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If the horse has bolted, read on. Then
return to this point once the lifecycle is
over. But for those reading in advance of
any crisis hitting, congratulations. The
first stage in any crisis is predicting it
happening, and hopefully ensuring it
doesn’t develop.

A crisis communication plan, outlining key
company messages, contact details and a
procedure for who will be contacting who
and how (crises always have a habit of
showing up on a Sunday morning) is the first
item you should have in your arsenal. Include
information on key spokespeople and legal
contacts. Consider drafting template
statements or question and answer sheets to
cover the top five likely crises. Plan for the
worse, and the best might happen.

plan ahead

Consider establishing an issues team.

Their responsibility should be to identify and
monitor any issues which could result in a
crisis developing and also for working with
the communications team to determine an
appropriate response. They also need to
ensure any media planning is linked to the
organisational disaster recovery plan - if one
exists!

If you are a landlord, you could anticipate that
there may be a fire in a block, or perhaps a
staff member accused of fraud or a supplier
going under. Attach a risk factor to each
scenario in terms of importance and
likelihood of occurrence and revisit a
minimum of every six months.
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that’s life

Issue life cycle

If the first media enquiry has already
landed, or the concerned stakeholder
has raised a question, check where the
issue is on the issue life cycle - and keep
in mind that it might not seem like it at
its height, but the crisis it will end.

If it's before the trigger point, consider action
you can take to stop the intensity building.
This might include directly communicating
with the audience affected, say customers
who have purchased a specific product or
stopping a practice which is upsetting
residents, or seeking further feedback before
taking a course of action which isn’t being
well-received.
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The word is out and you are now facing
a full-blown crisis. With health and
safety implications or legal
complications the advice from others
might be to say nothing. Don’t. If the
word is already out, creating a void for
the media or your key audiences to fill
will only make things worse.

Instead prepare statements for key
stakeholders and the media. Stick to your
key messages and ensure you are saying
the same thing to all parties. Ensure you
have a spokesperson on hand for broadcast
and radio interviews. This does not have to
be your most senior employee - it should be
someone who speaks clearly, isn’t easily
ruffled and has had media training. Keep a
plain outfit, such as a non-stripey shirt, in the
office to be ready for a television interview.

trigger happy

A tie in a drawer is also a good bet for men,
where as women need to be aware of over
flamboyant jewellery which might detract
from your words. You might not judge a
book by its cover, but we're talking
television, not literary classics.

Include the facts you do know. If you are
asked a question you don’t know the
answer to, don’t feel you have to lie. Instead
state the truth and inform the media you will
answer that as soon as you can. Today’s
media often demands speed over accuracy,
however the most important thing is to be
consistent, and consistently honest. Different
staff saying different things to different
audiences is one sure fire way to ensure the
impact of the crisis lives on.

Don’t be afraid to express sympathy if
people have been negatively affected. It does
not mean that you are to blame or admitting
liability. Sorry can be the hardest word - but if
it’s called for and you mean it then that
genuine response is the best option.

The best statements are as simple as ABC.
They include the Action you are
taking/planning to take, a statement that
Bridges the gap between rumour and fact,
and a Comment on how the organisation
feels about the situation.
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Yol monitor

Monitor what people are saying about
you throughout the crisis. Don’t forget
social media.

For those in the heat of the action it might feel
as though everyone is talking about your
organisation - the truth might be different.
Log the media calls, and resulting coverage -
it's the quickest way to spot trends in
questions or (hopefully) a depletion in interest.

Appoint a member of your team to circulate
coverage as it appears to those in the
organisation who need to be kept informed.

It helps to ensure everyone knows the status,
and importantly, that you are aware and
responding as needed.

Your perception of how the audience is
receiving your message might not be reality,
so seek feedback from trusted stakeholders
and actively involved residents/customers.
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. learn

Phew, you survived with your reputation,
share price or customer base pretty
much intact.

Tempting as it might be never to refer to the
incident again, now is the best time to
understand whether the crisis was an issue
ignored, or what could be put in place now to
make the process easier on senior staff next
time. Would media training be of use, or
perhaps you need a media pack ready or a
protocol on who speaks on what to whom
when a crisis begins?

Could you link up your legal and
communications teams more effectively so
they are ready for an issue - and can work
to spot early when it might happen?

If appropriate, prepare a short report for
executive teams and board outlining how the
issue emerged, how it was dealt with, how
damage to reputation was minimised and any
key learning points.
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When reputation is damaged it takes
time to recover. Years after being in
supervision you’ll find references to
‘failed’ or ‘troubled’ local authority Y,
despite the article being 99 per cent
positive.

A rush of good news is too contrived, but a
steady stream of positive work which doesn’t
ignore the fact that the organisation had a
set-back is one way to get reputation back
on track.

Look at where the bridges have been burnt -
is it suppliers’ goodwill, staff confidence or
customer sales that have been impacted
most. If possible bring those people around
the table to help them find the solution to
what went wrong - who knows, perhaps
you'’ll end up with an ever better organisation.
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The Bridge Group offers:

®m Crisis communications plans For more information, including previous

and stakeholder mapping case studies and our qualifications,
® Media interview training please visit www.bridge-group.co.uk,

email j.goode@bridge-group.co.uk or call

B Templates of prepared statements
Jonathan on 024 7656 0440.

for your most likely crisis

m A temporary press office for any crisis -
including on-site attendance if needed.

Concept House, 9 Orchard Court,

Binley Business Park, Coventry CV3 2TQ

t: 024 7656 0440 f: 024 7656 0441 .
TheBridgeGroup
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