
CRISIS COMMUNICATIONS
Fo r Go ve rn m e n t  Le a d e rs





YOUR 
P RESENTER
CHRISTOP HER MANNINO

• Re t ire d  Ch ie f o f P o lice ​
• 25-Ye a r La w  En fo rce m e n t  Ve t e ra n ​
• FBI Na t ion a l Aca d e m y Gra d u a t e ​
• Vice  P re sid e n t  o f JP C
• Ma st e r’s  De g re e  in  P o lit ica l Sc ie n ce ​
• Na t ion a l P o lic in g  In st it u t e  Fe llow



CRISIS HITS HOME











THE DISINFORMATION AGE



In  t o d a y's  d ig it a l a g e , m is in fo rm a t io n  q u ic k ly s p re a d s  t h ro u g h  m e d ia  a n d  
s o c ia l m e d ia , in flu e n c in g  p u b lic  o p in io n  a n d  b e h a vio r . Effe c t ive ly m a n a g in g  

m is in fo rm a t io n  is  p ivo t a l t o  g o ve rn m e n t a l o rg a n iza t io n s , 
e s p e c ia lly d u rin g  a  c r is is . 



SOCIAL MEDIA MATTERS

So c ia l m e d ia  is  t h e  
m o s t  c o m m o n  
s o u rc e  o f n e w s  
fo r Am e rica n s. 
Ne w m a n , N., Fle t c h e r , R., Sc h u lz, A., An d ı, S., Ro b e r t s o n , C. T., & Nie ls e n , R. K. (20 22). Dig it a l n e w s re p o rt  
20 22. Re u t e rs  In st it u t e  fo r t h e  St u d y o f Jo u rn a lism . Re t rie ve d  fro m  
h t t p s://re u te rsin st it u t e .p o lit ics .ox.a c .u k/sit e s/d e fa u lt /file s/20 22-0 6/Dig it a l_Ne w s-Re p o rt _20 22.p d f

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/2022-06/Digital_News-Report_2022.pdf


A No ve m b e r 20 24  P e w  Re se a rch  Ce n t e r su rve y fo u n d  
t h a t  21% o f U.S. a d u lt s  re g u la rly co n su m e  n e w s fro m  
so c ia l m e d ia  in flu e n ce rs—a  fig u re  t h a t  ju m p s t o  37% 

a m o n g  t h o s e  a g e d  18  t o  29





RUN IT LIKE A 
NEW SROOM.

(IT’S YOUR 
NEW S TO 

BREAK.) 



THERE ISN’T 
TIME IN A CRISIS 
TO CREATE A 
P LAN. 

IT MUST BE 
MUSCLE 

MEMORY.



ELEMENTS OF AN EFFECTIVE 
CRISIS COMMUNICATIONS P LAN

1. De fin e d  Go a ls
2.Id e n t ifie d  

Me sse n g e rs/Ro le s
3.De fin e d  Au d ie n ce s
4 .De fin e d  

Co m m u n ica t io n  Flo w s



CRITICAL INCIDENT RESP ONSE 
COMMUNICATIONS CHECKLIST

1. Le a d e rsh ip  le a rn s o f c ris is  (Co m m u n ica t io n s t e a m  is  a  c rit ica l 

co m p o n e n t  o f le a d e rsh ip  t e a m )

2. Be g in  g a t h e rin g  in fo rm a t io n  

3. Co m m u n ica t e  in t e rn a lly

4 . Sh a re  o n  so c ia l m e d ia  fo r fa st e st  fo rm  o f co m m u n ica t io n  (W h a t  w e  

kn o w  n o w )

5. Co n sid e r if m e d ia  in t e rvie w s a re  n e ce ssa ry a n d  a d va n t a g e o u s

6. Mo n it o r so c ia l m e d ia  a n d  m e d ia  

7. P re p a re  h o ld in g  st a t e m e n t  

8 . P o t e n t ia lly p re p a re  fo r n e w s co n fe re n ce  

9 . Issu e  n e w s re le a se

10. Co n t in u e  t o  m o n it o r so c ia l m e d ia  a n d  m e d ia



W HAT’S YOUR 
GOAL(S)?

• P u b lic  sa fe t y t h rou g h  ca lls  t o  a c t ion  
• P u b lic  coop e ra t io n  w h ich  a id s  you r re sp on se
• Bu ild in g  t ru st  in  you r re sp on se  
• Ke e p in g  t h e  com m u n it y a n d  m e d ia  in fo rm e d  o f 

fa c t s
• Co rre c t in g  m isin fo rm a t ion  
• Re lie vin g  fe a r, a n xie t y, o r a n g e r
• De m o n st ra t in g  t ra n sp a re n cy
• Hu m a n izin g  g ove rn m e n t  e n t it ie s  



W h o  is  yo u r 
a u d ie n ce ?

