CRISIS COMMUNICATION PLAN FOR CHARITIES

Crisis COMMUNICATION PLAN FOR CHARITIES: NAVIGATING THE STORM WITH RESILIENCE

CRISIS COMMUNICATION PLAN FOR CHARITIES IS NOT JUST A GOOD IDEA, IT'S AN ABSOLUTE NECESSITY IN TODAY'S
UNPREDICTABLE LANDSCAPE. NONPROFITS OFTEN OPERATE WITH LIMITED RESOURCES AND RELY HEAVILY ON PUBLIC TRUST AND
GOODWILL. WHEN A CRISIS STRIKES, WHETHER IT'S A FINANCIAL SCANDAL, A DATA BREACH, A NATURAL DISASTER IMPACTING
BENEFICIARIES, OR NEGATIVE MEDIA ATTENTION, THE ORGANIZATION'S REPUTATION AND ITS ABILITY TO CONTINUE ITS VITAL
WORK ARE AT STAKE. A WELL-CRAFTED PLAN ACTS AS A SHIELD, GUIDING YOUR TEAM THROUGH THE CHAOS, MINIMIZING
DAMAGE, AND ULTIMATELY PRESERVING THE TRUST YOU'VE WORKED SO HARD TO BUILD. THIS COMPREHENSIVE GUIDE WILL
DELVE INTO THE ESSENTIAL COMPONENTS OF A ROBUST CRISIS COMMUNICATION PLAN, FROM PROACTIVE PREPARATION TO
REACTIVE STRATEGIES, ENSURING YOUR CHARITY CAN WEATHER ANY STORM. WE'LL COVER UNDERSTANDING POTENTIAL
THREATS, BUILDING YOUR TEAM, CRAFTING KEY MESSAGES, SELECTING COMMUNICATION CHANNELS, AND PRACTICING YOUR PLAN
SO YOU'RE READY WHEN THE UNEXPECTED HAPPENS.
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UNDERSTANDING THE IMPORTANCE OF A CRrISis COMMUNICATION PLAN FOR
CHARITIES

FOR ANY CHARITABLE ORGANIZATION, THE BEDROCK OF ITS SUCCESS IS PUBLIC TRUST. DONORS, VOLUNTEERS, BENEFICIARIES,
AND THE WIDER COMMUNITY ALL INVEST THEIR FAITH IN THE MISSION AND INTEGRITY OF THE CHARITY. WHEN A CRISIS ERUPTS,
THIS TRUST CAN BE SEVERELY SHAKEN, LEADING TO A DECLINE IN DONATIONS, VOLUNTEER SUPPORT, AND PUBLIC PERCEPTION. A
PROACTIVE CRISIS COMMUNICATION PLAN FOR CHARITIES SERVES AS A VITAL ROADMAP, OUTLINING THE STEPS YOUR
ORGANIZATION WILL TAKE TO MANAGE AND MITIGATE THE IMPACT OF A NEGATIVE EVENT. |T’S NOT ABOUT ANTICIPATING EVERY
POSSIBLE SCENARIO, BUT RATHER ABOUT HAVING A FRAMEWORK IN PLACE TO RESPOND EFFECTIVELY AND TRANSPARENTLY WHEN
THE UNEXPECTED OCCURS.

WITHOUT A PLAN, RESPONSES CAN BE HAPHAZARD, INCONSISTENT, AND ULTIMATELY DAMAGING. PANIC CAN SET IN, LEADING TO
KNEE-JERK REACTIONS THAT MIGHT EXACERBATE THE SITUATION. A WELL-DEFINED PLAN ENSURES THAT YOUR TEAM IS PREPARED,
COORDINATED, AND KNOWS EXACTLY WHAT TO DO, WHO TO CONTACT, AND WHAT TO SAY. THIS PREPAREDNESS IS CRUCIAL
FOR MAINTAINING OPERATIONAL CONTINUITY AND DEMONSTRATING ACCOUNTABILITY. THINK OF IT AS AN INSURANCE POLICY FOR
YOUR REPUTATION; YOU HOPE YOU NEVER NEED IT, BUT WHEN YOU DO, IT'S INVALUABLE.

