
    

D A T E  

Reputation 

Insurance 

 

Effective Communication During Crisis Events 

Matt Barkett, Senior Managing Director 

Abbey Linville, Account Executive 

Crisis Practice    

Dix & Eaton, Inc.   

 

 

 

October 2014 



1 

About Dix & Eaton’s crisis practice 

 Three dedicated crisis team members; deep crisis communications 

experience 

 Senior-management orientation, high-stakes/high-impact experience 

 Three avenues of support: Prepare, Protect, Preserve 

 Reputation management through effective crisis communications 

 Vertical specializations in aviation, banking, manufacturing and mining 

 Member of AIG CrisisResponse® network 

CrisisResponse® 
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Recent crisis engagements 

 Air Canada Express – Flight AC8481 landing in Edmonton 

 National Air Cargo –NCR102 crash in Bagram, Afghanistan 

 Southwest Airlines – Acquisition of AirTran Airways 

 Massey Energy – Upper Big Branch mine accident  

 Colgan Air – Crash of Flight 3407 near Buffalo, NY 

 Pacific Gas & Electric – California Pipeline explosion 

 International Coal Group – Sago mine accident 

 Northwest Airlines – Mechanics strike and bankruptcy 

 Hugo Boss – Plant closure and union activism 

 AkzoNobel (Glidden) – Lead paint litigation defense 

 Energizer Battery – Toxic chemical spill 

 Pinnacle Airlines – Crash of Flight 3701 
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Agenda 

 Defining a crisis 

 Why we choose to communicate during a crisis 

 How to effectively manage a crisis  through communications 

 Recent case studies 

 Takeaways 

 Questions 
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Defining a crisis 

 BP Oil Spill (2010) 
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Defining a crisis 

 BP Oil Spill (2010) 
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Defining a crisis 
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Why communicate during a crisis? 

 If you don’t, someone else will 

 “No comment” = “probably guilty”  

 Demonstrate concern 

 Building/maintaining public support 

 Help defuse conflict 

 Protect your brand, stock price, bottomline  

 

 

 

Be seen as part of the solution  
– whether or not the issue was your fault! 
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Why is advance preparation important? 

 Because during a crisis, you’ll need… 

 The ability to quickly gather the right people to make good decisions promptly 

 Pre-developed communications templates  

 Pre-tested communications vehicles  

 Trained, competent spokespeople 

 Pre-developed relationships with the right people to help mitigate brand damage 

 

“Every $1 invested in crisis management returns $7 in averted costs.” 

--Marsh Consulting 
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Advance preparation is key to success 

 Before a crisis, you should… 

 Conduct a thorough communications risk assessment 

 Develop a crisis communications manual, escalation process and tools  

 Provide crisis communications training for corporate and field sites 

 Practice handling a crisis situation using scenario-based table top exercises 
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Advance preparation is key to success 

 Have communications tools at the ready 

 Create a crisis page or dark site 

 Determine role on social media before a crisis – not after  
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Effective crisis management will… 

 Protect your brand and reputation 

 Preserve customers 

 Retain employees 

 Minimize Sales losses 

 Reassure the community 

 Positively influence media coverage 

 Create powerful allies 

 Shorten the duration of a crisis 
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NAME  NAME  NAME  

C O M M U N I C A T I O N ’ S  I M P A C T  O N  C R I S I S  M I T I G A T I O N  

 Data breach 

 Infectious disease 

 Social media 

 

Case studies 
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Data breach: Truth, transparency and Target 

 Dec. 2013 data breach timeline 

 Dec. 15 – Internal investigation reveals breach at stores nation-wide 

 Dec. 18 – Blog KrebsOnSecurity reports breach 

 Dec. 19 – Target announces breach publicly 

 Dec. 20 – Target says very few cards compromised have resulted in fraud, offers 10% store discount before Christmas 

 Dec. 27 – Ongoing investigation uncovers PIN numbers compromised, Target says encrypted data cannot be read 

 Jan. 10 – Target announces an additional 70 million customers impacted 

 April 30 – Target says it has committed $100 million to update card-reading technology 

 May 5 – Target CEO resigns 

 Cost of breach 

 Impacted 110 million shoppers 

 Cost $200+ million 

 Stock slid 11% following announcement 

 Christmas sales fell 4%, other retailers report a gain 

 Target lays off 475 employees at headquarters and 700 positions remain unfilled 
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Security breach: Truth, transparency and Target 

 Lessons learned 

 You're up against hackers from all over the world. The international nature of data 

breaches makes it especially complicated   

 Response time and transparency matter. Journalists and consumers knew about 

the breach before Target officially acknowledged it.  

