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Managing Crises in the New Normal

1. Research is your PPE

2. Trust will be your Superpower

3. Technology can help

4. Dump your old dashboards

5. What’s in your strategic tool reserve?




The Key to the “Next Normal” is Research & Measurement, as usual

» Measurement gives you the answers
when nothing is certain
Know what you don’t know
Find out what you need to know

» Beware of FOFO

Test test and test some more
Avoid crack-pot cures and worthless

metrics
» Trust, Empathy and Authenticity are i
, rust
your brand’s superpowers — make Empathy
sure you have them Authenticity

IMleasurement

This Photo by Unknown Author is licensed under CC BY-SA
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The “New Normal” will require risk prevention and a ton of trust

» Individuals only absorb information
when they think they need it

» In order to break through your
audience must:

Trust the source of the information

Trust that paying attention will
benefit them in some way

Believe there is a downside to not
paying attention

Believe they are capable of doing
what you are telling them to do




How to measure trust, authenticity, empathy and credibility

Statements that Measure Trust

»  “This organization can be relied upon to keep its » Em Dathv Index

promises.” ' .
» “l feel very confident about this organization’s > AUthentICIty Index

skills.” » Trust and Relationship Surveys
»  “This organization has the ability to accomplish T

what it says it will do.” » Credibility: the Leader Say/Do
»  “Sound principles seem to guide this organization’s Survey

behavior.”

»  “This organization does not mislead people like
me.”

»  “This organization is known to be successful at the
things it tries to do.”



http://painepublishing.com/measurementadvisor/a-6-step-program-to-measure-and-evaluate-your-corporate-empathy/
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http://www.painepublishing.com/wp-content/uploads/2013/10/Grunig-relationship-instrument.pdf
http://painepublishing.com/measurementadvisor/using-a-leader-say-do-survey-to-align-leadership/

How to Measure the Crisis Avoided

1. It’s only a crisis if your stakeholders think
it is: measure what they think, not what |
you think. = d

T - e
2. Make sure that your “nightmare” really is r‘ | il SI s
one: measure the outcome, not the media. \ L 3 c
3. Measure consistently and continuously to I

determine when things are bad or good.

4. Compare your current crisis measurement
results against those for past crises.

5. Show that you are doing better than the
competition.

MEASUREMENT



Data is better than Xanax
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Technology can help

Impact of different response types
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» With sufficient data, and specific
definitions of tonality, a machine 10 M/\/
can tell you how best to respond ¢ [ I
0 .

to your next crisis { 1 I ] I I

» Al is effective in identifying a &8 & f‘ ﬁf & .ﬁ &
potential crisis, the type of crisis, $ ’ 9

and the best response types.

» Denial and Attack the Accuser
and Scapegoating result in the
highest negatives and longest
time to neutrality
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(Courtesy of Fullintel and Professor W. Timothy Coombs)



The Tools you Need In your Next Normal Toolbox
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