
How to Build the 
Crisis-ready Organization

Integrate high-tech media monitoring into 
your crisis and reputation management



In the past year, scores of CEOs woke up, poured a cup of coffee, turned on the TV news and learned 
– many for the first time – that their company was being investigated by a state’s attorney general; 
or workers were injured in an explosion at a supplier’s factory in Asia; hackers rifled 40 – now 70 -- 
million customer accounts; a highly touted new car failed catastrophically and was viewed in flames 
by millions on YouTube; or that a key competitor launched the replacement to their biggest mon-
ey-maker, crashing the company’s stock price and the CEO’s bonus. 

And then there are the slips of the tongue, like the privacy gaffe – and near-instantaneous social and 
TV media outcry -- when AOL’s CEO announced a change in the company’s 401(k) plan attributed to 
the high costs of “caring for two distressed babies.” He had to apologize and reinstate the program. 
But, where will the next round of criticisms appear, whom will they be from and how damaging will 
they be to reputation?

You watch the news. How well did these CEOs and their communicators manage these incidents? 
How often were these organizations and their leaders pilloried in the media for poor responses, inef-
fective, late actions, and insincere apologies? 

Didn’t they have crisis plans at the ready? And if they did, why didn’t they work? 

The answer may be a lack of sophisticated, real-time broadcast and cable media monitoring. 



We live in a 24/7 never-ending news cycle. Today, 
broadcast news media reaches and influences 
the largest viewership in the US – more than 50 
percent according to the Pew Research Center. 
Couple that with radio, and the audience reach 
increases to more than 80 percent. TV viewing 
for news and entertainment is critical to informing 
and shaping the public opinion. Social media par-
ticipation is growing, and print, while readership 
is declining, are important to crisis and reputation 
management, but TV is critical to monitor. And, 
TV is ephemeral – unlike print and social media, 
it’s difficult to get a record of what was said and 
how it was conveyed to plan a strategic response 
without a sophisticated monitoring service. Hav-
ing near real time reports on the incident 
coverage and on your organization’s response to 
crises can make or break its reputation, not to 
mention bil-lions lost to stock price drops, lost 
market share, product recalls, customer claims 
and pile-on litigation. 

The two keys to successful crisis and reputation 
management are:

• Being prepared for likely risks, and
• Getting fair warning before those fears

are realized.

Most crisis experts agree that the speed of your 
response coupled by verified information pre-
empts your critics in the race to fill the infor-
mation void created by crises. So, what every 
organization needs is a process to be ready for 
the most likely problems, because crises are not 
preventable, but they can be managed with ade-
quate preparation and warning. Advance planning 
and monitoring for known and likely risks helps 
to create a state of readiness and the ability to 
respond quickly and effectively – even in a 
“panic” situation. 

What if these CEOs – and their communica-
tions teams – could prevent surprises like these 
through crisis readiness planning backed by 
sophisticated 24/7 broadcast media monitoring 
and search? And what if they could get real-time 
email reports of broadcast segments with active 
links to the video and all of its visual and aural 
implications coupled with word-for-word tran-
scripts by setting up simple alerts or with
a key term search? They’d be well equipped with 
the information and insights for rapid communi-
cations. 

For example, when the high-end Tesla elec-
tronic car was involved in an accident recently, 
the ensuing flames were captured by a smart-
phone-wielding bystander and uploaded to You-
Tube within seconds. In minutes, the video was 
rebroadcast and discussed on CBS, CNN, CNBC, 
Bloomberg TV, and many others, reaching mil-
lions more viewers.  

Here’s what it looked like:



Eyes on the word – how to monitor the me-
dia for crisis readiness

The best crisis readiness plans involve three com-
munications disciplines: issues management, risk 
analysis (similar to the way a property & casualty 
insurer analyzes your business risks), and rep-
utation management, which include all of your 
organization’s stakeholder communications, and 
internal and external communications. 

Assuming that you have 
these guiding disciplines in 
place, how do you use them 
to identify and respond to a 
crisis? And, how would you 
measure the effectiveness of 
your responses?  

Most crisis management 
plans include the same seven 
steps. But having the crisis 
plan binder on the shelf does 
little to help an organization 
prepare for the deluge of bad 
news a crisis or reputational 
incident can bring. Integrat-
ing state-of-the art searches 
and monitoring into your 
program enables your organi-

zation to detect problems in real time and – with 
real-time transcription capabilities – respond 
quickly and accurately to what’s being said about 
you in the media. 

Here’s step-by-step how communicators can 
incorporate the latest media monitoring tools into 
the intelligence gathering arms of their readi-
ness programs, illustrated by real time broadcast 
searches of the 210 U.S. markets and their re-
sults, courtesy of TVEyes… 

Was the car manufacturer ready to respond (this 
wasn’t the first fire)? To successfully manage or-
ganizational reputations and crises, management 
teams and their communicators know they have 
to get ahead of the news or at least stay even to 
be in the game. And, they need to anticipate the 
likely bad things that can happen and be ready 
with a response plan and well-crafted messages. 
If they did employ automated, active TV monitor-
ing when another fire occurred in mid-February 
2014, they would have seen this:

Tesla car fires 2.14.2014 US Cable



Monitor for known – and unknown – risks 

The headline on the front page of the NY Times 
Business Day section on February 11, 2014 read: 
“Labor battle at Kellogg Plant in Memphis Drags 
On.” Stories like this take on lives of their own 
and raise thorny communications problems for 
organizations. How can they create tactical com-
munication readiness – by establishing broad-
cast, Web and social media alerts and resources. 
These alerts allow communicators to: 

• Identify – and respond – to crisis follow-on 
coverage

• Confirm what was reported and where
• Measure the impact on their reputation 

benchmarks 
• Evaluate How the organization is perceived 

by stakeholders versus its competitors
• And most important, determine which media 

coverage requires immediate 
response.

