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The views and opinions presented in this educational program and any accompanying handout material are 
those of the speakers, and do not necessarily represent the views or opinions of NADA. The speakers are not 
NADA representatives, and their presence on the program is not a NADA endorsement or sponsorship of the 
speaker or the speaker’s company, product, or services. 

Nothing that is presented during this educational program is intended as legal advice, and this program may not 
address all federal, state, or local regulatory or other legal issues raised by the subject matter it addresses. The 
purpose of the program is to help dealers improve the effectiveness of their business practices. The information 
presented is also not intended to urge or suggest that dealers adopt any specific practices or policies for their 
dealerships, nor is it intended to encourage concerted action among competitors or any other action on the part 
of dealers that would in any manner fix or stabilize the price or any element of the price of any good or service. 
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How An Issue Can Becomes A Crisis 

 
• Not escalated to correct person 

• Not handled to customers preference 

• Not responded to in timely fashion 

• Outside media 

• General public 
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Common Dealer Mistakes 

 
• React in the moment 

• Go from the gut 

• No consultation 

• Try to justify first, rectify second 

• Don’t think big picture 
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PR Crisis Plan (Pre-Crisis) 

 
• Identify your team  

• Establish a notification system 

• Pick your battles 

• Brainstorm possible scenarios 

• Role play  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The 5 W’s of Crisis Management PR 

 
• Who Will Talk 

• What Will They Say 

• When Will They Communicate 

• Why They Would Speak 

• Where Will They Communicate  



 7 

 
8 Step Crisis Plan 

 

• Take a deep breath 

• Investigate and get the facts 

• Designate a spokesperson 

• Deploy a “holding statement” 

• Decide on message & position 

• Identify key audiences 

• Determine message platform 

• Get the word out, monitor, and react 


