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What is a Crisis? 
A crisis is any situation that threatens the integrity or reputation of your company. This 
can be exacerbated by adverse or negative media attention. A situation deemed as a 
crisis can be any kind of legal dispute, theft, accident, fire, flood or manmade disaster 
that could be attributed to your company.  
 
A crisis can also be a situation where, in the eyes of the media or general public, your 
company did not react to one of the above situations in the appropriate manner. This 
definition is not meant to be all encompassing, but is designed to give you an idea for 
the types of situations where you may need to follow a crisis communication plan.  
 
When a crisis is handled appropriately the damage can be circumvented or at the very 
least minimized. One very important thing to remember that is central in any type of a 
crisis is to always; tell it all, tell it fast and tell the truth. It may not be easy or 
comfortable, but this is an absolute necessity in order to maintain a positive image and 
reputation in the court of public opinion.   
 
If you learn that a serious incident with the potential to damage the reputation of the 
company or organization has occurred, immediately contact the senior administrator of 
your department or the designated person as set forth by company policy and 
procedure.  This person will then contact the Crisis Management Team (CMT) and 
other authorized executive officials to take the appropriate action in addressing the 
concern(s) at hand.  
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Why Have a Crisis Communications Plan? 
A Crisis Communication Plan (CMP) is an essential part of emergency preparedness 
and response.  An important part of a company’s success and credibility is dependent 
on its reputation via public perception.  Having a solid crisis communication plan laid 
out in advance of an actual crisis is imperative for effective management of a crisis 
should one occur.  
 
The CMP should be integrated with the crisis management or operations plan as it is 
vital to managing a crisis effectively. A crisis communication plan that is understood, 
tested and practiced, can not only save a company’s reputation, but may also save lives.    
 
An event that generates unfavorable messages in both traditional and digital/social 
media can contradict a company’s public image (internal and external) and sabotage a 
great deal of careful planning. A company needs to be prepared to respond to crisis 
situations, not limited to, but including the following:  

• An exterior wall of our corporate headquarters collapses. 

• The corporation’s technology infrastructure has been compromised and it takes 
more than 72-hours to resolve and identify the problem. During this time, all of 
the company’s technology based systems are non-functional.  
 

• A major, non-violent crime, such as embezzlement is committed by an employee. 

• During a stockholders meeting, there is a large group of demonstrators 
demanding better working conditions and increased pay at one of our overseas 
locations. 

 
How to use this plan 
 
This crisis communication plan is a generic blueprint or template. It will need to be 
adjusted to the specific characteristics of each company, industry or organization along 
with their policies and procedures. It is not intended to answer all questions or fill all 
needs, but serves as a basic outline of options to consider.  
 
While the plan outlines specific steps and guidelines, it should be thought of as flexible 
with the ability to be adapted according to the situation at hand. The contents within 
can be used to supplement a company’s existing plan or serve as the foundation for 
developing one.  
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Limitations of a Crisis Communications Plan 
Without a crisis communication plan no one knows where to even begin should one 
occur. A crisis demands a quick, effective, on-target response from a company 
(organization or corporation) to preserve its credibility and reputation.    
 
A crisis can create panic, fear, chaos and confusion. And, with the advanced media 
technology of this era, there are no longer days in which to prepare a public response, 
but only hours or even minutes. This is not the ideal state of mind or situation in which 
to try and devise a strategy of how to handle a situation appropriately. Hence, this is 
why it is imperative to have a crisis communication plan prepared and practiced in 
advance.  
 
However, a crisis communications plan does have limitations. It should not be viewed 
as an end-all means that fully resolves every crisis, in every situation or provides for all 
the answers. It can be a serious detriment if a company believes it is fully prepared 
simply because a plan exists.  A crisis communication plan serves only as blueprint or 
template that outlines general needs; providing information and the course of action to 
be taken in addressing said needs.  
 
Moreover, a plan is also limited by its latest revisions. Business operations change, 
policies/procedures change, employees change and so do media contacts; all of which 
can render a plan ineffective if not updated accordingly. Thus, the plan is a strategic 
document that must be frequently revisited, reviewed and revised.    
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The Crisis Management Team-Overview 
The crisis management team (CMT) is comprised of designated individuals who are 
assigned various responsibilities to handle the differing aspects of the crisis. Appointing 
and identifying the key individuals of the team makes it possible to more effectively 
manage the situation and streamline the process. In addition, establishing a clear set of 
designated responsibilities and actions to be taken by each individual helps to avoid 
duplication of efforts and minimizes the possibility of conflicting information being 
released.  
 
This team should consist of individuals who provide for a diverse background of 
knowledge, management/staff levels and expertise along with including individuals 
who were/are closely connected to the crisis situation (i.e., a supervisor/manager who  
was on-site when an accident occurred). In order to maintain an efficient decision-
making process it is best to keep the total number of involvement to less than ten 
individuals.  
 
Back-ups or replacements for each member should be designated, as well, in the event 
that a primary member should be unavailable for any reason. In some instances a crisis 
management team member may fill more than one position, i.e., the president may also 
be the designated spokesperson.   
 
A sub-category of the CMT should be created to include a digital/social media crisis 
team to handle the technology based aspects of communications for the crisis situation. 
This team would work closely with the CMT and report back pertinent information.  
 
The technical based facets that the digital/social media crisis team would monitor and 
update include, but are not limited to:  
 

• Company Website(s) 
• Facebook 
• Twitter 
• Myspace 
• RSS feeds 
• Online news sites 
• Blog sites  
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The Crisis Management Team-Members  
In general, the Crisis Management Team (CMT) would include:  
 

• The President  
• Senior Vice President  (can serve as back-up to the President) 
• Administrative Assistant to one of the above 
• CEO  
• Head of Public Relations 
• Head of Communications 
• Senior Manager or representative from the division in charge of the area that was 

 involved in the situation that has brought about the crisis 
• Designated spokesperson 
• Legal Counsel (if appropriate)  

 
As describe in the Crisis Management Team-Overview (page 4) an important sub-category 
to the main CMT would be the development of a Digital/Social Media Crisis Team to 
monitor and manage the interactive technology-based facets of the crisis. 
 
Depending on the crisis, the team could also include: 
 

• Chairman of the Board of Trustees 
• Vice President of Operations 
• Associate Vice President(s) from specific departments  
• Vice President of Stockholder Relations 
• Director of Safety and/or Security  
• Communications department staff 
• Customer Service Specialist(s) 
• Employee Representative(s) 
• For a large-scale crisis that draws widespread national and/or international 

 media attention an outside public relations counsel or PR firm may be needed.  
 
In addition to the CMT, the Public Relations or Communications departments should be 
supplemented with competent people who can manage tasks such as fielding phone calls 
and escorting media. Having calls from the media answered promptly and directed to 
the right contact is essential. The switchboard operator(s) may need additional staff to 
assist in managing a high volume of calls and transferring them to the above-mentioned 
departments. 
 
As soon as possible, a prepared statement should be given to this staff. The statement 
should be something basic such as, “At this time facts are still being gathered. A press 
conference will be held at [date or time]. Please give me your name and number. When 
further details become available we will contact you."  
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The Crisis Management Team-Contact Sheet   
Once the crisis communication team is selected a contact sheet should be made for each of the 
person including the back-up  what each team member is responsible for. This should also 
provide contact information such as phone numbers, cell numbers and e-mail addresses. An 
asterisk can be inserted in the (*) to denote the primary choice or means of contact. Below is a 
sample format. From this information a roster can also be compiled and distributed to the 
appropriate departments, staff or administrators.   

