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Introduction

In an Arthur W. Page Society report (2023) based on perspectives shared by chief communication 
officers, trust and division were identified as among the major challenges confronting global 
businesses, manifested in (1) trust in business, government, and media; (2) political polariza-
tion; (3) racism/diversity, equity, and inclusion (DEI); and (4) misinformation (Page 
Society, 2023). These challenges reflect large-scale risks and crises confronting organizations 
across sectors and beyond borders, shedding light to “sticky crisis” challenges (Jin et al., 2021). 
At the center of the creation and amplification of these challenges are global media and the 
communication eco-system, crossing over legacy media, social media, and emerging digital 
technology.

Sticky crises are severe, recurring, and complex crises that cause ripple effects, resulting in 
ancillary crises simultaneously and impacting organizations and industries alike (Reber 
et al., 2021). According to Reber et al. (2021): “Sticky crises demand not only a near-instant 
response, but they may require crisis communicators to see possibilities, understand the poten-
tial breadth and scope of an emerging crisis, and be ready to change strategy and tactics 
quickly” (p. 7). Thus, communication processes, which flow through platforms provided by 
legacy and social media, can determine the development of crisis situations and how “sticky” 
they turn out to be. Accordingly, in a posited model of managing sticky crisis (Jin, 2021; see 
Figure 14.1), understanding the media environment is essential for effective and ethical organ-
izational risk and crisis communication, domestically and globally. In this chapter, we discuss 
the state-of-art-research insights on the role of legacy media and social media in organizational 
risk and crisis communication, as well as influences and challenges exerted by and associated 
with modern digital platforms and emerging technologies.
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The Role of Legacy Media in Organizational Risk and Crisis 
Communication

Legacy media, composed by journalism and media organizations, has continued to exert its 
influences in organizational risk and crisis communication (van der Meer, 2018), the process 
of which is amplified via mediatization of organizations and influenced by culture, politics, 
dynamics, resources, and dependencies in different media systems embedded in different 
national settings and international media.

Mediatization and Organizational Risks and Crises

With the mediatization of organizations over time, risks and crises related to organizations have 
become more and more communicative events. Mediatization theory argues that media 
have become increasingly institutionalized within our society and that different levels of society 
have gradually adjusted to the logic of the media (Strömbäck, 2008). Initially, mediatization 
was applied to understand how political processes have become impacted by media. As a long-
term and multi-phase process, media logic is argued to govern political actors. Research in the 
corporate communication realm has argued that the theory can also be applied to the context 
of organizations (Fredriksson & Pallas, 2021; Ihlen & Pallas, 2014; Pallas & Fredriksson, 2013). 
With becoming deeper integrated into organizational processes, media crucially shape the 
environment of these organizations and organizational events are formed and framed according 
to the preferences of the media.

How Journalism and Media Organizations Influence Organizational 
Risks and Crises

With the process of mediatization, organizational practices have become more widely 
visible to publics across the world. This plays out on two levels: (1) organizations have become 
more visible and therewith organizational crises have become more newsworthy; and 
(2) organizations are increasingly under scrutiny from a larger and more diverse public.
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Figure 14.1  Sticky Crisis Management. Source: Jin (2021).

 10.1002/9781394180844.ch14, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/9781394180844.ch14 by U