IDENTIFYING POTENTIAL CRISES FOR CHARITIES

THE FIRST STEP IN DEVELOPING A ROBUST CRISIS COMMUNICATION PLAN FOR CHARITIES IS TO BRAINSTORM THE TYPES OF CRISES
YOUR ORGANIZATION MIGHT FACE. WHILE NO ONE CAN PREDICT THE FUTURE, UNDERSTANDING COMMON VULNERABILITIES CAN
HELP YOU PREPARE. THESE CRISES CAN RANGE FROM INTERNAL ISSUES TO EXTERNAL EVENTS THAT DIRECTLY OR INDIRECTLY
IMPACT YOUR OPERATIONS AND REPUTATION.

INTERNAL CRISES

INTERNAL CRISES OFTEN STEM FROM WITHIN THE ORGANIZATION'S OPERATIONS OR GOVERNANCE. THESE CAN BE PARTICULARLY
DAMAGING BECAUSE THEY STRIKE AT THE HEART OF PERCEIVED TRUSTWORTHINESS. EXAMPLES INCLUDE:



FINANCIAL MISMANAGEMENT OR EMBEZZLEMENT.

e ETHICAL BREACHES BY STAFF OR BOARD MEMBERS.

e DATA BREACHES AFFECTING DONOR OR BENEFICIARY INFORMATION.

® \X/ORKPLACE ACCIDENTS OR SAFETY VIOLATIONS.

® |NTERNAL DISPUTES LEADING TO PUBLIC FALLOUT.

MISUSE OF FUNDS OR RESOURCES.

ExTerNAL CRISES

EXTERNAL CRISES ARE OFTEN BEYOND THE DIRECT CONTROL OF THE CHARITY BUT CAN STILL HAVE SIGNIFICANT REPERCUSSIONS.
THESE EVENTS CAN BE SUDDEN AND DEVASTATING:

e NATURAL DISASTERS THAT AFFECT YOUR SERVICE AREA OR BENEFICIARIES.

NEGATIVE MEDIA COVERAGE OR INVESTIGATIVE JOURNALISM, WHETHER ACCURATE OR NOT.

® REPUTATIONAL DAMAGE DUE TO ASSOCIATION WITH A CONTROVERSIAL PARTNER OR EVENT.

® SUDDEN CHANGES IN GOVERNMENT POLICY OR FUNDING.

® SCANDALS INVOLVING UMBRELLA ORGANIZATIONS OR SECTORS IN WHICH THE CHARITY OPERATES.

® PUBLIC HEALTH EMERGENCIES IMPACTING SERVICE DELIVERY.

RepuTATIONAL CRISES

THESE ARE OFTEN THE MOST INSIDIOUS, AS THEY DIRECTLY ATTACK THE PUBLIC'S PERCEPTION OF YOUR CHARITY. THEY CAN BE
TRIGGERED BY ANY OF THE INTERNAL OR EXTERNAL FACTORS MENTIONED ABOVE, OR BY A DELIBERATE MISINFORMATION
CAMPAIGN.

BUILDING Your Crisis COMMUNICATION TEAM

A DEDICATED AND SKILLED CRISIS COMMUNICATION TEAM IS THE BACKBONE OF ANY EFFECTIVE PLAN. THIS ISN'T A COMMITTEE
THAT MEETS ONCE A YEAR, IT'S A GROUP OF INDIVIDUALS EMPOWERED TO ACT SWIFTLY AND DECISIVELY WHEN A CRISIS HITS.
THE SIZE AND COMPOSITION OF THE TEAM WILL VARY DEPENDING ON THE CHARITY'S SIZE AND STRUCTURE, BUT CERTAIN ROLES
ARE CRUCIAL.

Key RoLES AND RESPONSIBILITIES

Y OUR CRISIS COMMUNICATION TEAM SHOULD INCLUDE INDIVIDUALS WITH DIVERSE SKILLS AND AUTHORITY. HAVING CLEARLY
DEFINED ROLES PREVENTS CONFUSION AND ENSURES ACCOUNTABILITY. CONSIDER THE FOLLOWING:

o TeAM LEADER: TYPICALLY A SENIOR EXECUTIVE (E.G., CEO, EXECUTIVE DIRECTOR) RESPONSIBLE FOR OVERALL
STRATEGIC DIRECTION AND FINAL DECISION-MAKING.



