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0. Hitzaurrea

Esku artean duzun lana 2020an UPV/EHUko Gizarte eta Komunikazio 
Zientzien Fakultatean defendatutako nazioarteko doktore tesia duzu. 
Izenburuak adierazten duen bezala, tesiaren ikerketa objektu nagusia kasu 
azterketa batean ardazten da, hain zuzen, Fagor Etxetresna Elektrikoak 
Kooperatiba Elkartearen itxieran.  Gertaera horri egiten zaion azterketa eta 
hurbilpena krisi komunikazioa jakintzagaiaren bitartez hezurmamitzen da. 
Txostena bi hizkuntzatan idatzita dago, eta lanaren defentsa ere bi 
hizkuntza horietan egin da. 

Ikerlan hau UPV/EHUko Kazetaritza Sailean gauzatu da, Txema 
Ramirez de la Piscina eta Carmen Peñafiel Saiz doktoreek gidatuta. HGH 
ikerketa taldearen ikerlerroen baitan ere kokatzen dira lanaren ikerketa 
ildoak eta ezaugarriak. Aipatzekoa da tesi honen hatsarrea, abiapuntua eta 
zioa UPV/EHUko Gizarte Komunikazioa Masterrean mamitutako tesina 
izan dela: “Krisi egoeretako kudeaketa eta komunikazio estrategiak: 
Anesvad fundazioaren kasu azterketa” (2012-2013). Tesi honek, bada, 
Anesvad Fundazioak pairatutako krisi larriari atxikirik hartu zuen bidea. 
Krisi kasuak eta krisi tipologiak ezberdinak izan arren, ikergaia berdina 
izanik biek ala biek lotura dute. Gainera, Anesvaden nahiz Fagorren krisiak 
krisi-komunikazioaren analisirako helduleku asko dituztela ere erakutsi 
dute. Halaber, ikuspegi teoriko eta metodologikotik zenbait erronka ere 
planteatzen ditu tesi honek. Bestalde, nazioarteko aipamena lortzeko 
doktorego tesi hau bi herrialdeetan egindako ikerketa-egonaldietan ere 
ondu da. Ikergaiari buruzko Delphi ikerketa AEBetan (University of 
Georgia), eta prentsan oinarritutako eduki analisia Suedian (Lund 
University). Amaitzeko aipatu tesi honek Ikerketarako Etika Batzordearen 
aitorpena, baimena eta onespena izan duela.  
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1. Sarrera 

Aurkezpena eta interes zientifikoa 
 

“Experience is the name everyone gives to their mistakes” 
Oscar Wilde 

 
 
 
  



 

Lan honetara hurbildu gaituena da enpresa-komunikazioan, eta, 
bereziki, krisi komunikazioan sakontzeko ardura eta kezka. Krisi garaiko 
komunikazioaz hitz egiten dugunean, harreman publikoetako hari-mutur 
batez ari gara, orain arte enpresetan gutxi landutako eremuaz, hain zuzen. 
Enpresek, larrialdi edota krisi egoera batean nola komunikatu behar duten 
ikertzea da gure lana.  

Hizpide dugun krisi komunikazioaz asko teorizatu bada ere, kasu 
azterketetan oinarritutako krisi egoerak ez dira asko Euskal Herrian, 
behintzat. Oraindik ez da egin euskal enpresen zein erakundeen 
komunikazio egoeraren gaineko ebaluazio ikerketarik. Hau da, ez dugu 
jakiterik gure enpresek zenbat baliabide eta esfortzu inbertitzen dituzten 
komunikazioan, krisialdietarako komunikazio planik ote duten, are 
gutxiago, zein den gure enpresetako kultura komunikatiboa; ongi ala gaizki 
komunikatzen duten, zer eta nola adierazten duten. Ikergaiaren gaineko 
aldagai horiek guztiak hein batean gure jakintzagaiaren ertzak dira, tesi 
honen motibazioaren erroak lirateke, hots, komunikazio korporatiboan 
murgiltzeko beharra eta premia iradokitzen dutenak; gure abiapuntuak.  

Hala, komunikazioaren bueltan ardaztuko dugu eskuartean duzun 
tesia, zehatzago esanda, krisi garaiko komunikazio ereduez hausnartu gura 
dugu, hau da, larrialdi edo krisi egoera batean komunikazioa nola kudeatu 
behar dugun ikastea. Betidanik, krisi egoeren gaineko analisi 
gehientsuenak kasu azterketetan oinarritu dira case study sistema 
jarraituta. Gure ikerketa kasua, baina, ez da nolanahikoa, Euskal 
Kooperatiben Mugimenduaren lehenengo harriaren krisiaz hitz egiten ari 
baikara: Fagor Etxetresna Elektrikoak Kooperatiba Elkartearen itxieraz, 
hain justu. 2013ko urrian, Mondragon Korporazioaren zutabeak kolokan 
utzi zituen krisia dugu aztergai, eredu kooperatiboan hain preziatua den 
solidaritatea proban jarri zuena eta kooperatibagintzaren printzipioak 
urardotu zituena. Bide horretan, gure nahia da kooperatiba aitzindari 
horren krisiaren piezak mahai gainean jarri eta puzzlea osatzea. Bestela 
esanda, krisiari azterketa egitea komunikazioaren ikuspuntutik.  

Krisi komunikazioa gutxi ikertutako eremua dela baieztatu daiteke. 
Horren erakusle dugu eskuarteko tesia, hauxe baitugu gaiari heldu dion 
lehenengo doktorego-tesia Euskal Herrian. Krisi komunikazioa kasu 
azterketa egiten lehena izateaz gain, euskaraz idatzitako aurrenekoa ere 
bada. Horrek badu, beraz, berritasun zantzu batzuk eta ausardia traza 
batzuk: gatza eta piperra, alegia. Kasu azterketarekin, ordea, ahalke izanen 
gara; hutsetik abiatzeak, gure asmoak eta mugak handitzen eta zabaltzen 
dituelako. Besteak beste, tesia bera kasu azterketan oinarritzeak esan nahi 
duelako metodoan ere hautu partikularra egiten ari garela. Teknika 
metodologiko horren osotasun sintaktiko guztiarekin. Baina gaude 
Fagorren krisiak ezin duela iraganean gelditu, ahaztuta, ikertua gabe, 
ikasbideak atera gabe. Hor dago, beraz, gure erronka nagusia eta 
azterketari zor diogun errespetua.  
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Ikergaiari dagokionez, munta handiko eduki baten aurrean gaudela 
esan genezake, ikerlari, ikuskatzaile, kontsumitzaile, langile edota pertsona 
gisa axola digulako pertsonek (enpresek) nola komunikatzen diguten 
arakatzea. Dela barnera begira, dela kanpora, on-line edo off-line. Askotan 
gertatu izan den moduan, krisi egoeretan enpresek ahaztu egiten dute 
komunikatu egin behar dutela. Komunikazioa bigarren plano batera 
pasatzen da sarritan, enpresaren lehentasunetatik at geratzen da eta 
sinestarazi nahi izaten digute deus ez dela gertatu, ohiko martxan doala 
guztia, beti bezala. Komunikazio korporatibo estrategikoaren 
defendatzaile sutsuaren eta ikerlari baten ikuspegi aseptiko batetik 
(outsider eta insider behatzaile profilak konbinatuz) tesi honen 
jakintzagaira hurbildu eta kasu erreal batetik abiatuta, ongi eta gaizki 
kudeatutako komunikazio zuntz guztiak ikertu nahi ditugu; krisian 
murgildutako aktore guztiak identifikatuz, haien hautemateak eta 
komunikazio beharrak ebaluatuz.  

Gaia argudiatzerako orduan, aipatu beharko genuke hedabideekiko 
eta enpresa komunikazioarekiko atxikimendua. Komunikazio publikoa eta 
jende aurrean hitz egiteko gaitasuna maite dugulako. Komunikazio 
estrategikoak berezko dituen argudiaketa, lengoaia, erretorika, abilezia 
dialektikoa, hitzen perbertsioa, mezuen eraginkortasuna edota azaldu nahi 
duzun hori zuzen esateko trebetasuna eta artea gustuko dugulako. Jakin 
badakigulako enpresek, krisi garaietan, komunikatzeko iaiotasuna galtzen 
dutela; trabak direla eta ez direla, ezjakintasuna eta ziurgabetasunak 
eraginda.  

Gauza jakina da, halaber, XXI. mendeko hedabideen informazio gose 
aseezina nekagarria dela hainbat eta hainbat enpresentzat, alde bateko eta 
besteko presioak direla, informazio fluxuen berehalakotasuna dela edota 
enpresek komunikatzeko beharrik ikusten ez dutela, nola eta zer esan ez 
dakitela. Baina, horren guztiaren gainetik iruditzen zaigu badagoela 
modurik informazioa zor zaion pertsona eta xede-talde ororekin zuzen 
komunikatzeko. Haiek merezi duelako arreta eta errespetua. Markak ez 
direlako enpresenak soilik, pertsonenak baizik. Hala, krisi egoera batean 
inoiz baino zuhurrago jardun behar dute enpresek helarazten dituzten 
mezuekin. Irudia eta marka ezbaian dagoen momentuetan, enpresaren 
jarrera aktibo edo erreaktiboak ondorio zuzenak izanen dituelako haren 
funtzionamenduan. Jakitun garelako egungo hedabideen errealitate 
kaotikoan, enpresek eta erakundeek ezin dutela komunikatzeko liparrik 
galtzen utzi.  

Gauza jakina da guztiontzat ere bai, enpresa, gobernu eta erakunde 
baten izen ona bi egunetan zapuztu daitekeela. Krisiak albiste bihurtzen 
direlako hedabideetan une oro, eta horrek behartzen gaituelako 
komunikatzaile gisa gure jarduna moldatzea; komunikabideei begira 
jartzea. Eta zer gertatzen da krisia hedabideetara heldu eta informazioa 
falta denean? Okerrenera jota ere, teoria konspiratzaileak eta 
manipulazioa. Horregatik uste dugu hanka sartzea dela krisiaren gaineko 
gertakizunak eta horien azalpenak beste batzuen esku uztea. Istorioak 



 

norberak edestu eta osatu behar dituelako, guk inork baino hobeto 
ezagutzen ditugulako gure enpresa edo erakunde barneko ildaskak.  

Krisi komunikazioak aukera ematen digu zuhurtziaz lan egiteko, 
zentzuzko informazioa eraginkortasunez hedatzeko eta bereizteko zer den 
espekulazioa eta zein den jazoera.  

1.1 Interes zientifikoa 

Jadanik azaldu ditugu tesi hau egitera bultzatu gaituzten arrazoiak, 
gorpuztu ditugu hizketa-gaiak, eta ardaztu dira proiektuaren abiapuntuak. 
Datozen lerroetan bada, azpimarra lekuz aldatu eta ikergaiaren nahiz kasu 
azterketaren interes zientifikoa hizka-mizkatuko dugu.  

Euskal Kooperatiben krisi komunikazioaren gaineko ikerketarik ez 
dugun arren, gaiarekin harreman zuzena duen diziplina aipatu behar dugu, 
hain zuzen, harreman publikoak. Aski ezagunak dira, ordea, krisi egoeretan 
ongi eta gaizki kudeatutako kasu historikoak, gehientsuenak AEBetan dute 
lekuko1, jatorriz, diziplina hau bertan garatu baitzen lehenik: II. Mundu 
Gerraren ostean harreman publikoek izugarrizko garapena izan zuten. 
Halere, gogoan izan behar dugu herria persuaditzeko beharra antzinatik 
datorrela. Garatze horren lehen aztarna Egipton aurki dezakegu; hots, 
teknika idatzia garatu zutenean. Grezian esaterako, oso ezagunak egin 
ziren baita herria bideratzeko hizlariak ere: politikari edo sofista bezala 
ezagutzen zirenak. Eta Erdi Aroan, Elizak jarraitzaileak lortzeko erabili zuen 
propaganda metodoak ere oso ospetsuak egin ziren2. Zer esango 
dagoeneko ez dakigunik.  

Esan bezala, beraz, I. eta II. Mundu Gerren etorrerarekin eta 
ondorengo industrializazioarekin harreman publikoen gaineko ikerketek 
bultzada handia izan zuten. Momentu hartan arerioa madarikatzeko, herria 
bereganatzeko, eta iritzi publikoa azpian hartzeko beharra ikusi zuten, 
gobernu, industria eta erakunde estatu batuar askok. Eta haien eskaeraz, 
propaganda teknika eta erakartzeko eredu hoberenen bila atera ziren 
aditu eta ikerlari asko: HS Adams (publizitatea zer den definitzen lehena), 
Denora Griswold (Public Relations News egunkariaren sortzailea), Walter 
Lippmann (hedabideak eta harreman publikoen lotura aztertu zuena), Sam 
Black, Ivy Lee eta Edward Bernays (Harreman Publiko garaikideen 
aitzindariak), George Parker (publizista ospetsua), Arthur W. Page 
(Harreman Publiko Instituzionalen aita), Leone Baxter eta Clen Whitaker 
(kanpaina politikoetan adituak), James E. Gruning edo Scott Cutlip 
(ikerlariak) dira horietako batzuk. Ikusi dugun bezala, ertz ezberdinak 
dituen diziplina da harreman publikoena, hein batean, hauek sortu ziren 
                                                        
1 Three Mile Island zentral nuklearraren ezbeharra (1979), Jonhson & Jonhson-en Tylenol kapsula 
pozoinduak (1982-1986 ), Exxon Valdez-en hondamendi naturala (1989) edota, Deepwater Horizon-en 
olio isurketa (2010) kasuak dira krisi egoera historikoen erakusle.  
2 Erdi Aroko herritarrak berehala ohitu ziren Elizak ustiatzen zituen sinbolo, arau eta elementu 
ikonografikoetara.  
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enpresen, erakundeen eta gobernuen interesak babesteko eta haiei buruz 
egunkarietan publikatzen ziren artikulu sentsazionalistei eta kritikei aurre 
egiteko. Beranduago ikusi dugun moduan, kontsumismoa bultzatzeko ere 
erabili ziren harreman publikoak.  

Gaiaren joan-etorriei buruzko gogoeta egitean, ikertzailea 
konturatzen da zeinen garrantzitsua den gizartea ongi informatuta izatea; 
eta enpresa ikuspuntu batetik ere ohartzen da zeinen garrantzitsua den 
xede-taldeei arreta jartzea. Harreman publikoak, oro har, gizartean duen 
munta eta eragina ia-ia eztabaidaezina da. Bizi dugun garaiko 
komunikazioa -bere forma guztietan- fenomeno estetiko bat baino 
gehiago da; eragin soziala eta ekonomikoa duena, alegia, enpresa, 
erakunde eta pertsona fisikoen jardunari nahiz irudiari eragiten diona.  

Publizitate inbertsioei erreparatuz, EAEn, 2008-2014 urte bitartean 
enpresa eta erakundeek publizitatean eginiko inbertsioek beherako joera 
erakutsi zuten3. Krisi ekonomikoaren eraginez, iragarle asko publizitate eta 
komunikazio euskarri ezberdinen bila atera ziren, eta horien artean, 
euskarri digitaletan inbertitutako publizitate mota da gorakada 
progresiboa izan  duen bakarra4. Infoadex5 agentziaren urtekariaren 
arabera Espainiar estatuko datuek ere joera berdina erakutsi dute, baita 
herrialde anglosaxoietakoek ere (Nielsen6, 2011). 

Figure 1. EAEko publizitate inbertsioa eurotan (2007-2014) 

 

Iturria: Infoadex, 2015 

                                                        
3 2014an Euskal Autonomi Erkidegoan enpresek eta erakundeek 57,9 milioi euro inbertitu zituzten 
publizitatean, 2007az geroztik jasotako zifrarik baxuena litzateke. Euskarriari dagokionez, prentsa 
idatzia da iragarleek gehien erabilitakoa (Infoadex, 2015). Publizitate industriaren krisi trazak taulan 
ikusgai daude 1 eranskinean.  
4 Webgune korporatiboa, sare sozialak eta display-ak (iragarki grafikoa) dira enpresek gehien jotzen 
dituzten euskarri digitalak. (IAB Spain Research, 2015).  
5 Infoadex agentziak Espainiako publizitate inbertsioak neurtzen eta ikertzen ditu; egunero haien 
jarduerei segimendua eginez. Haien txosten landuei esker, publizitate inbertsio datuen erreferente 
bihurtu da Espainian.  
6 Nielsen enpresak Global AdView Pulse izeneko txostenak kaleratzen ditu munduko publizitate 
inbertsioen joeren eta egoeren berri emateko. Sarean eskuragai dago: http://bit.ly/1rMvw43  
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Figure 2. Espainiako publizitate inbertsioa eurotan (2007-2014) 

 

Iturria: Infoadex, 2015 

2015eko publizitate inbertsio datuak, ordea, itxaropentsuagoak izan 
dira, zazpi urtez beheranzko joera erakustetik berriz ere inbertsioek 
goranzko bidea hartu baitute. Infoadex eta i2p7 agentzien 2015eko 
publizitate inbertsioen txostenek diote enpresa eta erakunde asko krisi 
ekonomikoa gainditzen ari direla kontsumoak gora egin duelako eta, 
beraz, publizitate inbertsioek ere gora egin dutela. 

Enpresa komunikaziori dagokionez, ostera, Dircom8-en arabera, 
komunikazio korporatiboak gero eta garrantzi handiagoa du enpresen 
proiektu estrategikoetan. 2015ean azaleratutako txostenaren arabera 
komunikazioaren egoerak hobera egin du Espainian, oro har. Krisiaren 
eraginez enpresek komunikazioan inbertitutako diru partidak behera egin 
dute baina, aldiz, enpresaren emaitzak neurtzeko baliabideak handitu 
dituzte. Ez dugu, ordea, EAEko daturik. Bestalde, Dircomen txostenak dio 
komunikazio arduradunek enpresen organigrametan duten posizioa edota 
ardura maila igo egin dela, alegia, maila hierarkikoan gorago kokatzen 
direla. Espainiako enpresen %77k kokatzen dute jada zuzendaritza 
batzordea baino maila bat beherago. Komunikazio arduradunen profilari 
dagokionez, %49a kazetaritzan lizentziatuak dira eta gehientsuenek 
ikasketa osagarriak dituzte; master edo doktorego ikasketak, kasu 
askotan.  

Ikerketak erakusten du, halaber, baliabide digitalak direla erronka eta 
birziklatze esfortzu gehien eskatzen dizkietenak komunikazio arduradunei. 
Horren ondotik, hurrenez hurrengo erronkak dira: krisi komunikazioa, 

                                                        
7  i2p da Espainiako publizitate inbertsioen egoera neurtzeko adierazlea da. I2p-ek hiru hilez behingo 
txostena argitaratzen dituzte. Txosten horiek Media Hotline eta Arce Media enpresa aholkularien 
datuez hornitzen dituzte.  
8 DIRCOM Erakundeak bost urtean behin Espainian gehien fakturatzen duten enpresen komunikazio 
egoera neurtu, ebaluatu eta txostena kaleratzen du.  
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estrategia, komunikazioaren planifikazioa eta markaren kudeaketa. Horiek 
lirateke, hain zuzen, komunikazio arduradunek aurrera begira hobetu 
beharko luketen gaitasun profesionalak. Eta gehien baloratutako 
gaitasunak, ostera, ikuspegi estrategikoa %14, komunikatzeko gaitasuna 
%13, komunikabideekiko irisgarritasuna %12, zuzendaritzarengan eragina 
izatea %9, eta kudeaketarako gaitasuna %7 dira.   

Soldaten datuei erreparatzen badiegu, Espainiako enpresa 
komunikazio arduradunen erdiak, 50.000€ (gordina) baino gehiago 
irabazten dute urtean. Eta enpresen %85ek aitortu dute, komunzki, 
komunikazio zerbitzu hauek azpikontratatzen dituztela, besteak beste: 
diseinu grafikoak, ikus-entzunezkoak, ekitaldien antolakuntza eta 
harreman publikoak. Komunikazio arduradunen %96k sare sozialetan 
parte hartzen dutela adierazi dute. Eta, egunean, bitan baino gehiagotan 
ikuskatzen dutela sarea.  

Hasieran aipatu bezala, ez dago jakiterik zein den euskal enpresen 
komunikazio egoera, ez baitago horren gaineko ikerketarik ez eta 
txostenik. Dircom ikerketen unibertsoa gehien fakturatzen duten enpresek 
osatzen dute, beraz, arduragabekoa izango litzateke datu horiek 
estrapolatzea. Dena den, Dircomen txostenek enpresen komunikazio 
egoera irudikatzen laguntzen dute, alegia, argazkia orokorra egiten.  

Oro har esan liteke propagandak, komunikazioak eta harreman 
publikoek herria bereganatzeko eta manipulatzeko duten gaitasuna 
ikaragarria dela, eta horrela erakutsi izan dute antzinako enpresei eta 
gobernuei eginiko hamaika ikerketek. Gure ikerlanaren garrantzia 
argudiatzeko orduan, lehenengo eta behin, krisi komunikazioak duen 
pisuari buruz mintzatu behar dugu. Jakina da enpresentzat diziplina berri 
samarra dela komunikazioa eta areago erakusten du Dircomen 2015eko 
txostenak. Krisi mota ezberdinak dauden bezala, enpresaren erantzukizuna 
ere ezberdina behar du izan baina askotan, krisia ustekabean lehertu 
izanak, bat-batekotasunak eta esperientzia faltak ataka larriagotzen du. 
Alabaina, krisi egoera batek erakundeetan zein enpresetan duen eragina 
eta garrantzia ukaezina da, enpresa zeharo baldintzatzen duen gertaera 
baita. Haren esku dago krisiari aurre egiteko estrategia egokiak erabiltzea, 
alegia, krisi komunikazioa enpresaren defentsaren lanabes gisa baliatzea 
edo ez.  

Jakina da, halaber, merkatu globalean desberdintzea lan mardula dela 
egungo enpresentzat. Batik bat, bi faktorek eragiten dutelako: publikoen 
saturazioa dago, batetik, eta publizitateaz gogaituko bezeroak, bestetik. 
Horregatik, gero eta gehiago, erosleek ihes egiten dute mezu 
komertzialetatik, saihestu nahi izaten dute eskaintza komertzialen 
burrunba gogaikarria. Produktuen iruzurra, eskaintza sorginduak, erdi-
egiak, eta produktu erakargarrien letra xehea dira besteak beste bezeroa 
nekatzen dituzten aspektuak.  



 

Eta horri guztiari gaineratu behar zaio 2008an piztu zen krisi 
ekonomikoak sortu duen harrabotsa bizitzako alderdi guztietan: politikan, 
enpresa sektore ezberdinetan, bankuetan, komunikabideetan, 
epaitegietan, etab. Iruzurra, enpresa kudeaketa polemikoak eta makillaje 
operazioek eragiten dute kontsumitzaileen desengainu horretan. Izan ere, 
ustelkeriak gehi herstura ekonomikoak enpresetan zein erakundeetan 
eragin dituzten krisialdi kopuruak gora egin du nabarmenki.  

Beraz, publikoekin konektatzea horren zaila den honetan, haien 
errekonozimendua eta sostengua lortzen asmatzen jakitea giltzarria da, 
are gehiago krisi egoera batean, non enpresaren konfiantza eta 
sinesgarritasuna kolokan dauden. Gatazka horien guztien aurrean aktore 
ezberdinak kexu agertu ohi dira eta, noski, komunikabideak eszenatoki eta 
aktore nagusi izanen dira. Horregatik guztiagatik krisialdiko komunikazio-
politiken arazoak nahiz presio mediatikoa eta herrikoia gainditzeko zer 
baliatu behar den ikertu nahi dugu Fagor kasuari erreparo eginez. 
Enpresako kanpo komunikazioari begiratu ez ezik, krisi egoera batean 
kontuan izan behar dugu baita enpresa barneko adierazpenak eta 
harremanak ere. Enpresa osatzen duten giza baliabide eta publiko guztiak. 
Bide horretan, Fagorren krisian izandako gorabeherak, informazioaren 
zertzeladak eta langileriaren pertzepzioak arakatuko ditugu. Alegia, 
enpresari erreparatzeaz gain, beste aktore batzuk ere presente izango 
ditugu, haiek ere paper garrantzitsua jokatzen baitute krisiaren iruditerian.  

Paradigma berria ekarri duen krisi kasua izanda, krisi 
komunikazioaren teoria ezberdinek Fagorren tankerako egoeretan nola 
funtzionatu izan duten ere aztertuko dugu. Egia da ekarpen teoriko 
dezente dagoela krisi egoeretako komunikazioaren gainean; aldiz, ikerketa 
gutxi dago medioen eta erakundeen arteko komunikazio politikaren 
gainean, alegia, erakundeen eta medioen harremana gakoa denean krisi 
egoeratik irteteko. Gauzak horrela, ikerketa honetan “Fagor auziak” 
prentsan izandako trataera mediatikoa aztertzea ere beharrezkoa izango 
da. Horrek, bada, pista asko emango dizkigu krisian izandako jazoerak 
hobeto ulertzeko eta jakiteko zein izan den hedabideen papera eta eragina 
iritzi publikoan.  

Proiektu hau garatzeko premiaz jabetzeko beste arrazoi pisuzkoa da 
Fagorren itxierak agerian utzitako arazoak Mondragon Korporazioan. 
Mondragon Taldea Euskal Herriko enpresa industrialik eta munduko talde 
kooperatibo handiena da, 2017ko datuei begiratuta, 70.000 langiletik gora 
dituen korporazioa. Arizmendiarrietaren ekimen zoliaren fruitua dugu 
1956ko Fagor Etxetresna Elektrikoak Kooperatibaren lehen operazio hura. 
Beraz, ez da atzo goizekoa, urteetan jarraibide izan dugun eredu 
kooperatiboaz hitz egiten ari gara. Haien funtzionamenduaren oinarrian 
pertsona eta proiektu sozial handiak daude, botere partekatua eta 
subiranotasuna besteak beste. Gaur egun gauzak aski aldatu dira 
Korporazioaren baitan. Akaso, krisian zehar komunikazio korporatibo 
faltagatik egon da asko eta askoren ahotan Fagor auzia; izan ere, 
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Etxetresnakoen krisiaren harira, askoren ustez, Mondragon Taldeak 
hutsune nabarmenak erakutsi ditu komunikazioaren alorrean.  

Fagor Etxetresnak, Fagor Taldeak eta Mondragon Taldeak duen 
krisiaren dimentsioa maila askotarikoa da: ekonomikoa, soziala, politikoa, 
pertsonala, eskualde esparrukoa, nazionala nahiz nazioartekoa. 
Komunikazio aldetik, maila horietan guztietan erantzuteko krisi-
komunikazio plan prozedura egokia jarraitu behar da. Egia da bestalde, 
euskaldunak eta, oro har, herritarrak ezustean hartu zituela albisteak. 
Kolpe ekonomikoa latza izan zen, psikologikoki gainditzen zaila den 
horietakoa. Fagor Taldeko Etxetresnakoek haien itxiera iragarri zutenetik 
(2013/10/16), denetariko informazio eta polemikek egunkarien azalak 
hartu zituzten. Gainera, Fagor nahiz Mondragon Taldekoek isilik egoteko 
gonbitak luzatzen zituzten bitartean, “Fagor auzia” denboran puzten ari 
zen. Hedabideak, ordea, zer gertatuko zen asmatu nahian zebiltzan, zer 
gertatzen zen jakin gabe. Gai katramilatua zirudien eta oraindik ere 
korporazioaren baitan soka luzea dakarren auzia dugu eskuartekoa. 

Bi tempus aurrez aurre egokitu dira krisi honetan; hau da, abiadura 
desberdina duten bi trenen arteko talka. Batetik dugu aldirietako tren 
motela, lasaia, ia erromantikoa (kooperatibismoak erabakiak hartzeko 
behar duen tempusa). Bestetik, abiadura bizian datorren tren lasterra 
(egun, hedabideek ezarritako tempus frenetikoa). Trenbideak desberdinak 
direnean, tupustekoa ekidin daiteke. Trenbide bera denean, ordea, talka 
saihestezina da.  

Esan liteke aditu gehienak bat datozela Fagorren komunikazio 
kudeaketa ahulean: egun, bai kooperatibetan eta baita gizartean ere, bizi 
dugun demokrazia ahulak eskatzen du, hain justu, informazio osoa eta 
egiazkoa jasotzea eta modu arinean. Izan ere, gaitz handiaren aurrean, 
erremedio are handiago behar izaten da: idi zaharrari arran berri. 

Aztergairen garrantziaz hitz egitean kontuan hartzekoa da baita ere 
Mondragon Korporazioa euskal enpresa talderik handiena dela. Alegia, 
kooperatibismoak Arrasate eta Euskal Herria munduko mapan kokatu 
dituela. Mondragon Korporazioa bertan sortu eta errotu baitzen. Gaur 
egun, 265 kooperatibek baino gehiagok osatzen dute Korporazioa eta 
70.000 langile inguru dauzka mundu osoan barreiaturik. Horietatik 6.000 
(krisi aurretik) Fagor Etxetresna Elektronikokoak ziren. Hitz gutxitan, Euskal 
Herriko  lehen talde industriala dela kontuan hartu behar dugu.  

Bestalde, krisia lehertu zenetik (2013) gaurdaino Mondragon 
Korporazioak Fagorren hutsak ordaintzeaz gain, gainontzeko 
kooperatibentzat, eta, Taldearentzat oro har, jazoera konplexuak kudeatu 
behar izan ditu. Horren erakusle dira, besteak beste: Txema Gisasolaren 
(MKko Presidente ohia)  dimisioa 2014an eta Batzorde Iraunkorraren 
osaketa, presidente berriaren izendapen prozesuaren irekiera, 2014eko 
Bazkideen Batzar Orokorra Donostiako Kursaalean, Arizmendiarrietaren 
jaiotzaren mendeurrenaren ospakizuna 2015ean, 1.915 langileren 



 

birkokatzeen kudeaketa, solidaritate mekanismoak martxan jartzea, Eusko 
Jaurlaritzarekin bilerak eta akordioak, aurre konkurtsoaren prozedura, 
atzerriko filialen kudeaketa, CATA CNA Group-en esleipena, Fagor 
markaren erabilera konpartitua, etab. Horregatik guztiagatik, gure xede 
nagusia da enpresa talde erraldoi horretako Etxetresnaren krisia ikertzea, 
lantzea eta irakaspenak ateratzea, beti ere komunikazioaren ikuspuntutik. 

Dagoeneko lerro asko idatzi da Fagorri buruz, baina ez dago 
pairatutako krisia komunikazioaren ikuspuntutik aztertzen duen 
ikerketarik. Eskuarteko proiektua aurrera eramateko hainbat arrazoi 
daude. Gorago xehatu dugun bezala, komunikazioak gero eta garrantzi 
gehiago bereganatu du enpresen garapenerako proiektu estrategikoetan 
(Dircom, 2015:18-28). Lekutan gelditu da garai bateko komunikazio 
tradizionala, XXI. mendeko enpresek nahitaez haien xede-taldeekin 
solastu behar dute: Cluetrain Manifestua (2000) da ideia horren erakusle, 
alegia, “merkatuak solasaldiak dira”.  

Gure ikerketa objektuak Kooperatiba izaera duen aldetik, 
komunikazioaren, kudeaketa horizontalaren eta gardentasunaren arteko 
azterketa egiteko bide emango digu. Hitz gutxitan esanda, Kooperatibaren 
filosofia eta komunikazio praxia aztertzeko parada daukagu; izan ere, krisi 
kasu horri erreparatu ez ezik, ikuspegia zabaldu eta Mondragon Taldeari 
begira ere jarriko gara. Ahaztu gabe, noski, krisi tipologia horrek egingo 
duen ekarpen akademikoa; hots, ikerketa honek sendotu egingo du euskal 
komunitateko enpresa komunikazioaren arlo ahula.  

Komunikabideek funtzio garrantzitsua jokatzen dute, krisia masa 
hedabideetan albiste denean sortzen baita; izan ere, krisi gehienak isilean 
igaroko lirateke eurengatik ez balitz (Urkiza, 2004:170,171). Azken honen 
oihartzunak badu garrantzia enpresaren rolean, krisiak azken batean 
enpresaren komunikazio gaitasuna neurtzen baitu. Egia da, 
komunikabideek ez dutela beti rol berdina jokatzen: batzuetan, krisiari 
aurre egiteko egituratzen den planaren bitartekari edo bozeramaile dira; 
beste batzuetan, krisi garaiko mezuak bideratzeko kanal gisa erabiliak dira; 
eta hainbatetan, krisi garaiko komunikazio estrategien objektu 
manipulatuak dira. Honekin batera, hedabideen jokabideak aztertu nahi 
dira, alegia: 

 
- Nola islatzen dute hedabideek erakunde horren krisi egoera?  
- Noiz da albistegarri eta noiz ez? Nola eragiten dute hedabideek 

komunikazio prozesu horretan?  
- Zer espresio/termino erabiltzen dira notizien gorputz eta lerro-

buruetan?  
- Zer estaldura ematen diote albisteari? 

Itaun horiek eta beste aspektu batzuk argitzen saiatuko gara 
doktorego tesi honetan, besteak beste.  

Eta nondik dator azterketa honen beharra?  
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Gure ingurunean gutxi landu den gaia da; beraz, gai berri eta 
beharrezko bat txertatuko litzateke gure komunitatean. Are gehiago egun 
bizi dugun krisi ekonomiko eta soziala kontuan izanda, non erakundetako 
komunikazioa gaurkotasun handiko gaia den. Gai honi lotutako material 
bibliografiko ia guztia ingelesez dago, gaztelaniaz apenas dago ezer 
argitaratuta eta are gutxiago euskaraz. Eta ikerketari dagokionean, gai 
delikatua denez, kasu praktikoak ez dira aztertu. Proiektu honekin sendotu 
egingo da gure komunitatean ahula9 den komunikazio korporatiboaren 
eremua. Arlo akademikoan, aldiz, ukaezina da ikerketa honek egingo duen 
ekarpena, ikerlerroa sendotu eta ate berriak zabalduko baitu. Gainera, 
enpresen komunikazioaren arloan lan egingo duten profesionalak hezteko 
beharrizanak eta estrategiak ezagutzea nahitaezkoa da; izan ere, krisiak 
inflexio puntu bat izanen dira enpresa zein erakunde guztietan eta 
garrantzitsua da horiek ongi kudeatzen jakitea eta errakuntzetatik 
ikastea10. Akademikoan ez ezik, proposamen hau aurrera eramateak 
enpresa zein erakundeen komunikazio prozesuan parte hartzen duten 
agente guztiei baliagarri izango zaiela deritzogu.  

