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§ Specialist in crisis preparedness and digital 

communications across a range of industries, 
including:

§ Local and central government

§ Security: counter-terrorism & major incidents 

§ Oil and gas

§ Manufacturing and distribution

§ Banking and finance

§ Worked on the crisis communication responses 
for: 

§ Grenfell fire (United Kingdom)

§ Panama TR4 disease (Australia)



5 lessons learnt over 
the past 12 
months…



Low cost and no cost 
responding 

§ Investment of time 
§ Prepared to be critical of 

trialing new approaches 
§ Willingness to change 
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1. Strengthen the 
capacity of teams 
and tools 



Spring clean the resource cupboard
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Knowing the skills of 
the team

§ Skills with applications/tools
§ Languages 
§ Geographical knowledge 

Could you host this intel on the 
intranet?
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Saying ‘no’ when it doesn’t look right



Or when it doesn’t sound right…



Monitoring reports

§ Who monitors at your 
organization? 

§ What tools do you have 
available?

§ Where does the reporting 
go?

§ What does the data tell us?
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What do we already 
have?

Could we be using it 
better?
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2. Fight the good fight 
for audience attention



Balancing press and digital narratives 



Balancing press and digital narratives 



Thinking beyond the press for audience 
attention



Prioritising influence over celebrity 

Local 
influencers

Industry 
influencers





For the cost of a 
coffee…

§ Ask your Strategic Comms 
team of influencers they 
work with 

§ Approach these influencers 
in peace time and start 
building a collaborative 
relationship on social

§ Opportunity to gain an allies, 
share resources and 
establish a network of 
trusted voices
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Create accessible content for your audience 
§ Language



Remember…
§ To include information in graphics in the text – or add ‘alt text’



Remember… 
§ To use emojis appropriately 



3. Give people what 
they want to see



Pre-prepared graphics



Have templates at the ready



We’re a visual world…

§ Images and videos perform 
well on social media

§ That doesn’t mean we need 
to create graphics if it’s not 
our place

§ … but someone else
probably will

So how do we limit 
misinformation?



Publishing data in 
raw formats

§ Make correct information 
openly available 

§ Host it online in raw formats 
like .CSV and .RTF

§ If that’s what the data is, why 
hide it? Invest time in 
explaining the narrative that 
supports the reality



Don’t use content 
that’s not yours

§ Use royalty free images:
§ PixaBay
§ Unsplash
§ Pexels
§ Pixnio

§ There are bots that troll for 
copyrighted images

§ Check where stock images 
have been used before…



4. Understand the 
narrative - and be 
forward focused



Understanding underlying issues



Thinking beyond the reply



Dark sites



Landing pages 



Thinking ahead: how 
and why?

§ All crises evolve – listening 
and forecasting is key to 
owning the narrative.

§ Consider having two 
response group: one dealing 
with the now, another 
focused on recovery

§ What will the record say 
about the response in years 
to come? 



5. Have the right 
processes
(and know what to do with them)



Knowing how to contact your people

§ Creating a WhatsApp group 
of key contacts

§ Being honest about the 
knowledge of contacts with 
other areas of the 
organisation
§ Website (banners etc.)
§ IT
§ Marketing
§ Press 



Knowing how to access 
your information

§ Can you function off the 
network? (online only)

§ Who has the logins?  
§ Social media accounts
§ Media centre
§ Websites



Approved responses for social media



Pausing marketing & BAU 

§ Know who to ask 
§ Remind them to ask

partners/stakeholders



Paid for content 

§ Know the process for 
purchasing paid for posts on 
social 

§ Know who has the 
authority/power to switch a 
campaign off 



WHY?



Wash-ups

§ Be critical and specific
§ What worked?
§ What didn’t work?

§ Challenge why things were 
unsuccessful

§ Prioritise making changes
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Keeping a diary 

§ High level details of 
performance 
§ Times: receiving and actioning 
§ People
§ Context
§ Decisions

Provide enough detail to allow 
you reflect and recall, later.
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Final pieces of advice… 



Go bag ‘essentials’

ü Current contact directory 
- core staff
- marketing/campaigns
- IT
- call centre
- partners 
- Influencers/advocates

ü Access to logins
- social channels
- website
- media centre

ü Off-network collaboration

- Google Drive/Dropbox

- WhatsApp

ü Social media monitoring 

dashboards

ü Generic graphic templates

ü Access to darksites and 

landing pages

Upgrades

ü Social media response 

template

ü Staff skills directory

ü Draft response 

organization chart

ü Response role 

description cards



To recap…

§ You can respond well on a budget, if you’re willing to invest time
§ Preparing starts today
§ A need to be critical of trialing new approaches 
§ Willingness to change 
§ Practice your response capabilities 



Thank you.

Free helpful resources:

www.helpfuldigital.com/PublicSectorComms

Kate Rawlins
07429263952
@kate_rawlins_
kate@helpfuldigital.com


