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Do you have ?
• Tried and tested response plans
• Key staff details and call cascades
• Staff who know how to react
• Directors who know what to expect 
• In-house experience & expertise
• Access to additional support



The cost of getting it wrong:
• Negative publicity 
• Complaining customers
• Low company morale
• Litigation
• Damage to your brand and reputation
• Possible company failure!



CM in the Travel Industry

A crisis is when you can’t say : 

“ let’s forget the whole thing ”



First recorded crisis?
Note Noah built the Ark before the rains came!



We love crises ….

Money / $ ,
as long as CM doesn’t 

cost too much…

In the box thinking,
no need for CM.

Food, alcohol and sex,
CM : where is the bar ?

Focused thinking,
CM will be priority !



CM in the Travel Industry
Reactions that can be counted on in a crisis :

Marketing “where’s the opportunity?”
Sales:  “miss budget”
Finance:  “save”
Legal:  “review it”
Personnel:  “concerned”
Engineering:  “what crisis?”
Operations:  “told you so !”
Directors: “who to blame?”



CM in the Travel Industry



CM in the Travel Industry

33 % : wonder what happened

63 % : watch things happen

4 %  : make things happen



Why reinvent the wheel ?
The good The not so good



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

externalin
te

rn
al

• IT failure
• crash
• Loss of facilities 

• Malicious acts
• Organisational 

failure
• Product failure

• International crisis
• Natural disasters
• Supplier failure

• Terrorism
• Sabotage
• Hi-jacking

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 capabilities
• Train them
• Test the response and the team
• Continue the process
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“essential ingredients for 
success”
• plan, prepare and practise
• 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







Finally - the cover up!
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