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Bayerische Motoren Werke AG 

 

Rehearsal Dates 
 

Due to the size of the BMW organization, and the varying types of crises faced by the 

organization, the crisis management plan will be rehearsed six times annually.  

  

Aside from the rehearsal dates, issues scanning and monitoring will take place on a day-to-day 

basis in order to keep up to date with any crises that may affect the BMW organization. 

 

The following dates have been chosen to rehearse the crisis management plan in 2008:  

1. February 5
th

  

2. April 8th  

3. June 10th  

4. August 5th  

5. October 7th  

6. December 9
th

 

All members of the crisis management team are required to attend all six rehearsal dates.  Any 

other members of BMW may attend as well.  Anyone who will not be able to attend should 

contact Susan Theisen, Public Relations Coordinator, to discuss the possibility of excusing 

themselves. 
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Crisis Assessment Overview 
 

 In the event of an actual crisis, we have developed an assessment of possible crises at 

BMW. We have evaluated probable risks by determining the likelihood and impact of these risks 

to the company.  

 

 In our assessment we have included a crises strategic option chart to help guide us 

through a crisis. This will serve only as a guide to maintain order and provide a checklist for our 

crisis management team. We understand that no crisis is identical and different actions and 

procedures may be used for each event.  

 

 In order to help prepare our CMT we have scheduled dates to rehearse managing possible 

crises.  

 

 To organize information received we have developed an Incident Report Form. Each 

member of the CMT will be supplied with these forms. A form will be filled out for any 

information received to determine a possible crisis. The Incident Report Forms will be kept on 

file to be used in prevention of similar incidents in the future.  
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Bayerische Motoren Werke AG 

 

Crisis Assessment – Likely Crises to Occur 
 

 With a large, worldwide organization such as BMW, there are many potential crises that 

can occur.  Possible crises can be internal or external, as well as controllable or uncontrollable 

for the company.  The crises would affect BMW financially, personally, and damage the 

company’s reputation. 

  

We, BMW’s crisis management team, have performed issue scanning and held 

brainstorming sessions to evaluate a number of potential crises that could happen to BMW.  The 

list of potential crises is never-ending, but the list we have composed gives an idea of what to 

expect in terms of crises. 

  

First, we have divided the potential crises into five separate categories. They are as follows: 

 

1. Personnel Crises- including top management, employees, and manufacturers  

2. Competitor Crises- including all current car sellers, manufacturers, and dealers 

3. Event Crises- including all sponsored events and natural occurrences 

4. Product Crises- including all malfunctions, tampering incidents, and government  

intervention 

5. Reputation Crises- including rumors, negative opinions websites, and employee scandals 

 

An important note is that many of the crises can be classified into more than one category.  

Keeping that fact in mind, it is important to examine the many implications a crisis could have 

before developing specific strategies for the BMW organization to implement. 

 

Our next step was to break down each potential crisis further by determining the likelihood 

that the crisis will occur, the impact the crisis would have on the organization, and the potential 

of the crisis.  We focus the largest amount of our time and attention on the crises with the highest 

potential to occur.  The final column shows what quadrant the crisis is currently in on the risk 

assessment grid.  The quadrants are broken down to represent crises in the following way: 

 

Quadrant 1- controllable but unobservable.   

Quadrant 2- uncontrollable and unobservable 

Quadrant 3- uncontrollable but observable  

Quadrant 4- controllable and observable   

 

The goal for each crisis is to make the perception of the risk controllable and observable, 

which would place the crisis in quadrant 4.   
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The following charts illustrate the results of our issues scanning sessions for BMW.  The five 

categories are issues pertinent to BMW’s organization: 

 

Potential 

Personnel Crises 

Likelihood (L) Impact (I) Potential (LxI) Quadrant Placement 

Info Leaks 3 9 27 3 

Strikes 2 8 16 4 

Financial Audits 1 2 2 4 

Embezzlement 4 3 12 2 

Management 

Changes 

6 Long term-1 

Short term-5 

Long term-6 

Short term-30 

3 

Stakeholder Crisis 3 8 24 3 

Sexual Harassment 7 4 28 2 

Rumors/Grapevine 9 2 18 3 

 

 

Potential 

Competitor Crises 

Likelihood (L) Impact (I) Potential (LxI) Quadrant Placement 

Logo Tampering 2 8 16 3 

Inter-industry Crisis 7 2 14 3 

Intra-industry Crisis 3 8 24 3 

 

