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2. Three types of crisis.

3. Show a “human side” in a disaster.

4. Four key factors for efficient crisis management.
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1. From issue to crisis.
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2. Three types of crisis.

Characteristic

Occurrence

Means of
preparation

1. Developing Crisis

Quantity becomes quality

Consequence of
misjudgments

Slow process

Monitoring: news, chat
rooms, etc.

External sparring partners

Issues Management System

Risk

N

2. Sudden crisis

Disaster,
highly emotional

Not foreseeable in concrete
terms, no advance warning

Dedicated staff
Experience

Learned processes, “fire-
fighting exercise”

3. Impulse crisis

Trigger impulse

Sum of misjudgments +
trigger impulse

High dynamics

See 1. and 2.

Quality check on the entire
value-added chain

Networking of employees
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Example: “"Lady Di” — Sudden crisis or impulse crisis ?

Mercedes Hotel
= Accidents = Drunk driver
=VIPs = Mercedes:
= stolen
Type: = non-authorized
- Sudden Crises garage

= Driving too fast
Preparation:
->Bad value-added-chain

= Crisis plan >Impulse: Accident
_ =Technical Team
immediately present Type:

= Car-Information 2>Impulse Crises

- Media were informed first by Mercedes: on
provenance, maintenance and technical state
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3. Show a “"human side” in a disaster.

Disaster Management

Emotions before facts
Manager must show a human side

No taboos in the face of a disaster
Unbureaucratic
Break rules
Human decisions

Action 1!

Immediate assistance - using the company’s resources

e Help in times of need counts double.
e Soft factors become hard factors.
e Inhumanity causes lasting damage.
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4. Four key factors for efficient crisis management.

Containment ladder:

o Last
resort
Contain the problem A Structural (CEO)
- = Directly responsible
manager

_ Facts clear, but not yet
Facts still )
Case Facts clear implemented, clear
unclear o
Role of the No. 1: communications strategy
Lo No. 1 Keep No. 1
Activity _ No. 1 speaks
speaks out of it
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4. Factor 3: The right moment for communication:
Weighing up urgency and accuracy.

Public \

Perception

No direct influence Direct influence

Precision Drivers for credibility:

A B Incorrect information
I Assumption, speculation
P Allocation of blame

Problem is taken seriously
Facts, evidence, causal connections
—> Persuasiveness of the solution
Time (correct, complete, measures, action)

Credibility - the decisive factor.
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4. Factor 4: Recovery - overcoming crisis means
leaving no loose ends in communication.

Penetration

R R R R R R R TR 100 %
. [~
I
| Marketing
I
I
I
I
I
I
I -
| Journalism
| | | — —| — Fime

Impulse Press Clear facts Announce solution Implementation

conference

Elaboration of solution

Communicate the result: use marketing for high penetration.
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Example: Positive Issues - Merger of Daimler and Chrysler
Increase of statements from 500 to 4000.

Media coverage Daimler-Benz: 01.05 - 31.05.98

Statements
Announcement

4000 ) 7 May, 199

3500

3000

Annual general
meeting

2500

2000

Merger Merger
Weekly Press WiWo

1500

1000

500

15.98 5598 8.598 115.98 14.598 17.5.98 20.5.98 23.598 26.598 29.598
Source: DaimlerChrysler

Positive or negative - the waves are the same.
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Example: Recovery of Mercedes A-class.

,Ich habe aus
meinen Rickschlagen
oft mehr gelernt als
aus meinen Erfolgen.”

Die A-Klasse ist wieder da.

Buy marketing space in media.

Source: DaimlerChrysler
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Example: Analysis of course of events -
Mercedes A-class.

“Golden Steering
Wheel” awarded

“"Testimonial”
Announce-
ment Workshop
of delivery with Journalists
interruption on driving dynamics
Production begin
1t press of modified A-Class
conference N o
a Start of
A-Class / delivery
turn over | Wi , \ [ of modified
in Sweden . A-Class to

customers

21.10. >29.1o.>11.11. 4 12-11/08.12. /19.01.-> 26.01.>)9.02. >25.02. /

Source: DaimlerChrysler

time
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5. Ten golden rules for crisis management.

10.

In every issue there is a chance.
Avoiding crises is a task for the whole enterprise.

Show the “human side” in a disaster. Don’t just communicate facts - show
emotions.

Contain the problem where it is.

Weigh up urgency and accuracy.

Silence means a vacuum. A vacuum means speculation.
No loose ends in communication.

Don’t blame others.

Inform employees explicitly right from the beginning.

The head of the crisis team should not be personally involved.
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Contact

WWW.CNc-ag.com

Dr. Christoph Walther

Munich London New York Paris Moscow
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