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FLAVORFUL, INC. COMPANY OVERVIEW 
 

This is a crisis communication plan for Flavorful, Inc.  This document details what 

actions to follow should an unexpected crisis occur, including media-interaction guidelines and 

press release templates, emergency contact information, crisis communication team designation, 

and a general chain of command to follow during the crisis.  This plan is meant to be used as a 

guide, and may not include the entirety of the actions needing to be taken once a crisis has 

occurred.  

Flavorful, Inc. is an international manufacturing and supply company, specializing in 

flavors, extracts and essences. Having over 50 years of experience in the flavor industry, 

Flavorful, Inc. prides itself on expertise and quality of its products in a range of different trades, 

including food, beverage, and dietary goods. 

Three core values of employees and operations at Flavorful Inc. are: passion about 

customers, the freedom to create, and teamwork. Having locations throughout the globe, 

including Brazil, Thailand, the United Kingdom and the United States, customer care, creative 

innovation and working together are crucial in ensuring a standard of high quality output at all 

company sites.  

Flavorful, Inc.’s US headquarters, located in Northern Illinois, is composed of about 800 

employees.  Details in this document are specific to the company’s headquarters, but can be 

altered for use at other locations.  For more details pertaining to a specific location, please  

contact Flavorful Inc.’s Director of Communications.  
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SUMMARY OF POSSIBLE THREATS 
 

 As a flavor manufacturing and supply company, Flavorful, Inc. faces various threats to 

the organization’s day to day activities. Some of these potential threats are: 

• Food and agricultural incidents: As a food product manufacturer, Flavorful has the 

responsibility to maintain a standard of food safety and sanitation protocols to help 

prevent the outbreak and/or spread of any foodborne illnesses.  

• Chemical emergencies: Managing and producing various chemicals alludes to the 

possible threat of a chemical emergency, including but not limited to chemical spill/run 

off and to the general health and safety of all employees who deal with chemicals 

directly.  

• Explosions: The use of flammable liquids, combustible powders and other hazardous 

products on a regular basis bring the threat of explosions happening within the building in 

the event of a fire outbreak. 

• Oil and hazardous material incident: Chemical spills (as previously noted), water 

contamination, waste and other transportation accidents threaten Flavorful, Inc.  

• Natural disasters and severe weather: Flavorful, Inc.’s location in the Midwest makes 

it susceptible to various possible natural disasters and severe weather, including but not 

limited to flooding, tornados, wildfires, severe seasonal weather.  

The listed types of hazards are categorized based on Tables 1-1 Specific Hazards under CDC 

Emergency Preparedness and Response in Chapter 1 of the CDC: Crisis & Emergency 

Communication handbook—see full table below (p. 17-18).  

While Flavorful Inc. is likely susceptible to additional threats, those listed above are threats 

made obvious by the company’s day-to-day activities, which primarily include the 
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manufacturing and shipping of hazardous and nonhazardous material (flavors, extracts, essences) 

used in food products.  The above incidents listed could lead to a variety of public health, safety 

and environmental issues that could range from a local to a global scale, effecting both internal 

and external stakeholders.  
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CRISIS COMMUNICATIONS TEAM (CCT) 
 

 

Joint Information Center: Flavorful Inc.’s headquarters (Wauconda, IL) conference room will 

be used as the meeting location, as the room is well equipped, private and secure. Any meetings 

previously booked in this room will be relocated to another room in the building.  All members 

of the CCT are required to bring their work laptop to the meeting; computers/tablets will be 

provided for those without a work-provided computer to ensure productivity. Please silence 

personal phones, and bring work-related phones to the meeting. Additional telephones located in 

the room can be used for conference calls and a projector and screen is available as needed. If 

Spokesperson
(CEO)

Name:
Phone:

Internal 
Communciation

Communications 
Director

Name:
Phone:

Human Resources 
Director

Name:
Phone:

External 
Communication

Marketing Manager
Name:
Phone:

Customer Service 
Manager

Name:
Phone:

Operations

Technical Director
Name:
Phone

Quality Assurance 
Director

Name:
Phone:

Production Manager
Name:
Phone:

Team Liaison
(Executive Assitant)

Name:
Phone:

Safety Officer
(EHS Specialist)

Name:
Phone:
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any CCT members are accessing the meeting from a remote location, the computer software 

TeamViewer is available to use for video conferencing for complete involvement from all CCT 

members. 

