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March 2017 Career Contribution Winner 
Alison Krakowiak 
(@alisonkrakowiak) 
Alison Krakowiak is a senior at Loyola University Chicago, graduating in May 
2017 with a major in Advertising and Public Relations. Currently, Alison 
works with PowerReviews, a Chicago based technology company that works 
with global brands and retailers to collect and display ratings and reviews 
across thousands of websites. At PowerReviews, Alison works with the 

Marketing team helping with in-house Public Relations, Digital Marketing and Social Media. Previously, 
Alison worked as a Public Relations intern for two Chicago-based Public Relations companies, 
Paramount Public Relations, Inc. and Bettie Bomb, Inc. Alison is from Valley City, Ohio and plans on 
staying in Chicago after graduation. 

 
HOW TO MANAGE A CRISIS 

 
Communications professionals have two main jobs: to promote and to protect. At the PRSA March 
Evening Panel, Trends in Crisis Communication, panelists Heidi Barker, Dave Duschene and Patrick 
O’Connell discussed what it takes to protect a brand in the face of a crisis.  
 
What is a Communications Crisis? 
 
Before discussing best practices for reacting to a crisis, it’s important to understand how to spot one. A 
crisis is something that is not expected, and could be anything from a leaked promo to a hijacked 
hashtag.  
 
To determine if something is a crisis, take into consideration the amount of public response and public 
consciousness surrounding the issue. Know how many people are aware of this potential problem, and 
who is talking about it. Then you can gauge if you’re dealing with a crisis, or something non-
consequential. 
 
Here are five major takeaways from the Trends in Crisis Communication Panel that every Public 
Relations professional should know, and keep in mind when facing a crisis. 
 
1. Rapid Response 
 
This one, simple piece of advice that something each panelist stressed. Remember that not responding 
when there is an issue surrounding your brand, is a response in itself. Rapid response is key and people 
notice if you go dark. 
 
How do you respond quickly to a crisis that you didn’t even see coming in the first place? 
 
2. Assume the Worst 
 
Anticipate any problem that could possibly arise, and be prepared to react. Have a plan. For example, 
when you are preparing to launch a new product, you should prepare for “when this leaks.” Anticipate 
anything that can go wrong, and have a response for if it does.  
 
How do you make sure you are anticipating every possible outcome? 
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3. Rehearse 
 
When rehearsing, you will find new issues that could arise and put your plan to the test. By rehearsing, 
you can identify additional issues that may arise. Remember not everything is going to go according to 
plan-- protecting your brand is equal parts planning and instinct. But doing a run-through will help your 
crisis communications team fine tune and anticipate a large range of possible outcomes.  
 
Who should be on this crisis communication team? 
 
4. Assemble the Right People 
 
Determine who is responsible for planning, rehearsing and ultimately dealing with a crisis. This team 
should consist of people in your company who bring all different perspectives to the table. Include also 
the head of your legal counsel, the VP of Client Success and anyone who will be able to offer valuable 
feedback.  
 
These are the people who will be called to assemble when there is a crisis-- whether it’s early in the 
morning, late at night, or even on Christmas Eve. After all, crises don’t only happen during the work day.  
 
5.  Do Not Delete 
 
The fifth takeaway is do not delete anything. On Facebook, for example, customers express concerns by 
posting to your company wall or in the comment section. By deleting their expressed concerns, this 
shows two things: either you’re ashamed of this and/or you’re acknowledging that something wrong 
happened. Deleting comments only causes more eyeballs to the situation.  
 
With screenshots, once something is on the internet it’s there forever. Remember this when you are 
tempted to delete a customer post or comment, and when drafting your company response to a crisis. 
 
Lastly, keep in mind that crises are best dealt with on a case to case basis. After all, if there was a step-
by-step formula for dealing with a crisis, they wouldn’t call it a crisis! 