Ho w  a re  t h e ir 
e xp e rie n ce s 

d iffe re n t  fro m  
yo u rs?



W HO ARE YOUR 
MESSENGERS?
Co n s id e r  s o m e o n e  w h o  h a s :

• Em o t io n a l in t e llig e n ce
• Ma t u rit y t o  u n d e rst a n d  

d iffe re n t  a u d ie n ce s
• Un d e rst a n d in g  o f h o w  yo u r 

o rg a n iza t io n  o p e ra t e s
• Tru st  t o  re p re se n t  t h e  

o rg a n iza t io n



EVERYTHING YOU SAY AND DO
REP RESENTS YOUR BRAND



W HAT’S YOUR P LAN?



Me s s a g in g  
Te m p la t e s  fo r  

In it ia l 
Co m m u n ic a t io n



TEST YOUR P LAN!



TEST YOUR P LAN!



BONSU STRATEGY: BUILD TRUST BEFORE 
THE CRISIS



CREATE OF CULTURE OF “CATCHING” PERSONNEL 
UPHOLDING YOUR VALUES



POSITIVELY REINFORCE THOSE VALUES



PUBLICLY CELEBRATE WINS



3 REASONS
TO SAY 

NOTHING
An d  W h y Yo u  Sh o u ld  St ill Sa y 

So m e t h in g



IS LIABILITY THE ONLY RISK?

An yt h in g  yo u  
s a y c a n  a n d
w ill b e  u s e d

a g a in s t  yo u …



#IACP2022

Tra n s p a re n c y is  
Go o d  

Go ve rn m e n t



#IACP2022



NEED TO KNOW

VS
REASON TO 
W ITHHOLD



DEBUNKING A COMMON 
COMMUNICATIONS MYTH

“W e  d o n ’t  w a n t  t o  p a n ic  
t h e  p u b lic .”



DEBUNKING COMMUNICATIONS MYTHS

Re s e a rc h  s h o w s  p ro vid in g  m o re  
in fo rm a t io n  re d u c e s  fe a r  a n d  

a n xie t y.
Olson , M., W a lp o le , H., Su t t on , J ., Ca in , L.B., W a u g h  N., a n d  W ood , M.M. 

(u n d e r re vie w ). Th e  im p a c t  o f h a za rd  n a m in g  in  W ire le ss  Em e rg e n cy Ale rt s :
En h a n c in g  p ro t e c t ive  a c t ion  d e c is ion  m a kin g  a n d  o rg a n iza t ion a l a t t it u d e s.



DEBUNKING COMMUNICATIONS MYTHS

Na m in g  t h e  h a za rd … 
re g a rd le s s  o f t h e  h a za rd  

t yp e … im p ro ve s  
u n d e rs t a n d in g , e n h a n c e s  
o rg a n iza t io n a l re p u t a t io n , 
a n d  in c re a s e s  p e rc e ive d  

o rg a n iza t io n a l t ra n s p a re n c y.

Olso n , M., W a lp o le , H., Su t t o n , J ., Ca in , L.B., W a u g h  N., a n d  W o o d , M.M.
(u n d e r re vie w ). Th e  im p a c t  o f h a za rd  n a m in g  in  W ire le ss  Em e rg e n cy Ale rt s : 

En h a n c in g  p ro t e c t ive  a c t io n  d e c is io n  m a kin g  a n d  o rg a n iza t io n a l a t t it u d e s.



DEBUNKING COMMUNICATIONS MYTHS

“W e  d o n ’t  k n o w  w h a t  t o  s a y.”



TO SHARE OR NOT?
1. W ill sh a rin g  t h is  in fo rm a t io n  

co m p ro m ise  a n  in ve st ig a t io n ?
2.W ill sh a rin g  t h is  in fo rm a t io n  

in va d e  a  re a so n a b le  
e xp e c t a t io n  o f p riva cy?

3.Is  t h e re  a n y le g a l p ro h ib it io n  t o  
sh a rin g  t h is  in fo rm a t io n ?

4 .Is  it  p o ssib le  t h is  in fo rm a t io n  
m a y ch a n g e ?



