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PRCA MOBILE | ACCREDITATION 

 
For the past five years, the PRCA Mobile Chapter has prioritized educational programs, study groups, and 
mentoring initiatives that assist members in attaining the Accreditation in Public Relations (APR) 
credential. As a result, our chapter has continuously earned top honors in Accreditation at the state and 
regional level. To maintain that momentum, the PRCA Mobile Chapter’s Accreditation goals, target 
audiences, objectives, strategies and tactics were established at the beginning of the year during the 2018 
Board retreat.  

BACKGROUND 

Typically our year starts with a dozen potential APRs in various stages of readiness and ends with only a 
few still seriously preparing. Since 2007, a list of 30 “interested” practitioners has been maintained by the 
Accreditation Chairs. Some practitioners on the list have simply shown a passing interest. Others are 
progressing at varying rates. Some members on the list have no immediate plans to take the test and 
attend the study sessions in order to learn more about the proper practice of public relations. Three Mobile 
PRCA Chapter members were accredited in 2015 bringing our total number of APRs to 16. Despite 
having interest, a robust local Accreditation program and regular study sessions, we had no members take 
the exam in 2016. We had one member successfully test in December of 2017. This new APR will be 
counted in our 2018 numbers because her official notification arrived in January of 2018. 

GOALS 

● Identify and support serious candidates 
● Provide a support system for successful completion of the Accreditation process 
● Promote Accreditation using every communication tool at our disposal 

TARGET AUDIENCES 

1. Serious Candidates – This audience consisted of practitioners who expressed a serious commitment to 
taking the exam in the near future. Most had made some progress toward that goal. Members on this list 
were determined by one-on-one interviews with each candidate. 

2. The General Chapter Membership – This audience included new and long-time members, novice 
and seasoned practitioners, and was considered to be our future serious candidates. This group also 
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included members who had expressed an interest in Accreditation, but had made little progress toward 
that end. 

OBJECTIVES 

1. To establish an Accreditation study group for at least three members in 2018. 
2. To develop a schedule of study sessions covering all six KSAs, Questionnaire and Panel 

Presentation advice and test taking tips. 
3. To secure at least two stipends in the chapter budget to subsidize the cost of the exam for 

candidates. 
4. To update available materials such as handouts and our PowerPoint presentation. 
5. To generate new materials to support candidates’ study efforts. 
6. To have at least four APRs serve as mentors to candidates. 
7. To have at least one candidate pass the examination in 2018. 
8. To promote Accreditation with our members in at least 10 months of our calendar year. 
9. To effectively used the SPRF/UAB “It Takes A Pro” materials to promote accreditation.  
10. To develop a localized campaign designed to recruit more candidates. 
11. To publicly acknowledge the accomplishments and contributions of existing APRs in our chapter 

at least three times during the year. 
12. To use allocated funds responsibly to accomplish our goals. 

STRATEGIES 

A two-prong plan targeting each audience was necessary to meet our 12 objectives. One part of the plan 
identified serious candidates who were most likely to successfully test this year. Tactics were developed 
to meet the first seven objectives of our plan aimed at serious candidates. The second prong of the plan 
would keep Accreditation top-of-mind for all members in order to develop future serious candidates. 
These were designed to achieve the last four objectives. The final objective would dictate the timing of 
some tactics as predicting how many candidates would apply for a stipend was unknown at the beginning 
of the year. 

RESULTS 

Objective 1: To establish an Accreditation study group for at least three members in 2018. 

a. All candidates in our “potential candidate” database were contacted by the Accreditation Chair for a 
status update and ranked based on their level of commitment and readiness. Our database was updated 
accordingly. Our chapter had five or six candidates who were committed to taking the exam and had 
made some progress toward readiness. Another 10 members had made some effort with the rest of the list 
merely in the “interested” phase. A more in depth inquiry was made with serious candidates to determine 
their specific needs, situations and concerns. The study plan and schedule were developed to target this 
group. 
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b. One candidate was studying independently due to her remote location and was supported outside of the 
study group via phone calls and emails. 

c. The Accreditation Chair communicated to this group using a private Facebook group as well as emails 
and phone calls. 

Objective 2: To develop a schedule of study sessions covering all six KSAs, Panel Presentation 
advice and test taking strategies. 

a. Beginning in April, the Accreditation Chair conducted monthly study sessions with four to seven 
candidates at each meeting. The first six sessions were dedicated to covering KSAs as determined by the 
APR Study Guide.  The study group provided an opportunity to discuss real scenarios related to their 
organizations thereby making the efforts beneficial to their actual jobs. 

b. The final session in October included guidance on how to prepare materials for the Panel Presentation, 
explaining the actual Panel Presentation process and offering test taking tips. 

c. The Chair held one individual session with a candidate to assist in her Questionnaire preparation. 

Objective 3: To secure at least two stipends in the chapter budget to subsidize the cost of the exam 
for candidates. 

a. The Accreditation Chair requested and received funds to underwrite the exams for at least two 
candidates. The board’s commitment to credentialing was demonstrated by the offer to allocate as many 
stipends as we had candidates. The Mobile Chapter funds combined with state funds and SPRF funds for 
this purpose would cover all exams fees for successful candidates. 

b. Our successful APR candidate requested and received her stipend. 

