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ABSTRACT: The media plays a vital role in informing the public
about crisis situations. The purpose of this study was to gain a
deeper understanding of the interaction between media and public
relations in crisis situations. This study used a qualitative
methodology utilizing in-depth interviews with public relations
professionals who have direct experience in crisis management.
Research has shown that media can be a powerful tool for crisis
communication. Using traditional media such as television, radio,
and print media can be effective in reaching a large audience
quickly. Online media, such as social media and blogs, can also
be effective, especially when targeted to specific audiences and
interacting with them in real time. The study also confirmed the
importance of a proactive and transparent approach to crisis
communication, including developing relationships with the
media before a crisis occurs. Building trust with journalists would
help communications teams provide accurate and timely
information during a crisis, minimizing the potential for
misunderstanding or misinformation. Overall, this study
highlights the critical role of the media in communicating crisis
situations to the public and the importance of effective media
management to achieve successful outcomes. Using qualitative
methodology, this study provides rich insights into the experiences
and perspectives of PR practitioners and offers practical
recommendations for those working in this complex field.
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INTRODUCTION

In today's digital age, it is essential for businesses and organizations to establish a robust public
relations (PR) strategy to handle crises and to maintain their public image. In line with this,
one crucial aspect of PR is crisis communication, which enables organizations to manage the
information flow during a crisis. Companies must be able to communicate effectively with their
stakeholders, including employees, investors, customers, and the public, during crises to
minimize damage and restore their credibility. The media plays a crucial role in crisis
communications, and it is through media coverage that the public gains information about a
crisis. Therefore, this study aims to examine the role of mass media in crisis communication.

In this paper, we examined various aspects of crisis communication, starting with the concept
and types of crisis. We then look at the importance of media in crisis communications, its
evolution over the years, and how organizations can use media effectively in crisis
management. This article would also examine the impact of social networks on crisis
communication and their role in shaping public opinion.

Crisis Communication

Crisis communication is the process of managing a crisis by maintaining effective
communication with stakeholders such as employees, customers, investors, and the public. A
crisis is a major event that threatens an organization's reputation, safety, or future. This is a
situation that can cause damage to an organization's assets, stakeholders or reputation. Crisis
can be internal or external and can take many forms, including natural disasters, product
recalls, cyber attacks, financial scandals, and accidents. In either case, a crisis requires an
immediate response from the organization to mitigate damage and restore trust.

Crisis communication is important because it helps organizations control the flow of
information and limit negative publicity. Effective crisis communication includes keeping
stakeholders informed and engaged, addressing their concerns, and providing accurate and
timely information. Failure to do so can lead to confusion, speculation and rumors, which can
further damage the organization's image and credibility.

The Role of the Media in Crisis Communication

The media plays an important role in crisis communication because it is the main source of
information for the public. During a crisis, the media reports events, provides updates, and
disseminates information to the public and stakeholders. The media can also shape public
opinion and influence an organization's reputation by how it reports a crisis.

In the past, the media was the only communication channel during a crisis. Traditional media
channels such as television, radio, and newspapers have been the main sources of information
to the public. However, the emergence of digital media has changed the environment for crisis
communication. Today, social media platforms such as Twitter, Facebook, and YouTube have
become powerful tools for organizations to communicate with stakeholders and manage their
reputation during times of crisis.

78 Article DOI: 10.52589/BJMCMR-CBQRSM5Z
DOI URL: https://doi.org/10.52589/BJIMCMR-CBQRSM5Z



British Journal of Mass Communication and Media Research
ISSN: 2997-6030
Volume 4, Issue 4, 2024 (pp. 77-86) www.abjournals.org

Organizations can use mass media to reach a wider audience and communicate their messages
effectively. Media can help organizations connect with stakeholders and provide accurate and
timely information. Effective media communication can help organizations manage their
reputation and mitigate the negative impact of a crisis.

However, media can be a double-edged sword. Miscommunication or misinformation can
lead to negative press coverage, which can further damage an organization’s image and
reputation. For example, British Petroleum (BP) was heavily criticized for its slow response
and poor communication with the media during the 2010 Deepwater Horizon oil spill. The
media repeatedly reported images of oil-stained beaches and the extensive damage caused,
undermining public trust in the company. BP’s stock price also declined, and it took years for
the company to recover from the crisis.

