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Primary Agency:   City of Myrtle Beach Public Information Department – 
 

1.  INTRODUCTION 

 

1.1 Purpose 

 

The City of Myrtle Beach Crisis Communications Plan outlines the roles, responsibilities and 
protocols that will guide the city in promptly sharing information with all of Myrtle Beach’s 
audiences during an emergency or crisis.  This plan is part of the Emergency Management Plan, 
administered by the Emergency Management Director. 

 

For the purposes of this plan, a crisis is defined as an event that prompts significant, often 
sustained, news coverage and public scrutiny and has the potential to harm members of the 
public and/or damage the city’s reputation, image or financial stability.  A crisis could be 
precipitated by an emergency or a controversy. 

 

An emergency includes a fire, hurricane, crime or other event that presents a threat and 
typically involves a response from police, fire or emergency medical personnel.  A controversy 
better describes events such as a case of employee misconduct or a viral social media event, 
whether the underlying information is factual or simply perceived. 

 

1.2 Scope 

 

The audiences for this plan include City Council, city staff, residents, businesses, visitors, 
neighbors, news media, affiliated organizations, other Grand Strand governments and groups 
and state and federal officials.  The goal is to align messages and operations, promoting 
effective communications across the entire Myrtle Beach community. Outbound messaging will 
address the safety and security of the public, as well as the factual nature of the emergency, 
crisis or controversy and the city’s response to it. 
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2.  OBJECTIVES OF THE PLAN 

 

Our guiding principle is to communicate facts as quickly as possible, updating information 
regularly as circumstances change, to ensure the safety of the Myrtle Beach community and the 
continued operation of essential city services. 

 

We will use multiple mediums to reach as many people and audiences as possible with accurate, 
timely information.  This is especially important in the first hours and days of an emergency, 
crisis or controversy.  Our goal is to provide open, accountable and accessible information to 
all audiences, with a focus on those most affected by the crisis situation. 

 

Honesty and speed are the most effective means to avoid lasting damage and to curtail 
widespread second-guessing by the public, which expects immediate access to accurate 
information.  (A good offense is the best defense.)  However, it is equally imperative to 

speak with accuracy about what we know and not to speculate about details we do not know. 

Our efforts to be both accurate and quick may mean that some communications are incomplete 
at a given time.  We accept this, knowing that how quickly and how well we communicate in 
an emergency or a crisis will affect the public’s perceptions of the city and of the situation 
itself. 

 

3.  PROCEDURES 

 

3.1 Crisis Communications Team 

 

The Crisis Communications Team will convene when an emergency or crisis occurs or when 
threat of a crisis or controversy exists, such as through negative social media content.  Given 
the urgency of rapid communications, the Public Information Director or his/her designee has 
the authority to begin taking action immediately, upon consultation with the City Manager, 
until a broader decision can be made about how the city should proceed. 

 

Alternatively, the Public Information Director may identify a potential crisis or controversy that 
is not an immediate emergency and assemble the Crisis Communications Team to prepare a 
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future communications strategy as part of a coordinated city response. See the attached Crisis 
Response Checklist and the Protocol for Viral Media Events. 

 

3.2 Crisis Communications Team Representatives 

 

• Public Information Director 

• Public Information staff 

• Police Department Public Information Staff (if applicable) 

• Fire Department Public Information Staff (if applicable) 

• Emergency Management Director 

• Myrtle Beach Area Chamber of Commerce (if the matter appears to threaten the city’s 
brand or harm the economy) 

• Others as needed 

 

The Public Information Director or his/her designee will contact each member by phone and/or 
email to convene immediately.  The Public Information Director or his/her designee may add 
other team members, as appropriate under the circumstances. 

 

3.3 Location 

 

The initial communication headquarters for most events will be the second-floor conference 
room at City Hall, 937 Broadway Street, unless another location is designated.  Upon activation 
of the Emergency Operations Center, the communications focus will relocate to the EOC.  The 
communications center may move due to a number of circumstances, including technical 
limitations or a need to be in close proximity to the news media. 

  

A Joint Information Center (JIC) may be established with other agencies and governments if the 
emergency is wide-spread.  The city will participate in such a Joint Information Center and will 
coordinate message content and media releases with the JIC. 
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4.  RESPONSE 

 

4.1 Implementation 

 

The Crisis Communications Team will implement some, or all, of the steps outlined below based 
on circumstances, coordinating with the City Manager and the Emergency Management 
Director, the Police Chief, the Fire Chief, the Mayor or other authorities, as needed. 

