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Communicating In Context

The Proactive Step Most Brands Miss
Preparing For Crisis

When Crisis Strikes

Final Thoughts and Inspiration



BRANDS CULTURES +
COMMUNITIES

MATTER MORE
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We've worked on hundreds
Of projects every year for
the last decade.




You can't deliver value over the
long term in the absence of
understanding.




At we gather
understanding through process.
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COMMUNICATING
IN CONTEXT

The age of acceleration



The Last 16 Months

o Global pandemic

e Stock market crashed

o Wealth gap grew

e Environmental disasters + warmest year on record
e Inequality reached unprecedented levels

e [echnology adoption leapt 10 years in 12 months
e [henature of work got turned on its head

e Insurrectioninthe U.S.

e [ruth was made visible in Canada

e [amarack Institute Webinar
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Theworld s
changing
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It is our misfortune to live through
a misfortune

because surplus always breaks more things than scarcity. Scarcity
means valuable things become more valuable, a conceptually easy
change to integrate. Surplus, on the other hand, means previously

valuable things stop being valuable, which freaks people out.
-Clay Shirky



year 2000
Internet users

361 million



this morning

5.1 billion



THE VANISHING NEWSPAPER
Newspapers sold per 100 households in Canada, 1950-2015,

3 1950:
/7 2 newspa.pers per
%Museholds
/ 79in 1975
/ H9 in 1995
18 in 2015




The days of traditional
media del
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Organizations will need to
deliver these messages




bottom line

We're communicating more
NOT WELL



-verything 1s
SPEEDING UP



Everyth|ng e \Work faster;
|S Gettlng e Trade faster;
Faster e [Datefaster;

e (Cookfaster:
e (leanfaster;
e (Communicate faster;

e Consume everything faster. (=
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Change is the only permanence
and uncertainty is the only
certainty.”



This is causing a
between our biology ana
the way that we live



Anthropologists coined this






When we communicate too
quickly it often leads to



-ast-paced comms leave us
eaning on our

that
often create the very crisis
they're trying to avoid



Real World
EXAMPLES
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Creating Your
Own Crisis
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Creating Your
Own Crisis

The ads, labelled cringy by a number of
Twitter accounts, have left many baffled,
with people feeling Dettol failed to read the
room by conjuring up an idealized version of
an office that doesn't exist - or worse, the
office environment that many don’t wish to
return to.

Dettol | Hygiene Brand

‘ Mike P Williams & . 4
@Mike_P_Williams

It's like Dettol hired Jeremy Hunt as their copywriter. These
are the most cringe ads I've ever seen.

eye contact. Checking Insta
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Creating Your
Own Crisis

Some critics misconstrued the ad as UK
government messaging to persuade people
back to work, rather than being an ad for
disinfectant. Others, responded with their
own lists of office norms.

Dettol | Hygiene Brand

N
Kagey
@ @KageyVision

Systematic racism. Casual racism. Backstabbing
colleagues.

Inept managers. Sexual harassment.

“Who you know" promotions.

Mind numbing small talk. Bad I.T.

0.1% payrise, 5% travel fare increase.

Just thought I'd add a few they missed off & 6
4:06 AM - Sep 3, 2020

Q 29k O 33 & Copy link to Tweet



Creating Your
Own Crisis

A politician in London, Ontario chose to
stand on the argument that the community
was “not a racist city” immediately following
one of the most horrific hate crimes in
Canada’s recent history.

Political Leader | Social Media Response




@©W World Africa Americas Asia Australia China Europe India Middle East United Kingdom LIVE TV Edition v Q @

A driver slams into a Muslim family, Killing four people,
in what Canadian PM calls 'a terrorist attack'

By Rebekah Riess and Gregory Lemos, CNN
® Updated 2:50 PM ET, Tue June 8, 2021

44 SharpSpring

Marketing team lost
that lovin’ feeling?

Get 50% off onboarding + first month FREE!

I've got a need for leads

Advertisement

More from CNN

Derek Chauvin publicly
9 speaks to George Floyd's
+ family for the...

