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Today’s agenda
Best practices presentation: Crisis strategy and planning (20 mins)

Simulation Phase 1: Crisis strategy and planning (35 mins) 

Quick break (5 mins)

Best practice presentation: Crisis communications response (20 mins)

Simulation Phase 2: Crisis communications response (35 mins) 

Quick break (5 mins)

Best practice presentation: Live engagement (20 mins)

Simulation Phase 3: Live engagement (40 mins)



Session objective
To help build the knowledge and practical experience 
of social media users in terms of how to effectively 
harness social media channels to communicate during 
a high-pressure emergency.

Scenario planning Action planning

Stakeholder management

Live response

Reputation management



Why are we here?



Social media has changed crises 

Crises 
escalate and 

spread 
quicker

Anyone ‘on 
the ground’ 

is a 
journalist

Mis- and 
disinformation 

now gains 
more 

credibility

Responders 
can reach 
wider and 

more specific 
audiences



The crisis lifecycle

PREDICT PREVENT PREPARE RESOLVE RESPOND RECOVER

Issues Management

Crisis Preparedness

Crisis Management

Issue Resolution

Issue Trigger

Incident

The ‘Long Tail’



Growing risks



Crisis Strategy and Planning



Remember to stay strategic 
Using a ‘people first’ strategy to serve as your guiding 
star for what you will do and what you will say:

Residents Responders Staff Public



Setting up for success
■ Agreeing roles and responsibilities – who is doing what?

■ Agreeing on priorities and working your process!

■ Establishing the right rhythm of meetings (Meet > Break > Meet) 

■ Identifying information gaps, logging latest information, and sharing 
information amongst teams/agencies



The key to mitigating impacts arising from any crisis:

The art of managing stakeholder 
perceptions

Your performance should meet or exceed stakeholder 
expectations

Being clear on who your priority stakeholders are (interest 
and power) and what their concerns are

Ensuring you engage with priority stakeholders to tell them 
what you're doing, using appropriate channels and 
messaging



P
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INTEREST

Prioritization: stakeholder mapping 

Manage closely
Priority 1

H

L

L

Keep satisfied 
Priority 2

Manage closely
Priority 1

Monitor
Priority 3

Keep informed
Priority 2

H



Where to reach your audience

Who? What? Where?

Politicians Journalists

Staff Public

Key info

Action plan



Other channels to consider



Know where your 
audiences are
■ They’re not all on one channel 

■ They’re not all following you!

■ They are likely using social media 
as a search engine



Where are your audiences?



Crisis90 Phase 1



The training

■ 3 phases of an escalating crisis 
scenario

■ Working in teams to complete 
tasks within tight deadlines

■ Appoint a scribe and a 
spokesperson for your team



Guidelines
■ Don’t challenge the scenario…

■ You are the team responsible for leading the response

■ Teamwork makes the dream work!

■ Draw on your expertise and experience to complete the tasks



Scenario
You will be acting as the comms team for Santa Barbara, CA. 

The National Weather Service posts a weather warning on their 
social media account predicting heavy rain in Santa Barbara, CA 
over the next couple of days. 



Accessing the platform

smss2025.crisis90.com

Username: blue
Password: boat25 

Username: green
Password: grass25 

Username: purple
Password: piano25 

Username: red
Password: rose25 

Username: orange
Password: opal25 

Username: yellow
Password: york25 



Accessing the platform

smss2024.crisis90.com

Username: brown
Password: cocoa24 

Username: pink
Password: princess24 

Username: black
Password: bear24 

Username: grey
Password: goose24 



Phase 1: Feedback

Strategy

Stakeholders

Roles & Responsibilities

People first! Inform public 
of key actions needed to 
protect their safety

1-3: Local politicians, 
residents, external public

Priority actions: Assemble team 
and assign roles, establish 
situational awareness, identify 
immediate harms, locate and 
distribute resources, circulate 
messaging  



Crisis Communication Response



Ops leaders need to ensure information 
continues circulating

Share SitReps 
with PIOs 

including…

Areas the public 
should avoid

Calls to action

Potential escalating 
concerns

Assets for comms 
to use 



Monitoring
■ Utilize keywords

■ Gather intelligence 

■ Establish situational awareness



Tone and language
■ Keep the tone confident, serious 

and reassuring.