 

Potential Event 

Crises 

Likelihood (L) Impact (I) Potential (LxI) Quadrant Placement 

Natural Disasters 2 7 14 3 

Injury 9 4 36 4 

Terrorism 2 9 18 3 

Product Tampering 2 6 12 2 

Substance Abuse 1 8 8 2 

Unethical Behavior 2 7 14 3 

 

 

Potential Product 

Crises 

Likelihood (L) Impact (I) Potential (LxI) Quadrant Placement 

Vehicle 

Malfunction/Part 

Failure 

4 10 40 4 

Facility Problems 4 5 20 3 

Product Tampering 2 9 18 3 

Government 2 8 16 4 

Depreciation Rates 1 3 3 3 

Warranty Issues 1 7 7 4 
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Potential 

Reputation Crises 

Likelihood (L) Impact (I) Potential (LxI) Quadrant Placement 

Internal Employee 

Scandal 

3 8 24 2 

Image Affiliation 2 3 6 4 

Donation Issues 1 8 8 3 

Cyber Attacks 9 5 45 4 

Slander 9 5 45 3 

 

 
 

1. Personnel  

A. Rumors through the “Grapevine” 

i. Likelihood high 

ii. Impact low 

B. Information Leaks 

i. Likelihood low 

ii. Impact high 

C. Sexual Harassment  

i. Likelihood high 

ii. Impact medium 

 

As a means to uphold open communications, the BMW Corporation will 

coordinate mandatory meetings for all personnel to attend at corporate offices, in order to 

promote and reinforce the corporation’s goals and objectives. These meetings will inform 

personnel about proper conduct within the working environment. Personnel will be 

encouraged to express any comments or concerns to management representatives.  

Information from closed discussions such as meeting minutes and dialogue, will 

remain classified to limit possible information leaks.  

 

 

2.  Competitor 

A. Intra-industry 

i. Likelihood low 

ii. Impact high 

B. Logo-tampering 

i. Likelihood low 

ii. Impact high 

C. Inter-industry 

i. Likelihood high 

ii. Impact low 

 

Due to the competitive automobile industry, internal documents such as vehicle 

blueprints and corporate transcripts will remain exclusive property of the BMW 

Corporation. While it is difficult to prevent logo-tampering from occurring, BMW will 
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label and document all products to ensure consumers that they are receiving 

unadulterated BMW products.    

 

3.  Event  

A. Injury 

i. Likelihood high 

ii. Impact medium 

B. Terrorism 

i. Likelihood high 

ii. Impact medium 

C. Natural Disaster 

i. Likelihood low 

ii. Impact high 

 

Event locations will be inspected by professionals to oversee that all safety 

regulations are being met. Various emergency stations will be located  throughout the 

event grounds to allow a quick response to any injury that may occur. The easily 

accessible emergency stations will allow the victim to receive immediate medical 

attention. Specialized emergency plans will be formed and practiced to ensure the utmost 

safety and security for all spectators of events sponsored by the BMW Corporation.  

 

4. Product 

A. Vehicle malfunction/Part failure 

i. Likelihood medium 

ii. Impact high 

B. Facility problems 

i. Likelihood low 

ii. Impact medium 

C. Product tampering 

i. Likelihood low 

ii. Impact high 

 

A primary step in detecting and avoiding product tampering is to have adequate 

good manufacturing practices in operation. The BMW Corporation must ensure that all 

products are checked and tested before they are distributed. This will also limit the 

number of products that may malfunction.  

 

5.  Reputation 

 A. Cyber attack 

  i.  Likelihood high 

  ii. Impact medium 

 B. Slander 

  i.  Likelihood high 

  ii. Impact medium 

 C. Internet Employee Scandal 

  i. Likelihood low 
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  ii. Impact high 

 

It is ultimately the reputation of the BMW Corporation that determines its success 

and sustainability in the eye of the public. With that in mind, the corporation must 

maintain a well structured company image when manufacturing and marketing its 

products.  
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Likely Risk Assessment Grid 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Product Tampering 

