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THE EssenTIAL RoLE ofF A Crisis COMMUNICATION PLAN FOR CORPORATE
SocIAL RESPONSIBILITY

CRISIS COMMUNICATION PLAN FOR CORPORATE SOCIAL RESPONSIBILITY IS NOT JUST A BUZZ\WORD, IT'S A CRITICAL STRATEGIC
IMPERATIVE FOR ANY ORGANIZATION COMMITTED TO ETHICAL PRACTICES AND SOCIETAL IMPACT. IN TODAY'S HYPER-CONNECTED
\WORLD, A MISSTEP IN CSR INITIATIVES CAN QUICKLY ESCALATE INTO A FULL-BLOWN REPUTATIONAL CRISIS, AFFECTING
STAKEHOLDER TRUST, BRAND LOYALTY, AND ULTIMATELY, THE BOTTOM LINE. THIS COMPREHENSIVE GUIDE DELVES INTO THE
INTRICACIES OF DEVELOPING, IMPLEMENTING, AND REFINING A ROBUST CRISIS COMMUNICATION PLAN SPECIFICALLY TAILORED FOR
YOUR CORPORATE SOCIAL RESPONSIBILITY EFFORTS. WE WILL EXPLORE THE FOUNDATIONAL ELEMENTS, KEY CONSIDERATIONS,
AND ACTIONABLE STEPS NECESSARY TO NAVIGATE TURBULENT TIMES AND EMERGE STRONGER, ALL WHILE UPHOLDING YOUR
COMMITMENT TO SOCIAL GOOD. UNDERSTANDING HOW TO PROACTIVELY MANAGE POTENTIAL CSR-RELATED CRISES IS
PARAMOUNT TO SAFEGUARDING YOUR ORGANIZATION'S INTEGRITY AND ITS POSITIVE INFLUENCE ON THE WORLD.
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UNDERSTANDING THE LANDSCAPE oF CSR CRrISEs

THE WORLD OF CORPORATE SOCIAL RESPONSIBILITY, WHILE INHERENTLY POSITIVE, IS NOT IMMUNE TO CHALLENGES. CRISES CAN
EMERGE FROM VARIOUS SOURCES, OFTEN STEMMING FROM PERCEIVED OR ACTUAL FAILURES IN EXECUTING CSR INITIATIVES,
ETHICAL DILEMMAS, ENVIRONMENTAL INCIDENTS, OR STAKEHOLDER BACKLASH. THESE SITUATIONS CAN RANGE FROM SUPPLY
CHAIN ETHICAL BREACHES TO MISLEADING ENVIRONMENTAL CLAIMS, OR EVEN COMMUNITY GRIEVANCES RELATED TO A COMPANY'S
OPERATIONS. THE SPEED AT WHICH INFORMATION NOW TRAVELS MEANS THAT EVEN A MINOR ISSUE CAN GAIN SIGNIFICANT
TRACTION ACROSS SOCIAL MEDIA AND NEWS OUTLETS, CREATING A RIPPLE EFFECT THAT IMPACTS PUBLIC PERCEPTION AND
TRUST. IT'S VITAL TO RECOGNIZE THAT A CSR crisis ISN/TJUST ABOUT THE EVENT ITSELF, BUT HOW THE ORGANIZATION
RESPONDS TO IT, PARTICULARLY CONCERNING ITS COMMITMENT TO ITS STATED SOCIAL AND ENVIRONMENTAL GOALS.



CoMMoN TRIGGERS FOR CSR Crises

SEVERAL COMMON TRIGGERS CAN IGNITE A CRISIS WITHIN THE CSR DOMAIN. MISMANAGEMENT OF FUNDS ALLOCATED FOR SOCIAL
PROJECTS, FOR INSTANCE, CAN LEAD TO ACCUSATIONS OF FRAUD OR INCOMPETENCE. SIMILARLY, ENVIRONMENTAL INCIDENTS,
SUCH AS POLLUTION OR HABITAT DESTRUCTION LINKED TO OPERATIONS, DIRECTLY CONTRADICT THE PRINCIPLES OF
SUSTAINABILITY AND CAN CAUSE WIDESPREAD OUTRAGE. ISSUES WITHIN THE SUPPLY CHAIN, SUCH AS LABOR EXPLOITATION OR
THE USE OF UNSUSTAINABLE MATERIALS, ALSO FALL UNDER THE CSR UMBRELLA AND CAN TRIGGER SEVERE REPUTATIONAL
DAMAGE IF DISCOVERED. FURTHERMORE, FAILING TO LIVE UP TO STATED DIVERSITY, EQUITY, AND INCLUSION (DED
COMMITMENTS, OR ENGAGING IN 'GREENWASHING — MAKING UNSUBSTANTIATED OR EXAGGERATED ENVIRONMENTAL CLAIMS — CAN
ERODE TRUST AND LEAD TO SIGNIFICANT BACKLASH FROM CONSUMERS AND ACTIVIST GROUPS. EVEN INTERNAL ISSUES, LIKE THE
MISHANDLING OF EMPLOYEE VOLUNTEER PROGRAMS OR A LACK OF TRANSPARENCY IN REPORTING CSR IMPACT, CAN CONTRIBUTE
TO A CRISIS.

THe IMPACT oF CSR CRISES ON STAKEHOLDERS

THE REPERCUSSIONS OF A POORLY MANAGED CSR CRISIS CAN BE FAR-REACHING AND DEEPLY DAMAGING. FOR CUSTOMERS, IT
CAN LEAD TO BOYCOTTS, A LOSS OF BRAND LOYALTY, AND A FUNDAMENTAL QUESTIONING OF THEIR PURCHASING DECISIONS.
INVESTORS MAY DIVEST, CONCERNED ABOUT LONG-TERM FINANCIAL STABILITY AND REPUTATIONAL RISK. EMPLOYEES CAN
EXPERIENCE A DECLINE IN MORALE, A LOSS OF PRIDE IN THEIR WORKPLACE, AND INCREASED SCRUTINY FROM EXTERNAL PARTIES.
COMMUNITIES, ESPECIALLY THOSE DIRECTLY AFFECTED BY THE CRISIS OR THE CSR INITIATIVE IN QUESTION, CAN SUFFER FROM
BROKEN TRUST AND ALIENATION. REGULATORS MIGHT IMPOSE PENALTIES OR INCREASED OVERSIGHT, WHILE THE MEDIA CAN
AMPLIFY NEGATIVE SENTIMENT, FURTHER DAMAGING THE COMPANY'S PUBLIC IMAGE. ULTIMATELY, THE ORGANIZATION'S ABILITY
TO ATTRACT TALENT, SECURE PARTNERSHIPS, AND MAINTAIN ITS SOCIAL LICENSE TO OPERATE CAN BE SEVERELY COMPROMISED.

