
We all have a television broadcast 
and production studio in our pocket. 

Think about that for a second…
Individuals today have the potential to
create and broadcast content of a
higher quality and reach a larger
audience than multimillion dollar
television studios could have done just a
couple decades ago. 

As ships get access to the internet at
sea, we are increasingly seeing
unwitting and unprepared crews
creating international media storms. A
picture of a damaged vessel. A video of
an unfolding incident. Speculation
about cause. This content can find its
way around the world almost instantly.
In a recent case, video of a ship collision
recorded on a crew member’s camera
phone was trending on youtube and
finding its way into the mainstream
media before the owners even knew
that a collision had occurred. Imagine
watching the news to learn if your vessel
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has been involved in an incident. 
Recognising the problems that can be unintentionally

created by crews online, some companies have reacted by
banning social media, confiscating phones in a crisis, or
otherwise restricting internet access. Certainly, these
solutions can be useful, but they’re really only short term
fixes – sooner or later the crew will have access to the
internet again and the same content can come tumbling
out.

So, what’s the solution? If you read the title then you
know where this is going… social media training!

Most crew members, indeed most people, have no
idea how social media works in a crisis. We assume that
online activity is private, or at least mostly so, and that
our audience is our family and friends. This is a
reasonable assumption most of the time, but not when
something exciting, dramatic, or catastrophic happens.

In a recent incident a stevedore shared a photo of the
stricken vessel’s hold that s/he’d taken on a phone
before the cargo was secured. This image was published

in all the national newspapers and created the
completely false impression that the shipping company
had failed to secure the cargo. Was the stevedore being
malicious? Absolutely not, s/he simply didn’t
understand the possible impacts of sharing the photo.

Using examples, interactive activities, and simple tips
and tricks, a couple hours of social media training
integrated into a crew conference can go a long way to
ensuring that crews think twice before sharing content
online and that they understand the potential impacts. 

Of course, this issue isn’t limited to the shipping
industry. First responders, government employees,
teachers, and fast-food employees have all created grief
for their employers on social media. Indeed there is
probably no sector that remains unaffected.

Put simply, employees that understand the potential
impacts of their online activity are much less likely to
damage their employer’s reputation, and in many cases
can even help to identify and counter developing
reputational threats.

Recognising the problems that can
be unintentionally created by
crews online, some companies have
reacted by banning social media,
confiscating phones in a crisis, or
otherwise restricting internet
access



Apart from World Series Cricket and Rugby, one of the
bigger spectator sports in the Australasia region is a
jolly big ship grounding. Coming around once in a
while, they are a source of fascination for voracious
journalists, spurred on by the broader public’s appetite
for information. How did this happen? Who is to blame?
What will happen next? Has anyone said sorry? (back to
that particular question in a moment…..).

The Pasha Bulker Grounding off Newcastle north of
Sydney in 2007 is a classic case study. The mishap kick-
started a whole new industry in the sea-side city.
Getting a room in any motel was difficult. Restaurants
were in overdrive. Sticky-beakers and happy-snappers
were everywhere. There was this festive feeling in the
air. A big coal ship gate-crashing our shores and
threatening to leak oil! Newcastle on the world map!
Lap it up! 

A lot of this had to do with salvage crews and
government officials coming to town, not to mention
tourists. And, of course, the media - journos, producers,
crews and support staff in cars, TV trucks, satellite
trailers and helicopters, all vying for the latest break or
exclusive. A battalion of cameramen and
photographers with an appetite for information
somewhere between insatiable and insane.  

This, of course, isn’t just the norm down under. Be
assured it will happen pretty much anywhere that a big
ship comes to grief, especially if the media can get easy
access to capture visuals, and especially if the vessel is
in a precarious or striking state (listing, semi-
submerged or losing cargo overboard). 

What if it’s your vessel? You can bet that word and
images of the ‘incident’ will be zapping around social
media sites probably before you and your company
colleagues are even formally notified (everyone’s a
Johnny-on-the-spot journo these days – you only need
an iPhone or something similar). And following the
social media sonata will come the mainstream media
full-symphony. 

