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[ uncertainty ] [crisisldisaster][ recovery ]

* Evaluate work
e Document lessons learned

Activate crisis plan, etc. * |dentify actions for improvement

Pan American Health Organization/WHO PAHO Model 2010



THE CONCEPT
‘RISK> COMMUNICATION

Risk communication is the process of informing people
about potential hazards to their person, property, or
community. Scholars define risk communication as a science-
based approach for communicating effectively in situations of
high stress, high concern or controversy.

[EPA: United States Environmental Protection Agency]

RISK GOVERNANCE
RISK COMMUNICATION

RISK MANAGEMENT

Reducing hazard potential and wuinerability

EVENT
/ \ Response

* Alent

Preparedness

+ Organisation

+ Resource planning * Rescue
. . . . . g +Damage
https://www.epa.gov/risk/risk-communication#self +Deploymentplamning | RISK ASSESSMENT | " paceter
ol Assessing hazards + Information/
\ ~ instructions
wulnerability & rigk
Prevention
» Land-use planning Recovery

« Technical measures <— + Repair

+ Biological measures +Reconstriiction
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Communication of risk assessment and
fisk management activities

Greiving S., Glade T. (2013) Risk Governance. In: Bobrowsky PT. (eds)
Encyclopedia of Natural Hazards. Encyclopedia of Earth Sciences Series. Springer, Dordrecht


https://www.epa.gov/risk/risk-communication#self

RISK PERCEPTION
& AFTER COVID 19
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https://www.businessinsider.com/reddit-cofounder-alexis-ohanian-buys-times-square-coronavirus-billboard-2020-3

Reddit's cofounder took out ads in a nearly empty Times Square urging people to stay home


https://www.businessinsider.com/reddit-cofounder-alexis-ohanian-buys-times-square-coronavirus-billboard-2020-3
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Esteem

Achievement,
Respect, etc

$ LovelBelongmg
riendship, Family, etc. ‘

A first-rate soup is more creative

than a second-rate painting

Abrabam Maslow

| Maslow, A. H. (1943). A theory of human motivation. Psychological review, 50(4); 370. // age 35
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THE AGE OF CONTENT
AMPLIFICATION IN NEWS

* Media coverage can have an ‘amplifying’ effect’ on a company’s

reputation when ‘good’ and ‘bad’ news is reported

* Growing media interest = sensationalism

* International media

* Rapid transmission via internet and social networks
* Information gaps — filled by unofficial news sources
* Direct involvement of political actors

* Fake news




AGENDA-SETTING THEORY

How often the media reports on a public or political issue determines issue

salience in minds of public
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* Two levels of agenda setting:
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* salience of an organization (or a topic)

* attributes or associations related to an organization (or a topic)

* Facts / neutral observation https://www.youtube.com/watch?v=|PrsfblVTrE

* feelings through stance and tone

McCombs, M. E., & Shaw, D. L. (1972).The agenda-setting function of mass media. Public opinion quarterly, 36(2), 176-187.


https://www.youtube.com/watch?v=JPrsfbIVTrE

AGENDA-BUILDING

* Organizations can have a major

Personal experience & interpersonal communication

influence over media agenda

* Through information subsidies such as:

* News conferences

* Press releases Media Social Media Public Policy
agenda agenda agenda agenda
* Campaigns

Real world indicators
Albalawi Y, Sixsmith |
Agenda Setting for Health Promotion: Exploring an Adapted Model for the Social Media Era
JMIR Public Health Surveill 2015;1(2):e21

As much as 80% of news reports about companies are prompted
and delivered by Strategic Communication professionals




BRAND JOURNALISM

Brand journalism is a mix of content marketing,

public relations and corporate communications.

Rather than directly promoting a brand through

hL (L traditional marketing methods or focusing on

— > - making a sale, brand journalism — sometimes

1 referred to as “marketing through journalism” —
focuses on building stories and other content

: that highlights a company or organization’s

e WMV value from a different viewpoint.
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STAKEHOLDERS & POWER-INTEREST MATRIX

« Stakeholder: any group or individual who can affect or i, 4
Is affected by the achievement of the organization’s -B
purpose and objectives (Freeman, 1984) Satioted i
-H
<A F
) ) ) Power
« Stake: ‘an interest or a share in an undertaking, [that] 0 e
can range from simply an interest in an undertaking at Monitor Keep
(Minimum Effort) Informed
one extreme to a legal claim of ownership at the other .D -E
extreme’ (Carroll, A.B., 1996) Low >
Low Interest High

Figure 10-4. Example Power/Interest Grid with Stakeholders



RISK: HOW EXPERTS PERCEIVE RISK

The multiplication of
Magnitude x Probability:

* How bad if it happens! (Magnitude)
* How likely to happen? (Probability)



RISK: NEW DEFINITION

Risk = Hazard + Outrage

IS It the same?

Perceived Risk

Peter M. Sandman is professor of environmental journalism at Rutgers University, and director
of the Environmental Communication Research Program at Rutgers of which this project



Risk Communication Components

* Put together RCT(risk comm team)
* Internal coordination Low Hazard and High Perception of Risk and Outrage
* Strategic alliances

* Risk communication plan

e Staff trainin
8 *Reduce the perception

Ili’/lreg'arlealmessages *Acknowledge errors
=oletied «Share control

e« Communication monitoring e Ask forgiveness
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a Talk to the
people
Hazard

Peter M. Sandman is professor of environmental journalism at Rutgers University, and director
of the Environmental Communication Research Program at Rutgers of which this project



~ RISK COMMUNICATION

= Strategic Planning = Risk Comm / Agenda Building
= Trust §
= Transparency

= Early announcement

= Listening, communication surveillance
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