■ Avoid technical language and 
acronyms 

■ Use inclusive, simple language 

■ Break up large chunks of text into 
shorter sentences and paragraphs

■ Too much detail can actually 
hinder rather than help



Warn and 
Inform

           Warn     

Warn stakeholders of the present dangers, 
like wildfires, floods, impending storms, 
carbon monoxide poisoning, etc.

        Inform   

Inform them of what key actions they 
should be taking, like evacuation, preparing 
for a storm, closing windows, etc. Don’t 
forget to include what channels they 
should be monitoring for more information.



A Call to 
Action is 
key

This is a matter of 
life or death



Negative perceptions



The CAP 
Formula
(and proof points)

           CARE     
Begin your statement with empathy. 
Show you care for the people affected by 
the crisis.

          ACTION

Tell people exactly what you are doing to 
fix the problem. 
Rather than broad statements such as 
‘we’re doing everything possible’, look for 
specific actions you are taking.

PERSPECTIVE

Finish by putting the issue into some 
perspective or context. I.e. Address how 
rare the incident is, that you have a good 
record, that the issue is brand new and 
couldn’t be predicted or is only affecting a 
small area.



1. Be timely
2. Be informative
3. Check scheduled activity 
4. Consider your response 

as a whole
5. Have a smooth sign-off 

process

Your first response



What messaging could be 
pre-approved?



Creating impactful content



Why use photo and video?

Quickly explain topics

Echo written messages Easy to share on

Grabs attention

Spreads further

Humanize the response



How to use graphics

Show a map of an affected area

Provide clear instructions 

Share a statement

List contact information 

Highlight alert levels 



Accessibility
■ Add alt text to images

■ Clear captions for videos

■ Don’t rely on colour to 
convey meaning

■ Avoid flashing lights in 
videos, or add a warning if 
present



Crisis90 Phase 2



Phase 2: Feedback
Monitoring Messaging SitRep

Make sure to include 
priority stakeholders 
and information to be 
communicated with 
the broader 
operational response

Warn: closed roads, 
downed power lines
Inform: how to 
contact emergency 
services, where to 
evacuate to, where to 
monitor for more 
information
Internal: response 
gaps to fill, potential 
escalation points

Include the latest 
critical updates, road 
closures, evacuation 
or shelter-in-place 
orders, additional calls 
to action, what to 
expect, ways to 
prepare ahead of this, 
etc. 



Live engagement



■ Show awareness 
and capability

■ Establish your channel 
as an information source

Prompt engagement is key

Own the situation Shut down misinformation

■ Fill the information gap

■ Rise above the noise



Responding to misinformation

Explain falsehoods or inaccuracies Reply to superspreaders

Link to evidence or other sourcesAvoid debates

Be clear and succinct Encourage sharing



Prepare, listen and adapt

Prepare messaging 
ahead of time

Listen to responses  
and adapt messages

Adapt content for 
different channels



Leveraging third parties



The benefits of 
working together

■ High levels of trust 

■ Additional people ‘on the 
ground’ 

■ Leveraging their 
audience’s reach

■ Can provide you with 
more content



Consistency is key

■ Manage your internal support

■ Plan for inter-agency 
coordination 

■ Share your knowledge 



Who are your go-to 
third parties?



Crisis90 Phase 3



Phase 3: Feedback
Concern Action Perspective

Show empathy for 
those caught up in 
the situation

Tell people exactly 
what you are 
doing, not vague 
messages 
i.e. we’re doing 
everything we can 
to help

Put the issue into 
context 
i.e. weather and 
technology 
changes, safety 
records, etc.



This is the time to:

1

2

3

4

5

Decide on your crisis plan and escalation process

Know your audiences and the channels they use

Check your monitoring keywords and channels

Practice with new content creation tools

Share skills and knowledge across your team



Certificate



Thank you
Senior Consultant

leah@socialsimulator.com

Leah Tedesco–LinkedIn

www.socialsimulator.com

Leah Tedesco


