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El Work in groups. Think of a crisis you have I your country has experienced. 
Say what happened and how it was handled. 

I] Crisis-management experts have identified 10 key steps for companies
in a crisis. Complete steps 5-10 below using the verbs in the box.

I analyse disclose inform practise 

1 Work out an action plan to ensure 
the crisis does not happen again. 

2 Role-play a potential crisis.

3 Find out what happened and how 
it happened. 

4 Write down and circulate your 
crisis-management programme. 

predict set up I 
5 Try to . . . . . . . . . . . .  what crises could occur. 

6 . . . . . . . . . . . .  a crisis-management team. 

7 . . . . . . . . . . . . the di rectors. 

8 . . . . . . . . . . . .  as much information as you can. 

9 . . . . . . . . . . . .  the actions you took to deal 
with the situation. 

10 . . . . . . . . . . . . making decisions under stress.

II Complete this table with the steps in Exercise B. Discuss your answers. 

before the crisis during the crisis 

l!J Answer these questions. 

1 What sort of crises do business managers have to face?

after the crisis 

2 How is a business crisis different from a business problem? 

3 Can you think of any examples of recent business crises? Which do you think 
have been the worst in recent years? 



Handling crises 

See the DVD-ROM � 
for the i-Glossary. W 

Dealing with 
crises 
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fJ Match words from Box A with words from Box B to make word partnerships, 
adding of if necessary. 

EXAMPLES: action plan, admi>>ion of l iabi l ity 

A 

i'lttffift aclmission contingency damage
flow legal loss press press speed 

B 

action conference confidence information � 
limitation pltttt plan release response 

I] Complete these sentences with the word partnerships from Exercise A.

1 How quickly management react to a crisis is known as the . . . . . . . . . . . .  . 

2 In a breaking crisis, a manager may speak to the media at a(n) . . . . . . . . . . . .  . 

3 Alternatively, there may be a written statement, which is given to the media in the 
form of a(n) . . . . . . . . . . . .  . 

4 During the crisis, management may choose to keep customers, employees and 
shareholders up to date with a regular . . . . . . . . . . . .  . 

5 A(n) . . . . . . . . . . . .  is part of a crisis strategy prepared in advance. 

6 A backup strategy is a(n) . . . . . . . . . . . .  . 

7 The risk of being taken to court is the threat of . . . . . . . . . . . .  . 

8 An acceptance of responsibility in a crisis is a(n) . . . . . . . . . . . .  . 

9 Following a crisis, a company may suffer a decline in loyalty from its customers, 
or a(n) . . . . . . . . . . . .  in its product or service. 

10 Minimising the negative effects of a crisis is known as . . . . . . . . . . . .  . 

B Match an expression from Exercises A and B with each of these verbs. 
Three of the expressions are not used. 

1 implement an action plan 

2 issue 

3 take 

4 hold 

5 suffer 

6 prepare 

7 control 

liJ Answer this question, then discuss your ideas in small groups. Can you 
give any examples? 

Which of the word partnerships in Exercise C do you think are: 

a) essential in  a crisis?

b) important to avoid?

c) useful but not essential?

fJ In groups, tell each other three things you know and three things you 
would like to know about the Toyota crisis of 2009 /2010. 

I] �ll) CD3.19 Listen to Craig Smith, Professor of Ethics and Social Responsibility
at I NSEAD in Paris. Does he make any of your points or answer any of your
q uestions from Exercise A?
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Craig Smith 

2 

3 

Watch the 
interview on 
the DVD-ROM. 

Dealing with 
crises 

How not to take care 

of a brand 

No way back from 
a crisis 
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[I �l» CD3.19 Listen again and complete these extracts using no more than three 
words in each gap . 

... it's a problem that the company frankly has been very . . . . . . . . . . . .  1 and very . . . . . . . . . . . . 2 to . 

... it was only September 2009 that the company really truly acknowledged there was a 

. . . . . . . . . . . .  3 and said 'we're gonna have a . . . . . . . . . . . .  • ' . 

. . .  its communication around the causes of the problem has been . . . . . . . . . . . . s. and 
consumers have been left . .  . . . . . . . . . .  6 and .. . 