Objective 4: To update available materials such as handouts and our PowerPoint presentation. 

a. The Accreditation Chair reviewed all current support materials at our disposal. Study materials and 
handouts were updated as was our APR PowerPoint presentation. 

b. The Mobile Chapter keeps a collection of all UAB recommended books on the “short shelf” at the 
Mobile Public Library. These books were reviewed and no new editions were necessary due to our update 
last year. 

Objective 5: To generate new materials to support candidates’ study efforts. 

a. New study materials were developed and distributed on Crisis Management, Strategies vs Tactics, 
Panel Presentation Preparation and Testing Taking. 

Objective 6: To have at least four APRs serve as mentors to candidates.  

a. Eight APRs served as mentors to 10 candidates during the 2018 year. 
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Objective 7: To have at least one candidate pass the examination in 2018. 

a. One Mobile Chapter member who tested in December of 2017 was informed in January of 2018 she 
passed the exam. 

Objective 8: To promote Accreditation with our members in at least 10 months of our calendar 
year. 

a. With the exception of the December during which we held a holiday party, various accreditation 
promotions were made each month of the year utilizing one or more of the communication vehicles at our 
disposal. The pinning ceremony for our newly accredited member was held in January and the local “Be 
Like Ashley” campaign was launched. In February, as a calendar of study sessions was being constructed, 
candidates were urged to contact the APR Chair in order to accommodate their schedules. In March, the 
study schedule was announced and sessions were promoted each subsequent month through October. In 
April, National APR Month was celebrated and all Chapter APRs were recognized at the monthly 
luncheon and in the e-newsletter. An article in the e-newsletter, “Accreditation: Myth Busters Edition,” 
was published in the September newsletter and an APR fact sheet and FAQ paper were distributed at the 
monthly luncheon. In October, a social at the Mobile Yacht Club for candidates and APRs was promoted. 
In November, Accreditation was indirectly promoted via a call for members who desired to serve on the 
Mobile Chapter Board. Our members heard or read something about Accreditation 11 months in 2018. 

b. In August, the APR Chair relocated and a new Chair was announced providing an unanticipated 
opportunity to promote Accreditation activities. 

c. Communication vehicles used to promote accreditation included our chapter website, chapter meetings, 
e-newsletter, social media, presentations, word-of-mouth, and special events. Our APR Chair publicized 
our Accreditation efforts at a state and local public relations conferences and workshops including the 
Mobile Chapter’s signature event, ToolKit. 

d. The Chair promoted all Universal Accreditation Board (UAB), Public Relations Council of Alabama 
and Southern Public Relations (SPRF) accreditation activities and special events to our members via 
various communication methods. 

Objective 9: To effectively use the UAB “It Takes A Pro” materials to promote accreditation.  

a. The Universal Accreditation Board’s “It Takes A Pro” seal was added to the PRCA Mobile Chapter’s 
website banner. 

b. An “It Takes A Pro” overview and appropriate links were added to the chapter website. 

Objective 10: To develop a localized campaign designed to reinforce the “It Takes A Pro” campaign 
and to recruit more candidates. 

a. Following the announcement and pinning ceremony of our new APR in January, the VP Accreditation 
revealed a new, localize educational campaign derived from the popular social media meme, “Be Like 
Bill,” that used images of stick figures to encourage certain behaviors. Our campaign, named after our 
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new APR, was entitled “Be Like Ashley.” This campaign reinforced the messages in “It Takes A Pro” to 
our members in a visual and relatable manner. 

Objective 11: To publicly acknowledge the accomplishments and contributions of existing APRs in 
our chapter at least three times during the year. 

a. All APRs were recognized during the January pinning ceremony of our new APR. 

b. All APRs were recognized at the monthly meeting during April’s National APR Month and a list of 
APRs was included in the e-newsletter. 

c. A concerted effort was maintained to ensure that the APR credential was consistently attached to the 
names of all Accredited members in all forms of communication when appropriate. 

d. Following the last study session of the year, a social for candidates and APRs was held at the Mobile 
Yacht Club promoted as “Charting Your APR Course: Advice From The Old Salts.” The dual purpose of 
the social was to show our appreciation for our existing APRs and allow casual interaction between our 
serious candidates and our Accredited members. Due to a severe thunderstorm that caused flash flooding 
in our area, only two candidates and three APRs attended. The to-go boxes of food were greatly 
appreciated by all in attendance. 

Objective 12: To use allocated funds responsibly to accomplish our goals. 

a. The APR social was scheduled toward the end of the year to ensure enough money remained in the 
budget for any stipend payouts. 

b. All tactics were accomplished under budget. 