va U
niversiteitsbibliotheek, W

iley O
nline L

ibrary on [29/01/2026]. See the T
erm

s and C
onditions (https://onlinelibrary.w

iley.com
/term

s-and-conditions) on W
iley O

nline L
ibrary for rules of use; O

A
 articles are governed by the applicable C

reative C
om

m
ons L

icense



Yan Jin and Toni G.L.A. van der Meer170

First, in search for new news events, media are eager to report on anything that goes wrong – 
highlighting the well research negativity bias in news (Harcup & O’Neill,  2001; Soroka 
et al., 2019; van der Meer, 2018). News values like negativity, dramatization, or well-known 
actors (Galtung & Ruge, 1965) make organizational crisis situations, especially when happen-
ing at internationally known organizations, highly newsworthy events. Accordingly, news 
media are often the main source of crisis information and offer the platform for negotiating 
crisis understanding (van der Meer, 2018). Being on the media agenda, and therewith in the 
eye of the public, changes and shapes the way such organizational crisis events evolve. The 
communication around such events takes on a more central role. The different needs of 
different types of media and publics need to be taken into account. For example, not only 
communication with local media is essential, ignoring more (inter)national media could 
further escalate the crisis situation when the definition of the situation and the level of 
responsibility is not clearly communicated (Cornelissen et al., 2009). In addition, when organ-
izational crises become mediated events, they are also shaped and framed by communicative 
processes in the media.

In combination with other actors, the interplay with the news media determines how a crisis 
is defined, which in turn shapes how the public understands the situation at hand and largely 
determines the development of the crisis. Some scholars go as far as stating that crises and the 
development of them are constituted in communication (Schultz et al., 2012). This highlights 
also the lack of control organizations have over risk and crises. Communication is always 
formed in the interplay with other actors, and, with a credibility disadvantage due to the mere 
occurrence of an organizational crisis, organizations often have less leverage in frame negotia-
tions. Thus, organizational external crises can often be described as a mediatized situation. 
The communication of relevant stakeholder and the general evolvement of the situation are to 
a certain degree shaped by and molded to the demands of news media in their crisis coverage 
(Ihlen & Pallas, 2014).

Second, besides organizational crisis being increasingly mediatized events, organizations are 
more in the public eye these days. With the combination of the media’s significant role in 
today’s society and organizations’ increased visibility, it can be observed that organizations are 
under more public and media scrutiny than before (van der Meer & Jonkman, 2021). Being 
constantly monitored creates additional risks for organizations to end up in external crises. 
With their increased media visibility comes increased focus on organizations societal responsi-
bility. We have seen numerous corporate social responsibility (CSR) activities initiated by 
organizations for reputational improvement (Aksak et al., 2016), but nowadays organizations 
are increasingly pressured externally to engage with societal causes, not to just increase their 
reputation but to maintain their legitimacy in the eyes of their key stakeholders (van der Meer 
& Jonkman, 2021).

Organizations’ so-called license to operate, the level to which corporations meet and engage 
with expectations of society (Gunningham et  al.,  2004), needs to be constantly renewed 
against what societies find acceptable. This form of organizational legitimacy is not a given, 
but something that is constantly subject to change and that requires an ongoing active mainte-
nance of stakeholder approval (Moffat et al., 2016; Prno & Slocombe, 2012). When public and 
media debates increasingly involve sociopolitical issues, we see that these norms and standards 
are also used to judge the organization and its activities. As a form of soft regulation, stake-
holder communicatively negotiates whether organizations fulfill their ethical standards, which 
goes beyond mere profitability and relates more to their wider contribution to society. 
Accordingly, with growing social visibility and responsibility of corporations through mediati-
zation, organizations get inherently related to public and media issues which have become 
more political recently. Therefore, it is increasingly difficult for organizations to escape their 
societal role and refrain from engaging with such sociopolitical issue high on the agenda. This 
arguably results in the politicization of corporations and their environment since corporate 
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communication and sociopolitical issues have become inherently intertwined (van der Meer & 
Jonkman, 2021).

Indeed, with the polarization that manifests in numerous debates, we see that organizations 
increasingly speak out on issues but at the same time struggle with deciding what stakeholder 
groups to side with and how to maintain their legitimacy in the eye of all of society (Kim 
et al., 2020; Rim et al., 2020). Especially when organizations operate internationally, this can 
be a challenging task. With different cultures across countries come different norms and val-
ues. In addition, the societal debates might differ per country or society, in terms of what topic 
gains most attention or what the majority standpoint on polarizing issues is. When an organi-
zation successfully sides with a certain stakeholder group on a sociopolitical issue in one coun-
try, this might be differently perceived in another country that the organization is active in.