The classic advice here is . . . . . . . . . . . .  7 and . . . . . . . . . . . .  8• And the thing to do is to . . . . . . . . . . . .  9 

and let people know that you acknowledge that there is a problem, and know that you're 
. . . . . . . . . . . .  10 about it. 

m �l» CD3.20 Listen to the second part of the interview and answer these questions. 

1 What is the three-part model? 

2 What are the three critical activities or questions for part one? 

IJ �l)) CD3.21 Listen to the third part. What three things need to be done during 
a crisis? 

D �ll) CD3.22 Listen to the final part. What questions does he ask with regard to: 

1 the recovery? 2 the auditing of the management of the crisis? 3 rebuilding? 

IJ In groups, brainstorm the crises that these companies could have. 

B 

a) a pushchair (buggy) company b) a mobile phone company

Student A: Read Article A on the opposite page. 
Student B: Read Article B on the opposite page. 

Read your articles again and take notes on these questions. 

1 What crises happened? 

2 How did the companies mentioned deal with their crises (if this is mentioned)? 

3 What lessons can be learned? 

llJ Using your notes, tell your partner about the content of your article. 

IJ In pairs, make as many word partnerships as you can by matching the verbs 
(1-7) to the nouns (a-g). More than one combination may be possible. 

1 handle a) a warning 

2 issue b) a problem

3 face c) a crisis

4 announce d) an investigation

5 cope with e) a recall

6 deal with f) the public

7 reassure g) an issue

D Discuss other companies you know who have handled crises well/badly. 



by John Gapper 

Maclaren is a small private company 
with a big public problem, one that it 
has not handled well.  

On Monday, Maclaren announced 
s that it was issuing repai r  kits for up 

to I m i l l ion pushchairs it had sold 
in the U S  over the past decade 
after 1 2  cases in which chi ldren·s 
fingertips were chopped off i n  the 

10 pushchairs' hinges. By that after
noon, its website had frozen and its 
phone l ines were overwhelmed by 
parents.  Mean w h i l e ,  the B ri t i s h  
company told non-Americans they 

15 would be treated di fferently. 

by Morgen Witzel 

Crises are an inevitable part of man
agement, and the larger the business 
grows, the bigger the crises seem to 
become. However robust a business 

s seems, it is s t i l l  fal l i b l e .  Arthur 
Andersen, the accountancy firm, and 
Marconi, the telecoms equipment 
maker, are two once-great businesses 
that have disappeared in recent years. 

10 Not every crisis can be foreseen. 
Sometimes managers will know that 
a threat exists,  but w i l l  not know 
when or where i t  will  materialise. 
The chances of an airliner crashing, 

1 5  for example, are extremely smal l ,  
but  every airline must st i l l  l ive with 
the possibility. 

When an A i r  France Concorde 
crashed on take-off from Paris - the 

20 first accident involving a Concorde 
- A i r  France was prepared to deal 
with the issue. 

Managers moved quickly to with
draw Concorde from s e r v i c e ,  

Instead of a formal product recall , 
it was simply issuing warnings to 
owners not to let children stick their 
fingers in the folding mechanism as 

20 they opened the pushchairs. Repair 
kits to cover the hinges would not be 
automatica l l y  dispatched to every 
Maclaren owner, as in the US. 

Outrage ensued, with messages on 
25 Twitter such as 'WHAT?! Amputations 

from a stroller? ! '  By the time Farzad 
R a s tegar, C h i e f  Execut i v e  o f  
Maclaren i n  the U S  and the brand's 
control l ing shareholder, had lunch 

3 0  with me in New York on Tuesday, he 
sounded shaken. 

'Did I expect this kind of coverage? 
No, I did not,' he said. It was hard to 
grasp why. The words ' c h i l d '  and 

35 'amputation' in a media release from 
the US safety regulator would surely 
terrify anyone. 