Spokesperson: CEO.  Already the face of the company, and trained for media relations, the CEO 

will continue as figurehead of the crisis communication team.  Having the CEO directly dealing 

with the crisis signifies an understand of the importance of the situation and shows upper 

management involvement. For those who have a previous relationship with Flavorful, Inc.’s 

CEO, continuing to use this person as the face of the situation will help maintain trust and 

credibility in communication efforts.  

Additional CCT members: 

• Environmental Health and Safety Specialist: Acting as the liaison for governmental 

health and safety agencies, the EHS Specialist is a key member of the team to keep 

outside organizations aware of the crisis, and how it will potentially impact the 

environment and those inhabiting it, and ways in which to protect the environment from 

further damage. 

• Team Liaison:  The Executive Assistant to the CEO will act as the CCT liaison, helping 

to make sure all parts of the team are operating as planned, and working to 

communication any changes or new occurrences happening during the crisis.  Having the 

role of the Executive Assistant already, this person is expected to be well organized and 

trusted with information pertaining to the crisis.  

• Internal Communication Sector:  Those listed as a member of the internal 

communications team will be working toward maintaining communication efforts 

internally, specifically focusing on current employees, and any additional contact being 
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made from outside sources to the company (i.e., filtering/monitoring emails and phone 

calls from external sources).  This group will be working closely with those categorized 

under the external communication sector. 

• External Communication Sector: Team members listed under the External 

Communication Sector will focus communication efforts on maintaining relationships 

with external stakeholders.  The Marketing Manager will focus on creating messages and 

any media needing to be displayed publicly, such as on the company website and social 

media accounts.  The Customer Service Manager will focus efforts on communicating 

with and ensuring customers, vendors, and other affected parties that the situation is 

being handled appropriately.   

• Operations Sector: The operations sector is composed of other department heads, 

focusing on the technical aspect of the crisis and how it will affect the work-day of their 

employees. CCT members falling under this category are knowledgeable in the day to 

day operations of the company, as well as the technicalities that may be surrounding the 

incident.  

Team design was based on relevance and skills necessary to maintain control over a crisis.  

The above flow chart can be used to determine to whom each role should be reporting to.  It can 

also be used as a call-tree, used to inform all members of the CCT when a meeting is necessary. 

Addition members should be added on an as-needed basis, so the team remains manageable. 
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STAKEHOLDERS 
 

It is a goal of this CCP to include guidelines for all stakeholder interaction during a crisis, as 

it is important to maintain communication with both parties to preserve the existing relationship. 

The stakeholders for Flavorful Inc. are categorized by internal or external labeling.  Internal 

stakeholders are the those within the company who are considered to have a personal stake in the 

activities at Flavorful Inc, and are likely to be directly affected by the crisis.  

LIST OF INTERNAL STAKEHOLDERS 

- All levels of employees: Keeping employees informed will help eliminate the chance of 

incorrect information from leaking, and will help maintain trust amongst employees. 

- Investors: Those with a financial stake in the company need to be kept informed to 

minimize panic.  An open communication helps maintain trust.  

- Shareholders: Like investors, shareholders need to be informed of the happenings of their 

investment.  Ensuring matters are being handled properly will help reduce confusion and 

maintain reliability and credibility.  

External stakeholders are those outside of the company who also have an interest in the activities 

at Flavorful Inc, and are likely to be indirectly affected by the crisis.   

LIST OF EXTERNAL STAKEHOLDERS: 

- Customers: Customers have a financial stake in the company, causing the potential to be 

directly affected by a crisis.  Keeping customers informed will help to reciprocate loyalty 

and support by expressing honesty and thus loyalty to them.  
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- Suppliers and Creditors: Updating suppliers and creditors in times of crisis helps 

maintain long-term relationships by establishing an open flow of communication and 

signifying their importance to and appreciation from the company. 

