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Abstract:
Crisis communications is generally considered a sub-specialty of the public relations profession that is designed to protect and defend an individual, company, or organization facing a public challenge to its reputation. These challenges may come in the form of an investigation from a government agency, a criminal allegation, a media inquiry, a shareholders lawsuit, a violation of environmental regulations, or any of a number of other scenarios involving the legal, ethical, or financial standing of the entity.

Effective crisis communications strategies will typically consider achieving most, if not all, of the following objectives: Maintain connectivity ,Be readily accessible to the news media ,Show empathy for the people involved ,Streamline communication processes ,Ensure uninterrupted audit trails ,Deliver high volume communications ,Support multi-channel communications Remove dependencies on paper based processes :
1. A list of the members of the crisis management team, 2. Contact information for key officers, spokespeople, and crisis management team members 3. Fact sheets on the company, each division, each physical location, and each product offered.
4. Profiles and biographies for each key manager in your company5. Copies of your company, division and product logos, your press release format and the scanned in signature of your CEO on disk 6. Pre-written scripts answering key questions that you have generated through your crisis scenario analysis. 7. Contact information for each of your key media contacts both locally, nationally, and if appropriate, key financial press and analysts.
This article focuses on seven critical dimensions of crisis communication management:

1. Operations; 

2. Victims; 

3. Trust/credibility; 

4. Behavior; 

5. Professional expectations; 

6. Ethics; and 

7. Lessons learned. 

Methodology: The approach of the company in crisis and the ideal behavioural response as a case study on Hi king chain of restaurants was analysed and observations recorded. (Hi King is a fictional regional publicly held chain of 31 fast food shops specializing in fairly typical burger/chicken/fish entrées)
Introduction
Crisis communications is generally considered a sub-specialty of the public relations profession that is designed to protect and defend an individual, company, or organization facing a public challenge to its reputation. These challenges may come in the form of an investigation from a government agency, a criminal allegation, a media inquiry, a shareholders lawsuit, a violation of environmental regulations, or any of a number of other scenarios involving the legal, ethical, or financial standing of the entity.

Crisis communications professionals preach that an organization’s reputation is often its most valuable asset. When that reputation comes under attack, protecting and defending it becomes the highest priority. To emerge with its reputation intact, an organization must anticipate every move and respond immediately and with confidence. Companies facing such a threat will often bring in experienced crisis communications specialists to help prepare and guide them through the process.

Crisis communications is a part of larger process referred to as crisis management though it may well be a major tool of handling a crisis situation in government, organization or business.


      Responding quickly, efficiently, effectively and in a premeditated way are the primary objectives of an effective crisis communications strategy and/or solution. Harnassing technology and people to ensure a rapid and co-ordinated response to a range of potentially crippling scenarios distinguishes a well thought out and executed plan from a poorly or ill-considered one. The inherent lag time in marshalling responses to a crisis can result in considerable losses to company revenues, reputation as well as substantially impacting on costs.

Effective crisis communications strategies will typically consider achieving most, if not all, of the following objectives:

· Be readily accessible to the news media 
· Show empathy for the people involved 
· Allow distributed access 
· Maintain information security
· Ensure uninterrupted audit trails
· Deliver high volume communications 
· Support multi-channel communications 
· Remove dependencies on paper based processes

By definition a crisis is an unexpected and detrimental situation or event. Crisis communications can play a significant role by transforming the unexpected into the anticipated and responding accordingly.

7 Must-have Elements

While communicating in crisis situation , keep in mind that this crisis may allow you to continue business as normal, or it may result in a situation where you aren't able to get access to the tools you normally use to do your job (natural disaster, lockout, etc.) so your crisis communications kit needs to provide the capability for you to provide the appearance of normality even in the most abnormal situations.

Thus it's important for your crisis communications kit to not only be duplicated in some offsite location, but to also include information, disks, graphics, computer files, photos, etc. that are normally readily at your fingertips in your office.

Here's a starter list of seven items that should be included in any crisis communications  kit:
1. A list of the members of the crisis management team, which should include, at minimum, the CEO, a trusted assistant/top manager from the CEO's office, heads of each department, public relations and marketing team members, legal and security.

2. Contact information for key officers, spokespeople, and crisis management team members including company and personal phone numbers, email addresses, cell numbers, pagers, faxes, instant message handles, addresses, even spouse's cell numbers. 

