Keeping cool in a crisis 
Some suggestions on how to protect your brand when it hits the fan
· In times of crisis it’s important to decide who’s going to take control. Crisis will result in damage to a brand, which is clearly a concern of the marketing department. However, the specialist PR professional will be experienced in the complexities of liaison with the press and reputation management. 
No department should work in isolation. However, leadership must be established, and one manager or team of managers must have the power and authority to take charge of the situation. The structure of this management system should ideally be agreed before a crisis arises. However if no such plan is in place, it must be agreed quickly. Games of power-play and inter-departmental squabbling aren’t advised when trouble starts.

· One area that marketing and PR departments should leave to the MD is the press interviews. Companies that survive media storms tend to be those whose top people front the campaign. Yes marketing and PR must give these people as much advice and support as possible, ensuring that all the facts are available and that they are well trained in the practical aspects of facing the media, but the public will need to understand where the buck stops if a company is to emerge successfully from a crisis. 
· If no internal resource is available, calling in the help of a specialist crisis management organisation can be a good idea. These companies will be able to assess the situation and recommend the best course of action to protect all functions of the company from production to marketing and ensure that each is able to resume normal activities as quickly as possible. 
· A crisis that’s well handled and demonstrates that the company is acting responsibly will be quickly forgotten and can even enhance a reputation. Conversely if that crisis is badly managed, the damage can be irreparable. 

· A brand is not what marketing people say it is – it is what consumers believe it to be. Consumers must therefore understand how a problem arose and see that it’s been addressed. Significant change may be required – whether that’s introducing new environmental policies, improving customer service, withdrawing product ranges, or changing employment practices. This will involve buy-in from the whole organisation.
