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Preparing for the Media Storm  

Create an incident management and crisis response 
plan that includes:  
 

• An outline of every food safety precaution you have in 
place – from the farm to the plate – especially your 
suppliers’ precautions  

• Then, work on how you talk about those precautions in 
an easy-to-understand format  
 Pitfall: Food Safety officer has this, but the 

communications officer doesn’t know it until the 
time of a crisis   

 



Preparing for the Media Storm  
 
Have your communications officer: 

• Visit your production operations  
• Walk them through the supply chain  
• Understand how the sourcing and manufacturing 

process works 
• And if that doesn’t happen before the storm, put the 

Food Safety Officer on the line  



Preparing for the Media   

Create an incident management and crisis response plans 
that addresses:  
 

• Third-party validators for your food safety system and a 
communications plan related to how you will use those 
independent third-parties i.e. Global Food Safety Initiative , 
International Food Protection Training Institute, universities with 
food safety extensions   

?  



Preparing for the Media Storm  

Food Safety Leaders  
• Who are your 

supporters/advers
aries? 

• Are any willing to 
act as 
spokespeople? 

Investment community 
• What is the potential 

impact on revenue?  
• How will the company 

handle it? 
• Are there real concerns to 

long-term value? 
 

Food Safety advocacy 
groups 
• How does the  

company stack up? 
• Are there real 

concerns? 
• Is the company 

addressing specific 
issues?  

Employees  
• How  is this investigation 

affecting morale? 
• Are employees asking 

questions? 
• What are the internal 

processes to help 
employees respond to 
questions?  

Retailers  
• How will this 

investigation 
affect our 
working 
relationship?  

FDA  
• What will their 

take be on the 
situation?  

Your 

Company 



Preparing for the Media Storm  

Create an incident management and crisis response 
plan that includes:  
 

• The team: communications, food safety officers, legal  
• Conduct a drill  
• Consider if you will go proactive, or if a reactive strategy 

is selected, what will force you to communicate  
 Pitfall – You may need to be proactive with some 

stakeholders and reactive with others  
 

Proactive?  Reactive?  



Preparing for the Media Storm  

Create an incident management and crisis response 
plan that includes:  
 

• Draft copies of letters to:  
• Employees (and possibly a Town Hall script)  
• Distribution Partners  
• Retailers 
• NGOs  
• Regulators/Ministries 
• Investors and financial markets  

 

All of these stakeholders influence your 
perception in the media  



Preparing for the Media Storm  

Create an incident management and crisis response 
plan that includes:  
 

• Draft copies of:  
• Potential reactive and proactive statements as well 

as press releases for every type of food-safety 
related issue 

 



Preparing for the Media Storm  

Create an incident management and crisis response 
plan that includes:  
 

• Draft copies of:  
• Video footage of your food safety inspection process 
• B-roll of your operations 
• A CEO commitment to food safety video  
 



Preparing for the Media Storm  

Create an incident management and crisis response 
plan that includes:  
 

• Draft copies of:  
• A media list  



Preparing for the Media Storm  
Draft social media response plans  

•Conduct digital audits, monitor conversations about recall  

•Provide reports on influence of those affecting reputation Intelligence 

•Identify key bloggers  

•Cultivate relationships  to leverage during crisis 
Rapport 

•Create microsite to be used in event of another data 
release  

•Determine deployment plan for site and accompanying  
social media plan  

Prepare 



Preparing for the Media Storm  
Draft social media response plans  

•Launch microsite and implement Twitter, Facebook and 
discussion board strategy 

•Manage crisis through regular updates   

Action 

•Conduct hourly digital audits, monitor conversations  

•Provide reports on influence of those affecting reputation 
Response 

•Purchase keywords  

•Consider participating in advertisements on top-tier 
media sites 

Deploy 



Preparing for the Media Storm  

Ah-hah! Moments from Past Clients  
 

• You are guilty until proven innocent.  
• Go for the big dump and shorten the cycle.  
• Saying that you will leave no stone unturned can give 

you some time.  
• Wording matters: saying “our product is safe” can get 

you in a heap of trouble.   
• Remind consumers how much you love your product – 

be passionate about what you serve and what they 
enjoy.  
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Working with the Media 



Working with the Media 
What the Media Wants from Companies: 

•   Quick, accurate information: The who, what, why, where, when, how  

•   Details for consumers:  
• Lot codes 

• Labels  

• Pictures  

•  Is the product in freezers? 

 

FDA’s recalled products 
flickr stream has some 

great examples  



Dealing with Reporters 

Establish a clear, consistent process: 
 

• Figure out what works best: email, phone, or web-
based 

• Only release verified information 

• Designate a single contact with 24/7 availability (or 
quick response) 

• Treat web, print, and broadcast media equally 
 

      Reputations are made or broken  
within the first 24 hours of an outbreak 
 

 

 



Key Terminology 
Key phrases:  

 

• On the record 

• Off the record 

• On background 

 

Other options: 
 

• Releasing statements, press releases 

• Informal email statements 

• Specifying attribution 

 
 

 

 

 



Common Pitfalls  

FSN Editor-in-Chief, Dan Flynn’s list of common corporate 
traps: 
• Denial 

• Siege mentality 

• Panic 

• Corporate myopia 

• Analysis paralysis  

• Aggressive defensiveness 

 

Outbreaks usually fall into two models: 
1.  Hunker down and let the government agencies do the talking. 

2.  The denial meltdown. 

 

 

 

 



Case Studies  

Best   
Odwalla, 1996 

• Quick response 

• Accepted responsibility 

   

 

 

Worst 
Jack-in-the-Box, 1993 

• Slow response 

• Denial, finger-pointing 

 

 

 

 

Industry-wide case study: August 2010 Iowa Egg Recall 
 

•  Lack of transparency 
•  No access 
•  Hard to spin pleading the Fifth 



Media Tips k to add Title 

When working with reporters:  

• Never say “no comment” – last resort 

• Provide as many resources as possible 

• A helpful, cordial attitude goes a long way 

• Be available, respect deadlines, respond quickly 

• Keep an open dialogue 

• Be honest about what reporter can expect from you 

• Giving a heads up is always appreciated 

 
 

 

 

 



Media Tips k to add Title 

When working with reporters:  

• Refer to experts 

• Use Twitter to contact reporters  
and other stakheolders 
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Working with the Media: 
Audience Questions  