Crisis Management Team 

1. Name:________________________________ Title: ________________________________ 

Area of Responsibility:  _______________________________________________________ 

Description of Responsibility: _________________________________________________ 

____________________________________________________________________________ 

__________________________________________________________________. 

(  ) Work:  (        ) ______- _________ Ext. _________ 

(  ) Home: (        ) ______- _________ 

(  ) Cell:     (        ) ______- _________ 

(  ) Work E-mail: _______________________@______________ 

(  ) Personal E-Mail: _______________________@______________ 

Back-Up’s Name: ___________________________________ Title: _____________________ 

(  ) Work:  (        ) ______- _________ Ext. _________ 

(  ) Home: (        ) ______- _________ 

(  ) Cell:     (        ) ______- _________ 

(  ) Work E-mail: _______________________@______________ 

(  ) Personal E-Mail: _______________________@______________ 



 

[7] 
 

The Crisis Management Team-Initial Responsibility   
One of the first responsibilities of the crisis communication team (CMT) is to 
understand the crisis as fully as possible. By addressing the following questions, the 
team can better manage the company’s internal and external responses. 

 

CMT Members Need Information Regarding the Following: 

• What happened? 
• When and where did it happen? 
• Who was involved? 
• What was the cause? 
• Has the cause of the crisis been resolved? 
• What are we doing to end the crisis? 
• How much damage has resulted? 
• Is further damage expected? 
• What safety measures have and are being taken? 
• Who is to blame? 
• Do we accept responsibility? (acknowledge responsibility and avoid premature 

 blame) 
• Has this happened before?  

  If so, when?   
  How was it handled?  
  Why did it happen again? 

• What are we doing to ensure it doesn’t happen again? 
• What are we saying to the victims? Their families? 
• How will XYZ operations be affected? 
• Are there witnesses? 
• Can we speak to the witnesses?  
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The Crisis Management Team-Initial Tasks   
The following are an example of tasks that should be considered and a designated 
person assigned to manage at/or before the first crisis management team meeting. The 
president or designee will determine the initial actions to be taken and further discuss 
options with the team members.   

 

TASKS (optional)       ASSIGNED TO   

Notify crisis team and set meeting.     President or designee 
 

Notify senior staff. If applicable, notify  
other employees. 
 

Notify board of directors. 
 

Develop positioning/key message. 
 

Monitor and report crisis-related exposure via  
Digital/social media outlets. 
 

Monitor and report crisis-related exposure via  
traditional media outlets. 
 

Identify key audiences, i.e. board of trustees, stockholders 
employees, former employees, union members, community 
affiliations, media, etc. 
 

Identify the form(s) of communication for each key audience. 
 

Assign person(s) responsible for communicating with  
each key audience. 
 

Write, prepare statements for public and various media  
outlets.  
 

Research, write, collect, prepare collateral materials. 
 

Notification to stockholders and media (if applicable). 
 

Handle media inquiries and interview requests.  
 

Set-up communications center if needed. 
 

Inform switchboard and others who are fielding calls 
and monitoring company website. 
 
Produce contact info list/card for crisis team members. 
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Positioning-Overview   
One of the first responsibilities of the crisis communication team will be to determine 
the appropriate positioning or message. This is a key phrase or statement that addresses 
the crisis and will have continuity throughout all forms of communication. The 
positioning phrase/statement can and may need to be changed to fit the crisis as it 
evolves.  

This is where the "tell it all, tell it fast and tell the truth" principle plays a significant 
role.  Doing so may not be easy or comfortable, but is the best approach to preserving a 
company’s public image and reputation. And, the first and foremost goal is to protect 
the integrity and reputation of the company. Therefore,  never try to lie, deny or hide 
involvement. Furthermore, if the situation is ignored, it will only get worse.  

When a mistake has been made, it is best to be up-front and admit it fully while doing 
whatever possible to re-establish credibility and confidence with internal/external 
audiences.  

This may be difficult for senior management to do, especially if legal counsel is 
involved; since it is their job to minimize the potential legal costs to the company. 
Because of this, attorneys may often take the position of say absolutely nothing or “no 
comment”. Although there are good intentions, the “no comment” position may 
actually cause the crisis to escalate.  

Unfortunately, the public often perceives silence or a “no comment” response as means 
for a cover-up or some admission of guilt. In turn, this can lead to speculation and 
misinformation, most of which will be negative. All of which can be detrimental to the 
reputation of the company and/or its leadership.  

In the court of public opinions, mistakes tend to be forgiven when admitted. However, 
if there is a perception of lying or some form of deceit, the repercussions can be harsh; 
far reaching and long enduring. Hence, it is better to follow the principle of "tell it all, 
tell it fast and tell the truth" to minimize the potential for negative outcomes. 
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Positioning-Categories of Crises   
The causes of almost all crises fall into two broad categories:  

• Overt acts and acts of omission.  

• Issues of competence or lack thereof in matters of public perception.  

 

Examples of positioning categories that can account for a crisis incident are:  

• Human error 

• Clerical error 

• Unauthorized procedures 

• Inadequate supervision 

• Inadequate quality control 

• Misuse of confidential information 

• Errors in judgment  

It is important to consider the wide range of consequences (e.g., legal, financial, public 
relations, effects on administration, and effects on operations) when deciding on a 
position/message.  

With a position statement it can be beneficial to include actions that have already been 
taken to correct the situation. Also include future actions. This will help to build the 
public’s confidence in the company’s leadership. These actions may deal with 
personnel, procedures, facility operations, etc. 

Something important to remember is that people tend to remember what they hear first 
and last. Therefore, “opening” and “closing” statements (written and verbal) are 
extremely important. Wording should be chosen carefully!  
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Positioning-Concerns for Consideration 
When developing a position it may be helpful to consider the following areas of general 
concern:    
 
 
List of General Concerns 
 

1. Health  
2. Safety 
3. Ecological/Environmental  
4. Economic  
5. Quality of Life 
6. Equity/Fairness 
7. Cultural/Symbolic 
8. Legal/Regulatory 
9. Basic Informational – Who, What, Where, When, Why, How 

10. Openness/Transparency/Access to Information 
11. Accountability 
12. Options/Alternatives 
13. Control 
14. Effects on Children/Future Generations 
15. Irreversibility 
16. Ethics/Morality 
17. Unfamiliarity 
18. Changes in the Status Quo 
19. Voluntariness 
20. Benefits 
21. Expertise 
22. Honesty 
23. Listening/Caring/Empathy 
24. Trust
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Positioning-Message Mapping 
 
Using a message map worksheet can aid in the process of defining a clear position and 
serve as a blueprint for various forms of communication. Below is an example of a 
completed message map worksheet.  
 

Message Map Worksheet 
 

Scenario: Leak at impoundment 
Stakeholder: Members of the local community 
Concern:  Safety of drinking water 
 

 

KEY MESSAGE 1

 

KEY MESSAGE 2 KEY MESSAGE 3 

Safe drinking water being 
provided to the 
community. 

We apologize for any 
concern on inconvenience 
caused by the situation. 

Working to control a 
possible leak. 

Support Point 1.1  Support Point 2.1  Support Point 3.1 

Arranged for potable 
water supplies.  We immediately notified 

authorities.  Using information from 
monitoring wells. 

     
Support Point 1.2  Support Point 2.2  Support Point 3.2 

Worked with the local 
water authorities to 
provide drinking water. 