Get ready for your mobile to start ringing, with
journalists on the other end wanting a little chat about
the situation and what you’re doing about it (What’s
that? No comment? What!? You don’t even know about
the incident!?). Your receptionists can expect to be just

as busy as the switch goes into meltdown. What’s that?
The Transport Minister on the line, wanting a chat?   

What do you do when a TV crew stops you at the
main doors of your office, demanding comment? Are
you media trained? What’s your ‘holding line?’ 

How will you actually communicate what’s going on
to the outside world? Will you take the almost-suicidal
approach of ‘lying-low’ with a wishful hope that media,
politicians and everyone else will stay away from you?
Naturally you will follow your well thought-out and
polished crisis communications plan, meaning key
decision-makers from your company will divvy up
assigned responsibilities, know exactly what to do, and
take information control in the opening hours, right?   

Back to the ‘sorry’ issue. God forbid that you might
not only acknowledge the accident, but also apologise,
before shifting the focus to what you’re doing about the
accident. If only more shipping companies knew of the
almost healing qualities of saying sorry (or at least
expressing deep and sincere regret) early on. It’s an act
of sportsmanship that might even win early applause
from the crowds, which beats being booed and hissed
from the field. 

Matthew Watson is Managing Director of Sydney-based
Repute Communications and Associates. Working with
clients in the maritime sector, Watson has spent many years
preparing crisis plans, providing training and helping
respond to emergency situations.

By Matthew Watson, 
Repute Communications and Associates

Ship groundings: A spectator
sport in Australasia



The strength of any interview will be largely determined
by what comes before it and how you prepare. Following
the steps below will help you to always provide the best
interview possible. 

When asked to give an interview, ask the journalist or
producer: 

• Their name and contact details.
• The name of their media outlet, radio station or 

broadcasting organisation.
• What they hope to focus on (e.g. the incident, the 

impact or the recovery).
• Their deadline.
• The name of the interviewer.
• The length of the interview.
• The location.
• The other interviewees (if any) in the discussion or 

on the programme.
• The name and nature of the programme (live or pre-

recorded).

Tell them you will phone back after checking some facts
and figures. Then gather as much relevant background
material as you can by speaking to the people in the
company who know the issues best. 

Review this information and think about how you can
explain the key points in a sentence or two.  

Fail to prepare, prepare to fail! 

Try an ABC approach for interviews – 
• Answer the question, then 
• Bridge (“and / however / what’s really important is …”),

then 
• Communicate (one of the two or three key points you 

want people to remember from the interview).

For crisis scenarios, perhaps a more conservative 3Rs
approach –

• Regret (try and weave in “sorry” without admitting 
liability), 

• Reason (the facts) and 
• Remedy (actions – what you are doing about this 

crisis). 

An apology – if you are genuinely in the wrong – will go
a long way, but remember that you will never please all
of the people all of the time. Following the 3Rs is far
better than either “no comment”, or being unavailable.

Finally, you may want to anticipate the difficult questions
– What? Why? When? How? (or how many/much), and
especially Who? (is to blame).

If, after preparing, you agree to proceed with the
interview, dress appropriately for your role in the
company (e.g. senior managers should wear a suit while
officers might wear a uniform). 

Preparing for the 

You must prepare
before any media
interview



Be positive, human and friendly from your first dealings
to your last. Think about offering a coffee when the
journalist arrives – and give yourself five to ten minutes
to get to know the reporter, possibly while the crew is
setting up. While you will learn from him/her at this
point, make sure you don’t give away anything you
might later regret.

There is no such thing as an “off the record” remark.
Unless you have absolute trust in the reporter, do not
reveal information you would rather keep to yourself. If
you have absolute trust – and only if you have a positive
story – a little extra background will help a fair-minded
reporter bring more balance to the report.

Check your tie/dress/jacket is straight, accept the offer
of make-up at a studio, brush your hair and dust your
dark jacket/blouse.

Find a comfortable sitting position, alert, without
leaning too far forward and looking over-anxious. Do
not lean back either, otherwise you might appear
arrogant or complacent.