Gure ikerketa objektuaren krisiaren ezaugarriak begitan izanda 
nahikoa arrazoi eta argudio azalarazi dira arestian ikerketa honen 
garrantzia azpimarratzeko. Gauzak horrela, ikerketa honekin besteak 
beste: krisiaren eragileak, aurre egiteko mekanismoak, krisi komunikazio 
planak, Fagorrek hedabideekin izan duen harremana, ahuleziak, indar-
guneak, hartutako erabakiak, barne komunikatuak, jokabideak, 
prozesuaren argi ilunak eta krisiaren beste hainbat aspektu ikertuko 
ditugu. Alde bateko eta besteko argudioak aztertu eta aldaketak zertan 
mamitu diren ebaluatuko dugu.  

Amaitzeko esan, tesi honetan hainbat laburdura erabili direla izen 
bereziei erreferentzia egiteko. Honatx laburdura horien azalpena: 

 
- FEK/FEE/FEA: Fagor Etxetresnak Kooperatiba, Fagor Etxetresna 

Elektrikoak edo Fagor Electrical Appliances.  
- FE: Fagor Etxetresnak edo Fagor Elektrogailuak.  
- FT/FG: Fagor Taldea edo Fagor Group. 
- MT/MG/MC: Mondragon Taldea, Mondragon Group edo Mondrago 

Corporation. 
- FEET/FEAG: Fagor Etxetresna Elektrikoak Taldea edo Fagor Electrical 

Appliances Group.  
- CC/KK: Crisis Communication edo Krisi Komunikazioa. 

1.2 Erreferentziak 
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9 Abilezia digitalak, krisi komunikaziorako prestakuntza eta estrategia dira hurrenez-hurren 
enpresek hobetzeke diztuzten 3 ikasgaiak (DIRCOM, 2015).  
10 Enpresetako komunikazioa kudeatzen dituztenen profila kazetariena izaten da (DIRCOM, 2015).  
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2. Ikerketaren diseinua 

Ikerketa objektu, hipotesi, helburu, iker-galdera eta 
metodologia orokorraren aurrerapena 

 

“It is common sense to take a method and try it. If it fails, admit 
it frankly and try another. But above all, try something” 

Franklin Delano Roosevelt 
 

 

  



 

2.1 Ikerketa Objektua  

Doktorego tesi proiektu honek Fagor Etxetresna Elektrikoaken krisia 
(2013-2017) eta haren tratamendu mediatikoa ikertu nahi du. Krisiaz hitz 
egiten dugunean, kooperatibaren itxieraz mintzo gara, hau da, itxialdi 
horrek exijitzen duen informazio eta komunikazio kudeaketaren 
azterketaz. Zehatzago, FEEk krisi komunikazioaren ikuspuntutik egoera 
korporatiboki nola bideratu duen arakatu dugu. Beraz, gure ikerketa 
objekturik behinena Fagor Etxetresna Elektrikoak Kooperatiba Elkartea 
izan da. Xehe esanda: kooperatibaren itxierak eragindako krisia.   

 
Arestian deskribatutako ikerketa objektuak, baina, baditu ezinbestez 

ikertu behar ditugun beste ikerketa-subjektu auzokide batzuk. Horiek dira 
Fagor Taldea eta Mondragon Korporazioa, hurrenez hurren. Jakina da 
Fagor Etxetresna Elektrikoak Mondragoneko esperientzia kooperatiboaren 
lehen harria izan zela; lehendabiziko hazia, baita Fagor Taldeko 
kooperatiba aitzindaria ere. Hala, kooperatiben sare erraldoiaren kide 
zenez11, “ipso facto” Fagor Taldea eta Mondragon Korporazioa izango 
ditugu hizketa-gai ere, krisiak hiru adar nagusi horiei eragin baitzielako eta 
ez soilik Fagorri. Adar horiek, halaber, gure ikerketaren triangulazioa 
bermatuko dute. Bada, hiru angeluen distantziak eta elkarrekiko erlazioak 
kalibratuz ikerketa emaitza zehatzagoak aterako baititugu.  

 
Ikerketa objektuaren ertz eta hari-mutur guztiak berariaz aztertzeko 

aurreneko urratsa litzateke krisiaren dimentsioa ezagutzea, mugatzea eta 
zedarritzea. Hasieratik bagenekien Fagorren Krisia aztertzeak soka luzea 
ekarriko zuela, izan ere, kooperatiben izaera bera edota armazoia ulertzeak 
izan du bere lana; organo gorenetatik hasi, dibisioetatik pasa, 
estatutuetatik igaro eta kontseilutxoetan buka. Prozesu hori guztia 
ulertzea ez da lan makala izan. Egitura konplexuak, neurri katramilatuak, 
langile bazkideen profilen mataza, aurre-konkurtsoaren lazka, Lagun 
Aroren kalapita, hedabideen harrabotsa eta alde bateko eta besteko 
argumentuak harilkatzea ez da izan samurra. Hori guztia konprenitzeko eta 
jakiteko Fagorren ikerketa nora mugatu behar dugun, premiazkoa da 
jabetzea zertaz ari garen eta zein den testuingurua.  

2.1.1 Kooperatibaren aurkezpen laburra 

Segidan datozen lerroetan gaingiroki aurkeztuko dira Fagorren 
ezaugarriak eta haren konposaketa. Horren helburua da kooperatibaren 
eta tesiaren arteko irismena argitzea, hau da, fokua non jarriko dugun 
zehaztea. Tesiaren marko enpirikoan, ordea, kooperatibaren ñabarduretan 
sartu eta krisi-jazoeretan gehiago sakontzeko parada izango dugu.  

                                                        
11 FEE hartzekodunen  konkurtsoan sartu zen 2013ko urriaren 16an, eta 2014ko uztailaren 29an 
Pedro Jose Malagon Donostiako Merkataritza arloko epaileak FEEn aktiboak adjudikatu zizkion 
Kataluniako Cata CNA Taldeari.  
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Fagor Etxetresna Elektrikoak Arrasaten sortutako kooperatiba da. 
Bere sorreratik (1956. urtea) itxiera arte (2013) enpresa handitzen eta 
hazten ikusi dugu. Hasieran Debagoienan (Arrasate/Mondragon, Bergara, 
Eskoriatza) hedatu bazen ere, denborarekin Gipuzkoa eta Bizkaiko beste 
toki batzuetara zabaldu zen. Horren adibide ditugu Azpeitiko Grumal, 
Arteako Proiek eta Basauriko Edesa sozietate filialak. Euskal Herritik 
harago, Europan bertan hainbat filial zituen barreiaturik: Frantziako 
Brandt,12 Irlandako Fagor Ireland13 (Frantziako marken gordailua) eta 
Poloniako Mastercook esaterako. Horiez gain, Fagor Etxetresna Eletrikoak-
ek bazituen Europatik at ere produkzio plantak Txinan Shanghai 
Minidomésticos Cookware eta Marokon Extra-Electromenagers. Horiez gain, 
kooperatiba nazioartekotzeko emandako urratsen artean aurkitzen ditugu 
munduan zehar dituen aliantza, enpresa subsidiario nahiz filial 
komertzialak: AEBetan, Dubain eta Hego Amerikan, adibidez. Horrela bada, 
Fagorrek produkziorako eta produktuen komertzializaziorako filialak 
bereizten zituen.  

 
Produkzio planta horietan, besteak beste, hozkailuak, labeak, plakak, 

mikrouhinak, ontzi-garbigailuak, kanpaiak, ikuzgailuak, lehorgailuak, 
presio-eltzeak, termoak eta beste hamaika aparailu egiten zituzten. 
Produktu horiek ezagutarazteko Fagor (lehen marka Espainian) eta Brandt 
(lehen marka Frantzian) markez gain, beste izen propio batzuk ere 
erabiltzen zituen merkatu alorraren arabera14, batzuk aipatzearren: 
Frantziako DeDietrich, Easycook, Thomson, Vedette, Sauter; Espainiako 
Aspes, Edesa, Splendid; Italiako15 Ocean, Samet, SanGiorgio edo Poloniako; 
Mastercook.  

 
Marka horiek guztiak Fagorren linea zuriko ekipamenduek zerabilten 

eta, noski, kooperatibaren ondasun aktiboak ziren. Hala, Fagorren itxieran, 
hartzekodunen konkurtso prozesuan aktibo horiek saldu eta 
esleitzerakoan, Kooperatibak marka batzuk mantendu eta beste batzuk 
galdu egin zituen. Marka batzuen mantentzearen arrazoi nagusia da 
horietako izen batzuk Fagor Taldeko gainontzeko kooperatibekin 
konpartitzen zituela, eta beraz, ez zirela FEn esklusibakoak ez eta 
prozesagarriak likidazioan. Hau da, marka batzuk konpartitu egiten ziren 
Fagor Taldeko beste kooperatiba batzuekin eta konkurtsoko 

                                                        
12 2005ean Europako merkatu kuota handitzeko asmoz, Fagorrek Elco Holdings izeneko enpresa 
israeldar bati erositako konpainia da Brandt (Frantzian du jatorria). Fagorrek erosi aurretik Elco-
Brandt zuen izena, gerora FagorBrandt bezala ezagutu duguna. Mondragon Korporazioaren arabera 
(2005) Fagorrek 162 milioi euro ordaindu zituen erosketagatik. 2014an hartzekodunen konkurtsoan 
sartu eta Algeriako Cevital Taldeak erosi zuen.  
13 Fagor Ireland konpainia filialak ez zuen establezimendu fisikorik Irlandan ezta langilerik ere. Fagor 
Ireland-ek soilik zuen enpresa azpikontratatuen bitartez sortutako estruktura minimoa. Eta haren 
xedea zen konplitzea zerga-egoitza eta nazionalitate irlandarra izateak suposatzen zizkion exijentzia 
fiskalekin, administratiboekin, legalekin eta kontularitzakoekin.  
14 Merkatu alorrarekin esan nahi da herrialdearen arabera, hala nola: maila altu, ertain nahiz baxuko 
kontsumitzaileei begira marka ezberdinak erabiltzen zituztela. 
15 Brandt taldeak Italian zituen produkzio plantetako markak lirateke Ocean, Samet eta SanGiorgio. 
FEEek Brandt erosi zuenean, marka horiek bereganatu zituen.  



 

administratzaileek ezin zituzten marka horiek likidazioan prozesatu; 
jabetza eta ustiapena kolektiboa zelako. 

 
Langileei dagokienez, FE kooperatibaren ziklo oparo eta ahulen 

arabera, produkzio planta horietan guztietan lan egiten zuten behargin 
kopurua handitzen eta murrizten ikusi dugu. Enpresa itxi aurretiko datuei 
jarraiki, Fagorrek bere filial guztietan 5.600 lagun inguru enplegatzen 
zituen. Euskal Herrian, 1.900 langilek modu zuzenean egiten zuten lan 
Fagorrentzat (Sotil, 2015), baina esan liteke, orotara, 4.000tik gora lagun 
inguruk egiten zutela lan Fagor Etxetresnak-en bueltan; zuzenean eta 
zeharka.  

 
Eta kooperatiba izaeraz ari garenez, beharginei buruz aipatu 

beharreko beste aspektu garrantzitsua da profilarena. Langile-bazkide 
kondizioa duten heinean, haien kooperatibako jardueran erabakiak 
hartzeko gaitasuna eta betebeharra dute “bazkide bat, boto bat” egitura 
demokratikoa baliatuz.  Halere, Fagorreko langile guztiek ez zuten izaera 
berbera.  

 
Fagorren atzerriko eskumendeko enpresak (Frantzia, Italia, Maroko, 

Polonia, eta Txinakoak) ez ziren etxetresna elektrikoen fabrikatzaile 
kooperatibak baizik eta sozietate/konpainia anonimoak edo mugatuak, 
alegia: langile ez bazkideak ziren bertako behargin guztiak. Etxeko 
sozietateetara etorrita, argitu behar da, halaber, Arteako Project (20 langile) 
eta Azpeitiko Grumal (148 langile) lantegien egitura juridikoa sozietate 
anonimoa zela eta Fagorrek zituela haien jabetza. Bai Arteako eta bai 
Azpeitiko langileek besteren konturako langile profila zuten, hau da, ez 
ziren langile bazkideak. 2010-2011 urte bitartean Grumal kooperatiba 
bihurtzeko saiakera egin zuen Fagorrek, baina azkenean negoziazioak eten 
egin ziren.  

 
Basauriko Edesa (230) kooperatibako langileak Fagorreko bazkideak 

ziren, baina ez kooperatibistak; alegia, bertako langileak Gizarte 
Segurantzan izena emanda zeuden eta ez Mondragon Taldearen Lagun Aro 
EPSVan. Fagorrek 1989an Edesa enpresa erosi zuenean langileek Gizarte 
Segurantzan jarraitzea erabaki zuten aurreko urteetako kotizazioak ez 
galtzeko. Hortaz, Fagorrek Basauriko lantegia konkurtsora eraman 
zuenean, langileek langabezia sari arrunta jaso zuten, eta ez Lagun Aroren 
bidez, Fagorreko beste bazkideek bezala. Aipatu behar da, langileen 
profilaren aferak harrabotsa sortu zuela hainbat langileren artean, bereziki, 
Edesakoen artean; izan ere, kezkati agertu ziren langileak birkokatzeen 
zerrendan azkenak izango ziren beldur. Hain zuzen, Gizarte Segurantzaren 
langabezia saria jasotzen ari zirelako eta ez Mondragon taldearen 
langabezia aseguruaren bidez.  

 
Gipuzkoan, Eskoriatza (Fagor minidomésticos), Arrasate (San Andres 

eta Garagartza) eta Bergarako (Geyser Gastech S.A.) lantegiak zituen. 
Orotara, lau produkzio planta. Besteetan ez bezala, bertako langileak 



24 

kooperatibistak ziren, hau da, Lagun Aro EPSVan izena emanda zeuden. 
Bergarako Geyser Gastech lantegiak, aldiz, ñabardura bat du, alegia, jabetza 
konpartitua zela. FEEk Geyser Gastech S.A horren %50a kudeatzen zuen 
bakarrik eta beste erdia Vaillant-Hepworth izenez ezagutzen den 
multinazional europarra. Jabetza konpartitzen dituzten enpresa mota 
hauei joint-venture16 edo elkarren arteko enpresen kontrola deitzen zaie.  
Atzerriko inbertsioak erakarri nahi dituzten herrialdeetan aplikatzeko da 
bereziki erakargarria mota honetako fusioa edota merkatu jakin batean, 
lehiakide diren enpresa batzuek elkarren artean kontrolatutako filial bat 
sortzen dute beren arteko lehia murrizteko (Altzelai, 2002:5). Gauzak 
horrela, Gipuzkoako produkzio plantetan 2.000 langile bazkidek egiten 
zuten lan.   

  
Ikusi dugu jadanik Fagorren lantegietan izaera ezberdineko langileak 

zeudela. Horrek garamatza galdetzera ere bai ea langile izaerak informazio 
fluxu eta feedback ezberdina eragin ote zuen langileen eta kooperatibaren 
artean; krisia kudeatzerakoan ezberdintasun nabariak ikusi baitziren 
langile bazkide eta ez bazkideen protesten artean. Birkokapenak, 
kasurako.  

 
Fagorren auziak sortutako arrakalak anitzak izan dira: langile profilen 

arteko liskarrak, Mondragoneko tira-birak, Fagor Taldeko gainontzeko 
zazpi kooperatiben irudiari eragindako kalteak, Gipuzkoako eta Bizkaiko 
Foru Aldundien inplikazioa krisian, Jaurlaritzaren kezka, herritarren 
ezinegona, Debagoienako alkateen ardura, Mondragoni salatzeko langile-
plataformen sorrera; Eskuratu/Ordaindu, eta beste hamaika kontu ere. 
Triskantza zen nagusi. Halere, hasieran esan bezala, izango dugu aurrerago 
krisiaren problematikaz hausnartzeko parada, hots, krisiaren kausak eta 
efektuak ezagutzeko tartea.   

2.1.2 Eremu geografikoaren zedarritzea 

Agerikoa da Fagorren irismena handia dela oso. Ezinezkoa da tesi 
honetan jasotzea Fagorren sozietate guztietan gertatutakoa. Horregatik, 
gure tesiko ikerketa objektuari mugak jarri behar dizkiogu.  

 
Herritik herriarendako edo bertatik bertara  dioten premisetatik 

abiatuta, gure doktorego proiektuak ere planteamendu horri helduko dio, 
alegia, gure eskualdean gertatu dena arakatuko dugu soilik, besteak beste: 
bertatik ikastea nahi dugulako bertan aplikatua izateko; etxeko kasu 
azterketa batez hitz egiten ari garelako; etxean izan duen eragina aztertu 
nahi dugulako; logikak eskualdera mugatzea behartzen gaituelako; 
krisiaren epizentroa taldearen erdigunean lehertu delako, alegia, krisia 

                                                        
16  Espresio honen jatorria ingelesa da. Bada 1599.eko zedula bat Londresen Association for 
Merchant Adventurers izeneko erakundearen sorrera jasotzen duena. Garai hartan, merkatari edota 
jaun abenturazaleak (Merchant Venturers, Gentlemen Adventurers) elkartu egiten ziren eragiketa 
komertzial arriskutsuak burutzeko, bereziki itsasozko garraioren bat egitea eskatzen zutenean. 



 

Arrasaten izan zelako. Gauzak horrela, Fagorrek EHn dituen filialak izango 
dira tesiaren mugarriak. 

Figure 3. FEEn filialak eta langile kopurua Euskal Herrian 

 

Iturria: Autoreak egina 

Gure ikerketa fokutik at gelditu dira, ostera, Fagorren krisiak sortu 
dituen beste arrakala hauek: 

- Arrazoi ezberdinak direla medio, Mondragon Korporazioari 
erreklamatzeko langileek sortutako plataformak: Bazkideak, 
Fedesa17, Ordaindu, Eskuratu, Edesako Bazkideen Defentsa 
Elkartea, Medikuen paperak deritzon langile taldea eta 
tankerakoak. 

- Atzerriko filialetako egoera eta haien hartzekodunen konkurtsoa. 
- Cata CNA Group enpresaren jarduera.  

Horrek, baina, ez du esan nahi ikerketaz kanpo zertu ditugun 
pitzadurak ez direnik aipatuko eta aztertuko tesi honetan; zeharka, badarik 
ere. Esan bezala, puzzlea osatzeko pieza guztiak behar ditugu.  

2.1.3 Aztergaia. Krisi prozesuaren kudeaketa: hasi eta buka 

                                                        
17 Fedesa da Fagor Etxetresnak-eko eta Edesako besteren kontura lan egiten duten langileen 
interesak defendatzeko sortutako plataforma da. Gazteleraz: Plataforma de trabajadores por cuenta 
ajena de Fagor Electrodomésticos y Edesa.  
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Fagor auziaren krisi prozedura bere osotasunean aztertu dugu: Krisi 
aurreko, krisi garaiko eta krisi osteko komunikazio kudeaketa. Krisi 
prozedura orotan aztertu beharreko alorrak dira horiek, alegia, erabakiak 
hartzea, kooperatiben arteko harremanak, tentsioak, langileen 
birkokapenen bilakaera, prentsan izandako tratamendu mediatikoa, 
kazetarien jarduna eta aktore nahiz aditu ezberdinen pertzepzioak, 
besteak beste. Azkenean, gure jakintzagaiak hiru ideia nagusitan metatu 
ditugu: Fagorreko alde bateko eta besteko subjektuen hautemateak, 
komunikabideen ikuspuntua bai eta prentsan izandako trataera, eta 
azkenik, krisi-komunikazio adituen iritziak eta ikergaiaren auziak. 

Lan honen egituraketa, hain zuzen, hiru alor horiei jarraiki diseinatu 
dugu. Tesiaren prozedura orokortasunetik abiatu eta zehaztasunerantz 
hurbilduko da. Horregatik, aipaturiko soka bakoitzak izango ditu hipotesi  
nahiz helburu zehatz batzuk eta horiek lortzeko aplikatuko zaio 
metodologia konkretu bat.  

Horrenbestez, lehendabizi, tesiaren egitura eta metodologia orokorra 
aurkeztuko dugu, eta, gero, atal bakoitzean garatuko dugu zehazkiago 
azpi-helburuak zeintzuk diren, baita helburu horiek erdiesteko 
aukeratutako tekniken azalpena ere. Lehen hurbilpen gisa, hortaz, ikus 
dezagun zeintzuk diren hipotesi eta helburu orokorrak.  

2.2 Hipotesi nagusi eta helburu orokorrak 

Ikerketa ezin ulertu daiteke abiapuntuan duen hipotesi behinena 
ezagutu gabe, ezta hipotesi horretatik eratorritako azpi-helburuen jabe 
izan gabe ere. Gaiaren inguruan idatzitako adituek diotena aztertuta, beste 
kasu azterketa batzuei erreparatuta eta Fagor auzia haztatuta heldu gara 
honako hipotesi hau formulatzera: 

HN: Fagorreko Kooperatiban komunikazioa gutxi landutako 
aspektua da. Betidanik, kanpotik etorri izan dira Arrasateko 
Esperientzia Kooperatiboa ezagutzera. Nahiz eta EHko lehen talde 
industriala izan, Fagorrek eta Mondragon Korporazioak ez dute 
estrategia komunikatibo zehatz, propioa eta komuna izan 
krisialdian. Horrek azalduko luke Fagorrek eta Mondragonek krisian 
erakutsitako komunikazio ahalmen ahula.  
 

Kausa-efektu harremanaren baitan ardazten da lana eta hipotesi 
nagusia. Hau da, Mondragonen eta Fagorreko kooperatiben kultura 
komunikatiboaren barruak zabaldu eta krisian eragina izan duten 
aldagaiak topatu eta aztertu nahi ditugu. Eta hortik eratortzen dira, hain 
zuzen, ikerketaren helburuak eta dagozkien iker-galderak.   
 

Helb0 Fagor Etxetresna Elektrikoak-ek, Fagor Taldeak eta 
Mondragon korporazioak 2013ko krisiari emandako erantzun 



 

komunikatiboa aztertu krisi komunikazio jakintza-arloaren 
ikuspuntutik.  
  

Iker-g0 Nola kudeatu zen komunikazioa krisi aurretik, krisi 
garaian eta krisi ostean? Prestatuta ahal zeuden FEE, FT eta MK krisia 
komunikatiboki ongi kudeatzeko? Ba al zuten krisi komunikazio 
planik? 
 
Helb1 Fagorren eta Mondragon Korporazioaren erresilientzia 
komunikatiboa ebaluatu.  
 
 Iker-g1 Zeintzuk dira krisiak eragindako erronka 
komunikatiboak? Zeintzuk dira krisiaren kudeaketan izandako 
zailtasunak, gabeziak, huts egiteak eta asmatutakoak? Gai izan al 
dira krisiari buelta emateko? 
 
Helb2 Fagorren xede-talde ezberdinen hautemateak arakatu. 
Kooperatibetako arduradunen, langileen eta kazetarien ikuspuntuak 
bildu eta ikertu.  
 
 Iker-g2 Nolakoa izan da xede-talde ezberdinen arteko 
harremana? Noiztik zekiten arduradunek Fagor itxiko egingo zela? 
Nola jakinarazi zitzaien langileei? Nola bizi izan zuten langileek 
itxiera eta ondorengo krisia? Ze iritzi dute hedabideek 
komunikazioaren kudeaketari buruz? Nolako harremana izan zuten 
kazetariek FEE eta MKarekin? 
 
Helb3 Fagor auziak prentsa idatzian izandako trataera mediatikoa 
aztertu. 
 
 Iker-g3 nolakoa izan da euskal eta espainiar kazetek Fagorren 
auziari buruz egindako trataera mediatikoa? Ba al da haien arteko 
ezberdintasunik? Zeintzuk izan dira kazetarien informazio iturriak? 
Lehen mailakoak, bigarren mailakoak? Ze hitz edo adjektibo erabili 
dira fagorri buruzko albisteetan? Ba al dago datuen nahasmenik 
artikuluetan? 
 
Helb4 Krisi-komunikazio ikerkuntzaren eta irakaskuntzaren egoera 
arakatu nazioartean. Adituek ikergaiari buruz dituzten pertzepzioak 
ezagutu. Jakintzagaiaren egungo erronkak eta etorkizuneko ildoak 
zeintzuk diren ezagutu.  
  

Iker-g4 Zein da krisi komunikazioan egiten diren ikerketen 
kalitatea? Zein da krisi komunikazio jakintzagaiaren garapena 
atzerriko unibertsitateetan? Egin al da aurrerakuntzarik? Zer falta da 
krisi komunikazioan? 
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2.3 Metodologiaren aurrerapena eta tesiaren egitura 

Lan honen izenburuak adierazten duen legez, “Fagor Etxetresna 
Elektrikoak Kooperatiba Elkartea: krisiaren azterketa krisi komunikazioaren 
ikuspuntutik” doktorego tesi proiektua kasu azterketan oinarritu dugu. 
Horrek esan nahi du ikerketa metodologi konkretua hobetsi dugula 
hastapenetik, hots: kasu azterketa edo case study deritzona. Kasu ikerketa 
baten aurrean gaudelarik, gure asmoa ez da krisi komunikazio kasuak 
orokortasunean aztertzea, baizik eta eskualdean inpaktu sozial eta 
ekonomiko nabarmena izan duen kooperatibaren itxiera aztertzea. Alegia, 
jazoera eta krisi tipologia konkretua aztergai duen tesia litzateke gurea.  

 
Eta zertan datza ikerketa teknika hori? Bada, norbanako, giza talde, 

erakunde edo gertaera bat sistematikoki aztertzeko iturri aniztasun gehien 
erabiltzean (Wimmer, Dominick, 1996:160). Kasu azterketek fenomenoak 
hausnartzen dituzte eta ez jazoera orokorrak. Berezitasuna, deskripzioa, 
azalpena eta indukzioa lirateke mota horretako ikerketen ezaugarri 
nagusienak (Merriam, 1988). Robert K. Yin ikerlari, irakasle eta enpresariak 
dio (1989:62) kasu azterketek miaketa enpirikoa ahalbidetzen dutela, hots, 
ezagutza iturri anitzak erabilita, gaurkotasunezko fenomenoa bere 
testuinguru errealean eta bere osotasunean arakatzeko aukera ematen 
duela. Bide horretan deritzogu ikerketa metodo hau egokiena dela 
Fagorren fenomenoa konprenitzeko eta esplikatzeko. Gainera, 2013.urtean 
gertatutako krisi azterketa baten aurrean egonda, lehen eta bigarren 
mailako iturrietara jotzeko abagunea izan dugu, hots, ahozko iturriak eta 
iturri dokumentalak baliatu ditugu hurrenez hurren.  

 
Teknika mota horri esker, informazio-detaile aunitz lortu daitezke, 

eta, askotan, xehetasun horiek dira ikerlariak bilatzen dituenak datuak 
behar bezala prozesatzeko, izan ere, pistak edo aurretiazko ideiak osatzen 
laguntzen duen metodologia ere bada gurea (Wimmer & Dominick, 
1996:161).  

 
Kasu azterketak tradizio handiko ikerketa teknikak dira gizarte 

zientzietan. Hain justu, Durkheim eta Weber soziologo aitzindariek teknika 
horiek baliatu zituzten diziplina horren gaineko jakintzagaiak 
kontsolidatzeko. Adibidez, Weber-ek Die protestantische Ethik und der 
'Geist' des Kapitalismus 1904/05) eta Dukekheimek Les formes élémentaires 
de la vie religieuse (1912) obrak idazteko baliatu zuten kasu azterketa 
teknika. Dimmick eta Wallschalaeger-ek ikerlariek (1986) ere metodologia 
berdina erabili zuten aztertzeko AEBko telebista kateek komunikazioaren 
alorrean abiatutako enpresa proiektuen dibertsifikazioa. Beste ikerketa bat 
aipatzekotan, Kaplan eta Houlberg ikerlariek 1990ean San Frantziskoko18 
KRON-TV telebista katean eginikoa. Kondoi iragarki baten lehen emisioa 
aztertu zuten, besteak beste: Telebista kate horretan iragarkia igortzeko 
                                                        
18 Garai hartan HIESak gogor jo zuen San Frantzisko hiria. Kontzientziazio kanpainaren bueltan, 
KRON-TV telebista katea bihurtu zen aitzindari antisorgailuren lehen iragarkia emititzerakoan.  



 

erabakia hartu zuten zuzendariak elkarrizketatu zituzten; iragarkian 
onartutako grabazioak aztertu, telebistaren programazio politikaren 
bibliografia errebisatu eta prentsan izandako oihartzuna arakatu zuten. 
Hortik atera zituzten, halaber, iritzi publikoaren eta publizitate gustuen 
arteko joerak.   

 
Lan berritsuagoak ere baditugu. Zerrenda, ordea, luzea da. Ezin zertu 

dezakegu hemen metodo hori erabili duten ikerketa guztiak, baina jadanik 
agerian utzi dugu badagoela teknika honek arlo akademikoan utzitako 
aztarnarik. Are gehiago esan daiteke, krisi komunikazioaren ardatzean 
egindako ikerketa gehientsuenak kasu azterketatan oinarritzen direla. Krisi 
kasuak aztertzeko kasu azterketak baliatzea hobesten baita. Logikak 
eramaten duelako ikerlaria metodo horretan oinarritzera.  

 
Krisi komunikazioan ardaztutako kasu azterketak, baina, aurrekarien 

atalean landu eta aipatuko ditugu. Bertan izango dugu parada ikergaiaren 
nondik norakoak eta krisi kasu aitzindari batzuk ezagutzeko.  

 
Gauza jakina da hein handi batean tesiko helburu eta hipotesiek 

finkatzen eta egituratzen dutela enplegatu beharreko metodologia mota. 
Horregatik, gure susmoak eta zalantzak kontuan hartuta azalpenezko 
ikerketa garatzea lehenetsi dugu. Ikerketa mota honen emaitzek jakintza-
maila sakonena dakarte, eta kausa-ondorio harremanen bitartez zergatia 
bilatzen dute (Arias, 2006:25). Hala ere, kasu azterketa denez ezin dugu 
ukatu ikerketak badituela miaketazko ikerketaren ezaugarriak. Gainera, 
gure helburua tesi honen ostean ikerlerro horrexeri jarraipena ematea 
denez gero, arazoa ebazten eta modu xeheago batean definitzen 
lagunduko digu.  

 
Hipotesian azaldu dugunez, ikerketa honekin jakin nahi duguna da 

egokia izan ote den Fagorrek eta Mondragonek krisian izan duten 
komunikazio politika eta jarrera. Alegia, krisi egoeretarako aurreikuspen, 
prebentzio eta trebakuntza faltak kooperatibaren itxieraren kudeaketa 
baldintzatu ote duen edo ez. 

 
Horretarako, lehendabizi, lanaren aurrekariez jabetzeaz gain, 

azterketa teoriko sakona egin dugu, honako jakintza-alorretan orain 
arteko landutakoa ezagutzeko: krisi-kudeaketa eta krisi-komunikazioa.  

 
Behin azterketa teorikotik gure lanari aplikagarri zaizkion ondorioak 

aterata, metodologia orokorraren diseinua hezurmamitu dugu. 
Metodologia kualitatiboa izango da lanaren oinarria. Gure ikerketaren 
helburuak aintzat hartuz19, ikerketa deskriptiboa gure xedea lortzeko 
egokiagoa dela deritzogu, izan ere, azterketa kualitatiboek ahalbidetzen 
dute aldagaiak sakonki aztertzen, lehentasunak ezartzen eta informazio 
sasikoak ebazten. Hurtadoren (1998:2017) aburuz, mota honetako 
                                                        
19 Dagoeneko aurkeztu dugu tesiaren helburu orokorra, baina tesiaren atal enpiriko bakoitzak azpi-
helburu zehatzak dituzte.  
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azterketak aplikatzen dira aztergaia ezaguna ez denean, edota, 
egoera/gertakari bat testuinguru konkretu baten estudiatu nahi denean. 
Aipatu, beste behin ere, gure tesiak ez duela nahi krisi kasuak 
orokortasunean aztertzea, baizik eta fenomeno konkretu bat ikuspegi 
holistiko batetik ikertzea. Esan liteke, beraz, gure ikerketa objektu eta 
planteamendua bat datorrela interpretazio honekin.  

2.3.1 Datu bilketarako teknikak eta emaitzen aurkezpena 

Aurretik azaldutako urrats bakoitzak datu bilketarako metodo 
propioa du. Jakina denez, tesiaren marko teorikoa osatzeko, alegia, 
tesiaren jakintzagai nagusiekin harremanetan jartzeko errebisio 
bibliografiko zabala egin dugu. Subjektuen20 hautemateak aztertzeko, 
aldiz, sakoneko elkarrizketak eta talde-eztabaidak lehenetsi ditugu. 
Itxieraren prozedura nolakoa izan zen lanean ziharduten langile eta 
profesionalen ahotik ezagutu dugu; barne nahiz kanpoko subjektuetatik. 
Aurrez dakiguna kontrastatu eta enpirikoki frogatzeko aukera eman digu 
horrek. Ondoren, elkarrizketa zein talde dinamiketatik ateratako 
ondorioak eta krisi tipologiei buruzko teoriak erabili ditugu gure krisiaren 
aldagaiak neurtzeko: arrazoiak, zergatiak, iritziak, berdintasunak, 
ezberdintasunak, tasunak, baldintzak, ezaugarriak, etab.  