 We’ll continue to 
provide information.  Working with local 

authorities. 

     
Support Point 1.3  Support Point 2.3  Support Point 3.3 

Will continue to provide 
drinking water until 
extent of leak determined. 

 Additional information 
available from the town.  

We immediately 
examined the 
surrounding area. 
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Positioning-Blank Message Mapping Worksheet 

Scenario:  
Stakeholder:  
Concern:  
 

 

KEY MESSAGE 1 KEY MESSAGE 2       KEY MESSAGE 3 

   

Support Point 1.1  Support Point 2.1  Support Point 3.1 

     

     
Support Point 1.2  Support Point 2.2  Support Point 3.2 

     

     
Support Point 1.3  Support Point 2.3  Support Point 3.3 
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Designating the Spokesperson 
 
One individual should be designated as the primary spokesperson to represent the 
company, make official statements and answer media questions throughout the crisis. 
The communications department coupled with the digital/social media crisis team will 
help coordinate electronic and traditional media distribution of crisis-related 
statements, photos, video, facts, collateral pieces and contact information.  

A back-up to the designated spokesperson and media specialists should be identified in 
the event the primary person is unavailable for whatever reason.   In addition to the 
primary spokesperson and the backup spokesperson, individuals who will serve as 
technical experts or advisors should be designated. These resources might include 
internal/external financial experts, engineers, union representative(s), leader(s) in the 
community or anyone that may be deemed necessary during a specific kind of crisis.  

There should also be an authority or technical expert in the related field of the crisis 
who is available to supplement the knowledge of the spokesperson and/or speak on 
their behalf.  

Criteria for the spokesperson or anyone who will be addressing the media and/or 
public:  

• Comfortable in front of a TV camera and with reporters.  
• Preferably, skilled in handling media. 
• Skilled in directing responses to another topic. 
• Skilled in identifying key points. 
• Able to speak without using jargon. 
• Respectful of the role of the reporter. 
• Knowledgeable about the organization and the crisis at hand. 
• Able to establish credibility with the media.  
• Able to project confidence to the audience. 
• Suitable in regard to diction, appearance and charisma.  
• Sincere, straightforward and believable. 
• Accessible to the media and to internal communications personnel who will 

 facilitate media interviews. 
• Able to remain calm in stressful situations.  
• Able to “flag” and “bridge” during verbal response.  

Other parties involved in the crisis; police, fire department, health officials, etc., will 
also have a spokesperson. It is important to obtain the identity of that individual as 
early as possible, so all statements and contacts with the media can be coordinated 
between the two individuals and the organizations they represent.   
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Designating the Spokesperson-Assignment Sheet 

Below is an example of a worksheet that can be used to designate responsibility for who 
will be communicating with internal/external audiences.  
 
Stakeholder Audience Spokesperson Spokesperson 

Alternate 

Internal  

Sr. Advisors    

Board members/Stockholders   

Employees   

Families   

Clergy   

External 

Partners and Customers 
(vendors, distributors, etc.)   

Current and potential 
shareholders   

Elected Officials   

Local and State fire/EMS   

Media: Local, regional and 
national    

Industry and Trade Associations   

Public   
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Designated Spokesperson-Tips  

Avoid using “I.”  
• Speak for the organization using its name or the pronoun “we.”  
• Avoid the impression that you, alone, are the authority or the sole  decision-

 maker. 
• Never disagree with the organization you represent by saying: “Personally, I 

 don’t agree,” or “Speaking for myself,” or “If it were me …” 
 

Avoid speculating. 
• Stick to the facts of what has, is and will be done. 
• Avoid speculating on worst-case scenarios, what could be done, on what  might 

 happen, or on possible outcomes. 
 

Avoid making promises you can’t keep. 
• Promise only what you can deliver. 
• State your willingness to explore other options. 

 

Avoid jargon, technical terms or acronyms.  
• Limit their use and explain those you must use. 

 

Avoid negative words and phrases. 
• Use positive or neutral terms. 
• Avoid words like no, never and none. 
• Avoid highly-charged analogies, like “This is not Bhopal.”  

 

Don’t blame others. 
• Accept your fair share of responsibility. 
• Don’t point fingers at others. 
• Focus your communications on how problems can be rectified. 

 

Avoid details on how much the response effort is costing. 
• Focus on how the response has supported the well-being of those    

  affected.  
 

Avoid humor. 
• No exceptions! Humor of any kind is not appropriate in an emergency   

  situation.  
 
Don’t repeat negative allegations. 

• Refute critical allegations succinctly. 
• Draw upon and reinforce your key messages. 
• Do not speak for or on behalf of the opposition. Always let them speak for  

  their self.  
 

Don’t become defensive.  
• Respond to issues, not personalities. 
• End debates, rather than continue them. 
• Stay calm. 
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Designated Spokesperson-Body Language 

Positives  
 

• Frequent eye contact: honest, open, concerned about your audience.  
• Well-modulated, confident voice tone: honest, knowledgeable, trustworthy.  
• Keep your hands in sight (while keeping hand movements to a minimum): 

 honest, open, caring, confident.  
• Posture – If standing, stand tall and straight, but not rigid. If seated, sit forward 

 in the chair and lean forward slightly toward the audience: honest, open, caring, 
 confident.  

• Dress appropriately (perhaps slightly more casual than your normal business 
 attire): approachable, audience-appropriate, honest, credible.  

• Well-groomed (but not elaborate): knowledgeable, credible.  
 

 
Negatives 
 

• Poor Eye Contact: dishonest, closed, unconcerned, nervous, lying  
 
• Constant throat clearing: nervous, lacking self-confidence  

 
• Arms crossed on chest: arrogant, not interested, uncaring, not listening, 

 impatient, defensive, angry, stubborn, and not accepting  
 

• Frequent hand gestures/body movements or fidgeting: dishonest, deceitful, 
 nervous, lacking self-confidence  

 
• Hidden hands: deceptive, guilty, and insincere 

 
• Speaking from behind barriers (podiums, lecterns, tables, desks) or from an 

 elevated position: dishonest, deceitful, too formal, withdrawn, distant, 
 unconcerned, superior  

 
• Touching/rubbing nose or eyes: in doubt, disagreeing, nervous, deceitful.  

 
• Jingling money or items in pockets: nervous, lacking self-confidence, lacking 

 self-control, deceitful. Tip: empty your pockets before an interview or 
 presentation.  

 
• Drumming on table, tapping feet, or twitching: nervous, hostile, anxious, 

 impatient or bored  
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Media Policy and Procedures-Understanding the Media  
The media greatly influences what people think about and the opinions they form 
during emergencies. In times of crisis, the public turns to the media: television, 
newspaper, web sites, online sources and radio to obtain information about what has 
happened, what they should do, and what will happen. 
 

In emergencies, taking advantage of existing communication methods and channels is 
critical. Learn what appropriate channels are likely to be used and communicate the 
messages through these channels. Plan in advance to achieve the best mix of: 
 

 Media: print, television, radio, web sites, internet, e-mail.  
 Face-to-face forums: town hall meetings, public gatherings.  
 Community groups: outlets for special population groups.  
 

Understanding the forces that drive the media: 
 

When working with the media, it is important to consider their needs and concerns: 
 
Short deadlines  

• Reporters must meet tight deadlines.  
• Reporters need follow-up information and updates in a timely manner.  
• Reporters appreciate it if you ask when their deadline is, then meet it.  