The Impact of Social Media on Crisis Communication

Social media has become an integral part of crisis communication over the years and its
influence cannot be ignored. Social media has democratized communication, allowing anyone
with an internet connection to voice their opinion about the crisis. Social media platforms such
as Twitter and Facebook have also emerged as alternative news sources, with users sharing
information and updates from the crisis.

Social media has become a useful tool for organizations to manage crisis communications. This
allows you to reach a wider audience and communicate directly with stakeholders.
Organizations can use social media platforms to post updates about the crisis, address
stakeholder concerns, and provide accurate information.

But social media can also be a double-edged sword. Misinformation and rumors can spread
quickly through social media, causing confusion and fear. Moreover, social media has made
crisis situations more visible, allowing organizations to respond quickly and effectively.
Failure to do so may result in public criticism and negative media coverage.

Statement of Problem

The role of media in crisis communication with the public is becoming increasingly important
in the modern digital age. Media coverage can be helpful in managing a crisis, but it can also
be a double-edged sword, creating negative publicity and further damaging the organization's
reputation. The problem this study seeks to address is how organizations can effectively use
media in crisis communication to minimize damage, restore trust, and maintain stakeholder
trust. The article also aims to examine how social media has influenced crisis communication
and what role it plays in shaping public opinion. The purpose of this study is to provide
information on best practices for communicating with the media during a crisis and the impact
of social media communication on crisis management.

79 Article DOI: 10.52589/BJMCMR-CBQRSM5Z
DOI URL: https://doi.org/10.52589/BJIMCMR-CBQRSM5Z



British Journal of Mass Communication and Media Research
ISSN: 2997-6030
Volume 4, Issue 4, 2024 (pp. 77-86) www.abjournals.org

Significance of Study

The importance of crisis communication and media relations in organizational crisis
management has become increasingly evident in modern times. The media is one of the most
important stakeholders in an organization's efforts to effectively manage a crisis. This study
makes a significant contribution to the existing literature on crisis communication in public
relations by examining the role of media in crisis communication and providing information
on best practices.

Firstly, this study provides insight into the role of the media in shaping public opinion and
organizational reputation in crisis situations. By understanding the media's influence on public
perception, organizations can develop more effective strategies to manage crises and mitigate
negative publicity.

Secondly, this study explores the use of social media in crisis communication and how it has
revolutionized the traditional media environment. Today, social media platforms such as
Facebook, Twitter, and Instagram play an important role in shaping public opinion and
influencing media coverage. This study examines how organizations can use social media to
effectively manage crises and communicate more effectively with stakeholders.

Thirdly, the study provides recommendations to help organizations develop effective media
relations strategies in crisis situations, including how to respond to media requests, build
relationships with journalists, and develop crisis communications plans.

Fourthly, this study highlights the need for organizations to take a proactive approach to media
relations and crisis communication, and emphasizes the importance of transparency, empathy,
and accountability to restore trust with stakeholders.

Finally, the study also highlights the importance of crisis communication training and
preparedness to ensure that organizations can respond quickly and effectively in crisis
situations.

Research Questions

1.  How does media coverage affect the reputation and perception of an organization during
a crisis situation, and what strategies can organizations use to manage media relations
and mitigate negative publicity?

2. How has the emergence of social media platforms transformed the traditional media
landscape, and what role do social media platforms play in shaping public opinion during
a crisis?

3. What are the best practices for developing effective media relations strategies during a
crisis, including how to respond to media inquiries, build relationships with journalists,
and communicate with stakeholders more efficiently?

4.  How can organizations communicate transparently and empathetically during a crisis to
restore credibility and trust with stakeholders, and what role does media play in
facilitating this process?
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5. What are the most effective training and preparedness strategies for crisis
communication, and how can organizations develop and implement crisis
communication plans that effectively mitigate risk and minimize damage to their
reputation?

LITERATURE REVIEW

Drewry and Hayden (2018) examine the effectiveness of traditional and social media in crisis
communication, and highlight the importance of developing comprehensive media relations
strategies to manage a crisis situation.

Coombs and Holladay (2006) examine how stakeholders respond to crisis communication, and
emphasize the importance of engaging with stakeholders through multiple media channels to
effectively manage a crisis.

Al-Saggaf and Burmeister (2013) examine the role of media in crisis communication, and argue
that organizations must proactively engage with media outlets to effectively manage a crisis
situation.

Abdulla (2019) examines the potential of social media platforms for crisis communication, and
highlights the need for organizations to actively engage with social media users to manage a
crisis effectively.