Key CoMPONENTS oF A RosusT CSR Crisis COMMUNICATION PLAN

A COMPREHENSIVE CRISIS COMMUNICATION PLAN IS THE BEDROCK OF EFFECTIVE CRISIS MANAGEMENT, ESPECIALLY WHEN IT COMES
To CSR. IT'S NOT A STATIC DOCUMENT BUT A LIVING, BREATHING STRATEGY THAT OUTLINES PROCEDURES, RESPONSIBILITIES,
AND COMMUNICATION PROTOCOLS FOR VARIOUS POTENTIAL SCENARIOS. AT ITS CORE, THE PLAN SHOULD DEFINE WHAT
CONSTITUTES A CRISIS, IDENTIFY KEY STAKEHOLDERS, ESTABLISH CLEAR LINES OF COMMUNICATION, AND DESIGNATE
SPOKESPERSONS. |T MUST ALSO INCLUDE PRE-APPROVED MESSAGING TEMPLATES AND OUTLINE A PROCESS FOR SWIFT AND
ACCURATE INFORMATION DISSEMINATION, ENSURING THAT YOUR ORGANIZATION'S RESPONSE IS TIMELY, TRANSPARENT, AND
ALIGNED WITH ITS CORE CSR VALUES. THINK OF IT AS YOUR EMERGENCY TOOLKIT, READY TO BE DEPLOYED AT A MOMENT'S
NOTICE TO PROTECT YOUR REPUTATION AND YOUR COMMITMENT TO DOING GOOD.

IDENTIFYING POTENTIAL CSR Crisis SCENARIOS

THE FIRST STEP IN BUILDING AN EFFECTIVE PLAN IS TO BRAINSTORM AND IDENTIFY ALL PLAUSIBLE CSR-RELATED CRISIS
SCENARIOS YOUR ORGANIZATION MIGHT FACE. THIS REQUIRES A THOROUGH RISK ASSESSMENT PROCESS. CONSIDER YOUR
INDUSTRY, YOUR SPECIFIC CSR INITIATIVES, YOUR GEOGRAPHIC LOCATIONS, AND YOUR SUPPLY CHAIN. EXAMPLES MIGHT
INCLUDE A PRODUCT RECALL DUE TO ETHICAL SOURCING CONCERNS, A SIGNIFICANT ENVIRONMENTAL SPILL AFFECTING A
COMMUNITY YOU SUPPORT, ALLEGATIONS OF UNETHICAL LABOR PRACTICES IN YOUR SUPPLY CHAIN, OR A PUBLIC BACKLASH
AGAINST A CSR PARTNERSHIP THAT IS PERCEIVED AS EXPLOITATIVE. IT'S ALSO WISE TO CONSIDER INTERNAL CRISES, SUCH AS
A DATA BREACH EXPOSING SENSITIVE INFORMATION ABOUT BENEFICIARIES OF YOUR CSR PROGRAMS, OR A SIGNIFICANT INTERNAL
POLICY VIOLATION RELATED TO DEI. BY ANTICIPATING THESE POTENTIAL ISSUES, YOU CAN DEVELOP TARGETED RESPONSE
STRATEGIES.

EsTABLISHING A CRISIS COMMUNICATION TEAM

A DEDICATED CRISIS COMMUNICATION TEAM IS ESSENTIAL FOR A SWIFT AND COORDINATED RESPONSE. THIS TEAM SHOULD BE
COMPOSED OF INDIVIDUALS FROM VARIOUS DEPARTMENTS, INCLUDING COMMUNICATIONS, LEGAL, OPERATIONS, CSR, AND SENIOR
LEADERSHIP. CLEARLY DEFINE ROLES AND RESPONSIBILITIES WITHIN THE TEAM. WHO IS RESPONSIBLE FOR MONITORING MEDIA AND
SOCIAL CHANNELS? W/HO WILL DRAFT STATEMENTS? W/HO WILL APPROVE THEMP W/HO WILL ACT AS THE PRIMARY



SPOKESPERSON? HAVING A PRE-ASSIGNED TEAM ENSURES THAT DECISION-MAKING IS STREAMLINED AND THAT ALL RELEVANT
EXPERTISE IS LEVERAGED DURING A CRISIS. REGULAR TRAINING AND SIMULATIONS FOR THIS TEAM ARE CRUCIAL TO ENSURE THEY
ARE WELL-PREPARED AND CAN EXECUTE THE PLAN EFFECTIVELY UNDER PRESSURE.

DEFINING STAKEHOLDER AUDIENCES AND COMMUNICATION CHANNELS

UNDERSTANDING WHO YOU NEED TO COMMUNICATE WITH DURING A CRISIS IS AS IMPORTANT AS KNOWING WHAT TO SAY. YOUR
STAKEHOLDER MAP SHOULD EXTEND BEYOND TRADITIONAL MEDIA TO INCLUDE EMPLOYEES, CUSTOMERS, INVESTORS, COMMUNITY
LEADERS, NGOS/ GOVERNMENT AGENCIES, AND AFFECTED INDIVIDUALS OR GROUPS. For EACH AUDIENCE, DETERMINE THE MOST
EFFECTIVE COMMUNICATION CHANNELS. THIS MIGHT INVOLVE DIRECT EMAILS, DEDICATED WEBSITE SECTIONS, SOCIAL MEDIA
UPDATES, PRESS CONFERENCES, TOWN HALL MEETINGS, OR EVEN DIRECT OUTREACH TO KEY INFLUENCERS. THE PLAN SHOULD
DETAIL HOW TO REACH EACH GROUP PROMPTLY AND EFFICIENTLY, ENSURING NO ONE IS LEFT IN THE DARK, ESPECIALLY THOSE
MOST DIRECTLY IMPACTED BY THE CRISIS.

