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5 Lessons Learned from COVID Communication in 2021
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Crisis
1 1 1. Truth ¢
Communication Truth mus

be told

Management
“TRUST” Model

5.

2. Rumors and

Transparency & Fake News
Open Data must be
helps build trust . responded
& promotes Crisis quickly with

involvement Communication Facts
Management
“TRUST” Model

3. Understand

4. System of people’s
Crisis frustration.
Communication Avoid blame
must be game / Accept
established mistakes &

apologize
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What is a Crisis?

an event that is an unpredictable, major threat that can have a negative effect on the
organization, industry, or stakeholders if handled improperly” (Coombs 1999: 2)

a major occurrence with a potentially negative outcome affecting an organization,
company, or industry, as well as publics, products, services or good name. It inter-
rupts normal business transactions and can sometimes threaten the existence of the

organization (Fearn-Banks 1996: 1)

turning points in organizational life” (Regester 1989: 38)

an incident that is unexpected, negative, and overwhelming” (Barton 2001: 2)
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1. INANI9N1361L4UN1S (Operational Crises)
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2. INAN19UBLALS (Reputational Crisis)
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. AWBTANNIDN (Pre-crisis

/ Readiness Phase)

. ABEUAWDY (Crisis /

Response Phase)

Post-crisis
the post-mortem phase when companies look for ways to better improve
preparations for the next crisis as well as fulfil commitments made during
crisis response.”

. AuWny (Post-Crisis /

Recovery Phase)
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1. JUN1ILAIYNNION (Pre—Crisis / Readiness Phase)
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1.1 NMIABAFUUIUINGH (Signal Detection)

1.2 NSLATYNANNNIDNIUNDINGH (Preparedness)



1.1 NMSANKITUUIUINER (Signal Detection)
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WHUAIUSI N UAMNLAYS (Rick Assessment Matrix)
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1.2 ASLASYHNAIINNIANIUNDINE R (Preparedness)
* N9 190YaNLAIINABADWABAITUQIUINGR N1ILATIZA UTZLA® LAZIATIT “UH
USHN19AINLEBS” (Risk Management Plan) 81RSA15ABUEKEY WikIN19UBIABLAZLA L2

Qv Q/

AIZIR WIUNAADU NHNITb I"&l‘l&l'ﬂ ABBEDWNITAL 1N 98

1]

* 99AUIZNOUAIAZOINISLASENAINNSEHN ABNISHILKBAITIANITLELNITHO ST IHAIE

NG A (Crisis Management and Communication Plan) Z981ANIAUIZNA UG ] nasa LU



29AUsZNaUYBILEUNISTANISWAZATISHBETS IUATIZINGA
Crisis Management and Communication Plan

1. Crisis management team NNIAN1TINGG

2. Spokesperson bawn/gHN1588613

3. Pre-drafted messages 38AIMNNLATLN LIRNARIFEINSU
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4. Communication channels ?faﬂ‘ﬂ’]\‘imiﬁaﬂ’lﬁ
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5. Stakeholders communication N13588815AUNRNAIBIARILEE



1. Crisis Management Team
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1. Crisis Management Team

Executives
- (Name)

2. Communication

3. Spokesperson

4. Stakeholders
Relationship

5. Security

6. Legal

7. Human Resources
8. Finance

9. Operation

10. Relevant Team (1)



2. Spokesperson
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3. Pre—Drafted Messages
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4. Communication Channels
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5. Stakeholders Communication

1 vd |

* NEWARINGM BIANTAITHANSANTRUBALAZIASIEANGNENAIBIAEIMLHY (Stakeholders

Analysis )
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Identifying your stakeholders
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Crisis

Response
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Stakeholders Communication
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1.2 NMSLATYNATINNIDNIUNBINGR (Preparedness)
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2. JURNAUTAUDY

(Crisis / Response Phase)
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LEVEL

4
HIGHLY
INTENSE

1

COMMUNICATION CHARACTERISTICS

* Media have immediate and urgent need for
information about the crisis. CEQ may need to

ovide opening statement of empathy/caring.

* One or more groups or individuals express anger
or outrage.

* Broadcast and print media appear on-site for live
coverage.

Crisis causes growing attention from local and
regional media.

Media contacts non-CCT staff for information
about the crisis.

In addition to the media, stakeholders and

commuruty Parl:ners are P:I'E'SE'ﬂt at site.
Atfected and potentially attected parties threaten
to talk to the media.