Big tech companies are in a way a catalyst for this. They operate more transnational, and 
therewith bring the whole world together, which means that sociopolitical issues and (polar-
izing) debates become more visible to everyone and organizations’ stakeholders gain a larger 
stage to call out organizations for their wrongdoing or lack of involvement with society.

The present opportunities and challenges include how the big tech companies collaborate 
with other organizations, such as global government agencies, multinational companies, and 
nongovernmental organizations (NGOs) in addressing global risk and crisis issues such as 
artificial intelligence (AI; Shivaram, 2023).

The Role of Social Media in Shaping Organizational Risk 
and Crisis Communication

Social media, along with other emerging digital technologies, has capitalized on the rise of 
opinion leaders and their influences via various channels among social networks, shaping dis-
course, and public sentiments on risk and crisis information. It also exerts unprecedented 
power in the organizational decision-making process in an increasingly competitive and con-
flicting international media environment, ranging from risk and crisis information generation, 
consumption, to transmission, which has been shed light on by the social-mediated crisis com-
munication (SMCC) model based on its conceptual framework and empirical evidences accu-
mulated over a decade (Jin et al., 2022). The SMCC model is focused not only on how a crisis 
is triggered and/or amplified on social media but also on how crisis information is generated, 
consumed, and transmitted via the interactions and interconnectedness of various sources and 
channels, crossing over legacy media and social media.

Organizational Risk and Crisis Information Generation, Consumption, 
and Transmission

Research on organizational risk and crisis information on social media has largely focused on 
organizational message response strategies (Cheng,  2018), primarily incorporating image 
repair theory (e.g., Benoit,  1997), situational crisis communication theory (SCCT) (e.g., 
Coombs, 2019), dialogic communication (Taylor & Kent, 2007), and crisis and risk narratives 
(e.g., Liu et al., 2020). The five different criteria posited by the SMCC model for organiza-
tions to consider in communicating about crisis information to their stakeholders via social 
media, as a trusted crisis information source/authority, include crisis origin, crisis type, organi-
zational infrastructure, message strategy, and crisis message form (Austin & Jin, 2017), which 
are also applicable to organizational risk communication practice.

At the stage of the initial risk and crisis information generation, crisis origin (internal or 
external) and crisis type (as informed by SCCT) guide the development of the message strat-
egy (e.g., to generate one unified message or many different localized and tailored messages 
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connecting to broader messaging themes) (Jin et al., 2022). Findings from the SMCC-based 
experiments (e.g., Jin et al., 2014; Liu et al., 2016) indicate that (1) for risks and crises of more 
internal origin, organizations might consider using more accommodative strategies via social 
media; (2) organizations in risks and crises of more external origin might consider using more 
defensive strategies, according to the publics’ likelihood of attributing more or less organiza-
tional responsibility in a SMCC situation. As Jin et al. (2022) pointed out, it is also critical for 
organizations to proactively combat misinformation, disinformation, and rumors at the risk 
and crisis information generation stage by using different corrective communication strategies 
on social media (Jin et al., 2020; van der Meer & Jin, 2020). When an organization is under 
attack by misinformation spread by third-party groups on social media, employee support on 
social media in conjunction of organizational crisis misinformation debunking messaging was 
found to be especially beneficial in lessening reputational damage and lowering perceived 
organizational crisis responsibility (Jin et al., 2020).

Social listening (i.e., listening to publics’ concerns) and engagement (i.e., engaging in dia-
logue) become increasingly essential (Veil et al., 2011). As Reuter and Kaufhold (2018) high-
lighted, using social media during crises helps organizations gain on-the-ground data points, 
keep up-to-date on breaking crisis developments, and understand publics’ perspectives and 
viewpoints. By consuming messages from other sources about risk and crisis information that 
originated, spread, or amplified on social media, organizations can proactively monitor social 
media (including legacy media’s social media outlets) in the full cycle of risk communication 
and crisis management, which can help them develop more effective risk communication and 
crisis response strategies (Ruggiero & Vos, 2014). Such monitoring activities can also support 
organizations with mapping their political environment and determining whether they should 
engage with certain sociopolitical issues high on the agenda of their key stakeholders to avoid 
being called out for lack of societal involvement and demonstrated responsibility.