 
Horiek oinarri hartuta Fagor auziak prentsan izandako trataera 

mediatikoaren eduki analisia egiteko fitxa sortu dugu. Aztertu nahi ditugun 
kategoriak aukeratu eta albisteetan identifikatutako informazioa 
kodifikatu dugu. Eta azkenik, gure tesiaren emaitzak osatzeko, krisi 
komunikazio ikergaiaren egoerari (ikerketa eta irakaspena) buruz 
nazioarteko adituek diotena -iritzi eta argumentuak- bildu ditugu. Gure 
esparruan ahula den krisi komunikazioaren ikerketak munduko beste toki 
batzuetan duen egoera eta lanketa maila arakatu dugu delphi teknika 
erabilita. Horren helburua izan da, tesi honen ikergaiaren egoeratik eta 
marko teorikotik jasotakoak testuinguruan jartzea, datuak osatzea, eta 
ikergairi buruzko pronostikoa egitea, hau da, ikergaiari tenperatura 
hartzea.  

 
Esan daiteke beraz, aurrean dugun ikerketa lanaren egitura bi fasetan 

egikaritzen dela. Lehenengo fasea, jatorrian, atzera begirako azterketa 
dokumentala litzateke. Gure gaiaren inguruko literatura eta kontzeptuen 
errebisio sistematikoa biltzen du. Errebisio horrek, halaber, bidea zabaltzen 
dio ondotik datorren marko teorikoari. Bigarren faseak, aldiz, enpirismoa, 
atzera begirako azterketa eta iturri aniztasuna ditu ezaugarri.  

 
Aipatutako marko enpirikoa hiru atalez osatuta dago: Subjektuen 

hautemateak, prentsako trataera mediatikoa eta adituen ikuspuntuak 
jasotzen dituztenak. Horietako atal bakoitzak beren helburu, ikergaldera, 

                                                        
20 Subjektu horiek krisian murgildutako pertsonak lirateke. Kooperatiba barruko eta kanpoko 
agenteak.  



 

hipotesi eta ondorio propioak dituzte. Horren helburua da ikerketako 
emaitzak modu logikoan eta ordenatuan aurkeztea. Lanaren amaieran, 
ordea, tesiaren azken ondorioak irakur daitezke.   

 
Gorago aipatu dugun moduan, gure tesiak fenomeno konkretua du 

aztergai, horrek dakar onartzea, era berean, fenomenologian funtsatutako 
ikerketak ez dutela lagin adierazgarririk, hots, ezin ditugula gure ikerketako 
emaitzak estrapolatu edo orokortu. Hortik eratortzen da, hain justu, 
hainbat adituren kritikak, bestak beste: kasu azterketek zorroztasun 
zientifiko ahula dutela, dudazko ebidentziak izaten direla, emaitza 
partzialak ateratzen direla eta informazio bolumen handiak maneiatzeko 
eta sintetizatzeko zailtasunak dituela (Yin, 1989:21; Campbell & Stanley 
1966:6-7). Coller-ek (2005:54-59) gaineratzen du probintziakerian eta 
etnozentrismoan erortzeko arriskua dagoela kasu azterketetan.   

 
Halere, badago kritika horiek guztiak eraisten duenik ere. Bent 

Flyvbjerg ikerlari ospetsu danimarkarra da horietako bat. Bere artikuluan, 
“Five Misunderstandings about Case-Study Research” (Flyvbjerg, 2006), 
adibidez, kasu azterketa metodoari leporatzen zaizkion ahulgune eta 
kritikak desegiten ditu, banan-banan. Eta arrazoiak xehatzen ditu ikerlari 
eta filosofo esanguratsuen aipuak eta irizkerak baliatuta. Daniarrak 
defendatzen du kasu azterketek ez dutela beste metodo batzuk baino 
ahulezia gehiago ez gutxiago eta behar-beharrezkoak direla gizarte 
zientzien alorrean. Besteak beste, praktikatik (errealitatetik) eratorritako 
jakintza produzitzeko egokiak direlako, testuinguruan eta xehetasunak 
bilatzen dituelako, eta ikerketa objektuari gehien hurbiltzen delako.  

 
Egia da, halaber, teknika ezberdinen konbinazioak ikerketa bera 

emaitza esanguratsuz hornitzen duela. Metodologia ezberdinen erabilerak 
baditu bereizgarri abantailatsuak, izan ere, analisirako bide asko zabaltzen 
dizkio ikerlariari (Wimmer, Dominick, 1996:161). Metodologia honekin, 
espektro zabal baten informazio deskriptiboa eta azalpenezkoa erauzi 
dugu, kausen zergatietan sakondu eta arrazoiak interpretatu ditugu. Eta 
horrek aldi berean ikerketa objektuaren ikuspegiak eta interpretazioak 
handitzen lagundu digu.   

2.3.2 Triangulazioa 

Kasu azterketaren kritikak buruan izanda, horiei aurre egiteko 
antidotoaz hitz egingo dugu orain. Arestian aipatu ditugun arazo motei 
(zeihartasun partziala, etnozentrismoa, emaitzen ordezkapen eza, etab.) 
aurre egiteko aipatutako antidoto hori arlo akademikoan, triangulazioa 
bezala ezagutua da.  

Gure tesiaren zorroztasun zientifikoa bermatzeko ikerketa 
triangelukatzea hobetsi dugu. Diseinu horri jarraiki, azalpen alternatiboak 
bilatuko ditugu, kausen joan-etorriak subarastu eta ikerketaren hari mutur 
guztiak aztertuko ditugu. Triangulazioak bilatzen du teknika kualitatibo eta 
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kuantitatiboen konbinaketaz ikerketaren kalitatea aberastea. Alegia, 
ikerketaren balioa, helburuen erdiespena eta hipotesien egiaztatzea 
metodologikoki kontrolatzeko bide ematen du estrategia horrek 
(Olabuenaga, 2009:327). Eta zertan datza hori? 

Triangulazioaren erreminta, oro har, jasotako informazioak 
konprobatzean datza (berriemailearen edota dokumentuen) iturriak 
kontrastatuz. Horrek esan nahi du subjektuen deklarazioak dokumentu 
idatziekin kontrastatu ditugula, eta datuak ez direla mugatu publikoki 
errekonozitutako informazioari bakarrik. Izan ere, iritzi ezberdinak 
egiaztatzeak laguntzen du detektatzen inklinazio pertsonalak, errakuntza 
interpretatiboak eta inkoherentziak. Azken batean, aipatutako 
dibergentzia guztiak dute eragina ikerketaren kalitatean eta triangulazioak 
kontrol hori burutzen laguntzen du. Ikerketaren kalitatea bermatzen 
ahalbidetzen duen erreminta heuristikoa litzateke (Ibidem: 332, 333).  

Norman Denzin (1989) soziologoak dio triangulazioa fenomeno 
singularren estudioetan konbinatzen diren teoriak, datuak eta ikerketa 
metodoak direla. 5 triangulazio metodologiko mota bereizten ditu 
Denzinek (1989:32): datuen triangulazioa, teorien triangulazioa, ikerlarien 
triangulazioa, tekniken triangulazioa, eta metodologia kualitatibo eta 
kuantitatiboen triangulazioa. 

Olabuenagaren (2009:328) ustez ez dago datuak jasotzeko eta horiek 
irudikatzeko metodo perfekturik. Horregatik gomendatzen du ikerlariaren 
produkzioari (obra, lana, tesia) kalitate kontrol metodoa ezartzea, edo, 
hobeto esanda: aberaste prozesu bat ipintzea. Bide horretan, 
triangulazioak bi funtzioa nagusi ditu, batetik, aberasketa (barneko balioa) 
eta, bestetik, fidagarritasunaren areagotzea (kanpoko balioa). Izatez, 
triangulazioak ez du bilatzen kontrastea edo teknika ezberdinetatik 
lortutako datuak erkatzea, baizik eta hurbilpen bitzuren (oinarri teorikoa 
eta enpirikoaren) elikatzetik eratorritako ikuspegi bakarraren aberasketa 
(ulermena –Verstehen21-) (Ibidem:331).  

Horrek guztiak eraman gaitu ondorioztatzera triangulazioa estrategia 
metodologikoa dela, zeinaren bidez ikerlariak ikuspegi nahiz 
planteamendu anizkoitzak eta analitikoak enplegatzen dituen ikerketa 
objektuaren verstehen sendoagoa lortzeko.  

Ikus dezagun, bada, tesiaren egitura osatzen dituzten piezak eta 
horien sailkapena.  

                                                        
21  Alemanez “ulermena” esan nahi du. Gizarte Zientzietan eta filosofian erabilitako kontzeptua da 
ikerketaren eragiketa edo metodo intelektualari erreferentzia egiteko: konprenitu, interpretatu, 
erdietsi, ikasi, ulertu edo esanahia antzeman. Verstehen-ek esperientzia pertsonalen eta kanpo 
gertakarien arteko harreman analogikoak ezartzeko balio du. Ikerketaren prozesuari deritzo.  
Ikerketa objektura hurbiltzeko egindako eragiketa intelektuala litzateke. Informazio gehiago sarean 
dago eskuragai Diccionario Crítico de Ciencias Sociales hiztegian: http://ow.ly/10C76w  



 

Colobrans (2001) irakaslearen buruzpidea jarraituz, beheko eskeman 
ikus daiteke ikerketa aparatuaren diseinu metodologiko orokorra eta 
tesiaren egitura.  

 

Iturria: autoreak egina 

Figure 4. Ikerketa diseinuaren eskema 



34 

2.4 Erreferentziak 

Altzelai Uliondo, I. (2002) Joint venture edo elkarren arteko enpresen 
kontrola, lehia babesten duen Zuzenbide Komunitarioan. Gaiak (9), 5-23. 
[PDF]. Iturria: http://bit.ly/2fg25qf. Kontsulta: 2017/09/12.  

Arias, G. (2006). El proyecto de investigación. Introducción a la metodología 
científica. [PDF]. 6. edizioa. Iturria: http://ow.ly/10lDel Kontsulta: 2016-04-
05.   

Campbell, Donald T.  & Stanley, J.C. (1966). Experimental and quasi-
experimental designs for research. Chicago: Rand McNally.  

Colobrans, J (2001). El doctorando organizado. La gestión del conocimiento 
aplicada a la investigación. Mira editorial, Zaragoza.  

Denzin N. K. (1989). Strategies of Multiple Triangulation. The Research Act: A 
theoretical Introduction to Sociological Methods. New York: McGraw Hill. 

Dimminck, J., & Wallschlaeger, M. (1986). Measuring corporate 
diversification: A case study of new media ventures by television network 
parent companies. Journal of Broadcasting and Electronic Media, 30 (1), 1-
14. 

Flyvbjerg, B. (2006). Five misunderstandings about case-study research. 
Qualitative Inquiry, vol.12, no. 2, pp.219-245.  

Hurtado, J. (1998). Metodologia de la investigación holística. Sypal 
Fundazioa, Caracas.  

Kaplan, H., & Houlberg, R. (1990). Broadcast condom advertising: Acase 
study. Journalism Quarterly, 67 (1), 171-176.  

López de la Vieja, T. (2014). Diccionario Crítico de Ciencias Sociales. 
Comprension. Iturria: http://ow.ly/10C76w Kontsulta: 2016-04-13.  

Merriam, S. B. (1988). Case study research in education. Jossey-Bass, San 
Frantzisko.  

Mondragon Corporation. (2005). Fagor Electrodomésticos cierra la compra 
del Grupo Brandt, líder francés de electrodomésticos, por 162 millones de 
euros. Iturria: http://nubr.co/XLFgB8 Kontsulta: 2016-03-10.  

 

Olabuénaga, J.I. (2009). Metodología de la investigación cualitativa. 4. 
Edizioa. 15. Bolumena. Deustuko Unibertsitatea, Bilbo.  

 



 

Sotil, J. (2015) Urte bete pasa da eta negozioak eta salmentak aurre egin 
dute. Euskadi Irratia, Faktoria [mp3]. Iturria: http://nubr.co/OuzgsH 
Kontsulta: 2016-03-11.  

Wimmer, Roger D., & Dominick, Joseph R. (1996). La investigación científica 
de los medios de comunicación. Una introducción a sus métodos. Bosh 
Editorial, Bartzelona.  

Yin, K.R (1989). Case study research. CA: Sage Publication, Newbury Park. 
 

  



36 

3. Literature & historical review  

State of the art 
 

 “Everything has been thought of before, but the problem is to 
think of it again” 

Johann Wolfgang von Goethe 
 

  



 

This section seeks to provide an overview of the literature related to 
our research object. The state of the art is a step to demonstrate the 
originality of a research paper, it is the cornerstone, the basis. By reading 
and analyzing research works, papers, journals, conferences, reports, 
academic articles, and literature linked to the field of crisis communication, 
we will attempt to show different approaches taken by other research. 
Knowing what has been done before is doubtlessly an important stage in 
any dissertation. Among others, it will tell us what views steer in the 
scholarship and add significance to our work (Randolph, 2009).  

 The literature chosen to build this review has been selected under 
close scrutiny before being approved. We have registered material from 
peer-reviewed journals, renowned databases (Web of Science, Scopus, 
Dialnet, CSIC, teseo, and tdr, among others), and academic books. And we 
have excluded papers that did not have accurate references, sufficient 
relevance or contribution, good sources of information, or did not gather 
author´s basic information.  

 In conducting the literature review, we kept a record of the 
keywords22 and key thoughts that guided the search process. Once we 
determined which was the appropriate literature we begun to analyze and 
synthesize those insights. For this purpose, we designed a summary sheet 
regarding the main aspects of the paper such as the name of the author, 
institution, message, objectives, strengths, drawbacks, key contributions 
and references. This method helped us to systematize the information.  

 Additionally, the criteria followed in this section to present the 
compilation of reports and articles has been geographical; starting from 
North American and European approaches and finishing with Spanish and 
Basque contributions. This chapter also deals with 3 essential aspects of 
our research problem. It entails discovering works about crisis 
communication research, crisis management, and organizational crisis 
communication. Draw on national and international approaches we will 
address the fundamentals around all these fields.  

To that end however, we consider it essential to firstly introduce the 
general parameters as well as the general constitution of crisis 
communication, that represents our subject of study. In doing so, amongst 
others, we will draw on The Handbook of Crisis Communication, (Coombs & 
Holladay, 2010) as it provides a comprehensive examination of our 
research field. What can be anticipated so far is that, although crisis 
communication is a comparatively newly born field of study, it is a complex 
research field. This is due to the varied disciplines that interplay in the 
research of crisis communication as well as “the mosaic perspectives” 
utilized to study it (Coombs, 2015:127). 

                                                        
22 We have used terms such as crisis communication, crisis management, and organizational crisis 
communication. 
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3.1 Coordinates for crisis communication: defining 

concepts 

Currently, crisis communication is considered a subspecialty in public 
relations and corporate communication. However, as research in crisis 
communication continues to expand, it might be able to establish itself as 
an autonomous field (Heath, 2010). At present, it is an emerging and rapidly 
growing discipline. “The only problem with a rapidly growing field is that by 
the time you read this, there will be new ideas arriving on the scene” (Idem). 

Bearing this in mind, the object of this chapter is to lay down the 
parameters for our research area. We will try to piece together important 
terms around Crisis Communication (from this point on, CC); documenting 
the history and development of concepts as well as examining how this 
area fits with its related fields such as, Disaster Management or Emergency 
management23, Risk Management & Risk Communication24, Issue 
Management25, and Business Continuity Management26. We need to set 
frames and define the key field so as to understand the fundamentals of 
these arenas as well as to discover the role of communication in the crisis 
management process, that is to say, the critical component in any turning 
point (Coombs, 2010:17).   

 Organizations often find themselves in circumstances we would 
define as crisis or organizational crisis (Idem). But what are crises? Do we 
have a commonly shared definition of crisis? It is difficult to find an 
accurate answer to this question, since many definitions related to the 
aforementioned discussion have surfaced over the years. Some authors 
such as Heath and Millar (2004), list and discuss approximately twenty 
definitions: some of them study mistakes or dramatic turning points in the 
history of the organization. Others center their attention in management 
forms, that is to say the requirement to handle exercises beyond normal 
and routine procedures (Heath, 2010:3). Various authors emphasize stress, 
others inadequate control, uncertainty, violation of law or ethics, and other 
malfeasance or wrongdoing.   
 

                                                        
23 Disaster Management is the oldest of these disciplines. The basis of disaster management is to 
handle disasters (natural or human-made disasters), that is, a severe disruption of the functioning of 
a society or a community.   
24 Risk Management is another important tradition within areas such as health, security, the 
environment, and finance. Risk Management differs from Crisis Management by focusing solely on 
the pre-crisis stage.  
25 Issue Management has a stronger focus on external organizational phenomena, related to the 
legal, political, economic, and social environment of the organization. Risks are often considered 
objective while issues are viewed as subjective or linked to certain social actors and their 
interpretations.  
26 Business Continuity Management is the youngest of the disciplines mentioned above. Business 
continuity can be defined as the capability of an organization to continue delivery of products or 
services at acceptable predefined levels following a disruptive incident (ISO 22300, 2012).  



 

 However, in all these definitions, the focal point is on control, that is, 
whether the organization knew, appreciated, planned, and appropriately 
enacted sufficient control over operations to prevent, mitigate, respond, 
and learn from a crisis (Ibidem: 3).  

 Over the past decade, there has been a massive increase in crisis 
communication research (Coombs, 2010:17): “What began as slow drips 
has become a torrent of interest” (Heath, 2010:3). This subdiscipline awoke 
academic interest mainly from what was generally promoted to be an 
efficient response by Johnson & Johnson during the Tylenol27 scandal in 
1982, Chicago. But part of the interest arises from the fact that crisis is 
tragic; it is newsworthy and looks appealing to media outlets (Heath, 
2010:1). That is why media coverage and reporting not only define but can 
also determine how the crisis might play out.   

Crisis circumstances are not only based on business reputation, crisis 
can also affect the public sector and non-profit organizations. Even politics 
is a hotbed of crisis. What is more, interest in crisis also reaches into key or 
public figures (Ibidem:2). It is no surprising to find celebrities taking 
advantage of a difficult moment to increase their publicity value. Actually, 
appropriately steered crises can even enhance the reputation of any 
organization or individual. By the same token, this type of discussion leads 
us to consider that the lack of crisis management or illmanagement can 
prove expensive to the company in many different ways. The loss of 
reputation is just one of many. Crises are emotional events for those 
involved. Consider employees experiencing an industrial accident, 
customers suffering from a harmful product, or people displaced by a 
natural disaster (Heath, 2010). Therefore, not adhering to an accurate crisis 
plan in order to address those affected by the crisis can create important 
rifts between the organization and its public.  

According to the Handbook of Crisis Communication (Coombs, 
2010:17) there are three main key terms named crisis, crisis management, 
and crisis communication. These three terms are strictly interconnected 
and they are the result of a progression and derivation: from crisis to crisis 
management to crisis communication. Due to the diversity of crisis 
research, it is important to clarify these key definitions so as to set 
boundaries between the concepts. Furthermore, Frandsen & Johansen 
(2017:10) argue that in an organizational environment, crisis management 
and crisis communication are seen adhered: “no crisis management 
without communication, and no crisis communication without 
management, when a crisis breaks out”. This principle shows that crisis 
communication cannot be reduced or understood as a strategic activity 
that is not initiated until the crisis management team of the organization 

                                                        
27 Johnson and Johnson is a landmark crisis event. They had to face with a crisis of monumental 
proportions when seven people died after taking their Tylenol painkiller product. Tylenol was 
relaunched two months later in a tamper-proof bottle and the product regained much of its lost 
market share. For further detail look into this webpage: http://www.nytimes.com/2002/03/23/your-
money/23iht-mjj_ed3_.html 
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has decided which strategy it will follow to handle the crisis. Crisis 
communication also comprises all communication activity carried out 
during the decision-making process. 

 Monitoring the discussion around the definition of crisis, it becomes 
clear that there is no single universally accepted definition of crisis (Rorty, 
1986; Palenchar, 2009; Coombs, 2010:18; Heath, 2010:3; Heide & 
Simonsson, 2014:130; Frandsen & Johansen, 2017), but we could highlight it 
can have positive or negative outcomes. Inherently, crises are threats, but 
depending on how the crisis is managed determines if the outcomes is a 
threat or an opportunity (Coombs, 2010:20).  

Hermann (1963:64), Fink (1986:15), Regester (1989:38), Pauchant & 
Mitroff (1992), Hearit (1994), Benoit (1995), Fearns-Banks (1996), Pearson & 
Clair (1998), Mitroff ¬& Anagnos 2001:34-35), Friedman (2002:5), , Seeger, 
Sellnow, & Ulmer (1998:233), Coombs (1999:22), or Barton (2001:2), are 
some of the well-known crisis research authors who have contributed to 
the explanation of crisis and given their vision on how to label a situation as 
a crisis. Although they do have their own perspective to define a crisis, 
there are conceptual similarities between their interpretations. 
Additionally, it should be pointed out that the definitions given by the 
aforementioned authors are the most commonly used within public 
relations, crisis management, and organizational crisis communication. 
Nonetheless, we will offer and list the most relevant definitions in the 
theoretical chapter.  

 According to Coombs, (2007b:5) sifting through crisis communication 
roots entails discovering crisis management. Crisis management can be 
defined as a set of factors designed to combat crises and to lessen the 
actual damages. We should think of crisis management as a process with 
many components, such as preventative measures, crisis management 
plans, and post-crisis evaluations. The set of factors that constitute crisis 
management can be divided into three categories: pre-crisis, crisis, and 
post-crisis (Coombs, 2010:20). In line with Coombs, these three categories 
reflect the phases of crisis management and are useful because they 
enable us to obtain a feeling for understanding the breadth of crisis 
communication, and can aid in the progress of crisis management 
research, practice, theory building (Heath, 2010:8). Delving deeper into the 
definition of Crisis Management (from now on CM), professors Frandsen 
and Johansen (2017:53) highlight that “the crisis management team is also 
at work when there is no actual crisis”. Additionally, crisis communication 
should be understood as the most important component of crisis 
management (Frandsen & Johansen, 2017:87). Fearn Banks (1996) defines 
crisis communication as a dialogue between the organization and its 
publics, which comprises the collection, processing and dissemination of 
information required to address a crisis situation (Coombs, 2010:20).  

 



 

 However, looking to the narrations of Coombs (2010:21) and Heath 
(2010:9), any discussion of crisis communication must begin by reviewing 
the roots of crisis management, the larger context for crisis 
communication. 

3.1.1 Exploring crisis management: the roots of crisis 
communication 

 Broadly speaking, the basis of crisis communication research comes 
from Steven Fink´s28 first publication in 1986, Crisis Management: Planning 
for the Inevitable. Steven Fink is said to be a true pioneer in the field, 
moreover, his book remains to this day the most successful and widely-
read book on crisis management. Hence, this crucial work began to detail 
the emerging field of crisis management (from this point on, CM) (Coombs, 
2010:21), however, it is important to underscore the fact that the root of 
CM relies on emergency and disaster management. This means that CM did 
not turn up out of the blue, it was born and shaped by other research 
arenas. Nonetheless, will dig deeper into this connection later on.  

 As stated by Coombs (2010: 21), works in CM first appeared in the 
International Journal of Emergencies and Disasters, but there is even a 
stronger emphasis on disaster in the publication record of the Journal of 
Contingencies and Crisis Management. The split or division with disaster 
came out, somehow, with the expression “industrial crisis management” 
and the emergence of Industrial Crisis Quarterly, which later became 
Organization & Environment. At that time (80´s) there were two main 
research areas that developed concurrently: on one side, disaster inquiry 
followed by Enrico Quarantelli29 (1985) and others, and on the other side, 
crisis management conducted by by Fink (1986) and by those more focused 
on organizational crises.  

To appreciate how this field of inquiry (crisis communication) 
unfolded, we need to pay attention to the variety of models of crisis 
management processes. The process notion will allow us to understand the 
critical points where crisis communication enters the scene. Following 
Coombs (2010:22) we have listed 4 approaches to CM models below: 

 
1. Fink´s (1986) model has four stages: (1) prodromal, symptoms or 

warning signs of the appearance of a crisis; (2) acute, a crisis occurs; 
(3) Chronic, recovery period that can include lingering concerns from 
the crisis; and (4) crisis resolution, the organization is back to normal 
operations. Fink´s model shows how crises develop.  

                                                        
28 Steven Fink is one of the USA´s leading experts in crisis management and crisis communication: 
The dean of CM practitioners. See more information about the author in 
http://www.stevenfink.com/bio.htm 
29 Enrico L. (Henry) Quarantelli is an American sociologist, pioneering the sociology of disaster. He is 
the founder of Disaster Research Center in Ohio State University.  
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2. Smith (1990) developed a three-step model of the crisis 
management process: (1) crisis management, a crisis incubates; (2) 
operational crisis, a trigger event occurs and first responders arrive; 
and (3) crisis of legitimization, a communicative response is provided, 
media and government become interested, and organizational 
learning occurs. There is a feedback loop from the crisis of 
legitimization to crisis management.  
 

3. Mitroff (1994) offers a five stage model: (1) signal detection, seeks to 
identify warning signs and take preventative measures; (2) probing 
and prevention, active search and reduction of risk factors; (3) 
damage containment, crisis occurs and actions are taken to limit its 
spread; (4) recovery, effort to return to normal operations; and (5) 
learning, people review the crisis management effort and learn from 
it. In general the crisis models reflect the emergency management 
process of (1) mitigation, (2) preparedness, (3) response, and (4) 
recovery (Principles 2003).  

 
4. Coombs (2007) simplifies the crises management process in 3 steps: 

(1) pre-crisis, includes signal detection, prevention and preparation; 
(2) crisis, covers recognition of the trigger event and response; (3) 
post-crisis, considers actions after operations have returned to 
normal and include providing follow-up information to stakeholders, 
cooperating with investigations, and learning from the crisis event.  

 
Drawing from Coombs´ approach we will now look into the discussion 

of crisis communication. 

3.1.2 General constitution of crisis communication research 

 Before initiating any dialogue related to crisis communications, we 
wish to clarify that this research area is fully linked to actual practice.  Crisis 
communication maintains a faithful relationship with its practice, 
portraying a nexus of praxis where theory and application intersect 
(Coombs, 2010:22). Therefore, it is an applied concept. 

An example of this attribute is the fact that most of the crisis 
management firms that started to emerge in the 1980s were typically 
based on the knowledge and personal experience of Steven Fink (Frandsen 
& Johansen:31). Similarly, when research in this field began, many of the CC 
researchers based their research on case studies. There are some landmark 
cases such as the Tylenol scandal (1982), the Bhopal gas tragedy (1984), the 
Exxon Valdez oil spill (1989), Domino´s pizza social media crisis (2009), the 
Deepwater Horizon oil spill (2010) or the Ebola epidemic (2014), that have 
been investigated by practioners or professionals. These professionals 
aimed to learn from theory in order to apply and solve real-world problems. 
Furthermore, this applied view stems from the belief that improved crisis 
management helps to protect stakeholders and organizations; therefore, 



 

advancing theories that could be put into practice and used to aid others, 
“has value and purpose” (Coombs, 2010:23).   

According to Heath (2010:7), crisis management must pursue the 
protection and support of people affected by crisis, meaning that 
successful crisis management does not pursue the interests of the 
organization exclusively. This is related to the endeavors that academics 
should carry out in order to approach the different rhetorical problems 
present in crisis research without suffering managerial bias. Waymer and 
Heath (2007) deducted that most crisis research has been focused on a 
single organization, and rarely on the larger set of entities that suffer in 
many other ways.  

As we have said before, CC research was mainly written by 
practitioners r, and those insights appeared, namely, in non-academic 
journals (Bergman 1994; Carney & Jorden 1993; Loewendick 1993). Most of 
them were published in magazines for communication professionals. It 
was not until the academics started to solve crisis management problems 
that publications began to appear in academic reviews. Hence, in line with 
Marcus & Goodman (1991) the body of crisis communication research 
emerged from public relations and communication studies. Researchers 
from these studies made crisis communication the focal point of their crisis 
management research (e.g., Hearit 1994).  

 The initial practitioner research in crisis communication was 
developed through war stories and cases. These were simply descriptive 
accounts where practitioners narrated their crisis management efforts, but 
without any analytic framework. On the other hand, case studies from 
different organizations were analyzed to illustrate points that seemed 
effective. These cases together provided the basis for advice and 
instructive trends for future crisis managers, frequently in the form of lists 
of “dos” and “don´ts”. As these guidance and recommendations began to 
gain supporters, a body of knowledge started to flourish (Coombs, 
2010:23).  

 Following Coombs (2010:23), the next evolution in the crisis 
communication research was case studies analyzed by academics. 
Scholars brought specific theoretical background and principles to case 
studies. The earliest example is the application of apologia to crisis 
communication (e.g., Dionisopolous¬ & Vibbert 1988; Ice 1991). These 
works were much more rigorous because they added specific analytic tools 
to the study. Benoit´s image repair research (1995) is another example of 
that. Indeed, a large number of published case studies have used Benoit´s 
image repair framework (e.g., Benoit & Brinson 1999; Benoit & Czerwinski 
1997).  

 Despite the fact that case study method has dominated academic 
crisis communication research, case studies were still viewed as 
speculative, since most of the works laid on qualitative nature. This means 
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researchers conveyed their own interpretations of cases. So, results could 
not be generalized or extrapolated (Stacks, 2002). However, Coombs 
(2010:23) adds that both, “practitioners as well as case studies offered 
speculative advice, and such speculative advice opened the door for 
additional theory building and eventually, to theory testing”. Theory 
testing, likewise, provides further discussion in this scope since identifying 
and predicting variables should be also subject to testing (Coombs, 
2010:24) 

 As mentioned above, measuring theory with practice is one of the 
essential contributions to crisis communication. “Researchers need to test 
the advice and observations from the case studies to see if the advice is 
verifiable or not” (Ibidem:24). For that reason, “a number of academics (e.g., 
Dawar & Pillutla 2000; Seeger, Sellnow, & Ulmer 1998) began calling for 
more theory and theory testing in crisis communication” (Ibidem:24).  

 However, cases are not the only source of revelation in this arena. 
Theory building is also advancing crisis communication research. Specific 
theories are aimed to advance CC research to the level of evidence-based 
management. Evidence-based management is inspired by evidence-based 
medicine, that is: “do you want to be treated used a proven therapy or 
something someone thinks might work?” (Coombs, 2010:24). Rousseau 
(2005) recall us that “data count as evidence only when they have been 
scientifically tested and verified”.  

 The renowned professor Timothy Coombs from Texas A&M 
University, developed Situational Crisis Communication Theory (SCCT) for 
this specific object (advice testing) and research area. His theory is based 
on attribution theory, which “has been shaped and translated to the 
language of crisis communication” (Coombs, 2010:24). There are additional 
theories that have also been developed to help testing advice and variables 
in crisis case studies: the contingency theory (Pan, Jin and Cameron, 2010), 
for instance, was developed as a grand theory of public relations in order to 
be applied to any aspect of public relations. Researchers have begun also 
to develop contingency theory´s utility to explaining and testing advices 
related to CC.  

In accordance to Coombs (2010:24) we are currently experiencing an 
impressive growth in the number of experimental and empirical analyses 
of crisis communication. Overall, Coombs suggests offering more tested 
propositions rather than speculative. Later in this chapter, we will delve 
into CC research trends over the years. That will give us a feel for the 
current situation in academics but before doing that, it is indispensable to 
portray at least the two different types of crisis communication (Coombs, 
2009) and provide a brief historical record of this emerging field. 



 

3.2 Anatomy of crisis communication: brief historical 

record 

  Drawing on Coombs´ review published in the Handbook of Crisis 
Communication (2010) we will now discuss around the basics of this 
research theme. The volume we have mentioned deals with essential 
aspects of crisis communication and provides a wide variety of studies. It is 
without doubt, the landmark for this chapter.  

According to several academics (Fink, 2013; Heath, 2006; Frandsen & 
Johansen, 2017), communication is the root of crisis management because 
the crisis creates a need for information and so does each phase of the 
crisis management process (preventive measures, crisis management plan 
and post crisis evaluation). Each phase has its own need to collect 
information. However, in addition to the three phases, we should 
differentiate two basic types of crisis communication (Coombs, 2009):   

1. Crisis knowledge management: 
Involves identifying sources of information for crisis-related 
information, collecting information, analyzing information 
(knowledge creation), sharing knowledge, and using the knowledge 
to guide decisions. It is based on the work of the crisis team and 
others inside the organization that are not visible to external publics. 
It is somehow the work behind the scenes. 
 

2. Stakeholder reaction management:  
Refers to the part of crisis communication that external 
stakeholders experience. This type of CC application represents 
communicative efforts (word and actions) designed to influence 
how stakeholders perceive the crisis, the organization in crisis, and 
the organization´s crisis response.  

Coombs (2009) insists that crisis communication occurs during all 
three phases: pre-crisis, crisis, and post-crisis, and he emphasizes that the 
most researched area is stakeholder reaction management. Within this 
area the weight of the research is on strategic crisis communication 
concerning the crisis response. However, before entering into a more 
detailed discussion of the trends and uses of crisis communication, we will 
examine the subjects and structure of CC´s anatomy. For that purpose, we 
will maintain the general composition of each crisis management phase, 
that is to say, pre-crisis phase, crisis response phase, and post-crisis phase 

3.2.1 Pre-crisis phase 

 In the pre-crisis phase, crisis communication concerns locating and 
reducing risk. Olaniran & Williams (2008) two experts in crisis prevention 
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and in pre-crisis planning, state that the anticipatory model of crisis 
management is among the limited research in this area. The model 
employs vigilance during the pre-crisis phases to assist crisis decision 
making and prevention.  

Wan and Pfau (2004), skilled professionals in the persuasion field, 
suggest using pre-crisis messages to immunize stakeholders about crises. 
Those messages give stakeholders information related to a potential crisis 
and help to improve their endurance to a negative reaction and negative 
media coverage of the crisis. The outcome of their study was compared by 
Commbs & Holladay (2002, 2006) as well by Dawar & Pillutla (2000) to prior 
reputation research. They argue that sending messages before the crisis is 
healthful for an organization in crisis.  

Prevention notions can also be found in González-Herrero & Pratt´s 
(1996:89) work in the “proactive symmetrical crisis management process”. 
This idea tries to associate/unite crisis management and issue 
management together. That way, crisis management would become more 
proactive. Based on Coombs´ (2010:26) observation, this perspective 
remains in the conceptual stage with limited research on the topic.   

