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Introduction 
This crisis management plan has been developed in response to XYZ Company’s occasional 
need to deal with serious problems that have the potential to damage the reputation and 
undermine the credibility of the organization when it is known by the public.  While the plan 
outlines specific steps and guidelines, it should be flexible and should be adjusted according to 
the situation at hand. 

The institute for Crisis Management defines a crisis as “a significant disruption that stimulates 
extensive media coverage and public scrutiny that disrupts the organization’s normal business 
activities. 

An event that generates unfavorable press can contradict our central message and sabotage a 
great deal of our careful planning.  We must be prepared to respond to crisis situations such as:  

Example 1 

Example 2 

Example 3 

Example 4 

Example 5 

As soon as you learn that a serious incident with the potential to damage the reputation of the 
company has occurred, contact the senior administrator of your unit.  This person will contact the 
president or the senior public relations administrator to establish a crisis management team to 
manage the crisis response. 
 

 



Crisis Management Plan Page - 3 - 

Section 1 – The Crisis Management Team 

It is essential to identify specific individuals who will be responsible for various aspects of 
dealing with a crisis.  The team makes it possible to more effectively manage the situation, avoid 
duplication of efforts, and minimize the risk of releasing conflicting information. 

Back-ups or replacements for each team member should also be designated in the event that a 
primary team member is unavailable for any reason.  A designated note-taker should also be 
present to record information and ideas, but not to participate with the meetings. 

     Crisis Management Team Members should include: 

• President or his/her designee 

• Designated Spokesperson 

• Senior Public Relations administrator 

• Communications Department staff person 

• Legal counsel (if appropriate) 

• Representatives from every department involved in the crisis 

The team could also include: 

• Chairman of the Board  of Trustees 

• Appropriate Vice Presidents 

• Chief Financial Officer 

• Staff Representative 

• Outside Public Relations Counsel (if necessary) 

In some instances, a crisis management team member may fill more than one position.  For 
example, the president may also be the designated spokesperson. 

Forms on the following pages provide space to identify each of the crisis management primary 
and back up team members, and list work, home, and mobile phone numbers as well as email 
addresses and any other necessary contact information.  These forms should be implemented at 
the onset of the crisis and kept in each team member’s crisis management notebook (to be 
distributed at the first team meeting). In addition, a pocket card with key telephone numbers will 
be developed and should be carried at all times by each team member. 
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The selection process of choosing a department representative to be present among the Crisis 
Management Team should be quick, but thorough.  It is suggested that potential key 
representatives from each department be identified prior to the onset of a crisis.   

This person should be: 

• Knowledgeable about their department and the company   

• Familiar with the company’s Standard Operating Procedures 

• Trustworthy 

• Reliable 

• Available 

• A long-standing employee 

Once the decision is made, contact the person to confirm their willingness to contribute to such 
meetings, and make it clear that no crisis has yet arisen and the company is confident in its 
work.  It may be efficient to consider back-ups for this role as well.  Or, if the ideal person is not 
available to participate in the crisis management team, ask him or her for suggestions as to filling 
the position.   

One way to begin a Crisis Management Team meeting is to address the following questions: 

1.       What happened? 

2.       When and where did it happen? 

3.       Who was involved? 

4.       Why? What was the cause? 

5.       What are we going to do about it? 

6.       How much damage has resulted? 

7.       What safety measures were taken? 

8.       Who’s to blame? 

9.       Do you accept responsibility? 

10.   Has this ever happened before? 

11.   What do you have to say to the victims? 
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12.   How does this affect our operations? 

13.   Are there any witnesses and can we speak with them? 

14.   What can we do to ensure this doesn’t happen again? 
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Section 2 – Positioning 

One of the early responsibilities of the crisis management team should be to determine the 
appropriate positioning or message to address the emergency. 

If a mistake has been made, it’s best to admit fault up front and begin doing whatever is possible 
to re-establish credibility and confidence with internal and external audiences. 

Causes of most any crisis fall into two broad categories: 

• Overacts & Acts of Omission 

• Issues of Competence or lack thereof in matters of public perception 

Our efficiency in informing the public about the situation while protecting the integrity and 
reputation of our company is the cornerstone of crisis management. 