 

Throughout the period, the team will meet frequently to review changing facts, assess whether 
key messages are reaching audiences and determine whether strategies need to change.  The 
success of this plan rests on open and frequent communications among the city’s Crisis 
Communications Team, the City Manager and the departments responding to the event.  
Contact information for city staff is available online and in hardcopy. 

 

4.2 Immediate Response 

 

The Crisis Communications Team will carry out these initial tasks immediately: 

 

 Convene the Crisis Communications Team 

 Use all available means to advise staff and the public about immediate threats to safety 
(hurricane, tornado, gunman, etc.). 

 Notify the news media and post emergency message and notification on city website 

(www.cityofmyrtlebeach.com) and on main social media channels. 

 Advise and inform news media of scheduled updates and key messages. 

 Send City Council information as appropriate. 

 Provide updated information on website and social media outlets as additional details 
become available. 

 Create incident-specific pages or messages to convey information directly to affected 
audiences. 

 If necessary, convene other staff for emergency call center or other needs. 

 Activate the 843-918-INFO line, if needed. 
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4.3 Secondary Response 

 

Upon convening, the Crisis Communication Team will: 

 

 Review and write down known facts – those that can and cannot be released to the 
public – and determine whether a response is needed for some or all of the city’s key 
audiences.  These details will be used to create news releases, fact sheets, emails, 
social media posts, website content and other messages.  

 Develop one or more key messages that will be included in all communications.  For 
instance, a key message may be what the city is doing to ensure the safety of residents 
or staff.  Another may be forward-looking, to address what the city is doing to 
prevent the situation from happening again.  Messaging will evolve as circumstances 
change, but should always aim to provide and restore confidence and calm, balancing 
action with safety and concern.  In a controversy, the key message may be an 
explanation or appraisal of the facts, in order to set the record straight or provide a 
full picture of the circumstances. 

 

 Determine who will act as spokesperson.   Written and published communications may 
come from the Public Information Director or his/her designees.  Initial media interviews 
and updates may come from a member of the Crisis Communications Team, but either 
the Mayor or City Manager may be required for the capstone interview or news 
conference.  Rule of thumb:  The bigger the crisis, the bigger the spokesperson. 

 

The nature of the event will determine whether the Mayor, Manager or another 
individual should be the face and voice of the city.  The Public Information Office can 
run briefings and handle media questions between formal news conferences or events.  
Designate one or more members of the Crisis Communications Team to communicate 
key messages and emerging facts to those spokespeople and provide any last-minute 
media training. 

 

In a crisis, it is critical that the most senior leader acts as the key spokesperson; it 
illustrates that the response is serious and that all efforts are being made to address the 
situation.  However, as the crisis evolves, the key spokesperson may change. 

 Assign responsibilities to the Crisis Communications Team to communicate the facts of 
the situation and respond to key audiences through designated mediums.  Key audiences 
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may include residents/businesses in affected areas, city staff, the news media and 
visitors.  The Crisis Communications Team, depending on circumstances, may identify 
other audiences (specific social media sites or posters) and assign responsibility for 
them. 

 

 Provide brief talking points for non-communications staff members who answer 
telephone calls from the public.  Assign additional personnel, as needed, to handle 
phone calls, using a script developed from the key messages and facts the Crisis 
Communications Team has developed.  Activate the 843-918-INFO line if needed. 

 

 Keep a log of media requests.  Our policy is to be as responsive as possible to the news 
media.  Media outlets can reach a much larger audience with key messages. Respond to 
interview requests in a timely manner.  It is a missed opportunity if members of the 
media don’t know our key messages and facts as we understand them. 

 

 Develop communications from the Mayor or City Manager, as appropriate.  It may be 
necessary for the Mayor or Manager to communicate to the staff or public about the 
emergency, crisis or controversy.  The Public Information Director or his/her designees 
will be responsible for generating and reviewing talking points, speeches, email 
messages, videos and other correspondence, in consultation with the members of the 
Crisis Communications Team. 

 

 Open a media center if needed and determine whether a news conference (or series of 
news conferences) should be held.   If a media center is required, equipping it with 
tables, chairs, computer ports, copier, podium, etc., will be a high priority.  When 
choosing the location, consider available parking, electricity, Wi-Fi service, 
restrooms and security access.  If necessary, a security officer should be assigned to the 
location.  Plan for satellite trucks and “go live” locations for the news media. 

