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GARRISON DIVERSION CONSERVANCY DISTRICT 

PUBLIC RELATIONS COMMITTEE 

Garrison Diversion Conservancy District 
Carrington, North Dakota 

July 17, 2025 

A meeting of the Public Relations Committee of the Garrison Diversion Conservancy District 
was held on July 17, 2025, at the Garrison Diversion headquarters in Carington. The meeting 
was called to order by Chairman Boote at 9 a.m.  

DIRECTORS PRESENT 

Board Chairman Jay Anderson 
Committee Chairperson Nikki Boote 
Director Greg Bischoff 
Director Steve Forde 
Secretary Kimberly Cook 

DIRECTORS ABSENT 

Director Margo Knorr 
Director Brandon Krueger 
Director Alan Walter 

OTHERS PRESENT 

A copy of the registration sheet is attached to these minutes as Annex I. 

The meeting was recorded to assist with compilation of the minutes.  

ADDITION OF COMMITTEE MEMBER 

Jay Anderson, Board Chairman, announced he is adding Director Bischoff as a member to 
the Public Relations Committee.  

READING OF THE MINUTES 

Motion by Director Forde to dispense with a reading of the January 9, 2025, Public 
Relations Committee minutes and approve them as distributed. Second by Director 
Bischoff. Upon voice vote, motion carried. 

DRAFT CRISIS COMMUNICATIONS PLAN 

Kimberly Cook, Communications Director, Garrison Diversion, called on Andrea Boe, 
Advanced Engineering & Environmental Services (AE2S), to present the Draft Crisis 
Communications Plan. She was part of the team from AE2S instrumental in preparing the 
draft plan.  



25-13

Media Protocol 

Ms. Boe first reviewed the general guidelines and protocols in the Draft Red River Valley 
Water Supply Project (RRVWSP) Crisis Communications Plan for responding to media 
inquiries. A copy of the document is attached to these minutes as Annex II. 

The formalization of the plan aims to manage the increasing visibility of the RRVWSP and 
ensure consistent communication as the project grows. 

Ms. Boe said the intent is to distribute the Draft Crisis Communications Plan to all entities 
involved with the RRVWSP.  

Ms. Cook added the current Draft Crisis Communications Plan has not yet been shared with 
Lake Agassiz Water Authority (LAWA). Today’s presentation serves as an initial discussion 
point for committee feedback prior to broader dissemination.  

Ms. Boe said the last portion of the protocol for responding to media inquiries is crisis 
communications, and that is where it transitions into a crisis communications plan.  

Draft Crisis Plan 

Ms. Boe referenced the Draft Crisis Communications Plan for review and input. The plan, 
encouraged by Black & Veatch, is more detailed than a previous draft from a couple of years 
ago. It aims to address the increased risk associated with higher project visibility.  

The plan focuses on the composition and responsibilities of the crisis management team. She 
outlined the six-step crisis communications response process, emphasizing the importance of 
situation verification using the PEAR (People, Environment, Asset, Reputation) analysis. The 
plan is intended as a guideline, with the possibility of creating handouts listing communication 
tools and tips, along with best practices for wider distribution.  

Ms. Cook confirmed the team spent quite a bit of time ensuring the right people are on the 
crisis management team, including representatives from LAWA and Garrison Diversion. 

The committee discussed the draft plan, agreeing it looks good and comprehensive, with 
contacts readily available. It was suggested a workshop be held in the future to familiarize 
team members with their roles and responsibilities in case of a crisis. The plan’s importance, 
as a precautionary measure, was acknowledged with hopes it will never be needed but 
appreciating its value as a guideline to follow in emergencies. 

PUBLIC RELATIONS ACTIVITIES 

Submitted Articles - - Ms. Cook reviewed copies of articles submitted to the ND Water 
magazine for the months of March through July on behalf of Garrison Diversion.  

News Releases - - Ms. Cook also reviewed news releases prepared by Garrison Diversion 
and submitted to local and daily newspapers relating to Garrison Diversion’s Recreation Grant 
and Water Supply Assistance Grant programs.  

News Articles - - Ms. Cook called attention to various news articles published in state and 
local newspapers relating to Garrison Diversion and the RRVWSP. The next article, scheduled 
for October, in the ND Water magazine will cover the golf scramble and grant programs. 
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RRVWSP Newsletter - - Ms. Cook next referenced the first and second quarter RRVWSP 
newsletters for 2025. She also reviewed the 2025 newsletter analytics, noting the newsletter 
has consistently high open rates of nearly 50%, which is significantly above the industry 
average of 32%. 