 
Space limitations  

• Reporters cannot always include the background information you 
 provide.  
• Reporters prefer succinct responses. Keep information to no more than 
 three points.  
• Reporters love concise sound bites. Provide your message in 
 approximately 27 total words.  

 

Competition  
• Reporters are competitive.  
• Reporters should be given information equally. Avoid exclusive 

interviews that favor specific media outlets.  
 
Be prepared to provide the media: 
 

 Information in a timely manner. Prevent information vacuums where 
 speculation and rumor can grow and have a serious impact on the situation.  

 Facts, sources and relevant materials. Have easy-to-read materials with 
 important information ready for distribution.  

 Readily available points of contact. Identify people who can speak with the 
 media directly and/or provide 24-hour contact information.  
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Media Policy and Procedures—Traditional Media  

Locations for interviews and press briefings will be decided by the crisis 
communications team. If they are to be held internally, select a place to be used as a 
media center. It should be some distance from offices of the crisis communication team, 
spokesperson and emergency operations center to ensure that media are not in the 
middle of the action if they happen to take the wrong turn or have to pass by those 
offices or areas on the way to the restrooms.  

If there a fire or rescue operation, etc. is underway on site don't make the media center 
in such a remote area that they can't see what is going on. It may present the perception 
that you are hiding something.  

Don't change the company policies/procedures already established for the media. If the 
media are required to be escorted as a standard procedure then during a crisis they 
should be required to be escorted, as well. These things should be considered and 
preparations made in advance to have people available who can escort media during a 
crisis.  

On the other hand, if the media are not normally required to be escorted then don't 
require it a crisis. If there are special circumstances that would dictate they be escorted, 
such as a safety hazard, then advise the media up front. Any change in the way the 
media is dealt with during a crisis may change the views of the reporter. It is important 
a reporter does not feel as if the company is trying to hide something.  

Reporters may ask to speak to staff (or at a school, faculty or students) who are 
involved with or have been affected by the crisis. It is best to restrict all interviews to 
the primary spokesperson, back-up spokesperson or technical expert. Controlling the 
interview process is key to managing the crisis.  

Nonetheless, remember that reporters have the right to interview anyone who they 
want and if they don't get the answers from you they will seek them elsewhere. All 
journalists are out to get the scoop. It’s their job and each one wants a different angle 
than the reporter standing next to them. If it is appropriate try to provide them with 
what they want, but consider it very carefully. All media should be treated equally. 
What is given to one reporter (such as access to an area affected by the crisis) should be 
made available to all.   
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Digital and Social Media— Overview  
The pervasiveness of digital/social media is one of the most significant challenges crisis 
communications experts have ever faced. The acceptable response time to address a 
crisis through media has been reduced from days, to hours, to minutes. Anyone with a 
cell phone can post photos and text comments onto the internet via public websites, 
YouTube and other online social communities within seconds of a crisis event.  
 
Traditional media and newsrooms have policies and procedures in place on how stories 
are to be covered and presented to the public. One example is that the names of crime 
victims or those of a fatality are only disclosed to the public after immediate family has 
been notified. The Society of Professional Journalists have a code of ethics that set-forth 
the standards for gathering and reporting news. This can be found on their website at 
http://www.spj.org/ethicscode.asp.  
 
This is one of the concerns surrounding the area of digital/social media. The ethics and 
standard practices followed by traditional journalists and their news directors do not 
apply to citizen journalism. Any person, without regard to truth, fairness, integrity, 
accountability or even good taste, can immediately post text and upload images 
(photos, video) onto various web sources via the internet. And they can do it en masse. 
 
In the midst of a crisis, a company will surely find inaccurate or misrepresented 
information posted over the internet.  For example, someone could shoot a photo of a 
security officer for XYZ corporation who is smiling then post it with the caption, “XYZ 
corporation isn’t taking the situation seriously.” When in reality, the reason the security 
officer is smiling is that the Fire Chief just advised him that everyone had been 
evacuated from the building without any injuries or fatalities due to the fire.  
 
Another example is that an individual can post a completely erroneous negative 
comment about the company’s handling of the crisis on a news site which creates a 
severe backlash towards the company and/or their leadership from the online 
community that views the site.   
 
All in all, the monitoring, tracking and correction of misinformation via digital/social 
media communication forms is an arduous and time consuming task. However, in 
order to preserve the company’s reputation and public image, it is one of great 
necessity.  
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Digital and Social Media—Planning   
Having a plan of attack to address a crisis through the use of digital/social media is as 
crucial as having an online presence. Develop an overarching crisis communications 
strategy that includes specific responses for Twitter, Facebook, RSS feeds and any other 
digital platforms affiliated with your company.  
 
The following are some basic “must haves” for any company: 
 

• Have a social media policy in place for every employee and contractor (and 
 rogue Tweeter) in your organization. By establishing a baseline upfront, all those 
 representing your company online are aware of the dos and don’ts.  

 
• Have an A-Team of technically social-savvy ambassadors. Give them an email 

 alias and the power to make decisions about responses on the spot. Crises  can 
 happen after work hours and on the weekend while your designated 
 spokesperson is away. Make sure that in a crisis, you have a system for flagging 
 it internally and crafting a response within 1-2 hours. 

 
• A company tweet can’t be deleted unless there’s a tweet explaining the deletion. 

 Similarly, a Facebook fan post should more often than not be left as is even if 
 negative, otherwise fan backlash ensues. Be able to identify when is appropriate 
 to let something blow over, and when to publically identify it and respond to it.  

 
• Don’t respond while angry. Too often people take to the Internet to air their 

 frustrations, or respond to a crisis the most public way possible; fueled by  their 
 emotions. Breathe, rest, reassess. Then devise a smart response plan that is 
 honest and transparent while keeping with the true nature of digital 
 communications and your company’s standards.  

 
As with other parts of a crisis communications plan, digital/social media activity 
requires a commitment to credibility, accuracy, and timeliness. The key elements of a 
successful digital/social media role in crisis communications include: 
 

• A pre-crisis plan identifying who has posting authority during the crisis 
• Identification of the type of information to be shared on each network 
• A monitoring plan for identifying and reporting conversations and comments 
• A guide for responding to comments, correcting misinformation, and sharing 

 links to accurate information 
• A post-crisis plan to analyze results and gather feedback. 

 
 
 

http://www.pr-squared.com/index.php/2010/06/if-you-only-do-two-things-in-social-media
http://www.technobuffalo.com/gaming/redner-defends-himself-in-duke-nukem-forever-twitter-debacle/
http://www.technobuffalo.com/gaming/redner-defends-himself-in-duke-nukem-forever-twitter-debacle/
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Digital and Social Media-Crisis Team  
A sub-category and vital part of any good Crisis Management Team should include a 
digital/social media element. The digital/social media crisis team should be comprised 
of several tech-savvy communications specialists, who have the combined expertise to 
monitor internet activity, compile data and report it in a manner that is easy to 
understand. Requires skills should also include the proficiency to manage, direct and 
respond appropriately to difficult situations.    
 
The company website is also a valuable digital platform and tool that can be used when 
managing a crisis. In addition to the above-mentioned tasks, the digital/social media 
crisis team is also responsible for the timely management of posting crisis related 
updates and information to company’s website(s). Information regarding the crisis 
should be kept as current as possible. If, or when, a discrepancy, error in information or 
misinformation is found elsewhere, the team can post a link directing users to the 
correct information on the company site.  
 