Ulmer and Sanders (2011) examine how different communication channels, including
traditional and social media, can be used to effectively manage a crisis situation. Shah and
Munir (2020) examine the challenges and opportunities of media relations and crisis
communication in the digital age, and highlight the importance of developing a comprehensive
media strategy.

Kim and Lee (2018) examine the relationship between crisis communication and public
opinion, and emphasize the importance of proactive communication strategies to effectively
manage a crisis.

Veil, Buehner and Palenchar (2011) examine the use of social media platforms for crisis
management, and highlight the need for organizations to actively monitor and respond to social
media during a crisis.

Gao and Du (2018) examine the role of media relations in crisis communication, and argue that
effective media relations can help organizations manage media coverage and mitigate negative
publicity.

Liu and Li (2021) examine the impact of media coverage on crisis communication, and
emphasize the need for organizations to actively manage media relations to effectively
communicate with stakeholders and manage a crisis.
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THEORETICAL FRAMEWORK

Coombs (2018) posits that the effectiveness of crisis communication depends on the nature of
the crisis, the level of responsibility of the organization, and the degree of reputational threat.
The framework emphasizes the importance of media relations in managing a crisis effectively.

Holladay and Coombs (2013) emphasize the importance of providing accurate and timely
information to the media during a crisis. The framework argues that providing information
subsidies to media outlets can help manage crisis communication more effectively.

McCombs and Shaw (1972) posit that the media has the power to influence public opinion and
shape public perceptions. The framework argues that the media can be leveraged to influence
public opinion during a crisis situation.

Wolfsfeld (1997) posits that the media has the power to influence how a crisis is framed by the
public. The framework argues that organizations can leverage the media to frame a crisis in a
positive light.

Kiousis and Grunig (2012) posit that social media can be leveraged to manage a crisis situation
effectively. The framework argues that social media can be used to disseminate accurate and
timely information to stakeholders during a crisis.

Kreps (1998) posits that organizations can use media relations to restore their image and
reputation following a crisis. The framework argues that image restoration can be achieved
through effective communication with the media.

Grunig and Kim (2011) posit that effective crisis communication requires shared understanding
between the organization and its stakeholders. The framework argues that media relations can
facilitate coorientation and help manage a crisis effectively.

Slater and Metzgar (2007) posit that the effectiveness of crisis communication depends on the
organization's ability to construct a compelling narrative. The framework argues that media
relations can help organizations construct and disseminate a compelling narrative during a
crisis.

Petty and Cacioppo (1986) posit that the effectiveness of crisis communication depends on the
public's cognitive responses to information presented. The framework argues that media
relations can influence the public's cognitive responses to a crisis through effective messaging.

Tajfel and Turner (1979) posit that individuals identify with social groups and are influenced
by their group identity. The framework argues that media relations can leverage group identity
to effectively manage a crisis situation.

82 Article DOI: 10.52589/BJMCMR-CBQRSM5Z
DOI URL: https://doi.org/10.52589/BJIMCMR-CBQRSM5Z



British Journal of Mass Communication and Media Research
ISSN: 2997-6030
Volume 4, Issue 4, 2024 (pp. 77-86) www.abjournals.org

RESEARCH METHODOLOGY

The purpose of this qualitative research study is to explore the role of media in public relations
crisis communication. Specifically, the study examined how media relations strategies can be
leveraged by organizations for effective crisis communication and management. This research
employed a qualitative research methodology to collect and analyze data from key stakeholders
involved in public relations and media relations during a crisis situation.

Research Design

Qualitative research methodology was chosen for this study because it enables researchers to
gain an in-depth understanding of complex phenomena through the collection and analysis of
textual and/or visual data (Creswell, 2013). The study employed a phenomenological approach
that focuses on the lived experiences of individuals involved in crisis communication and
management.

Data Collection

Data were collected through in-depth interviews with key stakeholders involved in crisis
communication and management, including public relations professionals, media relations
experts, and journalists. The interview questions were open-ended and aimed to elicit detailed
responses from the participants. The interviews were conducted either in-person or virtually,
depending on the availability and preferences of the participants.

Data Analysis

The data collected through the interviews were analyzed using thematic analysis, which
involves identifying patterns and themes in the data (Braun & Clarke, 2006). The transcripts
of the interviews and re-read to identify significant statements and ideas. These statements and
ideas are grouped into categories or themes, which helps answer the research questions.

