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BUILDING YOUR PRACTICE

If a reputation-threatening lawsuit were 
to rear its ugly head, would your compa-
ny be prepared for the outcomes outside 
the courtroom? Chances are, the answer 
is no.

In a recent survey by Greentarget, two-
thirds of senior legal officers of major 
corporations said they hadn’t identified 
a crisis-communications plan and had 
outdated litigation communications in 
place. As a result, many admitted that 
their communications were “overly con-
servative” because they feared negative 
press coverage.

The long-term reputation damage from 
a high profile lawsuit can be significant. 
And those who don’t take aggressive con-

blitz. Sometimes the response is no 
more than acknowledging your dis-
appointment at a negative decision. 
Sometimes—should a decision ques-
tion the quality of a product or the pro-
fessionalism of management—more 
aggressive communications are called 
for.

• The Process: Know ahead of time 
what triggers signal the need for a cri-
sis response and how you’ll mobilize 
your resources. What are the triggers 
that say it’s time to go into action? 
Who’s contacted first? How does the 
word spread to the team? Where do 
they go? Knowing the answers to all of 
these before you need them helps you 
launch into action quicker and with 
more confidence.

Reputations, once damaged, are not 
easily or quickly repaired. Reputation 
managers haul out two very shocking 
numbers to bolster that: 1) Companies 
that go through highly publicized crises 
can lose more than 30 percent of share 
value and 2) 40 percent of companies hit 
by crisis go out of business within five 
years. If those numbers don’t spur you 
into action, nothing will. Give your clients 
the ability to walk away from a highly-
publicized law suit with their dignity and 
reputation intact. Arm them with a crisis 
response that sets the stage to move on 
after the courtroom goes dark. CL

trol of their company’s reputations can 
expect someone else to do it for them. 
That person could be a reporter for an 
industry magazine or a daily paper. Or 
a blogger with an axe to grind. Or any-
one with a cell phone and a social media 
presence.

So what can you do? Create a Crisis Com-
munication Plan of Work in advance of 
the suit and have it ready as the cases 
moves along. That plan should include:

• The Team: Have your subject matter 
experts and key executives lined up 
ahead of time and ready for action. 
Have all their contact information in 
one place. Team members should only 
be included if they can either support 
or make decisions. They could include: 
relevant C-Suite executives; in-house 
counsel, PR counsel, investor relations 
professional, webmaster, HR represen-
tatives, the head of the organization’s 
social engagement team, security, a 
trustworthy administrative support 
person; a technology/product expert, 
the “voice of the field,” and a board 
representative, among others.

• The Scenarios: List out every scenar-
io and put a value on just how damag-
ing it could be to the company’s repu-
tation. It will help you decide on how 
aggressively you’ll need to act when 
mobilizing your communications. Not 
all outcomes warrant an all-out media 
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