Crisis Communications

All credit unions should develop a crisis communications plan in the event something bad happens. Crisis planning is recognizing that a problem could occur. By having a plan in place, you will be well ahead in minimizing adverse public relations fallout.

Potential Credit Union Crises

Make a list of potential problems that could occur. Some examples include:

· Credit union failure 

· Bad investment by credit union 

· Embezzlement 

· Credit union sponsor goes out of business 

· Armed robbery 

· Arson 

· Natural disaster 

Add to your list as you think of additional issues. The broader and more comprehensive your list, the better.

Prepare an Action Plan

· Determine the kind of resources that will be needed to handle each potential problem. 

· Develop a message for each problem. 

· Obtain management support and agreement on each message. Management must be a part of the public relations strategy. Specific details will be filled in once the crisis is identified, but basic strategy can be developed early. 

· Determine what role everyone will play in the event of a crisis. 

· Get your board of directors to agree to your plan. Review the plan with them annually. 

· Go over your plan with your sponsor group's management, if appropriate. Try to reach an agreement on who will play what role in the event of a crisis. 

When a Crisis Is at Hand

· Have fact sheets and backgrounders on credit unions that can be given to the media. 

· Fact sheets should include aggregate data on credit unions including the number of credit unions in the state and in your chapter, total membership, savings, loans, assets, reserves, and capital and share insurance coverage. 

· Backgrounders should include information on the purpose and structure of credit unions: how they are owned and controlled by members, and how they are supervised, audited and examined. 

· Print ad slicks, TV and radio commercial tapes may be needed (depending on the crisis) to ensure that positive information on credit unions is getting to the public. 

· Decide whether a press room will be needed for briefings and interviews. If so, the room should be readily accessible to the media and away from the credit union lobby and operational areas. 

· Work with your management team to flesh out the details of the message. Your message should stress the positive, but do not cover up the negative aspects of the situation. 
Your message should include: 

· Details on the nature and extent of the problem 

· How the credit union is affected 

· What steps are being taken to correct the situation 

· Decide who will be the primary spokesperson. If government officials are involved, coordinate with them on the message and who will say what. 

· Brief all staff members on the situation and tell them where to refer all media inquiries. Drafting a simple script for staff members to answer simple inquiries could be helpful. 

· Keep staff, board and members fully informed throughout the crisis. 

· Assist media with information and be aware of the deadlines they are under. 

· Be prepared to provide a summation in 40 seconds or less to explain your credit union's position. 

· Have an emergency task force on hand. Know who your players are and what role the will play. 

· Depending on the nature of the crisis, prepare to have on hand: 

· Two professional staff people 

· An attorney 

· A photographer 

· Security and maintenance personnel 

· Secretary to record information quickly and accurately and to reproduce it for distribution. 

· Establish ongoing support from credit union management and leadership. 

· Avoid ad hoc decisions when under fire. 

· Don't be dragged into side issues with the media. Stick to the points you need to get across. 

· Do not attack your opposition. Try to stick to the positive side of the situation and what your credit union is doing to correct the situation. 

· Correct misinformation immediately.