As part of the compiling and reporting data process, the digital/social media crisis team 
will report questions and comments posted online by users to the Crisis Management 
Team as designated. The positive, as well as, the negative should be included. This will 
assist the spokesperson and others by having an awareness of public perceptions and 
commentary.  
 
In the event that a special dedicated “crisis” web page be deemed necessary, the “dark 
site” will replace the “News & Events” link at the xyzcorpration.com URL address.  
This is where all crisis-related statements, photos, video, facts, collateral materials and 
contact information will be posted.  
 
The communications department can play a role in preparing employee-related 
(internal) communications materials to be posted on the “Home” page of a company’s 
website. The crisis spokesperson(s) will provide information to the digital/social media 
crisis team that is to be shared through social media such as, Twitter, Facebook, 
YouTube and RSS feeds, etc.  
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Digital and Social Media—Best Practices 
 
Top Eight Best Practices for Digital/Social Media Crisis Communications 
 
1. Build a positive online presence/community before you need it. If you have a 
community who already trusts you they will come to your aid if people make negative 
comments. 
 
2. Make sure there is a digital/social media monitoring and listening platform in place 
before a crisis occurs. This ensures the ability to compile data, monitor and manage 
comments during a crisis. 
 
3. Keep the Crisis Communications Plan up-to-date. Every time a crisis situation occurs, 
there will be new lessons learned. 
 
2. Attack issues head on and try to turn a negative into a positive as quickly as possible. 
Empower your digital media crisis team to deal with issues quickly, post information 
and bring issues to resolution. 
 
4. Messaging (position) needs to be consistent across all channels, online and off. 
Everyone involved in any form of communication with the public, from the social 
media team to the call center to the security personnel and employees, all need to share 
a consistent message in a crisis. 
 
5. Know how and when to take an issue online and deal with it further offline. For 
instance, don’t play out a long exchange with someone on the company’s Facebook 
page if it can be directed elsewhere, such as the company website, private email, the 
phone or private message. Your online community will see that a company 
representative responded and offered assistance, without having to see all the gory 
details played out which can generate more negativity from other users.  
 
6. Don’t be afraid to extend a formal apology. It goes a long way, even if the issue is not 
personally the fault of the staff person responding. When  someone is facing a difficult 
issue, they will appreciate your empathy. Even if they don’t, others in the online 
community will take note of it.  
 
7. Know who all the players are on the Crisis Management Team and their area of 
responsibility, so that issues or questions can be fielded to the correct person when 
necessary.  
 
8. It’s okay to admit that you don’t know the answer then refer the online user to the 
appropriate  person within the company who can assist them.  
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Interacting with the Media-Traps and Pitfalls   
Avoid using “I.”  

• Speak for the organization using its name or the pronoun “we.”  
• Avoid the impression that you, alone, are the authority or the sole decision-

 maker. 
• Never disagree with the organization you represent by saying: “Personally, I 

 don’t agree,” or “Speaking for myself,” or “If it were me …” 
 

Avoid speculating. 
• Stick to the facts of what has, is and will be done. 
• Avoid speculating on worst-case scenarios, what could be done, on what might 

 happen, or on possible outcomes. 
 

Avoid making promises you can’t keep. 
• Promise only what you can deliver. 
• State your willingness to explore other options. 

 

Avoid jargon, technical terms or acronyms.  
• Limit their use and explain those you must use. 

 

Avoid negative words and phrases. 
• Use positive or neutral terms. 
• Avoid words like no, never and none. 
• Avoid highly-charged analogies, like “This is not Bhopal.”  

 

Don’t blame others. 
• Accept your fair share of responsibility. 
• Don’t point fingers at others. 
• Focus your communications on how problems can be rectified. 

 

Avoid details on how much the response effort is costing. 
• Focus on how the response has supported the health/ well-being of those 

 affected.  
 

Avoid humor. 
• No exceptions! Humor of any kind is not appropriate in an emergency situation.  

 
Don’t repeat negative allegations. 

• Refute critical allegations succinctly. 
• Draw upon and reinforce your key messages.  

 

Don’t become defensive.  
• Respond to issues, not personalities. 
• End debates, rather than continue them. 
• Stay calm. 
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Interacting with the Media-Practicing Tough Questions 

Dealing with the media during a crisis situation can be difficult. Therefore, tough 
questions and rehearsals are necessary to help the spokesperson prepare.  

It is important at the onset of the crisis that the spokesperson, his or her backup and the 
advisors spend some time rehearsing prepared statements and the answers to possible 
"tough" questions that may be asked by reporters. If possible, these rehearsals should 
also be conducted prior to each media interview, briefing or news conference. It is 
important to anticipate and practice new questions as the story evolves.  

Better to over-prepare than to be surprised by the depth of questioning by the media. Be 
tough and be prepared.  

The Communications/Public Relations staff should prepare questions and answers for 
the practice sessions. This information should be for internal use only and not for 
distribution outside the organization.  

 

To key points to keep in mind when dealing with the media:   

1. Don't volunteer information 
2. Don't speak off the record.  

 

When dealing with the media, don't volunteer information unless it is a relevant point 
the company really wants to make and the opportunity hasn’t presented itself through a 
question asked by a reporter during the news conference or interview.   

Be aware that in reality there is no such thing as “off the record.” Anything that is said 
to a reporter can be used should they so choose. The adherence to the “off the record” 
concept is nothing more than an optional courtesy extended by a representative of the 
media. Not a guarantee.  

 There is no ethical or legal obligation that binds the media to not  use  information 
provided under the guise “off the record.” Best rule-of-thumb is, if you don’t want  
information to be made accessible to all of the public then don’t say it.  
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Interacting with the Media-Prepared Statements  
If you don't communicate immediately, you lose your greatest opportunity to control 
information and events. Your first news release should include at a minimum: the who, 
what, when and where of the situation. There is section towards the end of this Crisis 
Management Plan that provides some templates for press releases that can be used as a 
guide.  

You must give the facts that have been gathered from reliable sources and confirmed. 
Don't over reach and don't speculate. There is a limit to your role. To exceed that limit is 
a mistake!  

If you do nothing more than show concern for the public and for your employees in 
your first press interaction, you are already on the right track. The corollary of 
expressing concern and generating good will at the public level aids in securing the 
loyalty of the public, your customers and employees by taking the initiative to share 
information with them. If these audiences don't feel like insiders, they are going to act 
like outsiders.  

You must have a prepared statement on-hand that can be used to make an initial 
general response to the media when knowledge of the crisis first becomes known on a 
widespread basis to the public or reporters.  

As the crisis progresses, new information and facts become available. It is advisable to 
develop prepared statements to be made by the spokesperson(s) at the onset of any 
media interview, briefing or news conference.  

These prepared statements also can be read over the telephone to reporters who call to 
request information and are not represented at news conferences or briefings. The 
statement can also be sent by fax or e-mail upon request.  
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Prepared Statements—Emergency vs. Non-Emergency  
 
Non-Emergency Crisis 
 
If a crisis is an internal wrong-doing of which internal/ external groups are not aware, a 
decision needs to be concluded on whether or not the crisis will be made public. An 
example would be a non-executive level employee in the IT Security Division is arrested 
for drunk driving. This type of “non-emergency/non-urgent” crisis affords the Crisis 
Management Team time to prepare statements and advise spokesperson(s) should the 
determination be made to go public.  
 