DeVELOPING KEY MESSAGING AND SPOKESPERSON PROTOCOLS

PRE-APPROVED MESSAGE FRAMEWORKS ARE VITAL FOR ENSURING CONSISTENCY AND ACCURACY DURING A CRISIS. THESE
FRAMEW ORKS SHOULD OUTLINE CORE TALKING POINTS, KEY FACTS, AND STATEMENTS OF EMPATHY AND COMMITMENT.
|MPORTANTLY, MESSAGES SHOULD BE HONEST, TRANSPARENT, AND REFLECTIVE OF THE COMPANY'S VALUES, PARTICULARLY ITS
CSR COMMITMENTS. IDENTIFY AND TRAIN DESIGNATED SPOKESPERSONS WHO ARE CREDIBLE, ARTICULATE, AND UNDERSTAND THE
coMPANY’s CSR MISSION. ENSURE THEY ARE EQUIPPED WITH THE NECESSARY INFORMATION AND HAVE PRACTICED DELIVERING
MESSAGES EFFECTIVELY. THE PLAN SHOULD ALSO OUTLINE HOW TO HANDLE MEDIA INQUIRIES, INCLUDING WHO IS AUTHORIZED
TO SPEAK AND THE PROCESS FOR APPROVING STATEMENTS BEFORE THEY ARE RELEASED.

Pre-CRISIS PLANNING AND PREPARATION

PROACTIVE PREPARATION IS THE CORNERSTONE OF EFFECTIVE CRISIS MANAGEMENT. A ROBUST CSR CRISIS COMMUNICATION
PLAN ISN'T SOMETHING YOU SCRAMBLE TO CREATE WHEN DISASTER STRIKES; IT'S A STRATEGIC DOCUMENT DEVELOPED AND
REFINED OVER TIME. THIS PHASE INVOLVES ANTICIPATING POTENTIAL ISSUES, BUILDING RELATIONSHIPS, AND ENSURING YOUR
INTERNAL INFRASTRUCTURE IS READY TO SUPPORT A CRISIS RESPONSE. BY INVESTING TIME AND RESOURCES IN PRE-CRISIS
PLANNING, YOU SIGNIFICANTLY INCREASE YOUR ORGANIZATION'S RESILIENCE AND ITS ABILITY TO NAVIGATE CHALLENGING
SITUATIONS WITH INTEGRITY AND CONTROL. |T’S ABOUT BEING READY FOR THE WORST WHILE CONTINUING TO DO YOUR BEST
\WORK IN CORPORATE SOCIAL RESPONSIBILITY.

ConNbucTING A CSR Risk ASSESSMENT

THE INITIAL STEP IN PREPARING FOR A CSR CRISIS IS TO CONDUCT A COMPREHENSIVE RISK ASSESSMENT. THIS INVOLVES
SYSTEMATICALLY IDENTIFYING POTENTIAL THREATS AND VULNERABILITIES RELATED TO YOUR ORGANIZATION'S SOCIAL
RESPONSIBILITY INITIATIVES. THINK ABOUT YOUR SUPPLY CHAIN, YOUR ENVIRONMENTAL FOOTPRINT, YOUR COMMUNITY
ENGAGEMENT PROGRAMS, AND YOUR LABOR PRACTICES. ARE THERE ANY AREAS WHERE YOUR OPERATIONS OR PARTNERSHIPS
COULD INADVERTENTLY LEAD TO NEGATIVE SOCIAL OR ENVIRONMENTAL IMPACTS? THIS ASSESSMENT SHOULD BE AN ONGOING
PROCESS, REGULARLY UPDATED AS YOUR CSR ACTIVITIES EVOLVE AND AS THE EXTERNAL LANDSCAPE CHANGES. CONSIDER
CONSULTING WITH INDUSTRY EXPERTS OR ENGAGING IN SCENARIO PLANNING EXERCISES TO UNCOVER LESS OBVIOUS RISKS.

BUILDING AND NURTURING STAKEHOLDER RELATIONSHIPS

STRONG RELATIONSHIPS WITH YOUR STAKEHOLDERS ARE YOUR GREATEST ASSET DURING A CRISIS. BEFORE ANY CRISIS ERUPTS,
INVEST TIME IN BUILDING TRUST AND OPEN LINES OF COMMUNICATION WITH KEY GROUPS: EMPLOYEES, CUSTOMERS, COMMUNITIES,
NGOS, AND GOVERNMENT BODIES. REGULAR ENGAGEMENT, TRANSPARENCY IN YOUR CSR REPORTING, AND ACTIVE LISTENING CAN
FOSTER GOODWILL THAT CAN BE INVALUABLE WHEN FACING ADVERSITY. W/HEN STAKEHOLDERS FEEL HEARD AND RESPECTED,
THEY ARE MORE LIKELY TO BE UNDERSTANDING AND SUPPORTIVE DURING DIFFICULT TIMES. THESE RELATIONSHIPS SERVE AS A



CRUCIAL BUFFER AGAINST REPUTATIONAL DAMAGE AND CAN EVEN PROVIDE VALUABLE INSIGHTS DURING A CRISIS.

DeveLoPING AND TESTING COMMUNICATION CHANNELS

ENSURE YOU HAVE A VARIETY OF RELIABLE COMMUNICATION CHANNELS IN PLACE AND THAT THEY ARE REGULARLY TESTED. THIS
INCLUDES YOUR CORPORATE WEBSITE, SOCIAL MEDIA PLATFORMS, EMAIL DISTRIBUTION LISTS, AND POTENTIALLY A DEDICATED
CRISIS HOTLINE. FOR YOUR CSR-RELATED COMMUNICATIONS, CONSIDER IF SPECIFIC CHANNELS ARE MORE APPROPRIATE FOR
CERTAIN STAKEHOLDER GROUPS. FOR EXAMPLE, A COMMUNITY ADVISORY BOARD MIGHT BE CRUCIAL FOR LOCAL ENGAGEMENT,
WHILE A DEDICATED CSR IMPACT REPORT MIGHT BE THE BEST WAY TO REACH INVESTORS. REGULARLY TESTING THESE
CHANNELS, PERHAPS THROUGH MOCK PRESS RELEASES OR SIMULATED SOCIAL MEDIA UPDATES, ENSURES THAT THEY ARE
FUNCTIONAL AND THAT YOUR TEAM KNOWS HOW TO USE THEM EFFECTIVELY UNDER PRESSURE.

CRrReEATING A MeDIA CONTACT LIST AND MONITORING SYSTEM

MAINTAIN AN UP-TO-DATE LIST OF KEY MEDIA CONTACTS, INCLUDING JOURNALISTS, BLOGGERS, AND INFLUENCERS WHO COVER
CSR, ENVIRONMENTAL ISSUES, AND YOUR INDUSTRY. THIS LIST SHOULD INCLUDE THEIR CONTACT INFORMATION AND AREAS OF
EXPERTISE. SIMULTANEOUSLY, IMPLEMENT A ROBUST MEDIA MONITORING SYSTEM TO TRACK MENTIONS OF YOUR COMPANY,
your CSR INITIATIVES, AND RELEVANT KEY\WORDS ACROSS NEWS OUTLETS, SOCIAL MEDIA, AND OTHER ONLINE PLATFORMS.
THIS ALLOWS YOU TO IDENTIFY POTENTIAL ISSUES EARLY, GAUGE PUBLIC SENTIMENT, AND UNDERSTAND HOW YOUR MESSAGES
ARE BEING RECEIVED. EARLY DETECTION IS KEY TO MITIGATING THE IMPACT OF ANY EMERGING CRISIS.