According to Coombs (2010), crisis sensing requires special attention. 
He emphasizes that research from knowledge management should be 
used to understand how organizations develop systems for locating and 
tracking potential crisis risks. Crisis sensing comprises monitoring the 
media and the Internet. Currently, companies offer computer systems for 
chasing interesting data for crisis managers, but there is a lack of theory 
and research to report on those uses. Thus, the development of crisis 
sensing reminds us how crisis communication research expanded: Firstly, 
practitioners described their experiences, and second, academics 
examined their practices and determined whether they were effective or 
not. Again, there is a lack of theory development within this arena.   

 One crucial element in early printed crisis communication research 
was media relations (e.g., Barton, 2001). Practitioners and academics 
studied and explained what a spokesperson should and should not do 
during a crisis. For instance, Guth (1995), and Feeley & de Turck (1995) 
contribute to this research by listing a number of good and bad practices 
for the spokesperson. As an example, deception research works 
demonstrate that people use three signals to assess deception or trickery: 
eye contact, vocal fillers, and nervous adaptors. Hence, communication 
managers should not hide data, they should maintain eye contact, use few 
vocal fillers, and few nervous adaptors. And above all, spokesperson should 
avoid saying “no comment” or mask information, since that action may 
raise suspicions.  

Part of the preparation during the pre-crisis phase comprises the 
training of the crisis management team. They have to take important 
decisions about how the organization should respond to the crisis. 



 

According to Coombs (2010:27) this is called situational awareness, that is, 
the action where the crisis team believes it has sufficient data to come to a 
determination. So, gathering data is a key action which furnishes the crisis 
management team with the information required to take decisions 
(Kolfschoten & Appelman, 2006).  

As reported by Coombs (2010:46), the utility of crisis communication is 
rather spread within the crisis response phase than in the pre-crisis and 
post-crisis phases. Less research has been developed in these two areas. 
Although risk communication is underused in the pre-crisis phase there are 
some extended risk communication models and theories which have had 
special attention in the pre-crisis phase (Ibidem:27).   

 It is worth pointing out that crisis communication, often mixed with 
risk communication, is a separate field, with its own issues and concerns, 
but it can include aspects of risk communication (START, 2012). An 
example of this is that risk messages can help the organization to 
accurately talk and train the community before the crisis explodes. For that 
purpose, the organization can provide instructing information (help victims 
protect themselves physically from a crisis) and adjusting information (help 
victims to cope psychologically with crisis (Sturges, 1994).  

 For instance, the risk communication model proposed by Kim Witte 
(1992) -Extended parallel process model (EPPM)- can be used to illustrate 
the positive effect of exercises and related risk information on community 
members (Coombs 2010:27). It provides a way to understand how people 
will respond to risk messages. Kim Witte´s EPPM model integrates different 
theoretical perspectives (Janis, 1967; Rogers, 1975, 1983) based on 
Leventhal´s (1970) danger control/fear control framework. All these 
models are being developed to analyze the impact of fear messages in 
individuals. That is, they provide a way to understand how people will 
respond to a threat and how might these messages might be approached 
in order to reach adaptive attitudes from the people.  

 Overall, risk communication is a dialogue between organizations that 
creates risks and stakeholders that must deal with the risk (Palenchar 
2005:752). Risk communication helps those who have to face the 
consequences of the risk becoming more trained or acquainted with the 
risk. Message assessment is very important in the pre-crisis phase. Hence, 
the EPPM model attempts to explain both when and why fear appeals 
work, as well as when and why they fail.  

 As stated above, crisis communication has done little to integrate the 
relevance of risk communication to crisis preparation (Coombs, 2010:27). 
An exception is Heath and Palenchar´s (2000) work, in which was found 
that knowing about the emergency warning kept community members 
vigilant rather than lulling them into a false sense of security. In later 
research, Heath, Lee, and Ni (2009) extended on this outcome and stressed 
the value of pre-crisis communication and perceptions of efficiency: when 
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pre-crisis messages come from people similar to the public (race/ethnicity, 
gender, and age) or who are sensitive to their concerns, the people are 
more likely to follow directions. Williams and Olaniran (1998) 
recommended including perception of risk as a factor when explaining risk 
to stakeholders.  

3.2.2  Crisis response phase 

 According to Coombs (2010:28) the crisis response phase is the most 
researched step of crisis communication because how and what an 
organization communicates during a crisis has considerable effect on the 
consequences of the crisis (in terms of injuries and reputational damage). 
Timothy Coombs offers a quick review about the key research trends in the 
crisis communication concerned with the crisis response phase. Thus, we 
have taken his approach to portray the research tendencies in this stage.   

 We can distinguish between two main types of research bodies, one 
concerned with the tactical advice and the other with the strategic advice.  

3.2.2.1 Tactical advice 

 The initial research was tactical in nature, a sort of “how to” teaching. 
It consists of the spokesperson presenting the appropriate information 
when meeting the media. There are four accepted pieces of wisdom that 
emerge from early practitioners and tactical advice research. Later, this 
learning was supported by theory and research in crisis communication 
and related areas. The four pieces of wisdom we are talking about are 

1. Avoid no comment: Research has proven that silence is too passive 
and allows others to control the crisis (Brummett, 1980). In addition, 
academics (Arpan & Pompper, 2003; Arpan & Roskos-Ewoldsen, 
2005) have shown that when an organization is the source of the 
ongoing crisis, there is less reputational damage than if the media is 
the first to provide the information. Researchers called to this effect 
“stealing thunder”. Once again, the take-home message is that 
organizations must deal with the crisis and not remain in silence.  
 

2. Be quick: practitioners stressed the need for a quick response, 
normally within the first hour (Barton, 2001). What is more, the new 
technologies along with the Internet have increased the promptness 
of the response. Delaying tactics allows others to provide the 
information that will determine how the crisis will be perceived by 
stakeholders.  
 

3. Be accurate: misleading information can destroy an organization´s 
credibility. It can put stakeholders at risk since inaccuracy can 
penalize both the organization and its stakeholders.  
 



 

4. Be consistent: consistency and cohesion also help build veracity.  
Consistency is called as well speaking with one voice, not delivering 
confusing speeches, and not making spokespersons appear to be 
incompetent. It is worth pointing out that people in general tend to 
confuse speaking with one voice with having a single spokesperson 
during the crisis (Coombs 2007b). Indeed, it is strongly encouraged to 
use multiple spokespersons because otherwise, the crisis may 
extend and it can hurdle the person to steer and cover the crisis in 
different areas of expertise. For that reason, spokesperson should 
share the same information in order to be consistent (Carney & 
Jorden, 1993).  
 

3.2.2.2 Strategic advice 
 

 A big volume of the academic research in crisis communication is 
based on the strategic use of crisis responses. Strategic crisis 
communication research analyzes how crisis communication can be used 
to accomplish or pursue particular results and have the desired effect on 
stakeholders (Coombs 2010:29).  
 
 Sturges (1994) provides a helpful framework for categorizing research 
with strategic foci. He makes a distinction between three different types of 
external crisis information. As we could see, we are returning to the topic of 
risk communication in the discussion of the three useful categories in 
strategic advice. Those mentioned are: 
 

1. Instructing information: information that tells people affected by 
the crisis how to cope physically with the crisis (p. 308). 

2. Adjusting information: information that helps people cope 
psychologically with the magnitude of the crisis (p. 308). 

3. Internalizing information/reputation repair: information that people 
will use to formulate an image about the organization (p. 308).  

  
 Although these three types of crisis information are presented 
independent to each other, in reality, the three types of crisis information 
are combined in different ways depending on where the crisis is in the life 
cycle. However, according to Frandsen & Johansen, (2017:90) what Sturges 
overlooks in his staged approach is that both, the instructing and the 
adjusting information show how skilled an organization is at handling a 
crisis, and thus the image or reputation of an organization will be subject to 
testing along all cycles of the crisis. Certainly, instructing and adjusting 
information will influence the internalizing information or reputation 
repair.  
 
 As reported by Sturges (1994) instructing information is the first 
priority in a crisis. If an organization does not contribute with instructing 
information, the stakeholders and organizations will suffer even more. 
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Organizations must protect stakeholders in order to protect themselves 
(organization’s image and reputation). Adjusting information, indeed, 
addresses the need to express what the organization is doing to overcome 
the crisis. For that purpose, it is crucial for the organization to put into 
words any concern or sympathy regarding victims. These efforts are also 
known as corrective actions, which have been studied within the 
reputation repair category rather than adjusting information itself (Cohen 
1999; Funch-Burnett 2002; Patel & Reinch 2003; Sellnow, Ulmer, & Snider 
1998).  

 In line with Coombs (2010:30), among the three strategic research 
categories the largest bulk of research is focused on internalizing 
information or reputation repair. He argues there is ample research within 
this category. As it is complex to list all of it, he provides just a sample of the 
major works. Coombs´ review divides reputation repair research by 
research methods. For that purpose, he follows the three categories of 
research methods proposed by Stacks (2002): (1) informal, (2) transition, 
and (3) formal. 

3.2.2.2.1 Informal 

Informal research methods are known to be subjective because they 
are not systematic in the collection and interpretation of data. Despite de 
fact that the results offer deep understanding of the event, they cannot be 
extrapolated. Based on Coombs (2010:30), informal crisis communication 
research related to reputation repair uses case studies as research 
methods. What is more, Coombs reported that researchers in this 
framework are influenced by rhetoric in both theory and method. 
Additionally, rhetorical theories are used as analytic tools to examine cases 
and produce results into crisis communication. Thereby, we will look into 
the schools that have dominated informal research: (1) corporate apologia; 
(2) image restoration; and (3) rhetoric of renewal.  

 Corporate apologia is a rhetorical concept that explores the use of 
communication for self-defense (Ibidem:30). Following Ware and Linkugel 
(1973) there are four main communication strategies that could be used as 
self-defense: denial (person was not involved in any wrongdoing), 
bolstering (reminding people of the good things the person had done), 
differentiation (remove the action from its negative context), and 
transcendence (place the action in a new, broader context to make it 
appear less negative. Again, the rhetorical approach tries to address the 
question of: “why might specific response strategies be used in particular 
crisis situations?” (Coombs, 2009:235).  
 
 There are two seminal works of 1988 that helped shaping those 
rhetorical approaches into crisis communication. One is Dionisopolous and 
Vibbert´s book chapter in Oratorical Encounters: Selected Studies and 
Sources of 20th Century Political Accusation and Apologies which supports 
the application of apologia to corporate rhetoric.  And the second work is 



 

Benson´s article about crisis communication related to Johson & Johnson´s 
response to the tampering crisis.  
 
 Dionisopolous and Vibbert´s (1988) work was the first published piece 
that explained how apologia could be adapted and applied to corporate 
communication. This notion leads us to the fact that crisis creates the need 
for corporate apologia, that is, the corporation speaks to defend itself. 
However, even if the above-mentioned book chapter detailed the 
parameters of corporate apologia; it did not apply them directly to crisis 
communication. On the other hand, Benson´s work helped to explain the 
significance of a quick response. He noted that quickness was proactive, 
and, that it helped organizations to portray their side of the story. Thereby, 
Benson (1988) called for future research so as to understand when each of 
the four mentioned strategies would be the most effective. Contrary to 
Dionisopolous and Vibbert; Ice (1991), Hobbs (1995), and Ihlen (2002) are 
among the first to publish an article that applied apologia to specific crisis 
communication, instead of to corporate communication.  
  
 Keith Hearit (1944, 1995a, 1995b, 2001, 2006), professor at Central 
Michigan University and expert on crisis management and corporate 
response, made significance progress situating corporate apologia within 
crisis communication. He has published over 20 articles and book chapters, 
and owns the authorship for building corporate apologia´s approach into 
crisis communication. For Hearit, a crisis is a threat to an organization´s 
social legitimacy (cohesion between organization and stakeholder’s value), 
therefore, he understands that social legitimacy is a form of reputation. 
Subsequently, we should acknowledge that making corporate apologia is a 
form of defense of one’s.  
  
 Hearit, likewise, added a number of other rhetorical ideas such as 
dissociation. For example, the individual-group dissociation pleads the idea 
that a person or group within the organization is responsible for the crisis, 
not the entire organization (Hearit 1995b, 2006). The organization is not 
bad, a small number of people inside the organization acted incorrectly. 
Following his notion, if stakeholders accept this dissociation, blame and 
responsibility for the crisis will be focused on just those individuals within 
the organization (Coombs 2010:31).  
 
 Image restoration theory or image repair theory is the most 
productive framework for informal crisis communication research, and has 
been developed by the renowned academic William Benoit (1995, 2005), 
professor at Ohio University, School of Communication Studies. His article 
called Image Repair Discourse and Crisis Communication (1997b) is the most 
cited work inside the crisis communication specialty30, and is without 
doubt, a landmark piece. It is also worth mentioning that the name of the 
theory has changed and developed over the years. In 2005, for instance, it 

                                                        
30 Records displayed in the Journal Citation Reports. Thomson Reuters´ database 
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was named Image Restoration Theory (IRT), but, in 2008, Benoit and Pang 
changed this name to Theory of Image Repair Discourse or Image Repair 
Theory.  
 
 Following Coombs (2010:31), IRT commences basically with an attack 
that threatens a reputation/image. An attack has two components: an 
offensive act and an accusation of responsibility for the act. The offensive 
act becomes a threat when an individual/organization is blamed as 
responsible for the offensive act. If there is no accusation, there is no 
reputational threat (Benoit 1995). Coombs states that IRT was not adapted 
for crisis communication but is applicable because a crisis is a reputational 
threat.  
 
 Image repair theory employs a list of potential crisis response 
strategies. Those strategies have been applied to a wide range of crisis 
typologies. Those coming from corporations (Benoit 1995; Benoit & 
Brinson 1994; Benoit & Czerwinski 1997), political affairs (Benoit & McHale 
1999), or even celebrities; this is the example of Benoit´s worked about 
Hugh Grant´s image restoration discourse31 (1997a). Those strategies are 
divided into three segments: denial, evading and reducing offensiveness 
which will be further explored in the theoretical chapter.  
 
 Within the informal research of crisis communication, rhetorical 
renewal is said to be the most recent line (Coombs 2010:31). What makes 
this line different from other informal lines such as IRT or corporate 
apologia, is the fact that a corporation´s discourse is focused on a positive 
view of the organization´s future (Idem). It means that instead of 
stagnating in the present and figuring out who the responsibility belongs 
to, this line provides a new direction, that is, the corporation grows from a 
crisis (Ulmer, Seeger, & Sellnow 2007). In the rhetorical renewal, the crisis 
communication strategy is futurity; it highlights how things will improve for 
the organization and its stakeholders.  
 
 The rhetoric of renewal is an extension of adjusting information and is 
coherent with IRT strategies as well (Coombs 2010:32), however, certain 
conditions must exist to use the rhetoric of renewal. Not all crisis types and 
conditions can be addressed with this strategy. Researchers have 
established four criteria necessary for the use of renewal (idem): 
 

1. The organization has a strong pre-crisis ethical standard. 
2. The constituency-organization pre-crisis relationships are strong and 

favorable. 
3. The organization can focus on life beyond the crisis rather than 

seeking to escape culpability.  

                                                        
31 The actor Hugh Grant was arrested in Hollywood for lewd behavior with a prostitute. He appeared 
in several U.S. TV shows to defend his image using mortification, bolstering, attacking the accuser 
response strategies to restore his reputation.  



 

4. The organization desires to engage in effective crisis 
communication.  

 
 Renewal research is being developed by using first-person case 
studies. The researchers ask and talk with the people involved in the crisis 
in order to obtain first-hand data of the communicative process. On the 
other hand, corporate apologia and IRT rely on what can be called third-
person case studies. These insights are limited to news reports and public 
statements from the organization. There is no contact or insight from the 
people steering the crisis (Coombs 2010:33).   

3.2.2.2.2 Transition 

 In line with Coombs (2010:33) content analysis is the transition 
method between formal and informal research. The method is informal 
but data can be sampled and counted. Researchers that conduct content 
analysis can figure out what type of crisis responses strategies have been 
used by crisis managers. By using data from media reports, messages from 
the organization, and messages from the social media (Internet postings), 
these kinds of studies provide insights into how crisis communication 
strategies have been used and, in some cases, the effects of those 
strategies. Broadly speaking, content analysis research seeks to examine 
whether crisis managers are using recommendations from previous 
research or how crisis communication is being used.  

Allen and Caillouet (1994, 1996) follow a similar path to Keith Hearit 
(previously mentioned in informal research), as they see crises being tied to 
legitimacy (Coombs 2006:46), that is, their idea of legitimacy is coherent 
with Hearit: a crisis occurs when stakeholders see violation of the social 
rules and begin to question an organization´s legitimacy. Thus, an 
important goal during a crisis is to reestablish legitimacy. The organization 
in crisis must prove that it continues to adhere to social rules (Coombs, 
2006:155).  

 Allen and Caillouet published two studies that analyzed the crisis 
messages from one organization (Idem). This literature was called 
impression management32. In short, it means that organizations can 
positively or negatively influence a stakeholder’s interpretation of the 
organization by controlling the information they receive. This study 
included interviews with employees, official statements, and government 
testimony by employees. This work was the first systematic examination of 
how crisis response strategies were being used by the organization.  

                                                        
32 It was first conceptualized by Erving Goffman in 1959, a Canadian American sociologist known 
most for his study and analysis of everyday human interactions. This work is fundamental in 
understanding society´s ideas, values and beliefs through the behavior of the individual. Impression 
management is also known as self-presentation; a person tries to influence the perception of 
his/her image. It is through his finding that this notion was applied later on to corporate 
communication and media. Allen and Caillouet, for instance, applied to organizational 
communication field. They grounded their analysis impression management strategies in Goffman´s 
literature.  
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 Huang (2006) studied four different political crisis which involved 
allegations of extramarital affairs. For that purpose, she analyzed media 
coverage and evaluated what crisis response strategies were used by the 
politicians and the effect of the response: whether the media coverage was 
positive or negative. This analysis showed that the different crises would 
require different responses to be effective; the situation did influence the 
effectiveness of the crisis response strategies. Huang´s data also offered 
the chance to examine the study of cultural influence and variables in 
greater depth as her study was grounded in China. Those insights revealed 
that culture could help explain the usefulness of the crisis response 
strategy and the extended use of crisis response strategy.  What is more, 
Huang´s (2006) contribution stressed the need to broaden crisis 
communication research beyond its Western roots. 
 
 Holladay (2009) examined crises related to chemical accidents and the 
immediate news coverage of those accidents. Her purpose was to analyze 
the effectiveness of the crisis managers getting their side of the story out 
via the news media. Contrary to Lerbinger (1997), and Orgrizek & Guillery, 
(1999) who have strongly recommended “to get your side of the story out” 
for years, this research showed that in most of the cases managers did not 
appear or that organizational messages were not mentioned in the news 
coverage. The results stress that companies are failing to have their side of 
the story represented in the news media (Coombs 2010:34). 
 
 Following Coombs’ review about transition research (2010:34), Taylor 
and her fellows (Caldiero et al., 2009; Perry et al., 2003; Taylor & Perry 2005) 
have been the biggest supporters of including the Internet in crisis 
communication. This research bulk seeks to examine whether or not and 
how organizations use their websites for crisis communication. Perry et al 
(2003), for instance, put forward a method to review corporate websites for 
crisis information within the first 24 hours after the news of the crisis broke 
out in the media. Such data was coded using traditional tactics plus new 
media tactics. New media tactics include: two-way interactive 
communication, use of links, real-time monitoring, and video and audio 
effects. The study showed a growing trend within the use of Internet for 
crisis responses (Coombs 2010:34).  

In line with Coombs´ examination (2010:35), in 2005, Taylor and Perry 
(2005) published a work refining the new media tactic and using a new 
label, innovative media tactics. This new label incorporates dialogic 
communication, connecting links, real-time monitoring, multimedia 
effects, and online chat. They found that quotations and background 
information from the news releases were appearing in the news, meaning 
that the Internet based news was allowing the organization to tell its side of 
the story. 

 As a conclusion, we could say that content analysis is used to evaluate 
whether or how managers utilize crisis communication strategies during 



 

crisis events. Analyzing media coverage could help as putting crisis 
communication efforts into perspective and see what wisdom wins out 
and what recommendations fail. However, the central recommendation 
from researchers is that organizations should target their efforts in getting 
their side of the story out, providing information to the news media in a 
timely manner.  

3.2.2.2.3 Formal  

 Formal research includes controlled, objective, and systematic 
collection of data. Contrary to informal research, generalizations and 
predictions can be made from this type of research (Coombs, 2010:30). 
Formal research, additionally, uses informal and transition research to 
describe and envisage a subject (Stacks, 2002).  

 The main difference between these research methods is that informal 
and transition researches are more focused on the organization´s 
messages (senders); they want to investigate the effects of those messages 
on the audience. On the other hand, the formal crisis communication 
research is more audience oriented (Lee, 2004), that is, it seeks to establish 
relationships between variables in order to develop a crisis communication 
theory (Coombs 2010:35). Lee (2004) noted that there was a need to make 
this turn toward the audience. So, as a whole, the emphasis of formal 
research is on how the audience reacts to crisis events and crisis response 
strategies.  
 
  In line with Coombs (2010:35), the best way to compare the sender 
(informal, transition) and audience oriented (formal) research is by 
understanding how formal crisis communication research studies the crisis 
response strategies: what crisis managers say and do after a crisis occurs. 
Coombs makes a breakdown of some studies to examine audience 
perceptions of crisis response strategies and the effects of crises on the 
audience:  
 

1. Crisis response strategies 

An important result of the informal and transition research was the 
creation of lists of crisis response strategies. Those strategies are used 
similarly in formal, transition, and informal crisis research projects. 
Obviously, these lists of strategies responses have a “sender” orientation 
because the focal point is on recommending CC managers what response 
strategies they could use. 

 
Coombs (2006) listed ten crisis response strategies as a result of a 

study. The aim of this study was to determine how receivers perceived the 
crisis response strategies. These ten response strategies were subsequently 
grouped into other three clusters: deny, diminish and deal.  
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Table 1. Crisis response strategies in the SCCT cluster analysis study 

Strategy Description 
Denial Management claims there is no crisis 
Scapegoat Management blames some outside entity for the crisis 

Attack the Accuser Management confronts the group or person claiming that 
something is wrong 

Excuse 
Management attempts to minimize crisis responsibility by 
claiming lack of control over the vent or lack of intent to do 
harm 

Justification Management attempts to minimize the perceived damage 
caused by the crisis 

Ingratiation Management praises other stakeholders and/or reminds 
people of past good works by the organization 

Concern Management expresses concern for victim 
Compassion Management offers money or other gifts to victims 
Regret Management indicates they feel badly about the crisis 

Apology Management accepts full responsibility for the crisis and asks 
stakeholders for forgiveness 

Source: Combs, 2010:36 

Huang, Ling and Su´s (2005) study sought to evaluate crisis response 
strategies in Taiwan by asking public relations managers. The data was 
used to create groupings of strategies. So, as a result, five groups of crisis 
communication strategies were formed: concession, justification, excuse, 
diversion, and denial. On the one hand, the groupings portrayed the 
accommodative-defensive continuum (protecting versus self-interest) 
found in the Western crisis communication writings and, on the other 
hand, specification to ambiguity continuum: the amount of detail in the 
response, which reflected the Chinese cultural values (Coombs 2010:36).  
 

2. Audience effects crisis communication research 

 This perspective explores how stakeholders perceive and react to 
crises and how crisis response strategies affect those perceptions and 
reactions. This research is dominated by two perspectives: (1) attribution 
theory and (2) contingency theory.  
 

a. Attribution theory overview 

The attribution theory was developed by Heider (1958) in his work 
entitled “The Psychology of Interpersonal Relations”. This theory stems 
from social psychology. It tries to analyze how humans perceive and 
explains an individuals’ behavior, that is, the attribution process. The idea is 
that when a negative event happens, people seek to determine why the 
event happened. People tend to make attributions of responsibility for the 
negative events (Coombs 2010:37). The attribution could be internal or 
external. For example, if there is a car accident, people might think it was 
originated by a driver error (internal), or, environmental factor (external) 
such as ice on the road (idem).  



 

 This idea allows us to extend Attribution Theory to crisis 
communication, because stakeholders make attributions of responsibility 
for the events (Weiner, 1986). Thereafter, there is a need to understand the 
factors that shape stakeholders´ attributions and reactions to crises. That is 
the reason why attribution theory is audience-oriented: The AT crisis 
research attempts to understand how various factors in the crisis situation 
shape people´s attributions (Coombs 1995, 2007a). 

i. Early attribution theory applied to crisis through marketing 

 Applications about the Attribution Theory were first found in 
marketing literature. Additionally, the Situational Crisis Communication 
Theory, developed by Coombs (2007) helped to shape and direct this 
literature to crisis communication research. As Hazleton (2006) stated 
SCCT is rooted in AT and attempts to translate its ideas into crisis 
communication.  

Mowen and his colleagues´ (Jolly &Mowen 1985; Mowen 1979, 1980; 
Mowen, Jolly, & Nickell 1997) work, for instance, is an example of an early 
application of AT through marketing perspective. They applied AT to 
product recalls in order to evaluate how people/consumers perceived the 
recalling organization and which factors influenced their judgment 
(Coombs 2010:37). Mowen et al.´s (1997) factors included speed of the 
response, if the response was considered socially responsible, and prior 
recalls. The insights show that if the organization has prior recalls 
(precedents), this can intensify a negative perception of the company 
(Idem).  

 These contributions were in accordance with  Kelley´s (1971) work and 
the consistency principle. Patterns demonstrate that prior factors 
(repeating events) boost the negative perceptions about the recall. A fast 
response is associated with social responsibility (Mowen et al., 1981), that is, 
people might think that the organization acted quickly to protect and help 
the consumers. So, a fast response facilitates the perception of being 
socially responsible. They are complementary factors.  

 Later research broadened the Attribution Theory to product 
tampering –influenced purchase intentions- (Stockmeyer, 1996), accidents 
–apology reduces negative emotions- (Jorgensen, 1996), and unethical 
behavior –the relation between the degree of responsibility and the crisis 
response strategies- (Bradford & Garrett, 1995). These investigations were 
conducted within the marketing domain (Coombs, 2010:38), but 
doubtlessly have helped shape Attribution Theory into crisis 
communication research by adding new variables and links about crisis 
response strategies.  

ii. Situational crisis communication theory 
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 Coombs and his colleagues began developing SCCT in 1995. The 
notion is simple: crises are negative events, stakeholders will make 
attributions about crisis responsibility, and those attributions will affect 
how stakeholders interact with the organization in crisis (Coombs, 1995; 
Coombs & Holladay, 1996; Schwarz, 2008). SCCT is focused on audience 
because it seeks to analyze how people perceive the crisis, their reaction to 
crisis response strategies as well as audience reaction to the organization 
in crisis (Coombs, 2010:38).  

 As asserted by Coombs, the kernel of SCCT is responsibility. So, based 
on the fact that a crisis is a threat to an organization´s reputation (Barton, 
2001; Dowling, 2002) we can confirm that reputation matters because it is 
an essential part of an organization (Davies, Chun, da Silva, & Roper 2003; 
Fombrun & van Riel 2004). Responsibility is thus a factor to keep in mind in 
determining the threat posed by a crisis (Coombs, 2010:38). Indeed, “the 
initial SCCT research sought to identify the key factors that shape crisis 
responsibility and the threat posed by a crisis” (Ibidem:38). The SCCT puts 
forward a two-step process for assessing the crisis threat.   

 The first step is based on the Frame. The Frame can be explained by 
asking this question: which frames are the stakeholders using to categorize 
the process? To answer this question Coombs (1995) puts forward three 
crises types which represent increasing levels of attributions of crisis 
responsibility and threat posed by a crisis.  

a) Victim (low crisis responsibility / low threat) 
b) Accident (minimal crisis responsibility / minimal threat) 
c) Intentional (strong crisis responsibility / strong threat) 

 
 The second step consists of identifying any intensifying factor. There 
are two main intensifiers: 
 

a) Crisis history: has there ever been crisis before? 
b) Prior reputation: how well or poorly an organization has treated 

stakeholders in the past. General situation of its relationship with 
stakeholders.  

 By increasing attributions of crisis responsibility, the intensifiers 
increase the threat from a crisis. Only one of the intensifiers needs to be 
present to alter the threat a crisis poses (Coombs, 2010:39).  

 SCCT is still developing as a theory. Andreas Schwarz, head-member 
of The International Research Group on Crisis Communication (IRGoCC) 
and professor at Ilmenau University (Germany), recorded that there are 
other aspects of Attribution Theory that could be added as well into SCCT. 
Among these factors and aspects to incorporate there is one mentioned 
earlier in this chapter, which is the role of culture and its implications, and 
the other is about the visual elements in crisis media coverage.  These 
factors can shape the threat of a crisis beyond any doubt.  



 

 CC managers additionally select the reputation repair crisis response 
strategies based on the threat presented by the crisis. SCCT divides those 
responses into three primary strategies (deny, diminish, rebuild) and one 
supplemental strategy (reinforcing).  

 In any case, we will elaborate more on these response clusters later on 
in the theoretical chapter.  

b. Contingency theory and crisis communication  

 Contingency theory is an extensive theory of public relations that 
determines the degree to which an organization uses an advocacy33 or 
accommodative34 response to discontent with stakeholders. This theory 
was mainly developed by Glen T. Cameron (2008), professor at the 
University of Missouri. Historically, grand theories try to explain an entire 
discipline and can be adapted to specific areas of the discipline. In that 
sense, Cameron and his colleagues (e.g., Hwang & Cameron 2008; Jin & 
Cameron 2207; Jin, Pang & Cameron 2007; Pang, Jin, & Cameron 2004) 
began to apply contingency theory to crisis communication.  
 
 As a grand theory, contingency theory seeks to explain how public 
relations as a whole operate. It helps to understand what decisions an 
organization makes about goals, alignments, ethics, and relationships with 
the public (Botan, 2006). There is a key variable in contingency theory called 
the stance, that is, how an organization responds to conflicts with other 
parties. As stated above, there are two types of responses: advocacy (when 
an organization argues for its own interests) and accommodative response 
(when the organization makes concession to other parties). The stance or 
position an organization should take relies on the nature of the public 
relations situation. Sometimes an organization needs to be 
accommodative, while at other times it may need to favor advocacy. 

Table 2. Variables to evaluate the threat 

Internal Variable* 
• Organizational characteristics 
• Public relations department characteristics 
• Characteristics of dominant coalition 
• Internal threats 
• Individual Characteristics 
• Relationship characteristics 

External variables* 
• Threats 
• Industry environment 
• General political/social environment/ external culture 
• External public 

*These are variable labels and each label contains multiple variables. For a complete list of the 
variables see Cameron et al. (2008) 

                                                        
33 Advocacy is when an organization argues for its own interests (Coombs, 2010:42). 
34 Accommodation is when the organization makes concessions to the other parties (Coombs, 
2010:42).  
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Source: Coombs, 2010:43 

So, for that purpose, the contingency theory puts forward more than 
80 variables to help predict what position organizations should take in a 
particular situation (Coombs, 2010:42). Those variables35 help to 
understand the internal and external factors that can influence the 
position or stance of an organization (Idem).  

 Contingency theory examines threat differently from SCCT. 
Contingency theory uses a threat estimation model that utilizes threat type 
(internal or external) and threat duration (short term, long term) to 
determine the threat level. Jin and Cameron (2007) showed in their study 
that an internal, long-term threat posed the biggest threat and that a more 
accommodative response should be opted when the threat is high.  
 
 On the whole, the complexity of contingency theory comes from 
trying to understand the relationships between its many variables. Besides, 
as stated by Coombs (2010:43) a limitation of grand theories is that they 
offer generic explanations that are then applied to specific aspects of a 
discipline. He claims that middle range theories such as SCCT are more 
useful in understanding specific aspects of a discipline. What is more, in 
accordance with the sociologist Robert Merton (1968), middle range 
theories are more useful in understanding specific aspects of a discipline. 
That is, the grand theory provides the framework for integrating ideas and 
the middle range theories provide ways to examine these ideas.  Coombs 
calls for an integration and a fusion of both theories. 

3.2.3 Post-crisis communication phase 

Post-crisis communication comprises the phase after a crisis is 
considered to be resolved. In this period, managers should still continue 
managing the effects of the crisis, since post-crisis communication is 
largely an extension of crisis response communication and the assimilation 
of the lessons learned during the crisis (Coombs, 2010:45). 

3.2.3.1  Continuation of crisis communication 

Post-crisis communication uses stakeholder reaction management 
communication. The reason is that after the crisis, the organization 
attempts to return back to normal operations. This, requires to invest time 
following up stakeholders and updating them on the business situation 
too. So, this type of crisis communication comprises communicative 
efforts to influence how stakeholders perceive the crisis, the organization 
and organization´s crisis response. Based on this basis, “organizations may 
need to cooperate with investigations, generate their own reports, or even 

                                                        
35 See Cameron et al. (2008) for a complete list of variables.  

 



 

show off their reactions to investigation reports from external agencies 
such as the government” (Coombs, 2010:45). 

Depending on the crisis typology, memorials and commemoration are 
also distinct forms of adjusting information that are useful after the crisis. 
Providing psychological aid for victims including employees, is another way 
that adjusting information extends into the post-crisis phase (Idem).  

Following Coombs, reputation repair continues in this phase as well. 
Renewal is an example of how reputation repair efforts extend beyond the 
crisis. Because, renewing and rebuilding an organization could take months 
or years of communicative endeavors. Sometimes, it might require 
carrying out changes in the executive team, program and vision of the 
company.  

3.2.3.2 Organizational learning 

As stated by numerous authors (Kovoor-Misra & Nathan, 2000) crises 
are perfect learning experiences. They provide an opportunity to evaluate 
what an organization has been doing, including what led to the crisis and 
the crisis management efforts. Despite that many crisis experts (e.g., 
Mitroff, Pearson, Harrington, 1996) have emphasized the need to learn 
from crises, other studies show that organizations hesitate to learn from 
them. For instance, Coombs (2010:46) stated that organizations or 
individuals that had suffered a crisis often become defensive and offer 
resistance to experts´ investigations.  

