


1. The Risk Landscape and Today’s Operating Realities (10 mins)

2. Crisis Communications Fundamentals (20 mins)

3. Best Practices for Messaging and Managing the Media (15 mins)

4. Key Takeaways for OGA Members (5 mins)

5. Q&A (10 mins)





“Patient and responsive. Knowledgeable 
of our company, our reputation, and 
strategic in their approach to our project.”
- Global Manufacturing Corporation

The likelihood that a 

company will face a game-

changing crisis has risen by 

over 400% in the last 

decade.









• Customer service issues

• Quality and safety issues (installation, 

reliability of technology)

• Online issues (bad HomeStars and Yelp 

reviews)

• Media issues (scrutiny/exposé on the 

geothermal industry or an installation 

gone wrong)

• Regulatory issues (major changes to 

industry regulations)

• Environmental / societal issues (ENGO 

activism)



“Patient and responsive. Knowledgeable 
of our company, our reputation, and 
strategic in their approach to our project.”
- Global Manufacturing Corporation





“It takes 20 years to 

build a reputation 

and f ive minutes to 

ruin it.  I f  you think 

about that, you’l l  

do things 

differently.”

-War ren Buf fet



Integrity 62 34 28

Has Ethical Business Practices 66 37 29

Takes Responsible Actions To Address An Issue Or A Crisis 61 34 27

Has Transparent And Open Business Practices 58 32 26

Engagement 62 35 27

Treats Employees Well 68 38 30

Listens To Customer Needs And Feedback 63 36 27

Places Customers Ahead Of Profits 62 33 29

Communicates Frequently And Honestly On The State Of Its Business 54 32 22

Products 51 36 15

Offers High Quality Products Or Services 62 38 24

Is An Innovator Of New Products, Services Or Ideas 40 33 7

Purpose 45 28 17

Works To Protect And Improve The Environment 54 31 23

Creates Programs That Positively Impact The Local Community 47 30 17

Addresses Society's Needs In Its Everyday Business 44 28 16

Partners With NGOs, Government And Third Parties To Address Societal Issues 36 25 11

Operations 39 30 9

Has Highly-Regarded And Widely Admired Top Leadership 43 28 15

Ranks On A Global List Of Top Companies, Such As Best To Work For Or Most Admired 37 30 7

Delivers Consistent Financial Returns To Investors 38 31 7

Company Importance vs. Performance
%

Performance

%

Importance

Source: 2017 Edelman Trust 

Barometer Q80-639. How important is 

each of the following attributes to 

building your TRUST in a company? 

Use a 9-point scale where one means 

that attribute is “not at all important to 

building your trust” and nine means it 

is “extremely important to building 

your trust” in a company. (Top 2 Box, 

Importance) Q114-654. Please rate 

businesses in general on how well 

you think they are performing on each 

of the following attributes. Use a 9-

point scale where one means they are 

"performing extremely poorly" and 

nine means they are "performing 

extremely well". (Top 2 Box, 

Performance) General Population, 

Canada.

Gap



A crisis is any sudden and unpredictable event – natural or human in origin –

that invites external scrutiny and has the potential to negatively impact an 

organization’s business, relationship and reputation with its stakeholders, 

corporate partners, employees, and the community.

Good indicators that you are in or near a crisis:

• It is severely impacting your ability to conduct business (license to operate)

• It grows to regional, national or global awareness

• It attracts attention of highly influential people or regulators/officials

• It is a severe and immediate threat to reputation



“Patient and responsive. Knowledgeable 
of our company, our reputation, and 
strategic in their approach to our project.”
- Global Manufacturing Corporation



• Educate employees about 

reputational risk

• Identify teammates who will help

out in a crisis

• Pre-identify external support/ 

resources if required

• Pay attention to your stakeholders by 

establishing reliable listening posts

• Ensure proper feedback mechanisms

are in place

• Watch for ‘early indicators’ that there 

might be an issue

• Identify the issues or crises that would have

the biggest impact on your organization 

• Identify ways to mitigate your biggest 

concerns

• Identify what your stakeholders care about most

• For highest probability risks, 

prepare response plans

• Train employees on response 

plans and educate on 

excitations

• Be prepared to activate on a 

moments notice

• Learn form lessons, even 

during small events 



INTERNAL

• Worksite/site of an incident 

• Reception or customer service channels

• Administration teams

• PR/communications team

EXTERNAL

• Customers

• News and online

• Social media and forums

(Facebook, Twitter, Yelp, HomeStars)

• Local mayor/gov. official/regulators 

• Industry peers



• Speed counts

• Own the facts (balance speed & accuracy)

