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Acta Diwrna, 1

Action: calling others to, 106-107,
110; taking corporate, 74-76

Admitting bad news. See also Public
relations crises: about, 61;
acknowledging skepticism, 72-74,
82; being accessible and
forthcoming, 62-64, 82; defuting
controversy, 101-103, 110: example
of, 79-82; identifying und<rlying
emotions when, 66°67, G2; messages
expressing concern; Y9-101, 110;
Problem Solutiot: Formula, 76-78,
82-83; regaining rrust, 67-76;
showing hureiiity when, 69-70, 82;
taking action, 74-76; unfortunate
ways of, 61-62; when wrongly
accused, 76; when you don’t know
how it happened, 177, 195
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Analogies, 104, 105

Answers. See also When not to answer
questions: bad starts for, 132—133;
delivering messages in, 127-128,
145; engaging colleague in,
178-179, 195; pausing during,
176, 179, 195; phrases to avoid
in, 132-133; when not to give,
179-183, 195-196; when you don’t
know data, 178; when you don’t
know how it happened, 177, 195;

you don’t want to give, 176-177,
195

Apologies: hand movements with, 121;
ineffective, 164=167; making
sincere, 160, 1¢3-164, 173;
matching vords to values in, 43;
responsive corporate, 41-42

Apologr £.¢t, 163
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Audience rapport, 118, 120, 137, 138
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Bad news messages. See admitting
bad news

Bed decisions, 4

Believability of messages, 85, 136

Berlusconi, Silvio, 62

Biogen Idec, 44

Biojax crisis: admitting bad news,
79-82; correct response to
controversy, 167-172; developing
media messages, 108-111; interview
dynamics in, 17-21; practicing
message delivery for, 140-144;
Value Compass for, 54-59

Black, Conrad, 69-70

Blair, Tony, 4, 147

Blog Herald, The, 11
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Body language: communicating with
eyes, 118, 120, 137, 138; election
determined by, 118; facial
expressions, 119; forms of leakage,
121-123, 144; hand movements as,
120-121, 137, 138; importance of,
117-119; nodding head, 122;
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122-123
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Brain dumps, 129-130

Brandeis, Louis, 61

Breathing: controlling body language
with, 123; effect on voice, 124;
example of correcting, 141-142;
exercises for, 139-140; Fluster
Strategy and, 155-157; importance
of, 137, 144; method for, 114-116;
practicing, 137-138; surprise
encounters and, 149
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Call to Action messages, 106-107,
110

“Can You Guarantee” questions,
192-194, 197

Cautious responses: about comnetitors,
184, 196; in private or privileged
situations, 184185, 124; replying to
offensive questions, 1 55-187, 196;
starting respons=/Guer, 188, 196;
using, 183-184; when asked
personal opinion, 187, 196; when
not the appropriate spokesperson,
187-188, 196

CEOs: creating buffer zone with
reporters, 29-30; losing public trust,
22-23; need for positive press,
21-22; preparing to answer
questions, 198; strategy for
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threats to reputation, 12-16
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Closure Strategy: ending “Is It Possible”
questions with, 191-192, 196;
interview recovery with, 157-159,
161-162, 173

Cluster Strategy, 159-160, 162, 173

Color messages, 96-106; about, 96-97;
Absolute Color messages, 101-103,
110; Concern Color messages,
99-101, 110; Context Color
messages, 97-99, 110; Figurative
Color messages, 103-106, 110; types
of, 97

Compelling Message Creator: about,
108, 112; example using, 108-111;
template for, 108, 199, 205-206

Competency breaches, 68

Competitors, 184, 196

Concern Color mess2g=s, 99-101,
110

Confidence: link'ng humility with,
69-70; message qualifiers
underpriing, 91

Confideritiality rules, 180-181, 195

Conflice reporting about, 3; search for,
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127-128; effect on messages, 89,
91-92, 111
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Color messages, 103

Coors, 73

Coors, Pete, 6

Corporations. See also Managing
corporate image: actions to counter
bad news, 74-76; apologies by,
41-42; building trust, 40-42;
choosing Value Compass words for,
49; considered untrustable, 73;
determining newsworthy situations,
28-29; doing the right thing, 42-45,
60; effect of controversial responses,
39-40, 60; expressing upset about
tragedies, 64-65, 82; getting general
counsel on your side, 43-44;
knowing what others say about,
38-39, 40; managing corporate
image, 37, 59; responding quickly,
24-25; responses in tragic situations,
63-64; strategy for responding to
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while, 114-116, 123, 137;
emphasizing words, 124-125;
exercises for, 139-140; if reporters
ask for more, 128-129; key
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with “uh”; 117, 141, 142; making
eye contact, 118, 120, 137, 138;
pausing when, 116-117, 137, 138;
phrases to avoid when, 132-153;
practicing, 137-139; repeciing
message as mantra, 133-1359; saying
messages aloud before jiresenting,
126-127, 137, 145; sharing the
blame when, 161-153, 173;
speaking slowly, 116; talking with
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using with apologies, 121
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Honesty: building trust with, 70-72,
82; responding to media with, 24,
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Humility, 69-70, 82