3. Fact sheets on the company, each division, each physical location, and each product offered.
These should be in camera-ready condition, plus available on a disk in a generally-accepted word processor format (Microsoft Word) so they can be revised and printed out if necessary on a computer external to your facilities. Photos should also be included.

4. Profiles and biographies for each key manager in your company, again in camera-ready condition and on disk.

5. Copies of your company, division and product logos, your press release format and the scanned in signature of your CEO on disk in a format that works on your internal word processing program (plus one in Microsoft Word in case you have to work on a computer that isn't tied to your network.)

6. Pre-written scripts answering key questions that you have generated through your crisis scenario analysis. Included in these scripts should be the words you use to say "we don't have that information yet, but will let you know as soon as it becomes available."

7. Contact information for each of your key media contacts both locally, nationally, and if appropriate, key financial press and analysts. Contact information for your appropriate political, regulatory, and union leaders should also be included. Don't be afraid to go overboard here - if you have a large chemical release, your CEO will probably want to call not only the Mayor, but the Governor and congressional representatives.

The most challenging part of crisis communication management is reacting - with the right response - quickly. This is because behavior always precedes communication. Non-behavior or inappropriate behavior leads to spin, not communication. In emergencies, it's the non-action and the resulting spin that cause embarrassment, humiliation, prolonged visibility, and unnecessary litigation.

Helping management understand the impact of inappropriate or poorly thought out crisis response is one of the most important strategic services the public relations practitioner can provide. 
The Seven Dimensions of a Crisis 
True crises have several critical dimensions in common, any one of which, if handled poorly, can disrupt or perhaps destroy best efforts at managing any remaining opportunities to resolve the situation and recover, rehabilitate, or retain reputation. Failure to respond and communicate in ways that meet community standards and expectations will result in a series of negative outcomes. This article focuses on seven critical dimensions of crisis communication management:

1Operations; 

2Victims; 

3Trust/credibility; 

4Behavior; 

5Professional expectations; 

6Ethics; and 

7Lessons learned. 

For the crisis communication management strategist, it helps develop frameworks for testing proposed response behaviors and forecasting intended and unintended consequences and collateral damage.

The Scenario
Four days after visiting the local Hi King for a neighbor child's birthday party, Mary Ellen Mead lay dying in an intensive-care hospital bed (Hi King is a fictional regional publicly held chain of 31 fast food shops specializing in fairly typical burger/chicken/fish entrées). Three children at the party had already passed away; six others, including two adults, were in critical condition and failing.

Deadly E.coli bacteria was racing through Mary Ellen's kidneys and liver. The odds were against her and the other victims, the doctors said.

"They kept pulling my husband out of the hospital room. I didn't know what they were saying, but I knew something was very serious," Mead recalled recently about her August 1998 brush with death. "Later, I found out they were telling him he should prepare himself, that there was a really good chance I was not going to make it through the night. My liver had completely failed and they told him if it didn't come back in a day or two, I was going to die. Then they told him about the other children."[1]
For several days Mead hovered near death before her condition turned. After 10 days in intensive care, she resumed eating. Eight days later she went home. Four children and two adults died during the same period.

The Timeline
 The media and customers call and ask about the children and parents who are getting sick. Hi King denies any responsibility and refuses to talk with the families except through an attorney. Intense media speculation forces the company to make public statements and to issue a news release. Company officials did call in the state department of health.

 Continued media speculation forces Hi King to acknowledge that something might have happened and that it might have been the cause. "If it was our burgers," more than likely, the company said, "it was the fault of the supplier who provided contaminated meat." The company cautioned the media to be responsible and not to start a panic.

 . Families of the victims hold a news conference demanding that Hi King take responsibility. Hi King runs ads saying, "It's just an isolated incident," "We follow the law," "Come on down and enjoy a MammothMax." Hi King releases a statement condemning the federal meat inspection program. "This might not have happened had there been more qualified federal inspectors."

  The state department of health reports that cooking temperatures were probably too low to kill the bacteria. Hi King says, "We followed all approved procedures"; "Food safety is our number one concern"; "If the meat had not been contaminated by our suppliers, there would not have been problems in our restaurants";  Another death. Hi King announces it will sponsor a national study of food safety with the National Restaurant Association and the National Franchise Restaurant Association. It contributes $100,000 to the study, declaring that federal meat inspection is a "national problem."  The families of the first victims announce litigation against Hi King and demand a criminal investigation. The company announces a plan to help victim families obtain assistance more easily. The state department of health announces it will thoroughly investigate all 31 Hi King restaurants.