DuUrING A CSR Crisis: IMMEDIATE RESPONSE AND MANAGEMENT

W/HEN A CRISIS HITS, SWIFT AND STRATEGIC ACTION IS PARAMOUNT. THE INITIAL HOURS AND DAYS ARE CRITICAL FOR SHAPING
PUBLIC PERCEPTION AND MITIGATING FURTHER DAMAGE. Y OUR PRE-PREPARED CRISIS COMMUNICATION PLAN FOR CORPORATE
SOCIAL RESPONSIBILITY SHOULD GUIDE YOUR EVERY MOVE, ENSURING THAT YOUR RESPONSE IS NOT ONLY RAPID BUT ALSO
TRANSPARENT, EMPATHETIC, AND CONSISTENT WITH YOUR ORGANIZATION'S VALUES. THE GOAL IS TO CONTROL THE
NARRATIVE, PROVIDE ACCURATE INFORMATION, AND DEMONSTRATE YOUR COMMITMENT TO RESOLVING THE ISSUE AND LEARNING
FROM IT, ALL WHILE SAFEGUARDING YOUR REPUTATION AND THE TRUST OF YOUR STAKEHOLDERS.

ACTIVATING THE CRISIS COMMUNICATION TEAM AND PLAN

THE MOMENT A POTENTIAL CSR CRrISIS IS IDENTIFIED, THE CRISIS COMMUNICATION TEAM MUST BE CONVENED IMMEDIATELY. THIS
IS NOT A TIME FOR DELIBERATION; IT'S A TIME FOR ACTION. THE PRE-DEFINED PLAN SHOULD BE ACTIVATED, INITIATING
ESTABLISHED PROTOCOLS FOR INFORMATION GATHERING, ASSESSMENT, AND COMMUNICATION. THE TEAM LEADER SHOULD
DELEGATE TASKS ACCORDING TO PRE-ASSIGNED ROLES, ENSURING THAT ALL NECESSARY STEPS ARE TAKEN IN A COORDINATED
MANNER. THIS IMMEDIATE ACTIVATION PREVENTS DELAYS AND ENSURES THAT THE ORGANIZATION IS RESPONDING PROACTIVELY
RATHER THAN REACTIVELY, WHICH IS CRUCIAL FOR MANAGING THE NARRATIVE AND MAINTAINING CONTROL.

GATHERING ACCURATE INFORMATION AND ASSESSING THE SITUATION

BEFORE ISSUING ANY PUBLIC STATEMENTS, IT IS IMPERATIVE TO GATHER ALL RELEVANT AND ACCURATE INFORMATION ABOUT
THE SITUATION. THIS INVOLVES INVESTIGATING THE FACTS OF THE INCIDENT THOROUGHLY, UNDERSTANDING ITS ROOT CAUSE,
AND IDENTIFYING ALL PARTIES INVOLVED AND AFFECTED. AVOID SPECULATION OR MAKING ASSUMPTIONS. THE CRISIS
COMMUNICATION TEAM, IN COLLABORATION WITH RELEVANT OPERATIONAL DEPARTMENTS, MUST WORK DILIGENTLY TO
ASCERTAIN THE COMPLETE PICTURE. A CLEAR UNDERSTANDING OF THE FACTS FORMS THE FOUNDATION FOR AN HONEST AND
CREDIBLE RESPONSE, PREVENTING THE SPREAD OF MISINFORMATION AND ENSURING THAT YOUR COMMUNICATION IS GROUNDED IN
REALITY.



ISSUING TIMELY AND TRANSPARENT STATEMENTS

ONCE THE INITIAL FACTS ARE ESTABLISHED, IT IS CRUCIAL TO ISSUE A TIMELY STATEMENT. THIS INITIAL STATEMENT SHOULD
ACKNOWLEDGE THE SITUATION, EXPRESS EMPATHY FOR THOSE AFFECTED, AND COMMIT TO A THOROUGH INVESTIGATION.
TRANSPARENCY IS KEY; AVOID JARGON OR EVASIVE LANGUAGE. |F YOU DON'T HAVE ALL THE ANSWERS, SAY SO, BUT COMMIT
TO PROVIDING UPDATES AS THEY BECOME AVAILABLE. THIS INITIAL COMMUNICATION SETS THE TONE FOR YOUR ORGANIZATION'S
RESPONSE AND DEMONSTRATES ACCOUNTABILITY. SUBSEQUENT STATEMENTS SHOULD PROVIDE UPDATES ON THE
INVESTIGATION, OUTLINE STEPS BEING TAKEN TO ADDRESS THE ISSUE, AND REITERATE THE ORGANIZATION'S COMMITMENT TO ITS
CSR PRINCIPLES.

MANAGING MEDIA INQUIRIES AND SocCIAL MEDIA ENGAGEMENT

THE CRISIS COMMUNICATION TEAM MUST BE PREPARED TO HANDLE A SURGE IN MEDIA INQUIRIES. ALL MEDIA REQUESTS SHOULD BE
CHANNELED THROUGH THE DESIGNATED SPOKESPERSON OR COMMUNICATION LEAD. THE PLAN SHOULD OUTLINE PROCEDURES FOR
RESPONDING TO INTERVIEWS, PRESS CONFERENCES, AND REQUESTS FOR INFORMATION. SIMULTANEOUSLY, ACTIVELY MONITOR
AND ENGAGE WITH SOCIAL MEDIA. RESPOND TO COMMENTS AND QUESTIONS PROMPTLY AND PROFESSIONALLY, CORRECTING
MISINFORMATION AND REINFORCING KEY MESSAGES. |T'S ESSENTIAL TO MAINTAIN A CONSISTENT MESSAGE ACROSS ALL
PLATFORMS, ENSURING THAT YOUR BRAND'S VOICE REMAINS UNIFIED AND CREDIBLE THROUGHOUT THE CRISIS. |GNORING SOCIAL
MEDIA CAN LEAD TO A VACUUM THAT IS EASILY FILLED BY SPECULATION AND NEGATIVITY.