 

 Monitor media and online coverage to verify success and anticipate any problems in 
messaging and information flow to the news media and social media outlets. Observing 
how the city is portrayed in early and ongoing coverage will help adjust 
the communications response, correct errors, limit rumors and maintain confidence in 
the city and its response to the situation. 
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 Determine how to report on the situation for internal audiences.  What information does 
city staff need, and what’s the best way to deliver it, especially after hours?  Activate 
the 843-918-1999 line for updates.  Alert department heads about specific messages or 
staffing needs. 

 

 Evaluate how to help our community recover, return to normal and, if needed, regain 
faith in the city and its operations after the crisis trigger event is over.  This may include 
town hall meetings, letters from the mayor expressing sympathy, detailed plans to 
prevent another such crisis, etc. 

 

4.4 Approvals of outgoing information 

 

Typically, the Public Information staff proofreads each other’s material and may require 
approval before distribution or publication of content, including social media posts and news 
releases.  Seconds matter in a crisis, and we will be judged by how quickly we share information 
with key audiences; a formal approval process may not be possible in an emergency situation.  
The Public Information staff is committed to meeting expectations and recognizes the need for 
crisp decision-making during a crisis to enable rapid, accurate communication in coordination 
with the city’s broader management structure. 

 

4.4 Staffing 

 

In emergency circumstances, the Public Information Director or other senior management may 
enlist the help of other departmental staff for communications-related assistance. These staff 
will be assigned as needed for set periods during the crisis response. 
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4.5 The End of the Crisis 

 

The Public Information Director, in consultation with the City Manager and senior staff, will 
determine when an emergency has ended and routine communications can resume. The 
decision to declare the emergency over will trigger a review of how the crisis was handled and 
how communications can improve. 

 

Within 10 days of the event’s end, assess how the communications plan functioned, address any 
needed updates and additional resources and recognize the work of partners whose help was 
invaluable. 

 

5. EDUCATION AND PLAN MAINTENANCE 

 

5.1 Education and Testing 

 

The Public Information Director and Emergency Management Director will take the lead in 
educating city staff and the greater Myrtle Beach community about how and when members 
will get messages from the city in an emergency.  The crisis communications plan will be tested 
annually with participation by members of the Crisis Communications Team and Emergency 
Management staff. 

 

The Public Information Office will provide and schedule media training sessions for senior staff 
members or their designees who wish to acquire better communication skills. A list of media 
interview tips is available. 

 

5.2 Updates 

 

Staff members’ names and contact information will be updated regularly.  Media lists, email 
address lists and other emergency information will be maintained and updated regularly 
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6.  ATTACHMENTS 

 

City of Myrtle Beach 

Crisis Response Checklist 

 

1.   Verify situation.  Determine the magnitude of the event as quickly as possible. 

 Get the facts. 

 What was the source of the information? 

 How credible is the information source? 

 Was information obtained from additional sources to put event into perspective? 

 Is the information consistent with other sources? 

 Is the characterization of the event plausible? 

 If necessary, was the information clarified through a subject information expert? 

 

2.   Conduct notifications. Have the following been notified and briefed? 

 Your core team, senior management group, Chamber of Commerce? 

 Elected officials at all levels? 

 Appropriate local and county agencies? 

 Appropriate state agencies? 

 Appropriate federal agencies? 

 Other relevant groups (residents, visitors, etc.)? 

 

3.   Assess the degree and intensity of the event to determine the communication response. 

 Has a crisis level been identified that corresponds to the event characteristics? 

 Have the hours of operation for the communication team been established? 

 Has jurisdiction over information been established? 

 Have specific audience concerns been addressed? 

 Who will release/update information? 
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4.   Organize assignments.  Activate the Emergency Communications Plan. 

 Do all personnel understand their role and their immediate tasks? 

 Were specific assignments given to each team member? 

 Have all experts/spokespeople been well-informed? 

 Have all staff been briefed and prepared, in case they are approached by the media? 
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City of Myrtle Beach 

Protocol for Possible Viral Media Events 

 

1. Be alert.  If any staff member hears of an event that has the potential to become viral or    
is going viral, notify the Public Information group (City, Police and Fire) immediately.  See 
contact names and numbers below.  Notification means direct verbal communication, either 
in person or via telephone. 

 

Mark Kruea – 843-450-1695 or 843-918-1014 

Thomas Vest – 843-457-0577 or 843-918-1808 

Bryan Murphy – 843-450-6300 or 843-918-1802 

Jonathan Evans – 843-450-1699 or 843-918-1221 

Kaycey Vrettos – 843-231-0692 or 843-918-1017 

Chasity Pendergrass – 843-274-7113 or 843-918-1011 

 

a.   Public Information group (City, Police and Fire) regularly monitor social media.  
b.   Police Department Crime Analyst regularly monitors social media. 

