROOM, CONNECTING VIA A
SECURE VIRTUAL PLATFORM, OR INITIATING A SERIES OF PREDETERMINED CALLS. THE KEY IS IMMEDIATE AND ORGANIZED
ACTIVATION TO ENSURE A RAPID AND COHERENT RESPONSE.

SWIFT AND ACCURATE INFORMATION GATHERING

BEFORE YOU CAN COMMUNICATE EFFECTIVELY, YOU NEED TO KNOW WHAT’S HAPPENING. DURING A CRISIS, ACCURATE
INFORMATION IS YOUR MOST VALUABLE ASSET. THE CRISIS COMMS TEAM MUST WORK CLOSELY WITH OPERATIONAL TEAMS TO
GATHER FACTUAL, UP-TO-THE-MINUTE DETAILS ABOUT THE SITUATION. THIS INCLUDES UNDERSTANDING THE SCOPE OF THE
PROBLEM, THE IMPACT ON PEOPLE AND PROPERTY, AND THE IMMEDIATE STEPS BEING TAKEN TO ADDRESS IT. RELYING ON
SPECULATION OR INCOMPLETE INFORMATION CAN LEAD TO THE DISSEMINATION OF INACCURATE OR MISLEADING STATEMENTS,
WHICH CAN SEVERELY DAMAGE CREDIBILITY. VERIFICATION OF FACTS IS A CRITICAL FIRST STEP BEFORE ANY PUBLIC STATEMENT
IS DRAFTED.

DeLIVERING CONSISTENT AND EMPATHETIC MESSAGING

ONCE ACCURATE INFORMATION IS AVAILABLE, THE FOCUS SHIFTS TO CRAFTING AND DELIVERING YOUR MESSAGE. THIS IS WHERE
CONSISTENCY AND EMPATHY ARE PARAMOUNT. ALL COMMUNICATIONS, REGARDLESS OF THE CHANNEL, SHOULD ALIGN WITH THE
CORE MESSAGE AND THE ORGANIZATION'S VALUES. Y OUR TONE SHOULD BE COMPASSIONATE, ACKNOWLEDGING THE IMPACT OF
THE CRISIS ON THOSE AFFECTED. EVEN WHEN DELIVERING DIFFICULT NEWS, A TONE OF UNDERSTANDING AND CONCERN CAN GO A
LONG WAY IN MAINTAINING TRUST. AVOID_JARGON, SPEAK PLAINLY, AND ALWAYS BE TRANSPARENT ABOUT WHAT YOU KNOW
AND WHAT YOU ARE DOING TO ADDRESS THE SITUATION. REMEMBER/ PEOPLE ARE LOOKING FOR REASSURANCE AND A CLEAR PATH
FORW ARD.

MANAGING MEeDIA INQUIRIES AND SocCIAL MEeDIA ENGAGEMENT

THE MEDIA AND SOCIAL MEDIA PLATFORMS ARE OFTEN THE FRONTLINE OF PUBLIC PERCEPTION DURING A CRISIS. YOUR STRATEGY
MUST INCLUDE A CLEAR APPROACH TO MANAGING INQUIRIES FROM JOURNALISTS AND ENGAGING WITH PUBLIC CONVERSATIONS
ONLINE. DESIGNATE A SPECIFIC SPOKESPERSON TO HANDLE MEDIA INTERACTIONS AND ENSURE THEY ARE WELL-BRIEFED AND
PREPARED. FOR SOCIAL MEDIA, ESTABLISH GUIDELINES FOR RESPONDING TO COMMENTS AND QUESTIONS. THIS MIGHT INVOLVE
ADDRESSING MISINFORMATION, PROVIDING UPDATES, OR DIRECTING PEOPLE TO OFFICIAL SOURCES OF INFORMATION. PROACTIVE
ENGAGEMENT ON SOCIAL MEDIA CAN HELP SHAPE THE NARRATIVE AND COUNTER FALSE INFORMATION, BUT IT REQUIRES CAREFUL
MANAGEMENT AND A SWIFT RESPONSE.