Anthony Scaramucci testifies
that he helped get bank
executive...

Police officers search for evidence at the scene of the attack in London, Ontario, on Monday, June 7.

(CNN) — Canadian Prime Minister Justin Trudeau on Tuesday called the killing of four



| take exception to anyone who, in response to this
heinous act of terror, characterizes the entire city of

, my city, as aracist city. London is NOT a racist
city. This event does not define us. (1/3)

e

London ‘a racist city that pretends it isn't": Former London West PC candida...




First Evening Star @OnaagoshinAnang - Jun 1C

Replying to

This city isn't racist towards you because you have power and privilege
as a white man. Black, Indigenous and People of Colour have been
speaking up on the racism and xenophobia for years. But it's pretty

clear you don’t have many of those folx in your circle or they don't /1

1 5 ) 13 4,

First Evening Star @OnaagoshinAnang - Jun 10

feel comfortable discussing it with you - which | would say is linked to
your inability to look past your own experiences. Denying the racial
issues in this city won't make them go away. It's time for you to sit back,
listen and learn. And if you can’t do that just be quiet. End




And after hundreds of similar
responses came the
non-apology, apology.
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invite anyo
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meet so that | can
petter understana

to a better place.”

near you and

NOW we get

— Politician



Not An
Apology

I'm sorry you feel that way;
I'm sorry you took it that way;
I'm sorry, but...

It wasn't my intention to...

I'm sorry you were offended...



=

Say you're sorry without qualification;

How To
Apologize 2. Accept responsibility;

3. Say why it was wrong;

4. Convey empathy and understanding;

5. Qutline your commitment to do better
and then follow through.



THE PROACTIVE
STEP MOST
BRANDS MISS

Your best defence is a great
brand offence



ne best way to help manage or
itigate a crisis Is to




Key Truths
About
Brand
Positioning

Very few organizations think about their
audiences and speak to or with them (versus
at them)

It's not about what we want to tell people,
it's about what they can hear (and hint: it’s
less than you think and it’s about them first)
Know your audience and what they care
about and speak to that more often than
you talk about yourself

Investing in audience understanding and
engagement is a critical foundation for crisis
management. How?



H OW tO ° Eokyour ho|r:evvor|<

. ® sKyourse
B u I | d B ra n d 0 yVVho are your audiences as people?
Strength o  Whatdothey care about?

o What are their needs and desires?
o What are their pain points and perceptions?
o How canyou reduce friction for themin

understanding this issue?

Not sure? ASK.



How to
Build Brand
Strength

Build a brand position that resonates with
your audiences

A brand position represents what you
ultimately want the audience to believe
Strong positions are:

(@)

O O O O

Audience-centric
Emotional
Remarkable

True

Focused on “WHY”
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REPEAT. REPEAT. REPEAL.



When you're sick of saying
something your audience Is
hearing It




PREPARING FOR
CRISIS

The best crisis plan is the one you
never have to use



The best antidote to crisis Is
to be



Crisis Prep
Top Five

Ol

DEVELOP A MEDIA RESPONSE MATRIX:
detail the media crisis response process,
outline roles and responsibilities, list all
stakeholders, communication channels and
key contact information, as well as
pre-written positioning statements and key
messages about your organization

This includes an exercise to ANTICIPATE
THE CRISIS: brainstorm risks that pose a
threat and then plan for them to happen




Crisis Prep
Top Five

02

IDENTIFY A RESPONSE TEAM: assign
roles and responsibilities including;
spokesperson, social media coordinator,
media coordinator, scribe etc.

Clearly outline who owns the plan and who
is the decider when managing the plan vs.
who informs the decisions.

Chaos, and leaked information, ensue when
people don't know whois in charge.




Crisis Prep
Top Five

035

ESTABLISH KEY COMMUNICATION
CHANNELS: Press conference for media?
An SMS to employees? Notices on the shop
floor?

Ensure the channels you'll need, as detailed,
in your plan, are already mapped or
established so they are ready togoina

crisis.

“Who has the email list?” is not where you
want to be in a time sensitive situation.




