
Introduction to Crisis Communication

Key concepts, stages, principles, and practical tools for effective management of organizational

crises.

1. What Is Crisis Communication?

Aspect Definition

Crisis
A sudden, unpredictable event that threatens an organization’s reputation,

operations, or stakeholders.

Communication
The strategic exchange of information (messages, media, channels) aimed

at influencing perception and behavior.

Crisis

Communication

The coordinated effort to inform, reassure, and guide internal and external

audiences before, during, and after a crisis.

Why It Matters

Protects brand reputation and stakeholder trust.

Reduces misinformation and speculation.

Enables quicker recovery and continuity of operations.

2. Core Principles

Principle Practical Implication

Speed
Issue the first statement as soon as facts are verified (ideally within the first

hour).

Transparency Share what is known, admit what isn’t, and commit to updates.

Consistency Align messages across all spokespersons and channels.

Empathy Acknowledge emotions, show genuine concern for affected parties.

Accountability Take responsibility where appropriate; outline corrective actions.

Preparedness Maintain an up?to?date crisis plan, media list, and pre?approved templates.
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3. Crisis Communication Process (Four?Stage Model)

1. Pre?Crisis (Preparedness)

Conduct risk assessments & scenario planning.

Build a crisis?management team (CMO, legal, PR, operations).

Develop a Crisis Communication Plan (CCP):

Contact matrix (internal & external).

Message templates & holding statements.

Approved spokespersons & media protocols.

Train staff in media handling and social?media monitoring.

2. Crisis Response (Activation)

Detect: Monitor news, social media, internal alerts.

Assess: Determine severity, scope, and potential impact.

Decide: Activate the CCP; assign roles.

Communicate: Issue first statement, update regularly, manage Q&A.

3. Crisis Management (Ongoing)

Maintain a single source of truth (e.g., a dedicated webpage).

Provide factual updates at regular intervals (e.g., every 2–4?hours).

Engage with media, influencers, and key stakeholders directly.

Track sentiment and misinformation; correct false narratives promptly.

4. Post?Crisis (Recovery & Learning)

Conduct a post?mortem: What worked, what failed?

Update the CCP based on lessons learned.

Communicate final outcomes and any policy changes.

Re?build trust through transparent reporting and stakeholder outreach.

4. Stakeholder Mapping

Stakeholder Group Information Needs Preferred Channels

Introduction to Crisis Communication

Page 2 | Back to Ynet StudyHub 

https://ynetstudyhub.com


Employees
Safety instructions, operational

impact
Email, intranet, town?hall meetings

Customers/Clients
Product/service status, safety

assurances

Website banner, social media, customer

?service hotline

Media
Factual details, spokesperson

availability

Press release, media briefing, press

conference

Regulators
Compliance evidence, incident

reports
Formal letters, regulatory portal

Investors/Shareholders Financial impact, recovery plan Investor relations portal, earnings call

Community Public safety, local impact
Local news, community meetings,

social media
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