MEeASURING THE Success ofF Your Crisis CoMMs EFFORTS

Y OU'VE NAVIGATED THE STORM, BUT HOW DO YOU KNOW IF YOUR CRISIS COMMUNICATIONS STRATEGY WAS EFFECTIVE?
MEASURING SUCCESS ISN'T ALWAYS ABOUT IMMEDIATE POSITIVE HEADLINES; IT'S ABOUT UNDERSTANDING THE LONG-TERM
IMPACT ON YOUR ORGANIZATION'S REPUTATION AND STAKEHOLDER TRUST. THIS EVALUATION PHASE IS CRUCIAL FOR LEARNING
AND IMPROVING YOUR FUTURE PREPAREDNESS.

REPUTATION MONITORING AND SENTIMENT ANALYSIS

AFTER A CRISIS, IT'S VITAL TO TRACK HOW YOUR ORGANIZATION'S REPUTATION IS PERCEIVED. THIS INVOLVES ONGOING
MONITORING OF MEDIA COVERAGE, SOCIAL MEDIA CONVERSATIONS, AND PUBLIC OPINION. SENTIMENT ANALYSIS TOOLS CAN HELP
QUANTIFY THE TONE OF THESE DISCUSSIONS — ARE THEY LARGELY POSITIVE, NEGATIVE, OR NEUTRALP TRACKING TRENDS OVER
TIME CAN REVEAL WHETHER YOUR COMMUNICATION EFFORTS ARE HELPING TO RESTORE CONFIDENCE AND MITIGATE DAMAGE. A
DECREASE IN NEGATIVE SENTIMENT AND AN INCREASE IN NEUTRAL OR POSITIVE MENTIONS ARE GOOD INDICATORS THAT YOUR
STRATEGY IS HAVING A POSITIVE EFFECT.

STAKEHOLDER FEEDBACK AND SURVEYS

DIRECT FEEDBACK FROM YOUR STAKEHOLDERS IS INVALUABLE. CONSIDER CONDUCTING POST-CRISIS SURVEYS OR FOCUS GROUPS
WITH KEY GROUPS LIKE EMPLOYEES, CUSTOMERS, AND INVESTORS. ASK SPECIFIC QUESTIONS ABOUT THEIR PERCEPTION OF YOUR
COMMUNICATION DURING THE CRISIS. DID THEY FEEL INFORMED? DID THEY UNDERSTAND THE SITUATION? DID THEY TRUST THE
INFORMATION PROVIDED? THIS QUALITATIVE AND QUANTITATIVE FEEDBACK PROVIDES DEEP INSIGHTS INTO WHAT WORKED WELL
AND WHERE IMPROVEMENTS ARE NEEDED. |T SHOWS YOUR STAKEHOLDERS THAT YOU VALUE THEIR PERSPECTIVE AND ARE
COMMITTED TO LEARNING FROM THE EXPERIENCE.

MebpiA CoVERAGE EVALUATION

ANALYZE THE MEDIA COVERAGE YOUR ORGANIZATION RECEIVED DURING AND AFTER THE CRISIS. W AS IT FAIR AND ACCURATE?
DID YOUR SPOKESPERSON EFFECTIVELY CONVEY THE INTENDED MESSAGES? DID THE MEDIA ACCURATELY REFLECT THE STEPS YOUR
ORGANIZATION WAS TAKING TO RESOLVE THE ISSUE? EVALUATE THE VOLUME, TONE, AND REACH OF THE COVERAGE. DID YOUR
KEY MESSAGES BREAK THROUGH, OR WERE THEY OVERSHADOWED BY NEGATIVE REPORTING? THIS EVALUATION HELPS YOU
UNDERSTAND THE MEDIA’S PERCEPTION AND IDENTIFY AREAS WHERE YOU MIGHT NEED TO BUILD STRONGER RELATIONSHIPS OR
REFINE YOUR MEDIA RELATIONS TACTICS.