Examples of positioning categories are: 

o   Human error 

o   Clerical error 

o   Unauthorized procedures 

o   Inadequate supervision 

o   Inadequate quality control 

o   Misuse of confidential information 

o   Errors of judgment 

As the positioning is decided, it is necessary to consider the wide range of consequences (e.g. 
legal, financial, public relations, effects on administration, effects on operations, etc.).  Once the 
positioning strategy has been decided, all communications should be framed within that context. 

In the position statements that are developed, it will be helpful to describe actions that have 
already been taken to correct the situation.  You will also want to include future actions.  These 
actions may deal with personnel, procedures, facilities, etc. 

It is beneficial to keep in mind that people tend to remember the first and last things they hear.  
Opening and closing statements (written as well as verbal) are extremely important and wording 
should be chosen carefully.  
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Section 3 – Key Audiences 

In order for communications to be established as quickly, effectively, and efficiently as possible, 
the crisis team should identify key audiences who need to be informed of the situation.  

Lists of names, addresses, and phone numbers of individuals who are part of these audiences 
should be compiled and regularly updated prior to needing them. It is suggested that you have 
easy access to updated labels.   

If necessary, arrange for computer personnel to work during the evening or after regular business 
hours to produce labels for key audiences who will be receiving letters about the crisis.  During a 
crisis, there is no time to update an address list.  Contact databases should be updated throughout 
the year. 

When a crisis occurs, communication with key audiences may take several forms.  For example, 
if a situation is extremely urgent, personal telephone calls might be made to members of the 
Board of Trustees or Executive Committee.  Other communications methods to consider: 

Fax (nothing confidential) 

Letters 

Texts 

Company Website 

Emails (perhaps with a weblink) 

Recorded Phone Messages 

Social Networks 

YouTube 

Blogs 

Intranet 

Drafts of communications with the various key audiences should be prepared as soon as possible 
so the only editing and updating will be required when the communications are needed. 
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Key audiences may include (but are not limited to): 

 Employee 

 Management 

 Hourly 

 Prospective employees 

 Families 

 Salaried 

 Union members 

 Retirees 

 Community 

 Where employees live 

 Neighborhood coalitions 

 Community organizations 

 Plant locations 

 Chambers of Commerce 

 Customer 

 Geographical 

 Local 

 Regional 

 National 

 International 

 Functional 

 Distributors 

 Jobbers 

 Wholesalers 

 Retailers 

 Consumers 
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 Industry 

 Suppliers 

 Subcontractors 

 Teaming partners 

 Joint ventures 

 Competitors 

 Trade associations 

 Professional societies 

 Media 

 General 

 Specialized trade media 

 Foreign 

 Academia 

 Trustees, regents, directors 

 Financial supporters 

 Students, prospects 

 Administration 

 Faculty & staff 

 Alumni 

 Investment/Financial 

 Analysis (buy/sell side) 

 Stock brokers 

 Institutional holders 

 Shareholders 

 Portfolio managers 

 Potential investors 

 Bankers (commercial and investment) 
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Section 4 – Designated Spokesperson 

One individual should be designated at the primary spokesperson to represent the company, 
make official statements, and answer media questions throughout the crisis.  This person must be 
available as close to 24/7 as possible. 

A backup to the designated spokesperson should also be identified to fill the position in the event 
that the primary spokesperson becomes ill, must be out of town, or is otherwise unavailable. 

In addition to the primary spokesperson and the backup spokesperson, individuals who will serve 
as technical resources or advisers should be designated.  These resources might include a 
financial expert, a psychologist, a local business expert, or any other person who would be 
considered an authority or expert on technical subjects with which the spokesperson may not be 
totally familiar. 

The spokesperson, backup spokesperson, and crisis expert should be: 

• Comfortable in front of a camera and with reporters 

• Preferably, skilled in media training 

• Skilled in bridging 

• Skilled in flagging 

• 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 
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In addition to the company’s designated spokesperson and backup, it can be anticipated that 
other parties involved in the crisis (e.g. city officials, victim’s family members, St. Louis County 
Health Department, local fire or police departments, a physician, a psychiatrist, etc.) will also 
have or be a spokesperson.  It is important to obtain the identity of that individual(s) as early as 
possible so that all the statements and contacts with the media can be coordinated between the 
two individuals and their organizations/interests whenever possible. 
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Section 5 – Prepared Statements 

It is helpful to have a prepared statement on hand that can be used to make an initial general 
response to the media when knowledge about the crisis first becomes known on a widespread 
basis or to reporters. 

