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Crisis Communications: 

When You Hear Thunder, 
It’s Too Late to Build an Ark   

John Fitzpatrick, Managing Partner



Are  You Ready?
Urgent, call me. This thing is 
blowing up, AP reporter and 
Governor’s COS calling. 



What is a “Crisis?”



Types of “Crisis”

Negative events and situations
Rules violations

Performance failures



Your Goals in a Crisis

 Avoid human, environmental, financial 
and reputational damage

 Contain it from getting worse

 Keep it no profile/low profile

 Make it fade away ASAP

 Keep doing business as usual



4 Phases 
of Crisis Communications: 



Phase 1: Inoculate

What’s your reputation today?
How do you know? 



Phase 2: Prepare
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Phase 2: Prepare  -
Crisis Communications Plans

 Checklists, pre-drafted media statements, etc.

 Identify your crisis response team to fulfill roles/responsibilities

 Get advanced alignment with leadership—including
legal—on your general crisis communications philosophy/approach

 Consider a tabletop exercise 



Phase 3: Respond

 Need for speed  Preempt negative information

 Lead  No surprises to key stakeholders

 Set Priorities  Monitor online/media conversation 

 Do what’s right

 Comms must be at the table

 First reports often wrong  

 Communicate, communicate, 
communicate



Phase 4: Recover

Conduct a mandatory retrospective

Correct any shortcomings

Consider publicizing any changes

Get ready for the next one!



Thank You



GO SAFELY 
MOVEMENT
Tim Weisberg, California 
Office of Traffic Safety



Communicating a 
Road Safety Crisis



The Why:
We are experiencing a road safety crisis!



"At a time when it is safer to fly across 

the country than it is to walk across 

town, we must all act to address the 

crisis on our nation’s roadways."

Pete Buttigieg,
U.S. Secretary of Transportation 



Go Safely Movement
Goals
1. Establish safety culture in California.

2. Gather information from public to inform 
highway planning efforts.

3. Make public aware of roadway safety 
crisis and become more engaged.

4. Community involvement through "Traffic 
Safety Champions."



PURPOSE

Dedicate Resources to 
Communities

Survey results will help OTS 
dedicate resources to 
communities greatly impacted by 
traffic safety concerns.

Determine Effective 
Strategies

Learn how the OTS can improve 
efforts and transform traffic safety 
culture to reduce fatalities and 
serious injuries.

Identify Trends to Prioritize 
Actions

Use data from survey results to 
identify trends, patterns and 
problem areas at a community 
level.



CALL TO ACTION 
COMMUNITY SURVEY



Components
• Dedicated web page: 

gosafelyca.org/thegosafelymovement/
• Resources and agency action to drive down 

traffic deaths and serious injuries.

• Online survey with live results 
dashboard.

• Statistical Survey among 1,000 
respondents.



top 3
biggest
traffic
safety 
issues

SPEEDING
Top ranked countermeasures: designing roads to reduce vehicle 
speeds; more high-visibility traffic enforcement; using vehicle 
technology to limit speeds and alert drivers when they are driving 
too fast.

DISTRACTED DRIVING
Top ranked countermeasures: using technology that makes text, 
email, and social media features inactive on a driver’s phone 
when the vehicle is moving; reducing the functionality of in-
vehicle touch screen displays when the vehicle is moving to 
discourage their use; more high-visibility traffic enforcement.

DRIVING UNDER THE INFLUENCE OF ALCOHOL
Top ranked countermeasures: increasing the availability of 
alternative transportation options including transit, taxis, and ride 
sharing services; more high-visibility traffic enforcement including 
DUI checkpoints and patrols in bar and restaurant districts; and 
strengthening criminal penalties for alcohol-impaired driving 
including revoking and suspending licenses.





Partner Toolkit
• Logos (English and Spanish)
• Social media graphics and captions
• Virtual backgrounds
• PSA video scripts
• Website banners



PARTNER COMMITMENTS

AND MANY MORE!



PARTNER
MESSAGES

• California State Transportation Agency
• California Department of Transportation
• California Transportation Commission
• Governors Highway Safety Association
• California Department of Industrial Relations
• California Alcoholic Beverage Control
• California High Speed Rail Authority



Next Steps: 
Drive Safety Culture

• Create Traffic Safety Champion 
(TSC) Program:

• Social Media Influencer
• Community Volunteer
• Community Advocate
• Community Organizer

• Establish TSC training program 
focusing on engagement and 
education to bolster local traffic 
safety efforts.

• Manage potential TSC projects 
in communities.

NATIONAL MOVEMENT

• Leverage opportunities 
with Governors Highway 
Safety Association to drive 
safety culture at a 
national level.
• GHSA Board Chair
• GHSA Annual Meetings

• Participate at local, state, 
and national community 
engagement events to 
promote Go Safely 
Movement.

TRAFFIC SAFETY CHAMPIONS (TSC) ...AND BEYOND

• Continue to foster and 
promote TSCs as 
ambassadors that drive 
safety culture in their 
communities.
• New future creative 

safety campaigns 
leveraging TSCs

• Establish grant objective 
that supports Go Safely 
Movement.

• Promote at OTS and 
partner events



Traffic Safety 
Champion Program

Goals
Connect with TSCs and map out actions they can take 
to establish a road safety culture in their community.

Develop a toolkit of resources and define roles to 
contribute to traffic safety.

Establish training program that focuses on education 
and engagement strategies to bolster local traffic 
safety efforts.

Manage potential “Traffic Safety Champion” projects 
in communities.

Provide resources and support for TSCs to be an 
extension of the OTS.



Thank You! 🏆🏆



Questions ?





Sexist Metro ad asks “Can’t we just talk about shoes?”

Lady Wants To Talk About 
Shoes, Not Bus Reliability, 
Implies Sexist Metro Ad

Me t ro  'sh oe s '  a d  
ca lle d  on e  o f t h e  
w ors t  o f t h e  ye a r



A WMATA spokesperson told DCist that “The 
point of the ad is to get people talking about 

Metro’s massive rebuilding effort by juxtaposing 
technical facts with a variety of light responses in 

conversations with friends.”
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