Actually, post-mortem investigations could also be carried out by the 
organizations´ multifunctional team (people from different departments 
inside the company) and collect information from both internal and 
external stakeholders (Elliot, Smith, & McGuiness 2002; Kovoor-Misra & 
Nathan 2000). So, instead of perceiving the crisis as a trauma, organizations 
should promote an open climate that focuses on lessons learned and not 
on blame (Coombs 2010:46). A wide variety of crisis knowledge 
management communication issues are flourishing from crisis learning. 
But, it is an area with a shortage of development and exploration (idem).  

To summarize this section, we can say that the anatomy of crisis 
communication should be understood as a progression of three crisis 
phases: pre-crisis, crisis, and post-crisis. Additionally, we should bear in 
mind that there are two types of crisis communication (crisis knowledge 
management and stakeholder reaction management). Each phase should 
require the use of one type or the other. However, reviewing the literature 
provided by the Handbook of Crisis Communication Research (2010) we 
can highlight that the most researched area of crisis communication is 
precisely stakeholder reaction management. 

Within this area, the greatest part of research is on strategic crisis 
communication concerned with the crisis response phase. According to 
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Coombs (2010:46) this happens because crisis response can improve or 
worsen the crisis for the organization and its stakeholders.  

As a whole, we can emphasize that crisis communication is a little bit 
confusing and complicated to portray as just one thing. The parameters of 
crisis communication provide us with a snapshot of its research frames, but 
we still need to highlight that CC is a very applied concept. It preserves a 
close relation with practice and so, new ideas and research approaches will 
appear on the scenario in the short/medium-term.  

Before concluding this section, we will provide a diagram of CC´s 
anatomy which we believe offers a better understanding of its 
intersections and relations. 

  
  



 

Source: author´s elaboration 

Figure 5. Anatomy of Crisis Communication 
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3.3 International overview of Crisis Communication 

Research  

  An interesting approach to observe the scope of crisis communication 
research around the globe is to analyze some basic demographics (number 
of records, year and trends of publications, territory, most prolific authors, 
institutions, publication journals, document type, and research areas) 
related to the research topic and compere it between different countries. 
To that end, we have used the statistics provided by the two renowned 
databases called The Web of Science and Scopus, which offer a quick and a 
global picture of any research topic´s coverage.  

 Both are online subscription-based databases and provide 
comprehensive citation search. They also provide access to multiple 
databases and allow for in-depth exploration of varied academic and 
scientific disciplines. WoS is property of Thomson Reuters, and Scopus is 
owned by Elsevier. An advantage of the former over the latter is the depth 
of coverage which goes back to 1945 in the case of WoS, and 1966 in the 
case of Scopus. The two of them complement each other, Scopus 
database, for instance, includes more records than those indexed in 
Journal Citation Review (WoS).  

 In the search process, we used the key word “crisis communication”, 
and then we analyzed all the results using the tool “Analyze search results” 
provided by the two databases. For the examination, we decided not to 
refine the searches since our aim was to obtain a general picture of the 
records and not to exclude crisis communication studies conducted in 
other fields. The objective of the exploration was to preserve the purity of 
the picture. All the details about the scope of crisis communication around 
the glove and its main characteristics are described below. All searches 
were carried out in March 2018.  

1. Total records found for topic “crisis communication” (time span: all 
years) 

• WoS (core collection): 872 records   
• Scopus: 1,364 records  

2. Frequency of articles published per year 
• WoS 



 

Figure 6. Frequency of articles published per year: WoS 

 

Source: WoS, 2018 

• Scopus 

Figure 7. Frequency of articles published per year: Scopus 

 

Source: Scopus, 2018 

3. Total records found ranked by country-territory (top 10) 
• WoS 
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Table 3. Total records found ranked by country-territory (top 10): WoS 

 

Source: WoS, 2018 

 
• Scopus 

Figure 8. Total records found ranked by country-territory (top 10): Scopus 

 

Source: Scopus, 2018 

4. Total records found ranked by author (top 10) 
• WoS 



 

Table 4. Total records found ranked by author (top 10): WoS 

 

Source: WoS, 2018 

• Scopus 

Figure 9. Total records found ranked by author (top 10): Scopus 

 

Source: Scopus, 2018 

 
5. Total records found ranked by affiliation (top 10) 

• WoS 
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Table 5. Total records found ranked by affiliation (top10): WoS 

 

Source: WoS, 2018 

• Scopus 

Figure 10. Total records found ranked by affiliation (top10): Scopus 

 

Source: Scopus, 2018 

6. Total records found ranked by source 
• WoS 



 

Table 6. Total records found ranked by source: WoS 

 

Source: WoS, 2018 

• Scopus 

Figure 11. Total records found ranked y source: Scopus 

 

Source: Scopus, 2018 

7. Total records found ranked by document type 
• WoS 
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Table 7. Total records found ranked by type of document: WoS 

 

Source: WoS, 2018 

 
• Scopus 

Figure 12. Total records found ranked by document type: Scopus 

 

Source: Scopus, 2018 

 
 

8. Total records found ranked by document type 
• WoS 



 

Table 8. Total records found ranked by research area: WoS 

 
 

Source: WoS, 2018 

• Scopus 

Figure 13. Total records found ranked by research area: Scopus 

 

Source: Scopus, 2018 

 This quick analysis of crisis communication´s research scope shows 
that both databases portray similar -if not the same- trends when it comes 
to basic characteristics of our research topic. For instance, the graphs for 
number of records found, reveal that CC studies have increased steadily to 
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date since their beginnings, experiencing a higher growth from the year 
2010 onwards. When chasing CC research production by territory, both 
databases portray that United States is leading CC research in America, 
China is doing the same in Asia, and finally, Netherlands seems to be the 
principal region conducting CC research in Europe. Although Spain is not 
yet within the top 10 ranked countries, it is worth mentioning that it is a 
close candidate positioned after Norway. Not surprisingly, both U.S. 
institutions and researchers are the most prolific when it comes to the 
highest number of journal publications. Thus, the U.S. Public Relations 
Review is the main journal gathering and publishing the majority of CC 
research related articles. To finish, it can be stated that Communication 
and Business Studies are by far the two main research areas where crisis 
communication has been researched.  

To further interpret and compare the results presented above, we 
have also drawn on one of the first meta-analysis work that sought to track 
research trends of crisis communication in public relations journals. This 
work was conducted by Seon-Kyoung An (professor at the University of 
Alabama, United States) and I-Huie Cheng (professor at the University 
National Chengchi University, China) in 2010, which specifically inspected 
the growth and changes in crisis communication research and addressed 
the theoretical as well as methodological developments in the area from 
1975 to 2006. Although the study does not provide us with contemporary 
or emerging data, it can help us get a feel for the examination of research 
published in the two major public relations journals: The Journal of Public 
Relations Research and Public Relations Review. The study pays special 
attention to: the growth of CC research, theoretical orientations, 
methodological aspects, and research subjects.  

 Overall, the study concludes that there is a clear increase of PR articles 
on crisis communication which shows that CC is becoming more diverse 
addressing different crisis situations. The study also reveals that theoretical 
applications have increased, especially, from 2001 to 2006. It was found, 
however, that more than half of the analyzed works did not propose 
research questions or hypotheses based on theories, meaning that even if 
theories were cited in the literature review section of the published studies, 
most articles’ research questions and hypotheses were not based on those 
theories. This might reveal a lack of theoretical orientation in crisis 
communication research. Among the articles coded as theoretical, some 
theories appeared to be dominant: SCCT, issue/crisis management, IRT, 
and apology theory. Some other key concepts from these studies were also 
found to be borrowed from a larger scope of communication literature 
such as organizational communication, persuasion, psychology, sociology 
and behavioral sciences.  

A key finding in this study was that a large number of the analyzed 
research articles were based on case studies (51,4%). These case studies 
used qualitative methods of context analysis and in-depth interviews. 
Authors suggest that the reason for using this method is that a case study 



 

offers a more direct and recommendable manner to examine the context 
of the crises and their situational factors. Besides, a wide range of research 
subjects was conducted in the form of a case study: evaluating crisis 
incidents; understanding public relations managers´ perceptions; 
generating definitions of crisis; and suggestions for strategies. 
Furthermore, in none of the cases did the studies use more quantitative 
than qualitative techniques. According to the findings, more quantitative 
studies are still missing to advance the field, that is, future case studies 
need to be complimented with quantitative research so as to generalize 
results and predict situations. A call for an approach using triangulation is 
also suggested by the authors.   

Regarding the research orientation of the studies, authors found that 
these are the most predominant research orientations: Evaluation 
research of crisis incidents (48,6%); examination of the effects of strategies 
(14,9%); review of definitions, functions and role of crises (8,1%); Building 
theories and models (%8,1); Examining public relations managers’ 
perceptions (8,1%); and suggestions of public relations tactics or strategies 
(6,8%). As for a crisis type, the most frequently studied are: technical error 
accidents; human error accidents; illegal behavior within organizations; 
business related issues; and natural disasters.  

 Aside from this study, there is an additional landmark meta-analysis 
work that provides somewhat of a “state-of-the-art” as well as a 
complementary and different angle to explain CC theoretical trends in CC 
research articles over 18 years. The study was conducted by Avery et al. 
(2010) and published in the journal Public Relations Review: A quantitative 
review of crisis communication research in public relations from 1991 to 2009. 
The study examined 66 published articles from 16 Communication and 
Business-related journals using Benoit´s IRT (1995, 1997) and Coombs´ 
SCCT (1995) as the theoretical foundation for the analysis. Authors 
consider that both Benoit and Coombs constitute the dominant paradigm 
in crisis communication research in public relations. As such, the study 
reveals that Benoit´s and Coombs´ works have been used increasingly over 
the analyzed period, thus, Coombs’ works have experienced a more 
dramatic increase in use from 2003 to 2009.  

 In relation to the methodological usage to test the theory, Avery et al. 
(Ibidem: 1993) show there have been no significant temporal trends or 
variation in methods. Hence, according to the study, most research articles 
have frequently adopted rhetorical analysis (%42) and experiments (%27). 
Only 8% of the analyzed articles used qualitative methodology. When it 
comes to the sample used in the studies, student’s samples were most 
popular (%45), followed by managerial samples (%23), students and general 
population combinations (%14), general population (%14), and others (n = 
1).  

 The study also portrays that the most analyzed crisis phases is the 
post-crisis or recovery stage, followed by the crisis response stage.  Only 5% 
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of the studies analyzed prevention and preparation in the pre-crisis stage, 
and very few studies examined all three stages together.  Additionally, 
regarding the methods used and theoretical frameworks, the analysis 
revealed that articles using Benoit´s work were rhetorical analyses and for 
articles using Coombs´ works, the majority of the studies were 
experimental.  

 To conclude, it can be stated that although there are differences in the 
aim, sample, scope, and results between the two meta-analysis studies; 
both conclusions and discussions from the two studies seem to highlight 
similar gaps that trigger same calls for further advancement in the field. For 
instance, results from Avery et al. (2010) indicate “crisis communication 
research in public relations may benefit, both theoretically and 
pragmatically through more diverse contextual and methodological 
applications”. Thus, more prescriptive studies and less descriptive research 
projects are encouraged to be tackled by these authors as well. In the same 
fashion, An & Cheng (2010:82) claim that more refined methodology and 
sophisticated theoretical approaches are still lacking. They also conclude 
that future researchers should consider applying more quantitative 
approaches or multiple methods (triangulation approach) to develop 
theories.  

 Overall, what we can clearly state is that today we are experiencing 
more crises and thus we are talking and researching more frequently about 
crises than ever. As the Danish professors Frandsen & Johansen (2017:17) 
claim, the globalization and the new information and communications 
technology have contributed to the notion that we are living in a crisis 
society. In their book Organizational Crisis Communication, Frandsen and 
Johansen (2017) claim that Ulrich Beck´s theory of the risk society can be 
utilized to explain how the risk society affects the crisis management and 
crisis communication activities of both private and public organizations. 
Hence, both the societal dimension of Ulrich´s general framework and the 
development of organizational crises seem to be the core components to 
fathom the transformations that have been taking place in society.  

In the next point, we will explain how crisis management and crisis 
communication have developed to become an organizational practice in 
private and public organizations and an academic discipline within the 
social sciences at research and educational institutions.  

3.3.1 Institutionalization of crisis management and crisis 

communication 

Currently, more and more academics agree that crisis is becoming the 
new norm. This characteristic is, indeed, the reason why crisis management 
and crisis communication have been institutionalized as a field of research 
and practice (Frandsen & Johansen, 2017:2). Institutionalization could be 



 

understood as the process of inserting a new norm, belief, model, or role 
within an organization or in the society as a whole. It is “an idea that 
changes the organizations and ends up being adopted and taken for 
granted by their members” (Ibidem, 2017:2).  

Frandsen and Johansen (2017) describe two types of 
institutionalization processes, the first involves private and public 
companies, where CM and CC have been recognized as a specific 
organizational practice since the mid-1980s. And the second type of 
institutionalization, has been applied at universities and business schools 
where CM and CC have been recognized as an academic discipline. From 
these two streams, two different types of knowledge are produced: (1) 
practical knowledge based mainly on personal experience; and (2) 
theoretical knowledge based mainly on scientific research. Yet, there is a 
third knowledge-producing context that refers to the consultancy industry. 
Hence, this knowledge is placed between the two above-mentioned 
streams, that is, between practical and theoretical knowledge. From now 
on, we will focus only on the practical and theoretical institutionalization 
processes.   

3.3.1.1 Institutionalization of CM and CC in organizations 

 With regard to the organizational practice process, Frandsen and 
Johansen (2017) describe that during the last three decades, private and 
public companies around the globe have increasingly established crisis 
preparedness. This implementation, however, has not taken place at the 
same time in all countries, and was not adopted at the same speed by all 
the organizations. It was first embraced by large U.S. corporations, and 
later on, by smaller organizations in the same country. Little by little, this 
institutionalization was imported by other organizations located in other 
countries.  

 Frandsen and Johansen (2017) also portray several reasons why 
organizations might have wanted to adopt this role in their industries. On 
the one hand, organizations started to realize that a severe crisis can harm 
a company in various ways (a decrease in profits, a decrease in influence, 
etc.) but beyond that, they recognized that a crisis can undermine a 
company by damaging its trust and reputation. On the other hand, aside 
from these rational reasons, Frandsen and Johansen (2017) explain that 
there are also symbolic reasons for establishing crisis preparedness. For 
instance, there are organizations that decide to implement or follow the 
actions taken by the most progressive and most admired organizations 
within a certain sector, not for seeking better outcomes or efficiency but 
for gaining social and organizational legitimacy. This is the phenomenon 
called isomorphism: “the result of the competitive pressures that force 
organizations to adopt a form that is more suitable to their survival 
(Hannan & Freeman, 1977), but at the same time it has become a system 
that “make organizations more similar without necessarily making them 
more efficient” (DiMaggio & Porwell, 1983:147).  
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 Among the pioneer empirical studies of private companies´ crisis 
preparedness we can find Thierry Pauchant and Ian I. Mitroff´s (1992) 
research conducted by the University of Southern California (Center for 
Crisis Management) from 1987 to 1991.  The study includes 500 interviews 
with managers from the United States, Canada, and France and a 
questionnaire sent to executives in Fortune 1000 companies in the U.S. The 
study revealed that in 1990, 55% of the companies had a crisis 
management team and that 50% of the respondents claimed their 
company´s crisis management plan was sufficient.  

 There is another annual study worth mentioning called “Crisis 
Management and Security Survey” published only from 2002 to 2004 and 
conducted by the American Management Association that sought to 
evaluate companies’ (n = 174 respondents) crisis preparedness. To the 
question “Does your company have a crisis management plan? The study 
showed that in 2004, 61% of the respondents answered yes (against 49 
percent in 2002). To the question “Has your organization designated a crisis 
management team? 54 percent of participants answered yes (the same as 
in 2002).  

Additionally, one of the leading global public relations and 
communication firms called Burson-Marsteller, published the findings of 
its bi-annual crisis survey in 2015 (EMEA Crisis Survey) which reveals the 
changing nature of crises facing businesses. The survey (online interview) 
was based across 14 markets and answered by a total of 426 Business-
decision makers from Europe, Middle East, and African companies. In each 
country, the sample was split between respondents from large businesses 
and from small and medium-sized businesses.  

Results showed that social media activism, digital security, disruptive 
business models, product safety & logistical difficulties were found to be 
the top 5 risks or crisis concerns that keep decision makers uneasy. 
Interestingly, while large numbers believe that crises are imminent and 
laborious to handle, 40% of businesses polled said their companies did not 
have a crisis plan, and 44% said they did not have a digital crisis plan. 
Nonetheless, a sense of complacency was stressed in this study as well 
since 83% of companies consider they have adequate plans in place, even 
though 34% acknowledged they have not reevaluated it in 2 years.  
Commenting on the findings, Jeremy Galbraith (Burson-Marsteller´s CEO 
for EMEA) stated that: 

 “The findings of our survey emphasize we are living thorough a 
particularly disruptive era with communicators facing a perfect 
storm of challenges. The upturn in the global economy has seen 
new brands enter old markets and small innovators rapidly 
expand, challenging traditional brands and industries” (Galbraith, 
2015) 



 

 The results of this study appear consistent with the outcomes 
gathered from various studies conducted by Price Waterhouse Coopers. 
PwC is one of the most prestigious accounting firm that assists large global 
companies with three service lines: assurance, advisory, and tax planning. 
Additionally, PwC conducts several organizational assessments and 
publishes studies related to a wide range of areas.  Among those studies, 
one can find the Annual Corporate Director Survey, which measures the 
views of public company directors from across the United States on a 
variety of corporate governance matters, and/or the series of CEO Pulse 
studies, that seek to provide “a temperature gauge of global CEO sentiment 
on a variety of topical business issues throughout the year”.  

For example, when PwC´s 2015 annual Corporate Directors Survey 
asked directors to reflect on their most recent crisis, 55% of CEOs say they 
felt most vulnerable about communicating with external stakeholders and 
51% expressed concern when it came to communicating with internal 
stakeholders. However, when it comes to the board´s preparation for 
responding to a crisis, the study revealed that less than half have identified 
a public relations firm to assist with communications at a given crisis. 

 In October 2016, the accounting firm released a comprehensive 
annual report based on responses from 850 US public company directors 
(74 % of which serve on the boards of companies with more than US $1 
billion in annual revenue) that included issues related to crisis 
management. Among others, the survey reflected that, yet, directors see 
room for improvement in crisis management. Only 31% of directors stated 
that their management performs very well at reviewing its crisis response 
plan. Besides, more than a third of directors would like to see their board 
spend additional time and focus on crisis management plans.  

 On the other hand, PwC´s latest Pulse on Crisis (2016) revealed that 
65% of CEOs felt fragile about their ability to gather information quickly 
and accurately during a crisis. 26% felt vulnerable due to a lack of 
understanding about who should be in control, and 38% felt there is a lack 
of clarity when it comes to the responsibilities of the management team 
and individual teams taking independent decisions. Without a doubt, these 
findings suggest that businesses do not always have a developed and 
clearly communicated crisis response plan. 

 Yet, there is an additional study conducted and published in 2016 by a 
renowned global public accounting organization called Deloitte. The report 
provides additional results regarding the crisis preparedness of companies 
across the world (EMEA 32%, Asia/Pacific 32%, and the Americas 36%). The 
survey is called “A crisis of confidence” (2016) and it found considerable 
gaps between awareness of crisis threats and the preparation to handle 
them. The study concludes that “Board members around the globe have 
confidence in their organization’s ability to deal with crisis situations, but a 
closer look suggests that many have farther to go on the journey to being 
truly crisis-ready”. In fact, to the question if the organization they belong to 
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defines a specific set of actions (playbook) for crisis situation, fewer than 
half (49%) answered they have a crisis playbook ready to use, 18% of 
respondents said they do not have any crisis playbook, and one-third (33%) 
do not even know if they do.  

When it comes to public organizations crisis preparedness, according 
to Frandsen and Johansen, 2017) it can be stated that these organizations 
are both ahead and behind of private companies at the same time. They 
are ahead because they have been dealing with disaster and emergency 
management for decades (focusing on extraordinary incidents and citizen 
safety), and they are lagging because they have only recently started to 
consider themselves as corporations and acknowledged the need to take 
care of their reputation as well (Ibidem:4).  

 All in all, drawing on different reports about organizations’ crisis 
readiness we can state that, overall, organizations are concerned about 
crisis preparedness and crisis management measures but they remain 
fragile in terms of practice, time of dedication and allocation of resources. 
Although there is more crisis preparation today than there was in the past 
decades, the phenomenon of isomorphism reveals that, apparently, the 
institutionalization process of CM and CC is not being efficiently applied in 
all organizations. Results show that identifying a threat and taking 
measures are two different things. For that reason, board members must 
oversee the plans for dealing with each of the scenarios that might place 
the organization at risk and they should also play an active role in testing 
those playbooks, that is, recognizing what the organization is capable of 
and what not.  

 Today, this effort seems essential for any type of organization if we 
consider the social, political and cultural context that surrounds 
organizations across the world. Edelman’s latest (2018) trust barometer, for 
instance, which has been measuring public trust in people and institutions 
for more than 18 years, brings to light the increasing distrust that modern 
societies have shown towards not only governments but also to private 
organizations. Richard Edelman claims that this attribute is driven by a loss 
in confidence in the Government (-14%) followed by a drop in the trust 
credence in businesses (-10%), NGOs (-9%), and media (-5%). The second 
problem this fall in confidence is related to the loss of credibility in the 
media, which “is the least trusted institution in the world for the first time” 
(Edelman, 2018). This last, is tied to the soar of fake news and the shortage 
of shared news or “rational discourse” (Ibidem, 2018). In this context, 
Richard Edelman also suggests and encourage companies to become their 
own media company to boost and ensure the so-called quality 
information. These types of initiatives can eventually help companies to 
collect, deal, and elaborate their own information and make accurate 
decisions.   

 As pointed out by Frandsen and Johansen, in the United States, where 
this field is more advanced and people are more aware of its importance, a 



 

process of specialization has started to grow. There are several academic 
books on CM and CC in areas like sports (Blaney et al., 2012), tourism 
(Glaesser, 2006; Henderson, 2006), hospitals (Johnson, 2006), and 
universities (Zdziarski et al., 2007). Additionally, it is worth mentioning that, 
increasingly more and more organizations around the globe are interested 
in expanding the interest of this profession and its members knowledge by 
“setting standards and offering professional certification” (Frandsen and 
Johansen, 2017). To that end, practitioners in charge of the CM of both 
public and private organizations are increasingly becoming members of 
various national and international professional associations and 
institutions that help in the advancement of the field. Unfortunately, there 
is no Crisis Communication Association yet. These are some of the leading 
organizations in the field: 

• International Association of Emergency Managers (IAEM) (1952-) 
• International Association of Business Communicators (IABC) (1970-) 
• Professional Crisis Management Association (PCMA) (1981) 
• Institute for Crisis Management (1990-) 
• The International Emergency Management Society (TIEMS) (1993-) 
• Information Systems for Crisis Response and Management (ISCRAM) 

(2004)  
• International Association of Crisis Management (ICMA) (2006) 
• Public Risk Management Organization (PRIMO) (2007-) 
• International Association of Risk and Crisis Communication 

(IARCC)(2013-) 

3.3.1.2 Institutionalization of CM and CC in academia 

With regard to the academic institutionalization process, again, 
development has not taken place at the same time in all countries, but 
some indicators confirm that the academic institutionalization process is 
moving forward across countries. In line with Frandsen & Johansen 
(2017:5), the most significant indicator is that there are active researchers 
investigating the field. As stated earlier in this chapter, in the 1980s, 
researchers from many different scientific disciplines started to establish 
organizational crises, crisis management, and crisis communication as a 
field of study. Most of those studies related to organizational crises were 
published after 1985 (Pauchant & Douville, 1998). Our previous bibliometric 
review also shows that the number of journal articles on crisis 
communication have grown considerably in recent years.  

 Among the most prolific North American crisis management and crisis 
communication researchers, we can find (in alphabetical order): William L. 
Benoit, Glent T. Cameron, W. Timothy Coombs, Kathleen Fearn-Banks, 
Amiso George, Robert L. Heath, Keith M. Hearit, Sherry J. Holladay, Brook F. 
Liu, Ian I. Mitroff, Bryan H. Reber, Matthew W. Seeger, Deanne Sellnow, 
Timothy L. Sellnow, Robert R. Ulmer, and Shari Veil, among others. Among 
European researchers one can mention: An-Sofie Claeys (Belgium), Patrick 
Lagadec, Thierry Pauchant, and Christophe Roux-Dufort (France), Martin 
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Löffelholz, Friederike Schultz, and Andreas Schwarz (Germany), Alessandra 
Mazzei, Silvia Ravazzani, and Chiara Valentini (Italy), Arjen Boin, Paul t´Hart, 
Uriel Rosenthal, Tony Van der Meer, and Marita Vos (The Netherlands), 
Jesper Falkheimer, Mats Heide, Eva-Karin Olsson, Charlotte Simonsson, and 
Orla Vigso (Sweden), and Dominic Elliot and Dennis Smith (United 
Kingdom). Among the Asian researchers, one can find: Yan Jin (China), Sora 
Kim, and Augustine Pang (Singapore). This listing is by no means 
exhaustive, but it provides a few leads for further exploration.  

 The second indicator of the academic institutionalization process is 
the presence of academic conferences. There are several international 
forums held in Europe where researchers can debate about emerging 
issues and exchange opinions in the field. For instance, in 2015, the 
Temporary Working Group Crisis Communication was transformed into a 
full section within the European Communication Research and Education 
Association (ECREA). This devotion symbolized an important step towards 
the institutionalization of this field in terms of research, practice and 
teaching. Aside from this forum, one can find the series of the biannual 
international conferences of Crisis Communication that have been held 
five times so far (at Ilmenau36 in 2009, Aarhus37 in 2011, Erfurt38 in 2013, 
Helsingborg39 in 2015, and Lisbon40 in 2017). Tracking additional Crisis 
Communication conferences in Europe, we can point out Quadriga 
University’s International Crisis Communication Conference that takes 
place every year in Berlin, Germany. This conference is organized by 
Quadriga University of Applied Sciences, and focuses and discusses 
practical concerns as well as experiences with PR experts throughout 
workshop sessions and interactive crisis management games. So far, six 
conferences have been held in Quadriga´s forum.  

Likewise, on the other side of the Atlantic Ocean, an International 
Crisis and Risk Communication (ICRC) Conference is held annually at the 
University of Central Florida, Orlando. The idea of this conference is to 
create a forum for both academic scholars and practitioners from the 
United States and around the world to share research findings, lessons 
learned from field experience and concepts gleaned from scholarship. Up 
today, the Nicholson School of Communication (UCF) has organized this 
conference eight times since its beginnings in 2010.  

Additionally, the pioneering worldwide platform called International 
Association for Media and Communication Research (IAMCR) includes a 
working group focused on Crisis Communication since 2010. This group 
turned into “Crisis, Security and Conflict Communication Working Group” 
in 2017. IAMCR Conference is held annually in geographically spread 
countries. Its mission is to invite communication scholars to exchange 

                                                        
36 Organized by Ilmenau University of Technology, Germany. 
37 Organized by Aarhus University, Denmark. 
38 Organized by the University of Erfurt, Germany. 
39 Organized by Lund University, Sweden. 
40 Organized by Universidade Católica Portuguesa, Portugal.  



 

ideas and works about media and communication issues. Thus, The Crisis, 
Security and Conflict Communication Working Group has a stronger focus 
on the spectrum of media and political communication (combining local 
and global position to CC), and it avoids “a narrower-more eyed public 
relations perspective concerned with offering “best practice” advice for 
commercial corporations”41 

 Following Frandsen and Johansen´s review (2017:6), the third indicator 
is the existence of academic journals related to the field, such as the 
International Journal of Mass Emergencies and Disasters (1983), Industrial 
Crisis Quarterly (1987), Management Communication Quarterly (1987), 
Disaster Prevention and Management (1992), and the Journal of 
Contingencies and Crisis Management (1992). Recently, in March 2017, the 
Nicholson School of Communication at the University of Central Florida 
announced the founding of the Journal of International Crisis and Risk 
Communication Research. Published as an annual volume, this journal aims 
to publish articles on communication research “pertinent to the real-world, 
complex problems and issues associates with crisis, risk and emergency 
situations at the international level”. Thus, this is the first academic journal 
that is wholly devoted to the study of crisis and risk communication 
research. Additionally, in July 2017, professor Syed Rehan Hasan (Riphah 
International University, Pakistan) divulged the first volume of the 
International Journal of Crisis Communication42. This Asia based journal is an 
open access journal that aims to boost a journalistic perspective within CC 
research by “sharing experiences and views of professional journalists 
working in environment of crisis”. Apart from this journal, Public Relations 
Review along with Journal of Public Relations Research are probably the 
closest one can get to a journal of crisis communication (Ibidem:6).  

An additional indicator of incorporating CM and CC into academia is 
the creation of new literature in the form of handbooks43 or textbooks44. All 
these books, seek to define and set boundaries to the field and provide 
coherence to these two disciplines (Ibidem:6). A final indicator for the 
academic institutionalization process is the existence of Ph.D. programs 
based on either crisis management or crisis communication.  

                                                        
41 Crisis, Security and Conflict Communication Working Group´s mission statement can be found on 
their website: https://iamcr.org/s-wg/working-group/crisis-communication. 
42 The International Journal of Crisis Communication is not an indexed journal. It is an online 
submission journal. 
43 Within CM, the following handbooks have been published: International Handbook of 
Organizational Crisis Management (Pearson, Rous-Durfort & Clair, 2007, Handbook of Research on 
Crisis Leadership in Organizations (DuBrin, 2013), Encyclopedia of Crisis Management (Penuel et al., 
2013). As for the field of CC, one can find the following books: The Handbook of Crisis 
Communication (Coombs & Holladay, 2010), The Handbook of International Crisis Communication 
Research (Schwarz et al., 2016). To these publications, one can add more recent books like Social 
Media and Crisis Communication (Austin & Jin, 2017), and Culture and Crisis Communication: 
Transboundary Cases from Nonwestern Perspectives (George & Kwansah-Aidoo, 2017). 
44 Coomb´s (1999) Ongoing Crisis Communication is among the most prominent textbooks in CC, but 
there are more textbooks published on the field: Fearn-Banks (1996), Ulmer et al. (2007), and Sellnow 
& Seeger (2013).  
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 US universities have shown to be the most advanced institutions on 
offering CM and CC education at universities, either as a single course or as 
single units within a broader degree such as public relations. Nonetheless, it 
is worth emphasizing that is rare to find degree programs that exclusively or 
primarily focus on CM or CC. The Graduate Certificate in Risk Sciences 
offered by the Risk Sciences Division of the College of Communication and 
Information at the University of Kentucky is one exception (Srugies, 2016). 
Additionally, in the process of the professionalization and 
institutionalization of CM and CC at U.S. universities, the Emergency 
Management Institute’s Emergency Management Higher Education 
Project, has helped to develop educational materials for higher education. 
This institute also assists faculty and students by collecting learning and 
teaching experiences from both practitioners and professors (FEMA, 2012).  

 Among educational institutionalization initiatives, The Grady College 
of Journalism and Mass Communication from the University of Georgia, for 
instance, has recently (April 2018) inaugurated45 a new annual forum called 
Crisis Communication Think Tank (CCTT) with the aim to meet, collaborate, 
and exchange opinions among different experts (perceived leaders) in   the 
field. The purpose of this forum is “to build collaborations among 
researchers, professionals, and educators, in and outside the US”. (CCTT, 
2018).  

When it comes to European academia, it is worth mentioning that in 
2001, the initiative to establish the International Research Group on Crisis 
Communication (IRGoCC)46 emerged at the Institute for Media and 
Communications at TU Ilmenau University, Germany. Currently, Prof. Dr. 
Martin Löffelholz and Dr. Andreas Schwarz manage this research group. 
They seek to “intensify the dialogue and knowledge transfer between 
practitioners (…), the media and scholars interested in crisis 
communication research”.   

 On the other hand, the University of Jyväskylä in Finland is also 
characteristic for the development of new tools for crisis management and 
crisis communication in the public sector and in the society. One of the 
most important contributions to this field is the development of a “Crisis 
Communication Scorecard”47. This tool was promoted to offer an online 
audit mechanism for the evaluation of emergency crisis communication 
before, during, and after a crisis. It comprises a set of performance 
indicators for each stage describing the communication actions taken, and 
a preparedness evaluation scale. This tool provides public authorities as 
well as organizations an instrument to assess their readiness to face a 
                                                        
45 The first Crisis Communication Think Tank was organized by the Department of Advertising & 
Public Relations, and co-sponsored by the C. Yarbrough Professorship in Crisis Communication 
Leadership and the Center for Health and Risk Communication at the University of Georgia. The 
event took place in Athens, (GA) on April 30, 2018.   
46 More information about IRGoCC can be found here: https://www.tu-
ilmenau.de/en/crisis/research-group/about-us/ 
47 More information about the project and the CC Scorecard can be found here: 
http://www.crisiscommunication.fi/criscomscore/scorecard 



 

crisis. Dr. Marita Vos and her Colleagues from the Department of 
Communication are the authors of this project.  

 In Europe, one can also find different associations devoted to Public 
Relations or Corporate Communication. For instance, Euprera (European 
Public Relations Education and Research Association) along with the 
European Association of Communication Directors (EACD) publish 
annually the results from the European Communication Monitor (ECM), the 
largest transnational study on strategic communication worldwide. The 
survey is based on interviews with thousands of communicators in 48 
European countries. This survey is complemented by bi-annual surveys in 
other regions like Asia-Pacific, Latin and North America. The study is 
conducted by Piet Verhoeven (University of Amserdam), María Ángeles 
Moreno (King Juan Carlos University), Dejan Vercic (University of Ljubljana), 
and the Lead researcher Ansgar Zerfass (Leipzig Univesity). The study 
analyzes the state of strategic communication in European organizations 
and their challenges.  