As the crisis progresses, and new information and facts become available, it is also advisable to 
develop prepared statements to be made by the spokesperson 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 
likewise be faxed or emailed upon request. 

Here is a basic template for an initial statement: 

“Regarding the news reports of a [crisis situation at hand] this is what we can confirm at the 
present time.  At approximately [time of occurrence] we were alerted that there had been a 
[specific incident that has occurred] at [location].  We have called for assistance from [police, 
fire, EMS, etc.] and have notified our management who are enroute to assist us.  At this point we 
do not have any details regarding what happened, but we will update you as soon as we have 
additional verified information.  Please bear with us in the meantime. Thank you for your 
consideration.”  
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Section 6 – Practicing Tough Questions 

A crisis situation is always difficult when dealing with the media.  Therefore tough questions and 
rehearsals are necessary to help the spokesperson prepare. 

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

Many companies have found the use of message maps, to be helpful in preparing for an 
interview.  This diagram organizes the web of ideas, with the organization’s home base or key 
message point in the middle.  Surrounding it are a company’s strengths (or proof points) each 
connected to at least one specific example of that attribute. 

A spokesperson or backup spokesperson may use this diagram to connect concrete examples of 
positive company behavior with the core message, making the construction of media messages 
much simpler. 

The public relations staff members will be responsible for conducting the interview or briefing 
preparation sessions.   

An internal, confidential set of tough questions with the best possible answers should be created 
by the public relations administrator, and if applicable, legal counsel.  The questions should be 
practiced by the individual being interviewed, but not memorized, and should never be 
distributed outside the company.  The mock interview process should be repeated until the 
spokesperson feels comfortable answering all questions smoothly. 

Interviewees should also be coached on things like proper body language, volume, eye contact 
with the reporter, etc.  They should not wear anything that is distracting such as bright, 
conflicting colors or a controversial hairstyle.  If the audience is thinking about the 
spokesperson’s physical attributes, the message will fall upon deaf ears. 

It is better to over-prepare than to be surprised by the depth of the questioning by the media.  Be 
tough. Be prepared. 
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The media will ask a wide array of questions, based on the situation.  Below are some of the 
things they may inquire about: 

 Casualties 

 Number killed/injured/escape (use caution with initial numbers) 

 Nature of injuries received 

 Care given to the injuries 

 Disposition of the dead 

 Prominence of anyone who was killed/injured/escaped 

 How escape was handicapped or cut off 

 Property Damage 

 Estimated value of loss 

 Description of property 

 Importance of the property 

 Other property threatened 

 Insurance protection 

 Previous emergencies in the area 

 Causes 

 Testimonies of participants/witnesses 

 Testimonies of key responders (crisis management team, emergency responders, etc.) 

 How emergency was discovered 

 Who sounded the alarm 

 Who summoned aid 

 Previous indications of danger 
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 Rescue and Relief 

 The number of people engaged in rescue and relief operations 

 Any prominent person in relief crew 

 Equipment used 

 Physically disabled persons recued 

 Care of destitute and homeless 

 How the emergency was prevented from spreading 

 How the property was saved 

 Acts of heroism 

 Description of the crisis or disaster 

 Extent of emergency 

 Blasts and explosions 

 Crimes of violence 

 Attempts at escape or rescue 

 Duration 

 Collapse of structures 

 Extent of spill 

 Accompanying incidents 

 Number of spectators, spectator attitudes, and crowd control 

 Unusual happenings 

 Anxiety, stress of families, survivors, etc. 
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 Legal Actions 

 Inquests, coroner’s reports 

 Police follow-up 

 Insurance company actions 

 Professional negligence or inaction 

 Suits stemming from the incident 
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Section 7 – Collateral Materials 

The company has a number of informational brochures and fact sheets that may be given to the 
media and others who are seeking general background information about the company. The 
public relations department can identify materials that would be appropriate to use during a 
crisis.  

In some cases, it may be necessary to create materials that explain technical systems or in-house 
procedures.  If we explain how our system works and point out where a breakdown occurred, 
there is less chance of a reporter interpreting the situation erroneously.  

The inclusion of certain materials is situation-specific.  However, media kits with generic 
information such as a company fact sheet, photos of key members of the company, and 
brochures may be assembled ahead of time.  That way, specific information that represents the 
key messages specific to that crisis may be thrown in later.  