Unobservable 

Observable 

Controllable Uncontrollable 

Info Leaks 

Management Changes 

Stakeholder Crisis 

Rumor/ 

Grapevine 

Logo 

Tampering 

Inter Industry 

Crisis 

Intra Industry Crisis 

National 

Disaster 

Terrorism 

Unethical Behavior at Event 

Facility Problems 

Depreciation Rate 

Donation Issues 

Slander 

Cyber Attacks 

Employee Strikes 

Financial Audit 

Injury at Event 

Vehicle Malfunction/ Part Failure 

Governmental Product Restriction 

Warranty Issues 

Image Affiliation 

Embezzlement 

Sexual Harassment 

Product Tampering at Event 

Substance Abuse at Event 

Internal Employee Scandal 

Key: 

Personnel Crisis 

Competitor Crisis 

Event Crisis 

Product Crisis 

Reputation Crisis 



20 

 

 
Bayerische Motoren Werke AG 

 

Incident Report Form 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CMT Member(s):_____________________________ Date:__________ Time:___________ 

 

Informant:__________________________________ Channel:________________________ 

 

Date of Incident:________ Time of Incident:__________  Location of Incident:_____________ 

 

Message:________________________________________________________________________     

________________________________________________________________________________

________________________________________________________________________________

________________________________________________________________________________

________________________________________________________________________________

________________________________________________________________________________ 

Stakeholder(s) of Concern        Contact Information 

______________________________________  _______________________________ 

______________________________________  _______________________________ 

______________________________________  _______________________________ 

______________________________________  _______________________________ 

 

Have Stakeholders Been Contacted?   Yes______  No_______ 

     Actions Already Taken:                    Actions Considered: 

______________________________________  _______________________________ 

______________________________________  _______________________________ 

______________________________________  _______________________________ 

______________________________________  _______________________________ 

 

         Audiences Impacted: 

_______________________________________________________________________________ 

_______________________________________________________________________________ 

_______________________________________________________________________________ 
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Proprietary Information 
 

 

 In the event of a crisis, the BMW Corporation desires to be straightforward with its 

stockholders.  However, certain information should never be disclosed without the approval of 

CEO, David Burman.  Such information includes: 

 

Personal Information 

 Employees: The privacy and security of all BMW Corporation employees is a top 

priority, therefore contact information and salary amounts will be kept confidential. 

 

 Stockholders: The privacy and security of all BMW Corporation stockholders is a top 

priority, therefore contact information and financial records will be kept confidential.  

 

 Victims:  In order to respect crisis victims and their families, the BMW Corporation will 

not release names or other personal information without first informing their immediate 

family.  

 

 

Internal Documents 

 

 Transcripts: Information from closed discussions such as meeting minutes and dialogue, 

will remain classified, in order to maintain a competitive advantage. 

 

 Vehicle Blueprint:  To maintain an edge in the competitive world, vehicle blueprints will 

remain exclusive property of the BMW Corporation. 

 

 

Promotional and Marketing Strategies 

 

 Promotional Developments: Any and all promotional developments must remain 

concealed until the scheduled time of release. 

 

 Marketing Strategies: Any and all marketing strategies used by the BMW Corporation 

should remain private information, as a means to increase profits and maintain a 

competitive edge.  

 

In the event that a CMT member or any employee of the BMW Corporation is unsure of whether 

information is regarded as proprietary, they should use cautionary discretion. 
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Organizational Press Kit 
 

 

MISSION STATEMENT: 

 

 "To be the most successful premium manufacturer in the industry.” 

 

OUR MISSION: 

 At the beginning of the 21
st
 century, the world is facing a number of challenges too great 

and too complex to be tackled successfully with short-term solutions.   

 The BMW Group has seriously looked into these matters, well aware of the fact that each 

challenge also presents an opportunity.  We know: those who best master their future tasks get 

the chance to maintain a lasting lead over competitors in the industry. 

 Following more than a century in automotive engineering, we want to break new ground 

in individual mobility.  In the long term, our idea is to strive for the optimum by making 

sustainability the guideline behind all our activities. 

 Only the claim to achieve the best can result in premium quality.  This belief has always 

made the BMW Group cut its own path.  EfficientDynamics
®
 is only one example which 

demonstrates that this approach has brought us to a new level time and again.  We are going to 

continue along this path- for the benefits of our customers, our employees and our shareholders.  

 

Annual Report 
Most Current Available 

 

Business Card 
Generic Corporate Public Relations 

Public Relations Case Manager 

 

Information Pamphlets 
BMW- Facts and Figures 

BMW- Fascination and Production 
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Strategy Worksheet 
 

In the event of a crisis, the Crisis Management Team members must remember the 

importance of thinking strategically and communicating professionally.  This worksheet will 

serve as a guide for strategic thinking by all CMT members. A checklist will be followed to 

ensure that the BMW Corporation’s reputation will remain intact.  The checklist has been 

developed by analyzing potential crisis events which can be viewed on page 13. 