How does this work? Let’s 
start with setting up the me-
dia-monitoring plan. The 
communications team knew 
the NY Times article was in the 
works. They likely set up Goo-
gle alerts for the article. But, 
did they set up alerts for the 
broadcast? It’s getting easier 
and easier. To cover broad-
cast media (and what else?), 
set up automated alerts on a 
broadcast monitor like TVEyes. 
And to get a leg up on social 
media, take advantage of 
the alert features most social 
media platforms provide for 

users and subscribers. Combine these with leg-
acy media monitoring services and – for the first 
time -- communicators have a powerful toolkit to 
get immediate eyes on the news, analyze it and 
prepare responses in parallel with the 24/7 news 
cycle. 

Automate your visibility research with 
sophisticated search 

Imagine that your client or company employs 
thousands of workers at the minimum wage. How 
valuable would it be to get new developments 
in the media real time? And, add to that getting 
transcripts of TV coverage simultaneously with 
links to the videos. You’d be able to craft mes-
sage points and respond to inaccuracies in real 
time. New, high-tech information search resourc-
es enable you to take visibility analysis to a new 
level. Now you can identify and prioritize issues 
– and pending regulations – that can impact your 
organization’s ability to do business quicker than 
ever before. You can search the nearly unlimited 
universe of broadcast media by keying in search 
terms online.

Minimum wage protests 7.2013 – 2.17.2014



Real time media searches coupled 
with monitoring make it easier and 
faster to develop effective messag-
es and talking points – because you 
know exactly what’s being said in the 
unending, multi-dimensional conver-
sation we now call the media. The 
simple to use new high-tech search 
tools allow communicators to:  

• Develop scenario-specific media 
statements and key messages 
• Design preemptive and reactive 
media outreach and response strat-
egies
• Establish processes for corrections, 
clarifications, commentary, and gain-
ing visibility when needed
• Operational readiness to verify 
facts and launch communications

Train spokespeople based on concrete information, not educated guesses

What communicator wouldn’t like to 
know how her or his newly coined 
talking points for the CEO would fly 
in the media? One of the most valu-
able features of a media search and 
monitoring system is that it lets you 
save clips for future use. How did 
people and pundits respond to AOL 
CEO Tim Armstrong’s apology? Look 
at the videos. Where can you find 
examples of apologies that worked? 
Run a search. Real life examples 
make great training and coaching 
aids, especially when a CEO is reluc-
tant to invest much time in rehears-
al. Here is an example most CEO’s 
will never forget.

Search terms: Chip Wilson, Lululemon and Bloomberg 

Search Terms: Tim Armstrong apologizes

Get the insights needed for rapid message development



And, after running scenario simulations to train 
your teams and capture feedback, you can use 
the lessons learned for continuous improvement 
by developing proactive approaches to reducing 
risk. Perhaps the most important of these is com-
munications readiness for reputation protection, 
preservation, and preparing restoration strate-
gies.

Communication readiness 

Now that the crisis has passed (to the extent that 
they ever really pass), it’s essential that you mon-
itoring surveillance systems in place that are up 
and running and easy to activate for new search 
terms. BP wasn’t surprised by Gov. Bobby Jindal’s 
recent criticisms, because they employ active 
monitoring, which enabled their head of commu-
nications to rebut the Governor’s criticisms in the 
same news cycle.  

Gather real examples for lessons learned

Crisis communicators know that scenario-based 
training is the most effective – and efficient – 
way to create a state of readiness within their 
organizations. Fully-automated media searches 
like those available in TVEyes allow communica-
tors and crisis managers design realistic scenarios 
for their organization’s top risks by looking to 
real-life examples in the broadcast, social and 
print media.

And when you’re training your crisis team, what 
could be more effective than showing your crisis 
and reputation management teams and advisory 
staff what happened to similar organizations, and 
how to use media monitoring to prevent this in 
your business? 

Using the actual video clips and transcripts, your 
team will get the full impact – every visual and 
aural nuance – and the words in print, for the 
most effective communications possible in a 
training exercise.

 
Search terms: BP and fraudulent claims



To wrap up this discussion, communicators and crisis teams must maintain readiness. How?   

• 24/7 reputation and issue surveillance employing high-tech, search-enable tools
• By having trained staff to interpret monitoring data and conduct searches
• Identifying and monitoring potential issues with higher risk 
• And let’s never forget to conduct drills, simulations, tabletops, individual readiness exercises, and 

gather lessons from others.

Search terms: CEO and apology

Be prepared – employ the most sophisticated monitoring tools. Take control of your destiny by build-
ing a crisis-ready firm employing automated and active monitoring of the most influential media – TV 
and radio – coupled with word-for-word transcripts enabling early notification and rapid response. 
Integrate these tools with your print, Web, and social media monitoring for a comprehensive crisis 
and reputation management suite. 



Want to learn more, or a free trial of TVEyes?
We offer free trials of TVEyes Media Monitoring Suite 
to qualified organizations. 

If you’d like to try TVEyes for yourself, please click here. 

Contact TVEyes Sales at +1 203-254-3600 x100
or email sales@tveyes.com

Visit our Website: http://www.tveyes.com

http://info.tveyes.com/free-trial-offer-tveyes-broadcast-tv-radio-media-monitoring?utm_campaign=ResourceReferral&utm_medium=PDF&utm_source=CampaignEbook 