Relax and enjoy your moment in the spotlight.
Remember you have the information and the story
everyone is looking for; this means you’re as much in
control of the interview as the journalist is. 

   interview
It’s very rare to have enough time
in a media interview to say
everything you want to say.

If your company is involved in an
incident the media will want to talk
to you, because you have the
answers and you can help the
journalist report the story. 

You are probably so passionate and engaged with
every aspect of your work that it might be hard to
know where to start, and when to stop.

Our top tip is to think of your audience, your
clients, partners and other key stakeholders. What
do you want them to remember about your
interview?

Don’t over complicate or go into too much detail,
particularly if it is a television interview. Simplify
your message to no more than three bullet points
and get these across as often as you can in plain,
jargon-free English.

Explaining your message simply gives you the
best chance of having the media report your side of
the story. And don’t forget, short simple messages
will tend to spread across other outlets and around
social media. 

TIPTIPTIPTIPTIPTIP

Fail to prepare, prepare to fail! 



By Robin Middel, Havana
Blue, Maritime PR,
Netherlands

The Netherlands is a maritime
nation with major ports
including Rotterdam,
Amsterdam and the fairway to
Antwerp, but the importance of the maritime sector is
not reflected in the number of maritime-oriented
journalists. With the exception of specialised maritime
magazines, there are only a few journalists who focus on
the maritime sector. Therefore, coverage of this complex
industry is generally left to economic and financial
editors. When maritime incidents occur, the media
depends on generalist news staff to cover these stories.

With an annual average of 260,000 ship movements
within the Netherlands Exclusive Economic Zone (North
Sea), collisions are a real and constant risk. But thanks to
AIS, traffic separation schemes and active maritime traffic
management, few incidents occur. On average, only five
ships a year are involved in collisions, and only rarely do
these collisions lead to the actual sinking of a vessel. The
last major disaster of this kind was the sinking of the
‘Baltic Ace' on December 5th 2012. In this maritime
disaster eleven crewmembers were killed.

The Coast Guard, who coordinate Security Regions and
Rescue Organisations along the Dutch coast, are very
active on social media. Therefore, news of an incident will
appear online and in the media minutes after a distress
call is sent. The Coast Guard covers the initial response to
the media, but shortly thereafter journalists will start
calling for details on the ship, crew, cargo and above all
the risk to the environment.

Even though the Netherlands is a small country, it has a
high concentration of journalists and they will work to
give up to the minute details across platforms and
channels. They will all urgently want to speak to a
representative of the shipping company. Radio and TV
stations all want an expert live in the studio. Online
editors will gather photos and stories of the ship, crew,
cargo and destination. They will not hesitate to actively
call for further details. Besides the actual salvage
operation, the first question that will occur to the 

media is: “What is the possible harm to the environment?” 
Besides the major Dutch newspapers (Telegraaf,

Volkskrant, NRC and Algemeen Dagblad), three major TV-
news bulletins (RTL and SBS6, NOS) and several smaller
radio-stations will all respond. The many regional media
outlets in the Netherlands are all strongly interconnected
and share each other's stories. They therefore have a
tremendous reach and should not be underestimated.
The Netherlands also has, thanks to the presence of
various international tribunals, a large network of foreign
correspondents. They all live just an hour's drive from the
Dutch coast and its two largest ports. Therefore, don’t be
surprised that your incident in the North Sea may
become an international news event within minutes.

Even though the chances of a collision at sea, or an
incident in a harbour are slim, a prepared media response
is vital. Havana Blue - Maritime PR is equipped within the
Navigate Response Network to respond to maritime
emergencies and disasters within the Netherlands EEZ.
Its spokespersons have wide network contacts within the
national and international media in the Netherlands and
are well known by government agencies that deal with
maritime incidents. They are thus able to act quickly and,
if necessary, provide communications support in a crisis
situation were every minute counts. 

Dutch media response is measured
in minutes 

With an annual average of 260,000
ship movements within the
Netherlands Exclusive Economic 
Zone (North Sea), collisions are 
a real and constant risk.