- Media: Acting as a gateway to public opinion, it is important to maintain contact with 

media officials during times of crisis.  This aids in preventing the spread of inaccurate 

information, and helps reach members of the public potentially inaccessible by normal 

means of company communication (i.e. social media, website, email, etc.) 

- Local & Federal governments, organizations, and agencies: Providing information to 

these stakeholders ensures all potentially impacted and/or required parties are involved 

with the situation from the start.  Failure to inform these types of organization could lead 

to legal repercussions. 

- Local populations: Providing information and recommended actions to local populations 

could help ease the consequences of the crisis by ensuring safety protocols and facts were 

provided and understood.  Not informing local populations in an accessible manner helps 

prevent any avoidable incidences arising from the initial crisis.  

Each stakeholder listed has the potential to be effected by the events of a crisis (CDC 213).  

Providing accurate facts in a timely manner to stakeholders allows the crisis communication 

team to maintain control over the situation (CDC 120). Doing so eliminates time for confusion, 

frustration, and rumors to emerge among those interested in the company’s activities, and 

decreases the possibility of incorrect information being spread. As such, keeping accurate contact 

information is a crucial step in preparing for a crisis and will help ensure communication efforts 

go smoothly.  
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MESSAGE STRATEGY 
 

I. Before beginning communication processes, ensure the emergency is under control. It is 

the goal of crisis communication strategies to generate accurate statements in a timely 

manner, with minimal backtracking as first impressions are lasting (CDC 53).  

Containing the crisis before making statements will allow time for facts to settle, and 

prevent the potential spread of false information. 

II. Contact those directly affected by the crisis. Showing empathy, respect, and commitment 

to a remedy are important when communicating with victims and other involved. Doing 

so shows good intention to the stakeholders, which is crucial in building trust and 

credibility (CDC 55).  

III. Contact employees.  Inform employees how they can expect their normal day to be 

effected by the crisis event at Flavorful Inc.  Maintaining an open communication with 

employees will help in preventing false information and confusion to spread, minimizing 

the need do search elsewhere for information. Open communication with honest 

information leads to trust (CDC 56). 

IV. Update social media.  Website and social media updates should take place once the facts 

are gathered, with the goal of being one of the first sources of information regarding the 

crisis (CDC 57).  The internet provides a platform in which information is instantaneous; 

knowing how to use it properly as a tool to improve community relations is essential in 

dealing with a crisis. 

V. Contact other necessary stakeholders who have yet to be contacted. As with company 

employees, keeping an open communication flow with all stakeholders will be helpful in 

monitoring and receiving feedback regarding the crisis event.  It also acts as a way to 
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ensure all potentially affected parties have be contacted and made known of the situation 

if unaware. 

 

Use the following outline when drafting messages during a crisis to help ensure message clarity 

and direction. 

1. Express empathy 

2. List facts (who, what, where, when, how, why) 

3. List any missing information 

4. Explain current plan to fill information gap 

5. State commitment to resolution  

 

Sample Press Release: 

Today at ___time___, __incident__ occurred at __location__.  The incident is under 

investigation, and more information will be shared as it becomes available. 

Additional information to include if known at the time: time of next press release, number of 

casualties or injuries at current time, involved parties, etc.  When facts are known, the generation 

of a facts sheets or safety information will be helpful in maintaining credibility and support.  

Sharing information and expressing concern for the public, employees, and other affected parties 

will help secure loyalty and trust amongst customers and staff members (Clawson-Freeo).   
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SOCIAL MEDIA PLANNING 
 

From the onset of a crisis, social media should be used as a communication tool for 

generating content meant to enhance access to and the speed of sharing critical information.  

Social media can be used to accomplish the following: 

1. Informing the public:  

a. the immediate nature of social media allows for quick bursts of information to be 

shared publicly, often to a large audience (CDC, 193). 

2. To help the public understand recommended actions 

a. Various mediums can be shared on most social media sites to increase 

understanding of situation and the actions being recommended.  Infographics, fact 

sheets, and links to outside sources are helpful in generating understanding (CDC, 

194).  

