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v Doyou have ?

B * Tried and tested response plans

™ 4. Key staff details and call cascades
~« Staff who know how to react

* Directors who know what to expect
t.* In-house experience & expertise
47" « Access to additional support




The cost of getting it wrong:

* Negative publicity

A ¢ Complaining customers

% . Low company morale

E . Litigation

 Damage to your brand and reputation
* e« Possible company failure!




‘\x CM in the Travel Industry

-\ A crisis is when you can’t say :

_n ~ “ Jet’s forget the whole thing ”




Flrst recorded crlsis
Note Noah built the Ark before the rains came!




We love crises ....

N

" In the box thinking Money /5 ,
no need for CM. as long as CM doesn’t

cost too much...

AN O®

Focused thmkmg, Food, alcohol and sex,
CM will be prioritv ! CM : where is the bar ?

decleaf




CM in the Travel Industry

Reactions that can be counted on in a crisis :

Marketing
Sales:
Finance:
Legal:
Personnel:
Engineering:
Operations:
Directors:

“where’s the opportunity?”

“miss budget”

“review it” %
“concerned” \ |

‘“what crisis?”

“told you so !”
“who to blame?”




. CMin the Travel Industry




. CMin the Travel Industry

33 % : wonder what happened

63 % : watch things happen

4 % -




\ Why reinvent the wheel ?

The good The not so good | : @

TVLENOL

ACETAMINOFHEN




! reasons to prepare:

* Research — Knight and Pretty
 “duty of care”

* brand protection

* Litigation / legislation
 cost reduction

» performance enhancement




A crisis can be defined
as :

“Any situation which has the
potential to affect long term
confidence in an organization, its
products, or which can interfere
with its ability to continue
operating normally”




¢ Thinking out of the box

technical / economic

* IT failure International crisis

« crash Natural disasters
 Loss of facilities Supplier failure

internal

.« Malicious acts Terrorism

- Organisational Sabotage
failure Hi-jacking
* Product failure

LIREIVE)

people / social




Aviation challenges

* Visibility - high media interest

» Potential for large numbers of victims
* Gruesome nature of deaths

« Passengers from all over

« Split sites

* Multi-agency response




' The calm before the storm:

* Top level ‘buy-in’

» Develop effective plans (checklists)
» Select crisis teams on capabillities

* Train them

* Test the response and the team

» Continue the process




EXTERNAL
SUPPLIERS

INTERNAL
SUPPLIERS

OPERATIONS
LOGISTICS

INCIDENT T h e
response:

COMMUNICATIONS

CRISIS
CO-
ORDINATION
TEAM

FAMILY
ASSSITANCE



on -going crisis

The crisis e audit
management communication manual
process development

refresher training team selection/

training

specialist training

manual update Lﬁ~

Customer simulations

and brand
protection

" media monitoring

debriefing
stakeholder

ﬁ~
communications

relations
internal
call centre specialist
facility suppliers

crisis mentoring

media relations



“essential ingredients for
success”

* plan, prepare and practise

e over react

* first class family assistance

« show care and compassion

« communicate, communicate, communicate!
* respond fast — “the golden hour”

* check lists

* Don'’t be “penny wise - pound foolish”

* “be there”

* involve specialists







By Chris Woodyard
and Blake Morrison
USA TODAY

When New Yorker Ruth Ost heard

were
lines Flight 261, her first instinct was to
get on a jet and head for California.
Ost says that despite her grief, she
i couldn’t be more pleased with the way
. she and other families dealing with the

Wednesday.

Ost's feelings appeared to be echoed
by many of the relatives of the 88 vic-
tims who died when the ‘plane plunged
into the Pacific Monday. About 100 fam-
ily members have on the
' Renaissance Hotel near Los Angeles In-

town that is close to the crash

' site, 10 miles off the coast.
Each family has been provided with

its own grief counselor. The airline has -

put no restrictions on the number of rel-

Visiting crash site: Relatives and friends aboard a

atives it will house and feed. One large,
extended family with multiple victims
expects iis contingent will top 30 by the
time everyone arrives.

In Los Angeles, the victims' families
received a two-hour, closed-door brief-

oner’'s office and airline officials. Ar-
rangements are being made to trans-
port them 60 miles up the coast today, so
they can view the crash site.

Airline’s concern nnpresses famﬂles of victims
.

BFMAP
boat retumn from view-
ing the area where Flight 261 went down off the coast near Port Hueneme, Calif.

A few families got a preview Wednes-

day, courtesy of a Ventura County wom-
an, Dorothy Scuri. Told by town officials

Someoftheattenﬁontheah'uneis

lavishing on the families is mandated by
law. In October 1996, Congress passed
the Family Assistance Act, which re-
quires that the families of air crash vic-
tims be notified and orders
airlines to develop plans for assisting
relatives after disasters.

The law was enacted after the fam-
ilies of victims killed in the crashes of
TWA Flight 800 and ValuJet Flight 592
complained bitterly about their treat-
ment by the airlines and government of-
ficials.

Alaska Airlines officials seem deter-
mined to do better. Chief Executive Offi-
cer John Kelly said that he had ordered
representatives assigned to each family
to give them anything they wanted.

Ost and others said the airline was at-
tentive even in the first hours after the
crash. They said that they were met at
airports near their homes by repre-
sentatives of the airline and were told
that all their needs and would
be taken care of by Alaska Airlines.
while they were in California.

So far, there has been no detectable

person
when the relatives were told that the
bodies were badly mangled.




\  Finally - the cover up!
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