Applying the Dimensions
Using this scenario, let's do an analysis using each of the seven critical dimensions. Each requires affirmative management decision making as a part of the process of surviving the situation. You will see some duplication in recommendations or observations, mostly because bad news is repeated in different ways and in different places unless it is dealt with conclusively, promptly.

I. The operations dimension
The reality is that for truly serious situations, the perpetrators will need to take each of the seven actions before public confidence will return. The optimum order in which they need to be taken is shown here. It is not possible to skip a step. In fact, the faster these actions are taken, in the correct order, the more quickly there will be less anger from victims, fewer bad feelings from employees, less litigation, and less media coverage. Companies that behave appropriately and solve problems promptly are neither newsworthy nor sueable. To resolve the crisis situation completely each one of these operational actions will be taken.

	Urgent Crisis Management
Operating Responses
	Hi King
Damaging Behaviors
	Correct 
Approaches

	1.   Candor:
· Outward recognition through promptly verbalized public acknowledgement that a problem exists; that people or groups of people, the environment, or the public trust is affected; and that something will be done to remediate the situation.
	· Released self-serving messages and communication. 

· Made assumptions about the truth without really knowing what the truth was. 

· Failed to accept responsibility. 

· Shifted the blame to others in an attempt to deflect criticism. 

	· "It's our fault." 

· "It shouldn't have happened." 

· "We are helping the families through these terrible times." 

· Use appropriate spokespeople with statements. Avoid news releases. 

· Stand up and answer the questions. 


	2.   Explanation (no matter how silly, stupid, or embarrassing the problem causing error was):
· Promptly and briefly explain why the problem occurred and the known underlying reasons or behaviors that led to the situation (even if there is only partial early information). 

· Talk about what was learned from the situation and how it will influence the organization's future behavior. 

	· Created conflict ("We don't know what the cause is, but eat here anyway") around the source of the problem, which lead to public confusion. 

· The company perceived itself as a victim, its supplier as the perpetrator, the government and media as persecutors. 

· Shifted blame and responsibility to a failed federal inspection system. 

· "We can't act until we have all the facts." 

· "You can't prepare for everything."

	· Find the truth. 

· Take conclusive action: Close the stores. 

· Talk about the victims and their families. 

· Act like a neighbor. 

· Commit to the obvious, e.g., we weren't ready for this. 

· Keep focused on solving the local problem. 

· Release information incrementally, constantly. 

· Immediately correct erroneous information with more current, more accurate information.


	3.   Declaration:
· A public commitment and discussion of specific, positive steps to be taken conclusively address the issues and resolve the situation.

	· Stonewalled with a scripted, insensitive, overly technical, and irrelevant operational response. 

· Failed to bring in truly independent resources or independent expertise to the situation. 

· No commitment to fix recall plan deficiencies.

	· Talk from the victims' point of view. 

· Minimize the technical "stuff." 

· Be explicit about doing what ever it takes for the victims. 

· Avoid disingenuous phrases: 

". . . if we could turn the clock back . . ."
". . . if we had only known . . ."
". . . these things happen, unfortunately . . ."



	4.   Contrition:
· The continuing verbalization of regret, empathy, sympathy, even embarrassment. Take appropriate responsibility for having allowed the situation to occur in the first place, whether by omission, commission, accident, or negligence.

	· Took only conditional responsibility. 

· Selfish focus on shareholder concerns and customer retention. 

· Used a news release to announce its sympathy. 

· Expressed only conditional regret: 

	· Talk and act like someone that you care about has been hurt. 

· Meet with families. 

· Take the families of victims to church. 

· Let employees speak for the company. 

· Involve employees with each victim family. 

· Use empathetic language. 

· Express unconditional sympathy.


	5.   Consultation:
· Promptly ask for help and counsel from victims, government, and the community of origin - even from opponents. 

	· Never asked for input from the victims. 

· Initially blamed the government. 

· Used a "voluntary" internal investigation as a cover to avoid scrutiny. 

	· Announce an unassailable panel of independent experts to study, recommend, and report publicly. 

· Let government agencies do the talking, while you concentrate on solving the problem. 

Establish a vendor advisory group. 


	6.   Commitment:
· Publicly set organizational goals at zero. 

Zero errors.
Zero defects.
Zero dumb decisions.
Zero problems.

