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E ye s  on the  
P riz e !
The aim of public relations is to win understanding
and support from, and to influence the opinions and
behavior of your key audiences. When a crisis hits,
this is especially important and the ultimate goal.



O FF TH E B EA TEN  P A TH
4  R ULES  FOR  EFFEC TIV E C R IS IS  C OM M UNIC A TIONS

• Transparency - Always be truthful and timely.
• One face/one voice - Believability, credibility and

delivery matters.
• KISS - Keep it short and simple for effective

messaging.
• 5 W's - Who, what, when, where and why - fall back on

the fundamentals.

4 X 4  A PPR OA C H

4  R ULES  S TA G ES  OF C R IS IS  M A NA G EM ENT

• Mitigation - Do a SWOT analysis and FL-EX.
• Preparation - Plans, policies and parameters.
• Response - Be swift, accurate and thorough.
• Recovery - Reassess, adapt, debrief, and shift



A nytime , a ny  pla c e , 2 4 / 7

Social media doesn't sleep just because you do. A 
crisis can go viral on social media at any time.

With the continuing sophistication of digital devices, cameras 
and microphones are constantly recording leaving more room 
for errors, lapses in judgement and targeted victimization -
key ingredients for a crisis.

People now expect respect from companies and 
brands regarding diversity, equity and inclusion, as 
well other societal factors. Previous comments made 
on air and/or social media posts can be resurrected 
and stir a present-day crisis.

Soc ial media does n't  s leep

Real- t ime c ommunic ations

His tory  repeats  its elf



H o t M ic
Ins e ns it iv e  
C o m m e nts

A  P ic tur e  is  
W o r th a  

T ho us a nd  
W o r d s

R o g ue  S o c ia l  
M e d ia  P o s ts

C R IS IS  
S C EN A R IO S

T im ing  is  
E v e r y thing

S e e ing  the  
U ns e e n

Y OU NEV ER  K NOW  W HA T Y OUR  NEX T, "W HA T IF.. . ,"  M A Y  B E!



IN S EN S ITIV E C O M M EN TS
DID Y OU K NOW ?

DID Y OU K NOW ?

This Tweet from Burger King UK was
published on International Women's Day.

The original tweet, plus additional
context, could have fit in a single tweet.

This kind of crisis comes from saying 
something insensitive, out-of-touch, or 
offensive.



IN S E N S IT IV E  C O M M E N T S
T he  R e s po ns e



H O T M IC
DID Y OU K NOW ?

DID Y OU K NOW ?

A hot mic moment can happen
anywhere. Whether TV, radio, or online;
in politics, sports, and cars - yes, even
private cars!

The fallout from comments caught on a
hot mic can occur within seconds or
minutes of it happening. And there you
have it, you've gone viral for all the
wrong reasons.

A microphone that is turned on, in particular 
one that amplifies or broadcasts a spoken 
remark that is intended to be private.

R ULE OF THUM B : W HER E THER E'S  A  M IC , A S S UM E IT 'S  HOT!



R O G UE S O C IA L M EDIA  P O S TS
DID Y OU K NOW ?

DID Y OU K NOW ?

Usually, when there is an error, the first
excuse companies say is "the account
was hacked."

Depending on the type of rogue post, it
will be mentioned by users for years to
come.

20 K +

Rogue posts are not only classified as a 
disgruntled employee posting, but also as 
errors or mistakes.



R o gue  S o c ia l  M e dia  P o s ts



R o gue  S o c ia l  M e dia  P o s ts
T he  R e s po ns e



“ IT  W A S  H O R R IB LE W H A T Y O U S EE,  
W H A T Y O U S A W  — TO  S EE P EO P LE 

TR EA TED LIK E TH EY  DID,  W ITH  
H O R S ES  N EA R LY  R UN N IN G  TH EM  

O V ER  A N D P EO P LE B EIN G  S TR A P P ED, ”  
P R ES IDEN T JO E B IDEN  S A ID A T TH E 

TIM E.  “ IT ’S  O UTR A G EO US .  I P R O M IS E 
Y O U,  TH O S E P EO P LE W ILL P A Y . ”



A  P IC TUR E IS  
W O R TH  A  
TH O US A N D W O R DS

DID Y OU K NOW ?

DID Y OU K NOW ?

Perception is reality and seeing is believing?
Without context, images like this one can go
viral in an instant. How many times have you
seen a picture and thought it was something
that it was not?

