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WHY WE NEED NEW
CRISIS RULES
❖ Core

ideas to neutralize an
issue and protect a reputation
remain intact.

❖ However,

the context has
changed dramatically.

THE NEW CONTEXT …
THREE FUNDAMENTAL CHANGES:

Dizzying speed of
communication

Growing public
skepticism of
institutions of
authority

Mass access to
digital media
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SO WHAT ARE
THE NEW RULES?

1. The need for speed
2. Brands must be authentic in good times and bad
3. Understand the new role of ‘old’ media
4. Collaboration between communications & legal
5. Employees are one of your most important audiences
6. Empower the crisis team with digital tools & resources
7. Data & Analytics guide crisis response
8. Brands must anticipate social, cultural & political issues
9. The soundbite is even more important
10. Have an up-to-date crisis plan

#1 THE NEED FOR SPEED
WHAT HAPPENED?
❖ Eye-witnesses instantly share information
online and shape the perception of what
happened
❖ Crises escalate at lightning speed
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#1 THE NEED FOR SPEED
WHAT SHOULD WE DO
DIFFERENTLY?
❖ First tweet should be within 15 minutes –
and a statement issued within one hour of a
crisis going public
❖ Have statements/social media posts ready
to be edited in the moment

According to FORTUNE
magazine, United Airlines’
stock dropped $1.4B in

UNITED
AIRLINES

the immediate aftermath
of Dr. Dao video going
viral.
(April, 2017)

PR Week noted:
"Boeing lost
control of the
public narrative
and appeared to
be reacting to
public pressure”
(April 2019)
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MUST BE AUTHENTIC
#2 BRANDS
IN GOOD TIMES & BAD
WHAT HAPPENED?
❖ Nearly two-thirds (64%) of global
consumers buy/boycott a brand solely
because of its position on a social or
political issue
❖ Belief driven buyers are now the
majority in every market, all age levels
& income groups.
(2018 Edelman Earned Brand Study)

MUST BE AUTHENTIC
#2 BRANDS
IN GOOD TIMES & BAD
WHAT SHOULD WE DO DIFFERENTLY?
❖ During a crisis, it is crucial to reflect and embrace the
brand’s promise and ‘voice’. Trust can be strengthened by
your response.

KFC’s cheeky – but
brand authentic –
apology won acclaim
from consumers on
social media.
(February, 2017)
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People burned
Nike shoes – but
was it a crisis?
(October, 2018)

THE NEW
#3 UNDERSTAND
ROLE OF ’OLD’ MEDIA
WHAT HAPPENED?
❖ Mainstream media no longer effective
in holding organizations up to scrutiny
❖ Rebirth of thinly credentialed ‘experts’,
junk scientists & insta-pundits
❖ People care less about ‘facts’ and more
whether it supports their beliefs

THE NEW
#3 UNDERSTAND
ROLE OF ’OLD’ MEDIA
WHAT SHOULD WE DO DIFFERENTLY?
❖ Validating ‘truth and facts’ becomes even more urgent
❖ Having allies is even more critical
❖ Maintaining message consistency across channels is crucial
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Just 25% say “fake
news” applies only to
stories where the facts
are wrong.
65% say it “also applies
to how news outlets
make editorial
decisions about what
they choose to report.”
(Monmouth University study, April 2018)

BETWEEN
#4 COLLABORATION
COMMUNICATIONS & LEGAL
WHAT HAPPENED?
❖ Due to increased reliance of digital platforms,
growing number of legal implications not yet
fleshed out
❖ Implications for executives regarding
personal social media accounts

BETWEEN
#4 COLLABORATION
COMMUNICATIONS & LEGAL
WHAT SHOULD WE DO
DIFFERENTLY?
❖ Use extreme caution with regard to attorneyclient privilege
❖ Digital creates new considerations for how
communications are discoverable in a lawsuit
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KANYE WEST said new
album ‘Pedro’ would be
available only on his
‘Tidal’ streaming service
– many who joined, sued
when the recording was
widely distributed
(2015)

ARE ONE OF
#5 EMPLOYEES
YOUR MOST IMPORTANT
AUDIENCES

WHAT HAPPENED?
❖ Organization ‘secrets’ freely available
on the internet
❖ No-one likes hearing family news from
an outsider

ARE ONE OF
#5 EMPLOYEES
YOUR MOST IMPORTANT
AUDIENCES

WHAT SHOULD WE DO DIFFERENTLY?
❖ During a crisis, employees are a crucial audience
❖ They can become messengers and advocates
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Starbucks closes
8,000 stores to put
every employee
through racial
diversity training
(May, 2018)