To end, it is worth stressing that this review only presents some of the 
initiatives carried out by different institutions in the educational route of 
CM and CC in the U.S and Europe. By no means does it expect to be 
representative, but rather an illustration of the current academic 
institutionalization. Although considerable research has been devoted to 
CM and CC, less attention has been paid to the study of the state of CM and 
CC education. Among the few studies one can find is the special issue of 
Journal of Management Education on “Crisis management education” 
(Lalonde & Roux-Dufort, 2013), and Alice Srugies´s review about the 
models for education and application of international crisis 
communication research (2016:499). Aside from these works, one can also 
find articles devoted to the practice and teaching of this discipline 
(Coombs, 2001). However, we still need to investigate and discover whether 
CM/CM are being implemented in the academic system and/or if this 
implementation is working out. Doubtlessly, there is a need for more 
research on this issue. Thus, our International Delphi Study about Crisis 
Communication Research and Education carried out as part of this 
Dissertation seeks to fill this gap by bringing to light new challenges in CC 
research and education.  

3.4 Tracing Crisis Communication Research in Spain  

 Three studies can help us detail the main historical records of crisis 
communication and Public Relations trends in Spain. Carlos Paniagua 
Gallart (2010), former president of the Association of Communication and 
Public Relations Consultancy Companies, authors one of the studies 
entitled: Una historia de la comunicación de crisis en España. While Pilar 
Saura (2004), authors the second approach to CC account in Spain: La 
investigación sobre gestión y communicacion de crisis en Estados Unidos y en 
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España. And last but not least, Míguez-González et al. (2014), from the 
University of Vigo, published: A bibliographic study of public relations in 
Spanish media and communication journals48, 2000-2012. In this study, 
Míguez-González and her colleagues sought to analyze the trends (authors, 
gender, affiliation, themes, geographical scope of research, studied sectors, 
and usage of the term PR) as well as the visibility of research on public 
relations in Spain.  

 Having said that, throughout the following historical record, we aim to 
discover when and how did the field of crisis communication grow in Spain, 
what the research trends within PR investigations are, who are the main 
researchers and studies conducted in CC and finally, whether there are 
Spanish associations in this arena that concern contributing to the 
scholarship of CC.  

 Paniagua (2010) explains that we could differentiate between four 
main phases in the evolution of Crisis Communication in Spain. He locates 
its beginnings in the last decade during the 70´s, 80´s, and 90´s, and he 
describes its continuation up until the new century. As a general approach, 
we should start highlighting that Franco´s dictatorship hurdled the 
development of a wide range of research disciplines in Spain, but more 
specifically, it barrier the advancement of Public Relations as a result of the 
lack of freedom in press media.  

 In general, Paniagua claims that the history of crisis communication 
advanced in parallel with both the history of the financial press and the 
history of the Spanish Journalist Association of Economic Information 
(APIE), since the communication techniques and practice during all these 
years progressed in accordance with the professionalization of these 
collectives.  

 In the 70´s, the relationship between businesses and journalists was 
based on mutual interest. During that time, companies did not value 
anything but press advertisements, and journalists were used to earning 
commissions from these companies. Corporate communication was not 
appreciated by organizations. Only the banking sector was encouraged to 
render account of their activities. Likewise, companies listed on the stock 
market were also “forced” to establish a minimum of communication with 
its shareholders. The term crisis communication did not exist “officially”, 
and if there was any crisis, conspiracy and threat would censor any 
information related to the crisis (Paniagua, 2010:6). This modus operandi 
stopped thanks to a change in the political regime and to the 
reconstruction of the political culture.  

                                                        
48 The selected journals were: Ámbitos, Ánalisi, CIC, Comunicar, Comunicación y Sociedad, Doxa 
Comunicación, Estudios sobre el mensaje periodístico, RLCS, Questiones publicitarias, Sphera 
Pública, Tripodos, and Zer. All these journals have been in the first or second quartile of INRECS 
(impact index of Spanish journals for the Social Sciences).  



 

 Before and Before and during the Spanish transition, new financial 
newspapers tried to avoid Franco´s censorship. One of the leading 
newspapers at that time was called Informaciones. Later, more 
professionalized financial weekly papers49 would lash out against Francos´s 
dictatorship. Paniagua mentions 4 remarkable events that aid in the 
specialization of financial information. First, the energy crisis (1973 oil crisis 
embargo) as well as the subsequent economic recession, which triggered a 
great need of information by citizens. Second, in 1973, Spanish financial 
journalists created the Journalist Association of Economic Information to 
end with the interest-based relationships with companies and the 
commission-based information Third, the opening up of Spanish borders 
increased the confidence and flow among European countries. Finally, yet 
importantly, the economic growth that begun in the early 80´s (Paniagua, 
2010:7). The mission during these obscure 70´s was clear, they sought to 
consolidate the collective of financial c journalists, eliminate corruption, 
conclude the status quo between the journalist and companies, and start 
reporting –without threats- regardless of the situation, either with a crisis or 
not.  

 During the 80´s, a bulk of diaries specialized in economy were 
published50, giving way to new information agencies such as OTR Press, 
Colpisa, EFE, and Europa Press. These agencies reinforced the economic 
information in their financial sections. Additionally, thanks to the opening 
of the Spanish barriers, new international agencies51 and financial 
newspapers established their headquarters in the country. Little by little, 
the economic growth lead the companies to obtain a good reputation and 
to save their images. This trend would eventually force businesses to think 
about the necessity to have a contingency plan for unfavorable situations. 
Indeed, it was during this decade that the terms crisis communication and 
crisis communication plan started to emerge, and where the 
communication professionals (practitioners) learned the basic rules and 
tactics to handle a crisis. Paniagua calls this decade the pedagogical 80´s 
(2010:15). 

 In addition to that, in 1989, The Journalist Association of Economic 
information elaborated a report listing five ethical principles52 for 
communication professionals, and in 1992, they founded the Association of 
Communication Directors (dircom). Today this association is made up of 

                                                        
49 Cambio 16, Doblón y Contrapunto, Posible, Mundo, Cuadernos para el Diálogo, Triunfo, Sábado 
Gráfico, and Cinco Días are some of the diaries that disguised their critique against Franco with 
economic information.  
50 Mercado, El lunes Económico, Dirigentes, Inversión, Economics, Ranking, and Futuro were some of 
the diaries published in that decade. Many of them have disappear these days.  
51 Reuters, Bloombers, Knite Readder, and Bridge News were some of the International agencies and 
economic diaries that reinforced their correspondents in Spain.  
52 The ethic codes (dos and don´ts) proposed by the association could be summarized in 3 ideas: (1) 
do not utilize privileged information for personal benefit, (2) do not juggle information activity with 
Communication or organizational consultancy, and (3) respect the norms of veracity of the 
information.  
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more than 600 communication directors from renowned Spanish 
companies.  

 The 90´s were characterized by being the most turbulent years. 
Paniagua (2010:17) stresses that in comparison to Europe and North 
American communication professionals, Spanish practitioners had to learn 
in almost two decades, what their international colleagues learned at a 
much slower pace. The ADECEC (Association of Communication and Public 
Relations Consultance Companies), for instance, was founded in 1991, and 
in the same year an official Bachelor Degree in Public Relations53 was first 
launched at the Complutense University of Madrid. Thus, during these 
decades, various associations in the field (APIE, ADECEC) arranged several 
appointments for the advancement of and to set the frames for the PR 
profession as well as for education. Additionally, a media transition from 
monomedia journalism to multimedia projects took place in the 
professionalization of this discipline, and by degrees larger media groups 
started to conquer independent broadcasters. The arrival of the Internet 
and the increased interest that the political power had on this field also 
shook the end of this decade.  

 Eventually, the new century brought the digitalization of the media, 
which also aided the concentration of press media and subsequently 
editorial viewpoints. However, as Paniagua (2010:21) claims, the 
digitalization process transformed the form but not the substance of crisis 
communication. Professionals need to adapt the message to the new 
channels and leverage new tools to succed in crisis management. 

 On the other hand, Pilar Saura´s paper (2004) about US and Spanish 
crisis communication research, provides a brief analysis of CC studies in 
both countries as well as the methodological applications. This work is only 
based on nine researches (six of them are thesis dissertations) from various 
Spanish and US authors (Pauchant & Mitroff, Marra, Hurd, Massey, Ulmer, et 
al.). However, one cannot claim that this study presents an accurate and 
representative picture of CC research and methodological approaches in 
the aforementioned countries. Nonetheless, she provides the names of 
some important authors that have conducted CC research in Spain: Cesar 
Pérez Tudela, Alfonso González Herrero, José Luis Rodríguez García, and 
Pilar Saura herself. She also mentions that the case study method together 
with qualitative methods are the most frequently used techniques in US 
and Spanish CC investigations.  

 Finally, the last study that can assist us in gaining a broader picture of 
Public Relation trends in Spain is the bibliographic research of Míguel-
González and her colleagues published in the journal Public Relations 
Review in 2014. Although it does not provide us with updated data, it does 
contribute some clues about the tendencies of PR studies in Spain. Míguez-

                                                        
53 The University of Barcelona was the first offering PR related studies in 1969 at the Higher School of 
Public Relations.  



 

Gonzalez et al. (2014:819) highlight that until 2011, Spanish PR researchers 
had one single medium for publication: the proceedings of the annual or 
two-yearly conference organized by the Association of Public Relations 
Researchers (AIRP). Hence, a group of lecturers at Málaga University 
(members of the association), created the Institute for Public Relations 
Research (IIRP) and they started publishing the Revista Internacional de 
Relaciones Públicas in 2011. At present, this is the sole scientific publication 
in Spain for this domain. However, as it was only recently founded, it does 
not yet have a strong impact factor, “neither has it been considered for the 
widely accepted databases” (Míguez-Gonzalez et al., 2014:819).  

 In this study, 3,728 articles were analyzed and retrieved from INRECS 
indexed journals. According to the results, the year 2006 was the most 
prolific in terms of publications. The authors of this study link this peak to 
the activities (promotion and dissemination) carried out by the AIRP in its 
beginnings, 2004. Within Spanish Universities, the most widely present in 
journal publications is the Complutense University of Madrid with 15 
articles. It is followed by the University of Barcelona (13 articles) and the 
University of the Basque Country (UPV/EHU) (11 articles). Nonetheless, as 
we lack more recent data, we should bear in mind that these numbers must 
have changed since 2014.  

 Regarding the research topic within PR, generic research themes such 
as theoretical, historical or meta research questions are the most common 
topics in the sample, representing over 23% of articles. After that, 
institutional communication (14,5%) and crisis communication (10,4%) 
related topics seem to be the most researched themes. However, CC seem 
to have lost momentum over time since only two of the18 papers based on 
crisis communication were published since 2009 (Ibidem:824). 

 Finally, although there are specific PR studies on some particular 
sectors (public administration, private companies, non-governmental 
organization, non-profit organizations…) the majority of articles in the 
sample (63%) do not carry out research on specific organizations.  

 All in all, the study concludes that public relations are a secondary 
topic in the current INRECS journals, that is, the existing Spanish journals 
seem to be more generic and less centered on PR issues. Furthermore, the 
only Spanish journal specialized in PR is not yet indexed. Thus, “the current 
scenario for the dissemination and visibility of public relations publication 
in Spain is rather bleak” (Míguez-González, 2014:826). Authors of this study, 
additionally, stress the need to contribute to the development of the 
Revista Internacional de Relaciones Públicas by publishing the outcomes of 
PR studies there. On the other hand, what seems to go against this 
determination is that, increasingly, Spanish researchers have to struggle to 
publish their results in scientific journals of proven prestige (high-impact 
index) so that their personal CV is evaluated in a better light by regional 
(UNIBASQ, for the case of the Basque Country) as well as national (ANECA) 
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quality assessment agencies. That is why publishing in journals that are not 
yet indexed is not among Spanish PR researchers’ priorities.  

3.4.1 Crisis communication case studies in Spain  

 As we have stated throughout this literature review, the case study 
method is one of the most applied approaches in CC research, including 
Spanish CC investigations. Thus, we will summarize some of the most 
important Spanish landmark crisis events that happened in the past, as well 
as the core works done in this field. Finally, we will portray some of the 
contributions made by Spanish communication associations (Dircom) in 
relation to the state of crisis communication.  

 If we delve into the main historical crises that took place in Spain, one 
should begin by mentioning the Palomares incident that took place on 
January 17, 1966. This nuclear airplane crash is said to have marked the 
beginning of the planning and control of the image of Spain in the field of 
crisis management and crisis communication. This was somehow, the first 
event that Franco´s dictatorship sought to handle strategically (Micaletto et 
al., 2016:126). Today, the crisis of Palomares remains unresolved.  An 
additional scandal that is still pending is “the stolen babies” which was 
perpetrated by a criminal network made up of Nuns and Doctors during 
Francos´ dictatorship and that continued committing crimes up until the 
transition.  

 If we trace environmental disasters, one should also mention the 
“Prestige oil spill” that occurred in November 2002 on the coast of Galicia. 
When the Prestige oil tanker broke in half, it spilled more than 77,000 tons 
of crude oil that polluted thousands of kilometers of coastline not only in 
the north of Spain, but it also spread to France and Portugal. The sinking of 
the Prestige, might have been avoided if the Spanish authorities had not 
decided to tow the ailing tanker further out to the sea in rough weather. 
This crisis caused great harm to the local fishing industry. Indeed, the spill is 
known to be the largest environmental disaster in the history of Spain.  

 One of the most relevant food poisoning crises broke out in spring of 
1981. It was called the toxic oil syndrome or the “cooking oil scandal” which 
caused the death of over 1,000 people as well as over 25,000 people 
seriously injured, many of whom were permanently disabled. The cause was 
traced to the consumption of colza oil that had been produced for 
industrial rather than food use. It was the most devastating food poisoning 
in modern European history. The Spanish health ministry allowed families 
to hand in their contaminated oil and replace it with pure olive oil. This 
initiative was grossly mishandled, with few authentic records kept of who 
was exchanging what or whether the oil came from affected or unaffected 
households (Woffinden, 2001).  



 

Aside from the aforementioned crises, Spain has been affected by a 
wide variety of crises that has shaped its history. By natural disasters like 
the Tous dam failure in 1982, or Lorca earthquake in 2011; by terror attacks 
perpetrated by E.T.A (Hipercor attack in 1987, and Madrid-Barajas airport 
bombing in 2006, among others) and al-Qaeda (11-M in 2004, and 
Barcelona-Cambrils attacks in 2017); by plane crashes like Yak-42 in 2003 
and Spanair in 2008; by virus diseases like Ebola in 2014; and by several 
political corruption cases that involve and still to date affect  (2018) the two 
main parties in Spain, that is, PP and PSOE. Unfortunately, most of these 
crises have been poorly managed according to crisis communication 
guidelines.    

 However, there is one crisis that was generally touted to be an 
effective response by Deloitte Company during “Windsor tower fire” in 
Madrid, 2005. Although there were no victims, several firefighters were 
injured. The fire was blamed on an electrical fault which eventually caused 
the demolition of the most important tower in the city. The building was 
mainly made up of offices and headquarters of national and international 
companies. Deloitte´s headquarter, for instance, was based in this building 
with more than 1,200 employees (occupying 20 of the total 32 floors). The 
communication department of this company performed an effective and 
quick proactive crisis communication plan, identifying the risks and 
attending the information needs of their stakeholders (Panadero, 2005).  

3.4.2 Crisis communication studies in Spain 

 This section will cover most of the important Spanish contributions 
carried out in this field. We will first begin with some basic statistics about 
the doctoral dissertations and the articles published in this arena. Then, we 
will continue by mentioning the main contributions done by the Spanish 
Association of Communication Directors (Dircom) and finally, we will 
introduce some Spanish academic associations that have also promoted 
the advancement of our subject of study.  

 According to Teseo54 online database, there are 26 thesis dissertations 
about crisis communication conducted in twelve Spanish universities from 
1995 until 2017, being the Complutense University of Madrid the most 
prolific. 

                                                        
54 Teseo is an online search engine for Thesis Dissertations conducted at Spanish Universities.  
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Figure 14. Number of dissertations defended at Spanish Universities 

 
Source: Author´s elaboration according to the data provided by the Spanish Ministry of Education, 

Culture, and Sports 

Francisco Marín Calahorro conducted the first thesis dissertation in 
1995, where he addressed different political/military crises. Today, he is a 
renowned organizational crisis communication professor and consultant 
who has published several books related to the field (Calahorro, 2005; 
Marín, 1997, 2000, 2009). Likewise, in 1996 Alfonso Gonzalez Herrero -a 
prolific researcher with several publications on the field (1998) and 
consultant in crisis communication- defended the second CC dissertation 
based on the tourism sector. Lastly, the third renowned author in the field -
Pilar Saura Perez- defended her doctoral dissertation in 2003, in which she 
addressed the crisis communication management in the food industry.  

The three dissertations were conducted at the Complutense University 
of Madrid. Hereafter, if we have a look at the average number of doctoral 
dissertations defended to date, we can state that approximately one CC 
dissertation has been conducted per year. 2016, for instance, was the most 
fruitful year with 5 CC dissertations. Although it is not a large number -
compared to international CC investigation development-, at least, it seems 
like Spanish research interest on crisis communication has not taken a step 
backwards.  

When we look at the object of study of the doctoral dissertations, one 
can find a mix of case studies based on different sectors but, primarily, on 
public institutions (Natural disasters, emergencies, health issues) and NGOs. 
Only few of them focus on the private sector and deal with first-hand data 
(Enrique, 2007; Saura, 2003). 



 

Figure 15. Number of Dissertations defended per year 

 

Source: Author´s elaboration according to the data provided by the Spanish Ministry of Education, 
Culture, and Sports 

In relation to the usage of the term crisis communication, what stood 
out most during the searching process of CC dissertations in Teseo,  was  
that although the 25 dissertations dealt with crisis communication 
questions, they rarely mentioned the keyword crisis communication (in 
Spanish: comunicación de crisis) or crisis communication management (in 
Spanish: gestión de comunicación de crisis) in their titles.  

Some of them include this term in their abstract but, in general, there 
is a lack of normalization of the usage. Most of these works do however 
employ other concepts such as corporate communication, institutional 
communication, strategic communication, or organizational 
communication in the corpus summary. Whereas the works that do include 
the keyword CC often do so inaccurately or partially. In all occasions, they 
adopt the word crisis and combine it with terms like “corporate 
communication in times of crises” (in Spanish: comunicación empresarial 
en tiempos de crisis), “communication in crisis” (in Spanish: comunicación 
en crisis), “communication in crisis situations/period” (in Spanish: 
comunicación en situaciones/periodos de crisis), or “communication and 
crisis” (in Spanish: comunicación y crisis).  

These data further aggravate the already unstandardized concept of 
crisis communication in Spain. This fact becomes remarkable, as more than 
half of those works will not be clearly associated with this discipline at first 
sight or through searches that do not include the internationally accepted 
term of crisis communication. Only six dissertations out of 25 include the 
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term CC in their titles and barely nine doctoral theses incorporate it in both 
the title and the abstract. 

On the other hand, if we look at the articles published in Spanish 
journals, according to Dialnet Plus´s55 results56, there are 91 journal articles 
that contain the keyword “crisis communication” (in Spanish: 
comunicación de crisis). However, most of them are reviews or reflections 
published in trade magazines or monographs (Más poder local, Icono 14, 
Gestión y práctica de riesgos laborales, Mk: Marketing y ventas, and Revista 
de comunicación, among others). Besides, not all of them deal with CC 
research, that is, a great amount of the articles found in Dialnet are not 
based on empirical material, but rather on CC Insights and lessons learned 
about tactical guidelines from different crises situations. 

Among the articles that employ systemic methods, we can mention 
the articles found in the Scopus database. In total, there are 22 journal 
articles but only a few of them investigate organizational crises. The 
majority center the attention on institutional crises like disasters (Cantero, 
2012; Micalleto-Belda, et al., 2016) terror attacks (de la Fuente Soler, 2004, 
Madariaga & Pardo, 2004; Teruel-Rodríguez, 2005), health crises (Revilla, 
2016; Micaletto-Belda & Gallardo-Vera. 2015; Calvo-Calvo, 2016; González & 
Cambra, 2015), and social media crises (Rolán, 2012; Solana et al, 2017; 
Gonzalez-Herrero & Smith, 2008, 2010). The empirical data of these articles 
is thus frequently gathered from press releases in order to analyze the 
response strategies adopted by different institutions. In that sense, if we 
look at the object of study of the doctoral dissertations mentioned above, 
we can state that there is no significant shift in the article´s approach. 

There is only one article that writes up an organizational CC case 
study, entitled: Crisis Communication Management. The case of the company 
United Biscuits in Fontaneda´s crisis. This article is fruit of Ana María 
Enrique´s doctoral dissertation focused on the closing of a biscuit 
manufacturer in Aguilar de Campoo, Palencia. It was published in the 
journal Communication & Society from the University of Navarre in 2008. 
She analyzes how the company United Biscuits managed the crisis and 
which was the role of communication during the management and 
resolution process. Additionally, she broadens the crisis perspective by 
interviewing the different actors involved in it (head managers, workers, 
citizens, government, labor union et al.) and comparing their insights. For 
that purpose, she employs focus groups as well as in-depth interviews to 
connect all the dots for a more complete perspective. It is the sole crisis 
case study based on first-hand experiences.  

                                                        
55 Dialnet is an online website specialized in human and social sciences that contains the indexes of 
Spanish, Portuguese, and Latin American books, articles, doctoral theses, tributes and other types of 
documents.   
56 In total, we found 155 records: 91 journal articles, 40 book articles, 16 thesis dissertations and 8 
books. 



 

It is not surprising to find less research that deals with first-hand 
material from private companies, because not many organizations 
accepted participating in a research that analyzes its crisis communication 
management at a given crisis situation. Hence, researchers have to 
struggle with the organization in order to collect data that is often sensitive 
and confidential. This information, however, is crucial in order to advance 
CC theory and research. Thus, first-person case studies offer more valuable 
and more ad-hoc insights from those involved in the crisis.  

Having said that, one may ask: are Spanish organizations ready to face 
a crisis? Do they have a CC written plan in their Communication 
Departments? Are communication directors and professionals sufficiently 
trained to face a crisis? What do we know about the real implementation 
of this fields in Spanish companies? What is the state of crisis 
communication in corporations? 

If we look at the reports carried out by international consultancy firms 
and Communication associations across the world, results indicate that all 
companies will face a crisis at some point. In that sense, it is important -if 
not imperative- for communication directors to understand whether the 
crisis management team has an appropriate crisis plan in place and if it is 
adequate to the new challenges that commonly arise in these situations 
(PwC, 2017). Crisis is a matter of “when” not “if” (Deloitte, 2016). 

On the other hand, studies (Hribal, 1999; Ingenhoff, 2004, Schwarz et 
al., 2014) based on German and Swiss multinational companies showed 
that organizational culture plays an important role in detecting and 
identifying issues. “Participative instead of authoritarian organizational 
cultures expand their options in observing issues and their scope of action” 
(Schwarz, 2016:362). Whereas hierarchical cultures tend to have lesser flow 
of information and keep communication limited to a certain level within   
the organization. Another survey of German companies revealed that 
although communication professionals consider the principles of open 
communication to be important, they hardly ever use them in the context 
of crises (Kunczik, Heintzel, & Zipfel, 1995).  

A more recent research study (Claeys & Opgenhaffen, 2016:242) based 
on 25 in-depth interviews with Belgian crisis communication practitioners 
concluded that most professionals tend to follow their gut feeling in times 
of crisis rather than applying overall guidelines or theoretically grounded 
crisis communication practices. Indeed, a problem of knowledge transfer 
(cf. Rasche & Benhnam, 2009) was mentioned as being among the reasons 
for this important gap between the academia and the professionals.  

When it comes to Spain, The Spanish Communication Directors 
Association (Dircom) founded in 1992 has published numerous reports as 
well as handbooks about the state of communication in Spanish companies 
since its inception. What we know today is that corporate communication 
has had a positive evolution in terms of importance and strategic 
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significance within Spanish corporations. Statistics highlight that, 
increasingly, communication directors are getting closer to the board, that 
is to say, more and more Communication Departments receive direct 
mandates from the Executive Board. Therefore, there is an alignment 
between the objectives, indicators and targets of chief strategy and of the 
communication activities (Dircom, 2015).  

Due to the economic crisis, organizations have reduced the financial 
resources allocated to communication duties and have, in contrast, 
strengthened the investments assigned to measuring the results. It has 
become one of the requirements for proving that communication efforts 
are economically sustainable (Ibidem, 2015).   

In relation to crisis communication preparedness, little information 
can be found yet throughout the reports. For instance, every five-years, 
Dircom releases results from a massive survey57 answered by around 1,000 
companies with high revenues. The online questionnaire includes 37 
inquiries about corporate communication and its practice. Results from 
2010, to cite an instance, showed that in Spain, only 37% of companies have 
a written crisis communication plan designed for this kind of 
circumstances. What is more, 90% of organizations do not allocate 
resources and budgets for the prevention and management of its crises 
(Dircom, 2008). Results from 2015, additionally revealed that the digital 
environment as well as crisis communication are considered to be two of 
the most important aspects looking ahead to the future. These two 
priorities were followed by strategy, communication planning, and brand 
management. This data reveals that, unfortunately, crisis communication is 
still an area of improvement for which we have limited and insufficient 
knowledge.   

In part, Dircom (2010) results concurs with the European 
Communication Monitor. A survey conducted by the European Public 
Relations Education and Research Association in collaboration with the 
European Association of Communication Directors (EACD) and the 
Communication Director Magazine; where two of the disciplines of practice 
that the respondents (communication professionals) expect will gain 
importance in the future, were internal communication and crisis 
communication (Zerfass et al., 2007:13). 

Finally, one can also mention the Spanish Association of 
Communication Research (AE-IC) founded in 2008. The AE-IC is involved in 
promoting communication research and facilitating collaboration and 
information exchange among researchers. Additionally, it seeks to 
cooperate with international research associations. Up to date, it has 
celebrated 6 biannual conferences across Spain. In 2012, for example, the 
conference theme held in Tarragona was “Communication and Risk” which 
was organized by Rovira i Virgili University. Aside from this conference, 

                                                        
57 In 2010, 265 companies participated in the study, that is, 26.27% of the total sample. 



 

there has not been any specific working group nor symposium dedicated to 
crisis communication.  

The AE-IC association comprises seven sections58 and three working 
groups. There is a full section designated to “Strategic and Organizational 
Communication”. Within this section, one can find four thematic lines of 
research, one of which is called “strategies for crises”. So far, this section has 
organized two scientific workshop concerning Organizational 
Communication, New forms of Publicity, and Relationship with Publics. 
However, there is little debate in relation to crisis communication. Finally, 
the AE-IC also collaborates and organizes symposiums about 
organizational communication with XESCOM, an international research 
network about communication management directed by four Galician 
research groups in which national and international researchers also 
participate.  

Additionally, in order to have a further overview of the state of CC 
research at Spanish universities, we have used the tool Mapcom59. Results 
show us there are three “active” research groups that conduct CC 
investigations, or at least, they include this line of research in their scientific 
interests. The most prolific is the research group called MDCS (Mediación, 
Dialéctica de la Comunicación Social) from Complutense University of 
Madrid. José Luis Piñuel Raigada leads this group and together with his 
research colleagues, they have numerous publications based on CC, the last 
contribution was published in March 2018, entitled: The way towards a 
definition of corporate communication during a crisis (Vera, Belda, 2018).    

The second most productive research group in relation to our subject 
of study is Novos Medios60 (Tendencias, Cibermedios, Impresos) from the 
University of Santiago de Compostela and leaded by Xose López García. 
Finally yet importantly, HGH61 (Hedabideak, Gizartea eta Hezkuntza) from 
the University of the Basque Country (UPV/EHU) would be the third 
research group that includes crisis communication in their research 
interests. Nonetheless, it is worth mentioning that these last two groups 
have not contributed in the field since 2015.  

                                                        
58(1) Theories and methods in communication research, (2) Audience and reception studies, (3) 
Communication structures and policies, (4) Discourse studies, (5) Communication and digital culture, 
(6) content production and circulation, (7) Strategic and organization communication. 
59 Mapcom is a Spanish research project conducted and coordinated by four Spanish research 
groups from different universities that aim to elaborate and offer a map of the state of 
communication research and practice at Spanish universities. More information can be found on 
this website http://www.mapcom.es/ 
60 For further information about Novos Medios research group visit this website: 
http://novosmedios.gal/es/ 
61 For further information about HGH research group visit this website: 
https://www.ehu.eus/en/web/hgh/hasiera  
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3.5 Basque contributions in crisis communication 

research 

 Leaving aside the international as well as Spanish studies that shape 
crisis communication research today for a moment, we will take a closer 
look at the Basque Country. To begin with, we must underline that there is 
not yet any comprehensive study that deals with crisis communication 
research in itself. Again, there is little done in this arena in this region. 
Therefore, we will only outline the few studies conducted in and around 
crisis communication. For that purpose, we will first review the 
contributions carried out by the University of the Basque Country 
(UPV/EHU) and after, we will focus on those conducted outside this 
institution.  

 At the University of the Basque Country (UPV/EHU), there are no 
researchers specialized in crisis communication nor actively contributing to 
the field. There are, conversely, occasional publications about a given crisis 
situation but far from systemic researches. Although we have only found a 
sole doctoral dissertation around CC research, we have discovered various 
Bachelor´s and Master´s theses that have a neighboring approach. To locate 
those academic studies, we have used the database ADDI62.  

 The first work, is the doctoral dissertation of María del Mar Rodríguez 
González63 (2005) who dealt with an institutional crisis case study that arose 
when several civil platforms and group of ecologists started protesting and 
demanding information about the construction of a cycle energy plant in 
Amorebieta, Biscay. She analyzed the institutional communication 
management facing the information needs of the different stakeholders 
that disagreed with the project.  

 The second study is a Bachelor´s thesis authored by Alain Eguiluz 
Gallarreta (2016), from the Faculty of Economy & Business. He analyzes the 
impact of communication when facing a crisis, how through effective use 
of communication management we could reduce the damage that a crisis 
could cause to a company. For that purpose, Eguiuz-Gallarreta examines 
two case studies: the case of Toyota in the “California crash”, and the case 
of Volkswagen in the “Dieselgate”.  

 The third academic study was conducted by Oier Zeberio-Maiztegi 
(2017) from the Faculty of Social and Communication Sciences. In his 
Bachelor´s thesis he analyzes and compares the political management of 
Fukushima and Chernobyl nuclear accidents. Although he does not 

                                                        
62 ADDI is the digital repository for lectures and researchers of the Unviersity of the Basque Country 
(UPV/EHU) 
63 Today, she is professor at the University of the Basque Country (UPV/EHU) in the Department of 
Journalism II. Her doctoral dissertation is entitled: Políticas de Comunicación e las Instituciones 
Públicas ante proyectos que provocan un rechazo social. Caso Zabalgarbi (2005).  



 

investigate it throughout the lens of crisis communication or risk 
communication, he does include an emergency management approach. He 
investigates how different governments (the Soviet Union & Japan) 
demarcated the information to the society.  

 And the last work found is authored by Itsaso Manias-Muñoz. She 
analyzes the case of the NGO Anesvad and its corruption scandal. The work 
does apply the crisis communication approach to the investigation which 
was conducted in 2013 as part of her Master´s degree in Social 
Communication. In the thesis, she employs in-depth interviews with the 
communication manager of the organization and a content analysis. 
Results proved that Anesvad´s crisis communication plan was efficient.  

 In relation to the neighbouring target books and articles found, we 
should first mention various books published by professors from the 
Journalism Department. They are Txema Ramírez de la Piscina and Idoia 
Camacho Markina. Ramírez has written two books64 (2007, 2002) related to 
the field, more specifically, around tactical guidelines of crisis response 
strategies. Camacho-Markina (2017) has published a book65 about the 
training of spokespersons. Again, tactical examples are the subject matter 
of these books. Additionally, Camacho-Markina also devotes a chapter to 
crisis communication management in her publication.   

 Regarding the articles published by researchers from this institutions, 
one can find those published by María del Mar Rodríguez González as part 
of her doctoral dissertation (2004, 2006) and by her research colleagues 
Iñigo Marauri and María Jose Cantalapiedra (2013) from the same 
Department. The article they have co-authored around CC is entitled: 
Proactive crisis communication in public institutions, published in RLCS. In 
this work, they examine the crisis of the air traffic controllers’ strike that 
took place in Spain in December 2010. The study is based on the news 
coverage of five Spanish Newspapers and the impact of the strike on the 
social networks.  

 And the last papers found from this institution related to crisis 
communication case studies are: “Global news, local coverage: how the 
Basque press framed the horsemeat crisis”, co-authored by Flora Marín 
Murillo, José Ignacio Armentia Vizueta, and José María Caminos Marcet 
(2015); La gestión de la comunicación institutional entre el 11 y el 14 M 
conducted by Gotzon Toral Madariaga and Victor Santiago Pozas Pardo 
(2004); and “Social networks in times of risk: analyzing ebola through twitter” 
authored by Nahia Idoiaga Mondragon (2016) from the faculty of 
Physiology.  

                                                        
64 The two books from Rámirez de la Piscina are: (1) Formación de portavoces. Los movimientos 
sociales ante la esfera pública (2007). (2) Los gabinetes de comunicación: funciones, disfunciones e 
incidencias (1995).  
65 The book from Camacho-Markina is entitled: Formación de portavoces. Cómo conseguir una 
comunicación efectiva ante los medios y otros públicos.  
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 Marín et al.´s (2015) paper analyzes a food crisis sparked by the 
detection of horsemeat in processed food labelled in Great Britain and 
Ireland as containing only beef. They employ a content analysis to figure 
out how the Basque press classified the crisis, and to determine the 
importance that each publication placed on this issue. The findings show 
that Basque newspapers used interpretative reporting, opinion pieces and 
in-house journalism to classify this situation in terms of its potential 
economic and political impact in the Basque Country.  

 On the other hand, Toral Madariaga and Pozas Pardo´s (2004) study 
deals with the M11 massacre and the unexpected electoral setback of the 
Spanish government. The paper, analyzes the management of the crisis 
communication, as its use for electoral purposes could have caused the loss 
of confidence in the Popular Party.  