® SPOKESPERSON: A DESIGNATED INDIVIDUAL TRAINED TO SPEAK TO THE MEDIA AND PUBLIC WITH AUTHORITY AND
EMPATHY. THIS IS OFTEN THE TEAM LEADER OR A SENIOR COMMUNICATIONS PROFESSIONAL.

o COMMUNICATIONS LEAD: MANAGES INTERNAL AND EXTERNAL COMMUNICATION CHANNELS, DRAFTS MESSAGES, AND
MONITORS MEDIA.

o LeGAL COUNSEL: ADVISES ON LEGAL IMPLICATIONS AND ENSURES ALL COMMUNICATIONS ARE LEGALLY SOUND.

° SUBJECT MATTER EXPERT: AN INDIVIDUAL WITH IN-DEPTH KNOWLEDGE OF THE SPECIFIC ISSUE OR PROGRAM AFFECTED BY
THE CRISIS.

L4 OPERATIONS/PROGRAM LeAD: PROVIDES OPERATIONAL UPDATES AND ENSURES SERVICE CONTINUITY.

o |T/SecURITY REPRESENTATIVE: CRUCIAL FOR DATA BREACHES OR TECHNICAL CRISES, ENSURING SYSTEMS ARE SECURE
AND FUNCTIONAL.

ESTABLISHING AUTHORITY AND DECISION-MAKING PROCESSES

DURING A CRISIS, TIME IS OF THE ESSENCE. YOUR TEAM NEEDS TO KNOW WHO HAS THE AUTHORITY TO MAKE DECISIONS AND
APPROVE COMMUNICATIONS. ESTABLISHING CLEAR LINES OF AUTHORITY BEFOREHAND MINIMIZES DELAYS. THIS MEANS
DESIGNATING WHO CAN AUTHORIZE PRESS RELEASES, SOCIAL MEDIA POSTS, OR INTERNAL MEMOS. REGULAR COMMUNICATION AND
TRAINING AMONG TEAM MEMBERS WILL ENSURE THEY UNDERSTAND THEIR ROLES AND THE COLLECTIVE DECISION-MAKING PROCESS.

DeveLOPING KEY MESSAGES AND T ALKING POINTS

EFFECTIVE COMMUNICATION DURING A CRISIS HINGES ON CLEAR, CONSISTENT, AND EMPATHETIC MESSAGING. YOUR CRISIS
COMMUNICATION PLAN FOR CHARITIES MUST INCLUDE A FRAMEWORK FOR DEVELOPING THESE MESSAGES QUICKLY AND
EFFECTIVELY.

CorEe PrINCIPLES OF CRISIS MESSAGING

W/ HEN CRAFTING MESSAGES, ALWAYS ADHERE TO THESE FUNDAMENTAL PRINCIPLES. THEY FORM THE ETHICAL AND STRATEGIC
COMPASS FOR ALL YOUR COMMUNICATIONS:

¢ TRUTHFULNESS AND TRANSPARENCY: BE HONEST ABOUT WHAT HAPPENED, WHAT YOU KNOW, AND WHAT YOU ARE
DOING TO ADDRESS IT. AVOID SPECULATION OR WITHHOLDING INFORMATION UNNECESSARILY.

o EMPATHY AND COMPASSION: ACKNOWLEDGE THE IMPACT OF THE CRISIS ON THOSE AFFECTED — BENEFICIARIES, STAFF,
DONORS, AND THE COMMUNITY. SHOW GENUINE CONCERN.

o ACCURACY AND CONSISTENCY: ENSURE ALL INFORMATION SHARED IS VERIFIED AND CONSISTENT ACROSS ALL PLATFORMS
AND SPOKESPERSONS.

e AcCTION-ORIENTED: CLEARLY ARTICULATE THE STEPS YOUR CHARITY IS TAKING TO RESOLVE THE SITUATION AND
PREVENT RECURRENCE.

® TIMELINESS: RESPOND PROMPTLY TO EMERGING SITUATIONS. SILENCE CAN BE INTERPRETED AS GUILT OR INDIFFERENCE.