 

2018 ACCREDITATION BUDGET: $400.00 

EXPENSES: 

APR Mobile Yacht Club Social $291.50 

Reimbursement to new APR     $100  

Total Expenses: $391.50   
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Charting Your APR Course – Advice from the Old Salts 

Ahoy, Mates! If you’re interested in setting a course toward accreditation, join the “Old Salts” 
(our accredited members) for an informal and informative session on Thursday, October 25 at 
5:30 pm at the Mobile Yacht Club. Learn the ropes of the application, the panel presentation 
and exam preparation from fellow PRCA members who’ve sailed these seas before you. Get the 
scuttlebutt on test-taking, studying, preparing your portfolio and a ship-shape panel 
presentation. Whether you’re ready to cast off or just want to dip your toe in the water, our 
“telltales” will help you navigate your journey to accreditation. 
 
Reservations are required for this event, so if you will attend, send a confirmation email to 
Susan Nelson Pickard, APR at snpickard@gmail.com by 5 pm on Wednesday. 
 
“Twenty years from now, you will be more disappointed by the things you didn't 
do than those you did. So throw off the bowlines. Sail away from safe harbor. 
Catch the wind in your sails. Explore. Dream. Discover. “    Mark Twain 
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ACCREDITATION: MYTH BUSTERS EDITION 
 

By Susan Nelson Pickard, APR 
 
To many PR practitioners the APR exam process ranks up there with the world's greatest 
mysteries. It’s Area 51, every magic trick you’ve ever seen and math all rolled into one. Actually 
the process consists of simple, rational steps designed to ensure your success. 
 

● Study -You don't have to break the Da Vinci Code to succeed. The Universal 
Accreditation Board's website offers a free Study Guide and other basic tools, and our 
chapter can provide supplemental material. An Accredited Mentor will help you 
navigate the crop circles. 

 
● Portfolio and Questionnaire - You don't have to singlehandedly erect Stonehenge. You 

just have to fill out a Questionnaire about your job and prepare a Presentation touting 
your best work. It should be a plan, a project or a program that proves your mastery of 
the six skills necessary in the practice of public relations. It’s the equivalent of preparing 
a Medallion award entry. I swear on the Rosetta Stone. 

 
● Panel Presentation – Panel members are not harpoon-wielding Scotsmen looking to 

snag a helpless Loch Ness Monster. Panels consist of three APRs who evaluate your 
work and give constructive feedback. We help you identify areas that need special 
attention prior to your exam. We want you to succeed! 

 
● Exam - It's not a sail through the Bermuda Triangle. It’s a computer-based test on which 

you must correctly answer 82 of the 132 questions to pass.  The material covered is no 
big mystery. And not one alien abduction of an APR candidate has ever been reported. 
So squash your Sasquatch-sized anxieties and start your quest for the APR Holy Grail 
today. 
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What’s on the test? 

 
The APR exam tests 10 competencies or knowledge, skills and abilities (KSAs) that were 
identified through the Universal Accreditation Board's landmark 2000 Practice Analysis. The 
chart below indicates the percentage of the Examination devoted to each category. In addition, 
candidates are tested on questions derived from the SPRF Code of Ethics.  

● Researching, Planning, Implementing & Evaluating Programs 30% 
● Ethics and Law 15% 
● Communication Models and Theories 15% 
● Business Literacy 10% 
● Management Skills and Issues 10% 
● Crisis Communication Management 10% 
● Media Relations 5% 
● Using Information Technology Efficiently 2% 
● History and Current Issues in Public Relations 2% 
● Advanced Communication Skills 1% 

 
 

FAQs 
What is the purpose of Accreditation? 
The purpose is to unify and advance the profession by identifying those who have 
demonstrated broad knowledge, experience and professional judgment in the field. The 
program seeks to improve public relations practice. The designation Accredited in Public 
Relations (APR) signifies a high professional level of experience and competence. 
 
Why become Accredited? 
APR is a symbol of professionalism. It demonstrates that individuals have the knowledge, ethics 
and experience that make them leaders in the field of public relations. It also demonstrates that 
they care about their own profession and are dedicated to enhancing their abilities. 
 
Who is eligible? 
You are by virtue of your membership in the Southern Public Relations Federation. 
 
What is the fee to take the Examination? 
The fee is $385. SPRF offers a $100 rebate upon completion of the computer-based 
Examination. Other “scholarships” may be available from the Mobile Chapter on a case-by-case 
basis. 
 
Is Accreditation good for life? 
Yes, with fulfillment of Maintenance of Accreditation requirements and continued membership 
in a participating organization. This further strengthens the value of the APR credential and 
keeps professionals actively involved in the public relations profession. 
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APR FACT 

In 2012, 167 public relations professionals across the nation earned their APR. 
 

APR FACT 
A study by the San Diego State University School of Journalism and Media Studies determined 

that age and professional experience are NOT sufficient substitutes for accreditation. 
 

APR FACT 
A study by the San Diego State University School of Journalism and Media Studies confirmed 

that accredited practitioners report to higher levels of management and earn more money than 
do non-accredited practitioners. 

 
APR FACT 

A study by the San Diego State University School of Journalism and Media Studies shows that 
accredited practitioners engage more frequently in the strategic planning process and in public 

relation ethics and legal issues than do non-accredited practitioners. 
 

APR FACT 
There is a demo of the APR examination on the Universal Accreditation Board’s website: 

www.praccreditation.org. 
 