In the context of health risk and crisis communication, public information officers (PIOs) in 
health organizations who monitored social media during the Zika virus reported that they 
were better prepared for crisis response and achieved better crisis management outcomes 
(Avery, 2017). Vijaykumar et al. (2015) proposed the risk amplification through media spread 
(RAMS) model, one of the first health risk and crisis communication models developed based 
on the SMCC model to advancing the understanding of how infectious disease outbreak 
(IDO) information is communicated by public health authorities to at-risk individuals and 
communities. To evaluate the RAMS model, Jin et al. (2019) conducted in-depth interviews 
with PIOs in the United States (at state and national levels) and reported that that PIOs and 
their health organizations need to strategically integrate legacy and social media in conducting 
infectious disease communication. The finding was also echoed in a recent study exploring 
how health communication executives reflected on their practice in managing COVID-19 risk 
and crisis communication (Voges et al., 2023).

When it comes to transmitting risk and crisis information, organizations use a variety of 
formats, through different sources and channels, to reach stakeholders directly and indirectly. 
Among various sources of risk and crisis information, prior research found that publics 
responded most positively to information received (1) directly from the organization in crisis 
as a source via news media (Liu et al., 2013) and (2) from employees as sources of crisis infor-
mation, who advocate for the organization (Opitz et al., 2018). Source credibility (van Zoonen 
& van der Meer, 2015) and trust (Lu & Jin, 2020) are essential factors to go with the timing 
(i.e., getting the risk and crisis information out quickly from the trusted authority and/or the 
crisis-affected organization source) of crisis message transmission (Claeys et al., 2013) in order 
to achieve better reputation restoration and generate more intended organizational risk and 
crisis communication outcomes.

Best practices for organizations to use different forms of communication and matching mes-
sages to the most appropriate forms in times of risk and crisis have been recommended based 
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on research findings, including (1) using social media to obtain more insider information and 
check in with friends and family during crises (Austin et al., 2012) and (2) using social media 
in natural disasters to provide timely and unfiltered information to individuals, facilitating 
them in learning about the magnitude of the event, checking in on family/friends, connecting 
with their communities, fostering emotional support/healing, and facilitating cognitive, affec-
tive, and behavioral coping processes continue (Fraustino et al., 2017).

Among other factors, media (legacy and social) fatigue needs to be addressed and managed 
by organizations intending to engage key stakeholders with organizational content genera-
tion, consumption, and transmission via a variety of communication efforts (Jin et al., 2022). 
Posited by Seo et al. (2019) as an organizational business strategy, organizations need to adapt 
to the continuation of rapid changes in social-mediated and technology-enhanced digital com-
munications so as to gain or maintain competitive advantage in the practice of business com-
munication according to stakeholders’ expectations. One of the paramount issues facing 
communicators is stakeholders’ social media fatigue, which can lead to online disengagement 
and social media strategy ineffectiveness.

Based on a systematic review of research literature and a deep dive in the professional reports 
regarding corporate communication and social media strategies, Seo et al. (2019) provided a 
conceptual model for organizations to tackle the challenge of stakeholder social media fatigue. 
The approaches they recommended include (1) developing alternative social media strategies 
capitalizing on the impact of vicarious interaction and (2) building positive vicarious interaction 
experience by cultivating meaningful corporate-influencer-stakeholder (parasocial) relationships. 
Although this model for overcoming stakeholder social media fatigue is proposed for general 
organizational business communication (not risk or crisis communication specific), the emphasis 
on organization-influencer-stakeholder online (social and parasocial) relationship building can 
play an essential role for proactive risk and crisis communication in an interconnected world that 
is co-constructed by legacy media, social media, and emerging technology such as AI.

