
PRACTICAL SKILLS FOR 
COMMUNICATING THROUGH CRISIS

To contact us:
Cathleen.Johnson@Edelman.com

Listening

Google Alerts

• Free email updates of the latest relevant Google 
results (web, news, etc.) based on your choice of 
query or topic.

• www.google.com/alerts

Google Reader

• A free service that pulls in the latest content from 
news sites and blogs all in one place using Really 
Simple Syndication (RSS).

• Very easy to create folders of relevant news sources to 
the crisis, and then use Google search to find informa-
tion within those sources.

• www.google.com/reader

Google Trends

• A free service that displays information about search 
term popularity over time

• www.google.com/trends

Google Analytics

• A free tool that provides detailed and useful 
information about your website traffic

• Find out what search terms people are using to get to 
your site, where traffic is coming from, and what sites 
are linking to yours

• www.google.com/analytics

Twitter & Facebook Search

• Search Facebook and Twitter for conversations 
happening about specific topics in real time

• search.twitter.com

• www.facebook.com/search

Blog Search Tools

• Use these tools to search the blogosphere for 
conversations about your business

• blogsearch.google.com

• technorati.com

• www.icerocket.com

• www.blogpulse.com

Engaging

Facebook

• Use your Facebook page to provide updates on the 
situation for your connections.

• Use the wall and discussion board as a place 
for your customers to ask questions and 
get answers.

• Providing photos and videos of updates will keep fans 
engaged with you throughout the crisis.

Twitter

• Twitter is a fantastic tool to provide real-time updates 
about crisis situations. Use the account to update 
your followers, but don't inundate their streams with 
redundant information. Only update when relevant.

• Create a Twitter list of your most loyal fans, and follow 
what they're saying on a day to day basis.

Blogs

• Use your business's blog to update readers with 
information about the crisis in a personal way. Then 
share those updates through Facebook and Twitter, 
where applicable.

• If a blog mentions your business, either in a positive or 
negative way, comment on the blog thanking the 
author for the feedback. The blogger will respect that 
you're engaging in the conversation, and his or her 
readers will see the interaction.

• Never get in to an argument with an 
opinionated blogger.

Foursquare

• Make sure your business is claimed by you on this 
popular location-based social network. Then leave 
relevant tips for your patrons. Some examples:

�‚ “We'll be closed from August 6-9 for 
remodeling, but be sure to join us after!”

�‚ “We may not have shrimp, but we 
have delicious fried catfish on 
Wednesdays.”

SOCIAL MEDIA TOOLS



A crisis is any event that threatens the ability of your organization to achieve its mission. While the severity of crises may 
vary, those who successfully respond to crises share several common traits. They address their situation calmly and 
rationally because they have prepared for just such an event. While there is no way to completely prepare for every 
possible situation, by arming yourself with some simple rules and tactics you will be able to address any threat to the 
Foundation or your chapter effectively and confidently.

C. A. R. E.
Concern for What Happened
Effectively leading your organization out of any crisis situation requires leaders to understand that in a crisis, no matter 
how big or small, they must remain fully engaged in the process until the threat passes. In order for any individual or 
organization to survive a crisis, they must take it seriously.

Actively Seek to Resolve Issues
A crisis situation is not the time to begin to devise a plan or endlessly discuss potential scenarios. Attempting to do so 
with put you and your team in organizational paralysis. By the time a situation that threatens your Chapter comes to 
pass, you should have an approved plan that is ready to be put into action.

Respond to Questions
Many people have a fear of answering questions during a crisis situation, especially from media. Never avoid 
opportunities to advance your side of the story. Not answering a question from a concerned stakeholder or a member 
of the media will only lead them to draw their own conclusions.

Evaluate What’s Said & Heard
Make sure that you’re aware of the conversation taking place about your situation. Who is taking part in the
conversation? What is being said? Where is the conversation taking place? You cannot effectively tell your story 
unless you have a clear grasp of what information is already available. Help to protect your organization’s reputation 
by knowing if your story is getting across to your audience.