* Crisis situation may/may not have occurred; the
situation is attracting slow, but steady media

* External stakeholders (e.g., MSHA, NMA, State or

Fed) receive media i

* The public at large is aware of the situation/event
but is attracting very little attention.

» Crisis attracts little or no attention.

MINIMALLY

INTENSE

* Public and/ or media are virtually unaware ot
Crisis.
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(Post—Crisis /Recovery Phase)



N19ALUUN1TTLLKAIINGR (Post-Crisis Action)
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3. N1swWaLFesLazNINANwaladANT (Reputational & Image Recovery)



1. ANSIANITILYLHAIINGR (Post Crisis Management)
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2. msﬂsmﬁumsﬁmmsmw%nqm (Crisis Management Evaluation)
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1. NM199LNWANIUISLRRN1TAANT1INER (Planning for Crisis Management Performance

Evaluation)
2. N15LAUSIUTINGDYA (Data Collection)
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Performance Evaluation)
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3. nsWUNTaLHgILazNIWaNwaiaaAns (Reputational & Image Recovery)
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Lessons on Communicating Effectively mn Crisis Situations

EFFECTIVE Lesson 1: Determine your goals for crisis communication.
CRISIS Lesson 2: Before a crisis, develop true equal partnerships with

COMMUNICATION

organizations and groups that are important to the organization.
Lesson 3: Acknowledge vour stakeholders, including the media, as
partners when managing a crisis.

Lesson 4: Organizations need to develop strong, positive primary and
secondary stakeholder relationships.

Lesson 5: Effective crisis communication imnvolves listening to your
stakeholders.

Lesson 6: Communicate early about the crisis, acknowledge
uncertainty, and assure the public that you will maintain contact with
them about current and future risk.

Lesson 7: Avoid certain or absolute answers to the public and media
until sufficient information 1s available.

Lesson 8: Do not overreassure stakeholders about the impact the
crisis will have on them.

Lesson 9: The public needs useful and practical statements of self-
Robert R. Ulmer efficacy during a crisis.

Timothy L. Sellnow Lesson 10: Effective crisis communicators acknowledge that positive
Matthew W. Seeger

factors can arise from organizational crises.




1. Determine your goals for crisis communication
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2. Before a crisis, develop true, equal partnerships with

organizations and groups that are important to the organization
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® “Partnership” (mw%mﬁm@uﬁuﬁm) A8 “equal communication

relationships with groups or organizations that have an impact on an

organization. Partnerships are established through honest and open
dialogue about important issues for each group or organization. Partners
may be advocates for the organization or they may be groups that are

antagonistic toward the organization.”



3. Acknowledge your stakeholders, including the media, as

partners when managing a crisis
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4. Organizations need to develop strong, positive primary and

secondary stakeholder relationship
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5. Effective crisis communication involves listening to your

stakeholders
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6. Communicate early about the crisis, acknowledge uncertainty, and assure the

public that you will maintain contact with them about current and future risk
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6. Communicate early about the crisis, acknowledge uncertainty, and assure the public

that you will maintain contact with them about current and future risk
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/. Avoid certain or absolute answers to the public and media until

sufficient information is available
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8.

Do not overreassure stakeholders about the impact the crisis

will have on them
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Peter Sandman (2004), a risk and crisis communication consultant,
examined some successful and unsuccessful responses to the 2004 outbreak
of bird flu 1n Asia, which was a devastating crisis for poultry farmers.
During the crisis, various government and public health organizations were
asked to comment on whether the avian flu could mutate and become as
infectious as ordinary human flu. Sandman explained that Bob Dietz, a
World Health Organization (WHO) spokesperson, communicated
effectively by acknowledging the uncertainty of the crisis when he
confirmed that a Vietnamese woman's bird flu virus contained no human
influenza genes. Dietz explained, “The results are encouraging, but
unfortunately, they are still not the conclusive proof we need to fully
discount the possibility of human-to-human transmission of the virus™ (p.
46). Conversely, when asked 1f the bird flu had spread to Thailand, Thai
Prime Minister Thaksin Shinawatra responded, “It’s not a big deal. If 1t’s
bird flu, 1t’s bird flu. We can handle 1t. . . . We have been working very hard.
.. . Please trust the government. It did not make an announcement in the
very beginning because it did not want the public to panic™ (p. 46).
Sandman pointed out that the language 1n the second example 1s too certain
and borders on overreassuring the public that there will not be a problem.



9. The public needs useful and practical statements of

self—efficacy during a crisis
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10. Effective crisis communication acknowledge that positive

factors can arise from organizational crises
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Exercise:. Crisis Management & Communication
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