 And finally, Idoiaga Mondragon´s publication (2016) investigates risk 
communication in twitter during the Ebola crisis. She focuses on the 
credibility and trust in the media by examining 28,760 tweets from Spain. In 
addition to that, she conducts a survey about information habits in health 
crises from 294 people. Results underlined a transformation of social 
representations created by the crisis communication of the new social 
networks, stressing the diminished confidence in the media.   

 Again, the main approach of these articles are the classification of the 
reporting and the application of content analysis. 

 Out of this institution, one can also find works about corporate 
communication but very little about crisis communication.  Ana Urkiza, 
literature writer and professor at the University of Deusto, published in 2004 
an article in the journal ZER about what an organizational crisis is and how 
it should be handled from the communication point of view. She 
emphasizes how important it is for an organization to tell their own side of 
the story in media. The article is entitled: Krisia albiste denean.  

To finish, At the University of Navarre, Professor and communication 
consultant Hildergart González has published several papers (2017, 2016) as 
well as a book (2006) about crisis communication in relation to NGOs. 

To obtain the whole scope of our object and subject of study, in the 
following section we will offer a summary of the contributions carried out in 
and outside of this institution (which institution UPV/EHU), where even if 
they do not have a CC approach, they deal with the analysis of  our 
organizational case study from different perspectives.  

3.5.1 Basque contributions about our case study  

 The bankruptcy of Fagor Electrical Appliances as part of Mondragon 
Corporation has awakened the interest of many researchers from different 



 

disciplines. Indeed, due to the dimension of the crisis and its impact on the 
Basque Community and, more specifically, in the Basque Cooperative 
Movement, the Corporation has been sharply criticized by its performance 
during the crisis. During the history of Mondragon Corporation, both local 
and international researchers from different institutions and from multi-
faced domains have devoted numerous articles to the Basque Cooperative 
movement in general and, lately, to this organizational crisis (Errasti & 
Nuñez, 2014; Errasti, 2013, Fotinopoulou & Martínez, 2014; Alustiza, 2015).  

 The approach of these articles sometimes begins with cooperatives´ 
business model, by means of investigating its origin, experience and 
practical development (Altuna, 2008; Ferretti, 2015; Ormaechea, 1997; 
Lizarralde, 1998, Sarasua, 2010). Others analyze it from a very 
heterogeneous outlook, in terms of company´s competitive success, 
business components, management, advantages, challenges, 
transparency, jurisdiction, changes, social impact and CSR, among others 
(Larrañaga, 2014; Bakaikoa et al., 2004; Basterretxe & Albizu, 2010). One 
could not list all the investigations and publications done in relation to 
Mondragon Experience66 throughout the years, but there is a key local 
researcher who deserves to be recognized in the study of the Basque 
Cooperative Movement: Joxe Azurmendi (1984). He was actually born in 
Mondragon in 1941 and he is currently professor at The University of the 
Basque Country, at the Faculty of Education, Philosophy and Anthropology. 
Besides, he has witnessed, assisted, and analyzed this movement since its 
origins, focusing on the thinking of Father Arizmendiarrieta, the founder of 
Basque Cooperativism.  

 When it comes to research centers, LANKI67 located at Mondragon 
University has been conducting a wide variety of studies in relation to the 
Mondragon Experience. This research center carries out its research within 
the Mondragon Cooperative Experience, and works in close collaboration 
with cooperative and social agents. Concerning the bankruptcy of Fagor 
Electrical Appliances (flagship of the cooperative movement) and the crisis 
that affected the whole Corporation, one can find several publications that 
seek to describe and explain challenges and dilemmas that Mondragon has 
had to face after the crisis of FEA.  

 Igor Ortega-Sunsundegi & Leire Uriarte-Zabala (2015), for instance, 
are the authors of the booklet “Arrasateko kooperatibagintzaren erronkak 
eta dilemak. Fagor Etxetresnak Kooperatibaren krisiaren ondotik”, which 
deals with structural and managerial perspectives of the crisis. They 
conclude that FEA has been by far the first and most complicated crisis that 

                                                        
66 Also referred to Mondragon Corporation or to the Basque Cooperative Movement.  
67 LANKI is the Institute of Cooperative Studies of Mondragon University, housed in the Faculty of 
Humanities and Education.  Its mission is “to investigate, shape, and have an impact on the 
cooperative situation by focusing its activity primarily on the development of the socio-educational 
aspect of cooperativism and social economy”. For further information about the researchers 
participating in this institute as well as their publication and projects visit LANKI´s website here: 
https://bit.ly/2NUVj95 
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Mondragon has ever faced in its lifetime. Thereafter, the whole Corporation 
has been immersed in a re-definition of its business dimension and cultural 
values. Doubtlessly, this crisis has been a turning point the history of the 
Basque Cooperative Movement.  

 Additionally, within Mondragon University, Dr. Onintza Belategi 
carried out a doctoral dissertation about the internal communication, that 
is to say, the information needs and communication demands that 
employees requested in Fagor Automation, a sister cooperative of FEA. The 
thesis is entitled: “Zelako pertzepzioak eta nahiak dituzten langileek barne 
komunikazioari buruz kooperatibetan. Kasu azterketa Fagor Automation 
Kooperatiba Elkartean” (2015). Unfortunately, due to confidentiality 
reasons, this thesis dissertation has not been published and is not available 
for consultation. Once again, this is indicative of the difficulty that 
researchers find when they try to investigate internal issues within private 
companies. That is why many researchers conduct transition investigations 
(Coombs, 2010:32), because there is a lack of accessibility to first-hand 
sources.   

 On the other hand, at the University of the Basque Country 
(UPV/EHU), Leyre Eguskiza Sesumaga (2016) conducted a content analysis 
about the FEA´s crisis in 3 Basque and 3 Spanish newspapers. In her 
Master´s dissertation, she sought to figure out whether those diaries broke 
any ethical and/or deontological codes while reporting about FEA´s 
bankruptcy. To that end, she looked at international journalism codes and 
at the different style books of the newspapers hat made up the sample. 
Additionally, she also analyzed the communication strategies 
implemented by Mondragon Corporation.  The results revealed that the 
most redundant mistake made by the newspapers was the incorrect 
identification of the characters as well as the source of information, 
speculation, opinion and misleading information.  

3.6 References 

AMA (2018, April 16). Crisis Management and Security Issues 2004 Survey. 
Retrieved from: https://bit.ly/2vsDMj3 

AMA (2018, April 16). Crisis Management and Security Issues 2002 Survey. 
Retrieved from: https://bit.ly/2vrSPJW 

Alustiza Kapanaga. A. (2015). El impacto de la crisis de Fagor en el 
cooperativismo vasco. Boletín de la Asociación Internacional de Derecho 
Cooperativo. Journal International Association of Cooperative Law, (49), 321-
338. 

Altuna, L. (2008). La experiencia cooperativa de Mondragon. Una síntesis 
general. Eskoriatza: Lanki, Huhezi, Mondragon Unibertsitatea. 



 

An, S. K., & Cheng, I. (2010). Crisis communication research in public 
relations journals: Tracking research trends over thirty years. 	In W. T. 
Coombs & S. J. Holladay (Eds.), The handbook of crisis communication (pp. 
65-90).  

Arpan, L. M., & Pompper, D. (2003). Stormy weather: Testing “stealing 
thunder” as a crisis communication strategy to improve communication 
flow between organizations and journalists. Public Relations Review, 29: 
291–308. 

Arpan, L. M., & Roskos-Ewoldsen, D. R. (2005). Stealing thunder: Analysis of 
the effects of proactive disclosure of crisis information. Public Relations 
Review, 31: 425–433. 

Avery, E. J., Lariscy, R. W., Kim, S., & Hocke, T. (2010). A quantitative review 
of crisis communication research in public relations from 1991 to 
2009.	Public Relations Review,	36(2), 190-192. 

Azurmendi, J. (1984). El hombre cooperativo: pensamiento de 
Arizmendiarrieta. Caja Laboral Popular, Lan Kide Aurrezkia. 

Bakaikoa, B., Errasti, A. M., & Begiristain, A. (2004). Gobierno y democracia 
en los grupos empresariales cooperativos ante la globalización: el caso de 
Mondragón Corporación Cooperativa. CIRIEC-España, Revista de Economía 
Pública, Social y Cooperativa, (48). 

Barton, L. (2001). Crisis in organizations II. Cincinnati. College Divisions 
South-Western Publihing.  

Basterretxea Markaida, I., & Albizu Gallastegi, E. (2010). ¿Es posible resistir a 
la crisis?: Un análisis desde la gestión de las políticas de formación y 
empleo en Mondragón. CIRIEC-España, Revista de Economía Pública, 
Social y Cooperativa, (67). 

Belategi-Unzueta, O. (2015). Zelako pertzepzioak eta nahiak dituzten 
langileek barne komunikazioari buruz kooperatibetan. Kasu azterketa 
Fagor Automation Kooperatiba Elkartean. Unpublished Doctoral 
dissertation, Mondragon University.  

Benoit, W. L. (2005). Image restoration theory. In R. L. Heath (Ed.), 
Encyclopedia of public relations: Volume1 (pp. 407–410). Thousand Oaks, 
CA: Sage. 

Benoit, W. L. (1997a). Hugh Grant’s image restoration discourse: An actor 
apologizes. Communication Quarterly, 45: 251–267. 

Benoit, W.L. (1997b). Image repair discourse and crisis communication. 
Public Relations Review, 23 (2): 177-186.  



102 

Benoit, W. L. (1995). Accounts, excuses, and apologies: A theory of image 
restoration. Albany: State University of New York Press. 

Benoit, W. L., & Brinson, S. (1994). AT&T: Apologies are not enough. 
Communication Quarterly, 42: 75– 88. 

Benoit, W. L., & Czerwinski, A. (1997). A critical analysis of USAir’s image 
repair discourse. Business Communication Quarterly, 60: 38–57. 

Benson, J. A. (1988). Crisis revisited: An analysis of strategies used by Tylenol 
in the second tampering episode. Central States Speech Journal, volume 39: 
49-66.  

Bergman, E. (1994). Crisis? What crisis? Communication World-San 
Francisco, 11(4), 9–13. 

Blaney, J. R., Lippert, L., & Smith, S. J. (Eds.). (2012).	Repairing the athlete's 
image: Studies in sports image restoration. Lexington Books. 

Botan, C. (2006). Grand strategy, strategy, and tactics in public 
relations.	Public relations theory II, 223-248. 

Bradford, J. L. & Garrett, D. E. (1995). The effectiveness of corporate 
communicative responses to accusations of unethical behavior. Journal of 
Business Ethics, 14: 875–892. 

Brummett, B. (1980). Towards a theory of silence as a political strategy. 
Quarterly Journal of Speech, 66: 289–303. 

Burson-Masterller. (2018, April 17). 2015 EMEA Crisis Survey. Retrieved 
from: https://bit.ly/2qDYEPz 

Caillouet, R. H., & Allen, M. W. (1996). Impression management strategies 
employees use when discussing their organization’s public image. Journal 
of Public Relations Research, 8(4): 211–228.  

Calahorro, F. M. (2005).	Gestión técnica y de la comunicación en situaciones 
especiales:(crisis, emergencias y negociación). Fragua. 

Caldeiro, C. T., Taylor, M., & Ungureanu, L. (2009). Image repair tactics and 
information subsidies during fraud crises. Journal of Public Relations 
Research, 21(2). 

Calvo-Calvo, M. Á. (2016). La comunicación de crisis en errores sanitarios: 
reflexiones sobre las estrategias institucionales. Index de Enfermería, 25(3), 
161-165. 

Camacho-Markina, I. (2017). Formación de portavoces. Cómo conseguir una 
comunicación efectiva ante los medios y otros públicos. UOC, Barcelona.  



 

Cantero, P. G. (2017, February 22). Ética y Responsabilidad de la 
comunicación de crisis: el accidente del Yak 42. Congreso AEIC, Tarragona. 
Retrieved from: https://bit.ly/2KWGyUp 

Carney, A., & Jorden, A. (1993). Prepare for business-related crises. Public 
Relations Journal, 49: 34–35. 

Claeys, A. S., & Opgenhaffen, M. (2016). Why practitioners do (not) apply crisis 
communication theory in practice. Journal of Public Relations Research, 1-16. 

Cohen, J. R. (1999). Advising clients to apologize. Southern California Law 
Review, 72: 109–131. 

Coombs, W. T. (2015). What equivocality teaches us about crisis 
communication.	Journal of Contingencies and Crisis Management,	23(3), 
125-128. 

Coombs, W. T. (2010). Parameters for crisis communication. In W. T. 
Coombs & S. J. Holladay (Eds.), The handbook of crisis communication, 17-
53. Wiley-Blackwell, New York. 

Coombs, W. T. (2009a). Conceptualizing crisis communication. In R. L. Heath 
& H. D. O’Hair (Eds.), Handbook of crisis and risk communication (pp. 100–
119). New York: Routledge. 

Coombs. W.T. (2009b). Crisis, crisis communication, reputation and 
rhetoric. In R.L. Heath, E. L. Toth, & D. Waymer (Eds), Rhetorical and critical 
approaches to public relations II. (pp. 237-252). New York: Routledge.  

Coombs, W. T. (2007b). Ongoing crisis communication: Planning, 
managing, and responding (2nd edn.). Los Angeles: Sage. 

Coombs, W.T. (2006). Crisis Management. A communicative approach. In 
Carl H. Botan, & Vincent Hazleton (Eds). Public Relations Theory II. 149-156. 
Pp  Mahwah, New Jersey.  
 
Coombs, W. T. (2001). Teaching the crisis management/communication 
course.	Public Relations Review,	27(1), 89-101. 

Coombs, W. T. (1999). Ongoing crisis communication: Planning, managing, 
and responding. Thousand Oaks, CA: Sage. 

Coombs, W. T. (1995). Choosing the right words: The development of 
guidelines for the selection of the “appropriate” crisis response strategies. 
Management Communication Quarterly, 8: 447–476.  

Coombs, W. T., & Holladay, S. J. (2006). Unpacking the halo effect: 
Reputation and crisis management. Journal of Communication 
Management, 10(2): 123–137. 



104 

Coombs, W. T., & Holladay, S. J. (2002). Helping crisis managers protect 
reputational assets: Initial tests of the situational crisis communication 
theory. Management Communication Quarterly, 16: 165–186. 

Coombs, W. T., & Holladay, S. J. (1996). Communication and attributions in a 
crisis: An experimental study of crisis communication. Journal of Public 
Relations Research, 8(4): 279–295. 

CCTT. (2018, June 30). First ever Crisis Communication Think Tank brings a 
collaboration of great minds to Grady College. Retrieved from: 
https://bit.ly/2IVUFJh 

Davies, G., Chun, R., da Silva, R. V., & Roper, S. (2003). Corporate reputation 
and competitiveness. New York: Routledge. 

Dawar, N., & Pillutla, M. M. (2000). Impact of product-harm crises on brand 
equity: The moderating role of consumer expectations. Journal of 
Marketing Research, 27: 215–226. 

Deloitte. (2018, April 19). A crisis of confidence. Retrieved from: 
https://bit.ly/2E0gjFM 

de la Fuente Soler, M. (2004). Los oyentes en la construcción de la noticia. El 
caso del 11-M. Comunicar: Revista científica iberoamericana de 
comunicación y educación, (23), 129-135. 

Dionisopolous, G. N., & Vibbert, S. L. (1988). CBS vs Mobil Oil: Charges of 
creative bookkeeping. In H. R. Ryan (Ed.), Oratorical encounters: Selected 
studies and sources of 20th century political accusation and apologies (pp. 
214–252). Westport, CT:Greenwood Press. 

Dimaggio, P., & Powell, W. (1983). The iron cage revisited: Institutional 
isomorphism and collective rationality in organizational cost 
explanation.	Journal of Economic Behavior and Organization,	4(4), 305-336. 

DIRCOM. (2008) La gestión de la comunicación de crisis en España: 
Experiencia y prácticas de las empresas. Asociación de Directivos de 
Comunicación Dircom, Madrid. 

DIRCOM. (2017, March 16) El Estado de la Comunicación en España 4º 
Estudio. Asociación de Directivos de Comunicación Dircom, Madrid. 
Retrieved from: https://bit.ly/2L8kAuD 

DIRCOM. (2017, March 16). El Estado de la Comunicación en España 5º 
Estudio. Asociación de Directivos de Comunicación Dircom, Madrid. 
Retrieved from: https://bit.ly/2uhjXbN 

Dowling, G. (2002). Creating corporate reputations: Identity, image, and 
performance. New York: Oxford University Press. 



 

Edelman, R. (2018, April 26). 2018 Edelman trust barometer. Retrieved from: 
https://www.edelman.com/trust-barometer 

Eguiluz Gallarreta, A., (2018, January 14). Cómo gestionar las crisis 
mediáticas y su repercusión en la Reputación. Bachelor´s thesis, University 
of the Basque Country (UPV/EHU), Campus Sarriko. Retrieved from: 
https://bit.ly/2md7Sj2 

Eguzkiza Sesumaga, L. (2018, January 14). Fagor Etxetresnak Kooperatiba: 
Hartzekodunen konkurtsoaren tratraera euskal Herriko Prentsa idatzian. 
Master´s dissertation, University of the Basque Country (UPV/EHU). 
Retrieved from: https://bit.ly/2NjPn8t 

Eguzkiza Sesumaga, L. (2018). Crisis communication policy in the university 
area: The University of the Basque Country). Mediatika. Cuadernos de 
Medios de Comunicación, (16),109-140.  

Elliot, D., Smith, D., & McGuiness, M. (2002). Exploring the failure to learn: 
Crises and the barriers to learning. Review of Business, 21: 17–24.  

Enrique Jiménez, A. M. (2007). La comunicación empresarial en situaciones 
de crisis. Estudio de caso: La crisis de Fontaneda (Doctoral dissertation, 
Universidad Autónoma de Barcelona).  

Fearn-Banks, K. (1996). Crisis communication: A casebook approach. 
Mahwah, NJ: Lawrence Erlbaum Associates. 

FEMA (2018, March 17). Crisis Communication Association. Retrieved from: 
https://bit.ly/2l1588d 

Ferretti, T. (2015). Mondragon in five points: advantages and challenges of 
worker co-operatives. Renewal: a Journal of Labour Politics, 23(4), 37. 

Fink, S. (2013). Crisis communications: The definitive guide to managing the 
message. McGraw Hill Professional. 

Fink, S. (1986). Crisis management: Planning for the inevitable. New York: 
AMACOM. 

Fotinopoulou, Basurko, O. & Martínez Balmaseda, A.. F. (2014). 
Cooperativismo en Euskadi: Mondragón y el caso de Fagor 
Electrodomésticos. Revista General de Derecho del Trabajo y de la Seguridad 
Social, (37), 13. 

Frandsen, F., & Johansen, W. (2017).	Organizational crisis communication: A 
multivocal approach. Sage. 

Friedman, M. (2002). Everyday crisis management: How to think like an 
emergency physician. Naperville, IL: First Decision Press. 



106 

Fuchs-Burnett, T. (2002). Mass public corporate apology. Dispute Resolution 
Journal, 57(3): 26–32. 

Galbraith, J. (2018, April 17). Burson-Marsteller EMEA survey reveals 
disruptive innovator a key crisis risk. Retrieved from: 
https://bit.ly/2HHKF2K 

Glaesser, D. (2006).	Crisis management in the tourism industry. Routledge 

González, R. B., & Cambra, U. C. (2015). El virus del ébola: análisis de su 
comunicación de crisis en España. Opción, 31(1). 

González-Herrero, A., & Smith, S. (2010). Crisis Communications 
Management 2.0: Organizational Principles to Manage Crisis in an Online 
World. Organization Development Journal, 28(1). 

González-Herrero, A.., & Smith, S. (2008). Crisis communications 
management on the web: how internet-based technologies are changing 
the way public relations professionals handle business crises. Journal of 
Contingencies and Crisis Management, 16(3), 143-153. 

González Herrero, A. (1998). Marketing preventivo: la comunicación de 
crisis en la empresa. Barcelona: Bosch. 

González-Herrero, A., & Pratt, C. B. (1996). An integrated symmetrical 
model for crisis communications management. Journal of Public Relations 
Research, 8(2): 79–105. 

González-Luis, H. (2006). Estrategias de comunicación en las ONG de 
desarrollo: departamentos, funciones e impacto en los medios. Cideal. 

González-Luis, H. & Esteban-Paricio, P. (2017). Las relaciones con los medios 
en la gestión de la comunicación y las RRPP de las ONGs en tiempos de 
crisis. Estudios sobre el mensaje periodístico, 23(1), 569-586. 

González-Luis, H. & Esteban-Paricio, P. (2016). Análisis del modelo de 
gestión de la comunicación y las RRPP de las ONG en Valencia en una 
sociedad en crisis (2012). ZER-Revista de Estudios de Comunicación, 21(40). 

Hannan, M. T., & Freeman, J. (1977). The population ecology of 
organizations. American Journal of Sociology, 82(5), 929-964. 

Hazleton, V. (2006). Toward a theory of public relations competence. In C. H. 
Botan and V. Hazleton (Eds.), Public relations theory II (pp. 199–222). 
Mahwah, NJ: Lawrence Erlbaum Associates. 

Hearit, K. M. (1994). Apologies and public relations crises at Chrysler, 
Toshiba, and Volvo. Public Relations Review, 20: 113–125. 



 

Hearit, K. M. (1995a). “Mistakes were made”: Organizations, apologia, and 
crises of social legitimacy. Communication Studies, 46: 1–17. 

Hearit, K. M. (1995b). From “we didn’t do it” to “it’s not our fault”: The use of 

apologia in public relations crises. In W. N. Elwood (Ed.), Public relations 
inquiry as rhetorical criticism: Case studies of corporate discourse and 
social influence. Westport, CT: Praeger. 

Hearit, K. M. (1996). The use of counter-attack in apologetic public relations 
crises: The case of General Motors vs. Dateline NBC. Public Relations 
Review, 22(3): 233–248. 

Hearit, K. M. (2001). Corporate apologia: When an organization speaks in 
defense of itself. In R. L. Heath (Ed.), Handbook of public relations (pp. 501–
511). Thousand Oaks, CA: Sage. 

Hearit, K. M. (2006). Crisis management by apology: Corporate response to 
allegations of wrongdoing. Mahwah, NJ: Lawrence Erlbaum Associates. 

Heath, R. L., & Millar, D. P. (2004). A rhetorical approach to crisis 
communication: Management, communication processes, and strategic 
responses. In D. P. Millar & R. L. Heath (Eds.), Responding to crisis: A 
rhetorical approach to crisis communication Mahwah, NJ: Lawrence 
Erlbaum Associates. 

Heath, R. L. (2010). Crisis communication: Defining the beast and de-
marginalizing key publics.	In W. T. Coombs & S. J. Holladay (Eds.), The 
handbook of crisis communication, 1-13. Wiley-Blackwell, New York. 

Heath, R. L. (2006). Best practices in crisis communication: Evolution of 
practice through research. Journal of Applied Communication 
Research, 34(3), 245-248. 

Heider F. (1958). The psychology of interpersonal relations. New York: 
Wiley. 

Henderson, J. C. (2007).	Tourism crises: causes, consequences and 
management. Routledge. 

Hermann, C. (1963). Some Consequences of Crisis Which Limit the Viability 
of Organizations.	Administrative Science Quarterly ,8(1), 61-82.  

Holladay, S. J. (2009). Crisis communication strategies in the media 
coverage of chemical accidents. Journal of Public Relations Research, 21. 

Hribal, L. (1999). Public-Relations-Kultur and Risikokommunikation: 
Organisationskommunikation als Schadensbegrenzung [Public relations 
culture and risk communication: Organizational communication as damage 
containment]. Konstanz: UVK-Medien. 



108 

Huang, Y. H. (2006). Crisis situations, communication strategies, and media 
coverage:A multicase study revisiting the communicative response model. 
Communication Research, 33: 180–205. 

Huang, Y. H., Lin, Y. H., & Su, S. H. (2005). Crisis communicative strategies in 
Taiwan: Category, continuum, and cultural implication. Public Relations 
Review, 31: 229– 238. 

Hwang, S., & Cameron, G. T. (2008). Public’s expectation about an 
organization’s stance in crisis communication based on perceived 
leadership and perceived severity of threats. Public Relations Review, 34: 
70–73. 

Ice, R. (1991). Corporate publics and rhetorical strategies: The case of Union 
Carbide’s Bhopal crisis. Management Communication Quarterly, 3: 41–62. 

Idoiaga-Mondragon, N. (2016). Redes sociales en tiempos de riesgo: 
Analizando el ébola mediante twitter. Opción, 32(11), 740-756.  

Ihlen, Ø. (2002). Defending the Mercedes A-class: Combining and changing 
crisis response strategies. Journal of Public Relations Research, 14: 185–206. 

Ingenhoff, D. (2004). Corporate Issues Management in multinationalen 
Unternehmen: Eine empirische Studie zu organisationalen Strukturen and 
Prozessen [Corporate issues management in multinational corporations: An 
empirical study of organizatioinal structures and processes]. Wiesbaden: VS 
Verlag für Sozialwissenschaften. 

Janis, I.L. (1967). Effects of fear arousal on attitude change: Recent 
developments in theory and experimental research. In L. Berkowitz 
(Ed.), Advances in experimental social psychology (Vol. 3, pp. 166-225). 
New York: Academic Press. 

Jin, Y., & Cameron, G. T. (2007). The effects of threat type and duration on 
public relations practitioners’ cognitive, affective, and conative responses 
to crisis situations. Journal of Public Relations Research, 19: 255–281.  

Jolly, D. W., & Mowen, J. C. (1985). Product recall communications: The 
effects of source, media, and social responsibility information. Advances in 
Consumer Research, 12: 471–475. 

Johnson, V. (2006). Crisis Communication: Cases Studies in Health Image 
Restoration. Danvers, MD: Hcpro Inc.  

Jorgensen, B. K. (1996). Components of consumer reaction to company-
related mishaps: A structural equation model approach. Advances in 
Consumer Research, 23: 346–351. 

Kelley, H. H. (1971). Attribution in social interaction. New York: General 
Learning Press. 



 

Kolfschoten, G. L., & Appelman, J. H. (2006). Collaborative engineering in 
crisis situations. Paper presented at ISCRAM-TIEMS Summer School, 
Tilburg, Netherlands. 

Kovoor-Misra, S., & Nathan, M. (2000). Timing is everything: The optimal 
time to learn from crises. Review of Business, 21: 31–36.��

Kunzcik, M., Heintzel, A., & Zipfel, A. (1995). Krisen-PR: 
Unternehmensstrategien im umweltsensiblen Bereich [Crisis PR: Corporate 
strategies in industries that threaten the environment]. Köln: Böhlau. 

Lalonde, C., & Roux-Dufort, C. (2013). Challenges in teaching crisis 
management: Connecting theories, skills, and reflexivity.	Journal of 
Management Education,	37(1), 21-50. 

Larrañaga, A. (2014). Komunikazio-gardentasuna kooperatiban. Uztaro: 
giza eta gizarte-zientzien aldizkaria, (89), 21-37. 

Lerbinger, O. (1997). The crisis manager: Facing risk and responsibility. 
Mahwah, NJ: Lawrence Erlbaum Associates. 

Lee, B. K. (2004). Audience-oriented approach to crisis communication: A 
study of Hong Kong consumers’ evaluations of an organizational crisis. 
Communication Research, 31: 600–618. 

Leventhan, H. (1970). Findings and Theory in the Study of Fear 
Communications. Advances in Experimental Social Psychology Journal. 
Volume 5, p. 119-186. 

Lizarralde, J. L. (1998). El cooperativismo de Mondragón, interioridades de 
una utopía. Ttarttalo. 

Loewendick B. A. (1993). Laying your crisis on the table. Training and 
Development: 15–17. 

Madariaga, G. T., & Pardo, V. S. P. (2004). La gestión de la comunicación 
institucional entre el 11 y el 14 M. Zer: Revista de estudios de comunicación= 
Komunikazio ikasketen aldizkaria, (17), 11-26. 

Manias-Muñoz, I. (2013). Krisi egoeretako kudeaketa eta komunikazio 
estrategiak: Anesvad Fundazioaren kasu azterketa. Master´s thesis, 
University of the Basque Country (UPV/EHU), Campus Leioa.   

Marcus, A. A., & Goodman, R. S. (1991). Victims and shareholders: The 
dilemmas of presenting corporate policy during a crisis. Academy of 
Management Journal, 34: 281–305. 

Marín, F. (2009).	Comunicación de crisis	(Vol. 1). LID Editorial. 



110 

Marín Calahorro, F. (2000). Protocolo y comunicación. Los medios en los 
actos públicos.	Editorial Bayer Hermanos SA, Barcelona 

Marín Calahorro, F. (1997). Fundamentos del protocolo en la comunicación 
institucional.	Guía Práctica. Editorial Síntesis, Madrid. 

Marín-Murillo, F., Armentia-Vizuete, J. I., & Caminos-Marcet, J. M. (2015). De 
lo global a lo local: el encuadre de la crisis de la carne de caballo en la 
prensa vasca. Communcation & Society, 28 (3), 29-50.  

Merton, R. K. (1968). Social theory and social structure. Glencoe, IL: Free 
Press.  

Micaletto Belda, J. P., Lasso de la Vega González, M. D. C., & Marín Dueñas, P. 
P. (2016). La importancia de la comunicación de crisis en las instituciones: 
sus inicios en España. El accidente de Palomares/The importance of crisis 
communication in institutions: its beginnings in Spain. The accident of 
Palomares. Revista Internacional de Relaciones Públicas, 6 (12), 125-146. 

Micaletto Belda, J. P., & Gallardo Vera, L. (2015). La comunicación 
institucional en la crisis del ébola en Europa: el caso de la crisis española de 
2014 en sus inicios. Revista Internacional de Relaciones Públicas, 9 (5), 89-
110).  

Míguez-González, M. I., Baamonde-Silva, X. M., & Corbacho-Valencia, J. M. 
(2014). A bibliographic study of public relations in Spanish media and 
communication journals, 2000–2012.	Public Relations Review,	40(5), 818-
828. 

Mitroff, I. I., & Anagnos, G. (2001). Managing crises before they happen: 
What every executive and manager needs to know about crisis 
management. New York: AMACOM. 

Mitroff, I. I., Pearson, C. M., & Harrington, L. K. (1996). The essential guide to 
managing corporate crises: A step-by-step handbook for surviving major 
catastrophes. New York: Oxford University Press.  

Mats, H. & Simonsson, C. (2014). Developing internal crisis communication. 
Corporate Communications: An Internal Journal, Vol.19. 

Olaniran, B., & Williams, D. E. (2008). Applying anticipatory and relational 
perspectives to the Nigerian delta region oil crisis. Public Relations Review, 
34: 57–59. 

Ogrizek, M., & Guillery, J. M. (1999). Communicating in crisis: A theoretical 
and practical guide to crisis management. Piscataway, NJ: Aldine 
Transaction. 



 

Ortega-Sunsundegi, I., Uriarte-Zabala, L., (2015). Arrasateko 
Kooperatibagintzaren erronkak eta dilemak. Fagor Etxetresnak 
Kooperatibaren krisiaren ondotik. LANKI. Mondragon Universty.  

Pang, A. Jin, Y., & Cameron, G. T. (2010). Contingency theory of strategic 
conflict management: Directions for the practice of crisis communication 
from a decade of theory development, discovery, and dialogue. In W.T. 
Coombs &S.J. Holladay (Eds.), The Handbook of Crisis Communication (pp. 
527-549). Malden, MA:Wiley-Blackwell.  

Palenchar, M. J. (2005). Risk communication. In R. L. Heath (Ed.), 
Encyclopedia of public relations (pp. 752– 755). Thousand Oaks, CA: Sage. 

Palenchar, M. J., & Heath, R. L. (2007). Strategic risk communication: Adding 
value to society. Public Relations Review, 33: 120–129. 

Palenchar, M. J. (2009). Historical trends of risk and crisis communication.	In 
Heath, R. L., & O'Hair, H. D. (Eds.). Handbook of risk and crisis 
communication, 31-52 Routledge. 

Panadero Illera, G. (2005). El Plan de Comunicación de Deloitte. Gestión de 
una crisis. El caso Windsor.	MK. Marketing y Ventas para Directivos,	20 (204), 
18-30. 

Paniagua, C. (2010). Una historia de la Comunicación de crisis en 
España.	Revista Icono14,	8(2), 3-24 

Patel, A., & Reinsch, L. (2003). Companies can apologize: Corporate 
apologies and legal liability. Business Communication Quarterly, 66: 17–26. 

Pauchant, T. C., & Douville, R. (1993). Recent research in crisis management: 
A study of 24 authors' publications from 1986 to 1991.	Industrial & 
Environmental Crisis Quarterly,	7(1), 43-66. 

Pauchant, T. C., & Mitroff, I. I. (1992).	Transforming the crisis-prone 
organization: Preventing individual, organizational, and environmental 
tragedies. San Francisco: Jossey-Bass. 

Pearson, C. M., & Clair, J. A. (1998). Reframing crisis management.	Academy 
of management review,	23(1), 59-76. 

Perry, D. C., Taylor, M., & Doerfel, M. L. (2003). Internet-based 
communication in crisis communication. Management Communication 
Quarterly, 17: 206–232. 

PwC (2018, April 19). CEO Pulse On Crisis. Welcome to the crisis era. Are you 
ready?. Retrieved from: https://pwc.to/2uQAKQY 



112 

PwC (2018, April 19). PwC´s 2015 Annual Corporate Directors Survey. 
Governing for the long term: looking down the road with an eye on the 
rear-view mirror. Retrieved from: https://pwc.to/2vucQiY 

PwC (2018, April 17). PwC´s 2016 Annual Corporate Directors Survey.  The 
swinging pendulum: Board governance in the age of shareholder 
empowerment. Retrieved from: https://bit.ly/2J4Wuza 

PwC (2018, April 17). How your board can be ready for a crisis.  Being 
prepared gives a company better odds of bouncing back from a crisis 
smoothly. Governance Insights Center Risk Oversight Series. June 2017. 
Retrieved from: https://pwc.to/2HM8Xek 

Randolph, J.J. (2016, may 13)). A guide to writing the dissertation literature 
review. Practical assessment, research, and evaluation Journal, vol. 14 (13). 
Retrieved from: http://pareonline.net/pdf/v14n13.pdf  

Ramírez de la Piscina, T. (2007). Gabinetes de Comunicación: de la 
seducción por la imagen a la obsesión por "aparecer". El periodismo de 
rutina hace más fuertes a las fuentes oficiales y más débiles a las no 
oficiales. ZER-Revista de Estudios de Comunicación,	1(1). 