DEMONSTRATING EMPATHY AND COMMITMENT TO RESOLUTION

BEYOND FACTUAL REPORTING, A GENUINE DISPLAY OF EMPATHY IS CRITICAL. ACKNOWLEDGE THE HUMAN IMPACT OF THE CRISIS
AND EXPRESS SINCERE CONCERN FOR THOSE AFFECTED. THIS IS WHERE YOUR CSR COMMITMENTS TRULY COME INTO PLAY.
REITERATE YOUR ORGANIZATION'S DEDICATION TO ITS SOCIAL AND ETHICAL PRINCIPLES AND OUTLINE CONCRETE STEPS YOU ARE
TAKING TO RECTIFY THE SITUATION, PREVENT RECURRENCE, AND SUPPORT THOSE IMPACTED. ACTIONS SPEAK LOUDER THAN

W ORDS, SO DEMONSTRATING A TANGIBLE COMMITMENT TO RESOLUTION AND LONG~-TERM POSITIVE CHANGE IS ESSENTIAL FOR
REBUILDING TRUST AND CONFIDENCE. THIS APPROACH REINFORCES THAT YOUR CSR IS NOT JUST A PROGRAM BUT A CORE
VALUE.

PosT-Crisis ANALYSIS AND LONG-TERM RECOVERY

THE IMMEDIATE AFTERMATH OF A CSR CRISIS IS NOT THE END OF THE PROCESS; IT’'S THE BEGINNING OF A CRUCIAL RECOVERY
PHASE. THIS PERIOD INVOLVES METICULOUSLY ANALYZING WHAT HAPPENED, LEARNING FROM THE EXPERIENCE, AND IMPLEMENTING
LONG-TERM STRATEGIES TO REBUILD TRUST AND REINFORCE YOUR ORGANIZATION'S COMMITMENT TO CORPORATE SOCIAL
RESPONSIBILITY. EFFECTIVE POST-CRISIS MANAGEMENT IS ABOUT DEMONSTRATING ACCOUNTABILITY, MAKING NECESSARY
CHANGES, AND PROACTIVELY COMMUNICATING YOUR PROGRESS. [T°S YOUR OPPORTUNITY TO SHOW THAT YOUR ORGANIZATION
CAN LEARN, ADAPT, AND EMERGE STRONGER, WITH AN EVEN DEEPER COMMITMENT TO ITS ETHICAL AND SOCIAL OBLIGATIONS.

ConNbucTING A PosT-Crisis ReviEw AND DEBRIEF

ONCE THE IMMEDIATE CRISIS HAS SUBSIDED, IT IS VITAL TO CONDUCT A THOROUGH POST-CRISIS REVIEW. THIS DEBRIEFING
SESSION SHOULD INVOLVE THE CRISIS COMMUNICATION TEAM AND OTHER RELEVANT STAKEHOLDERS TO ANALYZE THE
EFFECTIVENESS OF THE RESPONSE. WHAT WENT WELL? WHAT COULD HAVE BEEN DONE BETTER? W ERE THE COMMUNICATION
PROTOCOLS FOLLOWED? W AS THE MESSAGING EFFECTIVEP THIS OBJECTIVE ASSESSMENT HELPS IDENTIFY STRENGTHS AND
WEAKNESSES IN YOUR PLAN AND PROVIDES INVALUABLE LESSONS FOR FUTURE CRISES. DOCUMENTING THESE FINDINGS IS CRUCIAL
FOR REFINING YOUR CRISIS COMMUNICATION STRATEGY AND ENSURING CONTINUOUS IMPROVEMENT.

IMPLEMENTING CORRECTIVE ACTIONS AND SYSTEMIC CHANGES

THE INSIGHTS GAINED FROM THE POST-CRISIS REVIEW SHOULD DIRECTLY INFORM CORRECTIVE ACTIONS. |F THE CRISIS REVEALED



FLAWS IN YOUR CSR POLICIES, SUPPLY CHAIN MANAGEMENT, OR OPERATIONAL PROCEDURES, THESE MUST BE ADDRESSED
PROMPTLY AND COMPREHENSIVELY. THIS MIGHT INVOLVE REVISING POLICIES, IMPLEMENTING NEW TRAINING PROGRAMS,
CONDUCTING DEEPER AUDITS, OR RETEVALUATING PARTNERSHIPS. DEMONSTRATING A CLEAR COMMITMENT TO IMPLEMENTING
THESE CHANGES REASSURES STAKEHOLDERS THAT THE ORGANIZATION IS TAKING THE SITUATION SERIOUSLY AND IS DEDICATED
TO PREVENTING SIMILAR INCIDENTS IN THE FUTURE. THESE ACTIONS ARE THE TANGIBLE PROOF OF YOUR COMMITMENT TO
RESPONSIBLE PRACTICES.

ResUILDING TRUST AND COMMUNICATING RECOVERY EFFORTS

REBUILDING TRUST IS A LONG-TERM ENDEAVOR. |T REQUIRES CONSISTENT COMMUNICATION AND TANGIBLE EVIDENCE OF
PROGRESS. YOUR POST-CRISIS COMMUNICATION STRATEGY SHOULD FOCUS ON TRANSPARENCY REGARDING THE CORRECTIVE
ACTIONS BEING TAKEN AND THE POSITIVE OUTCOMES OF YOUR RECOVERY EFFORTS. CONTINUE TO ENGAGE WITH STAKEHOLDERS,
PROVIDING REGULAR UPDATES ON YOUR PROGRESS AND DEMONSTRATING HOW YOUR CSR INITIATIVES ARE BEING STRENGTHENED.
HIGHLIGHTING SUCCESSES AND ONGOING COMMITMENTS CAN HELP TO GRADUALLY RESTORE CONFIDENCE AND REINFORCE YOUR
ORGANIZATION'S DEDICATION TO ITS SOCIAL AND ENVIRONMENTAL RESPONSIBILITIES. THIS SUSTAINED EFFORT IS KEY TO LONG-
TERM REPUTATIONAL HEALTH.

