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Editor’s Letter

Editor’s Letter

PR’s Leadership Role in Crisis 
Management Begins Now
Dear Reader,

Crises are a part of doing business. Handled well, they demonstrate 
to your publics that yours is an organization that puts people before 
profits, truth before denial and spin.

When a crisis is handled poorly, it can escalate to a point of no return.

The key to handling crises is to be ready ahead of time for the storm that is 
always on the horizon. Proper planning can take the panic out of the initial 
response to a crisis and can set the tone for the post-crisis communications, 
out-reach and repair efforts.

Crisis planning means taking a long, hard look at your company, its 
products and services and the people who represent the company to the 
world. It means assessing weaknesses and vulnerabilities. 

It also means strategizing and creating an action plan; one that identifies 
teams, internal assets, lines of communication and communications protocols.

You may do a great job of communicating to your core constituencies, but 
when a crisis hits, your audience is mostly composed of complete strangers 
and you must deliver your messaging with that fact in mind.

This edition of the PR News Crisis Management Guidebook brings 
together the latest research, case studies and expertise from the field of crisis 
management. The authors have been in the trenches and bring to the table 
a wealth of experiences. The content in this guidebook will provide you 
with guidance on issues ranging from research tips to social media tactics to 
having an effective crisis plan. As crisis management is not a science, per se, 
you’ll find many different views on best practices, but you are certain to find 
interesting and game-changing takeaways from all of the contributors.

We hope you enjoy this Guidebook and will update us at PR News on your 
communications successes. 

Sincerely,
 
The PR News Editorial Team

For subscribers only: full access to PR News 
article archives at www.prnewsonline.com

Subscription/Renewal Coupon
●❍ 	I want to subscribe to PR News for $797/

year or $1,494/2 years, and receive weekly 
issues plus unlimited access to the online 
premium content and archives.

Name:____________________________________
Title:______________________________________
Organization:________________________________
Address:___________________________________
City:_______________ State:_____ ZIP:___________
Phone: _________________ Fax:________________
Email:_____________________________________

●❍ 	I want to renew my $797 or $1,494 
subscription to PR News.  My account 
number is:

	 ______________________________________
Charge my Card No.__________________________
Exp._ _________  Signature:____________________

■❑	 Check enclosed  (Payable to Access Intelligence, LLC) 
In MD add 5% tax. Postage and processing add/yr: 
$20 within U.S., $99 outside U.S. Fax to 301.309.3847

Published weekly by Access Intelligence, LLC 
4 Choke Cherry Road, Rockville, MD 20850

Client Services: 
Phone: 888.707.5814 •  Fax:  301.309.3847 

e-mail: clientservices@accessintel.com
New York Editorial Office: 

88 Pine Street, Suite 510, New York, NY 10005 
Phone: 212.621.4890 •  Fax: 212.621.4879

PR News Editor, Scott Van Camp, 
svancamp@accessintel.com
Guidebook Managing Editor, Linda Romanello
Editorial Director/Events, Steve Goldstein, 
sgoldstein@accessintel.com
Senior Editor, Jamar Hudson, 
jhudson@accessintel.com
Community Editor, Bill Miltenberg, 
bmiltenberg@accessintel.com
Director of Marketing & Event Logistics, Kate Schaeffer, 
kschaeffer@accessintel.com
Marketing Manager, Laura Berdichevsky, 
lberdichevsky@accessintel.com
Associate Publisher and Brand Director, PR News 
Group, Amy Jefferies, ajefferies@accessintel.com
Graphic Designer, Chuck Bussenger
SVP/Group Publisher, Diane Schwartz, 
212.621.4964, dschwartz@accessintel.com
Division President, Heather Farley
President & CEO, Don Pazour

       
PR News ADVISORY BOARD 
Paul A. Argenti - Tuck School of Business
Ned Barnett - Barnett Marketing Communications
Neal Cohen - APCO 
Carol Cone - Edelman 
Peter Debreceny - Gagen MacDonald
Mike Herman - Communication Sciences
Laura Kane - Aflac
Michael McDougall - McDougall Travers Collins
Larry Parnell - George Washington University 
Mike Paul - MGP & Associates PR 
Deborah Radman - Senior PR Consultant
Brenda C. Siler - Best Communication Strategies
Helene Solomon - Solomon McCown & Co.
Mark Weiner - PRIME Research