QUALIFY W HEN ONLY REASONABLY CERTAIN

W h ile  t h is  in fo rm a t io n  is  su b je c t  t o  ch a n g e …

At  t h is  t im e  it  is  b e lie ve d …

W e  h a ve  re a so n  t o  b e lie ve …

Acco rd in g  t o  w it n e sse s…

To  d a t e  w e  h a ve  d e t e rm in e d , fo u n d , d isco ve re d …

W h ile  t h is  m a t t e r is  s t ill u n d e r in ve st ig a t io n …

W h a t  w e  kn o w  n o w  is…



TO SHARE 
OR NOT?

W ill t h is  e ve n t u a lly 
b e  p u b lic  
in fo rm a t io n  
a n yw a y?  



DURING THE CRISIS
1. De fin e  t h e  P ro b le m
2.W h a t  W e ’re  Do in g  Ab o u t  

t h e  P ro b le m  (Re sp o n se )
3.W h a t  Yo u r Au d ie n ce  Ca n  

Do  Ab o u t  t h e  P ro b le m  
(Ca ll t o  Ac t io n )



ONLY 3 ANSW ERS YOU’LL 
EVER GIVE TO THE MEDIA

• I kn o w , a n d  h e re ’s  t h e  
a n sw e r.

• I kn o w  b u t  ca n ’t  sh a re , a n d  
h e re ’s  w h y.

• I d o n ’t  kn o w , b u t  I’ll fin d  o u t . 



W h e n  it ’s  a  
re p u t a t io n a l 

c r is is , p o p  
t h e  b u b b le  

o n  b a d  n e w s .



P o p  t h e  
b u b b le  o n  
b a d  n e w s .



One of the biggest 
mistakes we see 
leaders make is 
acting as if their 
role is to defend 
the involved 
personnel. 



The other is to 
throw them under 
the bus. 



#IACP2022

Does this 
trigger an 

investigation 
or review?



OBJECTIVE 
ANALYSES
1.What was right?
2.What could have 

been done 
better?

3.What was wrong? 



#IACP2022

Get Good News 
Out Fast, 

Bad News Out 
Faster

Effective Crisis 
Communications 
Requires Urgency



SOCIAL 
MEDIA
BEST 
P RACTICES



DURING THE CRISIS
1. De fin e  t h e  P ro b le m
2.W h a t  W e ’re  Do in g  Ab o u t  

t h e  P ro b le m  (Re sp o n se )
3.W h a t  Yo u r Au d ie n ce  Ca n  

Do  Ab o u t  t h e  P ro b le m  
(Ca ll t o  Ac t io n )



De fin e  t h e  
P ro b le m :

Su sp ic io u s P e rso n

W h a t  W e ’re  Do in g :
 Lo ckd o w n

 W h a t  Ou r 
Au d ie n c e  Ca n  Do :
 Do  No t  Co m e  t h e  

Sch o o l



Up d a t e  e ve ry 
15-30  m in u t e s .

Eve n  if it ’s  t o  
s h a re  t h a t  

n o t h in g  h a s  
c h a n g e d .



DUMP  THE J ARGON

W h a t  ja rg o n  is  
c o m m o n  in  

g o ve rn m e n t ?





NEGATIVE CO MMENT RESP O NSE
FLO W  CHART

NEGATIVE
CO MMENT

TRO LL

MIS INFO RMATIO N

LEGITIMATE
CO MP LAINT

IGNO RE
Co n s id e r : D o e s  it  

v io la t e  y o u r  s o c ia l 
m e d ia  c o m m e n t  

p o lic y ?

CO RRECT
Lin k  t o  c o r r e c t  
in fo r m a t io n , if  

a v a ila b le .
Th e n  le a v e  it .

ASSIST
If p o s s ib le , o r  d ir e c t  

t o  s o m e o n e  w h o  c a n .
(Ta k e  t h e  

c o n v e r s a t io n  o fflin e .)



THE ART OF THE NEW S RELEASE



Mo s t  Im p o rt a n t

Le a s t
Im p o rt a n t













CHRISTOP HER MANINNO
Ju lie  P a rke r Co m m u n ica t io n s

@Ch ie fMa n n in o ​

Ch ris t o p h e r Ma n n in o ​

(219) 334 -3672​

ch ris t o p h e r@ju lie p a rke rco .co m

LET’S CONNECT


	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	Slide Number 40
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Slide Number 53
	Slide Number 54
	Slide Number 55
	Slide Number 56
	Slide Number 57
	Slide Number 58
	Slide Number 59
	Slide Number 60
	Slide Number 61
	Slide Number 62
	Slide Number 63
	Slide Number 64
	Slide Number 65