CRrAFTING SPecIFiIc MeEssAGE COMPONENTS

FOR EACH POTENTIAL CRISIS SCENARIO IDENTIFIED, PRE-DRAFTING CORE MESSAGE COMPONENTS CAN SAVE INVALUABLE TIME.
THESE COMPONENTS SHOULD INCLUDE:

® INITIAL STATEMENT: A BRIEF ACKNOWLEDGMENT OF THE SITUATION, EXPRESSING CONCERN AND OUTLINING IMMEDIATE
ACTIONS.

e FACT SHEET: A DOCUMENT WITH VERIFIED FACTS ABOUT THE INCIDENT.

o FREQUENTLY Askep QUESTIONS (FAQS): ANTICIPATE QUESTIONS FROM THE MEDIA, PUBLIC, AND STAKEHOLDERS, AND
PREPARE CONCISE, ACCURATE ANSWERS.

® TALKING POINTS: KEY PHRASES AND STATISTICS THAT SPOKESPERSONS SHOULD USE TO ENSURE CONSISTENCY.
o AcTION PLAN UPDATES: REGULAR UPDATES ON THE PROGRESS OF YOUR RESPONSE AND RECOVERY EFFORTS.
CONSIDER DEVELOPING A “HOLDING STATEMENT” THAT CAN BE RELEASED IMMEDIATELY WHEN A CRISIS IS UNFOLDING BUT

DETAILS ARE STILL EMERGING. THIS STATEMENT ACKNOWLEDGES AW ARENESS OF THE SITUATION AND ASSURES STAKEHOLDERS
THAT YOU ARE GATHERING INFORMATION AND WILL PROVIDE UPDATES AS SOON AS POSSIBLE.

EsTABLISHING COMMUNICATION CHANNELS AND TOOLS

KNOWING HOW AND WHERE TO COMMUNICATE DURING A CRISIS IS AS IMPORTANT AS KNOWING WHAT TO SAY. YOUR CRISIS
COMMUNICATION PLAN FOR CHARITIES NEEDS TO OUTLINE THE SPECIFIC CHANNELS YOUR ORGANIZATION WILL USE TO REACH ITS
VARIOUS STAKEHOLDERS.

INTERNAL COMMUNICATION CHANNELS

KEEPING YOUR OWN TEAM INFORMED AND ALIGNED IS PARAMOUNT. INTERNAL COMMUNICATION ENSURES EVERYONE IS ON THE
SAME PAGE AND CAN ACT CONSISTENTLY. EFFECTIVE INTERNAL CHANNELS INCLUDE:

e EMAIL ALERTS TO ALL STAFF AND BOARD MEMBERS.
o DEDICATED INTERNAL MESSAGING PLATFORMS OR INTRANETS.

TEAM HUDDLES OR BRIEF MEETINGS.

e DIRECT PHONE CALLS FOR URGENT UPDATES.

ExTerRNAL COMMUNICATION CHANNELS

REACHING YOUR DONORS, BENEFICIARIES, VOLUNTEERS, MEDIA, AND THE GENERAL PUBLIC REQUIRES A MULTI-CHANNEL APPROACH.
CONSIDER THESE OPTIONS:

¢ YouRr CHARITY'S WEBSITE: A DEDICATED CRISIS UPDATES PAGE OR PROMINENT BANNER ON THE HOMEPAGE.

® SoclaL MeplA: PLATFORMS LIKE FACEBOOK, TWITTER, INSTAGRAM, AND LINKEDIN CAN BE USED FOR RAPID
DISSEMINATION OF INFORMATION AND ENGAGEMENT.

o PReSS RELEASES: FORMAL ANNOUNCEMENTS DISTRIBUTED TO MEDIA OUTLETS.



o EMAIL NEWSLETTERS: DIRECT COMMUNICATION WITH YOUR SUBSCRIBER LIST.
o MeDIA BRIEFINGS/PReESS CONFERENCES: FOR SIGNIFICANT EVENTS REQUIRING IN-PERSON OR LIVE ENGAGEMENT.

e HOTLINES OR DEDICATED EMAIL ADDRESSES: FOR SPECIFIC INQUIRIES DURING A CRISIS.