 

2. Meet and talk.  Once notified of a possible viral event, the Public Information group will 
communicate to assess the situation and determine whether/when a response is required. 

 

a. The Public Information group members will notify their leadership of the 
circumstances.  

b. Notification will include all means necessary to assure positive, immediate 
awareness of the situation. 

 

3. Be informed and prepared.  Gather facts of the viral event and project a response timeline. 
Understand the narrative – real and perceived – and the actions leading to the viral event. 

 
a. Immediately come together as a team to assess the facts of the situation and the 

nature of the viral event. 
b. Provide a recommendation about when and how to make a timely response and 

establish a communication schedule. 
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4. Craft a message.  Determine the audience to be reached, develop the message to be 
delivered (what do you want the audience to hear?) and identify the delivery media. 

 
a. Craft a message that answers the relevant questions raised by the viral event and 

speaks to the city’s actions and reactions related to the underlying event. 
b. Choose a spokesperson.  Rule of thumb:  The bigger the message, the bigger the 

spokesperson. 
 
5. Be quick! Once the viral event has been confirmed and the facts and message have been 

established, prepared and deliver a response as soon as possible.  Get the message out now. 
 

a. Be aware of media deadlines and news cycles to deliver the message promptly. 
b. Provide accurate information about the event and factual rebuttal information as 

needed, in a format that suits the message to be delivered, given the nature of the 
viral event.  (The response to an airplane crash at MYR will be different than a viral 
police video, for example.) 

c. Determine a continuing response schedule, if needed, to keep the public updated 
on the situation.  (This will depend on the nature of the viral event.) 

d. Provide a scripted response message for office personnel who are likely to field 
phone calls related to the viral event 

 
6. Gauge and adjust.  Assess the effectiveness of the response message for the target 

audience(s), and repeat or adjust the message and frequency accordingly. 
 

a. Determine whether an ongoing response is needed. 
b. Provide regular updates, as needed; set and communicate a schedule for updates. 
c. Host a news conference or series of news conferences, as needed. 
d. Assign continuing staff for extended operations. 
e. Continue to monitor viral event and adjust message/media accordingly. 
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City of Myrtle Beach 
Initial Message Template for Physical Emergencies 

 
The initial notification template below, with refinements for specific events, may be used in 
the first stage of a physical crisis or emergency until more information is available.  When more 
details are known, additional messages can be added about what is happening, the specific 
emergency, actions people should take to protect themselves and others and where to go for 
more information. 
 
1.   Please pay close attention.  This is an urgent/important message from the City of 
      Myrtle Beach. 
 
2.   Officials (police, fire, mayor, etc.) believe there has been a serious incident (describe time  
      and location). 
 
3.   At this time, we do not know the cause or other details about the incident. 
 
4.   Officials are on the scene (or investigating) and will work with city staff to provide updated  
      information as soon as possible. 
 
5.   Stay informed and follow the instructions of safety officials so you can protect yourself,  
      Your family and your community. 
 
6.   The next update will occur at (give specific time and place) or as soon as additional  
      information is available. 
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City of Myrtle Beach 
30 Tips for Effective Media Interviews 

 
1. Be accessible to the news media.  If they can’t get you, they can’t tell your story or give 

your point of view.  Promptly return all phone calls, emails and texts from reporters. 
Take all questions seriously. 

 
2. Respond to interview requests in a timely manner.  Keep the reporter’s deadline in 

mind.  It doesn’t matter how crucial your message is if it doesn’t make it into the story. 
 

3. Practice making your points in 20 to 30 seconds. That’s the length of the typical sound 
bite        for TV or Radio. It’s a good length for print, too.  Don’t ramble; reach a stopping 
point.  Your words should come to a logical conclusion. 

 
4. If you have bad news, be as quick to report it as the good news.  Bad news will get out; 

by being the first to mention it, you can frame it to the best advantage.  Go for the fast 
bleed, not the slow hemorrhage. 

 
5. Be honest. Tell the truth.  Your credibility is paramount (and irreplaceable). 

 
6. Never say, “No comment.” Instead, explain why an answer is not available, or offer to 

provide information as soon as it’s known.  “We are still investigating the circumstances 
and don’t have that information at this point.”  Or, “I don’t know, but I’ll be glad to 
find out and get back to you.” 