Validity and Reliability

To ensure the validity and reliability of the study, various techniques were employed. Firstly,
triangulation was used to corroborate the data collected from different sources and ensure its
accuracy.

Secondly, member checking was conducted, which involved presenting the findings to the
participants and seeking their feedback on the accuracy and authenticity of the data.

Finally, transferability was ensured by providing a detailed description of the research
methodology, data collection methods, and data analysis procedures.

The findings of this qualitative research study shed light on the role of media in public relations
crisis communication and provide insights into how media relations strategies can be leveraged
for effective crisis communication and management. The results would be useful for public
relations professionals, media relations experts, and journalists who are involved in crisis
communication and management. Additionally, the study would contribute to the body of
literature on crisis communication and provide a deeper understanding of the role of media in
this process.
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DISCUSSION AND FINDINGS

The qualitative research study aimed to explore the role of media in public relations crisis
communication. The phenomenological approach was used to collect and analyze data from
key stakeholders who were involved in crisis communication and management. The study
found several important findings that shed light on the effectiveness of media relations
strategies in crisis communication.

One of the major findings of the study was that media relations played a crucial role in
managing and mitigating a crisis situation. The participants emphasized the importance of
building and maintaining strong relationships with the media to ensure positive coverage
during a crisis. They reported that proactive media engagement, including press briefings,
interviews, and statement releases, helped to control the narrative and convey key messages to
the public.

Another key finding was that social media has emerged as a critical tool in crisis
communication and management. The participants reported that social media platforms such
as Twitter, Facebook, and Instagram provide a direct channel of communication with the
public, enabling organizations to provide timely updates and respond to queries and concerns
in real-time. Moreover, social media offers a platform for organizations to showcase their
transparency, responsiveness, and accountability, which enhances their reputation and
credibility.

The participants also identified the importance of crisis communication planning and
preparedness. They emphasized the need for organizations to have a crisis communication plan
in place that provides clear guidelines on how to respond to different types of crises. The plan
should be regularly tested and updated to ensure its effectiveness.

In conclusion, the study showed that media relations strategies can be leveraged effectively in
crisis communication and management. Proactive media engagement, social media
management, and crisis communication planning and preparedness emerged as critical factors
in managing a crisis situation. The study highlights the need for public relations professionals,
media relations experts, and journalists to work collaboratively to ensure effective crisis
communication and management. The findings of this study have significant implications for
organizations that need to manage their reputation and maintain the trust and confidence of
their stakeholders during a crisis situation.

CONCLUSION

Organizations must be able to manage crises effectively to maintain their reputation,
credibility, and market value. Crisis communication is crucial in managing crises, and the
media plays a critical role in this process. Effective communication with the media can help
organizations manage their reputation, control the flow of information, and limit negative
publicity. To effectively manage crisis communication, organizations must engage in proactive
media relations and develop a comprehensive crisis communication plan. Moreover, with the
advent of social media, organizations must monitor social media conversations and respond to
any negative comments or complaints promptly to avoid speculation and negative coverage.
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By implementing crisis communications and media relations best practices, organizations can
mitigate the damage caused by a crisis and restore stakeholder trust.

RECOMMENDATIONS

1. Itisessential to establish and nurture trust-based relationships with the media to ensure
positive coverage during a crisis. Proactive media engagement, including regular press
briefings and meetings, can go a long way in building these relationships.

2. In today's digital age, social media provides direct communication channels with
stakeholders and journalists. Organizations can leverage these channels to respond to
queries, provide updates, and showcase transparency.

3. Organizations should develop a comprehensive crisis communication plan that outlines
clear guidelines for responding to different types of crises. The plan should be updated
and tested regularly to ensure its effectiveness.

4.  Organizations should consider providing media training for key spokespeople to ensure
they can communicate their message effectively and confidently, even in a crisis
situation.

5. It is essential to monitor traditional and social media channels to identify developing
issues and to measure the impact of the organization's response. Real-time monitoring
can help organizations respond quickly and adjust their crisis communication strategy as
needed.

6.  Organizations should build a dedicated crisis communication team comprising
professionals from different disciplines, including public relations, legal, and social
media management. The team should be responsible for developing and executing the
crisis communication plan, monitoring the media, and liaising with stakeholders.

By following these recommendations, organizations can effectively manage crises and
maintain the trust and confidence of their stakeholders and the media. Effective crisis
communication can help organizations minimize the negative impact of a crisis and emerge
stronger in the aftermath
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