MAXIMIZE MEDIA RELATIONS

General rules for a crisis situation

1. Maintain or restore confidence in your organization

2.  Protect the image of the organization and 
is employees

3.  Ensure a consistent flow of information to 
all audiences

4.  Continually stress the important mission of 
your organization

5.  Assume there may be an escalation of the crisis, 
so don’t make absolutes

These following general rules of crisis communication will 
help you better respond to issues as they unfold 
throughout a crisis:

To do – Response to crisis in the first hour

1.  Notify and work with your partners and 
peer organizations

2.  Convene a crisis management team

3.  Quickly and thoroughly review the facts

4.  Contact employees, members and/or customers 
who may be impacted

5.  Approve a holding statement for the media

6.  Set time for media briefing

Take a look at the above “to do’s” in the first hour of a 
crisis. If you suddenly face a crisis, would you be 
prepared to take the above steps? If not, take some time 
with your team to devise an approach for dealing with a 
crisis situation.

THE CRISIS PERSPECTIVE

“The flood was the event.  Noah was the story.”
Tips and tricks to remember when engaging media

Before the interview:  
Preparation is the key to a great interview
• What is your headline? Picture how you want the 

eventual story to turn out and write out three key 
points that you want to discuss to help drive that 
coverage.

• Read up on the reporter and get to know their style 
and emphasis.  Use that research to anticipate their 
questions so that you’ll be comfortable when they 
eventually come up.

• Practice your remarks by simulating the interview 
either with a friend or looking into the mirror.

• Pick an outfit that is “camera friendly.”  Shirts with 
stripes and patterns blur on camera, so pick a plain 
top that you feel confident in.

During the interview: VIPS
• Visualize – Speak “visually” and try to articulate what 

is really happening around you.  Paint a picture with 
words and metaphors that the general public is familiar 
with and avoid jargon.

• Internalize – Don’t worry about scripting remarks. 
Instead focus on the three key points you want to 
make and fall back on an overall narrative you want 
to convey.

• Personalize – Speak from your own point of view in 
your own language.  Use words like “us” and “we” to 
describe the situation in your own terms.

• Simplify – Break larger complex situations down into 
stories that the average person can understand and 
continually revert to the three key points you want to 
make during the interview.

After: Building and relationship and 
establishing yourself a go-to source…
• Make sure you connect with the reporter (print) or the 

producer (broadcast) who set up the interview.  Thank 
them for the chance to speak and be clear if you want 
to come back for another interview. 

• Get the reporter/producer’s contact information and 
follow up with them regularly with updates on what is 
happening around you to help foster a relationship.

A few last minute tips and tricks to remember before 
heading into an interview…
• Forget “off the record” – Treat every interaction in the 

vicinity of a media member as if it will factor into the 
eventual coverage, for better or worse.   

• Dealing with the rush – Use the adrenalin you’ll feel 
during an interview to be more energetic and 
expressive.  Know that the rush is coming us it to 
your advantage.

• Remember your manners – Sit up straight, plant your 
feet and lean forward.  Posture is important and 
nervous ticks like bouncing your leg will distract from 
your message.

• No handouts – Keep hand movements limited so 
that you don’t accidentally knock the microphone.

• Avoid speculation – Only speak to what you know.  
It’s OK to say that an area of questioning is outside 
your expertise.

• Past examples of adversity and perseverance – How have 
you dealt with tough circumstances before and how does 
that inform the current situation?

• Evolving your business – What are you and your 
community doing to manage through this?

• Real Customer Stories/Feedback – How are your 
customers’ demands changing?

• Quirky – Do you have something off-beat to talk about that 
gives a unique perspective?

• Celebration of closed leak – Highlight any signs of 
progress, big or small.

• Hope/Faith – What is your vision for what this will look like 
once the crisis passes?

• Getting Scrappy/Creative – What non-traditional 
approaches are you taking right now?

• People/Teams – Connect community and regional 
happenings with the actual people involved.

• New partnerships – Are you teaming up with someone 
who you wouldn’t have otherwise worked with?

• New ideas – Talk about different tactics you’ve deployed 
even if they haven’t worked. 

• Looking ahead to 2011 – How will your business and 
community change in the coming year?

• Patriotism – How does your situation connect with larger 
national discussions?

• Photo Opportunities – Visuals are critical to telling a story.

• Special Events/Deals/Promotions – Have any promotions 
proved effective in driving business?

• Recruiting shift in industry – How has the labor pool 
been impacted?

• Your Heroes/Shining Stars (employees, customers, 
neighbors) – Has anyone in particular had a significant 
impact on your business?

• Volunteer Opportunities – How can others get involved?

• Volunteerism – How are you helping through volunteering? 

• Awards (honoring those who help solve problems) – Have 
you received any recognition from an outside party?

Storylines and Angles to Use When 
Pitching a Reporter