TeEcHNOLOGY AND TooLs

LEVERAGE TECHNOLOGY TO STREAMLINE YOUR CRISIS COMMUNICATION EFFORTS. THIS MIGHT INCLUDE:

® SOCIAL MEDIA MONITORING TOOLS TO TRACK SENTIMENT AND MENTIONS.

e EMAIL MARKETING SOFTW ARE FOR MASS DISTRIBUTION.

\W/EBSITE CONTENT MANAGEMENT SYSTEMS FOR QUICK UPDATES.
e CLOUD-BASED DOCUMENT SHARING FOR RAPID COLLABORATION ON MESSAGES.
® EMERGENCY NOTIFICATION SYSTEMS FOR STAFF AND KEY STAKEHOLDERS.

HAVING A PRE-ESTABLISHED MEDIA CONTACT LIST, INCLUDING JOURNALISTS WHO COVER YOUR SECTOR, CAN ALSO BE
INVALUABLE. THIS LIST SHOULD INCLUDE NAMES, PUBLICATIONS, PHONE NUMBERS, AND EMAIL ADDRESSES.

TRAINING AND PRACTICE FOR YOUR CRisis TEAM

A PLAN IS ONLY AS GOOD AS THE TEAM'S ABILITY TO EXECUTE IT. REGULAR TRAINING AND PRACTICE ARE ESSENTIAL TO ENSURE
YOUR CRISIS COMMUNICATION TEAM IS PREPARED, CONFIDENT, AND EFFICIENT WHEN A REAL CRISIS OCCURS.

DRILLS AND SIMULATIONS

CONDUCTING REGULAR DRILLS AND SIMULATIONS IS THE MOST EFFECTIVE WAY TO TEST YOUR CRISIS COMMUNICATION PLAN FOR
CHARITIES. THESE EXERCISES ALLOW THE TEAM TO PRACTICE THEIR ROLES, TEST COMMUNICATION CHANNELS, AND REFINE THEIR
RESPONSE STRATEGIES IN A CONTROLLED ENVIRONMENT.

e TABLETOP EXERCISES: THESE INVOLVE WALKING THROUGH A SIMULATED CRISIS SCENARIO VERBALLY, DISCUSSING
ROLES, RESPONSIBILITIES, AND POTENTIAL ACTIONS WITHOUT FULL OPERATIONAL ENGAGEMENT.

¢ Mock Press CONFERENCES: PRACTICE DELIVERING KEY MESSAGES AND HANDLING DIFFICULT QUESTIONS FROM SIMULATED
MEDIA.

o FULL-SCALE SIMULATIONS: THESE ARE MORE INVOLVED AND CAN INCLUDE ACTIVATING COMMUNICATION CHANNELS,
DRAFTING AND RELEASING STATEMENTS, AND RESPONDING TO SIMULATED INQUIRIES.

SPOKESPERSON TRAINING

YOURr SPOKESPERSON(S) MUST BE COMFORTABLE, CREDIBLE, AND ADEPT AT HANDLING MEDIA PRESSURE. THEY SHOULD UNDERGO
PROFESSIONAL MEDIA TRAINING THAT COVERS:



DELIVERING MESSAGES CLEARLY AND CONCISELY.

e HANDLING DIFFICULT QUESTIONS AND “PUSHY” REPORTERS.
¢ MAINTAINING A CALM AND EMPATHETIC DEMEANOR.
o UNDERSTANDING BODY LANGUAGE AND NON-VERBAL CUES.

e STAYING “ON MESSAGE” WITHOUT APPEARING ROBOTIC.

ReGULAR RevIEw AND UPDATES

THE WORLD CHANGES, AND SO DO POTENTIAL CRISES AND COMMUNICATION METHODS. YOUR CRISIS COMMUNICATION PLAN
SHOULD NOT BE A STATIC DOCUMENT. |T NEEDS REGULAR REVIEW AND UPDATES. SCHEDULE ANNUAL REVIEWS, OR MORE
FREQUENTLY IF SIGNIFICANT CHANGES OCCUR WITHIN THE ORGANIZATION OR ITS OPERATING ENVIRONMENT. INCORPORATE
LESSONS LEARNED FROM DRILLS, REAL=WORLD INCIDENTS (EVEN MINOR ONES), AND EVOLVING BEST PRACTICES IN CRISIS
COMMUNICATION.

