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WHAT IS A CRISIS?

When an event distracts senior management from runn ing the day-to-day business, 
takes over the diary and puts the firm’s reputation  at risk

Key characteristics

� Surprise

� Lack of information

� Escalating flow of events

� Loss of control over perceptions of the crisis

� Intense scrutiny from outsiders/insiders (media, go vernment, employees, activists, etc)

� Siege mentality

� Panic

� Issue resolved in public – sometimes against the int erests of the company
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WHAT ARE YOUR KEY ISSUES?

� Leaks/ theft of sensitive information

� Fraud

� Accounting irregularities

� Product recall

� HR issues (strikes, senior management remuneration,  personal scandals)

� Fires, accidents, crashes, sinkings

� Litigation

� Regulatory investigations, “dawn raids”, legal chan ges

� Pressure group action

� Restructurings, redundancies, site closures etc.
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A NEW ERA

Exponential growth of online outlets and content…

• 105 to 184 million blogs worldwide with 45,000 new blogs created each day (Nielsen Online, March 09)

• 346 million bloggers globally (Universal McCann, Ma rch 09)

• 16% growth at top 10 US Newspaper Sites Q408 (Niels en online, Feb 09) 

• 3000% increase in Twitter users in 12 months to Mar ch 09

…and 24h mobile news consumption…

• Annual  smartphone sales  to reach 300 million (+95% ) by 2013  (Analyst Juniper Research, January 2009)

• 80% of UK iPhone users consume news through their mo bile (vs 48% for other smartphone users (ComScore, Ma rch 2009)

• 90% of smartphones will have WiFi by 2014 (vs. 44% to day)  with annual shipments of reaching 520 m  (ABI  Research, April 2009)

…means crisis handling is no longer limited to trad itional news outlets

• 16,000+ jobs lost in print media in the US in 2008 (vs. 2,000 in 2007), and more than 6,500 so far in 2 009 (PaperCuts blog, March 09)

• US consumer magazine circulation down 6.3% in FY08 vs 11% web site in Q408 (US Audit Circulation Bureau,  Feb 09)

• Print media ad spend forecast to fall 20% in 2009 ( Financial Times estimate, March 09)
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THE DANGER FROM WITHIN

� Cisco reaction to new hire twittering that new job is “boring but well paid”

A common statement in the public relations world ha s always been “don’t say it unless you are comfortab le 
with it being on the front page of a newspaper.” Now , with Twitter, the world is coming to understand 
something new: “don’t say it, unless you want it tu rned into a meme and hashtags and websites and video s, 
etc.” (Cisco blog, March 09)

� Ryanair reaction to alleged website flaw

"Ryanair can confirm that a Ryanair staff member did engage in a blog discussion. It is Ryanair policy no t to 
waste time and energy corresponding with idiot blog gers and Ryanair can confirm that it won't be happen ing 
again. "Lunatic bloggers can have the blog sphere [ sic] all to themselves as our people are far too bu sy 
driving down the cost of air travel.“ (Ryanair statement, February 2009)

� Belkin apology following “astroturfing” ads posted by  employees

“So, it was with great surprise and dismay when we d iscovered that one of our employees may have posted  a 
number of queries on the Amazon Mechanical Turk web site inviting users to post positive reviews of Belk in
products in exchange for payment. Belkin does not pa rticipate in, nor does it endorse, unethical practi ces 
like this. We know that people look to online user reviews for unbiased opinions from fellow users and  
instances like this challenge the implicit trust th at is placed in this interaction.” (Belkin CEO apology 
statement, January 2009)
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HOW TO PREPARE

Establish a framework for crisis management

� Appoint Crisis Management Group with clear lines of  responsibility

� Establish Crisis War Room

� Equip press room

� Select and train spokespeople

� Do’s and don’ts for people on the spot

� Emergency contacts guide

� Establish principles for dealing with media and oth ers

� Contacts with emergency services

� Build relationships with local communities and othe r relevant stakeholders
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PLANNING

� Identify potential issues and risks

� Audit vulnerabilities and assess possible crisis sc enarios

� Site / location specific

� Company specific

� Industry specific

� Country specific

� Generic

� Create crisis management ‘framework’ of procedures, logistics and  lines of 
communication

� Prepare key people
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TESTING

� Simulation / role play

� Chosen crisis “scenario”

� Day out of the office

� Interaction with PR teams and operational managemen t

� Feedback 

� Development of planning materials
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PREVENTION

� Market intelligence

� Issues tracking and evaluation

� Preventive measures

� Support of industry / global initiatives

� “All reasonable steps”
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PROTECTION

� Traditional media monitoring

� Online media monitoring and interaction

� Market research

� Polling

� Advisory Boards / consultants
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RECOVERY