The committee discussed strategies to increase the newsletter's reach and engagement. 
Emails are currently delivered to about 570 recipients. Suggestions for expanding the mailing 
list included adding county commissioners, city councils, and economic development 
committees. The group also considered tracking clicks from social media shares and 
potentially adding a newsletter sign-up option on these links, while being mindful of spam 
concerns. 

Meetings and Conferences - - The committee discussed upcoming events, including Water 
Day at the State Fair on July 24th and the Irrigation Appreciation Supper on August 5th in 
Underwood. They considered expanding their presence at other fairs and events to promote 
Garrison Diversion and the RRVWSP, particularly in the eastern half of the state. 

OTHER 

Motion by Director Anderson to adjourn the meeting. Second by Director Forde. Upon 
voice vote, motioned carried.  

The meeting concluded at 9:33 a.m. 

(SEAL) 

Nikki Boote, Chairman Kimberly Cook, Secretary 



On Line

Andrea Boe AE2S
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Red River Valley Water Supply Project (RRVWSP) 
Crisis Communications Plan 
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I. Introduction
The Red River Valley Water Supply Project (RRVWSP) Crisis Communications Plan was 
developed to define the structure for communicating with internal and external 
stakeholders in the event of a crisis. This Crisis Communications Plan should be utilized for 
any crisis scenario that affects the people, environment, assets, and reputation of the 
RRVWSP. 

The communications staff intends to conduct tabletop practices on this plan once a year 
to keep the protocols top-of-mind and provide an opportunity to update the information as 
needed.  

Goals for every response should be specific to each situation, but some general 
overarching goals can be good starting points for a crisis response. 

• Minimize the impact on operations and people.
• Minimize the amount of time spent focusing on the crisis.
• Regain control of the situation and conversation around the RRVWSP.

This Crisis Communication Plan outlines the following steps: 
• Defines the potential crisis situations.
• Defines and assigns the crisis team.
• Details the six steps to take in a crisis event.
• Advises proper crisis follow-up.
• Provides templates and resources for a variety of situations.
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II. Recognizing a Crisis
What is a crisis? 
A crisis is any event or situation that is expected to create an unstable or unresolved 
situation. We have identified the following scenarios that could adversely impact the 
operations, financial stability, and/or reputation of the Project. Potential crises may 
include, but are not limited to the factors listed below: 

Examples of crisis categories: 
• General accident
• Workplace or construction accident
• Negative press or social media
• Landowner conflict
• Employee-misconduct
• Physical injuries
• Malevolence (intentional injury)
• Issues with facilities
• Technology-related
• Natural disaster
• Violence or vandalism
• Coordinated external campaign (online campaign to injure brand)

Preparing for a Crisis – PEAR Model 
Before any incident or crisis occurs, utilize the PEAR model (People, Environment, Asset, 
Reputation). 

• People
• Environment
• Asset
• Reputation

These steps will take some of the uncertainty out of the unforeseen crisis. 
• Identify a crisis communication notification system including all means to reach

people.
• Up-to-date phone/email numbers for media, boards, regulatory agencies, legal and

others. Keep both electronic and hard copy formats.
• Determine individuals in departments that would serve on the crisis team.
• Designate and train spokesperson for specific incidents.
• Prepare the spokespeople in advance with media training.
• Anticipate questions associated with each situation and prepare spokespeople.

The PEAR process can be continuously used as the Project progresses into different 
phases and as situations arise. 
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III. Crisis Management Team
The following core team will be instrumental in managing crisis communications. The 
individual(s) assigned to these roles may vary from situation to situation and may change 
as the Project progresses. 

Category Name / Title Responsibility Contact 

Communications 
& Media Relations 

Kimberly Cook 
GDCD 
Communications 
Director 

Leads development of public response to 
crisis through creation of talking points, 
FAQs, news releases, internal messaging, 
coaching spokespeople, etc. 

Cell: 701.652.5470 
Office: 701.652.3194 
kimberlyc@gdcd.org 

Leadership 

Duane DeKrey 
GDCD General 
Manager 

Dr. Tim Mahoney 
Mayor, City of 
Fargo; LAWA Chair 

Oversees operational response during a 
crisis, ensuring continuity of essential 
Project functions. Coordinates with team 
to assess disruptions, implement 
contingency plans, and restore normal 
operations. 