PR News BOARD OF CONTRIBUTORS
Dave Armon - Critical Mention
Andy Gilman - CommCore Consulting 
Bruce Jeffries-Fox - Jeffries-Fox Associates 
Angela Jeffrey - Member, IPR Commission
Richard Laermer - RLM Public Relations
Richard Levick - Levick Strategic Comms 
Ian Lipner - Lewis PR/YoungPRpros 
Katie Paine - KDPaine & Partners 
Rodger Roeser - The Eisen Agency 
Lou Thompson - Kalorama Partners 
Reid Walker - T-Mobile 
Tom Martin - College of Charleston

Group Subscriptions - Kate Schaeffer,  
301.354.2303; kschaeffer@accessintel.com 

Additional Copies & Article Reprints -  
Contact Wright’s Media, 877-652-5295; 
info@wrightsmedia.com



prnewsonline.comCrisis Management Guidebook     Volume 66

Table of Contents

Foreword  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                                        5

Index of Companies & Organizations . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                    9

Chapter 1 – Overview & Research
No Place for Procrastinators in Crisis Management - by Monica Gabrielle Wood  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  14

Annual ICM Crisis Report: News Coverage of Business Crises in 2011 - by The Institute for Crisis Management  . . . . . . . . . .          18

It’s OK to Mess Up, But No One Forgives a Cover-Up - by Karen Friedman . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                       23

Build an Organizational Consensus on The Definition of a Crisis - by Peter V. Stanton  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              26

Plan Ahead, but be Prepared to Rewrite The Plan in The Heat of Crisis - by Arthur Solomon  . . . . . . . . . . . . . . . . . . . . . . . . .                         30

Develop a Screening Process to Monitor Media and Evaluate Potential Crises - by Tom Davis . . . . . . . . . . . . . . . . . . . . . . . .                        34

Spokespeople Should Apply The Rule of Three When Being Interviewed by Media - by Debra A. Berliner . . . . . . . . . . . . . . . .                37

Strategizing and Executing The Town Hall Meeting During A Time of Crisis - by Douglas J. Swanson . . . . . . . . . . . . . . . . . . .                   39

Invest in Customer Relations Now to Manage Crises Better - by Gina de Miranda . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 43

The Five Stages of PR Grief - by Marj Halperin  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                           46

Manage The Messengers, Not Just The Message, in a Crisis - by Melissa Schwartz  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                               50

How to Manage Executive Leadership and Presence During Crises - by Tim L. Tinker and John Papa  . . . . . . . . . . . . . . . . . .                  55

Crisis in a School: Using Communications To Manage Parents’ Fears - by Chris Floore  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             59

Can Your Business Survive a Crisis? - by Suzanne Rhulen Loughlin . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                            64

Crisis Cheat Sheet  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                                69

Chapter 2 – Media Relations
Play The Role of The Tough Reporter in Your Crisis War Room - by Joe Hodas . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                    74

Doing It Right: Message Mapping, Construction and Framing - by Cindy Rakowitz . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .77

Crisis Tale: Under Intense Fire, Communicator Puts Out PR Blaze - by PR News Editors . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             80

The Media Orchestra: Interpreting The Interplay of Media Types in a Crisis - by Eric Koefoot, Chris Bolster and Sam Neer . . .   82

Six Important Tips For Message Clarity - by David Hamlin . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                   86

Blood on The Floor or Name Adored? Choose Your Spokespeople Wisely - by Jane Jordan-Meier . . . . . . . . . . . . . . . . . . . . .                     87

Put Potential Victims First, Organization Second in a Crisis Plan - by Jennifer Miller  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                               90

Your Best Adviser for Crisis Planning: A Working TV Journalist - by Dick Pirozzolo and Barry Nolan . . . . . . . . . . . . . . . . . . . .                    95

Media Relations Crisis Cheat Sheet  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                  100

