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AAC Crisis Communication Plan  
Introduction  
The manner in which the Art Academy of Cincinnati (AAC) responds in times of crisis can have a lasting 
impact on the college. The decisions and responses made on behalf of the college are subject to mass 
media coverage with the possibility of altering the views of the brand. This document will layout proper 
channels of response in a timely, thoughtful, and transparent manner in order to mitigate any 
unwarranted scrutiny.  
 
Purpose  
The intent of the AAC Crisis Communication Plan is to address the communication needs of the college 
in the time of crisis. The plan provides policies and protocol for the coordination of communication with 
all constituents in the event of, be it not limited to, emergencies, controversial issues, or rumors. 
 
The best avenue to avoid damage to the AAC brand is to establish preventative measures. Many times, 
crises develop from lack of communication, pre-emptive strategies, and transparency. 
 

This plan outlines the roles, responsibilities, and protocols that will be implemented to ensure a proper 
response and release of information.  
 
Principles  
The AAC Crisis Communication Plan and Team will work under these three guiding principles:  

1. Timely 
a. The AAC will respond to times of crisis in a timely manner in order to stay ahead of all 

possible unwarranted scrutiny.  
b. In order to avoid perceptions of avoidance and lasting damage to the institution and 

public speculation. 
2. Thoughtful   

a. The AAC will respond to times of crisis in a thoughtful manner that considers 
stakeholders safety, wellbeing, and perception of the brand.  

b. To remove bias and factually assess the situation to determine whether a response is 
warranted.  

c. When needed, to assemble the AAC Crisis Communications Team to recommend an 
appropriate response. 

d. To speak with accuracy about what is known, avoiding speculation on details that have 
not been confirmed. 



 

 

e. To work cooperatively and efficiently with other outside parties—fire, police, city, state, 
other— involved in the situation and be aware they may have their own communication 
protocols and strategies.  
 
 

3. Transparent 
a. The AAC will provide full transparency to the extent it can in accordance with state and 

federal laws, compliance requirements, issues of confidentiality. 
b. To implement an appropriate response for the situation at hand, using the facts available. 
c. To provide a pre-emptive approach to avoid breaking news and mitigate possible 

damages to the AAC brand.   
 
Categories of Crisis: 

• Emergencies:  including but not limited to acts of violence (be it sexual or otherwise), acts of 
racism, acts of terrorism (be it domestic or otherwise), bomb threats, natural disasters, major 
crimes, death (unexpected). 

• Non-emergency: including but not limited to controversies, personnel and student conduct 
issues, protests and mass illness, death (expected). 

• Rumor: including but not limited to wide-spread misperceptions and false information. 
 

Privacy and Liability  
In times of crisis, whether emergencies, controversial issues or rumors, it is imperative to balance the 
need to be cooperative with the media with involved parties right to privacy. All responses must follow all 
policies as it relates to the Academic Catalog, and the Faculty and Staff Handbook and legal advise 
where needed.  

• Pursuant to the Family Education and Records Privacy Act (FERPA), the AAC does not 
comment on matters regarding student educational records or activities.  

• Pursuant to the Health Insurance Portability and Accountability Act (HIPPA), the AAC will 
maintain the confidentiality and security of individual student, faculty and staff healthcare 
information. 

• In accordance with the college’s policies, the AAC does not provide information to the public 
related to personnel matters. 

• Inquiries regarding criminal charges or pending legal matters will be considered with caution as 
to refrain from interfering with the investigation or legal proceeding. In the event of such, legal 
counsel will be consulted before any response is issued. 

 
Crisis Communications Team  
If the severity of the crisis reaches a level that exceeds the Office of Marketing’s ability to manage the 
response, the following of individuals may be called upon to assist in the process. This team is known as 
the Crisis Communications Team. 

• Joe Girandola, President  
o Will advise as it relates to the Art Academy brand 
o Will advise if AAC legal team will need to be consulted 

• Amanda Parker-Wolery, Vice President of Marketing & Enrollment 
o Will advise as it relates to public relations.  
o Will ensure all members of the team are adhering to the Crisis Communications Plan. 