Cell: 701.652.5170 
Office: 701.652.3194 
duaned@gdcd.org 

Cell: 701.212.2134 
Office: 701.241.1310  
TMahoney@FargoND.gov  

Engineering 

Kip Kovar 
GDCD District 
Engineer / Deputy 
Program Manager 

Works closely with operations and 
construction teams to develop solutions, 
mitigate damage, and communicate 
technical details to stakeholders in an 
accessible manner. 

Cell: 701.652.5736 
Office: 701.652.3194 
kipk@gdcd.org 

Administration 

Merri Mooridian 
GDCD 
Administrative 
Officer/Deputy 
Program Manager 

Ensures internal processes run smoothly, 
including documentation, resource 
allocation, and team coordination. 
Manages meeting logistics and post-crisis 
evaluations to improve future responses. 

Cell: 701.320.1904 
Office: 701.652.3194 
merrim@gdcd.org 

Construction 

Kip Kovar 
GDCD District 
Engineer/Deputy 
Program Manager 

Vance Miller 
Black & Veatch 
Contractor Liason 

Manages on-the-ground response for 
active construction sites, ensuring safety 
and assessing potential delays or 
damages. Works with engineering and 
operations to develop response strategies 
and communicate realistic timelines for 
Project adjustments. 

Cell: 701.652.5736 
Office: 701.652.3194 
kipk@gdcd.org 

Cell: 713.202.3374 
millerve@bv.com

Government 
Relations 

Terry Effertz 
GDCD 
Representative 

Brent Bogar 
LAWA 
Representative 

Primary point(s) of contact for elected 
officials, regulatory agencies, and 
policymakers. Ensures compliance with 
government regulations, provides timely 
updates to public officials, and 
coordinates responses to inquiries or 
concerns from government agencies. 

Phone: 701.833.7224 
terry@effertzlegal.com 

Cell: 701.202.7814 
Office: 701.221.0530 
brent.bogar@ae2s.com 

Landowner 
Liaison 

Kip Kovar 
GDCD District 
Engineer 

Scott Mehring  
GDCD Field 
Services Supervisor 

Engages with affected landowners to 
address concerns, provide updates, and 
mitigate any negative impacts of the crisis. 
Facilitates resolutions and maintains 
positive relationships with property 
owners involved in the crisis. 

Cell: 701.652.5736 
Office: 701.652.3194 
kipk@gdcd.org 

Cell: 701.527.4169 
Office: 701.652.3194 
scottm@gdcd.org  

Legal 

Tami Norgard 
GDCD 
Representative 

John Shockley 
LAWA 
Representative 

Reviews crisis response strategies to 
ensure all communications and actions 
comply with legal and regulatory 
requirements. Advises on risk mitigation, 
liability concerns, and public disclosures. 
while coordinating with external legal 
counsel if necessary. 

Phone: 701.237.6983 
tnorgard@vogellaw.com 

Phone: 701.282.3249 
jshockley@ohnstadlaw.com  

Project Users Large/Small Appointed by LAWA Board 

*Crisis team will also consist of Project consultants and contractors, as well as necessary advisors to be called upon 
depending on the crisis.
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IV. 6 Steps for Crisis Communication Response
The following six steps for crisis communication protocol are important for communicating 
in a thorough and organized way during a crisis. These steps should be utilized for working 
with the media, staff, and stakeholders. Depending on the intensity of the situation, these 
steps may need to be taken within the first few hours of a crisis and then repeated as 
needed. 

6 Steps Graphic 
1. Verify the Situation
2. Notify and Assign Responsibility
3. Assess the Level of Crisis
4. Develop Plan and Messaging
5. Message Approval and Release
6. Monitor and Provide Feedback
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1) Verify the Situation
The Communications Director is responsible for beginning the initial steps of determining 
what happened, and if a situation rises to the level of “crisis.” The Communications 
Director should immediately identify as many facts as possible to create an initial fact 
sheet.  

Initial Fact Sheet | Answer the following questions if you are able: 
• WHAT happened and where?
• WHEN did this happen?
• WHO is involved?
• HOW did it happen?
• WHAT is currently being done?

 Consider these follow-up questions: 
• Do you have all the facts (to the best of your knowledge)?

o If not, do you know when more information will be available?
• What other information is needed to get a more complete picture of the situation?
• Has the information been confirmed by a credible source(s) or from multiple

sources?
• Is there an ongoing risk to life, property, or general safety?
• Will there be an emotional response to the situation? This may indicate the virality of

the crisis. (See Step 3)

Important Note  
The media may be alerted to the situation before all the facts can be confirmed. If 
contacted by the media before you have all the information, it is a best practice to provide a 
statement indicating that “We are gathering information about the situation and additional 
details will be provided when they are available.”  