� Post crisis benchmarking 

� Addressing the issue at hand

� Learning the lessons

� Taking a wider role to reinforce CSR credentials
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BEST PRACTICE

� Clear, credible systems and procedures

� Clear lines of responsibility

� Regularly “stress-tested” and updated

� Covering operational and PR areas

� Good “on the ground” intelligence to see issues comi ng down the pipe

� Local staff empowered to act within clear guideline s

� Flexible attitude to fast-moving scene

� Honest and accountable engagement with stakeholders
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ARE YOU THIS WELL PREPARED?
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ACTION

Do

� Engage with the media: speed and brevity are import ant

� You are a player; not an observer

� Little and often: provide updates as appropriate

� Empathise - a time for the human face of the organis ation

� Focus on the businesses own needs and priorities – y ou are on your own

Don’t

� Impinge on other media players

� Speculate

� Let management get bogged down in the media drama

� Admit liability 
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Contact:
Rurik Ingram
Tel: +44 20 7396 3588
Mob: +44 7974 982588
Email: ringram@brunswickgroup.com
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APPENDIX 1: CRISIS FLOW CHART
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Crisis / Potential Crisis 
Identified

Conf. Bridge:
xxx
Crisis Centre: xxx

Communication Team Leaders 
meet to:

1. Share initial facts/identify 
additional facts needed

2. Assign Messaging Lead based 
on type of issue and 
audiences affected 

3. Determine crisis comm team 
members to involve

A comms team leader OR
Security Ops Centre notifies 
Crisis Comm Team Lead of 
incident developing

Notification sent to Comm 
Team Leads Dial-in to Conf 
Bridge or report to Crisis Comm 
Centre 

Messaging Lead begins to:
• Draft holding statement (send to Crisis 

Comm Ops for distribution to appropriate 
audiences)

• Set Communication Objectives and 
Principles for use by entire team

• Draft Key Messages and FAQ

Crisis Comm Lead and Ops work to:

• Page appropriate crisis comm team members and instruct 
them to dial-in to Conf Bridge or report to Crisis Centre

• Activate Crisis Center

• Identify Business Decision Maker and Exec 
Spokesperson

• Identify info sources /  clients  to contact

Crisis Comm Lead and Ops:

• Provide overview of situation

• Set Guidelines for Decision-Making/ Communication 
(safety, legal liability mitigation, customer concerns, etc.)

• Clarify Protocol for Info Sharing (project name, call-in 
procedures, etc.)

• Assign team responsibilities

• Coordinate team interactions with other crisis mgt groups

• Set schedule updates/oversee timeline

1

Evaluate Situation / 
Activate Team

2

Gather Team /Execute

3

Crisis Comm Team Members :• Identify and fulfill immediate communication 
needs

• Draft and distribute alert messages for key 
stakeholders/execs

• Develop on-going comm plan for each 
audience

• Continue to gather facts and audience 
feedback

• Update and execute the plan
• Debrief/identify improvements
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APPENDIX 2: ABOUT BRUNSWICK
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ADVISING IN CRISIS SITUATIONS

Brunswick is …

� Europe’s premier corporate communications advisory firm, retained by over 150 clients

� One firm operating globally from 15 offices in 11 c ountries, with more than 450 
employees including over 80 partners and 50 directo rs

� Consistency in quality ensured by organic geographi cal expansion

� Full range of critical communications disciplines

� In-depth sector expertise

� Practice specialist groups - including crisis manage ment
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ADVISING IN CRISIS SITUATIONS

Brunswick provides strategic advice and operational  execution to contain and close down
the situation and assist clients communicate more e ffectively with those constituencies
whose opinions have most impact on them:

� Media

� Investors and financial community

� Governments

� Regulators

� Employees

� Local community

� Customers and other stakeholders
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SELECTED EXPERTISE

Southall and Ladbroke Grove rail 
crashes

Asbestos-related bankruptcy proceedings and 
subsequent emergence from Chapter 11 

Riot at Yarl’s Wood Penitentiary 

Fire at a plant; World Health Organisation 
accusations 

Strike threat over changing working 
practices; Air France Concorde 
crash, Heathrow Terminal 5 opening 

Reserves reclassification Chapter 11 filing and asset 
disposal 

Recall of heart defibrillators 
linked to product-related deaths 

Crisis communications around 
environmental and health issues
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SELECTED EXPERTISE

Acquisition of Merrill Lynch Communications support around a
variety of crisis and litigation issues

Advice, counsel and execution
around several crisis and litigation
matters

Multiple litigation support assignments Crisis and litigation support in U.S., 
Europe, Asia and Africa

Crisis preparation Crisis support Crisis counsel surrounding 
factory closures and job 
relocations

Litigation and settlement support 
surrounding antitrust and other issues