After talking to him, I concluded 
that Maclaren does not have a bad 

40 story to tell - its safety standards are 

2s announce an i n vestigation into the 
accident and reassure the travel l ing 
publ ic  that  it was st i l l  safe to fly 
A i r  France. The following clay the 
airl ine·s share price did decline, but 

3 0  not by much and not for very long. 
Intel, the world's leading maker of 

semiconductors, suffered a huge and 
un foreseen crisis when it emerged 
that a small proportion of its Pentium 

35 microprocessors were faulty. Quickly
assessing the options, the company 
took the brave step of recal l ing and 
replacing the entire production run of 
the series. The move cost more than 

40 $ I  bn (£550111) and probably saved 
the company. Intel showed that it was 
committed to its product, whatever 
the short-term cost, and customers 
responded positively. 

45 Looking back on the incident, Andy
Grove, Intel's Chairman and then 
Chier Executive , compared managing 
in a severe crisis to an i l lness. Strong, 
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higher than cheaper rivals. But i t  has 
done a poor job of telling it. 

Therein lie lessons for companies 
that face s i m i l a r  crises, of which 

45 there are a lot. Nokia has announced 
a recall of 1 4  million phone batteries, 
whi le  Toyota is st i l l  coping with a 
recall of 3.8 m i l l ion cars with floor 
mats that  can make the vehicles 

5 0  accelerate uncontrollably and crash. 
Lesson one: be ready. When the 

announcement of the recall leaked 
early, Maclaren was left floundering. 
Lesson two: empathise. Maclaren is 

ss the latest of many companies to fall 
into the trap of being inwardly 
focused and fai l ing to realise how 
customers will react. Lesson three: be 
polite. Lesson four: don't discrimi-

60 nate. Maclaren's biggest mistake was 
to appear to be treating American 
children's fingertips as more precious 
than those of chi ldren in the UK and 
other countries. 

healthy companies w i l l  survive,  
s o  although at  a cost to themselves. Weak 

companies wi l l  be carried off by the 
disease and wi l l  die. I n  Mr Grove's 
view, the key to successful crisis man
agement is preparedness. Forward 

55 thinking and planning are essential; 
understanding the nature of the crisis 
that might occur can help managers be 
better prepared, as the A i r  France 
example shows. 

60 However. while forward planning 
is  necessary for crisis management, it 
is not sufficient. Not every crisis can 
be foreseen or planned for. Good 
crisis management requires the abil-

65 ity to react to events swiftly and
positively, whether or not they have 
been foreseen. 
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Conditionals 

• be prepared
• issue an apology

immediately
• react to the crisis

quickly
• protect your

reputation
• have a crisis

management plan
• recall damaged

products
• act decisively
• give media

interviews
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There are many different types of conditional sentence. 

• 'Zero' conditional
If you operate the pushchair properly, your child is not at risk.

• First conditional
If we act quickly, we'll limit the damage.

• Second conditional
If we recalled the cars, we'd protect our reputation.

• Third conditional
If Maclaren had withdrawn its pushchairs immediately, there wouldn't
have been a crisis. 

C) Grammar reference page 151

ill Match the sentences below (1-12) to these headings (a-f). 

a) promise c) invitation/request e) speculating about the future

b) bargaining d) reflecting on the past f) advice/warning/threat

1 It wouldn't have been a problem if they'd told the truth immediately. 

2 If I were you, I'd give media interviews as soon as possible. 

3 We'll tell the truth if you print the entire statement. 

4 We'll be able to limit the damage if we pay up now. 

5 If you'd fixed the fault, we'd have placed an order. 

6 Your money back if not 100% satisfied. 

7 If we recall the products, it will be expensive.

8 If you would like a refund, call Customer Services on 020 7711 3420. 

9 If you order by the end of the year, we can give you a discount. 

10 I wouldn't ignore the media if I were you.

11 If we'd tested the product properly, we'd have known about this problem. 

12 I would be grateful if you would print our apology as soon as possible. 

l!J Decide whether each of these situations is a) likely or b) unlikely to happen 
to you. Then tell your partner what you will or would do. 

1 You get a pay rise next year. 4 You travel abroad next year. 

2 You win a lot of money. 

3 Your computer gets a virus. 

5 You have to give a presentation in English. 

6 Your company is taken over by a competitor. 

II Discuss what went wrong in this situation. Use the notes from the crisis 
management advice sheet on the left. 