APR FACT 
Attending your local chapter meetings, mentoring an APR candidate, winning a Lantern or 
Medallion Award, pro bono work, serving in a PRCA/SPFR leadership role, taking college 

courses, publishing and  presenting are just some of the dozens of ways APRs can maintain their 
accreditation. 

 
APR FACT 

Immediately after taking the computer-based accreditation examination, candidates receive an 
unofficial pass/did not pass notification, along with feedback on your strengths and weaknesses 

in the tested knowledge, skills and abilities. 
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FROM THE UAB STUDY GUIDE: 
 
How many correct answers do I need on the computer-based Examination to “pass”? 
Candidates must correctly answer 62 percent of the scored questions on the computer-based 
Examination. At this time, there are 132 scored questions on the APR Examination, and a 
candidate must answer 82 correctly (62 percent) to pass the Examination and earn 
Accreditation 
 
Isn’t a 62 percent passing score equivalent to a D-minus? No. The passing score for a 
credentialing exam is very different from the score given on an academic test. Whereas an 
academic test score uses a sliding scale of A–F with each grade representing a different level of 
knowledge of the subject matter, a credentialing exam sets a threshold for being minimally 
qualified to pass the exam. A candidate is determined to have or not to have the minimum 
qualifications needed to meet this standard. 
 
SAMPLE QUESTIONS: The purpose of sharing these with candidates is to provide insight as to 
how questions are worded. Some establish a situation in which candidates must apply a level of 
professional understanding to answer correctly, while others test knowledge of history, theory 
or tactics in a recitation manner. Some of the questions require multiple correct answers, all of 
which must be chosen in order for the question to receive one point. The questions are not 
designed to be tricky, but they should be challenging for those with the proper professional 
public relations experience. Any APR candidates should contact UAB members or other APR 
leaders with questions or suggestions.  
 
Multiple choice, single answer:  
Which law restricts corporate communications for publicly traded companies before and during 
the period that new securities are being registered? 
a. Securities Act of 1933 
b. Sarbanes-Oxley Act of 2002 
c. Investment Advisers Act of 1940 
d. Investment Company Act of 1934 
(a.) 
 
Which of the following entities cannot sue for libel? 
a. A politician 
b. A private citizen 
c. A house of worship 
d. A government institution 
e. A publicly-traded company 
(d.) 
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4 What public relations pioneer is credited with being the first practitioner to insist on “a place 
at the management table”? 
a. Carl Byoir 
b. Edward Bernays 
c. Doris Fleischman 
d. Arthur Page 
e. Harold Burson 
(d.) 
 
What World War I-era organization introduced decentralized publicity “drives” as a strategy to 
mobilize U.S. public opinion to support the war? 
a. The Creel Committee 
b. The Red Cross 
c. The Council on Public Relations 
d. The Office of War Information 
e. AT&T 
(a.) 
 
Multiple choice, multiple answers: (You must get both answers correct to receive one point.) 
What are two major reasons why organizations retain outside public relations counsel? (Choose 
two.) 
a. They offer flexibility of talents and skills. 
b. They bring greater credibility to the work. 
c. They will provide sound ROI on the project or program. 
d. They provide objectivity and a disinterested perspective. 
e. They can provide more attention and detail to a project than in-house staff. 
(a. and d.) 
 
What are two examples of an evaluation of outcome? (Choose two) 
a. Change in attitude 
b. Placement of message 
c. Distribution of message 
d. Size of attentive audience 
e. Social and cultural change 
(a. and e.) 
 
Situation analysis: You work for a utility company that is building a biomass plant in the 
community. Your employer asks you to give a series of community talks about the plant and 
future operations. You visit the plant several hours before you are due to give a speech that has 
been prepared by your immediate supervisor. During the tour of the plant, you discover several 
claims in the speech are not true. What do you do? 
a. Write and deliver a new speech that you know is entirely correct. 
b. Cancel all speeches until you and your supervisor can get the information straight. 
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c. Deliver the speech as prepared and discuss the inaccuracies with your supervisor afterward. 
d. Address the inaccuracies with your supervisor immediately and make the necessary 
corrections before giving the speech. 
(d.) 
 
You seek the counsel of one of your peers who designed and implemented a communication 
program that resulted in the successful permitting of an automotive recycling center, despite 
strong opposition from community organizations. You have to design a program to win 
approval for a similar project proposed by your company. Your peer gives you a brief piece of 
advice that succinctly describes the foundation of his successful program. What is most likely 
your peer’s advice for a successful communication program? 
a. Solve their problems. 
b. Kill them with kindness. 
c. Expose them to ridicule. 
d. Overwhelm them with facts. 
(a.) 
 
From the SPRF ’18 APR Session: 
The exam has many scenario-based questions that put you in situations and asks you to choose 
the best and most ethical solutions. Thoroughly review the study guide material, but also trust 
your gut. Read the questions very carefully, because they will guide you on how to answer. If 
the question is asking you about strategies, eliminate the answers that sound like tactics. If the 
question is asking you what statements are an objective, go through each one to make sure 
they are SMART (Specific, Measurable, Attainable, Realistic and Timely). 
 