	· Completely ignored the concept of zero: 

"Zero isn't possible".
"We can't promise no future mistakes."
"There is risk in everything people do."

	· Establish a permanent, broadly representative advisory group to assure the public of the company's intentions on an ongoing basis.



	


II. The victim management dimension
When organizational action creates involuntary adverse circumstances for people or institutions, victims are created. Victims have a special mentality and their perception and behavior is altered in ways that are fundamentally predictable. Victims designate themselves. They also determine when they are no longer victims.

The perpetrator needs to recognize victim expectations and respond affirmatively. Otherwise there may be very negative consequences. For example, victims may resist reasonable solutions, use the media to communicate heart-wrenching stories, or begin high-profile litigation. Closure becomes very difficult. Disgruntled former employees and well-meaning current employees often come forward to verify victim allegations. Victims don't usually hear much beyond their own pain. Say less but make it important and worth hearing.

Victims move through recognizable cycles as they work to resolve the situation in which they have involuntarily become a part.

	Cycle I: Recognition of Impact
· Agony, search for the "reason this happened." 

· Anger. 

· Concern over lack of response. 

· Expectation of help. 

· Frustration at "intentional delays."

	Victims Need:
· Assistance with grief. 

· Expression of regret. 

· Involvement. 

· Information. 

· Recognition.

	Hi King:
· Considered victims a part of the federal inspection/supplier problem. 

· Made participation difficult. 

· Patronized families. 


	Cycle II: Seeking Retribution 
· Seek or attempt to implement their own solutions. 

· Feeling that help received is inadequate, late, and insincere. 

· Hitting back. 

· Turn to the plaintiff's bar to get retribution.

	Victims Need:
· Information about actions taken. 

· Validation of their suffering. 

· Honesty from the organization. 

· To hear apologies from the top of the organization. 

· Prompt response. 

· Direct communication. 

· Reasons/rationale. 

· Compassion. 

· Closure. 

	Hi King:
· Delayed payment. 

· Made victims guess about help. 

· Gave $100,000 to a trade association for research. 

· Trivialized victim suffering. 

· Made victims provide receipts. 

· Used low-level PR people to spin.


	Cycle III: Severely Distorted Recollection
· "No one understands what I'm going through." 

· "They could have done more, faster." 

	Victims Need:
· Life rebuilding assistance. 

· Ongoing counsel. 

· Outcome-focused action. 

· Understanding. 

· Contact with accident/death site.

	Hi King:
· No ongoing relationship with victims to provide closure and healing.



	


III. The trust and credibility dimension 
Credibility is conferred by others based on an organization's past behavior. When bad things happen, past behavior is used to predict future actions. When past behaviors have been good and helpful, and current and future behaviors don't match those expectations, there's a loss of credibility.

Trust is the absence of fear. Fear results from unexpected injury caused by circumstances or by someone or something that was previously trusted. Fear is the most powerful human emotion to remediate. When there is physical injury or death, it may be impossible to do more than attempt to reduce the fear. Left unattended, fear turns to frustration, anger, then to retribution.
 Here are seven trust-building, fear-reducing, credibility-fixing behaviors:

· Provide advance information. 

· Ask for input. 

· Listen carefully. 

· Demonstrate that you've heard, i.e., change your plans. 

· Stay in touch. 

· Speak in plain language. 

· Bring victims/involuntary participants into the decision-making process.

How Hi King used these behaviors:
1. Stalled and delayed in getting information to the victims and to the public. 

2. Never had a good grasp on exactly what information would be useful to the victims: 

· What to do if you're experiencing symptoms; 

· How to get more information about E.coli; and 

· Exactly what Hi King was going to do to make the situation right?

3. Only looked internally for expertise. Didn't seek help from external resources. 

4. Rejected recommendations for an advisory board. 

5. Blamed consultants, government, and suppliers for what was ultimately its own responsibility. 

6. Listened with a corporate ear; heard only the financial markets. 

7. Responded financially first, "This will cost a lot of money." Promised to help but then delayed payments. 

8. Had little or no follow-up with victims. Concentrated follow-up efforts with the state, but only because the company was required to do so. 

Behaviors that illustrate credibility:
1. Prepare to talk openly. 