Collateral materials may consist of (but are not limited to): 

·         Press Releases 

·         Graphics 

·         Charts/Diagrams 

·         Maps 

·         Stock Photos 

·         Backgrounders 

·         Company Facts/History 

·         Biography/Pictures of the CEO or President 

·         Biography/Pictures of the Chairman of the Board 

·         General Brochures 

·         Mission Statement 

·         Announcements 

·         Company Newsletter 

·         Annual Report 

·         Advertising Copy 
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·         Public Service Announcements 

·         Fliers 

·         Company Contact Information 
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Section 8 – Media Policies and Procedures 

The XYZ conference room will serve as the media information center.  It is best to set up this 
center in a place that is removed from the company’s public relations department and away from 
the offices of key people in the organization. 

Locations for the interviews will be arranged by the public relations department with respect to 
media needs and company guidelines.  It is quite possible that the media will ask to shoot photos 
or video footage in areas of our office park that are associated with the crisis.  All media should 
be treated equally in this regard.  It is also suggested that reporters be escorted by the public 
relations staff when visiting the company.  

Reporters may also ask to speak to employees or customers who are involved with or have been 
affected by the crisis.  It is best to restrict all media interviews to the primary spokesperson, 
backup spokesperson, or technical expert.  Controlling the interview process is key to managing 
the crisis.  However, remember that reporters have the right to interview whomever they choose. 
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Section 9 – Utilizing Communication Technology 

Today’s media outlets are constantly evolving and it is pertinent to the success of any 
organization to keep up with that ever-changing technology.  It is vital that these channels of 
communication are opened well before a crisis strikes if they are to be effective. 

Web sites are the most popular source of company information.  They offer many opportunities 
to educate the public on several different aspects of the organization.  The site should have a 
company bio page with generic facts regarding the number of employees and how the business 
was founded.  Any kind of press coverage or awards the company received should be easily 
accessible.  Another area should be set up to display the company’s philanthropic activities, and 
this page should not look empty.   

Pod Casts are a new wave of the future, allowing companies to broadcast audio clips through 
their websites.  This can be useful when a spokesperson is issuing an important announcement.  
Video broadcasts can be uploaded in the same way, through the company website or through 
video sharing websites such as www.youtube.com.   

Another growing trend is company blogging.  CEOs and other high level managers should be 
encouraged to frequently update a web log detailing their activities.  There are many consumers 
who desire an “inside look” at a company.  Blogs keep those curious customers and investors 
informed and build trust between the organization and its stakeholders.  

The “blogosphere” outside the company should also be monitored.  The best way to do this is to 
set up an account through Google Alerts.  This system will notify the user any time 
predetermined key words show up in other people’s blogs.  

Should a blogger slander the company, remain calm.  Professionally state the facts in a comment.  
It is possible that the comment could be deleted, and at that point it’s best just to drop the matter. 

Email newsletters may also be generated to keep interested parties regularly informed of the 
goings-on of the business.  This might include company news, promotions, events, pictures, 
specials, and any relevant news pertaining to the industry.  It is best not to send these emails out 
more than once a month.   

A “Virtual Press Room” is another section that’s being rapidly added to corporate websites.  This 
page should contain everything a general press kit on the company might contain.  Press releases, 
links to video, fact sheets, photos of key company officials and locations, etc. may be included 
on the page.  Some organizations restrict access to these areas by using passwords distributed 
only to members of the media.  However, it is usually best to keep the page open to all interested 
parties, to avoid the appearance of having something to hide. 

http://www.youtube.com/�
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A communication network is essential to a crisis situation.  Though each crisis is unique, it is 
best to try to plan a system of communication ahead of time. This requires knowing who reports 
to whom.  The person making the final decisions for the situation probably won’t have the time 
to talk to anyone that spots an issue.  That person, as well as the spokesperson, should be 
informed by one person or very few people.   

However, a long ladder of people passing information should be avoided.  It wastes time to 
essentially play “telephone” within the company, and messages may be inaccurate by the time 
they are relayed to the last person.   

One primary crisis line should be dedicated and distributed to everyone involved.  This should be 
linked to a cell phone that may be passed around between key people as they cover different 
shifts during the crisis.  With that cell phone should come a crisis log  
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Section 10 – Contact Log 

A log should be established to record all telephone calls from the media or other parties inquiring 
about the crisis.  This will help to ensure any callbacks required are not overlooked, and keep the 
crisis team up to date with the opinions of its audiences.  It will also assist in the post-crisis 
analysis. 