 
Emergency Crisis 
 
If a crisis qualifies as an emergency situation or of an urgent matter, it is imperative to 
immediately initiate communication with the all facets of traditional and digital media, 
the public and key audiences. Timeliness is essential to avoid being pre-empted via 
digital platforms by unofficial sources posting inaccurate information.  
 
Due to the new face of technology and speed in which information can be transmitted, 
the time allotted to create a response is almost non-existent. Hence, preparation, 
organization and cohesive teamwork are invaluable.   
 
Even if no substantial facts have been gathered, the Crisis Management Team should 
still have an initial statement prepared for the media and posted on the “Home”page of 
a company’s website when knowledge about the crisis first becomes known on a 
widespread internal/external basis or with media.  
 
As the crisis progresses and new information/facts become available, it is also advisable 
to develop prepared statements to be made by the spokesperson(s) in preparation for 
any media interview, briefing or news conference.  
 
In addition, these prepared statements can be posted on the company’s website and e-
mailed to reporters requesting information who are not represented at the news 
conference(s).  
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Assess the Communication Crisis Level   
Based on the level of communication required as listed in the criteria below, determine 
the crisis level of the situation.  
 

 
 

 

LEVEL COMMUNICATION CHARACTERISTICS 

4 
HIGHLY 
INTENSE 

• Media have immediate and urgent need for 
information about the crisis. CEO may need to 
provide opening statement of empathy/caring. 

• One or more groups or individuals express anger or 
outrage.  

• Broadcast and print media appear on-site for live 
coverage. 

3 
INTENSE  

• Crisis causes growing attention from local and 
regional media. 

• Media contacts non-CCT staff for information about 
the crisis. 

• In addition to the media, stakeholders and 
community partners are present at site. 

• Affected and potentially affected parties threaten to 
talk to the media.  

2 
MODERATELY  

INTENSE 

• Crisis situation may/may not have occurred; the 
situation is attracting slow, but steady media 
coverage. 

• External stakeholders  receive media inquiries. 
• The public at large is aware of the situation/event 

but is attracting very little attention. 
1 

MINIMALLY  
INTENSE 

• Crisis attracts little or no attention. 
• Pre-event information requests are received. 
• Public and/or media are virtually unaware of crisis. 
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Seven Instant Warning Signs of a Crisis 

 

1. Surprise: Unexpected occurrence;  natural or man-made  
2. Insufficient Information: Rumors flying, don’t know what is really happening.   
3. Escalating Events: Crisis expands, events unfolding too quickly to respond 
4. Loss of Control: Erroneous stories hit wires 
5. Increased Outside Scrutiny: Media, industry, stockholders etc., feed on rumors 

 
6. Siege Mentality: Feel surrounded. Desire to keep quiet-anything we say can be 

held against us. 
 

7. Panic: Numerous leaks, sense of panic pervades, dysfunction, chaos-hard for 
someone to take control.  
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Crisis Management Lessons from Valdez  
There was a strong public and media backlash towards Exxon Valdez and their 
executive leadership relating to the oil spill disaster that occurred on March 24, 1989 
when a collision (due to human error) caused one of their tankers to spill 260,000 to 
750,000 barrels of crude oil into the Alaskan waters.  
 
Consequently, crisis and communications experts have and continue to use this event as 
a case study of what not to do when managing a crisis. However, it also serves as 
catalyst of information for what a company should do.  
 
 
Eleven key crisis communication principles that should be utilized in the event of a 
major crisis:   
 
 

1. Publically acknowledge the problem immediately 

2. Develop a clear, straightforward position 

3. Involve top management 

4. Activate third-party support 

5. Establish an on-site presence 

6. Centralize communications 

7. Cooperate with media 

8. Don’t ignore employees 

9. Keep the crisis in perspective 

10. Begin positioning the organization for the time when the crisis is over 

11. Continually monitor and evaluate the process  
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Interacting with the Media-Collateral Materials   

Collateral materials such as Informational brochures, fact sheets about the company  or 
the area in which the crisis has occurred are helpful in informing  reporters or anyone 
else seeking information about the company. If one is not already in place, a generic fact 
sheet about the company should be created and made available.  

The communications department can identify collateral materials that would be 
appropriate to use during a particular crisis. These should also be made available at the 
company’s website in the “Newsroom” section.  In some cases, commonly asked 
questions and answers pertaining to the crisis may also be posted in the same link or in 
a FAQ section.  

In some cases it might be necessary to create materials that explain technical systems or 
in-house procedures. If a company representative explains how a technical system or in-
house procedure works and points out where a breakdown occurred, there is less 
chance of a reporter interpreting the situation erroneously. This is the time when pre-
written Standard Operating Procedures (SOPs) can serve as an invaluable 
communications tool.  

Always work towards making a complicated issue as simple as possible for reporters. If 
the crisis was caused by a piece of equipment, consider bringing in a similar piece of 
equipment to show reporters. At the very least, provide a schematic or drawing. 
Providing a visual may keep media from seeking out one themselves, which may not 
accurately portray the situation.  

Try not to use the actual piece of equipment that failed since that can perceived as 
rather morbid and allows an opportunity for an overzealous reporter to sensationalize 
(yellow journalism). It may also be traumatic to view by the people who knew the 
victim(s).  

Collateral materials can include, but are not limited to, the following:  
 
  • Executive Bio’s  

• Brochures  
 • Catalogs 
 • Newsletters     
 • Press Releases  
 • Floor Plans 
 • Product Literature    
 • FAQ’s   
 • Fact Sheets 
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Key Audiences—Identifying 
 
To ensure that communication can flow quickly, efficiently and as effectively as 
possible, the Crisis Management Team should identify key audiences that need to be 
informed about the crisis. Contact information for the individuals who comprise the key 
audiences should be readily available. Departments that maintain this type of data need 
to be made aware of the importance this information plays in a crisis situation and 
strive to maintain up-to-date records.  

Below is a list of potential key audiences. Keep in mind to include the geographical 
aspect of each audience: local, state, branch, regional, national and international.  

Employees: Hourly, prospective, salaried employees, management, families, union 
members, and retirees  
 

Community: Neighborhood coalitions, community organizations, plant locations, 
Chambers of Commerce, areas where employees live   
 

Customers: Local, regional, national, and international  
 

Industrial/Business: Suppliers, vendors, teaming partners, distributors, wholesalers, 
retailers, competitors, professional societies, subcontractors, joint ventures, and trade 
associations  
 

Traditional Media: General, local, national and international; foreign trade; specialized 
 

Digital Media: Website(s), Facebook, Twitter, Myspace, RSS feeds    
 

Academia: Trustees, regents, directors, financial supporters, students, prospects, 
administration, faculty and staff, alumni  
 

Investment/Financial: Shareholders, analysts (buy and sell side), institutional holders, 
bankers - commercial and investment, stock brokers, portfolio managers, potential 
investors  
 

Governmental Branches: Legislative, regulatory, executive, judicial and relevant 
regulatory agencies   
 

Elected Officials: State, district, national 
 
Special Interests Groups: Environmental, safety, handicapped/disabled, minority, 
think tanks, consumer safety, health, senior citizens and religious 
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Tracking Log  
A contact log should be established and maintained to track all telephone calls  from the 
media or other parties inquiring about the crisis. This will help ensure that call backs 
required are not overlooked. It will also serve as valuable tool for the post-crisis 
analysis.  
 
Preferably, the tracking log should be created as a computer digital file or database that 
is easily accessible to all internal individuals whose job involves communicating with 
the public.  
 