 

Contextual Analysis: 

 What is the nature of the crisis?  

 Has it been anticipated?     

 If no, what do we know about this matter? 

 Which of our categories does this crisis fall in, if any? 

 How quickly should we respond?  

 What steps have been completed? 

 Which risk quadrant does the crisis fall in?  

 Which risk quadrant do we want it in? 

 What has been done to lessen the risk? 

 

Audience Analysis: 

 What audiences are involved/affected by the crisis? 

 Which audience(s) is the most important? 

 Who are our primary audiences? Secondary? Tertiary? 

  How does the public view the crisis issue? 

 Who will influence the public? 

 What role does the media possess? 

 How does the public perceive the organization’s credibility? 

 

Strategy: 

 What are our business goals? 

 What are our communication goals? 

 What are our objectives? 

 Does our strategy reflect with our business and communication goals? 

 How will we evaluate our effectiveness? 

 Are the values of the organization reflected in our strategy? 

 Are the values of the organization reflected in our message? 
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 Is it practical? 

 Is it ethical? 

 

Tactics: 

 Who should be the spokesperson?   

 Our message will be communicated through what channels? 

 What media options are available to us? 

 When do we want to convey our message?   
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Various Strategic Options Chart 
Use Only if Applicable 

 

 

Step Personnel Crisis 

Strategies 

Competitor Crisis 

Strategies 

Events Crisis 

Strategies 

Product Crisis 

Strategies 

Reputations 

Crisis Strategies 

1 Address the root of 

the problem 

Determine severity Issue support to 

any victims 

Address the root 

of the problem 

Address the root of 

the problem 

2 Respond proactively Respond proactively Determine 

severity and cause 

Notify appropriate 

authorities 

Determine 

appropriate way to 

respond (i.e.- deny, 

apologize, etc.) 

3 Determine liability 

and respond 

accordingly 

Determine perceived 

risks 

Notify appropriate 

authorities 

Determine 

liability and 

respond 

accordingly 

Determine perceived 

risks 

4 Determine 

organization’s 

stance and support 

Reassure any 

stakeholders 

Determine 

liability and 

respond 

accordingly 

Determine 

appropriate 

actions for 

possible recalls 

Gather and provide 

facts 

5 Determine perceived 

risks 

Address affected 

audiences 

Determine 

organization’s 

stance and support 

Determine 

perceived risks 

Develop and 

implement an 

organization 

continuance plan 

6 Reassure 

stakeholders 

Evaluate Effectiveness Determine 

perceived risks 

Reassure any 

stakeholders 

Evaluate 

effectiveness 

7 Address affected 

audiences 

 Reassure 

stakeholders 

Address affected 

audiences 

 

8 Issue support to 

victims 

 Address affected 

audiences 

Evaluate 

effectiveness 

 

9 Develop an 

organization 

continuance plan 

 Develop and 

implement new 

safety plans (or 

assign to 

appropriate 

person/group) 

  

10 Evaluate 

Effectiveness 

 Evaluate 

effectiveness 

  

11   Issue support to 

any victims 
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Strategic Table 

 
In the event of a crisis, the table below is meant to be a starting point for the CMT in answering 

the questions for the Strategy Worksheet.   

 

Type of 

Crisis 

Key 

Stakeholders 

Business 

Goals 

Communication 

Goals 

Strategy Tactics 
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Stakeholder Contact Information: 

 

 

BMW AG Staff: 

David Burman, Chief Executive Officer 

Dr. E.h. Joachim Milberg, Supervisory Board Chairman 

Dr. Norbert Reithofer, Board of Management Chairman 

Ernst Baumann, Human Resources, Industrial Relations Director 

Frank Peter-Arndt, Production Director 

Dr. Herbert Diess, Purchasing and Supplier Network Director 

Dr. Friedrich Eichiner, Corporate and Brand Development Director 

Ian Robertson, Sales and Marketing Director 

Dr. Michael Ganal, Finance Director 

Dr. Klaus Draeger, Development Director 

 

Local Contacts: (Please fill in specifics) 

Mayor: _James J. Schmitt________ 

 _100 N Jefferson St. ______ 

 _Green Bay, WI 54301____ 

Tel: __(920)448-3005 _______ 

Fax:  __(920) 448-3081 ________ 

 

