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THE FIRST 24 HOURS
How to Manage the 
Media During an Active 
Crisis

WHO IS TRIFECTA PUBLIC STRATEGIES?

Trifecta Public Strategies is a strategic and critical 
event communications firm that delivers scalable 

reputation, risk and relationship management tools 
that generate positive internal and external 

outcomes that protect and grow revenue.
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ABOUT US

 25 years Communications Experience - 10 in SNF/LTC Industry

 National PR experience - Staffed more than 500 interviews

 National PR Director of Golden Living (2011-2015); 304 buildings/21 States

 Supported SNFs/ALFs in 11 States during COVID-19 pandemic

 Supported NVHCA since August 2018

 Worked with Providers in Georgia & Florida during Hurricanes Irma/Harvey

 Worked with California Fire victims

 Worked with providers/receivers related to Skyline fallout

 Worked with providers on sensitive closures – rural areas
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THE PEOPLE LISTENING TO YOU 
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OPPORTUNITIES TO CREATE 
LEADERSHIP

 Each sphere of influence is forming 
opinions about your organization –
good and bad

 But how do you manage all of those 
relationships?

 Cultivate trust & positive momentum
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SNF
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WHAT DOES A CRISIS LOOK LIKE
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 Social Media Posts

 Employee Misconduct 

 Lawsuit

 Complaints

 Disease/Outbreaks

 Drugs

 Ownership/Private 
Equity

 Survey

 Weather

 Food

 Alleged 
Abuse/Neglect

 Criminal Activity

 Volunteers

 Staffing/Pay

 5-Star Ratings

 Embezzlement

 Evacuations

 Flood

 Theft

 Affiliations with 
Partners
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SOCIAL MEDIA: THE IMPORTANCE OF 
LISTENING

 Train employees – establish guidelines – retrain employees

 Establish a monitoring/listening program

 Many crisis events are first identified online (Facebook, Twitter, 
Instagram, etc.)

Online publishing tools give everyone the opportunity to be a reporter

Media will monitor the online noise and chatter for story ideas

 Apply controls and procedures help to neutralize critical events
 Lock social media pages to prevent comments during active crisis event

 Hide negative comments to limit exposure (but do not delete!)

 Set up alerts to be quickly notified
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PICTURES TELL ONE SIDE OF THE STORY 
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National 
Headlines 
become 
Local 
Issues

OPERATOR/EMPLOYEE BEHAVIOR THAT 
MAKES GOOD TV 
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WHY THE FIRST 24-HOURS MATTER

 How you manage a crisis is the difference between being on the news in a
neutral way OR a negative way….or not at all

 You have control over the narrative

 Most critical events can be addressed internally

 Poorly managed crisis events WILL impact your bottom line

 Brands that successfully respond to a crisis (demonstrate an empathetic, transparent, 
and actionable response) perform ~15% better in their stock value.

 With proper facts, a story can be repositioned – you can influence the reporter’s 
story 
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5 THINGS TO DO WHEN THE MEDIA CALLS

 Gather the info outlined on your media protocol card

 Find out what the reporter’s questions are 

 Establish the facts related to the specific inquiry

 Consult with Corporate to determine next steps

 Collect the key documentation that relates to the inquiry:
 2567s

Police Reports

 Facebook Comments

 Internal Investigation Findings 

HR Facts (employment history, policies and procedures, etc.)
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WHAT REPORTERS WANT

 Access to sources and information

 Material on deadline – timely responses

 Concise and accurate answers

 Follow-up responses for clarification (data, science)

 Specific examples of what you are doing (safety 
measures, supplies, reporting, etc.)

16

OUR “TYPICAL” BELIEF SYSTEM

 Reporters are out to get us

 There are no good interviews

 I am always misquoted

 We are friends, so this will be easy

 The reporter backed me into a corner and 
made me do the interview

 I was quoted after I specifically said, 
“What I am about to tell you is off the 
record.”

