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Navigating
Brand Crisis
inthe AI Age

Manage brand reputation when
Al-generated content goes wrong.
Learn strategic frameworks for
Crisis response, communication,

and long-term recovery.

Curated by Andy Chow + ChatGPT + Manus
+ Claude + Gamma | Jan 2026

Data/information verification

recommended



i CRISIS FUNDAMENTALS

Understanding Modern

Brand Crises

e Al-driven crises are rapid and unpredictable.

e Deepfakes and misinformation damage

reputations in hours.

e Accessible Al tools empower creation of fake

content.

e Responses must be swift, transparent, and
coordinated.

Key Risk Factors

Deepfake technology
Viral misinformation

Automated content

generation
Social media amplification

Stakeholder confusion

) RecentDataon AI-drivenRisks:

e Deepfake fraud attempts spiked 3,000% in 2023 (Source: DeepStrike

2025)

e Deepfake files surged from 500K (2023) to 8M projected (2025)

e In January 2024, engineering firm Arup lost $25.5M to a deepfake video

call scam.



The Crisis Response
Framework

o1

Detect & Assess

Monitor digital channels. Identify crisis source, scope, and impact. Gather facts.

02

Activate Team

Assemble crisis response team. Assign clear roles: communications, legal, technical, leadership.

o3

Develop Strategy

Create a coordinated plan: key messages, channels, stakeholder priorities.

o4

Execute & Nonitor

Deploy response across platforms. Track sentiment and emerging issues in real-time.

05

Review & Learn

Conduct post-crisis analysis. Document lessons. Update protocols.



{ TIMING IS CRITICAL }

The First 24 Hours

Hour O-2: Initial 1
Response
e Publicly acknowledge
e |ssue holding statement 2 Hour 2-6: Fact-
e Activate monitoring Fihdil‘lg
e Investigate crisis
Hour 6-12: Strategic 3 e Verify information
Response o Assess impact
e Release comprehensive
statement
e Provide facts & actions 94 Hour 1.2-24:
e Engage affected parties suStaI“e.d o
Communication

e Maintain consistent messaging
e Regular stakeholder updates

e Implement corrective
measures



Stakeholder Communication
Matrix

Customers
O Priority: Reassurance, Transparency
e Channels: Email, Social, Web

e Message: Crisis impact & how you protect their interests.

Investors
@ Priority: Financials, Mitigation

e Channels: Calls, Portal, Press Release

e Message: Business continuity & long-term strategy.

Employees

0 o Priority: Clarity, Morale

¢ Channels: All-hands, Memo, Briefings

e Message: Facts, company response, & their recovery role.

Media

_ Priority: Accuracy, Narrative Control

e Channels: Press Conf., Media Kit, Interviews

e Message: Official statement, verified facts, & corrective actions.
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AI Crisis Scenarios

Deepfake Content

Fake executive videos/audio. Verify, debunk, take legal action.

Case: Arup lost $25.5M (2024) when fraudsters used deepfake video to
impersonate CFO and colleagues.

AIHallucinations
Al generates false/harmful info. Correct, notify users, improve system.

Case: Air Canada forced to honor fake discount after chatbot hallucinated
bereavement policy (2024).

Data Breach

Al training data exposed. Contain, notify, comply, secure.

Bias Allegations

Al shows discriminatory patterns. Audit, correct algorithms, commit to diversity.



CASE STUDY

Real Crisis: The
S25M Deepfake

l In January 2024, a finance worker at engineering firm Arup

authorized 15 transfers totaling $25.5 million after a video call
with their UK-based CFO and colleagues.

Every person on that call was an Al-generated deepfake.

Key L.essons:

Urgent: authorize wire transfer now

| Asinched Godall
e - —- —ld

-
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® \Video verification is no longer foolproof

" ® Multi-factor authentication for financial transactions is

critical

® Human detection of high-quality deepfakes is only 24.5%

accurate

® Organizations need Al detection tools, not just human

vigilance

Source: World Economic Forum, 2025



COMMUNICATION BEST PRACTICES

Crafting Your Crisis
Message

Do's Don'ts

e Respond quickly * Delay response

e Take responsibility e Deflect blame

e Show empathy e Use jargon
 Provide solutions e Go silent

e (Consistent messaging e Contradict messages
e Regular updates e |gnore social media
 Use clear language e Minimize impact

[JJ Golden Rule: Transparency builds trust. Commmunicate what you

know, when you know it.



Measuring Crisis
Impact

Track key metrics to assess severity, guide response, and measure recovery.

24-48h

Response Window

Critical for initial stakeholder reaction. (Northwestern Medill, 2025)

S=BX

Amplification Rate

Negative mentions increase during peak crisis. (Crisis mgmt. research)

GO0% —

Trust Recovery

Typical after effective crisis management. (Industry avg.)

90d

Recovery Timeline

Average to return to pre-crisis sentiment. (Crisis studies)



Crisis Resilience

Proactive strategies to minimize impact & accelerate recovery.

Prevention Systems
O e Al monitoring tools
e Content verification

e Security audits

Response Playbooks
D e Scenario-specific plans
e Messaging templates

e (Contact lists & decision trees

Team Training
e Quarterly simulations
e Spokesperson training

o Clear roles & responsibilities

"The best crisis management is crisis prevention. Prepared organizations recover faster and
emerge stronger.”




CRISIS RESPONSE
CHECKLIST

[
M

& ACTION PLAN

Crisis Readiness Checklist

Immediate

() Crises happen: Respond effectively.
* Assemble response team Prep, transparency, and swift action are
e Create comms templates key.

e Set up monitoring
e Document escalation

e Establish media protocols

Ongoing

e Quarterly simulations

e Regular playbook updates
* Stakeholder relations

e Tech stack reviews

e Post-incident learning