LESSONS LEARNED AND STRATEGY REFINEMENT

THE MOST CRITICAL OUTCOME OF MEASURING YOUR CRISIS COMMS EFFORTS IS THE IDENTIFICATION OF LESSONS LEARNED.
CONDUCT A THOROUGH POST-CRISIS DEBRIEF WITH THE CRISIS COMMUNICATION TEAM AND RELEVANT STAKEHOLDERS. WHAT
WENT WELL? \WHAT WERE THE CHALLENGES? \WERE THERE ANY UNFORESEEN ISSUES THAT AROSEP USE THESE INSIGHTS TO
REFINE AND UPDATE YOUR CRISIS COMMUNICATIONS STRATEGY AND PLAN. THIS MIGHT INVOLVE REVISING RISK ASSESSMENTS,
UPDATING CONTACT LISTS, IMPROVING TRAINING PROTOCOLS, OR MODIFYING MESSAGING TEMPLATES. THE GOAL IS TO EMERGE
FROM A CRISIS STRONGER AND BETTER PREPARED FOR THE NEXT CHALLENGE.

THe EvoruTioN ofF Crisis COMMUNICATIONS



THE FIELD OF CRISIS COMMUNICATIONS IS NOT STATIC, IT'S A DYNAMIC DISCIPLINE CONSTANTLY ADAPTING TO NEW
TECHNOLOGIES, EVOLVING SOCIETAL EXPECTATIONS, AND THE EVER-CHANGING MEDIA LANDSCAPE. W/HAT WORKED A DECADE
AGO MIGHT BE OBSOLETE TODAY. STAYING AHEAD MEANS UNDERSTANDING THESE SHIFTS AND INTEGRATING THEM INTO YOUR
STRATEGIC THINKING.

THe IMPACT ofF SociAL MepiA AND DIGITAL PLATFORMS

SOCIAL MEDIA HAS FUNDAMENTALLY TRANSFORMED CRISIS COMMUNICATIONS. |T'S NO LONGER A ONE-WAY STREET, IT'S A REAL-
TIME, INTERACTIVE DIALOGUE. CRISES CAN IGNITE AND SPREAD VIRALLY ON PLATFORMS LIKE T\X/ITTER, FACEBOOK, AND
|NSTAGRAM, MAKING SPEED AND AUTHENTICITY MORE CRITICAL THAN EVER. ORGANIZATIONS MUST BE PREPARED TO MONITOR
THESE CHANNELS CONSTANTLY, RESPOND RAPIDLY TO MISINFORMATION, AND ENGAGE DIRECTLY WITH THEIR AUDIENCES. THE
ABILITY TO LEVERAGE SOCIAL MEDIA FOR RAPID DISSEMINATION OF ACCURATE INFORMATION AND TO ADDRESS CONCERNS
DIRECTLY IS A CORNERSTONE OF MODERN CRISIS COMMS. |IT ALSO MEANS THAT A CRISIS CAN BE AMPLIFIED OR MITIGATED BY
PUBLIC ENGAGEMENT IN WAYS NEVER BEFORE POSSIBLE.

INCREASING EMPHASIS ON TRANSPARENCY AND AUTHENTICITY

TobAY's AUDIENCES, PARTICULARLY YOUNGER GENERATIONS, DEMAND A HIGH LEVEL OF TRANSPARENCY AND AUTHENTICITY
FROM ORGANIZATIONS. DURING A CRISIS, A PERCEIVED LACK OF HONESTY OR AN ATTEMPT TO HIDE INFORMATION CAN BE
DEVASTATING. A SUCCESSFUL CRISIS COMMS STRATEGY PRIORITIZES OPEN AND HONEST COMMUNICATION, EVEN WHEN THE NEWS
IS BAD. ADMITTING MISTAKES, TAKING RESPONSIBILITY, AND DEMONSTRATING GENUINE CONCERN ARE CRUCIAL FOR REBUILDING
TRUST. AUTHENTICITY MEANS SPEAKING WITH A HUMAN VOICE, SHOWING EMPATHY, AND BEING ACCOUNTABLE FOR ACTIONS.
THIS GENUINE APPROACH FOSTERS STRONGER RELATIONSHIPS AND RESILIENCE.