 The reporter didn’t give me a chance to 
answer the question
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BELIEFS CLASHING WITH REALITY

18



9/15/2021

7

THE TRUTH

 YOU are in control of the conversation

 YOU have all the information you need

 YOU are the expert

 YOU can master a successful interview
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YOU CONTROL THE NARRATIVE
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GETTING WHAT YOU WANT

1. Research the allegation/inquiry (prepare)

2. Take control early
•Set the time — it’s up to you

•Length of interview (less is more)

•Location 

•Ground rules — no guarantee

3. Know and BELIEVE your messages

4. Use interview control techniques
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DO’S & DON’TS – WITH MEDIA

 Designate one spokesperson

 Only comment on your situation 

 If asked about a situation at another facility, simply say, “I do not 
know. We can’t speculate about any events or incidents that have 
taken place at another facility.” 

 Situations change rapidly – do not commit to definitive costs, 
timelines, etc. 

 Practice your holding statements BEFORE you are in a critical event.
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THE DANGER OF “NO COMMENT”

 In the absence of communicating, people will still communicate

 Don’t give up your right to provide accurate facts to the media

 What to say instead:
 “At this time, what I can tell you is …..”

 “I don’t know but I will get back to you”

 “Thank you for your inquiry. We will need to research the information and get back to 
you.”

 “Please understand that this is our residents’ home. Thank you for understanding that 
all of our resources are focused on caring for our residents’ needs.”
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THE ANATOMY OF A TALKING POINT

 3 to 5 Talking Points MAX – in most circumstances 

 Say what you know, but you do not need to say everything

 Bookend your points with the focus on resident and care AND                                  
collaboration with other authorities/partners/entities

 State the facts based on the current situation – do not speculate

 Use simple words – avoid jargon where possible

 Maintain consistency with all audiences 
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COMMUNICATION CONTROL – BRIDGING

Address Bridge Communicate

Yes, that’s right  And keep in mind  Message 

No, that’s incorrect  (Don’t repeat the error) 
… in fact, 

Message

I cannot predict the 
future … 

What I can tell you is  Message

BRIDGING PHRASES

…and let me add…

…what you should know…

…the important thing is…

…another very important aspect is…

…what I can tell you is...

…that’s exactly why we…

…that brings me back to …

…that helps explain why…
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PUSH BUTTON RESPONSES

Acknowledge when you cannot answer:

 Company policy dictates that I can only tell you…

 That’s in litigation, but I can say…

 That is not my area of expertise, but I can tell you ... 

 That’s proprietary information, but the real point is...
 I don’t know, but let me find out and get back to you…

YOUR RIGHTS WITH THE MEDIA

 You do not have to go on camera 
 It is typically best to provide a written statement

 You do not have to comment on documentation you’ve never seen

 You can set the time, date and location of interview, if you choose 
to go on camera

 People who are kind and calm make for bad TV.
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REMEMBER...

• Your audience

• Don’t repeat negative language

• Turn negatives into positives

• Anticipate questions and issues

• Avoid jargon and acronyms

• Your messages…
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TABLETOP EXERCISE: CRISIS SCENARIO
You are the executive director of a brand-new building with 74 residents, including a dementia and 
Alzheimer’s care unit which utilizes the WanderGuard system.

At 6:15 p.m., you receive a call from your team informing you that an 84 year old Hispanic female 
resident who has dementia cannot be located in or around the building.  It appears that she has 
eloped. The resident has lived at the facility since its opening 6 months ago, and prior to that, was in 
care at another facility 25 miles away. The resident has a daughter, with whom she is very close and 
who lives in Mexico. The resident was last seen by staff at approximately 5:30 p.m. shortly after 
dinner where she returned to her room. The WanderGuard system did not issue any alerts 
throughout the day. There were approximately 10 staff members scheduled and 8 showed up who 
were on site at the time that the resident eloped.