Table of Contents



7prnewsonline.com Crisis Management Guidebook     Volume 6

Table of Contents

Chapter 3 – Internal Communications
Leveraging Internal Communications For Crisis Management - by Elizabeth Cogswell Baskin . . . . . . . . . . . . . . . . . . . . . . .                       104

Winning The Internal Battle May Be More Critical Than The Media War - by Ray Casas . . . . . . . . . . . . . . . . . . . . . . . . . . . .                            107

‘Would I Work There?’ Employment Brand and Crisis Communications - by Joe Chidly . . . . . . . . . . . . . . . . . . . . . . . . . . . .                            111

Your CEO has an Achilles’ Heel...How are you Going to Fix it? - by Andrew Gilman  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                               115

Managing Emotions—Keeping Your CEO Cool When a Crisis Heats Up - by Lynette M. Loomis  . . . . . . . . . . . . . . . . . . . . . .                      117

How to Handle a Crisis When You’re Wearing Two Hats: CEO and PR Pro - by Deborah A. Deal . . . . . . . . . . . . . . . . . . . . . . .                       123

Transparency in Employee Communication: Crisis Hits a University - by Gayle M. Pohl  . . . . . . . . . . . . . . . . . . . . . . . . . . . .                            127

Internal Combustion Engine: CEO Scandals and Crisis Communications  - by Laurent-Paul Van Steirtegem . . . . . . . . . . . . .             133

How To Prevent The ‘Iago Effect’ From Dooming Your CEO - by Montieth Illingworth  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              136

Internal Communications Cheat Sheet  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                138

Chapter 4 – Issues Management
Manage Risk to Solve a Potential Problem and Gain a Business Foothold - by Brenda C. Siler . . . . . . . . . . . . . . . . . . . . . . .                       144

Image Patrol: Komen Foundation vs. Planned Parenthood - by Katie Paine  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                     147

Proactive Communications During Collective Bargaining - by Robert Moll . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                      150

Face-to-Face: How to Manage Non-Violent Protestors - by Chato Hazelbaker . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                   153

Screening Process Can Distinguish  Mere ‘Issues’ From Real ‘Crises’ - by Tom Davis . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             156

The ‘Kony 2012’ Controversy: Faster Isn’t Always Better in a Crisis Response - by PR News Editors  . . . . . . . . . . . . . . . . . .                  159

Issues Management Cheat Sheet . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                    161

Chapter 5 – Social Media
How to Put an End to Public Relations Crises Created on Social Media Forums - by Muhammad Yasin  . . . . . . . . . . . . . . . .                164

10 ‘Who’ Questions to Ask in Social Media Crisis Planning - by Chris Turner . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                    168

Nine Proven Tips for Using Twitter During a Media Crisis - by PR News Editors . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  172

Making Effective Use of Social Media for Internal Crisis Communications - by Jo Lynn Deal  . . . . . . . . . . . . . . . . . . . . . . . .                        174

How to Prepare for The Breakneck Speed of Social Media in a Crisis - by Sandra LeDuc and Lou Gellos . . . . . . . . . . . . . . .               178

Get Social Media Plan Right Before a Crisis Hits Your Organization - by Carolyn Mae Kim  . . . . . . . . . . . . . . . . . . . . . . . . . .                          181

Finding Your Voice in Social Media Pays Dividends During a Crisis - by Noelle Mashburn, Joseph Bass and Matia Powell  . .  184

Are You Antisocial in a Crisis? - by Susan Tellem and Dan Grody . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                             188

A Five-Step Plan for Managing a Crisis Via Twitter, Facebook and More - by Amy Neumann  . . . . . . . . . . . . . . . . . . . . . . . .                        192

Communications Game Change for a Highly Regulated Industry - by Uri Goren . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  195

The Four R’s of a Crisis: Readiness, Response, Reassurance and Recovery - by Sandra Fathi . . . . . . . . . . . . . . . . . . . . . . .                       198

Defend Your Brand Against Digital Detractors on Twitter and Facebook - by Jon Tilton . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             201