2. Reveal what the public should know, even if they don't ask. 

3. Explain problems and changes quickly. 

4. Answer all questions, even those that victims wouldn't think to ask. 

5. Cooperate with the media, recognizing that victims and employees have a higher priority. 

6. Respect and seek to work with victims and opponents.

How Hi King used the credibility  behaviors:
1. Hid from the truth from the beginning. "Million and millions of burgers safely served." 

2. Never acknowledged its role and responsibility for the outbreak, even though it subsequently raised cooking temperatures. Only provided information when forced to do so, then only a minimal amount. 

3. Avoided discussing problems. Never admitted there was a question about its food handling processes. Even though it made changes to its cooking procedures, the company maintained that it had a commitment to quality all along. 

4. Ducked and stalled. Never answered any questions not directly asked. 

5. Priorities were reversed. It was concerned mainly about business, operations, finances, and keeping customers coming through the door. 

6. Ignored victims and disparaged those who criticized its actions.

IV. The behavior dimension
Post-crisis analysis involving hundreds of companies, industries, and negative circumstances reveals a pattern of unhelpful behaviors that work against rebuilding or preserving reputation, trust, and credibility. The greater the negative nature of the incident and the greater the number of victims, the more opportunities there are for trust-busting behaviors to occur. Good crisis plans are structured to work directly against, anticipate, and eliminate negative behavior patterns.

Negative behaviors to plan against:
1. Arrogance, no concern. 

2. Minimize victim needs. 

3. Blame shifting. 

4. Broaden situation unnecessarily (or for PR reasons). 

5. Inappropriate language. 

6. Inconsistency. 

7. Inflammatory statements. 

8. Little or no preparation. 

9. Minimize the impact. 

10. Missed opportunities to communicate with government, the public, and victims. 

11. No admission of responsibility. 

12. Victim confusion.

How Hi King used the negative behaviors:
1. Was concerned mostly about the financial impact. 

2. Actively made situation difficult for victims. Failed to acknowledge victims. 

3. Aggressively blamed suppliers, state department of health, and federal inspection system. Maintained an "anybody but us" mentality. 

4. Encouraged industry initiatives to intercede, "We are the victims of the government's lax approach to regulating the meat industry." Gave $100,000 for "research" rather than to compensate victims. Note: The most common truly damaging PR tactic is to create or drag in third parties. 

5. Was self-serving, careless, and inhumane. Was consistently stupid and self-serving. 

6. Attacked suppliers, the government, and the media. 

7. Had no crisis plan. Failed to anticipate crisis. 

8. No admission to this day. 

V. The professional expectation dimension
What is often omitted in analyses of crisis situations is a comparison of the behaviors and actions of public relations professionals against the standards set by their industry. Increasingly in litigation, juries look to industry standards and practices to help determine a factual basis for damages and compensation. Community expectations as reflected in codes of conduct and codes of ethics are useful analytical and response tools. This section looks at the Hi King situation from the perspective of the Public Relations Society of America's (PRSA) Code of Professional Standards and the International Association of Business Communicators (IABC) Code of Ethics for Professional Communicators.

VI. The ethical dimension 
There is a moral dimension to crisis management. Business organizations and institutions are excepted to have consciences and to act in ways that reinforce this public expectation. That's why whenever there are victims, someone has to be held accountable.

Victims make moral ethical assessments essential. This assessment process consists of answers to a series of questions, or at least being prepared to answer these questions publicly and promptly.

When an issue involves integrity and moral or ethical dilemmas, get to the moral reasoning and questioning quickly. When the public's deepest values are offended, extraordinarily fast action is required. Ethical issues demand the moral courage to ask difficult, tough, direct questions immediately and a commitment - the strength of heart - powerful enough to take the most appropriate action promptly. Acting on matters of principle will counter the negative impact of a situation the public, employees, and other audiences find morally troublesome. Moral issues require individuals to illustrate their personal belief systems through their behavior.

	Moral and Ethical Questions:
	Hi King Assumptions:
	Community Expectation Realities:

	1. What did they know and when did they know it?

	1. Quality was fine.

	1. When did Quality Assurance know about the regulatory change? Why was it not acted upon?


	2. What are the relevant facts of the situation?

· What decisions were made? 

Who was involved/affected? 

	2. Victims were caused by someone else's negligence. Shareholders became the victims along with company management.
	2.  The decision to recall product from only 3 of 31 stores was totally unacceptable.


	3. What ethical principles or standards of conduct are involved or at issue?

	3 Our standards are fine. Our ethics are okay. Leave us alone so that we can fix the problem.

	3.  Behaved badly and in doing so, prolonged/ expanded the problem.

Slandered suppliers.