ASSIGN & PREPARE A LEAD
SPOKESPERSON: Select a spokesperson

C rl S I S P re p who has had media training and experience
o engaging with the media.
Top Five

If that person doesn't current exist, or
leaders don't have the training, invest in it
proactively.

Effectively sticking to key messages, even
under pressure, is the key skill set and is a
tough one to master.

04




Crisis Prep
Top Five

05

SOCIALIZE THE PLAN: Ensure everyone in
your organization, from leadership and the
crisis team knows that the plan exists and
who is in charge of it, including how
communications are managed during a
crisis.

When a reporter comes calling to a branch
or office location, those on site should know
how to respond (which is often not
responding) and who to direct them to.

Most important message to staff: don't
guess, assume or speculate, rather redirect.




WHEN CRISIS
HITS

The three rules of crisis comms
and some tips to help along the
way



1. What's going on around you?
2. How will you respond?



The Top
Three

01. Tell it ALL

02. Tell it FAST
03. Tellthe TRUTH




Top Tactical Tips

e Prepare a Holding Statement;

e Share the facts and key messages quickly (as much as the situation
allows, e.g. with legal or HR considerations);

e Your internal/external stakeholders want to hear the news from you first,
not Twitter or traditional media;

e Thisisthe best way to ensure the facts do not get skewed;

e Showingyou are proactive, honest and upfront will take you a long way
out of the gate.



Anatomy of a Holding Statement

e Employs an empathetic, human tone and establishes your values (if
applicable)

o Clearly offersfacts/5Ws

e Itsays, “we are aware of, and addressing this issue and here's how”

e Setexpectations for your comms going forward

e Avoids the disastrous “no comment” or “no one was available to
comment”



For Example | Human Health

At GG - s-fcty and wellbeing of our clients and participants is our utmost priority.

Like all organizations during this time, we are working hard to manage the evolving situations and challenges
associated with the COVID-19 pandemic.

We have instituted our pandemic readiness protocol, which includes the measures that we take to protect clients

and staff from virus transmission. They include ||| Gzl

Despite best efforts, we have confirmed a single case of COVID-19 in a staff member at ||| GKKNNGEG

We have been working closely with the (|GGG - o < believe this to be anisolated case.

B - bccn in touch with those who may have come into contact with this individual. Those who have
not already been contacted are not considered at-risk at this time.

We will continue to work closely with health authorities and inform our staff and participants if the situation evolves.
We are encouraging any staff members who exhibit symptoms to immediately self isolate and to contact

I o support.



Yes

STYLE MATTERS




Delivering With Intention

e Be CONCISE and get straight to the facts and your key messages;
o Be CLEAR on your key messages;

o Express CONCERN for everyone involved;

o Keymessagescan't survive without CONFIDENCE;

e You must appear to be in CONTROL of the crisis overall;

e FEye contact, breathe, facial expressions, pace MATTER;

e Ifyoudont know, DON'T SAY!



Content Must Haves

e \What happened and how we responded

e \What's next to manage/mitigate issue

e \What policies are in place to prevent this

e Reinforce brand values, purpose of org, overall priorities
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http://www.youtube.com/watch?v=zIsN5AkJ1AI

Avoid Media Mishaps

e NOTHING is PRIVATE.
e NOTHING is off the record.
e Reporters are NOT your friend.
(Even though most of them are not “gotcha” journalists!)



Follow Through On Your Plan

Inform your board and senior management

Prepare your holder (+ consult your lawyer)

Inform your staff

Prepare your spokesperson

Communicate in every available medium

REPEAT the message and process as much as necessary
BE AVAILABLE throughout the crisis



FINAL
THOUGHTS &
INSPIRATION

Landing the plane
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now has life or death
conseqguences.
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STAYING CONNECTED

and creating value means that
orofessionals need to re-design
‘he ecosystems in which we all
communicate.

— |



1S NOt
about trying to avoid
miscommunication.
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THE SOONER you know you're
not connecting, the sooner you
can fix It.
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for your trust & confidence.