3. Gain acceptance for public activities during response and recovery 

a. Actively using and monitoring social media accounts provides an opportunity to 

dispel any inaccurate information that may arise.  It provides an additional outlet 

for the crisis team to answer questions deriving from external stakeholders, 

regardless of their proximity to the situation.  (CDC, 184).  
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Using Social Media 

Levels of engagement: 

Level 1: Monitor Social media accounts should be monitored 
before, during, and after the crisis.  Doing so 
beforehand allows monitors to gain 
familiarity and an understanding of the 
platform, and help to guide and influence the 
decision-making process.  
 

Level 2: Command 
 

This level includes one-way communication 
with the public via company social media 
accounts.  The purpose of this level is to 
provide timely information in a public 
manner; conversing with the public about the 
information is not included in this level.  
 

Level 3: Coordinate The coordinating level surfaces when 1- or 2-
way conversations between the company and 
the public are started.  This includes the 
clarification of misinformation and the 
learning of public opinion on the matter, 
working toward a shared understanding of the 
situation. 
 

Level 4: Cooperate This level involves more 2-way conversations 
between the emergency team and individual 
members of the public. The sharing of 
resources and engaging in conversations with 
the public help to shape participant’s 
expectations and understanding of the actions 
being recommended. 

Level 5: Collaborate The collaborative level of social media 
management is defined by a shared 
understanding of the situation being reached, 
involving continuing conversations and 
working toward the same end-goal: crisis 
recovery. 
 

 

Note: The provided outline of the levels of social media use is based off FEMA’s Matrix of 

Social Media use in Emergency Management (US Department of Homeland Security, n.d.). 



CRISIS COMMUNICATION PLAN 15 
 

Social Media Platforms & Planned Uses: 

1. Twitter 
a. Limited characters mean short bursts of information sharing.  Using hashtags, 

infographics and sharing shortened URLs is ideal for this social media platform.  

Because of the speed and length of these posts, and the growing popularity of the 

platform, Twitter may be an ideal platform to monitor for feedback and to gauge 

public opinion on the matter.  

2. Facebook 
a. Because posts are not limited in length, this platform is ideal for sharing of longer 

informative messages.  Facebook can also act as a hub to share information posted 

on other platforms, like Twitter, to cycle the same information to potentially 

different audiences, with the opportunity to elaborate on the limited-character 

messages.  Hashtags, infographics and the sharing of outside links is also 

encouraged with this platform. Because of the lack of limitations with this 

platform, Facebook provides an excellent opportunity to engage with participants, 

helping to gain a shared understanding of the situation. 

3. LinkedIn 
a. As a more working professional-based social media platform, LinkedIn offers an 

opportunity for the company to engage potential stakeholders, as many are likely 

connected to the company via this platform. Providing links to messages posted 

from the actual company website (not just re-sharing from social media accounts), 

provides the potential for credibility and professionalism to be established among 

followers, who may include current and potential customers, employees, and 

other industry-professionals. Because of it’s professional-nature, LinkedIn may 
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Regional news: 
Contact name:    
Phone:  
Fax: 
Email: 

 
Relevant community page administrators: 

Contact name:    
Phone:   

 Fax:  
Email: 

 

provide an additional opportunity to engage with stakeholders by utilizing the 

comment section of posts.  

MEDIA CONTACT INFORMATION 
 
Local government: 

Contact name:    
Phone:   

 Fax:  
Email: 
 

Local news: 
Contact name:    
Phone:   

 Fax:  
Email: 
 

Local newspaper: 
Contact name:    
Phone:   

 Fax:  
Email: 

 

 Contacting the local government’s PR officer and local media outlets when facts are first 

verified will ensure control over the crisis. As social media plays an important role in the 

everyday lives of the public, having information for other local community leaders is helpful in 

minimizing public panic. Keeping updated contact information, including name and organization 

role, phone and fax numbers and email addresses, is crucial to this process.  Though information 

may be kept in a database, having a hard copy of the information as a backup is helpful in 

instances of emergency and possible technological failure (CDC 102). 

 Maintaining updated contact lists and crisis plans is crucial to the communication 

process.  As the situation moves toward the post-crisis stage, updating information and the 

making amends to the plan is the final step of the CCP. All amendments should be approved and 
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signed by proper authorities (i.e. CEO, Director of Communications, and the EHS Supervisor). 

See the end of the document for the CCP Amendment Approval Form.  
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