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Let’s face it; no one likes a crisis, however they do happen. Being 

prepared and knowing what you can do to minimise your 

reputa�onal risk could help you to turn a crisis situa�on into an 

opportunity.  

 

Regine le Roux, Managing Director of Reputa�on Ma"ers shares 

nine �ps to help your business through a crisis to help keep its 

reputa�on intact. 
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 CONTACT DETAILS 
 

1. Plan ahead and be prepared – It really is worth it to invest �me to plan for the unexpected. Get senior 

personnel in a room and brainstorm worse case scenarios and how best to manage a specific scenario. Categorise 

the possible crisis situa�ons into different impact levels, and what the specific tac�cs are to implement during 

each. Understandably, you won’t be able to plan for every eventuality, however you will be able to determine 

whether it is something that can be managed through an internal memo, or whether a full scale media conference 

would be required. 

 

It is important to have a process in place. Chaos reigns when a crisis unfolds, everyone associated with the 

business wants answers and it is therefore impera�ve to be prepared and have a comprehensive crisis 

communica�on strategy in place before the crisis occurs. This will enable everyone within the organisa�on to 

know exactly who should communicate what to whom, through which channel of communica�on and at what 

�me. Everyone within the organisa�on should be well versed and understand what their role is and what needs to 

be done during the crisis situa�on. 
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As part of the plan and as far as reasonably possible, 

make sure that employees are communicated to first; 

you don’t want them to hear about the crisis situation 

on the news or other external stakeholders.  

 

It is also highly recommended that you invest in media 

training so that you know what is expected from you in 

any media situation.  

 

Make sure that your database is up to date, and that 

you have easy access to key contact details. 

 

2. Be responsive and timely – acting quickly is 

key in a crisis situation. Keep your stakeholders in the 

loop. Tell them all that you know and do it quickly – 

before they have an opportunity to jump to 

conclusions or search for other sources that may have 

incorrect information. Never keep quiet, however 

don’t speculate or give unverified facts either. “No 

comment” is a big no-no, and is in fact a comment! 

Rather state that you are investigating the situation 

and will provide information as soon as it is made 

available.  

 

Depending on the crisis situation have the top person 

within the organisation be the face during the crisis. 

During a serious crisis this should not be delegated 

down, it should be elevated up to the leadership of the 

organisation to engage with the stakeholders, which 

include media. 

 

3. Be empathetic and show genuine concern for 

the situation. Be sure to communicate that your 

organisation is invested in the correction and 

alleviation of the problem. The organisation needs to 

acknowledge that it is empathetic towards all 

stakeholders influenced negatively by the crisis and 

should apologise where relevant to gain trust back. 

People want to know that they are safe and what is 

being done to prevent this from happening again – be 

sure to address these points. 

 

4. Context - put the situation into context, e.g. 

for the first time in 50 years the following has 

happened… 

 

5. Stick to your guns - Stay true to the 

company’s’ values, and vision and mission, especially 

when communicating during a crisis. Reiterate your 

corporate values, especially if these have been 

compromised during a crisis. 

6. Keep your stakeholders up dated. Be honest, 

open and transparent. Keep stakeholders informed 

about the crisis that is taking place and the various 

actions that are being taken. Engaging with 

stakeholders, especially during a crisis, could lead to 

positive long-term relationships with them. As far as 

possible, include stakeholders (especially employees) 

in the organisation’s decisions and the way forward – 

ask them for their inputs, and it will become a shared 

problem that they feel they need to help your 

organisation solve. 

 

7. Keep it simple - The spokesperson for the 

organisation should not analyse or incessantly explain 

the situation. Using complicated terms and industry 

related jargon can confuse stakeholders and it will give 

the impression that the organisation is trying to hide 

the truth by being overly vague or complicated. Simple 

messages get the main points across and provide the 

best opportunity for being understood. It is also 

important to choose the right communication channels 

and adapt messages according to each stakeholder 

group in order to properly communicate with the 

stakeholders. 

 

8. Take action - What actions are you as the 

company going to take to rectify the situation? Make 

sure that the stakeholders know about it. An 

organisation should communicate their efforts to 

alleviate the problem and follow through. The same 

crisis should never occur in an organisation twice. It is 

important for an organisation to communicate to its 

stakeholders that it has learnt from the mistakes and is 

taking the necessary steps to prevent the same issue 

from occurring again. 

 

9. Call to action – what action do you need your 

stakeholders to take, e.g. we urge you to return your 

product to…or, ask us any questions on the following 

channels of communication to address your concerns. 

 

 

 

 

 
 

 

 

Regine le Roux, Managing Director  

Regine le Roux is the Managing Director and founder of Reputation Matters. 
She holds an M.Com degree in Communication Management from the 

University of Pretoria.  She is a corporate reputation specialist and handpicks 
and manages several teams that implement business communication 

strategies.  Regine is a BAN strategic alliance partner.. 

 