ResPONDING TO A CRrisis: KEY STEPS AND STRATEGIES

W/HEN A CRISIS HITS, SWIFT, COORDINATED, AND STRATEGIC ACTION IS CRITICAL. Y OUR CRISIS COMMUNICATION PLAN FOR
CHARITIES PROVIDES THE FRAMEWORK FOR THIS RESPONSE, ENSURING THAT YOUR CHARITY NAVIGATES THE STORM WITH
INTEGRITY AND EFFECTIVENESS.

IMMEDIATE ACTIVATION OF THE PLAN

UPON RECOGNITION OF A CRISIS, THE PLAN MUST BE IMMEDIATELY ACTIVATED. THIS INVOLVES CONVENING THE CRISIS
COMMUNICATION TEAM AND INITIATING THE PRE-DEFINED COMMUNICATION PROTOCOLS. THE INITIAL FOCUS IS ON ASSESSING THE
SITUATION, GATHERING VERIFIED FACTS, AND DETERMINING THE SCOPE AND POTENTIAL IMPACT OF THE CRISIS.

INFORMATION GATHERING AND VERIFICATION

ACCURATE INFORMATION IS THE FOUNDATION OF ALL EFFECTIVE CRISIS COMMUNICATION. BEFORE RELEASING ANY STATEMENT,
ENSURE THAT ALL FACTS ARE THOROUGHLY VERIFIED. RELY ON CREDIBLE SOURCES WITHIN YOUR ORGANIZATION OR FROM
OFFICIAL CHANNELS. AVOID ACTING ON RUMORS OR UNCONFIRMED REPORTS, AS DISSEMINATING MISINFORMATION CAN SEVERELY
DAMAGE YOUR CREDIBILITY.

DRAFTING AND DISSEMINATING INITIAL STATEMENTS

THE FIRST COMMUNICATION SHOULD BE TIMELY, EMPATHETIC, AND TRANSPARENT. USE YOUR PRE-APPROVED HOLDING
STATEMENTS OR DRAFT A CONCISE INITIAL STATEMENT BASED ON VERIFIED INFORMATION. THIS STATEMENT SHOULD
ACKNOWLEDGE THE SITUATION, EXPRESS CONCERN FOR THOSE AFFECTED, AND OUTLINE THE IMMEDIATE STEPS BEING TAKEN.
DISSEMINATE THIS THROUGH YOUR PRIMARY EXTERNAL COMMUNICATION CHANNELS, SUCH AS YOUR WEBSITE AND SOCIAL MEDIA.

ONGOING COMMUNICATION AND STAKEHOLDER ENGAGEMENT

CRISIS COMMUNICATION IS NOT A ONE-TIME EVENT. |T REQUIRES SUSTAINED EFFORT AND CONSISTENT UPDATES. Keep YOUR
STAKEHOLDERS INFORMED ABOUT YOUR PROGRESS, ANY NEW DEVELOPMENTS, AND THE ACTIONS YOU ARE TAKING. BE PREPARED



TO ANSWER QUESTIONS AND ADDRESS CONCERNS PROMPTLY AND HONESTLY. ACTIVE LISTENING AND GENUINE ENGAGEMENT CAN
GO A LONG WAY IN REBUILDING TRUST.

MONITORING AND ADAPTATION

CONTINUOUSLY MONITOR MEDIA COVERAGE, SOCIAL MEDIA CONVERSATIONS, AND STAKEHOLDER FEEDBACK. THIS MONITORING
WILL HELP YOU GAUGE PUBLIC PERCEPTION, IDENTIFY EMERGING ISSUES, AND ADAPT YOUR COMMUNICATION STRATEGY AS
NEEDED. BE FLEXIBLE AND WILLING TO ADJUST YOUR APPROACH BASED ON NEW INFORMATION OR EVOLVING CIRCUMSTANCES.

PosT-CRrisis EVALUATION AND LEARNING

THE WORK DOESN'T END WHEN THE IMMEDIATE CRISIS SUBSIDES. A CRUCIAL PART OF ANY ROBUST CRISIS COMMUNICATION PLAN
FOR CHARITIES IS THE POST-CRISIS EVALUATION. THIS PHASE IS DEDICATED TO LEARNING FROM THE EXPERIENCE AND
STRENGTHENING YOUR PREPAREDNESS FOR THE FUTURE.