What's really going on in this picture?

The reins in this and other images could be
seen flying around fleeing Haitian migrants
attempting to enter an encampment in Del
Rio, TX. The widely circulated photos sparked
outrage at the time because people believed
they were being whipped. This also prompted
comments by President Biden, to some
degree, in error.



TIM IN G  IS  EV ER Y TH IN G
OC TOB ER  12, 20 19

OC TOB ER  12, 20 21

The construction project to build a Hard
Rock Hotel in New Orleans suddenly
collapsed. The developer, contractor,
et.al. offer condolences and vow to find
out what happened. No further
comments are given.

The developer issues its first remarks
since the incident occurred on the
second anniversary of the collapse.

How and when you respond is critical to 
brand sentiment.  Keep in mind, social 
media has changed the news cycle.



S EEIN G  TH E UN S EEN

PLA N Y OUR  W OR K
W OR K  Y OUR  PLA N

A NTIC IPA TE Y OUR   NEEDS

The worst thing that can go wrong in a
crisis is not having a plan in hand and/or
not having that plan understood by all
parties. Being prepared is 50% of the
response, the other 50 is execution.

Every organization has a culture. Proper
planning means having a complete
understanding of that culture. What each
area requires, who comprises the teams,
how they function (I&C), and what are
calendar tasks. ID all communications
assets, internal/external, and include in
the plan, so all audiences are addressed.

If you fail to plan, then you're planning to fail. 
Stay ready, so you don't have to get ready!

A LL HA NDS  ON DEC K
Everyone is vested. Remind colleagues
that they all have a PR role, regardless of
their job title - especially in a crisis.



N O  FA C E,  N O  C A S E A  C R IS IS  DOES  NOT R EQUIR E A  V IS UA L

• You never want to put a face on a crisis,
although there are some cases when it
shouldn't be avoided, e.g., death.

• As stated earlier, one face/voice is the
standard.

• Limit your response to one news cycle, if
possible. If news is still isolated, only
respond to individual inquiries.
⚬ When you can, funnel story as an

exclusive to a media friend.

• Why? Because your job is to kill the story.

• The caveat is that this is crisis dependent.



Ins e ns it iv e  
m a r k e t ing  
p r a c t ic e s

A p o l o g ie s

Inf l a m m a to r y  
r e m a r k s

S p r e a d ing  
F a k e  ne w s

O TH ER  
TY P ES  O F 
C R IS ES

S e ns it iv e  
d a ta  b r e a c h 

o r  l e a k
D U I/ A r r e s t



P R O B LEM  V S .  C R IS IS
S O C IA L M EDIA



W H A T IS  A  S O C IA L M EDIA  
C R IS IS ?



S TEP S  TO  M A N A G E A  
C R IS IS  V IA  S O C IA L M EDIA



IDEN TIFY  TH E S O UR C E O F TH E C R IS IS

S TO P  A LL A UTO M A TED P O S TS  

O R G A N IZ E Y O UR  W O R K FLO W

R EA C T S W IFTLY

A S S ES S  A N D A P O LO G IZ E IF N EC ES S A R Y

R EFLEC T A N D R EP O R T



S TEP S  TO  A V O ID A  C R IS IS  
V IA  S O C IA L M EDIA



DETER M IN E W H O  S P EA K S  FO R  TH E B R A N D/ C O M P A N Y

C H EC K / FIG UR E O UT TH E V O IC E FO R  S O C IA L M EDIA

UTILIZ E S O C IA L LIS TEN IN G

P LA N  FO R  C R IS IS  S C EN A R IO S



A DDITIO N A L TIP S



A C K N O W LEDG E,  B UT 
DO N 'T A R G UE



DO  N O T P R EM A TUR ELY  
DELETE C O M M EN TS  TH A T 

A R E N EG A TIV E



DO  N O T B LO C K  A N Y O N E 
W H O  DIS A G R EES  W ITH ,  

O R  IS  UN H A P P Y  W ITH  Y O U



TA K E TH IN G S  
P ER S O N A LLY  A N D LO S E 

Y O UR  B R A N D V O IC E



S TA Y  UP DA TED W ITH  
IN TER N A L 

C O M M UN IC A TIO N



S EC UR E Y O UR  A C C O UN TS



A N Y
Q U E S T IO N S ?
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