UPDATING AND REFINING THE CRISIS COMMUNICATION PLAN

THE LESSONS LEARNED FROM A CRISIS SHOULD LEAD TO AN UPDATED AND REFINED CRISIS COMMUNICATION PLAN. BASED ON THE
POST-CRISIS REVIEW AND THE EFFECTIVENESS OF THE IMPLEMENTED CHANGES, REVISE YOUR PLAN TO INCORPORATE NEW
SCENARIOS, IMPROVE COMMUNICATION PROTOCOLS, AND STRENGTHEN RESPONSE STRATEGIES. THIS ITERATIVE PROCESS ENSURES
THAT YOUR PLAN REMAINS RELEVANT, ROBUST, AND CAPABLE OF ADDRESSING EVOLVING CHALLENGES. A DYNAMIC AND
ADAPTABLE PLAN IS YOUR BEST DEFENSE AGAINST FUTURE CSR-RELATED CRISES, ENSURING YOUR ORGANIZATION IS ALWAYS
PREPARED TO ACT WITH INTEGRITY AND RESPONSIBILITY.

INTEGRATING CSR CRrisis COMMUNICATION INTO THE OVERALL STRATEGY

EFFECTIVE CRISIS COMMUNICATION FOR CORPORATE SOCIAL RESPONSIBILITY SHOULDN'T OPERATE IN A SILO. |T NEEDS TO BE
SEAMLESSLY INTEGRATED INTO THE BROADER ORGANIZATIONAL STRATEGY, REFLECTING A HOLISTIC COMMITMENT TO ETHICAL
OPERATIONS AND STAKEHOLDER ENGAGEMENT. WHEN CSR CRISIS COMMUNICATION IS SEEN AS AN EXTENSION OF YOUR CORE
VALUES AND BUSINESS OBJECTIVES, YOUR RESPONSES BECOME MORE AUTHENTIC, YOUR PREPAREDNESS MORE ROBUST, AND YOUR
RECOVERY MORE IMPACTFUL. THIS INTEGRATION ENSURES THAT YOUR ORGANIZATION IS NOT JUST REACTING TO PROBLEMS BUT
PROACTIVELY BUILDING A RESILIENT AND REPUTABLE FOUNDATION FOR ALL ITS CSR ENDEAVORS.

ALIGNING CSR Crisis COMMUNICATION WITH BRAND V ALUES

Your CSR CRISIS COMMUNICATION PLAN MUST BE A DIRECT REFLECTION OF YOUR ORGANIZATION'S CORE VALUES AND BRAND
PROMISE. IF YOUR BRAND STANDS FOR INTEGRITY, TRANSPARENCY, AND SOCIAL GOOD, YOUR CRISIS RESPONSE MUST EMBODY
THESE PRINCIPLES. THIS ALIGNMENT ENSURES THAT YOUR COMMUNICATION IS AUTHENTIC AND BELIEVABLE. WHEN A CRISIS
STRIKES, STAKEHOLDERS WILL LOOK TO SEE IF YOUR ACTIONS AND WORDS MATCH YOUR STATED COMMITMENTS. A CONSISTENT
ADHERENCE TO YOUR VALUES, EVEN UNDER DURESS, WILL STRENGTHEN YOUR BRAND'S CREDIBILITY AND FOSTER LONG-TERM
TRUST. IT’S ABOUT WALKING THE WALK, NOT JUST TALKING THE TALK.

INCORPORATING CSR INTO Risk MANAGEMENT FRAMEWORKS

IT's ESSENTIAL TO INTEGRATE CSR-RELATED RISKS INTO YOUR ORGANIZATION'S OVERALL ENTERPRISE RISK MANAGEMENT (ERM)
FRAMEWORK. THIS MEANS IDENTIFYING POTENTIAL CSR VULNERABILITIES, ASSESSING THEIR LIKELIHOOD AND IMPACT, AND
DEVELOPING MITIGATION STRATEGIES, JUST AS YOU WOULD FOR FINANCIAL OR OPERATIONAL RISKS. BY TREATING CSR RIsks
WITH THE SAME SERIOUSNESS AS OTHER BUSINESS RISKS, YOU CAN PROACTIVELY ADDRESS POTENTIAL ISSUES BEFORE THEY
ESCALATE INTO FULL-BLOWN CRISES. THIS PROACTIVE APPROACH ENSURES THAT CSR CONSIDERATIONS ARE EMBEDDED IN



STRATEGIC DECISION-MAKING AND OPERATIONAL PLANNING ACROSS THE ORGANIZATION.

ENSURING CRoss-DEPARTMENTAL COLLABORATION AND BuUY-IN

A successruL CSR CRISIS COMMUNICATION PLAN REQUIRES BUY-IN AND COLLABORATION FROM ALL RELEVANT DEPARTMENTS.
THIS INCLUDES NOT ONLY THE COMMUNICATIONS AND CSR TEAMS BUT ALSO LEGAL, OPERATIONS, HR, FINANCE, AND SENIOR
LEADERSHIP. ESTABLISHING CLEAR LINES OF COMMUNICATION AND SHARED UNDERSTANDING ACROSS DEPARTMENTS ENSURES THAT
EVERYONE IS ON THE SAME PAGE DURING A CRISIS. REGULAR CROSS-DEPARTMENTAL TRAINING AND SIMULATION EXERCISES CAN
HELP FOSTER THIS COLLABORATION AND ENSURE THAT THE CRISIS RESPONSE IS COHESIVE AND EFFECTIVE. W/HEN DEPARTMENTS
WORK TOGETHER SEAMLESSLY, THE ORGANIZATION CAN NAVIGATE CRISES MORE EFFICIENTLY AND WITH A UNIFIED VOICE.

LeveRAGING CSR STRENGTHS DURING A CRrisIS

YOUR EXISTING CSR INITIATIVES AND ACHIEVEMENTS CAN BE POWERFUL ASSETS DURING A CRISIS. IF YOUR ORGANIZATION HAS
A STRONG TRACK RECORD OF POSITIVE SOCIAL IMPACT, HIGHLIGHT THESE EFFORTS AND YOUR CONTINUED COMMITMENT TO
THEM. THIS DOESN'T MEAN IGNORING THE CURRENT CRISIS, BUT RATHER DEMONSTRATING THAT YOUR ORGANIZATION IS
FUNDAMENTALLY COMMITTED TO GOOD PRACTICES. FOR EXAMPLE, IF YOUR COMPANY HAS A ROBUST ENVIRONMENTAL

STEW ARDSHIP PROGRAM, YOU CAN DRAW UPON THIS EXPERTISE AND EXPERIENCE WHEN RESPONDING TO AN ENVIRONMENTAL
INCIDENT. THIS LEVERAGES YOUR ESTABLISHED STRENGTHS TO BUILD CREDIBILITY AND DEMONSTRATE RESILIENCE.