It is important not to speculate as this can create a chain of misinformation. It is also 
important to respond to media inquiries as quickly as possible, even if your only answer is 
“We will let you know when we have information.” 
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2) Notify and Assign Responsibility
Once a situation is identified as a potential crisis, the Crisis Management Team (CMT) 
should be notified. This will efficiently alert the necessary members of the CMT, as well as 
other stakeholders, who should be informed of the situation. Depending on the specific 
situation, this list may be adjusted. The CMT should be trained to contact emergency 
responders immediately in case of life-threatening situations, prior to working down the 
following list. In most instances, the list may include: 

Create list of Chain of Command 

Legal counsel and additional experts should also be brought in as needed. 

Important Note 
Even if the situation does not seem like it could attract attention from the media or the 
public, it is important that the CMT be informed because situations can escalate quickly. 
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3) Assess the Level of Crisis
Based on the level of communication required as listed in the criteria below, the CMT 
should determine the crisis level of the situation. 

Level Intensity Indicators 

Minimally Intense 

• Crisis attracts little or no attention.
• Media requests information prior to the situation

occurring – CMT has time to plan response.
• Public and/or media are virtually unaware of crisis.

Moderate Intensity 

• Crisis situation is developing and attracting slow, but
steady media coverage.

• External stakeholders (cities, county, State of ND)
receive media inquiries.

• The public at large is aware of the situation, but it is
attracting very little attention.

Intense 

• Growing attention from local and regional media.
• Media contacts RRVWSP parties who are not on the

Crisis Communication Team for information.
• The media, RRVWSP stakeholders, and community

partners are present at the site of the crisis.
• Affected and potentially affected parties threaten to talk

to the media.

Extreme Intensity 

• Media has immediate and urgent need for information
about the crisis. Spokesperson may need to provide
statement of empathy/caring.

• Media appear on-site for live coverage.
• Groups or individuals publicly express anger or outrage.
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4) Develop Plan and Messaging
The Communications Director is responsible for organizing the public response to the 
crisis, with input from the rest of the CMT. The Communications Director and their 
assignee(s) are responsible for creating materials such as news releases and statements 
for the media, organizing news conferences, and crafting social media posts.  

The Communications Director and their assignee(s), upon consultation with the CMT, 
should:  

• Record confirmed facts that the CMT can review and approve to prevent rumors or
misinterpretations from spreading within RRVWSP, to media outlets, and the public.

• Develop news release and/or talking points for spokesperson to convey key
information.

• Develop or refer to a list of questions that could be asked by landowners, residents,
city, county, and the state about the crisis, and develop answers in line with talking
points.

• Modify pre-scripted messages or develop new messages.
• Identify the best methods to reach key audiences. Key audiences may include:

1. Landowners
2. Residents
3. Consultants & Contractors
4. City/County Leaders
5. State Leaders
6. Media

• Determine the appropriate channels and disseminate information as necessary.
Channels could include the RRVWSP website, social media platforms, statements
released to the media, news releases, news conferences.

• Respond to media inquiries and coordinate time/location of media response, interviews
or press conference.

• Assist spokesperson in presenting or providing key information and answering media
questions.

• Prepare to address RRVWSP’s record for the relevant crisis situation, e.g., project
safety, integrity, treatment of employees and contractors, etc.

• Identify main on-site contacts and provide them necessary information.
• Schedule regular updates with external stakeholders such as emergency responders,

cities, counties, State of ND, etc.
• Schedule regular internal communication updates.
• Monitor crisis and update messages based on the crisis.

Important Note 
Depending on the level of crisis, it is a best practice to “unschedule” social media posts, 
newsletters and other previously scheduled communications that may come across as out 
of touch, insensitive, or confusing to the public during the crisis. 
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5) Message Approval & Release
Once messaging is developed, it should be reviewed and approved by the following 
individuals:  

1. Leadership - GDCD Chair/LAWA Chair
2. Subject Matter Expert dependent on specific situation (engineering, construction,

etc.)
3. Legal Counsel – GDCD/LAWA
4. Lead Contractor if necessary

Once reviewed, the Communications Director will work with the CMT to finalize for release. 
Messaging may be released through a variety of methods and timeframes, depending on 
the crisis. In “Extreme Intensity” or “Intense Crisis”, the main statement or overarching 
message should come from the Communications Director and, if deemed appropriate, 
include a message of empathy and caring.  