How to Achieve Precision Timing During Crisis With ‘Instant News’ - by Greg Shoemark . . . . . . . . . . . . . . . . . . . . . . . . . . .                           203

Social Media Cheat Sheet . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                          206



prnewsonline.comCrisis Management Guidebook     Volume 68

Table of Contents

Chapter 6 – Litigation PR
Take a Calm, Even-Handed Approach to Litigation and Investigations - by Kevin L. Sullivan and Howard A. Mavity  . . . . . . .       212

Navigating The Intersection of Legal Affairs and Communications - by Meghan Gross . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             216

Do Your Cease-and-Desist Letters Make You Sound Like A Bully? - by David Bell  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                219

Collaborating With The Legal Team — Communications Success During a Crisis - by Garet Hayes . . . . . . . . . . . . . . . . . . .                   221

Litigation PR Cheat Sheet . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                          223

Chapter 7 – The Crisis Plan
Put Your Organization’s Key Messages At The Core of Your Crisis Plan - by Michelle Pittman and Mona Delia  . . . . . . . . . . .           226

The Basic Three-Question Technique for Effective Crisis Planning - by Patrick M. Early . . . . . . . . . . . . . . . . . . . . . . . . . . . .                            229

A Nonprofit’s Crisis Guide to Planning For The Unexpected - by Jeff Rubin  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                     234

Heightened Emotions and Donor Relations:  Crisis Planning for Nonprofits - by Eilene Wollslager  . . . . . . . . . . . . . . . . . . . .                    238

Preparing for The Potential Personal Crisis That Follows Your Brand’s Crisis - by Scott E. Rupp  . . . . . . . . . . . . . . . . . . . . . .                      242

Use Integrated Marketing Communication to Avoid Brand Disintegration During Crisis - by Patricia T. Whalen . . . . . . . . . . .           245

Creating a Crisis Management Team: A Thousand Miles Begins With a Baby Step - by Gregg Shields  . . . . . . . . . . . . . . . . .                 250

Communicating in Crisis: Key Lessons That Will Increase Success - by DJ Wilson and Matt Wilcox  . . . . . . . . . . . . . . . . . .                  252

Five Principles and Five Practices for Effective Crisis Management - by Victoria Osorio  . . . . . . . . . . . . . . . . . . . . . . . . . . .                           256

Integrating Social Media Into Your Company’s or Client’s Crisis Plan - by Allie Herzog Danziger   . . . . . . . . . . . . . . . . . . . . .                     260

Crisis Plan Cheat Sheet . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                            263

Chapter 8 – Case Studies
Maytag Launches Facebook Page, Turns Dishwasher Disses Into Engaged Fans - by PR News Editors  . . . . . . . . . . . . . . . .                268

Successfully Using Twitter, American Airlines Defuses Security Incident - by PR News Editors . . . . . . . . . . . . . . . . . . . . . . .                       271

David vs. Goliath—The South Beach Diet Takes on The Beer Industry - by Heidi Krupp-Lisiten . . . . . . . . . . . . . . . . . . . . . .                      274

Wikipedia Takes on The Komen Crisis - by Marcus Messner, Marcia W. DiStaso and Virginia Harrison . . . . . . . . . . . . . . . . .                 277

Transparency and Proactive PR Create Lifeline for LGBTQ Health Center Crisis - by PR News Editors  . . . . . . . . . . . . . . . . .                 281

Bugs in My Beverage? Four Lessons From Starbucks’s Battle v. The Vegans - by Margot MacKay . . . . . . . . . . . . . . . . . . . .                    285

The Three Most Vital Factors In A Crisis - by Michael Gordon . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                287

Tragedy to Triumph—Employing Effective Group Communication Channels in Crisis - by Tom Dehner  . . . . . . . . . . . . . . . .                290

PR Lessons to Be Learned From the Costa Concordia Tragedy - by PR News Editors . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              293

Case Studies Cheat Sheet . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                                                          295



