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We Turn 10 in 2018We Turn 10 in 2018



Agenda
PREPARATION	
1. Identify	potential	crises	and	trigger	points
2. Establish	a	crisis	communication	team	
3. Determine	the	appropriate	positing/messaging	for	

each	scenario	
4. Designate	a	spokesperson(s)
5. Development	of	assets
6. Train	and	inform	your	staff	



Agenda
ACTION		
1. Communication	to	employees	and	customers
2. Determine	the	media	communication	method	
3. Facilitate	a	media-training	refresher	
4. Track	media	coverage	
5. Evaluate	your	crisis	communication	plan		



As a marketer, I typically want as 
many people to see what we do 

with our clients 



In the case of PR Crisis Planning, 
we hope no one every sees it!



Luckily, we focus a lot more on 
creating positive PR for our clients 

than executing these plans



Do you have a PR Crisis Plan or 
engage in Annual Training?





Study with 300 board members 
worldwide



76% of board members feel they 
would respond effectively to a 

crisis



But:
Only 49% engage in monitoring 
and internal communications to 

detect trouble ahead 



But:
49% say they have a playbook for 

likely crisis scenarios



But:
32% say engage in crisis 

simulation or training



And:
30% of board members who had 

been through a crisis said their 
reputation was recovered in a 

year



And:
16% said it took four or more 

years



So, planning is a big deal and the 
costs can be substantial!  



PREPARATION



Identify potential crises and 
trigger points



Think of possible crisis your 
organization could face both big 

and small 



You cannot plan for every 
particular situation, but think of 

where you would be most 
vulnerable 



Product Issues and/or Recall?



Branding/Marketing



Human Resources 



Employee Incidents 



Data Breach



Natural Disaster





Gather as much information on 
each potential disaster, such as all 

of those it could impact



Does the situation risk having a 
negative impact on your:

Reputation?
Bottom line?

View of stakeholders? 



Could the situation trigger: 
Liability claim?

Class action lawsuit?
Loss of staff?
Loss of life? 



What is the nature of the situation 
in terms of:

Increased negative chatter 
online?

Online attacks on the brand?
Is it highly sharable or parallel 

with other current issues?



Issue?  
OR 

Crisis?  



Establish a Crisis Communication 
Team 



Designate individuals within your 
organization who will be involved 

in the crisis communication 
process 



Need to make sure that the team 
is ready to properly communicate 

with each type of media 



Are they good at writing?
Will they be comfortable in front 

of a camera or at a press 
conference? 



Create a hierarchy for the crisis 
communication team and 

establish roles and responsibilities



Discuss with your team on how to 
handle different situations and 
play through scenarios so the 
team stays calm during a crisis



Determine the Approach, 
Positioning and Messaging to 

Address Each Scenario



Now that you have a team in 
place that is knowledgeable of 

different scenarios, determine the 
best route for your organization to 

take



Would you provide a public 
apology? 

Would you offer help to those 
affected? 

Would you offer a transparent 
explanation of the situation?



Having potential reactions pre-
determined with allow you to 

modify based on the real 
situation, thereby speeding up 
the process and allowing the 

team to stay calm and in control



Designate Spokesperson(s)



Designate one or in certain cases 
several people to handle all 

communication 



It also allows you flexibility to 
choose the right spokesperson 

given the actual situation  



Consider different audiences:
Employees
Customers

Shareholders 
Media
Victims



Even effective leaders like CEO’s 
don’t always make the best 

spokesperson 



Particular people might be better 
than others depending on the 

situation

Particular people might be better 
than others depending on the 

situation





April 9th:  United fight 3411, 
David Dao is forcibly removed 

and it is caught on tape



April 10th:  
Outrage 

explodes on 
social media 

and Oscar 
Munoz issues 
the following



April 10th:  Munoz issues a letter 
internally to employees taking 

their side and calling Dao 
“disruptive and belligerent”



April 10th:  The media slams 
United for the situation and for 

being tone deaf 



April 11th:  United starts off the 
day on Wall Street loosing $1 
Billion from its market value



April 11th:  
Another 

correspondence 
from Munoz



April 12th:  
Munoz appears 

on Good 
Morning 

America with an 
apology 



April 12th:  Calls for boycotts 
mount in China which derive $2 

Billion in revenue for United



April 13th:  A major Chicago 
attorney that won class action 

lawsuit against the NFL and NHL 
for players starts weighing in on 

the situation



April 13th:  United reiterates in 
apology 



April 13th:  United Master 
Executive Council union 

expresses its outrage 



April 16th:  United confirms it 
changed it overbooking policy 



April 19th:  Munoz meets with 
Chinese consulate over ”possible 
the impact to bookings” as social 
media in US, China and Vietnam 

call for boycotts 



April 21th:  Munoz is denied his 
planned promotion to chairman



Development of Assets



Dark site?



A dark site web site or series of 
web pages that have been pre-

prepared and ready to publish to 
the internet quickly in the event of 

a crisis 



Basic elements of a dark site:
Press release(s)

Contact information 
Real-time updates

Social feeds
Video/Letter from CEO

FAQ’s











Core ValuesCore Values



Dark sites are not a universal 
solution since they take resources 
to establish, must be maintained 
and there are other channels that 

can be utilized 



Determining if dark sites are the 
right solution during your 
planning stages is critical



Also, consider developing or 
using:

Media lists
Press event agendas

Media kits and pitch decks 



Social media use 







8 Tips for social use



Know the platforms and how to 
use



Cater the content to the platform 



Study how others have used 
social platforms in the past a learn 

from successes and mistakes



Post statements rebutting false 
statement and provide accurate 

information



If possible, have a team dedicated 
to social media 24/7 to respond 

to media and the public



Provide a road map of action for 
the public with all steps your 
organization plans to take to 

address the issue both in short-
term and long-term



Try to get ahead of the story 
before things escalate 



Respond but don’t argue



Training Your Crisis 
Communication Team 



Once you have your planning 
completed and assets built, 

training and informing your team 
is critical  



Run through the different 
scenarios you outlined in your 

planning and envision the steps in 
action 



Document the process which will 
be helpful to reference during a 

real crisis



ACTION



Develop Communications to 
Target Audiences



Based on the audiences you 
identified, use the materials and 

plans created to get ahead of the 
story



For example, with employees or 
customers, you want to lead the 
story so rumors or online chatter 

does not get ahead of you



Determine the Media 
Communication Method



Proactive 
vs.

Reactive



Issue 
vs. 

Crisis 



Proactive is always best, but make 
sure that you are ready once you 

take action



Think through reactions and make 
sure your team is ready to answer 

difficult questions



Even if you have planned well, 
you might have to take some time 
to fully understand or investigate 
the situation before offering a lot 

of feedback



Make sure your information is 
accurate because retracing or 

correcting can chip away at 
credibility 



It is helpful to highlight a past 
track record in an area like quality 

products that have little issues 



Facilitate a Media-Training 
Refresher



Participate in a refresher with 
spokesperson(s) to make sure 
they are comfortable and well 

informed of the actual crisis



What do they do if they don’t 
know the answer to a question? 



Track Media Coverage 



Keeping track of coverage and 
online sentiment is critical during 

a crisis



Utilize software as a guide









Coverage, both positive and 
negative, can provide insight into 

how the organization is being 
viewed



Do you need to:
Clarify?

Expand upon? 
Redirect information?



Evaluate Your Crisis 
Communication Plan



After a crisis, evaluate your 
performance, plan next steps and 

make changes as needed 



THANK YOU!
Contact:

eric@epicosity.com
/ericsivertsen

@EpicosityAgency
epicosity.com