 Loss of trust leads to lost profits. Target's stock price dropped immediately 

following the attack. Since then, Target has been struggling to restore customer 

faith.  

 Data breaches are long and painful. The breach itself is just the beginning. Early 

estimates suggest Target will end up spending over $100 million in legal fees. In 

addition to lawsuits from customers, Target will have to deal with investigations 

from state Attorneys General and consumer advocacy groups.  

 Understand the impact of today's digital democracy. Target developed a dark site 

with response and resources related to the data breach. The retailer monitored 

social media.  
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Data breach: Be prepared 

 Establish a data security task force in advance 

 Don’t wait until a crisis situation hits you to do this 

 Prepare template documents that can be used in the event of a data security 

issue 

 Most legal and communications documents can be prepared in advance, to be 

tailored later when details of an event emerge 

 Any response strategy must also consider bloggers and social media and how to 

reach them effectively. 

 Actively seek regular intelligence from the marketplace on data security 

events as well as trends in legal compliance, PR and data security 
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Infectious disease: Ebola hits home 

 An international crisis takes center stage in U.S.; many “narrators” of story: 

 CDC 

 WHO 

 Texas Health Presbyterian Hospital 

 Airports, including DFW, CLE 

 Airlines, including Frontier 

 News Media 

 Dallas, Cleveland and New York  

government officials 

 National Nurses United 

 Emory University Hospital 
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Infectious disease: News media fuels panic 
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Infectious disease: Be prepared 

 Lessons learned 

 Media are working harder than ever to generate fear and outrage. 

 In an international/national crisis, there will be many competing voices. 

 Organizations use crisis situations to push own agenda. 

 Many will be impacted by events. Tailored communications with key stakeholders 

is more important than ever. 

 Preparation 

 Work with risk officers to understand perceived threats and weak points in 

operations. 

 Build infectious disease contingencies into your crisis manual. 

 Draft communications materials ahead of time that can be tailored 

 Plan vehicles you will use to communicate to general public, employees, 

customers/shareholders, regulators, etc. 
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Social media: Ever-changing space 

 Yesterday – newswires, camera trucks and journalists travel to scene 

 Takes time; lets you prepare 

 Today – social media makes everything immediate 

 Internet and 24-hour cable news 

 “Citizen Journalism” 

 Crises take place on social media: EPA tweets about Kim Kardashian; US Airways 

tweets pornographic image in response to customer complaint; Dominos makes 

light of domestic violence 
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Social Media: Twitter breaks news of Asiana Flight 214 

 July 6, 2013 

 Transpacific passenger flight scheduled from Incheon, South Korea to San 

Francisco International Airport 

 Aircraft crashed on final approach to San Francisco with 307 people aboard 

 2 passengers died at the crash scene (one from being run over by a fire truck), 

and a third died in a hospital several days later 

 181 others were injured, 12 of them critically 

 Stock prices drop 6% in one day 
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Social Media: Twitter breaks news of Asiana Flight 214 

 Timeline of events 
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Social Media: Slow response time has its cost 
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Social Media: Managing social media’s influence 

 A few tips: 

 Evaluate your online presence 

 Have a monitoring service on standby for an emergency 

 Have a social media policy in place 

 Make sure you can communicate promptly via several venues 

 Don’t begin social media communications efforts during a crisis; must be in 

alignment with your normal course of business 
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Reputation Insurance: Key takeaways 

 Develop a crisis communications manual, escalation process and tools  

 Determine if and how you will use social media in a crisis 

 Create a dark site 

 Work closely with risk, operations and EH&S to understand risk points 

 Address risk points with contingency planning 

 Prepare communications materials in advance: press releases, holding 

statements, Q&As, social media posts, employee communications, etc. 

 Train executives as spokespeople 

 Media training 

 Crisis team table-top exercises 

 Remember to always be transparent, timely and true to your 

brand/organization 
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Questions?  