MEASURING THE EFFECTIVENESS OF YOUR CSR Crisis COMMUNICATION PLAN

DEVELOPING A COMPREHENSIVE CRISIS COMMUNICATION PLAN FOR CORPORATE SOCIAL RESPONSIBILITY IS A SIGNIFICANT
UNDERTAKING, BUT ITS TRUE VALUE LIES IN ITS EFFECTIVENESS. MEASURING THIS EFFECTIVENESS ALLOWS YOU TO UNDERSTAND
WHAT'S W ORKING, WHAT'S NOT, AND WHERE IMPROVEMENTS ARE NEEDED. IT’S ABOUT MOVING BEYOND SIMPLY HAVING A PLAN
TO ENSURING THAT THE PLAN ACTUALLY WORKS WHEN IT MATTERS MOST. THROUGH REGULAR EVALUATION AND DATA-DRIVEN
INSIGHTS, YOU CAN CONTINUOUSLY REFINE YOUR STRATEGY TO BETTER PROTECT YOUR ORGANIZATION'S REPUTATION AND
UPHOLD YOUR COMMITMENT TO SOCIAL GOOD.

Key PerFoRMANCE INDICATORS (KPIs) For CSR Crisis COMMUNICATION

ToO GAUGE THE SUCCESS OF YOUR CSR CRISIS COMMUNICATION EFFORTS, DEFINE SPECIFIC Key PERFORMANCE INDICATORS
(KP|S) THESE MIGHT INCLUDE THE SPEED OF INITIAL RESPONSE, THE ACCURACY AND CLARITY OF INFORMATION DISSEMINATED,
THE SENTIMENT OF STAKEHOLDER FEEDBACK (E.G./ SOCIAL MEDIA MENTIONS, SURVEY RESULTS)/ MEDIA COVERAGE TONE, AND THE
SPEED OF ISSUE RESOLUTION. FOR EXAMPLE, TRACKING THE PERCENTAGE OF POSITIVE VERSUS NEGATIVE MEDIA MENTIONS OR
MONITORING EMPLOYEE ENGAGEMENT LEVELS REGARDING CRISIS COMMUNICATIONS CAN PROVIDE VALUABLE INSIGHTS INTO THE
PLAN'S EFFICACY. SETTING MEASURABLE GOALS FOR THESE KPIS ALLOWS FOR OBJECTIVE EVALUATION.

STAKEHOLDER FEEDBACK AND SENTIMENT ANALYSIS

ACTIVELY SOLICIT AND ANALYZE FEEDBACK FROM YOUR STAKEHOLDERS THROUGHOUT AND AFTER A CRISIS. THIS CAN BE DONE
THROUGH SURVEYS, FOCUS GROUPS, SOCIAL MEDIA SENTIMENT ANALYSIS, AND DIRECT ENGAGEMENT. UNDERSTANDING HOW
YOUR COMMUNICATION WAS PERCEIVED BY DIFFERENT STAKEHOLDER GROUPS IS CRUCIAL. DID THEY FEEL INFORMED? DID THEY
BELIEVE YOUR COMMITMENT TO RESOLVING THE ISSUE? W/ERE YOUR MESSAGES EMPATHETIC AND CREDIBLE? THIS QUALITATIVE
DATA PROVIDES INVALUABLE INSIGHTS THAT QUANTITATIVE METRICS ALONE CANNOT CAPTURE, HELPING YOU UNDERSTAND THE
HUMAN IMPACT OF YOUR CRISIS RESPONSE.



MEDIA MONITORING AND SHARE OF VOICE ANALYSIS

CONTINUE TO MONITOR MEDIA COVERAGE AND ONLINE CONVERSATIONS EVEN AFTER THE IMMEDIATE CRISIS HAS PASSED. ANALYZE
THE TONE AND VOLUME OF DISCUSSIONS RELATED TO YOUR ORGANIZATION AND ITS CSR EFFORTS. A KEY METRIC HERE IS THE
“SHARE OF VOICE” = HOW MUCH OF THE CONVERSATION SURROUNDING CSR ISSUES IN YOUR INDUSTRY IS ATTRIBUTED TO
YOUR ORGANIZATION, BOTH POSITIVELY AND NEGATIVELY. AN INCREASE IN NEGATIVE SHARE OF VOICE MIGHT INDICATE ONGOING
REPUTATIONAL DAMAGE, WHILE A GROWING POSITIVE SHARE OF VOICE SUGGESTS EFFECTIVE RECOVERY AND REBUILDING
EFFORTS. THIS CONTINUOUS MONITORING HELPS TRACK THE LONG-TERM IMPACT OF YOUR CRISIS MANAGEMENT.

PosT-Crisis PLAN UPDATES AND CONTINUOUS IMPROVEMENT

THE MEASUREMENT OF YOUR PLAN’S EFFECTIVENESS SHOULD DIRECTLY FEED INTO ITS CONTINUOUS IMPROVEMENT. USE THE
DATA AND FEEDBACK GATHERED TO IDENTIFY AREAS FOR REFINEMENT. ARE THERE SPECIFIC COMMUNICATION CHANNELS THAT
PROVED LESS EFFECTIVEP WERE CERTAIN MESSAGES POORLY RECEIVED? DID THE PLAN ADEQUATELY ADDRESS ALL IDENTIFIED
STAKEHOLDERS? REGULARLY UPDATING YOUR CRISIS COMMUNICATION PLAN BASED ON THESE INSIGHTS ENSURES THAT IT
REMAINS A RELEVANT AND POWERFUL TOOL FOR PROTECTING YOUR ORGANIZATION'S REPUTATION AND ITS VITAL CORPORATE
SOCIAL RESPONSIBILITY COMMITMENTS. THIS COMMITMENT TO LEARNING AND ADAPTATION IS FUNDAMENTAL TO LONG-TERM
SUCCESS.

FREQUENTLY Askep QuesTions (FAQ)

Q: WHY IS A SPECIFIC CRISIS COMMUNICATION PLAN FOR CORPORATE SOCIAL
RESPONSIBILITY (CSR) NECESSARY, RATHER THAN A GENERAL ONE?

A: A GENERAL CRISIS COMMUNICATION PLAN MIGHT NOT ADEQUATELY ADDRESS THE UNIQUE SENSITIVITIES AND STAKEHOLDER
EXPECTATIONS SURROUNDING CSR. CSR CRISES OFTEN INVOLVE ETHICAL CONSIDERATIONS, ENVIRONMENTAL IMPACTS, OR
COMMUNITY RELATIONS, WHICH REQUIRE NUANCED MESSAGING AND A DEEP UNDERSTANDING OF STAKEHOLDER VALUES. A
SPECIALIZED PLAN ENSURES THAT YOUR RESPONSE ALIGNS WITH YOUR CSR COMMITMENTS, MAINTAINS TRANSPARENCY ABOUT
YOUR ETHICAL PRACTICES, AND ADDRESSES THE SPECIFIC CONCERNS OF STAKEHOLDERS INVESTED IN YOUR SOCIAL AND
ENVIRONMENT AL PERFORMANCE.

