


LEARNING 
OUTCOMES

To develop: 
• the ability to develop and deploy established 

media relations activities during crisis 
• the ability to independently evaluate, draw 

upon, and offer practical recommendations 
to organisations facing crises

• advanced communications and strategic 
planning skills in the production of a crisis 
response plan.

Key focus: 
• Crisis management/communication plan 

(CMP/CCP)
• Crisis management team (CMT) 
• Scenario – discussion 



'Most of the work done in the name 
of crisis management is in fact 
crisis preparedness'

(Griffin, 2014)



Crises – 
perceptions
(Griffin, 2014)

Terminology and attitudes are extremely 
diverse:

• For some organisations ‘crisis’ is a dirty word

• Incident management with emergency 
response

• ‘We have crises every day’

• Issues management

• Reputation risk



Regester 
& Larkin 
(2008)

‘An issue ignored is a 
crisis ensured’



ICM (2022)



Which crisis 
categories 
are most 
common? 



Who typically 
experiences 
and prepares 
for crises?

Big companies with major assets

Physical product-led companies 

Service industries 

 Which category do your clients 
belong to?



Why do 
crises 
happen? 

• Rigid management systems

• Overconfidence

• Poor structure

• No emphasis on substance 



CMP, CCP, 
CMT 

Crisis Management Plan vs Crisis 
Communication Plan 

Crisis Communication Team









Key elements 
of a crisis 
manual

1. Identification of potential crises
 2. Establishment of a crisis
management/control team
 3. A 24 hour mobilisation plan
 4. A written manual of procedures
 5. Co-ordination of procedures with third 
parties
 6. Regular trial runs to test the plan



Crisis 
Management 
Team

• CEO/President/Senior Execs

• Comms

• Marketing/Sales

• Operations

• HR

• Legal



Key elements 
of a crisis 
manual

• Agreed procedures and training 
programme for handling initial ‘crisis call’ 
whether it is received by the chief 
executive's office, the switchboard operator, 
or arises in the public domain

• Prepared corporate ‘position statements’ 
or guidelines on all issues likely to affect 
organisation 

• Prepared ‘holding statements to ensure no 
potentially damaging comment is released 
to media or other party



Key elements 
of a crisis 
manual

• Communication plan for informing sales 
force and other employees of action 
required

• Product withdrawal procedures including, 
where relevant, agreed liaison procedures 
with distributors/retailers

• Mock-up advertising layout to cover 
potential needs

• Draft press releases to provide format and 
content  guidelines

• Dark site/dark side on the website



Dark site/
dark side



PR role in 
crisis

• Ensuring nominated spokesmen are 
media trained in subject  matters related to 
each potential crisis

• Ensuring plans for handling media 
enquiries 
are prepared in advance

• Picking your way through the minefields of 
semantics and misinterpretation 
surrounding the exact wording of key 
policy statements – KISS!

• Playing your part in containing that crisis 
alongside the other key players to 
minimise the damage, whether financial, 
trading or reputation



Stakeholder 
mapping

• Primary and secondary



Stakeholder 
mapping – 
‘get to know 
the enemy’
(Deegan, 2001)

• Identifying activists that may prove a 
threat

• Identifying activist goals

• How activists view the organisation

• Public opinion and potential threats

• Organisational performance

• Outside influences



Stakeholder 
mapping – 
‘get to know 
the enemy’
(Deegan, 2001)

• Focus: relationship building, 
negotiation and conflict resolution

• Which groups to approach

• When to approach

• Who to approach first

• Less hostile groups

• Immediate threats

• Local groups



Media 
relations

• When did their chair/CEO/PR last meet key 
journalists? 

• What’s the tone of the media coverage – 
positive, negative, neutral?

• How does this compare to industry 
standard/competitor position –are you 
being set up as the ‘bad guy’ or ‘fall guy’?



How much 
work should 
go into a 
crisis plan? 

• 200 page document
• 4 page framework
• Busk it on the day?



Golden rules 
(and processes 
to adhere to!)

1. Call in the legal experts as soon as 
possible, release no information to 
the media without having it checked 
by the legal experts.

2. Have one source of news in and 
out, make sure that receptionists 
know who and how to handle calls 
(most companies include 
receptionists and telephonists in 
crisis training scenarios).

3. Don't say “No Comment;” if you 
don't know, say so and promise to 
get back in touch as soon as you 
do know, and do it.



Golden rules 
(and processes 
to adhere to!)

4.  Arrange for an independent, official 
enquiry (often a legal necessity for 
transport accidents etc.) as well as 
your own enquiry, and publish the 
results when available?
5.  Cancel all product advertising – 
perhaps replace it with product recall 
advertising?
6.  The guiding principle initially is to 
save life before reputation = people, 
environment, property, money.



Golden rules 
(and processes 
to adhere to!)

7. Remember Owned media: 
• the role of the website 

and social media in giving clear 
instructions on what is happening, 
what to do etc., 

• don’t forget the intranet and/or 
extranet to keep employees and 
other stakeholders informed.



When should 
a CEO step 
up?



When should 
a CEO step 
up?

• You need more than one person 

BUT

• With one voice and message

• They have to media trained 

• Manage expectations 

• Consider crisis size and impact



When should 
a CEO step 
up?

Key considerations:

• Number of affected employees 

• Casualties

• Litigation / stock plummeting

• Negative media hype & loss of 

reputation

• Government investigation



When should 
a CEO step 
up?



When should 
a CEO step 
up?



1. You are a PR Consultant and have just 
received a call from the local NHS Trust 
hospital (not a client), asking for some 
help.

2. One of the patients being treated in the 
accident and emergency unit has stabbed 
a visitor.

3. The local paper wants the Chair of the 
Trust to make a statement at a news 
conference.  

What will you advise?
What will you charge?
Holding/position statement?

Off to 
you!



What’s next?

• Week 4 Workshops:
• Cinnamon Toast Crunch
• CMTs analysis
• Response procedures (NUSU)

• Week 5: Channels & Responses
• No lecture
• Seminars: writing response templates