Hyde, Betty, 148-149
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Apology, 166-167
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in answers who know, 178~179,
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Interviews. See also Recovering during
interviews: about data you don’t
know, 178; asking about private or
privileged situations, 184-185, 196;
awareness of delivery in, 39-40, 60;
dynamics of, 17-21; engaging
colleague in answers, 178-179, 195;
fluidity in, 126; flustering questions
in, 154-159; interruptions in, 194,
197; managing confidential
information in, 180-181, 195;
misquoted, 16; “off the record”
comments, 35-37, 59, 128-129;
offensive questions in, 185-187,

196; passing when nothing to say,
180; pausing during answers, 176,
179, 195; referring reporters to
appropriate spokesperson, 187-188,
196; remarks out of context in,
16-17; responding to rumors in,
181-182; starting response over in,
188, 196; when asked personal
opinion, 187, 196

Ironic stories, 4

“Is It Possible” questions, 190-192, 196
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Language. See also Body language:
avoiding qualifiers in messages, 91,
111; communicating with figurative,
103-106, 110; conjunctions in
messages, 89, 91-92, 111; keeping
sentences short, 88-89, 111; phrases
to avoid in answers, 132—133;
repeating negative words, 129-132,
145; simplicity in, 86-88, 111;
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INDEX 225

Leadership. See CEOs
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Managing corporate image. See also
Public relations crises: apologies
and, 41-42; building trust, 40-42;
doing the right thing, 42-45, 60;
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remarks out of context, 16-17;
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news; Cenipalling Message Creator;
Delivering messages: about, 92-93;
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124-125; alternative model for,
23-24; avoiding qualifiers in, 91,
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89, 91-92, 111; Facts, 95-96, 110;
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Tell Your Story, 94, 110; template
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simple words in, 8688, 111; What
News Means to Stakeholders, 95,
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Compelling Message Creator
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Problem Solution Formula template,
78, 199, 203-204; Value Compass,
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nad news; Public relations crises:
avoiding repetition of negative
words, 129-132, 145; dealing with,
38-39; delayed responses and,
63-64; effect of negative words,
131-132; identifying underlying
emotions in, 66-67, 82; putting
human face on, 62-64; responding
with “no comment”, 62—-63; using
Concern Color messages after,
99-101, 110

Neuts family, 41-42
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for, 106-107, 110; casting roles in,
7-9, 25; deadlines for, 9; defenses
for unfavorable, 16-17; determining
what makes, 2-7, 25, 28-29;
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social media’s influence on, 9—-12
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O

Obama, Barack, 107-108, 116,
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195-196
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126-127, 137-139, 145
Print media, 31-32, 125
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short sentence rule for, 88;
structuring responses with, 76-78,
82-83; template for, 78, 199,
203-204

Procter & Gamble, 66-67

Public relations crises. See also
Admitting bad news; Biojax crisis;
Media messages: breaking wall of
silence, 44-45; bringing closure in
interview, 157-159, 161-162, 173;
delayed responses in, 63-64; doing
the right thing in, 42-45, 60;
embarrassing remarks in, 153-154;

expressing upset in tragedy, 64-65,
82; flustering questions in, 154-159;
handling media during, 147-148;
ineffective apologies in, 164-167;
looking at values in, 45-47; “no
comment” responses in, 62-63;
preparing Value Compass for,
47-53, 60; questions not to answer
in, 179-183, 195-196; questions
requiring cautious answers, 183—188;
recovery strategies for, 161-162;
sharing the blame in, 151-153, 173;
sincere apologies in, 160, 163-164,
173; surprise encounters in,
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in, 188-194; when you don’t know
what to say, 176-179
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Questicr s--about rumors, 181-182, 195;
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enderstand problem, 150; “Can You
Guarantee”, 192-194, 197; cautious

replies to offensive, 185-187, 196;
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ignoring, 23-24, 25; “Is It Possible”,
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don’t know data, 178; subtexts of,
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RBC, 148-150
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Closure Strategy, 157-159,
161-162, 173; Cluster Strategy,
159-160, 162, 173; dealing with
embarrassing remarks, 153-154;
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Fluster Strategy, 155-157, 161, 173;
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answer, 179-183, 195-196;
interruptions by reporters, 194, 197;
making sincere apologies, 160,
163-164, 173; sharing the blame,
151-153, 173; summary of strategies
for, 161-162; surprise encounters,
148-150, 161, 173; trick questions,
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answers, 183—188; when you don’t
know what to say, 176-179
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reporters, 28-29, 59; breaking wall
of silence, 45; doing the right thing,
4245, 60; effect of controversial
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surprise encounters, 149-150

