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Presenta(on	Goals	

•  Review	science	based	best	prac(ces		
•  Present	case	studies	for	discussion	
•  Offer	mul(ple	opportuni(es	for	prac(ce		



Three	Things	to	Explore	at	the			
HASANZ	Conference		

(Craig	Smith)	

•  Role	of	the	New	Health	and	Safety	
Professional	

•  Why	Health	is	Important	
•  The	What,	the	Why,	and	the	How	



Definitions 
•  Risk	Communica(on:	“the	exchange	of	
informa(on	about	risks”	(Maslow’s	
hierarchy)”	

	
•  Crisis	Communica(on:	“the	exchange	of	
informa(on	during,	before,	or	aQer	a	crisis”	

	
•  Change	Communica-on:	“the	exchange	of	
informa-on	about	change.”		

US	Na(onal	Academy	of	Sciences,	1989	



Risk,	Crisis,	and	Change	
Communica(on	Goals	

Inform	and	
Educate	

Build	or	
Repair	
Trust	

Persuade	
and	

Convince	
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Change Communication:  
Changes in the Landscape 

•  Dictate  
•  One way 
•  DAD model – 

(D)ecide, (A)nnounce, 
(D)efend 

•  Dialogue 
•  Two way, interactive 
•  Conversation based 

on listening, caring, 
empathy, authenticity, 
and transparency 

HERC v 3.1 1-6 



Marital	Communica(on	Exercise	

	According	to	research,	there	are	seven	major	topics	of	marital	
and	family	arguments.	The	seven	are:	

1.		
2.		
3.		
4.		
5.		
6.		
7.	



Marital	Communica(on	Exercise	
The	seven	major	topics	of	marital	and	family	argument	or	

dispute	are:	
1.  Money	
2.  Children	
3.  Work	versus	Family	
4.  In-laws	
5.  Division	of	Labor	at	Home	
6.  In(macy/Sex	
7.  Communica(on	



	
	
	

Key	Take	Away	Message	
	

The	rules	for	effec7ve	
communica7on	change	in	high	

concern	situa7ons	
	
	



	
	
	

--	Change	is	a	special	type	of	high	
concern	situa7on	

	
--	High	concern	situa7ons	place	
special	demands	on	the	brain	

		
--	High	concern	situa7ons	require	a	
different	communica7on	toolbox	

	
	

	
	



PARIETAL LOBE 

FRONTAL LOBE 

TEMPORAL LOBE 

CEREBELLUM 

OCCIPITAL 
LOBE 



High	Concern	Communica(on:		
Key	Concepts		

When people are stressed, concerned, or 
worried, they typically:  

(1)…want to know that you care before they care what 
you know 

(2)…have difficulty hearing, understanding, and 
remembering information 

(3)…focus more on negative information than on 
positive information. 

(4)…focus more on what they hear first and last. 
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Assessed  
in first 9-30 
seconds 

Listening/ 
Caring/ 

Empathy/Compassion 
50% 

Competence/ 
Expertise  
15-20%  

Honesty/ 
Openness  

15-20% 

All 
Other Factors 

15-20%  

Trust Determination Theory: 
Determinants of Trust 



Change Management, Stress, and 
Neuroscience  

(SCARF Model)
Perceived		
Change 	 	 	 	Source	of	Stress	
	
(S)tatus	 	 	 	 	Reduced	importance	to	others	
(C)ertainty											 	Inability	to	meet	expecta(ons	
(A)utonomy	 	 	Reduced	control	over	work	and	events	
(R)elatedness	 	 	Threat	to	established	group	rela(ons	
(F)airness	 	 	 	Inequitable	distribu(on	of	costs/benefits		



   
Change Communication Toolbox 

•  ALE  
•  R3 Template 
•  27/9/3 Template 
•  CCO Template 
•  1N=3P Template 
•  P/R Template 
•  KDK Template 
•  AGL-4 Template 
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Risk/Crisis/Change Communication Tools/
Templates 	

--	CCO	Template	
(Compassion,	Convic7on,	Op7mism) 		

	
–  Rule	of	3	Template	
	(Three	messages,	Repeated	Three	Times,	With		
	 	Three	Proofs	for	Each	Message)	

–  Primacy/Recency	Template	
	(Most	Important	Messages,	First	and	Last)	

--	1N	=	3P	Template	
	(One	Nega7ves	Equals	Three	Posi7ves)	

	
	



 

 

 Risk Perception (Fear) Factors 
TBC Tempate 

•  Trust 
•  Listening/Caring 
•  Competence/Expertise 
•  Honesty/Transparency 

•  Benefits/Fairness  
•  Societal 
•  Community 
•  Personal 

•  Control/Voluntariness 
•  Choice 
•  Voice 
•  Knowledge 



Open House/Forum/Information 
Exchange 



Case Study:  
BP Oil Spill (2010) 
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Change	Management:	
APP	Strategic	Tool	

•  An(cipate	
–  Issues,	Stakeholders,	Ques(ons	and	Concerns	

•  Prepare	
– 3	Ms:	(M)essages,	(M)essengers,	(M)eans	of	
Communica(on	

•  Prac(ce	
– Prac(ce,	Prac(ce,	Prac(ce	
	



Tool:	

Risk,	Crisis,	and	Change	Communica(on	
Strategy	

(APP:	An(cipate,	Prepare,	Prac(ce)			
	1.  Iden(fy	poten(al	risk,	crisis,	or	high	concern	communica(on	

scenarios	
2.  Iden(fy	key	stakeholders	(audiences)		
3.  Iden(fy	stakeholder	ques(ons	and	concerns	
4.  Develop	key	messages	
5.  Develop	suppor(ng	informa(on	
6.  Coordinate	and	test	messages	with	stakeholders	and	partners	
7.  Plan	for	delivery	

“The	key	is	relentless	prepara/on.	Most	of	the	concerns	and	ques/ons	
of	upset	or	concerned	people	can	be	predicted	in	advance.”	

Mayor	Rudolf	Giuliani,	1995	

Copyright,	Ins(tute	for	High	
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Risk	Communica7on	Tool:		
Message	Map	

Stakeholder: 
Question or Concern:

Key Message 1
(9	words	approx.)

Key Message 2
(9	word	approx.)	

 

Key Message 3
(9	words	approx.)	
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Message	:	
May	2014	
		

Message Map (Zika Virus):
Question: What can people do to protect themselves 

from Mosquitoes Carrying the Zika Virus?
Key Message

“Remove			
Standing	Water”

Key Message
“Wear	Protec(ve	
Clothing”	

 

Key Message
“Use	Insect	
Repellent”	

 1.1

 

1.3

1.2

2.1

2.2

2.3

 

3.1

3.2

3.3

Puddles Long Sleeves

Cup/Cap of 
Water

Flower Pots/Bird 
Baths/Old Tires Long Pants

Dusk and Dawn/
Daylight

DEET	

23%

Medical Research



•  Messages	
•  Messengers	
•  Means	
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Non-Verbal Communication 

•  Provide up to 75 percent of message  

•  Override verbal content 

•  Are intensely and quickly noticed 

•  Are interpreted negatively 
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Resource Materials: 

Non-Verbal Communication 
 
 
•  P. Ekman, “Telling Lies: Clues to 

Deception” 
•  P. Ekman, “Emotions Revealed” 
•  D. Morris, “Body Talk: A Dictionary of 

Human Gestures” 
 

 



Takeaway Quotes

•  “If I had all day to cut a large tree, I would spend 
most of the day sharpening my axe.” 
–  Abraham Lincoln 
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