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Goals 
Establish goals for your 
plan to guide you in 
developing useful tools. 
What do you hope to 
accomplish by having a 
plan? Who needs to know 
what and when? 

Media and social 
media policies 
Establish who may speak 
to the media and who 
sends out press releases. 
To whom should employ-
ees report media calls? 
Develop a de�nition of 
social media and the scope 
of the policy. Does your 
policy apply only to 
organization accounts or 
to personal social media 
use? Who manages your 
o�cial accounts? How do 
you respond to com-
plaints? When do you 
delete comments?

Debrief survey
Crises can present good 
“teaching moments,” 
both for internal sta� 
and for the general 
public. What communi-
cation e�orts worked 
well during the crisis and 
how can you improve or 
better prepare for 
another one? Can you 
take advantage of the 
public’s attention to 
educate them on ways 
to prepare for or react to 
a similar potential crisis 
in the future?

Review schedule
Over time, phone num-
bers, key employees and 
crisis risks can change. 
Establish a schedule for 
reviewing and updating 
your plan to ensure it is 
100 percent usable 
during a crisis.

Quick action response card
This tool is to ensure all employees know what to do should a crisis strike. For any 
employee who witnesses or is involved in a crisis, to whom do they report the 
incident? How do managers and communications sta� become aware of a crisis so 
they can determine next steps and begin getting messages out? Include a short 
internal contact list for immediate reporting.

Information checklist
This tool is designed to help you consider all potential angles of a crisis so the 
organization is prepared to answer media questions and develop messaging for 
a�ected parties as e�ciently as possible.  

Basic organizational information
Your organization or industry likely has its own language and structure that the 
general public knows little about. Basic information about your organization 
should be readily available.  Consider creating a glossary of terms, brief 
department introductions or other tools that can help people get to know your 
organization and issues better – both during and outside of a crisis.

Strategize
Think through the various aspects of crisis communication as they relate to the 
speci�cs of your organization.
Audience – Consider the di�erent groups with whom you need to communicate.
Tactics – Consider the avenues through which you can share your message for 
     each audience.
Messaging – Consider what information each audience will want to know, should 
     know and might misunderstand at each phase of a crisis.

Prewrite
Determine what crises are most likely to occur and a�ect your organization. 
Develop a brief situation description for each crisis and create draft messaging  
for the appropriate audience and tactics that can be adapted to the speci�cs of 
an actual crisis. 

Scenario response mapping