Repeating: messages, 85, 133-1306;
negative words, 129-132, 145;
responses, 34-35
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creating buffer zone with, 29-30;
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157-159, 161-162, 173; flustering
questions from, 154-157, 181,.173;
interrupting your resporsey, 194,
197; nodding head whiie listening
to, 122; “off the record” comments
to, 35-37, 59, 128-129; pressure on,
9; response stiategies to, 28-34, 59;
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stand-alone, 89-90, 111
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173

Sherman, Barry, 36-37
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Silence Speaks Volumes (Dirks and
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Smitherman, George, 113

Social media’s influence, 9-12

Solis, Brian, 38
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Speaking, 153-160. See also Body
language: bady language and,
117-119; Lreathing properly,
114-116, 123, 137; communicating
with eyzs; 118, 120, 137, 138; hand
raovements during, 120-121, 137,
125; linking ideas with “uh”, 117,
141, 142; slowly, 116; sounding
relaxed while, 28-29; using pauses,
116-117, 137, 138; vocal inflection
and modulation, 123-125, 145

Spitzer, Eliot, 62, 166

Spokespeople. See also Managing
corporate image; Media messages;
Speaking: acknowledging
skepticism, 72-74, 82; adding
meaning to message, 124-125;
addressing bad news when wrongly
accused, 76; admitting bad news,
61-62; announcing action
countering bad news, 74-76;
answering honestly, 70-72, 82;
asking reporters questions, 30-34;
avoiding “off the record” comments,
35-37, 59, 128-129; avoiding
qualifiers in messages, 91, 111;
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being accessible and forthcoming,
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114-116, 123; casted as characters,
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34-35, 187, 196; coping with
overwhelm, 117, 140, 145; creating
buffer zone with reporters, 29-30;
dealing with interruptions, 194, 197;
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developing stand-alone sentences,
89-90, 111; expressing upset in
tragedy, 64-65, 82; finding
underlying emotions, 66-67, 82;
friendliness to reporters, 28-29, 59;
gaining trust, 67-69; handling
surprise encounters, 148-150, 161,
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standards for, 50-51; If Asked
messages for, 107-108, 111; keeping
sentences short, 88-89, 111; passing
on responses, 180, 195; preparing to
answer questions, 198; Problem
Solution Formula for, 76-78, 82-83;
recovering from embarrassing
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reporters to appropriate, 187-188,
196; relating to reporters, 27-34, 59;
repeating message as mantra, 85,
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situations, 63—64; speaking slowly,
116; strategy for responding to
reporters, 28-34; training, 113;
using simple words, 86-88, 111;
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vocal inflection and modulation,
123-125, 145; when you shouldn’t
respond, 179-183, 195-196;
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Stackhouse, John, 12
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Stakeholders: crafting media messages
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203-204; Value Compass, 200-202

Testing media messages, 92
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Tim Hortons, 41-42, 180
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Concern Color messages in, 99-101,
110; delaying responses in, 63—64;
expressing upset in, 64-65, 82;
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188-189; “Can You Guarantee”,
192-194, 197; “Is It Possible”,
190-192, 196; responding to
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Trust: apologies regainng, 43; building
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5(-69

‘yruth vs. lying, 30, 71-72
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Uninformed politicians, 6
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U.S. Air Force, 163-164

U.S. Food and Drug Administration:
(FDA), 66
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Value Compass: filtering Problem
Solution Formula messages through,
71, 83; incorporating with
Compelling Message Creator, 108,
109-111; preparing, 47-53, 60;
template for, 200-202; using, 53,
54-59; words for, 49, 202

Values: developing Value Compass,
47-53, 60; upholding in
controversy, 45-47
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123125, 145; recording own, 125
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38-39

What News Means to Stakeholders
messages, 95, 110
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When not to answer questions:
confidential information, 180-181,
195; lawsuits or lost sales, 183, 196;
passing when nothing to say, 180;
personnel-related questions,

182-183, 195-196; rumors,
181-182, 195

Whitehead, Mark, 65
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and Better from a Crisis (Mitroff),
12

Williams, Mona, 70-71

Winners and losers stories, 4

Wording media messages, 86-88

Words: avoiding repetition of negative,
129-132, 145; choosing Value
Compass, 49, 202; effect of
negative, 131-132; emphasizing
with intonation, 124—125; matching
to values in apologies, 43; using

simple, 86-88, 111
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“Yes-no” ques‘iors, 189-190, 196
Your News s messages, 93-94, 109




































