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“A lot of people are sometimes too slow to act or       

they could think they’re making too much of this too 
soon.  But it’s better to be safe than sorry, better to   

be proactive and really get ahead of what’s going on, 

as opposed to letting the issue drive the news.”
-- Jennifer Risi



Managing a Crisis



A Crisis Takes Many Forms



Managing “Negative” News: 

A Crisis Management Playbook

Preparation
(Message/ material development, resource/asset 

mapping)

Recommendation & Communication
(Determine action plan, tailor, leverage third parties)

Monitoring & Identification

Track
(Implement communication plan, continuous team 

communication, analyze message impact)

Assessment
(Validate, identify additional materials needed, increase 

monitoring)

Review & Adjust Incident Response
(Communicate to stakeholders, monitor/correct 

inaccuracies, revise messaging as needed)



10 Commandments of Crisis Management

Team members must be notified immediately of the 

incident. 

PR team to draft relevant messages and 

corresponding statement in addition to     

appropriate talking points. 

The predetermined spokesperson and, when 

necessary, back-up spokespersons are the only 

people authorized to be quoted. 

PR team and client are aligned and stick to      

media communication plan.

Press conferences are not an efficient or effective 

way to communicate to key audiences in a crisis 

situation in the Americas. 

PR team will facilitate interviews for the 

spokespersons with media.

Statements developed by the PR team will serve to 

mitigate the crisis while reinforcing the leadership 

role of the client. 

Information will be distributed in a timely fashion 

and regularly until the issue passes.

Every communication opportunity will emphasize the 

actions that are being taken to address the situation 

and be integrated into related projects underway for 

the client.

PR team to provide daily news updates in tone       

of media coverage to client.
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The Bottom Line

Be PROACTIVE.

No comment is NOT a comment.

TAKE CONTROL of your own narrative and define it…

If you don’t, someone else will. 