The contact log should contain the following information: 

 Date 

 Name of caller 

 Questions/Comments 

 Telephone number 

 Person responsible for callback 

 Additional notes 
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 Governmental 

 Geographical 

 Local 

 State 

 Regional 

 National 

 International 

 Functional 

 Legislative 

 Regulatory 

 Executive 

 Judicial 

 Special Interest 

 Environmental 

 Consumers 

 Safety 

 Health 

 Disabled 

 Minority 

 Senior citizens 

 Religious 

 Think Tanks 
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Section 11 – Emergency Equipment and Supplies 

Much of the equipment and supplies needed during an emergency is already available within an 
organization.  However, additional equipment will be required as well.  
 
A crisis center should be set up off site, away from the organization.  It is best that this area have 
restricted access, such as requiring a key card for entry.  When a crisis is brewing, there isn’t 
time to find such a location.  For this reason, a location should be sought out in advanced, with 
several backups should it be occupied at the time of the crisis.  
 
The crisis center will require several rooms, each with a set of equipment and supplies.  This 
may include: 
 
 Press Room 
 Podium 
 Several rows of chairs 
 Long tables 
 Refreshments 
 Electric outlets 
 Informational resources 

 Restrooms/Showers 
 Internet and Monitoring Room 
 Tables 
 Chairs 
 Computers with High Speed Internet  

 Communications Center 
 Tables 
 Desks 
 Chairs 
 Telephones 
 Computers 
 Word Processors 
 Internet accessible 

 Books and Resources 
 Fax machines 
 TV monitors and VCRs 

 Sleep Center 
 Beds 
 Pillows 
 Blankets 
 Armchairs 

 Scenario-Planning Room 
 Video production center 
 Conference table 
 Chairs 
 Dry erase board 
 Projector and screen 
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 Emergency Responders’ Room 
 Tables/Desks 
 Chairs 
 Phones 
 Paper, pens, and other supplies 

 Hospitality Room 
 Dining table 
 Chairs 
 Sink 
 Refrigerator 
 Microwave 
 Dishes/silverware 
 Coffee machine 
 News papers 

 

If possible, these things should be collected and stored on site.  Maps should be made of the 
location, marking the storage areas of the specific supplies and equipment.  These maps should 
be easily accessible to management.   

If there is no room for storage on site, use the storage facility nearest to the future location of the 
crisis center. 
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Section 12 – 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 a similar institution has a similar crisis.  Once the main media focus is 
over, it would be wise to conduct a crisis audit to assess the following: 

 Was the team effective? 

o Were there too many people? Too few? 

o Did additional areas need to be represented? 

o Did certain areas not need representation? 

 Was the spokesperson effective? 

o Should we use a different representative in the future? 

o Does the individual require media training? 

o Was the individual respectful of the media at all times? 

 Did back-ups function properly? 

 Did the media feel they were being treated fairly? 

 Was the interview process controlled? 

 Were the tough questions realistic or were there surprises? 

 Was there enough practice time? 

 Did the operating systems (fax, email, courier, etc.) work well? 

 What supplies or equipment could we have added? 

 Were collateral materials helpful and did they help control the crisis? 

 What collateral materials could we have added? 

 Were any key audiences left out? 

 How did the media cover our crisis? 

 Was our crisis plan effective? 

 How could future crises be better managed? 

 

The crisis communication team should meet to analyze and critique the company’s response to 
the situation.  This analysis will help the company manage future controversial issues better.  
Each member of the crisis team should bring his or her notebook, contact log, and evaluations of 
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the crisis from others who assisted in the crisis.  In addition to analyzing the company’s 
response, the team should also review and analyze the media coverage of the crisis. 

It is recommended that the crisis communication team should meet two weeks or so after the 
main media focus comes to a close.  If the team meets earlier than two weeks, it is likely that 
some people might not be able to attend.  Meeting much later than two weeks could result in 
team members having become more focused on new issues and not on the evaluation of the past 
situation. 

On the next page is a sample post-crisis evaluation form that team members should fill out.  
Team members can also distribute the evaluations to others who assisted in the crisis.  
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