9prnewsonline.com Crisis Management Guidebook     Volume 6

Airline Pilots Association . . . . . . . . . . . . . . . . . . . .                     1
Allstate . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  3
Amazon  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 7
American Airlines . . . . . . . . . . . . . . . . . . . . . . .                        1, 5
American Association of University Professors  . . .    3
Amtrak . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  1
Angel Flight Southeast  . . . . . . . . . . . . . . . . . . . . .                      3
APCO Worldwide . . . . . . . . . . . . . . . . . . . . . . . . . .                           4
Apple . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 4, 6
Arc . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                     8
AT&T . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 4
Australian Marine Industries Federation  . . . . . . . .         5
Bain . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                    1
Baltimore Washington International Airport . . . . . .       1
Berkshire Hathaway . . . . . . . . . . . . . . . . . . . . . . .                        3
Best Buy . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 6
Blue Water Partners  . . . . . . . . . . . . . . . . . . . . . . .                        2
Boeing  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                1, 7
BP  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             1, 3, 5, 7, 8
Burson-Marsteller . . . . . . . . . . . . . . . . . . . . . . .                        5, 7
California Nurses Association . . . . . . . . . . . . . . . .                 4
Cameron International  . . . . . . . . . . . . . . . . . . . . .                      1
Canaport LNG . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             2
Capital One . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                               1
Carnival Cruise Lines  . . . . . . . . . . . . . . . . . . . . . .                       8
Caterpillar . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                4
Center for Science in the Public Interest  . . . . . . . .         8
Chipotle Grill . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              8
Chrysler . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 5
CIA . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                     1
Citadel  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  1
Citigroup . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 1
Clark Equipment Company . . . . . . . . . . . . . . . . . .                   7
Clemons Communication  . . . . . . . . . . . . . . . . . . .                    4
Colgate-Palmolive  . . . . . . . . . . . . . . . . . . . . . . . .                         3
CommCore Consulting  . . . . . . . . . . . . . . . . . . . . .                      8
Communications Workers of America  . . . . . . . . . .           4
Company Agency  . . . . . . . . . . . . . . . . . . . . . . . . .                          3
Costa Concordia . . . . . . . . . . . . . . . . . . . . . . . . . .                           8
Costa Cruises . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             8
Costco  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  7
Creative Media Group . . . . . . . . . . . . . . . . . . . . . .                       7
CRT/tanaka . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                               4
Dallas Mavericks  . . . . . . . . . . . . . . . . . . . . . . . . .                          3

Deepwater Horizon  . . . . . . . . . . . . . . . . . . . . .                      1, 8
Delta . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                    1
Department of Homeland Security  . . . . . . . . . . . .             1
Dezenhall Resources  . . . . . . . . . . . . . . . . . . . . . .                       4
Distribute IT  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              1
Dodd-Frank  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              1
Dogfish Head  . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             5
Enron . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                   7
Epsilon . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  1
Evolving World Communications . . . . . . . . . . . . . .               1
Exxon . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                   1
FBI . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                     1
FINRA . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                   1
Food and Drug Administration  . . . . . . . . . . . . . . .                8
Ford . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                    7
Forever 21  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                               6
Fox Networks . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             1
Foxconn . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 4
General Electric  . . . . . . . . . . . . . . . . . . . . . . . . . .                           3
General Motors . . . . . . . . . . . . . . . . . . . . . . . . .                          1, 7
GetJar . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 6
Goldman Sachs . . . . . . . . . . . . . . . . . . . . . . . . .                          1, 3
Google  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  1
Halliburton  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                               1
Harvard Medical School  . . . . . . . . . . . . . . . . . . . .                     3
Howard Brown Health Center  . . . . . . . . . . . . . . . .                 8
HP  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                     3
ICM . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                     1
IMF . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                     1
International Association of . . . . . . . . . . . . . . . . . .                   7 
   Business Communicators
International Association of . . . . . . . . . . . . . . . . . .                   4 
   Machinists and Aerospace Workers
Invisible Children  . . . . . . . . . . . . . . . . . . . . . . . . .                          4
International Association for . . . . . . . . . . . . . . .                1, 3 
    Measurement and JetBlue
Issue Management Council  . . . . . . . . . . . . . . . . .                  4 
Johnson & Johnson  . . . . . . . . . . . . . . . . . . . . .                      1, 7
JP Morgan Chase . . . . . . . . . . . . . . . . . . . . . . .                        1, 7
K2  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                     8
Komen . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  8
Kroger  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  1
Landor Associates . . . . . . . . . . . . . . . . . . . . . . . . .                          4
League of Women Voters  . . . . . . . . . . . . . . . . . . .                    1