Impact of Organizational Operators of Social Media Platforms and Algorithms

In a review of the SMCC model, Jin et al. (2022) summarized advanced knowledge on how 
organizations might harness social media to effectively prepare for and respond to risks and 
crises, as well as cautioned the urgency of understanding the potential dark side of social media 
and emerging technology such as AI, which introduce novel risks in crisis management 
(Guthrie & Rich, 2022) and can trigger/amplify sticky crises.

Most recently, as disinformation (false information designed with the intention to mislead) 
becomes a risk or crisis issue itself, it is critical for organizations to reassess organizational or 
institutional operators of their social media platforms and algorithms so as to be proactive in 
anticipating and preparing for potential significant damage disinformation might have on 
organizational operation and reputation (Karinshak & Jin, 2023). To advance a theory-driven, 
evidence-based research and practice in communication management that advises how organi-
zations might effectively and proactively manage AI-driven organizational risks and crises, 
Karinshak and Jin (2023) conducted a review of disinformation literature in security and 
computer science to (1) identify how previously introduced technologies have affected 
disinformation and (2) build a systematic and coordinated approach for sustainable counter-
disinformation efforts for organizations to consider employing in the management of 
AI-driven disinformation risks and crises.

The initial conceptual framework for organizational disinformation readiness Karinshak and 
Jin (2023) proposed is primarily for the corporate sector. However, it can be adapted to 
different organizational types and tailored toward different media and organizational 
communication ecosystems. The essence of this new framework includes (1) technologies 
affecting disinformation attacks and counterattacks and (2) approaches organizations can take 
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to proactively prepare and equip their communication teams to better protect businesses and 
stakeholders. It provides organizations actor-level and content-level perspectives for influence 
and discusses their implications for disinformation management system building within organ-
izations with the capacity and agility to detect risks and mitigate crises driven by evolving AI 
technologies.

As Karinshak and Jin (2023) emphasized, risk and crisis communication efforts according to 
this new organizational disinformation management framework will not be able to rely solely 
on detection strategies (e.g., via risk and crisis information monitoring and social-listening 
techniques), as AI-created content quality becomes more and more convincing (and ulti-
mately, indistinguishable); instead, future disinformation management efforts will need to rely 
on content influence rather than volume (due to emerging capabilities for automated produc-
tion of disinformation). Capitalizing on preexisting media presence and preparation, as well as 
built into existing response timing and message engagement strategy, a set of organizational 
counter-disinformation, risk/crisis mitigation strategies are recommended by Karinshak and 
Jin (2023) based on the literature: (1) proactively developing a strong online presence and 
content following (Melchior & Oliveira, 2022); (2) developing a strategic response plan with 
a focus on prebunking that provides users with a warning prior to exposure to disinformation 
in order to diminish its persuasiveness (Boman, 2021; Boman & Schneider, 2021; Lewandowsky 
& Van Der Linden, 2021); and (3) quickly and publicly addressing disinformation with com-
pelling corrective content (Jin et al., 2020).

As Karinshak and Jin (2023) further noted, it is critical to have non-malicious content crea-
tors’ support of an organization’s risk and crisis response (as opposed to the misleading con-
tent regarding the risk/crisis). From the standpoint of strategic conflict management, 
organizations and malicious actors (against the organizations on focal risk/crisis issues) are 
competing for the support of influential non-malicious voices, affected by how the focal infor-
mation is then perceived and disseminated by and among stakeholders. Therefore, it is essen-
tial for the organizational content to establish its presence in trusted, diverse sources across 
platforms and channels, constantly and consistently fostering stakeholder engagement by 
strengthening both digital and non-digital (online and offline, via legacy and social media) 
communication efforts to relevant influencers, via strategies such as “(1) following and under-
standing trends on social media platforms; (2) differentiating and optimizing content for each 
social media platform (as the characteristics of impactful content differ on Facebook and 
TikTok); (3) creating content that is visually effective (with a strong sense of aesthetics) and 
digestible (with a clear purpose); and (4) fostering engagement (such as comments) through 
a question or call to action” (Karinshak & Jin, 2023, p. 554).

