oy,
:
i
2
<0
17}
0
b4
2

@ @ @ ®
Crisis? What Crisis?
Don’t let an emergency become a disaster.
Follow these 10 steps to crisis planning sy aLian sriTneLL

WHEN THE POWER WENT OUT at 4:11 p.m. on
August 14, 2003, the folks at Ottawa-based
Magma Communications Ltd. didn’t panic. The
Internet service provider's diesel generators auto-
matically kicked in and, aside from routine sys-
tems checks, it was business as usual. After they
realized the situation could
become long-term, staff
were reallocated where need-
ed, calls were made see how
they could assist powerless
clients and an order was
placed to replenish the two-
day supply of generator fuel. -
“The blackout wasn’t a disas-
ter for us,” says Ron Ethier,
Magma’s vice-president of
technology. “It was more of
hands-on test of our emer-
gency plan. When the lights
went out, our biggest ques-
tion was: ‘How can we help
our customers?” When the
local power grid sparked

back to life 12 hours later,

Magma’s crisis response

plan proved it had been

up to the challenge. ‘

=

In recent months,

Thanks to careful planning, “the
blackout wasn’t a disaster for us,”
says Magma’s Ron Ethier

nications consultant. With a proper fan-out, no one
is responsible for contacting more than four or
five people; that is, the CEO calls five designated
people on the master contact list, they each call
five people, and so on until everyone on the mas-
ter list has been contacted and accounted for. This
way all the key players keep
in touch with each other.
KEEP IT SIMPLE: The
scope of your crisis
? management team(s)
depends on the size and
complexity of your business.
A 10-person machine shop
won't need a full-time crisis
manager, but it will need a
coordinator and a backup
person. Designate teams
and their responsibilities
before they're needed.
EVACUATION PLAN:
“Having an evacuation
plan is the first thing
I talk to my ' clients about,”
says Graeme Jannaway, a
Toronto-based crisis consult-
ant and president of the Disaster
Recovery Institute of Canada. “It
i indicates that you care about your
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SARS landed in Toronto,
forest fires raged in B.C. and the lights went out
across much of Ontario. After so many direct hits
and near misses, CEOs are realizing: “It could hap-
pen to me.” That's why you need to think about
potential threats to your business beforehand,
assess their likelihood and develop a disaster plan.
Here, PROFIT provides 10 steps to help your com-
pany survive the next crisis.
PAPER TRAILS: Create a hard-copy con-
© tact list of your employees, key clients
2 and suppliers. The list should have all
their contact phone numbers, home and e-mail
addresses and, most important, must be updated
every few weeks. “We recommend our clients carry
a hard copy of the key executive fan-out procedure
in their wallets or DayTimers,” says Jim Stanton,
an Ottawa-based crisis-management and commu-

www.profitguide.com

employees.” It could also save
their lives. Run regular drills, nominate floor/arca
wardens, and make sure everyone knows where to
gather after they leave the facility.
SUPPLY LINES: “There’s no excuse for
not having rudimentary supplies in the
workplace so you can live for a couple of
days,” says Toronto-based risk- and crisis-manage-
ment consultant Allan Bonner. These include a
regularly restocked first-aid kit, flashlights, water
and non-perishable food. You can also stock up on
toiletries such as toothbrushes to make your staff
more comfortable.
BACK UP: Many companies bought
generators in anticipation of Y2K.
Unfortunately, a lot of them have been
neglected since. Generators need maintenance
and regular testing under load to ensure theyll

How to bear
bad news

When disaster strikes,
apprising staff of the
situation is critical to
maintaining their
trust and composure.
Here are some crisis
communications tips
from Capstone
Communications in
Chico, Calif.:
» Identify a
spokesperson

» Be factual

» Tell all the bad
news at once

> Emphasnze the
positive

» Don't avoid
the media or
employeec

» Don't Iosc your
cool

»> Issue press
releases at the
same time as
employee
announcements
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