Company Index

Index of Companies & Organizations
Following are the companies featured in this guidebook.



prnewsonline.comCrisis Management Guidebook     Volume 610

Company Index

Littler Mendelson . . . . . . . . . . . . . . . . . . . . . . . . .                          1
Lockheed Martin . . . . . . . . . . . . . . . . . . . . . . . . . .                           1
Lord’s Resistance Army  . . . . . . . . . . . . . . . . . . . .                     4
Marriott Rewards  . . . . . . . . . . . . . . . . . . . . . . . . .                          1
Massey Energy . . . . . . . . . . . . . . . . . . . . . . . . . . .                            1
MasterCard . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                               1
Maytag . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  8
McDonald’s . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                               7
Merck . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                   7
Microsoft  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                7
MoveOn . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 4
MWW Group . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              4
NASA . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                   7
National Association of Insurance Commissioners  1
National Labor Relations Act  . . . . . . . . . . . . . . . .                 4
National Labor Relations Board  . . . . . . . . . . . . . .               1
National Weather Service . . . . . . . . . . . . . . . . . . .                    5
Nestlé . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                   3
Netflix . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                   1
Network Solutions . . . . . . . . . . . . . . . . . . . . . . . . .                          4
New York Yankees . . . . . . . . . . . . . . . . . . . . . . . . .                          8
Newegg . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 6
News Corp. . . . . . . . . . . . . . . . . . . . . . . . . . . .                           1, 3, 8
Nike . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  4, 7
Nintendo . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 1
Nuclear Energy Institute . . . . . . . . . . . . . . . . . . . .                     5
Occupy Movement  . . . . . . . . . . . . . . . . . . . . . . . .                         4
Oklahoma State University  . . . . . . . . . . . . . . . . . .                   1
Olympus . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 1
Penn State University . . . . . . . . . . . . . . . . . . .                   1, 4, 7
Peppercom . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                               8
Pepsi  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                   7
Planned Parenthood  . . . . . . . . . . . . . . . . . .                 1, 4, 5, 8
Playboy . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  2
Public Affairs Council  . . . . . . . . . . . . . . . . . . . . . .                       4
Public Broadcasting System . . . . . . . . . . . . . . . . .                  1
Public Communications Inc.  . . . . . . . . . . . . . . . . .                  8
Public Relations Society of American  . . . . . . . . . .           7
Purdue . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  3

Qantas Airways  . . . . . . . . . . . . . . . . . . . . . . . .                         1, 3
Raytheon  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                4
Red Cross . . . . . . . . . . . . . . . . . . . . . . . . . .                          1, 3, 4, 5
RIM . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                     4
Rolls Royce . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                               3
Rowland PR  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              4
Salvation Army . . . . . . . . . . . . . . . . . . . . . . . . . . .                            6
Ship Building and Repair . . . . . . . . . . . . . . . . . . . .                     1
Sky Express Bus Service . . . . . . . . . . . . . . . . . . . .                     1
Sony . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                    1
Starz . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                    1
Susan G. Komen for the Cure  . . . . . . . . . . .           1, 4, 5, 8
Sutter Health  . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             4
Syracuse University  . . . . . . . . . . . . . . . . . . . . . . .                        1
Taco Bell . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 8
Tilburg University  . . . . . . . . . . . . . . . . . . . . . . . . .                          3
TiVo  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                    1
Tokyo Electric Power Company . . . . . . . . . . . . . . .                1
Toyota . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                   8
Transocean . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                               1
U.S. Airways  . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             1
U.S. Coast Guard . . . . . . . . . . . . . . . . . . . . . . . . . .                           1
United Airlines  . . . . . . . . . . . . . . . . . . . . . . . . .                          1, 7
United Negro College Fund  . . . . . . . . . . . . . . . . . .                   4
United Way of America  . . . . . . . . . . . . . . . . . . . . .                      7
University of North Carolina at Chapel Hill . . . . . . .        4
University of Southern California . . . . . . . . . . . . . .               3
Valassis  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 8
Verizon . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  4
Virgin America  . . . . . . . . . . . . . . . . . . . . . . . . . . .                            1
Visa  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                    1
Walgreens  . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             1, 8 
Weber Shandwick . . . . . . . . . . . . . . . . . . . . . . . . .                          8
WellPoint  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                3
Wendy’s . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 3
Whittley Marine Industries . . . . . . . . . . . . . . . . . . . 5
Wieden & Kennedy . . . . . . . . . . . . . . . . . . . . . . . .                         7
Y&R New York . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             4