THe RoLE oF ARTIFICIAL INTELLIGENCE AND BiG DATA

EMERGING TECHNOLOGIES LIKE ARTIFICIAL INTELLIGENCE (AD AND BIG DATA ANALYTICS ARE BEGINNING TO PLAY A SIGNIFICANT
ROLE IN CRISIS COMMUNICATIONS. Al CAN BE USED FOR ADVANCED SOCIAL MEDIA MONITORING, IDENTIFYING EMERGING THREATS
AND TRENDS IN REAL-TIME. BIG DATA CAN HELP ORGANIZATIONS UNDERSTAND PUBLIC SENTIMENT, PREDICT POTENTIAL CRISIS
IMPACTS, AND EVEN TAILOR COMMUNICATION MESSAGES FOR DIFFERENT DEMOGRAPHICS. WHILE Al WON'T REPLACE HUMAN
JUDGMENT AND EMPATHY, IT CAN PROVIDE POWERFUL TOOLS TO ENHANCE PREPAREDNESS, IMPROVE RESPONSE TIMES, AND
DELIVER MORE TARGETED AND EFFECTIVE COMMUNICATIONS. THE INTEGRATION OF THESE TOOLS ALLOWS FOR MORE PROACTIVE
AND INFORMED DECISION-MAKING IN A CRISIS SCENARIO.

ETHICAL CoNsIDERATIONS AND CORPORATE SOCIAL RESPONSIBILITY

IN AN ERA OF HEIGHTENED PUBLIC SCRUTINY, ETHICAL CONSIDERATIONS AND A STRONG COMMITMENT TO CORPORATE SOCIAL
RESPONSIBILITY (CSR) ARE INEXTRICABLY LINKED TO CRISIS COMMUNICATIONS. HOW AN ORGANIZATION RESPONDS TO A CRISIS
OFTEN REFLECTS ITS UNDERLYING VALUES AND ITS COMMITMENT TO ITS STAKEHOLDERS AND SOCIETY. A CRISIS THAT STEMS
FROM AN ETHICAL LAPSE OR A FAILURE IN CSR DEMANDS A COMMUNICATION RESPONSE THAT ACKNOWLEDGES THESE FAILINGS
AND OUTLINES CONCRETE STEPS FOR REMEDIATION AND FUTURE PREVENTION. DEMONSTRATING A GENUINE COMMITMENT TO
ETHICAL PRACTICES AND SOCIETAL WELL-BEING BEFORE, DURING, AND AFTER A CRISIS BUILDS A RESERVOIR OF GOODWILL THAT
CAN BE INVALUABLE WHEN CHALLENGES ARISE.

FREQUENTLY AskeD QUESTIONS



Q: WHAT IS THE PRIMARY GOAL OF A CRISIS COMMS STRATEGY?

A: THE PRIMARY GOAL OF A CRISIS COMMS STRATEGY IS TO PROTECT AND PRESERVE AN ORGANIZATION'S REPUTATION,
MAINTAIN STAKEHOLDER TRUST, AND MINIMIZE THE NEGATIVE IMPACT OF A CRISIS BY PROVIDING TIMELY, ACCURATE, AND
CONSISTENT INFORMATION.

Q: WHO SHOULD BE PART OF A CRISIS COMMUNICATIONS TEAM?

A: A CRISIS COMMUNICATIONS TEAM TYPICALLY INCLUDES REPRESENTATIVES FROM SENIOR LEADERSHIP, COMMUNICATIONS,
LEGAL, OPERATIONS, HUMAN RESOURCES, AND OTHER RELEVANT DEPARTMENTS. THE SPECIFIC MEMBERS WILL DEPEND ON THE
ORGANIZATION'S STRUCTURE AND POTENTIAL CRISIS SCENARIOS.

QI How OFTEN SHOULD A CRISIS COMMUNICATIONS PLAN BE REVIEWED AND UPDATED?