Police: Green Bay Police Department 

 _307 S Adams____________ 

 _Green Bay, WI 54301______ 

Tel:   

Emergency:  ___911_____________ 

Non-Emergency: _(920) 448-3200__ 

 

BMW AG Investor Relations 

Torsten Schüssler 

Petuelring 130 

D-80788 Munich, Germany 

Email :  torsten.schuessler@bmw.de 

Tel.: +49 (0)89-3 82-2 53 87 

Fax: +49 (0)89-3 82-1 46 61 

 

Interpol 
Interpol Headquarters 

200, quai Charles de Gaulle 

69006 Lyon, France 

Fax: +33 (0)4 72 44 71 63 

 

Federal Ministry of Justice  

Mohrenstrasse 37  

10117 Berlin, Germany  

Tel: +49 (0) 1888 580-0  

Fax: +49 (0) 1888 580-9525 

 

Deutscher Gewerkshaftsbund  

(German Federation of Trade Unions) 

DGB National Executive - International 

Department 

Henriette-Herz-Platz 2 

10178 Berlin, Germany 

Tel.: +49 (0) 89-3 24060-641 

Email: thorben.albrecht@dgb.de 
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United States Environmental Protection 

Agency 
Ariel Rios Building 

1200 Pennsylvania Avenue, N.W. 

Washington, DC 20460 

USA 

+01 215-814-5000 

 

European Union Ombudsman 

Ombudsman P. Nikiforos Diamandouros 

1 Avenue du Président Robert Schuman 

CS 30403 

FR - 67001 Strasbourg Cedex 

Tel.: +33 (0)3 88 17 23 13 

Fax: +33 (0)3 88 17 90 62 

 

Bosch und Siemens Hausgeräte GmbH 

Franz Fehrenbach, Board of Management 

Chairman 

Robert Bosch GmbH 

Postfach 10 60 50 

D-70049 Stuttgart, Germany 

Tel: +49 (0) 711 811-0 

Email: Callbosch@de.bosch.com 

 

Continental AG 
Headquarters 

Vahrenwalder Strasse 9 

D-30165 Hanover, Germany 

Tel: +49 511 938-01 

 

BMW Car Club of America 
Frank Patek, National Executive Director 

Bruce Hazard, National Board President  

640 South Main Street 

Suite 201 

Greenville, SC 29601 

USA 

Tel: +01 864 250-0022 

Fax: +01 864 250-0038 
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Stakeholders Concerns Power Legitimacy 
Investors  Creating profits 

 Spending money wisely 

 Being socially 

responsible 

 Fund company 

 Opinions can 

influence how 

company is run 

 Give the company 

money 

 Opinions should be 

heard and treated 

with respect 

Employees  BMW staying in business 

 BMW treating employees 

fairly 

 How employees work 

can influence how 

company functions, 

one rogue employee 

will not have much of 

an influence, but 

many may 

 Work for the 

company, although 

some concerns may 

not be legitimate, 

all should be 

considered 

Consumers: 
Owners, Enthusiasts 

 Quality of BMW 

automobiles/ products 

relative to price 

 Reputation of company 

and brand 

 Source of primary 

profit 

 Greatest sway of 

public opinion 

 Consumers 

purchasing a 

vehicle have a right 

to be concerned of 

the quality 

 Reasons for 

purchase often rely 

on reputation 

Governments: 
German Green 

Party, U.S. EPA, 

Labor Unions 

 Being environmentally 

friendly 

 Treatment of employees 

 Company actions within 

the law 

 Safety of products 

 Implement 

restrictions 

 Reactions may sway 

some public opinion 

 Concern for 

environment is 

legitimate as it is a 

pressing issue. 

 Legal actions could 

cause larger 

problems 

Dealership 

Networks 

 Manufacturing quality 

automobiles 

 Staying in business 

 Fair market price 

 Corporate reputation 

 Dealers actually make 

the sales to the 

consumer 

 Much influence on 

whether or not 

consumers purchase a 

BMW product 

 Concerns are 

legitimate as the 

dealers reputation 

is a concern if they 

sell a poor quality 

vehicle 

 Represent the 

image of the 

company to most 

consumers 

Media: 
Print, Television, 

Internet 

 Public’s right to know 

 Problems should be 

public 

 Ethical practices within 

company 

 Huge impact on 

public opinion 

 Where public gets 

most of their 

information 

 Key information 

gatekeepers 

 Media has a right 

to inform public 

Community: 
Sponsored events, 

Facility locations 

 Being fair to community 

 Respecting community 

rules and regulations 

 Safety of products and 

facilities and events 

 Influence whether or 

not event is held in 

community 

 Influence consumers 

viewpoints 

 Source of revenue 

 Community rules 

are a legitimate 

concern 

 Influence and are 

consumers 
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Stakeholder Know Infer So What to Do So What Not to 