 Chapter 1:  Overview & Research 

“If you don’t measure your company’s preparedness 
and resiliency, how do you know if you are able to 
manage a crisis?”

— Suzanne Rhulen Loughlin, 
 Co-founder and EVP, Firestorm Solutions, LLC
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Play The Role of The Tough Reporter in 
Your Crisis War Room
By Joe Hodas

Executives don’t want to think about crises 
before they’re in one, and they certainly 
don’t see the point of spending money and 
time on a crisis that hasn’t yet occurred. 

Too often, they think that if a crisis does arise, they 
can wing it. As a professional winger, I can safely 
say that nothing can prepare you for cameras, 
lights and questions as you try and explain loss 
of life, loss of shareholder value or other crisis 
scenarios with limited information, muffled by a 
veil of chaos and fear. Nothing.

Create a simple plan. If you find yourself with 
hours, or even minutes, before a crisis occurs, 
there is still time to train. Better yet, you can 
actually kill two birds with one stone because you 
will also have to craft messaging for your various 
responses and communications. There’s no better 
way to test your messaging than to run it through 
a real-time, iterative process grounded in media 
training. If it doesn’t sound good the first time it 
rolls off the lips of your CEO, odds are likely that 
it’s not the right message.

Below are eight steps/considerations for media 
training in a storm that should help you prepare 
for, though maybe not conquer, whatever crisis you 
face:

Find a dedicated war room immediately.1.	  If it 
has presentation capabilities, that’s great. But 
mostly it just has to be a room large enough 
to hold a crowd and convenient enough for 
all to access.
Identify your team.2.	  Keep it managable. In 
a crisis, when time is of the essence, less is 

more. Otherwise you’ll never get to consensus 
on the messaging and you won’t get to run 
through any of it for practice. I recommend 
some combination of at least the following 
representation:
Legal counsel: Just to be safe.•	
CEO/president: If at all possible, and •	
depending upon the nature of the crisis, this 
should also be your spokesperson.
Subject matter expert: This will vary •	
depending on the crisis.
PR counsel: That’s you.•	
Note taker/researcher: If you are going to •	
act as the PR counsel, it’s beneficial to have 
someone there to capture words, expressions, 
facts etc., so you can focus on driving the 
discussion.
CFO: Why the CFO? CFOs tend to have a very •	
analytical mind and they often know the risks 
associated with certain messaging and have a 
good sense for any insurance or third-party 
vendors that should be involved.
Development of messaging.3.	  Ideally, you 
have spent about two hours developing two 
columns:
Facts: These are the elements you know to be •	
true about the situation.

If you find yourself with hours, or even 
minutes, before a crisis occurs, there is 
still time to train.
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Messages: These are the words that you’ll •	
use to communicate the facts. What you 
really want to get to, for the purpose of 
media training at least, is a series of three 
to five (three is ideal) broad messages that 
cover only the most essential points of the 
situation. Each of those can be supported by 
three messages/facts. If you go any deeper 
than that, it’s easy for your spokesperson 
to get confused, share too much or the 
wrong information. One of the downsides 
to media training during a crisis is that as 
you go through the messaging process, it’s 
easy to forget what was merely part of the 
“discussion” versus an actual key message.
Now that you have your messaging, it’s time 4.	
to try it out in front of an audience. If you 
have the time and technical capabilities, it’s 