THE CRISIS TEAM
#6 EMPOWER
WITH DIGITAL TOOLS &
RESOURCES

WHAT HAPPENED?
❖ Everyone has a smartphone
❖ Everyone has access to social media

THE CRISIS TEAM
#6 EMPOWER
WITH DIGITAL TOOLS &
RESOURCES

WHAT SHOULD YOU
DO DIFFERENTLY?
❖ Social media – two way
communications in a crisis
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Following Southwest’s
first on-board fatality,
management had
instant access to videos
posted by passengers.
(April, 2018)

“Crock-Pot tells ‘This Is
Us’ fans: Our slow
cookers won’t kill you.”
(January, 2019)

THE CRISIS TEAM
#6 EMPOWER
WITH DIGITAL TOOLS &
RESOURCES

WHAT SHOULD YOU DO DIFFERENTLY?
❖ Have your crisis plan accessible and actionable via
your smartphone
❖ Set up communication and collaboration
capabilities that allow your teams to connect and
respond quickly
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Alert

Actionable
Plans

Notifications

Crisis Communication Plan

Shared
Checklists

Secure
Chat

An award-winning
crisis management platform
Key Contact

Incident
Reporting

Directories

Polling &
Roll Call

Access
Always

& ANALYTICS GUIDE
#7 DATA
CRISIS RESPONSE
WHAT HAPPENED?
❖ Estimated 36m negative posts
about brands EVERY day
❖ Not all are a crisis – but which ones
matter?
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& ANALYTICS GUIDE
#7 DATA
CRISIS RESPONSE
WHAT SHOULD WE DO DIFFERENTLY?
❖ At the very least, use commonly available tools to collect
data
❖ As budgets allow, adopt more sophisticated analytical
tools

On-line videos showed
how a Kryptonite bicycle
lock could be undone
using a simple Bic pen
(2004)

Is it an excuse
that high power
individuals were
simply young,
naïve or it was a
long time ago?
(February 2019)
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MUST ANTICIPATE
#8 BRANDS
SOCIAL, CULTURAL &
POLITICAL ISSUES

WHAT HAPPENED?
❖ We live in very uncertain times
❖ Issues raised on social and traditional media are
quickly polarized by societal cultural and political
divisions

MUST ANTICIPATE
#8 BRANDS
SOCIAL, CULTURAL &
POLITICAL ISSUES

WHAT SHOULD WE DO DIFFERENTLY?
❖ Have an ‘issues management’ filter on brand activity
– “how will others see this?”
❖ Update crisis response plan to include these contemporary
threats

Kendall Jenner shares
a can of Pepsi during
a ‘Black Lives Matter’
demonstration - the
video was quickly
withdrawn
(April, 2017)
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SOUNDBITE IS EVEN
#9 THE
MORE IMPORTANT
WHAT HAPPENED?
❖ Sensationalism of the media
❖ Short attention span of public in information
deluge

SOUNDBITE IS EVEN
#9 THE
MORE IMPORTANT
WHAT HAPPENED?
❖ Never been more important to capture your story concisely and
in a compelling way
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AN UP-TO-DATE
#10 HAVE
CRISIS PLAN
WHAT HAPPENED?
❖ Everything we have discussed today!

AN UP-TO-DATE
#10 HAVE
CRISIS PLAN
WHAT SHOULD WE DO DIFFERENTLY?
❖ Plans should be based on solid structures, but reflect the times in
which we live
❖ In first 12 hours of a crisis, social drives everything. Your plan must be
social-centric
❖ Be ready and able to move fast. If you are not driving the story,
someone else is

“Equifax disclosed on
Thursday the breach it
discovered on July
29…..(Equifax) has not said
specifically how attackers
were able to break in or why
it did not disclose the breach
sooner…..Twitter users on
Friday reported customer
service representatives were
difficult to reach”
(Fortune, September 8, 2017)
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Summary
1. The need for speed
2. Brands must be authentic in good times and bad
3. Understand the new role of ‘old’ media
4. Collaboration between communications & legal
5. Employees are one of your most important audiences
6. Empower the crisis team with digital tools & resources
7. Data & Analytics guide crisis response
8. Brands must anticipate social, cultural & political issues
9. The soundbite is even more important
10. Have an up-to-date crisis plan

QUESTIONS

Mike Hatcliffe
Reputation & Risk Consultant
RockDove Solutions &
In Case of Crisis
hatcliffem@rockdovesolutions.com
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