All messages should be coordinated with the Communications Director and channeled 
through the approval processes to make sure that they are in line with the overall messages 
and approved by the CMT before being disseminated. 

Annex II
  25-26



6) Monitor and Provide Feedback
During and after the crisis the Communication Leader will coordinate with the CMT to: 

1. Review crisis coverage:
• Identify the media outlets that have inquired about the situation.
• Review local, regional, national, and other media coverage and determine whether

coverage was positive, negative, or neutral in tone.
• Conduct regular internet searches for key words, such as Red River Valley Water

Supply Project, Garrison Diversion Conservancy District, and words describing the
incident, specific people’s names who are involved, locations, etc.

• Monitor social media, blogs, comment boards or chat sites to assess public
comments. Remember, all communication can be pulled for legal purposes.

2. Identify trends:
• What is the focus for the media?
• Is the focus changing?
• Are there patterns that indicate RRVWSP messages should focus on or respond to?

3. Identify public and key stakeholder issues:
• What are the major issues being addressed through the media?
• What questions or concerns are being posed?
• Incorporate lessons learned into updates to the crisis communications plan.
• During the crisis and afterward, lessons learned (e.g., what types of messages are

needed, what approach the media takes to a certain type of story, what the media,
public and shareholders are asking, etc.) should be noted.

• Ask friendly external stakeholders for feedback about how the RRVWSP handled the
crisis to gain additional insight about what worked, what didn’t, and lessons
learned.
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V. Crisis Follow-Up
Following the crisis, when the Project has returned to operational, the communication 
team should revisit actions. This will occur immediately after the crisis to accurately reflect 
upon the responses and timing.  

• Are there any reputational issues that will require actions following the crisis? The
Project communication team and leadership will need to evaluate how reputational,
safety, and/or environmental messages are delivered post crisis.

• All statements, media notes and updated contacts will be updated by the crisis
communication team and handed off to the Project communication team and
leadership.

• A final report will be issued to the crisis team by the crisis communication team for
filing and any future needs.

Evaluation Includes 
1. Response Timing:

Was the Crisis Communication Team Lead notified by an appropriate person? Did
the team come together in a manner that helped communicate to the crisis team,
media and employees? Were the other companies involved in the situation
identified quickly and the responsible parties notified in a manner that allowed them
to prepare responses in a timely manner?

2. Media Response and Notification:
Was the press statement prepared within the first hour? Did the follow-up occur
with the correct messages and correct people? Did the social media monitoring pull
all data that was required to answer questions?

3. Staffing:
Were the correct communication people involved or are there additional resources
that will be needed to manage a future situation?

4. Cooperation:
Did the other crisis team members understand the role of the communication team
members? Was it clear who was doing what?
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VI. Communication Tools and Tips
Communication Tools 

Media Tools for Immediate Response 

Newspapers 
• Needs detailed information.
• Must be news.
• Graphics and photographs can be helpful.
• May require subject matter experts.
Television
• Needs video, preferably active.
• Best with engaging spokesperson who can give

interviews full of sound bites and quotes. 
• Message must be precise.
Radio Talk Shows
• Must be prepared to answer questions about

many topics.
• Best when an engaging and trusted

spokesperson.
• Must reinforce key talking points.
• Best with a spokesperson who is well-spoken,

engaging, and visibly interested in the topic.
Radio News 
• Information should be to the point.
• Best with an engaging spokesperson who can

speak clearly and with inflection.
Facebook 
• A social networking site based off individual

and organizational pages.
Direct Presentations 
• Expensive but can be effective at reaching

remote audiences or audiences that are asking
for specific, extensive data.

• Best with a subject-matter expert.
• Effective with targeted and specific groups.
Direct Mail (Post-event)
• Expensive but can be effective at reaching

remote audiences.

X (Formerly Twitter) 
• A social micro-blogging site requiring posts to

be 280 characters or less.
• A Twitter account is useful for the Project, used

to post story links to website, meeting updates,
and engage with other social groups about the
Project.

YouTube 
• Video sharing site that can allow or not allow

comments on videos.
• Useful in sharing video content across other

platforms.
Website 
• Content posted and maintained by the

organization. Hopefully the first line of
information.

• The official location for all information related
to the Project.

• Website includes reference documents, fact
sheets, FAQs, and the ability to sign up for the
newsletter.