Lael Wageneck, APR 
The top three recommendations (from APR colleagues) were to focus on studying research, 
planning, implementation, and evaluation, to take the exam as close to the presentation as 
possible, and to read the recommended books from the study guide. Focusing on the ethics 
section helps with answering the scenario-based questions. Studying the history and theory 
questions helps because, even though they count for the smallest percentage of the test, they 
have the most objectively correct answers. I didn’t have a lot of time to study, so I used the 
Quizlet app (electronic flashcards) and flipped through a 3” stack of flashcards whenever I 
could. 
 
Mark the questions that are difficult and return to them at the end. I finished the test with an 
hour to go, but I also marked 40 of the 132 questions. I spent another half-hour on the marked 
questions. 
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MANAGING ISSUES AND CRISIS COMMUNICATIONS 
PRCA MOBILE CHAPTER STUDY SESSION 9/20/18 

Susan Nelson Pickard, APR 
snpickard@gmail.com  

 
KSA - Managing Issues and Crisis Communications 13% 

 
● Issues and risk management: Identifies potential or emerging issues that may impact the 

organization. Identifies potential risks to the organization or client. Analyzes probability 
and potential impact of risk. Ensures organization develops appropriate response plans. 
Designs and deploys a strategic public relations response. This is pro-active planning. 
Goals are to predict problems, anticipate threats, minimize risk, seize opportunities, 
resolve problems and prevent crises. Also called environmental scanning. Issues 
management involves identifying issues, analyzing issues, setting priorities, selecting 
program strategies, implementing programs of action and communication and 
evaluation results. Risk communication messages are designed to protect publics from 
harm such as product label warnings, safety signs, etc. 

 
● Crisis management: Understands the roles and responsibilities of public relations at the 

pre-crisis, crisis, and post-crisis phases. Communicates the implications of each of these 
phases and understands the messaging needs of each. Looks beyond current 
organizational mindset. This reactive. 

 
● Counsel to management: Understands the importance of providing counsel to the 

management team or client regarding issues, risks and crises. Looks beyond the current 
organizational mindset Considers and accommodates all views on an issue or crisis. 
Factors views into communication strategy. 

 
 

CRISIS MANAGEMENT 
 

CRISIS DEFINED 
 

An organizational crisis is a major occurrence with a potentially negative outcome affecting the 
organization, company or industry, as well as its publics, products, services or good name. 
Successful crisis communication depends on crisis anticipation and thorough planning, as well 
as open and honest policies with stakeholders and the news media. 
Kathleen Fearn-Banks Crisis Communications: A Casebook Approach 

 
Crises may be unpredicted, but they seldom are unpredictable. The biggest crisis categories are 
white-collar crime, mismanagement, labor disputes, workplace violence, catastrophes, casualty 
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accidents and lawsuits. Management causes 52% of all crises, employees cause 29% and only 
19% of crisis are caused by outside influences. Institute for Crisis Management 
 
Types of crises: natural, technological, confrontation, malevolence, skewed management 
values, deception, management misconduct, business/economic. Cutlip & Center’s Effective 
Public Relations 
 
 

TYPES OF CRISES 
 
• Immediate crises - often natural disasters (tornadoes/hurricanes/fires) or major emergencies 
(crimes/accidents). Usually there is little opportunity for specific research and planning, but a 
general plan to reduce damage and enhance the situation can be in place. 
• Emerging crises (or “shouldering”) – allows more time for analysis and specific planning 
(employee dissatisfaction, ethically questionable actions, opposition by various groups, budget 
reductions, or customer migration). Often smoldering crises can be anticipated and minimized 
before they ignite. Effective management of emerging crises can keep them from becoming 
full-blown crises. 
• Sustained crises - situations may linger for years (rumors, litigation, legislation, BP Oil Spill, 
auto recalls), often evolve from immediate crises and cause lasting reputational damage. The 
internet makes bad new searchable and permanent. Don’t ignore, delay response, hide or 
attack. Do intervene early, minimize problems and move on. 

 
 

PRE-CRISIS 
 
THE TEAM 
Determine Crisis Communication Team Members. 
Assign each member a specific role (one spokesperson for external, one for internal) 
Meet, update and rehearse regularly. 
Train and retrain the spokesperson(s) – speaking with one voice is crucial in crisis. 
The best spokesperson has targeted knowledge about the situation, so sometimes it will be a 

technical director or department head, not the CEO. Reserve the use of higher officials 
for more serious communication or to correct or reverse a misstatement. 

Line up outside resources, an “experts bureau”, and develop those relationships. 
Solidify media relationships, for they are your allies in a crisis. 
 