EXAMPLE: If tl-iey� iHved a" apolo9y immediately1 tl-iey Wovld 1-iave 
l imited tl-ie dama9e. 

Hartley Health Group (HHG), the family-owned healthcare products group, faced a crisis 
when it was discovered that some tubes of its best-selling toothpaste had been laced with 
poison. The toothpaste contributed to 20% of its profit. Withdrawing the toothpaste would 
be very expensive. H HG focused inwardly on saving costs, did not give media interviews, 
did not recall all toothpastes immediately, did not issue an apology, did not have a crisis 
management plan, and have now lost sales, share price and their reputation. Within a 
year, it has lost three-quarters of its market share. 



SKI LLS 

Asking and 
answering 

d ifficult 
questions 

USEFUL LANGUAGE 

INTERVIEWERS 

Asking questions politely 
Could you please tell me ... ? 

I'm interested to know why ... 

Asking probing questions 
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IJ �))) CD3.23 Michael Goodrich is a presenter of a television consumer protection 
programme. Tonight he is questioning Tim Bradshaw, the Marketing Director 
ofTG Products, a large chain of stores which sells imported toys. Listen to 
the interview and answer 
these questions. 

1 What kind of toys are 
popular with children, 
according to Tim 
Bradshaw? 

2 How many of the toys does
his company have in stock? 

3 How serious is the problem 
with the toys? Explain your 
answer. 

El �)» CD3.24 Listen again to these questions from the interviewer. In each case, 
decide whether the question is a) neutral/polite or b) aggressive. 

1 Could you please tell me how many of these items you import each month? 

2 Could you be a little more precise?

3 Roughly how many complaints about the toys do you receive each week ... ? 

4 Isn't it true you've been receiving dozens of complaints from customers every week? 

5 Do you deny people have been phoning you and e-mailing you constantly to complain 
about the toys? 

6 Why are you still selling them? 

7 Isn't your real reason for not recalling the toys very obvious, Mr Bradshaw? 

8 But what are you going to do about these defective toys? 

9 When exactly will you get back to us? 

10 Would you answer my question, please? 

D Role-play this situation. 

A furniture company has been attacked by a consumer website for selling a lamp which 
is dangerous to use and could cause a fire. The Sales Manager agrees to appear on a 
consumer TV programme to defend the company's reputation and answer questions. 

Student A: Turn to page 138. 

Student B: Turn to page 144. 

INTERVIEWEES 

Dealing diplomatically with questions 
I 'm happy to answer that. 

That's an interesting question. Let me 
answer i t  this way ... 

Avoiding a straight/precise answer 
Sorry, I'm not sure I know the answer 
to that one. 

I' l l have to think about it. 

Could you be more specific, please? 

Could you be a little more precise? 

Checking if you understand 
Have I got this right? Are you saying/ 
suggesting ... ? 

I can't give you an answer off the top 
of my head. 

Playing for time 
Asking questions aggressively 
Are you saying that ... ? 

Do you deny that ... ? 

I'm not sure I understood you. Could 
you rephrase that, please? 

Sorry, I can't give you an answer 
straight away. 

I' l l have to get back to you on that one. 
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LAUNCH PLANS 
OF "IN RANGE" HIT BY 
PSYCHOLOGY REPORT 
Plans to launch the blockbuster video game /11 Range 
on October 30 have been up et by a new report on 
violence in computer games and its effect on young 
people. 

Professor Carl Davis. a psychologist specializing 
in teenagers' behavior. has just brought out a shock 
report based on a three-year study of young people"s 
reactions to violent video games. His main findings 
are that violent video games do increase the levels of 
aggression in young people and they also desensitize 
youngsters to death and destruction. 

Commenting on /11 Range, Carl Davis says,
"As founder of the Institute of Media Studies. 
I cannot approve the level of violence and violations 
o f  human-rights law that arc apparent in /11 Range. I

�>» CD3.25 Listen to part of a
conversation between Linda 
Thomson, Chief Executive of 
ExtremAction (US), and Bob 
Morgan, Director of Public 
Relations. Discuss what 
information they give about 
the following: 

• the plans for the launch
• the sales projections for the

US and U K
• why the Chief Executive is

think it should be banned or. at the very least, 
only available to adults over the age of 2 1 ." 