The log should contain, at minimum, the following information: 
 
Name of caller 
Date and time of call 
Contact information 
Company affiliation 
Questions(s) asked 
Person responsible for response 
Additional follow-up needs 
 
Crisis Team members are asked to report internal/external crisis-related contact (facts 
and rumors) at CMT meetings. A computerized generated report makes it much easier 
to organize and produce a summary of the information in a comprehensible manner. In 
the event meetings are no longer being held, the information should be reported to the 
appropriate administrator.  
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Post-Crisis Analysis  
It’s hard to pinpoint exactly when a crisis is over. It can die in the media for several 
months only to surface again when another company has a similar crisis. However, 
once the main media focus is over you should conduct a crisis audit to assess the 
following:   

 
1. Was the team effective?  
 
2. Too many people or too few?  
 
3. Were the designated back-up’s effective? 
 
4. Are there additional areas that should have been represented? 
 
5. Would it be beneficial for the current or future spokesperson(s) to have 
 additional media training? 
 
6. Did the media think they were treated fairly, equally and respectfully? 
 
7. Were any of the spokespersons rude to the media? 
 
8. Was the interview process managed well? 
 
9. Were the anticipated tough questions realistic? Any surprise or unanticipated 
 questions from the media?  
 

10. Was there enough practice time? 
 
11. Was the digital/social media aspect handled correctly? 
 
12. Were the reporting systems and hierarchy of reporting information effective? 
 
13. Did collateral materials help manage the crisis and are there additional materials 
 needed? 

 
14. Were any key audiences left out?  
 
15. How could future crises be better managed? 
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News Release Worksheet 
 
Company Name: ______________________________ 
Contact Name: ______________________________ 
Contact Phone Number: ______________________  
Contact Email Address: _______________________  
 
Headline 
One sentence, 7-10 words, that describes the major point of the release:    
 
_____________________________________________________________________________ 
 
_____________________________________________________________________________ 
 
 
[City and State] [Date] Opening Message of Empathy/Caring (if appropriate):   
 
              
 
 
Main Paragraph 
Quickly answers the Who, What, Where, When and Why of the story: 
 
Who is affected:_______________________________________________________________ 
 
What is going on:             
 
Where is this taking place:            
 
When did this occur:            
 
Why is this important:            
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Sample News Release: Verbiage for Initial Response  
 
 
 
News Release  

Contact: 
[NAME] 
[TITLE] 

[PHONE NUMBER] 
[E-Mail] 

 
[COMPANY NAME] ANNOUNCES [HEADLINE]  

 
[Location]:  A ___________________ at ____________________ involving 
__________________ occurred today at ________________ . The incident is under 
investigation and more information is forthcoming.  

A (what happened) at (location) involving (who) occurred today at (time). The incident is under 
investigation and more information is forthcoming.  

For instance:  

An explosion at 1210 Market Street, the main plant for the Acme Toy Company occurred today 
at 3 p.m. The incident is under investigation and more information is forthcoming.  

You could put down a definitive time for the next news conference or release of information if 
you know it but it is not necessary. This will not solve your problems, but may buy you enough 
time to prepare for the next news conference or release.  

You could also add information if it is available such as how many casualty's there are known up 
to this point or any other pertinent information available. Once again, this information should be 
definitive and not speculative, verify everything you say. This will help your credibility in the 
long run.  

 
### 
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Sample News Release Statement: Initial Incident  
 
 
 
News Release  

Contact: 
[NAME] 
[TITLE] 

[PHONE NUMBER] 
[E-Mail] 

 
 

[INCIDENT] AT [COMPANY NAME]  
 

The following statement was issued today by [Name of Company]: 
 
[Location, e.g., Elko, Nev.]:  At approximately [time] there was what is currently being 
investigated as a [Brief general description – fire, rock burst, etc.] at [Location]. 
 
We are working to determine [damage, injuries, etc.]. At this time we have confirmed 
that [General information that is FOR CERTAIN, i.e., one person was injured and is 
currently being treated, etc. DELETE THIS SECTION IF NO CONFIRMED INFO IS 
AVAILABLE.] The safety and well-being of our employees, contractors and neighbors is 
our first priority [expression of compassion/concern if appropriate]. 
 
As more information becomes available we will be providing updates through [web site 
address and/or other means] and regular media briefings.  
 
Note for Media: Media briefings will be held at [Location] at [Time – specific time, or 
general, i.e., every hour on the hour, etc.]. 
 
 
 
 

### 
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Sample News Release: Empathy Statement 
 
  
News Release  

Contact: 
[NAME] 
[TITLE] 

[PHONE NUMBER] 
[E-Mail] 

 
 

[Incident/Accident] at [Name of Company] 
 

 
The following statement was issued today by  [Name, title and name of operation]  
Following the [short description of incident, e.g., explosion, flooding] at the [Location]: 
 
[Location]:  “We understand the concerns, fears and questions you may have about the 
[incident – accident, etc.] that took place [time frame – this morning, afternoon, today, 
yesterday, etc.]. Our thoughts and prayers are with our employees and their families.  
 
“At this time we are doing everything we can to [action: determine what happened, 
conduct a rescue operation, etc.]. 
 
“The safety and well-being of our [those effected: employees, employees’ families, 
community/neighbors] is our first priority. 
 
“As more information is available, we will be providing updates through [Web site 
address or other means] and regular media briefings. “ 
 
Note for Media: Media briefings will be held at [Location] at [Time – specific time, or 
general, i.e., every hour on the hour, etc.]. 
 

 
 
 

### 
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Sample News Release Statement: Environmental 
Damage 
 
 
News Release  

Contact: 
[NAME] 
[TITLE] 

[PHONE NUMBER] 
[E-Mail] 

 
 

POTABLE WATER BEING PROVIDED TO [NAME OF TOWN] RESIDENTS 
FOLLOWING DETECTION OF IMPOUNDMENT LEAK  

 
[Location]: The [Name of organization ]  is providing potable drinking water to 
residents of [Town, State] following detection of a leak in the mine’s [area of leak, e.g. 
waste water treatment impoundment].  “To ensure a reliable source of drinking water 
to town residents, [Name of mine] mine arranged with local water authorities for 
potable water supplies until the extent of the leak has been determined,” [Name and 
title of mine official, either mine manager of environmental director] reported today.   
 
At approximately [time of day], [brief description of event, e.g., monitoring wells at the 
mine detected a leak in the area of the main surface impoundment used to treat waste 
water from mining operations].  An immediate examination of the surrounding area 
indicated possible seepage into [name of water way], which is a source of drinking 
water for the town.   
 
Local authorities were immediately notified, and at approximately [time of day] 
arrangements were made with [source of water] to truck water to local residents.    
 
“We are in the process of [what action is being taken, e.g., searching for the source, 
controlling the leak, etc.] and will continue to monitor the situation.  We apologize to 
our neighbors for any concern or inconvenience this may have caused them,” [Name of 
operation’s official] said. 
 
Additional information will be provided on the mine’s Web site: [Web site URL] 
 
Note to the media:  Additional information will be provided by [town and/or mine] 
tomorrow at [time].   
 
 

### 
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Sample Release Statement: Missing Employee 
(progression of events) 
 
 
 
 
News Release  

Contact: 
[NAME] 
[TITLE] 

[PHONE NUMBER] 
[E-Mail] 

 
EMPLOYEE AT [NAME OF OPERATION] MINE IS MISSING; RESCUE EFFORTS 

UNDERWAY 
 

[Location]:  An employee at the [Name of Operation] Mine is missing, and the 
[Operation’s, State’s or other] rescue teams are leading the search for the missing miner, 
[Name of missing employee, age and job title]. 
 