Q: WHAT ARE THE MOST COMMON TYPES OF CSR-RELATED CRISES THAT COMPANIES
FACEP

A: CoMPANIES COMMONLY FACE CSR CRISES SUCH AS ALLEGATIONS OF GREENWASHING OR MISLEADING ENVIRONMENTAL
CLAIMS, SUPPLY CHAIN ETHICAL BREACHES (E.G., LABOR EXPLOITATION, UNSUSTAINABLE SOURCING), NEGATIVE ENVIRONMENTAL
IMPACTS FROM OPERATIONS <E.G., POLLUTION, HABITAT DESTRUCTION), COMMUNITY GRIEVANCES RELATED TO CSR PROJECTS
OR COMPANY ACTIVITIES, AND FAILURES TO MEET STATED DIVERSITY, EQUITY, AND INCLUSION (DED GOALS. MISMANAGEMENT
oF CSR FUNDS OR A LACK OF TRANSPARENCY IN REPORTING CAN ALSO TRIGGER CRISES.

Q: WHo sHouLD BE PART oF A CSR CRISIS COMMUNICATION TEAM?

A: THe CSR CRISIS COMMUNICATION TEAM SHOULD BE CROSS-FUNCTIONAL, INCLUDING REPRESENTATIVES FROM
COMMUNICATIONS, CSR, LEGAL, OPERATIONS, PUBLIC AFFAIRS, AND SENIOR LEADERSHIP. DESIGNATING A TEAM LEADER AND
CLEAR ROLES FOR EACH MEMBER, SUCH AS MEDIA LIAISON, SOCIAL MEDIA MANAGER, AND STATEMENT APPROVER, IS CRUCIAL FOR
AN EFFECTIVE AND COORDINATED RESPONSE.

Q: How CAN COMPANIES PROACTIVELY IDENTIFY POTENTIAL CSR CRISIS SCENARIOS?

A: PROACTIVE IDENTIFICATION INVOLVES CONDUCTING THOROUGH CSR RISK ASSESSMENTS THAT SCRUTINIZE SUPPLY CHAINS,
ENVIRONMENTAL IMPACTS, COMMUNITY RELATIONS, LABOR PRACTICES, AND THE AUTHENTICITY OF CSR cLAIMS. SCENARIO



PLANNING EXERCISES, STAKEHOLDER MAPPING, AND STAYING INFORMED ABOUT INDUSTRY TRENDS AND PUBLIC PERCEPTIONS OF
CSR ARE ALSO VITAL FOR UNCOVERING POTENTIAL VULNERARBILITIES BEFORE THEY MATERIALIZE INTO CRISES.

Q: \WHAT IS THE IMPORTANCE OF TRANSPARENCY IN CSR CRISIS COMMUNICATION?

A: TRANSPARENCY IS PARAMOUNT BECAUSE CSR CRISES OFTEN STEM FROM A PERCEIVED LACK OF HONESTY OR ETHICAL
LAPSES. BEING OPEN ABOUT THE FACTS, ACKNOWLEDGING MISTAKES, AND COMMITTING TO CORRECTIVE ACTIONS BUILDS TRUST.
HIDING INFORMATION OR BEING EVASIVE CAN EXACERBATE THE SITUATION, LEADING TO FURTHER DAMAGE TO THE COMPANY'S
REPUTATION AND ITS ABILITY TO MAINTAIN STAKEHOLDER CONFIDENCE IN ITS CSR EFFORTS.

Q: How CAN A COMPANY EFFECTIVELY REBUILD TRUST AFTER A CSR crisIsS?

A: REBUILDING TRUST REQUIRES CONSISTENT AND TRANSPARENT COMMUNICATION ABOUT CORRECTIVE ACTIONS AND ONGOING
COMMITMENT TO CSR PRINCIPLES. THIS INVOLVES DEMONSTRATING TANGIBLE PROGRESS, ENGAGING STAKEHOLDERS IN DIALOGUE,
AND ACTIVELY SOLICITING FEEDBACK. LONG-TERM RECOVERY ALSO MEANS EMBEDDING LESSONS LEARNED INTO ORGANIZATIONAL
PRACTICES AND POLICIES, ENSURING THAT THE COMPANY DEMONSTRATES A SUSTAINED COMMITMENT TO ETHICAL AND
RESPONSIBLE OPERATIONS.

Q: SHouLb CSR CRISIS COMMUNICATION MESSAGES BE DIFFERENT FROM GENERAL CRISIS
COMMUNICATION MESSAGES?

A: YES, CSR CRISIS COMMUNICATION MESSAGES SHOULD BE TAILORED TO REFLECT THE SPECIFIC NATURE OF THE ISSUE AND ITS
IMPACT ON SOCIAL OR ENVIRONMENTAL COMMITMENTS. WHILE GENERAL CRISIS COMMUNICATION MIGHT FOCUS ON OPERATIONAL
DISRUPTION OR SAFETY, CSR COMMUNICATION MUST ADDRESS THE ETHICAL DIMENSIONS, ENVIRONMENTAL STEW ARDSHIP, AND
COMMUNITY IMPACT, REINFORCING THE COMPANY'S DEDICATION TO ITS STATED SOCIAL VALUES AND COMMITMENTS.

Q: How Do YOU MEASURE THE EFFECTIVENESS OF A CSR CRISIS COMMUNICATION
PLAN?

A: EFFECTIVENESS CAN BE MEASURED THROUGH KEY PERFORMANCE INDICATORS (KPIS) SUCH AS RESPONSE TIME, MESSAGE
ACCURACY, MEDIA SENTIMENT ANALYSIS, SOCIAL MEDIA ENGAGEMENT AND SENTIMENT, STAKEHOLDER FEEDBACK (SURVEYS,
DIRECT INPUT), AND THE LONG-TERM IMPACT ON BRAND REPUTATION AND TRUST. POST-CRISIS REVIEWS AND DEBRIEFINGS ARE
ALSO ESSENTIAL FOR EVALUATING THE PLAN’S PERFORMANCE AND IDENTIFYING AREAS FOR IMPROVEMENT.
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