This is a further blow for the creator and 
developer of the video game, ExtremAction. 
This Japanese-owned company has its head office 
here in Los Angeles. /11 Range features a team 
of mercenaries who are hired by the government 
of a fictitious country, The Republic, to completely 
destroy a drugs baron and his private army of 
bodyguards. There arc scenes of extreme 
violence. including brutal interrogations and 
summary executions. 

It is expected that there will  be record-breaking 
sales of the game in the U.S. and U.K. 

Pre-orders from retailers in both countries have 
been enormous. There's liulc doubt that /11 Range 
will be the top-selling computer game of the year. 
However, there is severe criticism of the company 
and its new game from politicians. academics. 
community leaders. the police force. and the media. 
This threatens the success of the celebrity launch 

at the end of the month. 

I J j l  I • 

t-•_::_ .. , 
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Sample of reactions to In Range before the launch on October 30. 

Negative comments 
U.S. Senator 
We need a bill to ban sales of ultra-violent video games 
to youngsters under 2 1 .  I intend to introduce a bill in 

Congress as soon as possible. 

State Governor 
I'd like to ban sales of In Range in our state. The 

publishers of the game have gone beyond the limit. It's a 
disgusting, depraved game which will corrupt our children 

and desensitize them to violence and death. 

Principal of a large international school 
It's wrong to advertise the game in bus shelters and movie 

theaters near our schools. There should be no adverts or 
commercials within the radius of any school or on TV for 
that matter. 

Police-financed advert in a local newspaper 
In Range will make young people more aggressive, more 

rebellious, and increase crime in our city. Shouldn't 

ExtremAction be showing a sense of social responsibility? 

Children's charity spokesperson 
In Range is typical of the harmful products of the U.S.
entertainment industry which reflect the increasing 
violence in their society. 

Positive comments 
Spokesperson for the computer games industry 
In Range will be an all-time winner. It'll invigorate our 
industry, create a lot of jobs, and help us to make more 
money than the fat cats in the movie industry. 

Game On magazine 
What more can you say about In Range? It's exciting, 

easy to complete, and can be replayed many times. 
Great graphics and sound effects, fantastic action, and 

a credible storyline. No wonder people can't wait to get 
their hands on a copy. 

A champion gamer 
What an awesome game! This takes video games into a 

new dimension. I hope they'll do a follow-up as soon as 
possible. 

A teenage gamer 
Really thrilling and scary. Best game I've ever played. 
Took me ten hours to finish. Killing that drugs baron and 
his bodyguards gave me a real buzz. 

Because of the severe criticisms that they are receiving from politicians, academics, 
community leaders and the media, ExtremAction decide to hold a press conference. 
This will enable them to defend the company, explain how they are dealing with the 
crisis and answer the questions from journalists. Work in two groups. 

Watch the 
Case study 

commentary on 
the DVD-ROM. 

Group A: Tu rn to page 138. Group B: Turn to page 145.

1 Read your role card and prepare for the press conference. 

2 Hold the press conference. 

Writing 

Journalists 
Write a powerful article for your newspaper, 
reporting on the press conference you have 
just attended. You can either strongly criticise 
or praise ExtremAction for the way their 
company is handling the crisis. 

ExtremAction Directors 
An influential charity called Media Watch has asked 
you to send them a report on the recent crisis regarding the 
launch of In Range. The report should include the following 
information: 

• the background to the crisis
• an explanation of the actions you have taken to deal with it
• a  conclusion, in which you justify your actions.

When you have completed your writing task, exchange 
your article or report with a partner. Make suggestions, if 
necessary, to improve the document you have received. 
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fl What do you understand by these terms? 

1 a takeover/acquisition 

2 a merger 

3 a joint venture 

I] ,.>l) CD3.26 Listen to a business expert talking about the terms in Exercise A.
Compare your ideas.

D Think of three reasons why one company might wish to take over another 
company. 

l:J What do you think the advantages and disadvantages of acquisitions may 
be for a company's: 

1 employees? 

2 customers? 

3 suppliers? 

4 shareholders? 

5 products and services? 
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