Do 

Investors -They have much 

devoted to BMW 

-Chose to invest in 

BMW 

-They want the 

best for BMW 

-They care about  

what happens to 

the company 

-Maintain positive 

relationship and 

inform them each 

step of potential 

crisis 

-Give them no 

information during 

a crisis 

-Ignore them 

Employees -Chose to work 

and continue to 

work at BMW 

-They enjoy their 

job 

-They want BMW 

to continue to 

grow and succeed 

-Listen to any 

concerns or 

suggestions they 

have 

-Consider them 

unimportant in a 

crisis 

-Avoid utilizing 

their skills 

Consumers -They like the 

product BMW 

delivers 

-They are loyal to 

BMW 

-They will 

continue using the 

product 

-They will stay 

faithful to the 

company 

-Keep high quality 

product 

-Show them how 

important they are 

to the company 

-Change product 

completely 

-Ignore them in 

time of a crisis 

Government -Regulate BMW’s 

actions 

-Keep a close 

watch on BMW’s 

actions 

-Acknowledge and 

follow their 

standards 

-Push them aside 

as unimportant and 

ignore their 

regulations 

Dealership 

Network 

-Sell BMW 

products 

-They work 

directly with other 

BMW  dealerships 

-They reflect 

BMW’s image to 

the general public 

-Keep them up-to-

date with any 

changes or 

concerns 

-View them as an 

insignificant part 

of the company 

Media -Media wants a 

story, good or bad 

 

-They will take 

any necessary 

measures to get a 

story 

-Inform them with 

accurate 

information  

-Respond to their 

questions with “no 

comment” 

Community -They choose to 

attend and 

participate in 

sponsored events 

-They support 

BMW’s mission 

-Include them as 

an important 

audience of the 

company 

-Consider their 

safety at events 

-Only consider 

them important 

during an event 

-Deny the fact that 

a crisis could 

occur at an event 
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Business Resumption Plan 
 

 

In the event that a known crisis affected the products that are produced, marketed, distributed 

and sold by the BMW Corporation, immediate procedures need to be implemented to maintain 

the BMW reputation and satisfaction by its consumers.  

 

The following recommendations to handle a product crisis are as followed: 

 

1. Postpone BMW production operations of known affected product while the crisis is 

being analyzed and resolved. 

  
2. Contact all of the BMW Corporation dealerships to halt the sales of additional BMW 

vehicles and products with the known defects, and depending on severity of the 

defect, notify dealers of recalls and warranty terms.  

 

3. Contact all BMW Corporation members/employees, stakeholders and directly 

affected publics to ensure that the upmost safety, security and satisfaction is being 

met and maintained.  

 

4. Develop, contact and present an organized press conference so that all relevant media 

outlets are aware of the crisis and how it is being handled by the BMW Corporation. 
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Post Crisis Evaluation  
 

Prior to Post Crisis Evaluation: 

1. Notes should be taken throughout the crisis so the company can evaluate what was   

effective and what was not effective. 

2. Effectiveness of the plan should be evaluated and changed if necessary. 

3. The crisis must be continuously monitored even after it is resolved. 

 

Crisis Management Performance Evaluation: 

1. Collect and evaluate data from crisis records 

a. Gather data from Incident Report Sheets, the CMT Strategy Worksheets, the 

Stakeholder Contact Worksheets, and the Information Log Sheets 

b. Review records to determine if the CMT made any significant mistakes 

2. Obtain stakeholder feedback 

a. Gather information by structured surveys, interviews, or focus groups 

b. Summarize the results 

3. Use various measures of evaluation 

a. Obtain organizational performance measures from team members, employees, and 

external stakeholders 

b. Review any internet comments or concerns about the crisis 

c. Collect all media reports and recap media coverage 

4. Evaluate the collected data and complete the Post Crisis Evaluation Worksheet 

a. Determine strengths and weaknesses of the CMT 

b. Establish any changes that need to be made  
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Post Crisis Evaluation Survey: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Post Crisis Evaluation 

 

 

Crisis:_____________________________________________________________ 

 

Date of Crisis:__________________ Time:_________ Location:______________ 

 

What role did you play in the crisis?  How did the crisis affect you? 