Future Research and Conclusion

In sum, legacy media and social media (in its current and emerging forms) support and disrupt 
the communication channels and information content, forming the backbone of risk commu-
nication and crisis management. Confronted by challenging and complex risk and crisis issues, 
it is essential for scholars and practitioners to advance organizational risk and crisis communi-
cation theory and practice based on the enhanced understanding of the role of legacy media, 
social media, and emerging technology, domestically and internationally. Future research 
questions and practice directions identified by scholars and practitioners (Crisis Communication 
Think Tank [CCTT], 2023) include (1) Have AI, VR, and the metaverse changed our inher-
ited blueprint for risk communication and crisis management? And (2) how do organizations 
and stakeholders perceive these newly constructed realities?

To tackle these questions, international risk and crisis communication professionals and 
industry leaders across sectors need to routinely examine the state of the field. It is critical to 
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determine how social and technological advancements result in new realities and uncover how 
these realities manifest via societal and organizational functions (CCTT, 2023). Approaches 
and new questions shared by the CCTT (2023) include the following:

First, to lay the foundation of future crisis management theoretically and practically: When 
tackling current and future risks and crises, what are the foundational elements that continu-
ally prove to be successful? How can we build upon this bedrock while creating space for a new 
approach to crisis management? Mapping the foundation of risk and crisis communication will 
allow practitioners to explore organizational standings by identifying where crisis management 
is now and where it might be in the future. The theoretical and practical discussions among 
scholars and practitioners will open with the classic question of “where does crisis management 
fit within an organization” and sets the stage for “how do social and technological changes 
influence crisis management within an organization?”

Second, to conceptualize a new framework for risk communication and crisis management: 
How has risk communication and crisis management evolved across industries and different 
organization types (e.g., corporations, NGOs, and governments)? How do we continue to 
manage diverse, multidisciplinary perspectives? Organizations will always face crises. To this 
end, sticky crisis management is essential. New research and practical insights shall inspire a 
conversation of truths – determining which foundational elements truly stand the various tests 
of time, as well as social and technological challenges. Practitioners need to reflect on crisis 
communication elements and truths: the outdated, the longstanding, and the aspirational. 
How has risk and crisis communication changed over time and in different parts of the world 
with diverse cultures and voices?

Third, to build into alternate universes: When unseen constructs exist in an ever-evolving 
virtual world, it is our responsibility to develop a new way of thinking toward international 
organizational risk and crisis communication. Technology will always evolve, resulting in 
opportunities and challenges for practitioners of risk communication and crisis management. 
These evolutions, however, can influence our fundamental understanding of the reality of how 
risks and crises exist. Advanced research in these arenas will help us address some of these 
complex questions changing communication practice globally.

Last but not least, to contend with the intangible effectively and ethically: How do we theo-
rize and practice effective and ethical organizational risk and crisis communication when real-
ity is fluid within space and time? Risk and crisis communication, as well as its place within 
organizational management, is tied together to understand how old, current, and future prac-
tices might exist if we view space and time as elastic. We might need to allow ourselves to 
reconcile potential contradictions and understand how fundamental truths may or may not 
apply if we enter the new dimensions of alternative realities.

Looking ahead, to advance our knowledge in answering the emerging challenges confronting 
crisis and risk scholars and practitioners alike, communication professionals and industry leaders 
across sectors need to routinely examine the state of the field. They constantly should (1) deter-
mine how social and technological advancements result in emerging landscapes of international 
organizational risk and crisis communication and (2) uncover how these landscapes and media-
constructed realities manifest via societal, cultural, and organizational functions.
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