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My background

• Railtrack

• Weber Shandwick

• BNFL Group

• Nuclear Industry Association

• Gazprom
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Also….

• President CIPR

• Master PR Guild

• Visiting Fellow, Bournemouth University 
Media School
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Look at three different crises:

• Paddington Rail Crash 1999

• Japan Nuclear Fuel Crisis 2000 - 2003

• Gazprom/Ukraine       
2006/2009
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Paddington

• Train crash – Ladbroke Grove 1999

• 30+ fatalities

• Massive print and broadcast media interest (growth in TV channels)

• Princess Diana’s funeral 1997
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Lessons

• Trained spokespeople – 3 tiers

• Many hands

• Fresh people

• Counselling?



How to recover reputation?

• Very difficult!
• Government/media onslaught
• Front page news for months

• BUT

• Show caring face
• Focus on recovery
• Show ‘railway at its best’
• Work with 3 rd parties (ie Bishop of London)
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Nuclear Fuel Crisis 2000

• Preparing for IPO and ‘nuclear renaissance’

• Fuel data falsified

• Attempted cover up

• Leaked by whistle blower

• Exposed by ‘Independent’

• Huge Government crisis 



How we recovered…

• Nuclear Fuel return 2003

• Time to plan

• Analyse Message

• Test Spokespeople

• Media Village

• PR success!
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Reputational

• Gazprom/Ukraine 2006/2009

• 2006, Gazprom slow to react

• Clear ‘victory’ to Ukraine

• ‘Little guy fights off big, ugly monopoly’

• PR overhaul 2007-09
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Build team

• In house/consultants - consortium
• Cover key media/political centres
• London, New York, Washington, Brussels
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More proactive approach

• ‘Tell Gazprom’s story’

• Common key messages, shared around consortium

• Focus on business, not politics – market driven

• Huge effort by communicators, travelling widely (missing Russian
holidays) to lead on campaign

• ‘Shuttle diplomacy’ in Europe’s capitals

• New -EU blog sites

• Result: good balance in media, no business impact in Europe
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Media changes

• Proliferation of TV news channels

• Speed of news via internet

• ‘Citizen journalists’

• Less paper, more online
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Tipping point…paper v online

• ‘A tipping point occurred last year: more people in the US got their news 
online for free than paid for it by buying newspapers and magazines.’ Walter 

Isaacson, Former Time Magazine Editor February 2009

• The problem is not that there isn't any demand: "content is more popular 
than ever - even (in fact, especially) among young people," 

V
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Online is largely free…

• ‘2009 will be remembered as the year news organizations realized 
that further rounds of cost-cutting would not stave off the hangman.’

• Or, more content created by ‘amateur journalists’, poor translators!

• itunes for online media (ie FT)?



Hollywood now feels sorry for journalists!

• ‘State of Play’

• Russell Crowe, Helen Mirren

• Lamenting on the end of newspaper journalism

• Serious note – more journalists will work in PR

‘Russell Crowe in State of Play - the saviour of the newspaper 
journalist’ The Times
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Tell news yourself – or it will come from….

• The Web

• Disgruntled consumers

• Former employees

• Media sources – not all expert or accredited, ie ‘nuclear expert’

• Business analysts / product “experts.”

• Beware conferences…. ‘secret plans’!
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News Vacuum creates speculation…

• What has happened? Why?

• Less easy – who is to blame 
(‘will Gordon apologise?’) 

• If you don’t provide facts – they 
will speculate – Paddington 
‘200’
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Media issues can strike any business….

• Crime/negligence

• Weather

• Product tampering

• Oil/gas/radiation leak

• Financial problems

• Terrorism and conflict

• So Prepare!
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Cost of not managing issues

• Damage to share price/profits

• Fines/sanctions 

• Disruption of business/product recall

• Loss of reputation

• Can be quantified
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THANK YOU FOR YOUR ATTENTION 


