
CRISIS COMMUNICATIONS
For Government Leaders





YOUR 
SPEAKER
JULIE PARKER

• Communications Firm CEO 

• Former IACP Senior Media Advisor

• Naval Postgraduate School’s Center for 

Homeland Defense & Security SME

• Former WJLA-TV Reporter

• Former Media Director: PGPD / FCPD 

• Guest speaker: FBI National Academy



OCTOBER 2002: WASHINGTON, D.C.



RUN IT LIKE A 
NEWSROOM.

(IT’S YOUR 
NEWS TO 

BREAK.) 



CRITICAL INCIDENT RESPONSE 
COMMUNICATIONS CHECKLIST
1.Leadership learns of crisis (Communications team is a critical 

component of leadership team)

2.Begin gathering information 

3.Communicate internally

4.Share on social media for fastest form of communication 

(What we know now)

5.Consider if media interviews are necessary and advantageous

6.Monitor social media and media 

7.Prepare holding statement 

8.Potentially prepare for news conference 

9.Issue news release

10.Continue to monitor social media and media



THERE ISN’T 
TIME IN A CRISIS 
TO CREATE A 
PLAN. 

It must be 
muscle 

memory.



ELEMENTS OF AN EFFECTIVE 
CRISIS COMMUNICATIONS PLAN

1.Defined Goals

2.Identified 

Messengers/Roles

3.Defined Audiences

4.Defined 

Communication Flows



WHAT’S YOUR 
GOAL(S)?

• Keeping the public safe through action they can 

take

• Gaining public cooperation that aids the 

government response

• Keeping the community and media informed of facts

• Relieving fear, anxiety, or anger

• Demonstrating transparency

• Building trust in the government response 



Who is your 
audience?

How are their 
experiences 

different from 
yours?



THINGS TO 
CONSIDER
• Does your community have a 

complicated history?

• How are you currently viewed by 

the public?

• How might your perspective be 

different from community 

members?

• What jargon do you use that your 

community might not know?



WHO ARE YOUR 
MESSENGERS?
Consider someone who has:

• Emotional intelligence

• Maturity to understand different 

audiences

• Understanding of how your 

organization operates

• Trust to represent the organization



EVERYTHING YOU DO
REPRESENTS YOUR BRAND

Everything you do as 

a representative of 

your organization… 

represents your 

organization. 



WHAT’S YOUR PLAN?



Messaging 

Templates for 

Initial 

Communication



TEST YOUR PLAN!



LESSONS FROM JANUARY 6

Credit: REUTERS



JANUARY 17, 2021



Define the Problem:
Suspicious Vehicle

What We’re Doing:
 Responding

 What Our Audience 
Can Do:

 Stay Away and Follow



Updates continue to 

define the problem, 

describe what we’re 

doing about the problem 

and what our audience 

can do. 



Update every 
15-30 minutes.

Even if it’s to 
share nothing 
has changed.



Communicating 
resolution builds trust 
and support.



TO SHARE OR NOT?
1.Is it possible this information may 

change?

2.Will sharing this information 

compromise an investigation?

3.Will sharing this information invade 

a reasonable expectation of 

privacy?

4.Is there any legal prohibition to 

sharing this information?



TO SHARE 
OR NOT?

Will this eventually 

be public information 

anyway? 



QUALIFY WHEN ONLY REASONABLY CERTAIN

While this information is subject to change…

At this time it is believed…

We have reason to believe…

According to witnesses…

To date we have determined, found, discovered…

While this matter is still under investigation…

What we know now is…



MARCH 13, 2016: PRINCE GEORGE’S COUNTY, MD



JULIEPARKERCO.COM



JULIE PARKER

Julie Parker Communications

@JulieParkerComm

Julie Parker

(301) 455-9209

info@julieparkerco.com

LET’S CONNECT
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