 
 
 
THE PLAN 
Start with research. (qualitative and quantitative data - interviews, strategic plan meetings, 
focus groups, market analysis, anecdotal reports, audits, competitive analysis, surveys, internet 
research) 
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Be aware of issues or potential issues in your industry.  
Define what constitutes a crisis in your organization. 
Decides who determines if you are indeed in crisis. 
ID potential information centers/war room/sit room. 
ID your organization’s vulnerabilities in order to mitigate them before they become crises. 
ID warning signs of impending crises. 
Anticipate and prioritize likely crises. 
Develop talking points for predictable scenarios. 
Ensure your strategies are results oriented. 
Design strategies that maintain, restore or even enhance your company’s reputation. 
Plan for the most likely worst-case scenario and step down from there. 
Review current policies and strategies and determine how a crisis may change them. 
Develop a strategy to contain and counteract, not react and respond. 
Compile a list of phone numbers, e-mails and other contact for key personnel. 
Develop a crisis “call schedule” so a spokesperson is available 24/7. 
Include media and other important publics’ deadlines. 
Review key messages you will want to communicate. 
Draft potential Q&A or FAQ responses. 
Develop and routinely update the Crisis Communication Plan. 
Incorporate this Crisis Communication Plan into your company’s Operations Crisis Plan. 
Disseminated plan to all members of the communication team and others as appropriate 

(Backside of website, dark website, password protected area). 
Review the plan annually. 
Make sure your employees know they are not to communication to outsiders in a crisis unless 
they are specifically recruited by a member of the crisis management team. 
 
Seitel’s Four Paramount Crisis Planning Issues: 

● Define the risk for each potentially affected public. 
● Describe the actions that will mitigate each risk defined. 
● Identify the cause of the risk. 
● Demonstrate responsible management action. 

 

IN CRISIS 
 
First determine if your situation IS a crisis. (Have you experienced as “triggering” event. You can 
create a crisis from a non-crisis. 
If you are in crisis, activate the plan immediately. The first hour, then the first 24 hours of a 
crisis is critical. 
Establish your information center/war room/sit room. 
Activate the spokesperson call schedule.  Access to info is critical. 
Identify priority publics (employees, customers, shareholders, suppliers, the neighbors, 
community, media, regulatory agencies, government, etc.). Understand these are situational 

dependent. 
Triage your media – more important first. 
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The first question you need to ask is what do I do, not what do I say. Embark on a plan to fix the 
problem. Stop the bleeding first. No one listens to what u say unless u r doing the right things. 
Change policies/strategies as needed to speed crisis recovery. 
Monitor news coverage, social media, phone calls. 
Encourage organization to function as normally as possible and leave crisis to the Crisis 

Management Team. 
 
MESSAGES 
Only the designated spokespersons should deliver these messages. 
Communicate – uncertainty causes people to seek info, research to satisfy their need for info 
Communicate to employees first (text, calls, intranet, emails, website, meetings) and often. 
Understand that employees can be sources of negative or misinformation. Stress the need for 

one voice and route inquires to the spokespersons.  
Messages should be proactive. 
If you are responsible, take responsibility. 
Stifle rumors/correct misinformation. 
Demonstrate concern and a desire to solve the problem. 
Disseminate messages and supporting facts, and keep them updated. 
Set clear expectations and timelines for updates. Stick to them, even if there is no change. 
Seek public support if appropriate. 
Change misperceptions by emphasizing the positive reality. 
Don’t make promises you can’t or shouldn’t keep. 
Don’t admit or deny fault until you know all the facts. 
Don’t speculate. 
“No comment” is interpreted as “guilty”. 
 
 

Good messages are: 
Truthful Accurate Flexible Timely 
Consistent Candid Clear Respectful 
In context Concerned Thoughtful On Record 

 
 
Bad messages are: 
Hesitant Obfuscated Retaliatory Pretentious 
Confrontational Litigious Prevaricating Equivocating 

Off Record Self-Serving Callous 
 
 

POST CRISIS 
 
Evaluate the effectiveness of your plan. 
Update the plan to reflect your newfound knowledge. 
Make structural changes to the organization if necessary as highlighted by the crisis. 
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Employ strategies to repair and improve your reputation. 
 
 
CRISIS COMMUNICATION STRATEGIES FROM DEFENSIVE TO ACCOMMODATIVE 
• Attack the Accuser – confrontation, lawsuit 
• Denial – pretending there is no crisis 
• Excuse – minimize responsibility, deny harmful intention 
• Justification – improper use of product, shift blame to victim, no serious harm done 
• Ingratiation/Appeasement – coupons, charitable donations 
• Corrective Action – repair damage and prevent future events 
• Full Apology – takes responsibility, asks forgiveness, compensate victims 
 
John Deveney, Deveney Communications, New Orleans 
“The 4 Hard C’s of Crisis Communication”  
 
Quick - Respond quickly, establish yourself as the go-to person for info even if you don’t know 
all the answers. Tell your publics what you do know and that you’re doing to find out more. Let 
them know how and when you’ll keep them informed and do it. In today’s world, ‘quick’ means 
‘instant,’ which is why it is vital to leverage social media when confronting crises. Don’t limit 
yourself to basic tweets or Facebook posts. Get creative with social media: Set up a photo 
stream, create and promote a Twitter hashtag to discuss the crisis, interact with media and 
concerned citizens, host live video feeds — the opportunities are nearly limitless. 
Candid - Honesty promotes forgiveness. Don’t share sensitive, private or proprietary 
information, but be as candid as you can. 
Context - Explain how the situation fits into a bigger picture. Every hurricane is not Katrina. 
Accentuate the positive when appropriate. Don’t mislead, but discover ways to place the 
rhetoric surrounding the crisis within an accurate and illustrative bigger picture. 
Consistent - If you tell people you’re going to have a briefing every day at noon, do it. If there is 
no new information to share, tell them that. Make sure all your spokespersons, experts and 
outside resources have been similarly trained in your message. By connecting these experts 
with targeted media inquiries, we ensured that the media received specific interview material 
within a consistent messaging platform.  You can create expert bureaus for any industry and 
they should be dynamically maintained as part of a crisis plan.  
 