By Mark Clark, Director -
Navigate Response

I’m sure you’ve seen nationally
known TV broadcast anchor
men and women set out to
provoke their guests. 

You’ll recognise the mood
darkening or you’ll notice the game they’re playing to
unsettle the smooth guest. A quizzical arm fold or their
voice reducing to a whisper accompanied by a look
which says “You must be joking?! Is that it? Is that really,
really, it?”  

Or, that great back stop so beloved of journalists –
attributing questions to the ‘poor, bashed, public.’ “The
public may well still be thinking…” Then the anchor
person inserts something more vicious than he/she
would normally allow him/herself to say.

These subterfuges to get the guest to react all have a
single motive. It’s about putting the invitee on the back
foot, and hoping something reckless will be said in the
subsequent fall out. Because having the guest get angry
with the interviewer, or even worse start a fight with
them, is exactly what the presenter is hoping will
happen.

Unfortunately it’s at this point that an unprepared
guest starts to forget what’s important to say – and not

to say – and instead goes for the interviewer’s jugular.
The guest starts to lose control.

Be careful. Audiences don’t warm to the equivalent of
a verbal bar room brawl.

If you find yourself in this situation, a great way to
avoid falling into the interviewer’s trap is to focus on
your professional priorities. How do you want to appear?
Presumably not irritated, sarcastic or downright vicious. 

Stay calm:  
If you’re calm, you’re in control

Show reassurance:
Say what you are going to do to put whatever has gone
wrong right.

Show concern:
Show great understanding for those affected.

Show you’re effective:
Describe positive actions. Audiences are often not
impressed by processes which may lead nowhere.

In these ways you can demonstrate positive qualities
associated with substance. 

This strategy is likely to defuse the on air attack and
keep you sounding and looking positive, and above all,
help you to remain in control. It’s not easy though,
interviewers are very good at what they do, and the only
way to be truly prepared is to practice, practice, practice.

Prepare for aggressive questioning

Be careful. Audiences don’t warm
to the equivalent of a verbal bar
room brawl.



By Sam J. Sacco,
Owner/President,
Strategy &
Communications, and
Navigate’s U.S. Response
Affiliate

It’s the 3:00 a.m. phone call you hoped you’d never
receive.  One of your company’s vessels has experienced
a major marine casualty. Here is part of what you are told:

• The incident is significant and could attract national 
and international media attention.

• Media have arrived and are interviewing anyone that 
will speak into a microphone. 

• No one representing the company is communicating 
with media. 

If no one is assigned to 
manage media in these 
crucial first hours, the 
company will lose control 
of the story.  This could 
have serious ramifications 
during the response 
and — more importantly 
— in its aftermath. 

Your company’s name and reputation are on the line!
Managing media in the midst of a crisis is a vital

response function.  And, in the initial hours, it is a role to
be filled by designated company personnel at or near the
incident scene, as well as those at headquarters who will
also be called upon for public comment and information.
All must know and understand their respective
messaging roles. 

That’s where the value of a savvy, media-trained
response team shines through. 

But what constitutes good media training? Who should
be trained? And, how can you be sure that what happens

Crisis media training: Its value 
and what to look for when selecting
a trainer

What constitutes good media
training? Who should be trained?
And, how can you be sure that what
happens in a classroom is applicable
to the reality of a real response?



in a classroom is applicable to the reality of a real
response?

First and foremost, effectiveness starts with who you
select as a trainer. A trainer should have real-life
experience in crisis communications and management. A
public relations or media firm that lacks this experience
cannot provide the essential knowledge and perspective
required for this specialized form of communications.

The training should be designed to provide clients with
proven communications strategies -- and time-tested
skills and techniques that have been executed and
refined in the field. Both management and operations
personnel should participate. 

How is an effective training program structured?
Different trainers use different approaches. Ours looks
something like this:

• A one-and-one-half-day training program;
• A focus on strategies and steps to take before, during 

and after media interviews;  
• Interactive use of video to enhance the training 

experience of participants; and,
• A focus on press conferences and briefings, as well as 

one-on-one interviews.