No protection of the public interest.


	4. Who should be advised or consulted?

	4 Let's stay focused on those we know are directly affected.

	4  First, the victims, then those who feel they may be affected - employees and those of us who may have purchased food at Hi King.


	5. What was the fundamental cause - omission, commission, negligence, neglect, accident, arrogance, other?

	5 It's someone else's problem, which we're obliged to fix and take the blame for.

	5All of the above.


	6How could this have been avoided?

	6 Need better inspectors; select a higher quality supplier.

	6 Failed to take immediate dramatic action.



	


VII. The lessons-learned dimension
The lessons learned approach teaches the organization how to forecast, mitigate, or perhaps even significantly reduce the likelihood of a similar situations reoccurring.

The Lessons Learned/Case Study Outline below lists important elements in every critical study of a crisis situation. While most of the information contained in a case study will also be in the public domain, corporate counsel may want to supervise case study development since the organization's legal position could be affected should the information and its interpretation go to litigants through the discovery process.

Lessons learned/case study outline:
· Ethics/compliance/standards of conduct 

· Events timeline 

· Relevant patterns from similar previous events 

· Response timeline 

· Special action(s) 

· Strategy gaps/failures 

· Unintended consequences 

· Variations from approved procedures

The Bottom Line: Act Fast
The repeated use of the word "promptly" in this article should clearly convey the strategic importance of acting quickly. It is often better to act quickly and make mistakes than to fail to act until it's too late or the action becomes a meaningless gesture. In fact, solving problems and "winning" in crisis situations is a function of speed, of decision making, of action, of reaction, of collaboration, of swiftly applied common sense. Timidity and hesitation are the parents of defeat. Another word I've used often is "victims." It can be safely said that if there are no victims, there is no crisis. Only people, animals, and living systems can be victims.

Common sense in crisis management has five critical components:

· Preauthorization: The single most important aspect of crisis planning and crisis strategy development making decisions ahead of time so that the speed of implementation is the only issue facing managers on the scene when a crisis occurs.
·  Conclusive action: Most crises occur with incredible speed and leave enormous problems behind to resolve. Good crisis planning involves recognizing that no action an organization can take will have the response magnitude that the crisis itself had. 
· Unassailable behavior: Too often surprise begets embarrassment, which begets fear, which begets foolish behaviors, denial, and stalling. What is done should be done promptly and carefully. What is said should be brief, important, and worth being heard and repeated. There are no secrets in crisis situations. Everything comes out eventually. 

· Humane words and deeds from the start: One of the great shortcomings in most managers is that they appear cold, arrogant, unfeeling, and corporately driven when bad things happen and there are victims. These behaviors are the source of employee anger and frustration; litigation; shareholder action; angry neighbors; and bad, embarrassing media coverage. Say you are sorry. Apologize continually. Personalization: Deal directly with victims and with those indirectly affected - customers, vendors, and employees. This approach reduces the power of opponents, the self-selected outsiders, and the media. Control your own destiny. Act personally at the highest appropriate level. 

Above all, avoid the infamous excuses  like:

· "It's too soon to act." 

· "It's only competitor criticism." 

· "It's caving into people or ideas we don't respect." 

· "Our peers expect us to fight this." 

· "It's just an isolated incident." 

· "The standards are unreasonable or unachievable." 

· "We need more time." 

· "Let's not over-react." 

· "If we say something, people will find out." 

· "We obey the law." 

· "We can't take responsibility; we'll be sued." 

· "It will trigger copycats."

Understand the difference between crisis communication management and crisis management. Help management understand that bad news never improves with age. Fix it now.

Ultimately, management needs a competent, conclusive, straightforward, grand strategy that makes sense in a management context while addressing the various critical dimensions any crisis causes. The elements of such a grand strategy in priority order are to:

· Deal with the problem causing the crisis; 

· Assist the victims and those directly affected; 

· Communicate with and enlist the support of employees. 

· Inform those indirectly affected; and 

· Affirmatively manage the media and other self-appointed outsiders.

Act with speed and honor. Help victims return to normalcy. Clarify what has been learned. Make restitution promptly. Behave as though your mother was watching and you have to explain your decisions and actions to her over dinner tonight.

The Lukaszewski Group's Web site, www.e911.com, is one of the most substantial sources of critical public relations advice on the Internet.
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