Below are some of the key elements, no matter the crisis. 
 
Identify Your Crisis Communication Team. First and foremost, it is important to identify the key 
individuals within your organization who will be part of this core team. These individuals will 
most likely include your CEO, senior executives across your public relations, legal and human 
resources departments, and other functionaries depending upon the crisis. 
As you form the team, define what each of their roles and responsibilities will be during a crisis, 
and conduct formal training to practice the decision-making process. We also highly 
recommend conducting formal media training to ensure your spokespersons are well prepared 
to speak publically during the crisis. 
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Develop the Response Action Plan. When a potential crisis situation arises, it is important to 
gather all of the facts as quickly as possible – who, what, when, where, why and how – and 
confirm the information with reliable sources. Consider developing a checklist of the essential 
questions you will need to ask to ensure you capture all of the information during a crisis. Next, 
determine how the core crisis team will be notified at the onset of a potential crisis, and come 
together quickly to assess the nature and scope of the issue.  
During this stage the team must determine the impact the crisis has on the company and the 
perceptions it may create among your key influencers. Once identified, the crisis team should 
develop an action plan that will include the objectives and goals to achieve, what materials to 
develop, how to notify all of the key stakeholders, and the plan for providing ongoing staff 
support and communication. 
 
Developing Your Key Messages. During this stage the key facts you have gathered and 
confirmed will be critical. When developing your messaging, it is important that you share only 
indisputable facts and how your company is dealing with the issue. With proper media training, 
your spokesperson(s) should have the ability to effectively communicate these key messages, 
show and speak about them with concern, and respond to the toughest questions. An 
ill-worded response or speculation only creates more questions. 
Since time is critical in a crisis, you should develop prepared statements and press materials in 
advance where you can quickly insert the key facts you have gathered, and share immediately 
when knowledge about the crisis becomes widely known. As the crisis evolves, you will need to 
change your messaging to continually keep your key audiences informed at all times. 
 
Leveraging Various Communication Channels. Depending on the crisis and your organization, 
you will need to determine what communication channels to utilize in order to accurately and 
swiftly communicate with your key influencers. 
For your employees, you will most likely issue an urgent email to the entire company and if 
possible conduct an all-hands meeting for your spokesperson(s) to share the facts of the 
situation and how the company is managing it. When working with the media, you may 
consider issuing a press release or statement, conducting a news conference, facilitating 
interviews for media to speak with your key spokesperson(s), or any combination of these 
options.  Another way to communicate to both your internal and external audiences is by 
creating a dedicated webpage on your company’s website to share the key facts and provide 
updates during and after the crisis. 
 
If your company has a presence on social media, do not ignore this channel.  It is important to 
immediately engage with your communities whether they are on Facebook, Twitter, YouTube 
or any other social media platform. By sharing the same messaging and key facts with them, 
your fans and friends can help to amplify your messaging during a crisis. Be sure to monitor 
conversations closely to identify and dispel any rumors or misinformation as quickly as possible. 
 
These are just a few of the key elements to consider as you begin to develop your crisis 
communication plan. If you need additional information, there are a number of resources and 
books on this topic. The Institute for Public Relations provides some strong suggestions and 
guidance on how to develop a plan and manage a crisis. 
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If you already have a plan developed, what elements or processes did you consider to be the 
most important to include and implement? 
 
For more information on crisis communication, please see other posts we have written on this 
topic: 
 
What Not To Do in Crisis Communication (Aug. 1, 2011) 
Crisis Communication Planning and the Impact of Social Media (May, 28, 2011) 
Crisis Communication Lessons Learned from Floyd Landis (Feb. 28, 2011) 
Molly McWhinnie 
 
Bios of all execs 
A crisis can create three related threats: (1) public safety, (2) financial loss, and (3) reputation 
loss. Effective crisis management handles the threats sequentially. The primary concern in a 
crisis has to be public safety. A failure to address public safety intensifies the damage from a 
crisis. Reputation and financial concerns are considered after public safety has been remedied. 
 
One universal goal is to reduce and contain harm 
 

 

CRISIS MANAGEMENT SENARIOS 
 
1. You work for a large medical lab. Your office is located on the other side of town from the 
main lab. At midday, your office is hit by a tornado and it destroys everything. You have no 
phone, fax, computer, etc. You can’t access your intranet to review the crisis plan. The list of 
phone numbers you keep in your desk has been destroyed. Power lines are down throughout 
town. Police are keeping the streets clear of traffic. How will you communicate this crisis to the 
media and to your main office?  
  