Newsletters 
• A direct delivery service bringing information to

subscribers through email.
• Information is typically news or educational

materials.
• This platform does not typically garner any

response. It is a one-way flow of information to
readers.

Magazines (Post-event) 
• Typically requires a personal aspect to the

information.
• High-quality photos and graphics are a plus.
• Must have an angle.
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Best Practices for Media Communication 

The following are best practices for communicating with the media, whether during a crisis 
or a standard interview. All designated spokespeople should study and utilize these best 
practices. They should also be shared with any RRVWSP representatives who interact with 
media.  

Never say, “No comment”  
This sounds evasive. It is better to say, “We are currently gathering information about the 
situation and will get back to you once more information becomes available.” Remember to 
follow through and provide the requested information if/when it can be shared.  

Take a Moment to Prepare  
If you are not ready to speak with the media but they are present and requesting an 
interview, it is acceptable to ask for a few minutes to prepare. It is also okay to pause to 
collect your thoughts before answering a reporter’s questions.  

Don’t Speculate  
Only answer questions pertaining to what you know. Answer as briefly and accurately as 
possible. Never speculate about the cause of an incident. Reporters may try to coerce you 
into speculation. Don’t feel compelled to fill silences. To redirect the questioning, you may 
say, “I can’t speculate on that. What I do know is….” You don’t need to go into specifics, 
even if you’re pressured to do so. You may say, “We are currently evaluating the extent of 
the situation, and we will provide additional information as we learn more.”  

Don’t Discuss Liability, Cause or Fault 
In many cases, an investigation determines the initial reasons suspected to be the cause of 
an incident were not correct. The most difficult questions to answer are “why” and “how.” 
You may have opinions about why or how something happened, but your role is not to offer 
personal opinions. Always stick to confirmed information.  

Nothing is “Off the Record”  
Assume everything you say in front of a reporter or in a public meeting is “on the record” 
even if a camera is not recording. You should never tell a reporter something and request 
that it be “off the record.” It is entirely up to them what they report once you provide 
information. Don’t say something that you don’t want repeated.  

Do Not Be Afraid to Ask for Clarification  
A reporter may attempt to bombard you with rapid-fire questions. Feel free to decline to 
provide an answer if you do not know, it is fine to admit that. If it is something you feel 
comfortable answering after doing some research, tell the reporter that you will get back to 
him/her when you have time. Feel free to respond with your own questions if you want to 
better understand where the interview is headed. Ask questions such as, “What have you 
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heard?” “Can I confirm this information?” “What is this story about?” “Who else have you 
contacted?” 

Stay Calm 
If a reporter puts you on the defensive, remain calm. Don’t give angry or defensive 
responses. Correct misinformation and get back to your key message. Remember, 
reporters always have the last word in the editing room so it’s important to not give them 
any material that can be taken out of context.  

“Be Human”  
It can be difficult to control your emotions when tensions are running high. It is better to 
show some emotion through care, concern, and empathy than it is to be robotic. For this 
reason, interviews can sometimes be better than providing a written statement to the 
media, because an interview provides an opportunity to show human connection.  

Find a Quiet Interview Spot  
When selecting an interview location or news conference location, find a controlled area 
that is quiet and away from the scene of the crisis.  

Stay Within Your Area of Responsibility  
Only answer questions pertaining to what you know. For instance, if you are an expert on 
the technical side but a reporter is asking an administrative or outreach question, you 
should refer the reporter to someone on the team who knows more about those topics. 

Instruct Staff How to Direct Media Inquiries  
All media inquiries must be directed to the designated Media Liaison, Kimberly Cook, 
Garrison Diversion Communications Director, at the time they are received.  

Kimberly Cook, Communications Director 
kimberlyc@gdcd.org  
701.652.5470 (cell) 

Protocol for Responding to Media Requests document available in appendix. 
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VII. Appendix
Short text blurb explaining contents. 

Templates for team 
• Crisis communication checklist - One page template of steps
• Protocol for responding to media requests

Annex II
  25-32


	Draft PR Minutes 7-17-25
	registration
	DRAFT-Crisis Communications Plan
	I. Introduction
	II. Recognizing a Crisis
	III. Crisis Management Team
	IV. 6 Steps for Crisis Communication Response
	1) Verify the Situation
	2) Notify and Assign Responsibility
	3) Assess the Level of Crisis
	4) Develop Plan and Messaging
	5) Message Approval & Release
	6) Monitor and Provide Feedback

	V. Crisis Follow-Up
	VI. Communication Tools and Tips
	VII. Appendix