best to capture the training on video. This 
way, you can play back the critique via video, 
rather than interrupting it in real time. Also, 
the video will help you see exactly how your 
spokesperson might come across on camera, 
which can be much different than seeing him 
or her in person.
Opening Statement.5.	  Start your training with 
your spokesperson making an “opening 
statement” to set the stage/tone for questions.
This is the fun part; you get to be the nasty 6.	
reporter. Really grill your spokesperson and 
switch up the style. Try to use as many tricks of 
the trade as you can, such as:
Silence: So often, when a reporter lets the •	
silence sit for a few seconds, the interview 
subject will try to fill the silence with words—
sometimes words that should never have left 

For organizations mired in a crisis, having a plan, swift 
stakeholder communications and active reputation 
management are crucial to help mitigate controversy. 
David Kalson, CEO of Ricochet PR and 20-year crisis-
management veteran, recommends an organization use 
this checklist to work through a bad situation:

Draft a team.❏❏  Assemble a crisis response team with 
the CEO as the ultimate decision maker and choose 
your spokesperson(s). Ensure that operations 
and communications are closely coordinated by 
including both operational managers as well as 
communications managers on the team. Also 
include legal experts and subject-matter experts, 
e.g., if the crisis is an IT security breach, the head 
of IT must be on the team.
Categorize the seriousness.❏❏  How many people are 
victims, real or perceived? Is the media covering 
it? Which media? Some are more influential, 
hence consequential than others. Can the crisis be 
contained at a local facility or does it impugn the 
entire corporation, nationally or globally?
“Tell it first and tell it fast” to audiences ❏❏

affected by the crisis. Make your organization the 
authoritative informational resource on the crisis, 
or else someone else will take that role from you. 
Tactics could include an apology to victims, Web 
site content, op-eds, remuneration to victims, ads, 
regulatory filings, legal actions, etc.
Focus Internally.❏❏  Make your employees a primary 
audience so they are equipped to carry your 
crisis-related messages to customers and into the 
community while they maintain their productivity 
and morale.
Break out the influencers.❏❏  Whenever possible, use 
respected third-party experts to tell your story 
during a crisis.
Be media savvy.❏❏  Use media/presentation training 
during a crisis and rehearse before going before 
the media or groups.
Rule No. 1. Empathize (be human) to victims, real or ❏❏

perceived. They don’t care how much you know until 
they know how much you care. 

— PR News Editors

Don't Panic: Use This Checklist for Containing a Crisis Situation
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his or her mouth.
Interruptions: Don’t let your spokesperson •	
finish his or her sentence. See how many 
times you can do that before they get 
flustered.
False or misleading info: Feel free to throw •	
out a question or some information your 
spokesperson has never heard or considered. 
See if he or she can bring it back to the key 
messages.
Confrontation: Ask your spokesperson •	
something that borders on personal/
emotional and see if he/she can come across 
as sympathetic, but not necessarily as the bad 
guy.
Analyze, analyze, analyze. 7.	 Which messages 
worked, which didn’t? Which facts did your 
spokesperson get wrong? Did he/she lean 
too much to one side of the camera? Was the 
spokesperson able to convey sincerity and 
integrity? Did he/she fall for any reporter 
tricks?

Finalize the messaging document and make 8.	
sure everyone who needs it has a copy. And 
go ahead and use that messaging to begin 
drafting that first release/statement to post 
to your Web site, Facebook, Twitter, the 
company blog and the wires.

In all, this exercise requires at least three hours. 
The media training itself, however, shouldn’t 
go on for more than two hours. You don’t want 
your spokesperson to get run down before the 
crisis even hits. Also, make sure everyone in the 
room agrees to a specific time frame to declaring 
a situation a crisis or not. If it’s decided that the 
situation is not a crisis, then you’ve still come up 
with a wonderful way to get your spokesperson 
invested in media training. PRN

Joe Hodas is the EVP of channels for Vladimir Jones, and 
is a partner in the agency. He has more than 17 years of 
experience in consumer branding. 
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