Explain:___________________________________________________________ 

__________________________________________________________________ 

__________________________________________________________________ 

 

Was the crisis anticipated?  Circle One:     Yes      No     Somewhat 

Explain:___________________________________________________________ 

__________________________________________________________________ 

__________________________________________________________________ 

 

What communication channels did we use to notify the public and were they effective? 

                   Channel   Not Effective       Neutral          Effective 

1._______________________      0      1      2      3      4      5      6      7      8      9      10 

2._______________________      0      1      2      3      4      5      6      7      8      9      10 

3._______________________      0    1      2      3      4      5      6      7      8      9      10 

4._______________________      0    1      2      3      4      5      6      7      8      9      10 

 

What was done effectively? 

 

 

 

What should we have done differently? 

 

 

 

Should anything be altered in the Crisis Communication Plan?  If yes, explain. 

 

 

 

What still needs to be done to recover from the crisis? 
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Post Crisis Evaluation Worksheet: 

Post Crisis Evaluation Worksheet 

 

CMT Member:_________________________ Date of Crisis:_______________________ 

 

Location of Crisis:_______________  Type of Crisis:_________________________________ 

 

We followed the Crisis Management Plan.   Circle One: 

 

Strongly Disagree                Neutral                         Strongly Agree 

                       0         1         2         3         4         5         6         7         8         9         10 

 

Explain:___________________________________________________________________ 

__________________________________________________________________________ 

__________________________________________________________________________ 

__________________________________________________________________________ 

 

 

Evaluation of Process:________________________________________________________ 

__________________________________________________________________________ 

__________________________________________________________________________ 

__________________________________________________________________________ 

__________________________________________________________________________ 

__________________________________________________________________________ 

 

 

Steps that were completed effectively:___________________________________________ 

__________________________________________________________________________ 

__________________________________________________________________________ 

__________________________________________________________________________ 

__________________________________________________________________________ 

__________________________________________________________________________ 

 

 

Suggestions for continuous improvement:_________________________________________ 

___________________________________________________________________________ 

___________________________________________________________________________ 

___________________________________________________________________________ 

___________________________________________________________________________ 

 



 

 

 

 

Section 2: 

Implemented Crisis Management Plan 

 

  



 Implemented Crisis Management Plan 
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Bayerische Motoren Werke AG 

 

Introduction Letter: 
May 1, 2008 

To the employees of the BMW Corporation: 

 

Arranged on the following pages are the general guidelines, steps and strategies for the BMW 

Corporation to respond to a crisis.  A crisis can be defined as a singular or combination of internal or 

external, controllable or uncontrollable, and observable or unobservable events that affect the reputation 

and/or integrity of the organization directly or indirectly.  These events are unstable situations which can 

be caused by multiple issues including natural disasters, reputation sabotage, personnel problems, 

financial obstacles, product tampering, and industry-wide concerns.  The effects of a crisis can be 

multiplied through media exposure. 

 

 The events leading to a crisis situation can happen at any time and any place.  As a global 

corporation, BMW AG needs to maintain a proactive approach to potential crises.  Using this Crisis 

Communication Plan (CCP) will give those in a critical situation a starting point from which to base their 

actions.  Effective management of a crisis begins immediately and will determine the outcome for the 

organization.  Recovery must be organized strategically and implemented in the most effective manner 

possible.  This CCP is only a set of general guidelines and does not provide answers to every situation.  

Each crisis situation is different and will be evaluated by the crisis management team (CMT) who should 

be contacted as soon as possible during an event. 

 

 Included in this plan are: 

1. Crisis management team and contact sheet 

2. Crisis assessment, including issues identification, likelihood, impact, probability, and 

where the issues lie on the risk assessment grid 

3. Incident report form 

4. Proprietary information 

5. Strategy worksheet 

6. Stakeholder contact sheet 

7. Crisis control center 

8. Post-crisis evaluation 

 

 The objective of this CCP is to curb the harmful effects of a crisis situation to the organization.  

The strategy in this CCP will be employed by the CMT in the event of crises to accomplish this objective 

as efficiently and effectively as possible. 

     

Ultimately serving you,    

 

 

 

       David Starr     

Chief Operating Officer, BMW AG    