2. You are the director of public relations and have developed an extensive list of key personnel  
contacts for your crisis plan. This list will be distributed to other key personnel only. Contact  
information includes home numbers and personal e-mails, as well as office and cell phone 
numbers. Your CFO complains to the legal department that having such information on this list 
makes him uncomfortable, and legal officials internally want to discuss why you feel it is 
necessary to have such a list. What will be your approach to addressing this issue with key 
people in this internal public?  
  
3. Your company has a crisis plan in place. The CEO and other members of the executive group 
have received media training, and the plan has a pecking order regarding who should address 
the media. The CEO is first on the list, followed by the vice president of operations, and then 
the CFO. The CFO has never been very good with the media, despite extensive training. The 
CEO is quite dynamic. However, your CEO was just arrested on suspicion of murdering the vice 
president of operations. You need to address the media and the public, and the CFO is quite 

PRCA MOBILE | Accreditation Collaterals, p. 15 



 

nervous and says he is not prepared to take on this task. You have now just run out of your 
scripted crisis plan. What do you do? 
 
4. Scenario 1: A disgruntled employee starts a data center fire and makes an anthrax threat. 
Your building is evacuated. The sprinklers in the data center have caused the company's e-mail 
and Web servers to stop working, which means the company's e-commerce site is down. The 
company's call center (at another location) is swamped with calls from customers who can't 
place orders at the website. The police apprehend a suspect. The health department 
determines that the box did not contain anthrax and the building is safe. Some employees are 
afraid to come back to work. How will you handle each segment of this crisis? 
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STRATEGIES vs TACTICS 
 

Compiled by Susan Nelson Pickard, APR from various short shelf books. 
 
Visuals help me, so I picture my Strategies as a printed copy of my strategic plan being 
supported or held up on a bulletin board by thumb tacks which represent my tactics. (Get it? 
“Tack”-tics?) 
 
Cutlip & Center says: Think of Strategy as the ladder. Think of Tactics as the rungs on the ladder. 
 
 

STRATEGIES 
 
UAB Study Guide Pg 44: 
 In planning, how will you approach the challenge of working toward your objectives? On what 
can you build or take advantage in your situation? What devices will you employ?  
 Your strategy may describe the diplomacy, psychology, philosophy, themes and appeals you 
will use, or the message you will convey.  
 It may describe how you will work with community groups.  
 You probably will have several  
 Vehicles or channels you will use to communicate can appear here, or in tactics or activities.  
 Examples include media relations, third-party endorsement, and public engagement.  
 
Cutlip & Center 
Strategy represents the overall game plan, concept, approach or general plan for the program 
designed to achieve a goal. 
 
PR  Strategies and Tactics: 
A strategy is a broad statement describing how an objective is to be achieved. It provides 
guidelines and key messages for the overall program and offers a rationale for the tactics. 
 
 

SAMPLE STRATEGIES 
 
Reinforcing the public’s belief in the need for the product 
Demonstrating success in current and past marketing efforts 
Enlisting influential third-party endorsements 
Build brand awareness 
Communicate our leadership accomplishments 
Include customers in activities 
Announce new licensing partnerships 
Convert awareness, involvement and partnership in to media coverage 
 
 

PRCA MOBILE | Accreditation Collaterals, p. 17 



 

 
TACTICS 

 
UAB Study Guide Pg 45 
 How will you use your resources to carry out your strategy and work toward objectives?  
 You can have several tactics per strategy.  
 Some plans stop with tactics, omitting detail of activities. 
 
Cutlip & Center 
Tactics refer to the operation level: the actual events, media and methods used to implement 
the strategy.  
 
PR Strategies & Tactics: 
The nuts and bolts of the plan. They describe the specific activities that put each strategy into 
operation. Usually the most visible part of the plan.  
 
Strategic Planning for Public Relations says: Communication tactics are the visible elements of a 
strategic plan – what people see and do –also the elements of a plan that cost money. 
 

SAMPLE TACTICS 
 
Check Stuffers, newsletters, informational meetings, information phone line, annual report, 
trade show exhibit, newspaper article, trade publication feature, media kit, produced video, 
mall tour, television special, news releases, events, declaration from the Mayor,  live stream of 
event, hosting stakeholder VIPs, procuring satellite time to distribute info,  social media 
postings, publicity photos, media alert, fact sheet, collateral material production, background 
information, email distributions, fax distributions, direct mail,  Business Wire and PR Newswire 
releases, contact with audiences through their websites, pitch letters to media, media tours, 
PSAs, video news release, satellite media tours, news feeds via satellite, personal appearances, 
talk show appearances, booking guests on shows, product placements, issues placement, media 
sponsored events, remotes, podcasts, blogs, award programs, contests, speeches, website, 
billboards 

PRCA MOBILE | Accreditation Collaterals, p. 18 


	2018 SPRF Mobile - Accreditation FINAL
	2018 SPRF Mobile - Accreditation Collaterals