CoNbucTING A PosT-CRrisis REVIEW

ONCE THE CRISIS HAS BEEN MANAGED AND RESOLVED, CONVENE YOUR CRISIS COMMUNICATION TEAM AND RELEVANT
STAKEHOLDERS FOR A COMPREHENSIVE REVIEW. THE GOAL IS TO OBJECTIVELY ASSESS WHAT WENT WELL, WHAT COULD HAVE
BEEN IMPROVED, AND WHAT LESSONS WERE LEARNED. THIS REVIEW SHOULD BE THOROUGH AND CANDID, FOCUSING ON
ACTIONABLE INSIGHTS.

ANALYZING COMMUNICATION EFFECTIVENESS

EXAMINE THE EFFECTIVENESS OF YOUR COMMUNICATION STRATEGIES AND TACTICS. DID YOUR MESSAGES RESONATE WITH YOUR
TARGET AUDIENCES? W/ERE YOUR CHOSEN CHANNELS EFFECTIVE? \W AS THE INFORMATION PROVIDED ACCURATE, TIMELY, AND
EMPATHETIC? ANALYZE MEDIA COVERAGE AND SOCIAL MEDIA SENTIMENT TO UNDERSTAND HOW YOUR COMMUNICATIONS \WERE
PERCEIVED.

UPDATING THE CRISIS COMMUNICATION PLAN

BASED ON THE FINDINGS FROM YOUR POST-CRISIS REVIEW, UPDATE AND REFINE YOUR CRISIS COMMUNICATION PLAN FOR
CHARITIES. THIS MIGHT INVOLVE REVISING CONTACT LISTS, UPDATING MESSAGE TEMPLATES, ENHANCING TRAINING PROTOCOLS,
OR INCORPORATING NEW COMMUNICATION TOOLS. THE AIM IS TO MAKE YOUR PLAN MORE RESILIENT AND EFFECTIVE FOR FUTURE
CHALLENGES.

REBUILDING AND MAINTAINING TRUST

THE LONG-TERM IMPACT OF A CRISIS OFTEN DEPENDS ON YOUR ABILITY TO REBUILD AND MAINTAIN TRUST. CONTINUE
TRANSPARENT COMMUNICATION, DEMONSTRATE ONGOING COMMITMENT TO YOUR MISSION, AND HIGHLIGHT POSITIVE
DEVELOPMENTS. REBUILDING TRUST IS A MARATHON, NOT A SPRINT, AND REQUIRES CONSISTENT EFFORT AND DEMONSTRABLE
INTEGRITY.

FAQ: Crisis COMMUNICATION PLAN FOR CHARITIES



QZ \WHY IS A CRISIS COMMUNICATION PLAN SO IMPORTANT FOR A SMALL CHARITY
WITH LIMITED RESOURCES?

A: EVEN SMALL CHARITIES RELY HEAVILY ON PUBLIC TRUST AND DONATIONS. A CRISIS COMMUNICATION PLAN HELPS PROTECT
THIS VITAL TRUST BY PROVIDING A STRUCTURED, PREPARED RESPONSE, MINIMIZING REPUTATIONAL DAMAGE, AND ENSURING THE
CHARITY CAN CONTINUE ITS MISSION. |IT ALLOWS FOR EFFICIENT USE OF LIMITED RESOURCES BY PROVIDING CLEAR DIRECTION,
RATHER THAN FRANTIC, UNCOORDINATED REACTIONS.

Q: WHAT IS THE MOST COMMON TYPE OF CRISIS THAT CHARITIES FACE, AND HOW CAN
A PLAN HELP?

A: WHILE DIVERSE, REPUTATIONAL CRISES ARE VERY COMMON AND CAN BE TRIGGERED BY MANY FACTORS, INCLUDING FINANCIAL
CONCERNS, ETHICAL LAPSES, OR NEGATIVE MEDIA ATTENTION. A CRISIS COMMUNICATION PLAN HELPS BY PROVIDING PRE-
APPROVED MESSAGING, DESIGNATED SPOKESPERSONS, AND CLEAR PROTOCOLS FOR ADDRESSING PUBLIC PERCEPTION AND
MISINFORMATION SWIFTLY AND TRANSPARENTLY.