At approximately [Time, day and date] the [Name of Operation] notified the Mine 
Safety and Health Administration (MSHA) and the [State, if appropriate] Department of 
Mine Safety that a possible mine emergency involving ground subsidence had occurred 
at 7:30 a.m.  Immediately following the incident, it was determined that [Name of 
missing employee] was missing.  All other employees working in the area were safely 
evacuated. 
 
“We’re committed to a safe rescue operation and to returning [Name of employee] to 
his family and friends,” [Name of mine manager, title and name of operation] Mine said 
today.  
 
The [Name of operation] Mine and MSHA will provide additional information as it 
becomes available.   
 
Note to media:  Additional information will be provided at [time] today. 
 
 
 

# # # 
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Sample News Release Statement: Missing/Rescue 
Operations  
 
 
 
 
 
News Release  

Contact: 
[NAME] 
[TITLE] 

[PHONE NUMBER] 
[E-Mail] 

 
LOCATION OF MISSING [NAME OF OPERATION] MINER DETERMINED; RESCUE 

PERSONNEL ENTER INCIDENT AREA 
 
[Location]: [Name of operation] miner missing since early this morning, has been 
located approximately [location, e.g., 500 feet into the mine] the [Name of operation] 
mine, and mine rescue personnel, who are currently working to bring him to the 
surface, report that [Name of employee] is injured, but responding to questions. 
 
[Name of employee and brief description of event that led to missing status.] Rescue 
teams were gathered once it was determined that one member was missing from the 
[number]-person team that was working in the area.  The remaining workers were 
uninjured.  
 
Federal and state mine safety agencies and rescue teams from the [Where rescue teams 
are based] are assisting in the rescue effort.  
 
Note to Media:  Additional information will be provided at [time]. 
 

 
 
 
 

# # # 
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Sample News Release Statement: Rescue and Recovery  
 
 
News Release Contact: 

[NAME] 
[TITLE] 

[PHONE NUMBER] 
[E-Mail] 

 
 

 
MISSING [NAME OF OPERATION] MINER [HOW DISPATCHED] TO [NAME] 

HOSPITAL 
 

[Location]:  [Name], missing [Name of operation] Mine employee, was found at [Time 
and date], and [how dispatched, e.g., by ambulance, airlifted] to the [Name] Hospital at 
approximately [time], following his rescue by mine rescue team members from the 
[where rescue teams were from].  He is now receiving treatment at the hospital, and 
members of his immediate family are with him. 
 
[Name of employee and length of tenure] at the mine, was injured earlier today when 
[brief description of incident].  [Number] other members of the team working in the 
area safely left the mine.. 
 
Immediately following the incident, which occurred at approximately [time and 
day/date], mine rescue personnel and federal and state mine safety agencies were 
notified of a possible emergency at the mine.  Mine Safety and Health Administration 
(MSHA) and rescue personnel determined at approximately [time] today that it was 
safe to enter the area in which the event had occurred, and [name] was found at 
approximately [time], successfully removed from area and subsequently transported to 
the regional hospital.   
 
“Our thoughts and prayers are with [first name of employee] and his family as he is 
receiving medical treatment. He is a valued member of our team, and we’re all pulling 
for a speedy recovery.  We also appreciate the hard work and expertise of all those 
involved in today’s rescue effort,” [Name, title of mine manager] said today.  “Safe 
mining is our number one priority at [Name of operation], and today’s incident causes 
us to re-double our efforts and commitment.”  
 
A complete investigation of the event is being conducted by MSHA and the [Name of 
State, if appropriate] Department of Mine Safety.   

 
### 
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Sample News Release Statement: Fatality 
 
News Release Contact: 

[NAME] 
[TITLE] 

[PHONE NUMBER] 
[E-Mail] 

 
[COMPANY NAME] EXTENDS CONDOLENCES TO FAMILY OF FATALLY INJURED 

EMPLOYEE 
 

[Location]:  “Our thoughts and prayers are with the family of [Name of employee], who was 

fatally injured today at the [Name of company and operation name].  [First name of employee] 

was a valuable member of our team, and we will miss [ him/her,]” [Name and title of a senior 

person at company, e.g., operations manager] said today. 

 

[Last name of employee] was fatally injured [approximate time of day, e.g., this morning] while 

[brief description of event, e.g., performing a routine preventative maintenance procedure in 

the mine’s maintenance shop.  During the procedure, Jones was trapped between the truck cab 

and a wall in the maintenance shop.]  [Description of assistance provided on site, e.g., CPR was 

started on site], and [Last name of employee] was transported by [how transported and to 

where], where he [any steps taken at hospital, e.g., underwent surgery and later] was 

pronounced dead. 

 

The [ name of regulatory agency, police department, etc. ] was immediately notified of the 

incident, and will conduct a thorough investigation.  “All of us hope to learn from the [ name of 

regulatory agency, police department, etc. ] investigation and our own analysis of this tragic 

event so we can make the necessary modifications to reach our goal of zero accidents and 

fatalities,” [Last name of company official] added.   

 

[Last name], has served [a length of tenure] at the [name of company].  He is survived by his 

[description of survivors]. 

# # # 
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Crisis Management Plan Review Log 
 
NOTE: A CMP review log allows you to keep track of when changes were made, who made the 
changes, who approved the revisions and any special notes regarding the update. 
 
 
 

Plan Revision 
Date 

Name of Reviser Approved By Notes 
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Employee Acknowledgment Form  
 
Some crisis experts have found that asking administrators to sign and return an 
acknowledgment form is a good way to let employees know the corporation is prepared to 
handle a crisis and that they may be asked to participate on the Crisis Management Team.  
 
 
 
 
 
Acknowledgment 
 
I acknowledge that I have read the Crisis Communications Plan for [ name of company] . I 
understand that I may be asked to be a member of [ name of company] Crisis Management 
Team.  
 
 
Printed Name:_________________________________ 
 
 
Signature: _____________________________________ 
 
 
Date: ____________________ 
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CITE LIST  

This crisis communication plan was compiled, in part, citing from the following sources 
as noted below: 

 

• Seven Dimensions of Crisis Communication Management: A strategic Analysis 
 and Planning Model. By James E. Lukaszewski, APR, Fellow PRSA. As Published 
 in Ragan's Communications Journal, January/February 1999 
 
• PBRL 4300-Crisis Communication Management. Handout:  Crisis 
 Communication Plan Outline 
 
• PBRL 4300 -Crisis Communication Management. Handout: Chapter Nineteen,  
 Crisis Communications (page 460)  
 
• Levick Strategic Communications Company  
 
• NMA: The American Resource Crisis Communication Template 

• Crisis Communication Plan: A PR Blue Print by Sandra K. Clawson Freeo  

• http://www.radian6.com/blog/2011/11/16-best-practices-for-social-media-
 crisis-communications-from-blogworld/ 
 
• http://ackermannpr.com/crisis-communications-social-media-plan/ 
 
• http://www.pr-squared.com/index.php/2011/07/social-media-crisis-
 communications 
 
• http://en.wikipedia.org/wiki/Exxon_Valdez_oil_spill 
 

http://ackermannpr.com/crisis-communications-social-media-plan/
http://www.pr-squared.com/index.php/2011/07/social-media-crisis-communications
http://www.pr-squared.com/index.php/2011/07/social-media-crisis-communications
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