Other key elements of the training include: 

Messaging: During our program, significant time is
allocated to honing message development skills;
learning how to stack answers more effectively; and, how
to “manage” media and media interviews during an

emergency response. Company policies that govern
public statements are also examined to ensure that the
training program is consistent with company procedures.

Scenario development: Using scenarios developed in
conjunction with the client, participants conduct
simulated media interviews that are videotaped and re-
played for constructive critique. The scenarios present
“responders” with the issues and questions that would
emerge following a real incident. This could include
scenarios based on explosions with injuries and/or
fatalities, public health and safety concerns caused by a
chemical or hazardous release, or other environmental
situations including oil spills. 

Case studies: The training also includes case study
reviews of spokespersons representing other companies,
conducting interviews during emergency responses
experienced by their organizations.  The review includes
examples of interviews that went well, contrasted with
ones that magnified the crisis beyond its original scope
due to poor communications, improper messaging, or
bad performance and delivery. 

At the training’s conclusion, participants are provided
with a DVD of the video exercises performed. They are
encouraged to review the DVD later on to reinforce the
program’s learnings.

Any employee or company representative who may be
a member of an incident response team should
participate in a media training course. This is particularly
important for those who may fill a public information
position, a crisis manager or incident commander role,
and those who may staff subject matter expert positions
such as safety and operations. The training can also
include key contractors as well as company employees.

In the aftermath of a crisis, a company receives two
grades. The first is how it responded operationally. The
second:  did it effectively tell the story of its response to
media? Companies that succeed score high in both of
these categories. And getting those higher grades starts
with the training programs you select.

Any employee or company
representative who may be a member
of an incident response team should
participate in a media training
course. 



Columbia, Canada, where he managed media and social
media relations for destructive wildfires and property
loss, routinely filling the Information Officer role in the
incident command system. Dealing with evacuations and
threats to infrastructure, Dustin worked closely with
major players in the natural resource sector, including oil
and gas companies.

In addition to his crisis communication experience,
Dustin has a background in public relations and has held
several positions on the board of directors for charitable
organisations. Dustin is also an award winning workshop
presenter and public speaker.

In other news..
Expanding the Team
Dustin Eno joined the Navigate Response team in
January as the Crisis Response Manager. 

Dustin brings to the team over a decade of experience
in communications, and a master's degree in
communications from the London School of
Economics (LSE). Dustin specialises in crisis reputation
management and while at LSE developed computer
models for tracking reputations in the online and print
media.

Dustin explains: “Everyone’s familiar with the concept
of ‘reputation’, but measuring and quantifying it is
much more difficult and there is little agreement about
how such should be done. As part of my research I
developed a model that quantifies reputation based
on three variables: How frequently the subject is being
mentioned in communication channels (e.g.
newspapers, twitter, radio, etc.), what the sentiment (or
emotional tone) of those portrayals is, and how the
subject is being framed in relationship to major issues
and themes. Quantifying reputation in this way, makes
it possible to use analytic software to track reputation
overtime and identify developing reputational threats
in a crisis situation.”

Before joining Navigate response Dustin served as the
regional head of communications for the largest and
busiest wildfire management centre in British

Navigate Response Ltd
The Baltic Exchange, 38 St Mary Axe
London EC3A 8BH, United Kingdom

T: +44 (0)20 7283 9915 | F: +44 (0)20 7369 1684
E: enquiries@navigateresponse.com

Follow us on Twitter @navigate_group

www.navigateresponse.com

About us
Navigate Response is a global crisis communications network
for the international shipping industry.

Our experienced team of professional communicators are on
hand 24/7 each and every day of the year to provide
emergency media handling, reputation management and
training services to companies in the maritime sector. Engaging
Navigate Response allows your team to focus on dealing with
the operational side of an incident without being distracted by
the pressures of the media. This can also involve acting as
family liaison contact and assisting your logistics team on best
practice during incidents under the media spotlight.

Headquartered in the heart of the shipping markets at
London’s Baltic Exchange, the Navigate Response network has
representatives around the world and is able to provide a rapid
response to your maritime incident or corporate emergency.