Q: WHO SHOULD BE ON A CHARITY'S CRISIS COMMUNICATION TEAMP

A: THE TEAM SHOULD IDEALLY INCLUDE A SENIOR LEADER (LIKE THE EXECUTIVE DIRECTOR), A COMMUNICATIONS LEAD, LEGAL
COUNSEL, AND SUBJECT MATTER EXPERTS RELEVANT TO POTENTIAL CRISES. FOR SMALLER CHARITIES, INDIVIDUALS MIGHT WEAR
MULTIPLE HATS, BUT THE KEY IS HAVING DESIGNATED ROLES AND CLEAR LINES OF AUTHORITY FOR SWIFT DECISION-MAKING.

Q: How OFTEN SHOULD A CHARITY REVIEW AND UPDATE ITS CRISIS COMMUNICATION
PLAN?

A: A CHARITY SHOULD REVIEW ITS CRISIS COMMUNICATION PLAN AT LEAST ANNUALLY. HO\X/EVER, IT'S ALSO ESSENTIAL TO
UPDATE IT IMMEDIATELY AFTER ANY SIGNIFICANT ORGANIZATIONAL CHANGE, A MAJOR INCIDENT (EVEN IF MINOR), OR WHEN NEW
COMMUNICATION TECHNOLOGIES OR SOCIAL MEDIA TRENDS EMERGE THAT COULD IMPACT RESPONSE.

Q: WHAT’S THE FIRST THING A CHARITY SHOULD DO WHEN A CRISIS HITS AND THEY
NEED TO COMMUNICATE?

A: THE VERY FIRST STEP IS TO ACTIVATE THE CRISIS COMMUNICATION PLAN. THIS MEANS CONVENING THE DESIGNATED TEAM,
ASSESSING THE SITUATION WITH VERIFIED FACTS, AND THEN DEVELOPING AND DISSEMINATING AN INITIAL, HONEST, AND
EMPATHETIC STATEMENT THROUGH ESTABLISHED CHANNELS. SPEED AND ACCURACY ARE PARAMOUNT IN THE INITIAL RESPONSE.

Q: SHOULD CHARITIES USE SOCIAL MEDIA DURING A CRISIS? IF SO, HOW?

A: ABSOLUTELY, SOCIAL MEDIA IS A POWERFUL TOOL FOR RAPID DISSEMINATION AND ENGAGEMENT. CHARITIES SHOULD USE IT
TO SHARE OFFICIAL UPDATES, ADDRESS RUMORS, SHOW EMPATHY, AND DIRECT PEOPLE TO MORE DETAILED INFORMATION ON
THEIR WEBSITE. IT'S CRUCIAL TO MONITOR SOCIAL MEDIA CLOSELY FOR SENTIMENT AND TO RESPOND QUICKLY AND
PROFESSIONALLY.

Q: WHAT IS A “"HOLDING STATEMENT” AND WHY IS IT USEFUL FOR CHARITIES IN A
CRISIS?

A: A HOLDING STATEMENT IS A BRIEF, PRE-PREPARED ANNOUNCEMENT MADE WHEN A CRISIS IS DEVELOPING BUT FULL DETAILS ARE
NOT YET AVAILABLE. |T ACKNOWLEDGES AWARENESS OF THE SITUATION, EXPRESSES CONCERN, AND ASSURES STAKEHOLDERS
THAT THE CHARITY IS INVESTIGATING AND WILL PROVIDE UPDATES. THIS PREVENTS A COMMUNICATION VACUUM AND SHOWS
PROACTIVITY.



Q: How CAN CHARITIES PRACTICE THEIR CRISIS COMMUNICATION PLAN WITHOUT
INCURRING SIGNIFICANT COSTS?

A: SIMPLE TABLETOP EXERCISES ARE HIGHLY EFFECTIVE AND COST-EFFICIENT. THESE INVOLVE VERBALLY WALKING THROUGH
SCENARIOS, DISCUSSING ROLES, AND IDENTIFYING POTENTIAL COMMUNICATION CHALLENGES. Mock Qﬁ'A SESSIONS WITH STAFF
ACTING AS MEDIA CAN ALSO BE VERY BENEFICIAL FOR SPOKESPERSON PRACTICE.
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