A: A CRISIS COMMUNICATIONS PLAN SHOULD BE REVIEWED AND UPDATED AT LEAST ANNUALLY, OR WHENEVER THERE ARE
SIGNIFICANT ORGANIZATIONAL CHANGES, NEW RISKS IDENTIFIED, OR AFTER A REAL CRISIS HAS OCCURRED TO INCORPORATE
LESSONS LEARNED.

Q: WHAT IS A “"HOLDING STATEMENT” IN CRISIS COMMUNICATIONS?

A: A HOLDING STATEMENT IS A BRIEF, PRETAPPROVED STATEMENT RELEASED IMMEDIATELY AFTER A CRISIS BREAKS. |TS PURPOSE
IS TO ACKNOWLEDGE THE SITUATION, CONFIRM THAT THE ORGANIZATION IS AW ARE AND INVESTIGATING, AND INDICATE THAT
MORE INFORMATION WILL BE PROVIDED AS IT BECOMES AVAILABLE, PREVENTING SPECULATION.

QZ How CAN SOCIAL MEDIA BE BOTH A HELP AND A HINDRANCE DURING A CRISIS?

A: SOCIAL MEDIA CAN BE A VALUABLE TOOL FOR RAPIDLY DISSEMINATING INFORMATION, ENGAGING WITH THE PUBLIC, AND
COUNTERING MISINFORMATION. HO\X/EVER, IT CAN ALSO AMPLIFY RUMORS, SPREAD FALSE NARRATIVES, AND CREATE A CHAOTIC
INFORMATION ENVIRONMENT IF NOT MANAGED CAREFULLY AND STRATEGICALLY.

Q: WHAT IS THE DIFFERENCE BETWEEN CRISIS MANAGEMENT AND CRISIS
COMMUNICATIONS?

A: CRISIS MANAGEMENT IS THE OVERARCHING PROCESS OF DEALING WITH A CRISIS, WHICH INCLUDES OPERATIONAL RESPONSES,
STRATEGIC DECISIONS, AND FINANCIAL CONSIDERATIONS. CRISIS COMMUNICATIONS IS A SPECIFIC COMPONENT OF CRISIS
MANAGEMENT FOCUSED ON HOW THE ORGANIZATION COMMUNICATES WITH ITS STAKEHOLDERS DURING AND AFTER A CRISIS.

QZ How IMPORTANT IS SPEED IN CRISIS COMMUNICATIONS?

A: SPEED IS EXTREMELY IMPORTANT, BUT IT MUST BE BALANCED WITH ACCURACY. RELEASING INFORMATION QUICKLY
DEMONSTRATES THAT THE ORGANIZATION IS RESPONSIVE, BUT PROVIDING INACCURATE OR INCOMPLETE INFORMATION CAN BE
MORE DAMAGING THAN DELAYING THE RELEASE. THE GOAL IS TO BE AS FAST AS POSSIBLE WHILE ENSURING ACCURACY.

Q: WHAT ARE SOME COMMON MISTAKES ORGANIZATIONS MAKE IN CRISIS
COMMUNICATIONS?

A: COMMON MISTAKES INCLUDE FAILING TO PLAN, BEING SLOW TO RESPOND, PROVIDING INCONSISTENT MESSAGES, NOT BEING
TRANSPARENT OR EMPATHETIC, BLAMING OTHERS, AND FAILING TO MONITOR OR ENGAGE ON SOCIAL MEDIA.



Q: HOow DOES A CRISIS COMMS STRATEGY DIFFER FOR INTERNAL VERSUS EXTERNAL
AUDIENCES?

A: WHILE THE CORE MESSAGE MAY BE SIMILAR, THE TONE, DETAIL, AND CHANNELS USED FOR INTERNAL AND EXTERNAL AUDIENCES
OFTEN DIFFER. INTERNAL COMMUNICATIONS MIGHT BE MORE DIRECT AND DETAILED, FOCUSING ON EMPLOYEE SAFETY AND ROLES,
WHILE EXTERNAL COMMUNICATIONS NEED TO ADDRESS BROADER PUBLIC CONCERNS AND STAKEHOLDER INTERESTS.
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