The team informs you that they have contacted the police, who are en route to assist with locating 
the resident. 

As you begin to put on your coat to return to the facility to help, your phone rings again – it’s a local 
TV station. They tell you they heard on the police scanner that a resident was missing from the 
facility, and they’d like you to comment. What do you do?
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REAL WORLD RESOLUTION
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WORKSHOP

 As a team, discuss the following:
 Outline the facts

 What is the most important information – at this time

 What information is missing

 Discuss who you need to notify of the situation

 Determine how you will communicate to Staff, Media & other Stakeholders

 Draft three talking points for staff and media
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Kelli Luneborg-Stern

Founder & Managing Partner

214-616-1703

Kelli@trifectapublicstrategies.com
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www.trifectapublicstrategies.com

BONUS MATERIALS
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HOW TO YOU WIN? TELL YOUR STORY

1.  Lead with headline

2.  Follow with your key messages
•Three and no more

3. Then add supporting detail
•Examples

•Third-party endorsements

•Personal experiences

•Statistics and facts



9/15/2021

13

FLAGGING

• The key thing to remember is…

• The most important issue for us…

• What our customers love…

• What you must understand about this is…

• Here’s what it all boils down to…

• Let me put this into perspective…

• Let me show you…

• Your readers/viewers/listeners will be interested to know…

ANATOMY OF HOLDING STATEMENTS

 Report the health and safety of your staff and residents

 Have accurate numbers (residents, staff)

 Report the steps you are taking to resolve the issues caused by the 
disaster.

 Anticipate questions about your physical plant, dependent on disaster 
(heating, cooling, ventilation, plumbing, power)

 Make a commitment to keep people updated with new developments.

 Thank you for understanding that the health and safety of our staff and 
residents is our priority.
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SOCIAL MEDIA MANAGEMENT IN A 
CRISIS – FOUR KEY CONSIDERATIONS
1. Review/Monitor Your Facebook Pages (comments, inbox, messenger) 

2. Promptly respond to all social posts

 If you receive a question that is sensitive and public-facing: 
 RESPOND QUICKLY
 Thank the poster for bringing the issue to your attention.
 Tell them you will send them a direct message and request that they provide you with their contact information (phone 

and email). 

 If someone is determined to fight it out with you publicly on a social media site:
 DO NOT DELETE THEIR COMMENT. This will enrage the poster and will be viewed negatively by others.
 You can hide their comments on the platform, which will limit the post viewership but it doesn’t make it go away.
 This should help you determine if you should involve compliance, legal and PR.
 Try to get the poster off the social media platform and into a private discussion. 

 You usually can't hide reviews, so make sure you respond to all reviews on your social sites. If you have 
more positives than negatives, it will help balance your social reputation online.
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COMMON MEDIA TACTICS

 Driving around in the news van “looking” for visual stories
 Loading or unloading residents

 Emergency vehicles – 2 ambulances and a fire truck or police cars

 Rescue workers, or crowds 

 Parking across the street and filming with your building in 
the background

 Showing up unexpected at your building

 Talking to employees in parking lot (coming or going from 
work)

 Following employees home or to grocery store

 “Off the record” promises
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BECOMING A FRIEND TO KEEP

• Cultivate Trust: be a resource and an 
advocate for education

• Tend Influencers: be active in your 
community and in your industry

• Connect with Your Community: be a 
leader; relationships create leadership 

• Focus on Your Staff: be a boss to keep; 
People quit people, not jobs 
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CONTROLLING THE NARRATIVE

Media card: 
 Not a substitute for training, but it will help
 Use in standup meetings with staff
 Help to ensure consistency of message

Pitfalls:
 Underestimating employee gossip
 Assuming journalists understand our industry
 Mistaking a reporter as your friend
 Getting into situations where you are not prepared

Determine a spokesperson: 
 Top Executive
 Executive Director/Operator
 Corporate Comms or PR representative
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