• Be transparent, and true to your values

• Start with heart – empathize with impacted 

individuals/communities

• Don’t try to minimize the situation

• Do the right thing

• Put the right face on your response

• Consider all media formats

• Consider all audiences/stakeholders



Talking about the company’s purpose and 

vision
79%

Discussing the work their company has done to benefit 

society

Defining the culture of their company 

76%

75%

A crisis involving their company80%

Per cent who agree that CEOs should be personally visible in discussing…

Source: 2016 Edelman Trust Barometer Q496-506. How visible do you think a CEO should personally be in these different types of business situations? Please use a 9-point scale 

where one means that it is “not visible at all” and nine means that it is “extremely visible”. (Top 4 Box, Visible) General Population, Canada, question asked of half the sample.
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Source: 2018 Edelman Trust Barometer. CRE_PPL. Below is a list of people. In general, when forming an opinion of a company, if you heard 

information about a company from each person, how credible would the information be—extremely credible, very credible, somewhat credible, or not 

credible at all? (Top 2 Box, Very/Extremely Credible), question asked of half of the sample. General population, Canada.

Per cent who rate each spokesperson as very/extremely credible, and change from 2017 to 

2018, in Canada 

+5 +7 +10 -5 +5 -5 +17 +4 +11 +11 +8

− Y-to-Y Change+0





2014 2015 2016 2017 2018

Industry 2014 2015 2016 2017 2018

5 yr. 

Trend

Technology 74 73 72 72 71 -3

Health care - - 71 69 67 -

Food and beverage 69 66 66 66 63 -6

Consumer packaged goods 65 62 62 60 59 -6

Telecommunications 58 55 58 56 58 0

Energy 54 53 52 53 57 +3

Financial services 57 55 56 57 56 -1

Automotive 65 58 55 57 54 -11

Entertainment 67 64 63 57 54 -13

Source: 2018 Edelman Trust Barometer. TRU_IND. Please indicate how much you trust businesses in each of the following industries to do 

what is right. Again, please use the same 9-point scale where one means that you “do not trust them at all” and nine means that you “trust 

them a great deal”. (Top 4 Box, Trust), industries shown to half of the sample. General Population, Canada.



“Patient and responsive. Knowledgeable 
of our company, our reputation, and 
strategic in their approach to our project.”
- Global Manufacturing Corporation







Source: 2018 Edelman Trust Barometer. COM_MCL. When looking for general news and information, how much would you trust each type of source for 

general news and information? Please use a nine-point scale where one means that you “do not trust it at all” and nine means that you “trust it a great 

deal.” (Top 4 Box, Trust), question asked of half of the sample. General population, Canada. 

Journalism is an average of traditional media and online-only media. 
25

Per cent trust in general news and information sources, 2012 to 2018, in Canada

Journalism

+10

Trust in search engines

Average trust in traditional 
and online-only media
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• They work for the reader 

• They don’t work for you

• They are seeking news

• They are paid to be skeptical and challenging





• Present your side of the story and address inaccuracies

• Reach broad audiences through a reputable source

• Demonstrate transparency

• Drive preference for your products, enhance company’s reputation

• Defuse controversy

If you don’t over your message, someone else will offer theirs.



Do...

• Be respectful

• Ask:

• Their name?

• What organization / media outlet 

they represent?

• How you can help?

• Do they have a deadline?

• Who else are they speaking to?

• Confirm action you will take

• Manage expectations on 

response times

• Politely close the conversation

Don’t...

• Be aggressive

• Be defensive

• Get lured into comment or 

speculation

• Offer anything ‘off the record’



• Research the reporter

• Gather background info

• Prepare a Q&A

• Questions you expect will be asked

• Questions you hope will be asked

• Questions that keep you up at night

• Think about the points you want to get across





• Demonstrate empathy – show you care

• Be consistent 

• Make messages your own (be authentic)

• Demonstrate action(s)

• Tie back to values

• Reassure processes are in place



Provide context

& background

Draw in your

audience

What are the 

next steps?

What are the known details/
sequence of events?

What action has been taken?

Why did this happen?

What is the impact on 
your audience?

Why should they care?

What are you doing to 
help them?

What action(s) will be taken?

Is there a solution? What is it?

Why do you believe the new 
approach will prevent the 
problem from recurring?



• Monitoring is key: always be listening

• Think beyond Twitter and Facebook

• Know when to respond / engage

• Take difficult or sensitive conversations offline





• Be prepared! 

• Pay attention

• Recognize the role you have to play as business leaders and 

owners – set the right tone 

• Canadians have a renewed appetite for credible, authoritative 

voices

• Rising trust in energy gives you a platform to tell your story