• Linda Kollman, Human Resources Officer 
o Will advise as it relates to privacy and liability.  
o Will advise as it relates to the Staff Handbook. 

• Paige Williams, Vice President of Academic Affairs and Academic Dean  
o Will advise as it relates to the Faculty Handbook should the crisis involved current faculty. 

• Kelsey Niehser, Director of Student Services 



 

 

o Will advise as it relates to the Student Code of Conduct should the crisis involve currently 
enrolled students.  

 
Communication Procedure 
The following procedure(s) should be implemented when communicating during a crisis, which may 
include emergency, non-emergency or rumors.  
 

1. All members of AAC faculty and staff will make the Office of Marketing aware of potential PR crises.  
a. In addition, the Office of Marketing will regularly monitor local, state, and national news and 

will notify the AAC Crisis Communications Team of issues and trends that may lead to 
negative news coverage for the college as a whole. 

2. The Office of Marketing will provide the first line of counsel upon being made aware of a potential PR 
crisis.  

3. Should the crisis appear to likely lead to a public relation issue, the VP of Marketing will consult with 
the AAC Crisis Communications Team to determine the best course of action.    

4. After assessing the scope of the crisis, the Crisis Communications Team will determine the best 
course of action and if the legal team should be notified.  

5. The Crisis Communication Team will then select the proper spokesperson(s) and correct mode of 
communication. 

6. Within one week of the conclusion of the crisis, the Crisis Communications Team will hold a post-
crisis meeting to determine the effectiveness of the plan and make updates where needed. 
 

College Spokesperson(s)  
During times of crisis, it is critical to deliver consistent messaging to the media. In such situations, the 
initial spokesperson for the college will be the Vice President of Marketing. 
 
Should the Vice President of Marketing not be available, or internal messaging needs to be delivered to 
different stakeholders, the following people will be approved. All internal communications should be 
vetted through the Crisis Communications Team. 

• Joe Girandola, President 
o Approved to speak to the media with the advice of the Vice President of Marketing 
o Approved to send internal emails to faculty, staff, and students with the advice of Crisis 

Communications Team  
o Will inform the Board of Directors  

• Kelsey Niehser, Director of Student Services 
o Approved to send internal messages as it relates to students with the advice of Crisis 

Communications Team  

• Paige Williams, Vice President of Academic Affairs and Academic Dean  
o Approved to send internal messages as it relates to faculty, staff, or students with the 

advice of Crisis Communications Team  

• Linda Kollman, Human Resources Officer 
o Approved to send internal messages as it relates to faculty, or staff with the advice of 

Crisis Communications Team  
 

Modes of Communication 
Depending on the crisis and the audience, appropriate channels of communication will be selected 
based upon the audience, the type and/or severity of the situation and the message to be 
communicated. 
 
Modes of communication to be used include, but are not limited to:  

• Mass e-mail, used by members of the Crisis Communications Team 
o Used to send messages of importance that do not require an immediate response  

• Text messaging, used by the Human Resources Officer  
o Used when immediate response is needed, which may include but is not limited to: fire, 



 

 

acts of terror, natural disaster, weather, bomb threat, threat of violence on campus, when 
students, faculty, or staff need to check their email for an important message 

• Website site, used by the Website Admin 
o Used for campus safety alerts, which may include but is not limited to: weather, COVID  

• Telephone, used by Crisis Communications Team  
o Used to send message to the media and respond to media requests 

• Social media, used by the Office of Marketing   
o Used to provide statements that may or may not require immediate response 

including but not limited to: messages of support and solidarity, fire, acts of terror, natural 
disaster, weather, bomb threat, acts of violence.  

o Channels will be selected based off crisis with the advice of the Office of Marketing  
 
For questions about this plan, contact Amanda Parker-Wolery, Vice President of Marketing at 
aparker@artacademy.edu     