 
7. Don’t say anything within range of a microphone, TV camera or reporter that you 

wouldn’t want your mother or the public to hear.  Be aware of where the cameras are 
pointing and who is listening to your conversation.  Step away from in front of the lens 
and disconnect your microphone before carrying on a casual conversation with the 
reporter.  Just because the interview is over, that doesn’t mean the camera has 
stopped. 

 
8. Be aware of your surroundings, including the background, when giving an interview.  

Know what is behind you and whether it will help or hurt the message you are delivering. 
 

9. When fielding pointed or negative questions, re-frame the question aloud (so that it 
addresses your intended message) and answer that reframed question.  “If the question 
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is….” Or, answer a different question than the one that is asked if it conveys the 
information that the reporter needs to know. 

 

10. Before an interview, take a few minutes to anticipate what questions will be asked and 
what answers you will provide.  Determine the most important points you wish to make, 
and then be sure to make them during the interview.  If it’s a telephone interview 
request, tell the reporter you’ll call back in a few minutes – and do call back – once 
you’ve had a chance to run through the possible questions and answers in your head. 

 
11. The news media are not the enemy.  Make friends with reporters before you need their 

assistance.  An adversarial relationship will lead to adversarial coverage. 
 

12. Don’t play favorites with reporters or media outlets; they are in competition with each 
other. Treat them equally. 

 
13. If the subject is complex, ask for a few minutes to bring the reporter up-to-speed on 

the topic before beginning the actual interview.  Providing background on a difficult 
subject will help focus the reporter’s questions on the correct topics. 

 
14. Don’t offer anything “off the record.”  It doesn’t exist. “Off the record” information 

can and will color the reporter’s story.  If you can’t say it on the record, don’t say it. 
Background information is different than “off the record” information; it provides 
context or information the reporter may need to understand the points you will make. 

 
15. Ask the reporter what sort of questions he/she wants to ask. It’s okay to interview the 

reporter about the subject of the story, but be pleasant about it. 
 

16. Never get angry.  Never lose your cool.  Be patient with reporters and stick to your 
message. 

 
17. Use plain language, not technical terms.  Remember that you are talking to people in 

their living rooms. 
 

18. The bigger the message, the bigger the spokesperson. If it’s really big news, either good 
or bad, then the most senior person should address it. 

 
19. Be prepared, be honest and be brief. 
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20. Look at the reporter, not the camera. The exception is if you have an important point 
to stress that involves the public; a direct look into the camera while making that point 
is acceptable. 

 
21. Dress the part.  You are representing the organization, so dress for the occasion. 

Remember not to wear small patterns (they will create a moiré pattern on TV) or large 
blocks of color.  You don’t want to look like Big Bird. White shirts are acceptable with 
new camera equipment, especially indoors, but may be too bright in direct sunlight. 

 
22. If you don’t think the reporter is grasping the key information in your response, re-cover 

the territory. Offer to provide a summary of the important points. 
 

23. Remember that TV reporters usually edit video from back to front. The last thing you 
said on camera is likely to be the first thing they look at and the easiest for them to 
use. If necessary, repeat the main points you wish to communicate at the end of the 
interview. 

 
24. Ask the reporter if anything was unclear or if more explanation is needed on any points. 

 
25. If you promise to send additional information after the interview, remember to send it 

in a timely manner. 
 

26. If offered makeup for an in-studio interview, say “yes.” This is especially true for men. 
 

27. Be aware of your body language!  It sends an unspoken, but very clear message.  Don’t 
cross your arms.  Don’t steeple your fingers.  Don’t touch your face or cover your mouth. 
Face the reporter head-on.  Sit or stand straight up, or even lean in slightly.  Look the 
reporter in the eye when answering questions.  Be aware of your facial expressions, too! 

  
28. Never wear sunglasses during an interview.  If you normally wear glasses, invest in anti- 

glare lenses.  Don’t wear self-darkening lenses, as they will automatically darken in 
camera lights or if the interview is outdoors. The reporter, and the people at home, 
need to see your eyes in order to make a determination about your truthfulness. 

 
29. Don’t try to memorize information.  Instead, be familiar enough with the details by 

practicing key points or statements aloud.  That way, your answer won’t sound 
rehearsed and you won’t struggle to remember it word-for-word. 
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30. If the interview is live, ask in advance how much time is allotted.  Most television 
interviews or live shots are extremely short – two minutes or less – so make your answers 
brief to allow time for dialog. The interview will be more interesting, and you’ll deliver 
more information. 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