Ramírez de la Piscina, T. (2007). Formación de portavoces. Los movimientos 
sociales ante la esfera pública. Barcelona: Bosh.  

Ramírez de la Piscina, T. (1995). Los gabinetes de comunicación: funciones, 
disfunciones e incidencia. Bosch Casa Editorial. 

Rasche, A., & Behnam, M. (2009). As if it were relevant: A systems theoretical 
perspective on the relation between science and practice. Journal of 
Management Inquiry, 18, 243–255. 

Regester, M. (1989). Crisis management: What to do when the unthinkable 
happens. London: Hutchinson Business. 

Revilla, J. G. (2016). How to learn from our mistakes Communication of 
health crises. Mètode Science Studies Journal, (6), 215-219. 

Rogers, R.W. (1975). A protection motivation theory of fear appeals and 
attitude change. Journal of Psychology, 91, 93-114. 

Rodríguez, M. D. M. (2004). Cómo afrontar la comunicación en una situación 
de crisis motivada por el rechazo ciudadano; caso Boroa. ZER, (17), 121-142. 

Rodríguez, M. (2005). Políticas de comunicación de las instituciones 
públicas ante proyectos que provocan un rechazo social. Caso 
Zabalgarbi. Doctoral Dissertation, University of the Basque Country 
(UPV/EHU).  



 

Rodríguez, M. (2006). Políticas de comunicación de las instituciones 
públicas ante proyectos que originan una gran contestación social. Caso 
Zabalgarbi. ZER (20), 25-55. 

Rodríguez González, MM., Marauri Castillo, I., Cantalapiedra González, MJ. 
(2013). Proactive crisis communication in public institutions. Revista Latina 
de Comunicación Social, (68), 457-484.  

Rogers, R.W. (1983). Cognitive and physiological processes in fear appeals 
and attitude change: A revised theory of protection motivation. Social 
psychophysiology: A sourcebook, 153-176. 

Petty (Eds.), Social psychophysiology (pp. 153-176). New York: Guilford. 

Rolán, X. M. (2012). La irrupción del Social Media en la comunicación de 
crisis/The irruption of social media in crisis communication. Estudios sobre 
el mensaje periodístico, 18, 607. 

Rorty, R. (1989). Contingency, Irony, and Solidarity. Cambridge University 
Press, Cambridge.  

Rousseau, D. M. (2005). Is there such a thing as “evidence-based 
management”? Academy of Management Review, 31: 256–269. 

Sarasua, J. (2010). Mondragón en un nuevo siglo: síntesis reflexiva de la 
experiencia cooperativa. Lanki. 

Saura, P. (2004). La investigación sobre gestión y comunicación de crisis en 
Estados Unidos y en España. In I Congreso Internacional de investigadores 
en Relaciones Públicas, [actas]. Facultad de Comunicación de la 
Universidad de Sevilla, 17 y 18 de noviembre de 2004. María Teresa Otero 
Alvarado (coord.) (pp. 16). [Sevilla]: Asociación de Investigadores en 
Relaciones Públicas (AIRP). 

Saura, M. P. (2003). La gestión de la comunicación de crisis en el sector de 
alimentación y bebidas en España en el periodo 1990-2000. (Doctoral 
dissertation, Universidad Complutense de Madrid). 

Seeger, M. W., Sellnow, T. L., & Ulmer, R. R. (1998). Communication, 
organization and crisis. In M. E. Roloff (Ed.), Communication Yearbook 21 
(pp. 231–275). Thousand Oaks, CA: Sage. 

Sellnow, T. L., Ulmer, R. R., & Snider, M. (1998). The compatibility of 
corrective action in organizational crisis communication. Communication 
Quarterly, 46: 60–74. 

Solana, Y. M., Nogueira, A. G. C. F., & González, K. V. (2017). Gestión de la 
comunicación de crisis en los atentados de 2017 en reino unido. Propuesta 
de un protocolo 2.0 para la comunicación de crisis. Revista Latina de 
Comunicación Social, (72), 1566-1591. 



114 

Srugies, A. (2016). Putting Research into Practice: Models for Education and 
Application of International Crisis Communication Research.	In W. T. 
Coombs & S. J. Holladay (Eds.), The handbook of crisis communication, 499-
509. Wiley-Blackwell, New York.	

Stacks, D. W. (2002). Primer of public relations research. New York: Guilford 
Press. 

START (2016, October 11). Understanding Risk Communication Theory: A 
Guide for Emergency Managers and Communicators. National Consortium 
for the Study of Terrorism and responses to Terrorism. University of 
Maryland. Retrieved from: https://bit.ly/2DNNsax  

Stockmyer, J. (1996). Brands in crisis: Consumer help for deserving victims. 
Advances in Consumer Research, 23: 429–435. 

Sturges, D. L. (1994). Communicating through crisis: A strategy for 
organizational survival. Management Communication Quarterly, 7(3): 297–
316. 

Schwarz, A., Rothenberger, L., Schleicher, K., &Srugies, A. (2014). Crisis 
communciation of child and youth welfare agencies: A theory-driven analysis 
of governmental crisis communication practice and its impacto n well-being 
for employees and stakeholder in local communities. Paper presented at the 
International Communication Association, Seattle. 

Schwarz, A. (2008). Covariation-based causal attributions during 
organizational crises: Suggestions for extending situational crisis 
communication theory. International Journal of Strategic Communication, 2: 
31–53. 

Taylor, M., & Perry, D. C. (2005). The diffusion of traditional and new media 
tactics in crisis communication. Public Relations Review, 31: 209–217. 

Toral Madariaga, G., & Pozas Pardo, VS. (2004). La gestión de la 
comunicación institucional entre el 11 y el 14 M. Zer: (17), 11-26. 

Ulmer, R. R., Seeger, M. W., & Sellnow, T. L. (2007). Post-crisis 
communication and renewal: Expanding the parameters of post-crisis 
discourse. Public Relations Review, 33(2): 130–134. 

Urkiza, A. (2012). Krisia albiste (a) denean. Zer-Revista de Estudios de 
Comunicación, 9 (17), 165-185. 

van Ruler, Betteke., Dejan Vercic , Gerhard Bütschi & Bertil Flodin (2004) A 
First Look for Parameters of Public Relations in Europe, Journal of Public 
Relations Research, 16:1, 1-34.  

Vera, L. G., & Belda, J. P. M. (2018). Hacia una definición de comunicación 
institucional en situaciones de crisis.	Revista Observatório,	4(1), 437-465. 



 

Vercic, D. (2000). The European public relations body of knowledge. Journal 
of Communication Management, 4, 341–354.� 

Wan, H. H., & Pfau, M. (2004). The relative effectiveness of inoculation, 
bolstering, and combined approaches in crisis communication. Journal of 
Public Relations Research, 16(3): 301–328. 

Ware, B. L., & Linkugel, W. A. (1973). They spoke in defense of themselves: 
On the generic criticism of apologia. Quarterly Journal of Speech, 59: 273–
283. 

Waymer, D., & Heath, R. L. (2007). Emergent agents: The forgotten publics 
in crisis communication and issues management research. Journal of 
Applied Communication Research, 35(1): 88–108. 

Williams, D. E., & Olaniran, B. A. (1998). Expanding the crisis planning 
function:Introducing elements of risk communication to crisis 
communication practice. Public Relations Review, 24(3): 387– 400. 

Witte, K. (1192). Putting the fear back into fear appeals: the extended 
parallel process model. Communication Monographs Journal. Volume 59. 
Issue 4.  

Woffinden, B. (2017, August 27). The Spanish cooking oil scandal. The 
Guardian. Retrieved from https://bit.ly/29B8N95 

Zeberio-Maiztegi, O. (2018, March 20). Txernobil eta Fukushima: istripuek 
eragindako krisiaren kudeaketa. Bachelor´s thesis, University of the Basque 
Country (UPV/EHU), Campus Leioa. Retrieved from: https://bit.ly/2JgH5f8 

Zerfass, A., Van Ruler, B., Rogojinaru, A., Vercic, D., & Hamrefors, S. (2007). 
European communication monitor 2007. Trends in communication 
management and public relations – Results and implications. Leipzig: 
University of Leipzig/Euprera. Retreived from: 
www.communicationmonitor.eu. 

Zdziarski, E. L., Dunkel, N. W., & Rollo, J. M. (2007).	Campus crisis 
management: A comprehensive guide to planning, prevention, response, 
and recovery. John Wiley & Sons. 

 

 



116 

4. Marko teorikoa 

Jakingarriak: krisi komunikazioa, hipotenusa eta katetoak 
 

“We cannot solve problems by using the same kind of thinking 
we used when we created them”  

Albert Einstein 
 

  



 

Ikerketetatik bildutako datuak ulertzeko, interpretatzeko eta 
aurkitutakoaren kontakizuna idazteko beharrezkoa izaten da perspektiba 
teoriko ezberdinak ezagutzea. Izan ere, material enpirikoak ez du inoiz 
berez hitz egingo; zerbaiten ardatzean hitz egiten du (Styhre, 2013:37). 
Bestela esanda, datuari hitz eginarazten diona egitura teorikoa da, hau da, 
teoriak ematen dio esanahia azterketa enpirikoari.  

Eta nola identifikatu dezakegu teoria aproposenak gure iker-
lanerako? Bada, Maanen-en (2011:223) arabera galdera honek ez du 
erantzun zientifiko unibertsalik; estruktura teorikoen aukeraketa, hein 
handi batean, hautu pertsonala delako. Bide horretan, Alexander Styrek 
(2013:41) dio teoriak aukeratzen ditugunean bi gauza hartu behar direla 
kontuan, batetik, ikerketa objektuaren ezaugarriak eta teoriaren 
egokitzapena eta, bestetik, ikergaiaren egoeran zedarritutako jakingaien 
espektroa. Hartara, kapitulu honetan, espektro horren azalera islatzeko 
ahaleginean Pitagorasen teoreman oinarritu gara; gure ikergaiaren 
korronteak (katekoak) identifikatu eta teoria nagusienak (hipotenusak) 
trazatzeko.  

Styrek dio (2013:46), halaber, ikerketa baten atal teorikoak, 
terminologia behinena eskaini behar diola ikerlariari. Gero, atal enpirikoan 
zehar ikerlariak bilduko dituen datuen arteko erlazio-analitikoak 
izendatzeko eta kategoriatan sailkatzen laguntzeko. Areago, Styren 
arabera estruktura teoriko egoki batek ikerketa lanaren zati handi bat 
aurreratzea ere inplikatzen du:  

“In addition, a competently constructed and written theoretical 
framework is very useful when doing the analysis in the latter half of 
the academic text. Without exaggerating, it can be claimed that a fine 
theoretical overview accomplished half of the analysis work to be done 
later on” (Ibidem:48).   

Beraz, kapitulu honen xedeetako bat ere izango da gure ikerketaren 
lexikoa aitzineratzea, krisi definizio garrantzitsuenak jasoz eta enpresen 
komunikazioaren baitan duden kontzeptu eta krisi-komunikazio 
estrategiak aletuz. 

Amaitzeko esan, eredu teorikoak datu enpirikoak interpretatzeko 
baliatzeaz gain, teorien balioa frogatzeko ere aplikatzen direla; 
formulatzen dituzten ereduen egokigarritasuna egiztatzeko, hutsuneak 
dituzten deskubritzeko, edota bildutako datuak izartu eta doitu ondotik, 
teoria edo formula berriak proposatzeko. Bide horretan, gu ere saiatuko 
gara marko enpirikoan bildutako datuekin teoria eredu ezberdinen balioa 
frogatzen eta demostratzen. Lan hau, ordea, geroxeagoagorako utziko 
dugu.  
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4.1 Krisi eta krisi-komunikazio terminoen erabilera 

Ikergaiaren egoeran esana dugun moduan, krisi-komunikazioaren 
gainean gutxi dago idatzita eta eztabaidatuta euskaraz. Terminoa oraindik 
normalizazio bidean dagoela esan liteke. Adibidez, sarean kontsultagai 
dagoen Harluxet Hiztegi Entziklopedikoan ez dago jasota termino hori. Bai, 
ordea, krisi hitza: “zerbaiten bilakaeran gertatzen den une edo epe larria” 
dela jasotzen du hiztegiaren adiera orokorrak baina horrekin batera bilduta 
daude, halaber, beste diziplina batzuetan erabiltzen diren krisi 
zehaztapenak ere: ekonomian68, medikuntzan69 eta psikologian70 
jasotakoak, besteak beste. Guztiek bat-bateko aldaketa eta orekaren 
haustura barnebiltzen dute azalpenotan. Aldaketa hori onuragarria edo 
kaltegarria izan daitekeela ere zehazten da medikuntzako adierazpenetako 
batean.  

Tamalez, UPV/EHUko Egungo Euskararen Hiztegian (EEH) eta Lur 
Entziklopedia Tematikoan (LET)71 egindako bilaketetan ez dugu aurkitu 
krisi-komunikazio terminoari buruzko definiziorik ez eta erregistrorik. Eta 
Wikipedian ere ez dago krisi-komunikazioari buruzko sarrerarik euskaraz. 
Bai, ordea, ingelesez eta gazteleraz. Bestalde, EEHan miatu ahal izan dugun 
bezalaxe, bitxia iruditu zaigu krisi hitza daramaten hitz elkartu batzuk 
normalizatuago daudela krisi-komunikazio hitz elkarketa bera baino. Hori 
gertatzen da krisi-kabinete, krisi-mahai edo krisi-talde hitz elkarketekin, 
non hitz hauen erabilera-maiztasuna handiagoa den.  

Aipatutako bi hiztegiek (EEH eta LET) krisi terminoan jasotzen duten 
definizioa Harluxet hiztegiak xedatzen duen berdina da. Wikipediako krisi 
definizioak, ordea, ikuspegi zabalago bat erakusten du, beste osagai batzuk 
ere hartzen dituelako aintzat: “Krisia, pertsona, erakunde, gizarte eta oro 
har sistema batean funtzionamendu egoki edo normalarekin bat ez 
datorren egoerari dagokio”.  

Krisi-komunikazio kontzeptuaren erregistro gehiagoren usnan, 
azterketa esperimental txikia abiatu dugu terminoaren erabilera 
haztatzeko. Google bilatzailean “krisi-komunikazio” hiz elkarketa teklatu 
eta emaitzak72 sailkatu ditugu. Oro har, hiru talde bereiztu daitezke 
aipamenotan. Lehenengo taldean, unibertsitate jardueran produzitutako 
                                                        
68 Ekonomiako adierak hauxe dio: Ondasun eta zerbitzuen eskari eta eskaintzaren arteko oreka 
haustea, porrotak eta langabezia sortarazten dituena. Harluxet Hiztegi Entziklopedikoan jasota: 
http://www1.euskadi.net/harluxet/ 
69 Medikuntza alorrean bi adiera jasotzen dira: (1) Gaixotasun baten bilakaeran gertatzen den 
aldaketa bortitza, onuragarria edo kaltegarria zan daitekeena. (2) Bat-batean egoera morboso bat 
azaltzea edo larriago bihurtzea. Harluxet Hiztegi Entziklopedikoan jasota: 
http://www1.euskadi.net/harluxet/ 
70 Psikologiako adierak hauxe dio: Oreka psikikoaren haustura larri eta bat-batekoa. Harluxet Hiztegi 
Entziklopedikoan jasota: http://www1.euskadi.net/harluxet/ 
71 Lur Entziklopedia Tematikoa 1999an  argitaratu zen. Sarean eskaintzen duen informazioa 
paperezko formatuaren berbera da, hau da, biltzen duen informazioa aspaldikoa da eta ez dago 
eguneratua.  
72 Orotara, 35 emaitza aurkeztu dizkigu Google bilatzaileak. Guk, ordea, garrantzitsuenak filtratu 
ditugu.  



 

lanetan egindako aipuak aurkitu ditugu (hitzaldi baten izenburuan, 
komunikazio graduko ikasgai bateko Prezi aurkezpenean, tesi baten 
gorputzean, eta Master baten webgunean73. Bigarren multzoan, blogariek 
krisi kasu paradigmatikoei buruzko iruzkinetan egindako aipamenak 
egongo lirateke (Joxe Aranzabalek Faroan74 eta Goio Aranak Atabalan75). 
Eta azkenengo multzoan, instituzioen atarietan agertutakoak metatu 
ditugu (Eusko Jaurlaritzako Segurtasun Saila, Polizia eta Larrialdietako 
Euskal Akademia, Nekazaritzako Elikagaien Segurtasunerako Euskal 
Fundazioa, eta Eibarko Udala). 

Hirugarren multzo honetan topatutako emaitzetan, bereziki, 
segurtasun eta larrialdi egoerekin zerikusia duten krisi-komunikazio 
aipamenak aurkitu ditugu, esterako: Eusko Jaurlaritzako Segurtasun Sailak 
antolatutako jardunaldi76 bateko programan; Eusko Jaurlaritzaren 
Larrialdiei Aurre Egiteko eta Meteorologiako Zuzendaritzak publikatutako 
albistean77; eta elika Fundazioak sarean eskuragai jarritako “Elikagaien 
Segurtasun Arloko Komunikazio Estrategiak” izeneko txostenean78, 
besteak beste. Badaude, halaber, enpresa eta erakundeetako 
komunikazioarekin zerikusia duten krisi-komunikaziori buruzko aipamenik 
ere. 2017ko otsailean, adibidez, Eibarko Udalak bere lehen komunikazio 
plana79 aurkeztu zuen udalaren webgunean, zeina 2016-2019 Komunikazio 
Estrategia Planean ardaztua zegoen. Helburua zen udalaren barne eta 
kanpo komunikazioaren diagnosia egin eta hobekuntza ekimenak aurrera 
eramatea.  Hain zuzen, barne komunikazioari begira egindako ekimenen 
artean krisi-komunikazioaren eskuliburua osatu zuten.  

Azterketa txiki honetako bilaketa emaitzak80 gogoan izanda (10 
sarrera baino gutxiago), ondorio gisa hauxe esan daiteke: krisi-
komunikazio terminoa ez dagoela normalizatua euskaraz, edo/eta gaur-
gaurkoz gutxi landutako gaia dela. Horren erakusle da, hain zuzen, 
Interneten oraindik ez dagoela eskura krisi-komunikazioari buruzko 

                                                        
73 Komunika.info UPV/EHUko Komunikazio Korporatiboko Masterreko blog atarian aurkitu dugu “krisi-
komunikazio” hitzaren aipamena.  
74 Faroa Joxe Aranzabalen blog pertsonala da, Mondragon Unibertsitateko irakaslea. Bere iruzkina 
eskuragai dago ondorengo estekan: https://bit.ly/2C7QchO 
75 Atabala Mondragon Unibersitateko Humanitate eta Hezkuntza zientzien Fakultateko 
komunikazio Departamentuko Bloga da. Aranaren iruzkina eskuragai dago ondorengo estekan: 
https://bit.ly/2Bb8QDR 
76 “Komunikazioaren Kudeaketa Segurtasunean eta Larrialdietan” izeneko jardunaldia, 2015eko 
urriaren 29an ospatu zen. Jardunaldi hau polizia, suhiltzaile, udaltzain eta larrialdi zerbitzuetako 
langileei zuzendua zegoen. Informazioa gehiago eskuragai dago esteka honetan: https://bit.ly/2LelhDn 
77 Aipatu albisteak, José Ignacio Inoriza Aizpuruak (Eusko Jaurlaritzaren Larrialdiei Aurre Egiteko eta 
Meteorologiako Zuzendaritzako plangintza arduradunak, Madrilen ospatu zen “Larrialdi-kudeaketa 
eta ingurune industrialetako krisi  korporatiboaren komunikazioa”  mahai inguruan parte hartu 
zuela dio. Albistea 2015eko maiatzean publikatu zen. Informazio gehiagorako ikus: 
https://bit.ly/2Eu4RWV 
78 2011ko abenduan publikatutako txosten honek elikagaien kontsumoarekin zerikusia duten 
krisietan informazioa nola prestatu eta nola komunikatu behar den azaltzen du. Horretarako 
hainbat giltzarri jasotzen ditu. Txostena eskuragai dago ondorengo estekan: https://bit.ly/2QNOzxN 
79 Eibarko Udalaren Komunikazio Planeri buruzko xehetasunak ondorengo estekan kontsulta 
daitezke: https://bit.ly/2GiBvMW 
80 Azterketa honetako bilaketok 2018ko azaroaren 29an egin ziren.  
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euskarazko definiziorik. Krisi hitza ez bezala, krisi komunikazio terminoa, 
soilik, arlo akademikoan eta instituzio publiko batzuetan –oso neurri 
txikian- erabiltzen dela ere esan genezake. Kasu batzuetan, gainera, beste 
adiera batzuk erabiltzen dira gaiari erreferentzia egiteko (krisi egoeretako 
komunikazioa, komunikazioa krisi-egoeretan edota krisi egoeretako 
komunikazio estrategiak). Maiz, gazteleratik itzulitako adierak dira. Halere, 
forma horiek Google-en teklatuta ere emaitzak ez dira hazten. Betalde, 
euskarazko hedabideetan egindako aipamen bakar bat ere ez aurkitzeak 
zer pentsatua eman digu. Badirudi, euskal hedabideen hiztegietan oraindik 
terminoa ez dagoela sartuta edota krisi-komunikazioaz ez dela behar beste 
solasten.  

4.2 Krisi kontzeptuaren xehakapena 

Lehenik eta behin aipatu behar da krisiak prozesu konplexuak direla; 
ikerketa helburuaren arabera, maila eta ikuspegi ezberdinetatik aztertu 
daitezkeelako (Rosenthalt et al., 2001). Horregatik, gaur egun, oraindik ez 
dago krisiari buruzko definizio bateraturik. Halere, enpresetako 
profesionalei eta krisi ikerlariei ezinbesteko zaie krisiak zer diren eta zein 
motakoak aurkitu ditzaketen jakitea. Frandsen eta Johansenen (2017) 
arabera, krisia zer den jakitea beharrezko da oinarrizko arrazoi honengatik:  

“If an organization and its members do not know what a crisis is, they 
cannot know when are experiencing one. (…) the researcher has to be 
aware of the many crisis definitions that are available, their history the 
language in which they are formulated, and the metaphors upon which 
they are based. Like practitioners, the researcher will always have a 
pre-understanding of what constitutes a crisis (…)” (34.orr.).  

Azpimarratu behar da hemendik aurrera jasotako definizio eta 
azalpenak enpresa eta erakundeetako krisietan oinarritutakoak izango 
direla, gure ikerketa objektua eta kasu azterketa enpresa baten krisian 
oinarritzen delako. Gauzak argitze aldera, Frandsen eta Johansenen (2017) 
“organizational crisis” definizioa aurreratuko dugu lehenik. Ikerlari 
danimarkar hauen arabera, organizazioa, erakunde pribatu nahiz 
publikoak lirateke  (sektoreko elkarteak, alderdi politikoak, kirol elkarteak, 
eta GKEak).  

“An organizational crisis is a crisis that is caused by an organization 
and/or a crisis that has negative consequences for an organization. I 
can damage the economic capital, political capital (influence), social 
capital (trust), and symbolic capital (image and reputation) of the 
organization”. (10.orr.) 

Etxera itzulita, UPV/EHUko Txema Ramirez de la Piscina dugu gure 
ikergaiaz euskaraz teorizatu duen irakasle eta ikerlari deigarriena. Horrela 
definitzen du krisia: 



 

“Krisia bi egoeraren arteko iragaitea da, normaltasunetik 
ezegonkortasunera doan ibilbidea. Aldaketa horrek arriskuan jartzen 
ditu erakundearen beraren irudia eta barne oreka. Erakunde guztietan 
agertzen den fenomenoa da. Berdin dio zein erakunde mota den: 
politikoa, ekonomikoa, soziala, kulturala edo kirolezkoa. Guzti-
guztietan, lehenago edo geroago, agertu egiten da krisia” (Ramirez de 
la Piscina, 2010:110) 

Eta gaineratzen du: 

“Krisia zera da: erakundearen oreka, kohesio eta irudiari mehatxu 
egiten dien eta bere etorkizuna arriskuan jar dezakeen unea. Egoera 
hori naturala edo probokatua izan daiteke, iragarria edo iragarrezina, 
berariazkoa edo kanpokoa, agerikoa edo ezkutukoa; baina, edozein 
kasutan, era egokian gainditua izateko, krisia estrategia 
komunikatiboa behar duen egoera da” (Idem).  

Euskal Herritik mundura jauzi eginez, itzal handiko ikerlariek krisia eta 
krisi-komunikazioa nola definitzen duten ikusiko dugu orain. Guzti-guztien 
definizioak ezin ditugunez hemen jaso, garrantzitsuenak zertuko ditugu 
bakarrik; definizio zaharrenetatik egungoetaraino. Hurbilketa horrek, 
definizioen bilakaera ezagutzen ere lagunduko digu.  

Charles F. Hermann politika zientzialari amerikarrak duela 50 urte 
baino gehiago definitu zuen lehenengoz krisia: “An organizational crisis 
threatens the high-priority values of the organization, presents a restricted 
amount of time in which a response can be made, and is unexpected or 
unanticipated by the organizations” (Hermann, 1963:64). Hermannek hiru 
kontzeptu barnebiltzen ditu bere definizioan mehatxua, erantzuteko 
denbora laburra eta ustekabea. Definizio zaharra dugun arren, oraindik ere, 
krisi ikerlari askok erabiltzen jarraitzen duten azalpena da (Frandsen eta 
Johansen, 2017).  

Pauchant & Mitroffek (1992:12), ordea,  horrela definitzen dute krisia: 
“A disruption that physically affects a system as a whole and threaten its 
basic assumptions, its subjective sense of self, its existential core”. Ikerlari 
hauek krisiak erakundearen sistema osoari, hau da, oinarrizko bi 
dimentsiori eragiten diola azaltzen dute. Bestela esanda,  krisi batek 
ondorio fisiko eta psikikoak izan ditzake.  

Gizarte komunikazioan eta enpresa komunikazioan aditua den Jose 
Luis Piñuelek 1997an idatzitako definizioan hauxe azaldu zuen:  

“La noción de crisis responde a un cambio repentino entre dos 
situaciones, cambio que pone en peligro la imagen y el equilibrio 
natural de una organización porque entre las dos situaciones (la 
situación anterior y la situación posterior a la crisis) se produce un 
acontecimiento súbito (inesperado o extraordinario) frente al cual 
una organización tiene que reaccionar comprometiendo su imagen y 
su equilibrio interno (como organización) y externo (como 
institución) ante sus públicos” (Piñuel, 1997:167).  
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Definizio honetan, Piñuelek oreka terminoa erabiltzen du, alegia, 
erakundearen bi dimentsioen (barne eta kanpo) arteko oreka 
mantentzearen garrantzia. Horrez gain, krisiari aurre egiteko enpresak 
hartu behar duen konpromisoaz hitz egin du. Horrekin jada, enpresak 
zerbait egiteko  obligazioa duela uzten du agerian. Eta garrantzitsuagoa 
dena, krisi batean aurkitu daitezkeen protagonista ezberdinen berri 
ematen digu. Enpresaz aparte, badaudelako aintzat hartu beharreko beste 
subjektu batzuk: xede-taldeak. 

Krisi kudeaketaren literaturan asko hedatutako eta aipatutako 
definizio ospetsu batek horrela dio:”low probability, high event that 
threatens the viability of the organization, and is characterized by 
ambiguity of cause, effects and means of resolution, as well as a belief that 
decisions must be made swiftly” (Pearson eta Clair, 1998:60). Autore hauek 
krisi egoeretako anbiguotasuna nabarmentzen dute, alegia, krisietan egon 
ohi den lausotasuna erabakiak hartu eta soluzioak emateko.  

Gonzalez-Herrerok (1998:30) horrela azaltzen du zer den krisia: “Una 
situación que amenaza los objetivos de la organización, altera la relación 
existente entre la misma y sus públicos, y precisa de una intervención 
extraordinaria por parte de los responsables”. Autore honen arabera, 
krisiek ohiz kanpoko nahitaezko esku-hartzea eskatzen dutela zehazten du. 
Bide berdintsuan, Luis del Pulgarrek (1999) horrela definitzen du enpresa-
krisia:  

“Toda situación decisiva para la supervivencia de una compañía -
producida por sorpresa- que puede afectar al público (interno y 
externo), al producto, al proceso, a la distribución, a la seguridad o a los 
mercados financieros, y en la que se acusa una notoria escasez de 
información que tratan de paliar los medios convirtiendo a la 
organización en centro de atención y comprometiendo así su imagen, 
su credibilidad o su capacidad productiva” (132.orr.) 

Definizio honek jasotzen duen berritasuna da, batetik, krisi egoeretan 
egon ohi den informazio eskasia eta, bestetik, informazio hutsune horri 
erantzuteko azaltzen den subjektu garrantzitsu bat: komunikabideak. Del 
Pulgarrek diosku hedabideek paper kritikoa jokatzen dutela krisiaren 
kontakizunean; enpresaren irudia eta sinesgarritasuna kaltetzeko 
ahalmena ere badutelako.  

Krisi komunikazioaren literaturara salto eginez, Timothy Coombs-ek, 
gaur egun nazioartean dugun krisi irakasle eta ikerlari 
garrantzitsuenetakoak horrela definitu izan du krisia: “An event that is an 
unpredictable major threat that can have a negative impact on the 
organization, industry, or stakeholders if handled improperly (Coombs, 
1999:2). Urte batzuk beranduago, horrela jaso zuen krisi definizioaren 
bertsio berriago batean: “A crisis is the perception of an unpredictable 
event that threatens economic issues, and can seriously impact an 



 

organization´s performance and generate negative outcomes” (Coombs, 
2015:3).   

Coombs-en lehenengo definizioak egiten duen ekarpen 
garrantzitsuena zera da: krisiak gertaera negatibo bihurtzen direla, soilik, 
gaizki kudeatzen badira. Hartara, kudeaketak determinatuko du gertaera 
hori krisi bezala ulertuko den ala ez.  Coombs-en bigarren definizioak, 
halaber, krisiak hautemateak direla diosku. Alegia, xede-taldeen 
posturaren arabera gertakizunak interpretazio ezberdinak izan ditzakela.   

Azkenik, XXI. mendeko jendartean ematen diren aldaketak 
(ekonomiko, politiko eta sozialak) buruan izanda, Alpslan eta Mitroffek 
(2011:38) emandako definizio gaurkotuago bat (konplexutasuna barne 
hartzen duena) aipatuko dugu: “All crises are complex systems of multiple, 
interacting and interdependent crises, all of which can and will be viewed 
differently by different stakeholders”. Definizio honek, bada, agerian uzten 
du gaur egungo krisiak sistema konplexuak direla non elementu asko 
dauden nahasturik. Arrazoi nagusiena da kaltetutako publikoek iritzi 
ezberdina izan ohi dutela gertatutakoaz, hau da, krisiaren pertzepzio 
ezberdinak azaleratzen direla. Eta bigarren arrazoia da krisietan elkarren 
menpeko elementu eta gertaerak daudela; jazoera batek (krisi batek) 
beste gertaera batera (beste krisi batera) garamatzala. Krisi horiek guztiak 
ez daude isolaturik, interdependienteak dira eta hartara, krisiaren 
kudeaketa integrala eskatzen dute (Frandsen eta Johansen, 2017:37).  

Definizioaren bilakaeran ikusi ahal izan dugunez, krisien 
konplexutasunak aurrera egin ahala, ikerlariek elementu eta gako hitz 
gaurkotuak sartu dituzte krisiaren definizioan. Krisia mehatxua, 
erantzuteko denbora laburra, ustekabea, anbiguotasuna, ondorio fisikoak 
eta psikikoak izan ditzakenak, barne eta kanpo dimentsioaren desoreka 
dakarrena eta ohiz-kanpoko erreakzioak eskatzen dituen egoera bat 
izatetik, pertzepzio bat izatera heldu da, non xede-talde ezberdinek 
krisiaren interpretazio eta erreakzio ezberdinak izango dituzten eta non 
komunikabideek xede-talde guztien iruditerian eragin dezaketen. “Crises 
are not just out there. They are social constructions. Crises are something 
that are interpreted as crises. Sometimes there is more than one 
interpretation, sometimes the interpretations are negotiated” (Frandsen 
eta Johansen, 2017:35) 

4.2.1 Krisi pertzepzioa 

Frandsen eta Johansen (2017:38) ikerlariek krisi pertzepzioa horrela 
definitzen dute: “the ability of managers or employees to identify 
something as a crisis, or as something that can develop into a crisis”. Bi 
ikerlariek diote krisia hautemateko abilezia subjektu eta erakunde 
bakoitzaren faktore eta ezaugarrien (autoestimua, mehatxuekiko 
antsietate maila edota erresilientzia) araberakoa dela. Bestela esanda, 
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pertsona batzuk gehiago ikusteko gaitasuna dute beste batzuk baino 
(Idem). 

 

4.2.2 Krisi kontzeptu berriak 

Frandsen eta Johansenen Organizational Crisis Communication 
liburuan (2017:38) krisi motak definitzeko zeharkako bost adiera 
deskribatzen dituzte. Adiera hauek, krisi-kudeaketa eta krisi-komunikazio 
ikerketetan erabiltzen diren kontzeptu berri eta oraindik asko esploratu 
gabekoak direnez, datu enpirikoak interpretatzeko lagungarriak izango 
direla iruditzen zaigu. 

4.2.2.1 Krisi bikoitzak -double crisis- 
 

Krisi bikoitzaren kontzeptua Frandsen eta Johansen ikerlari 
danimarkarrek erabili zuten lehenengoz 2007an publikatutako artikulu 
batean (The apology of a sports icon: Crisis communication and apologetic 
ethics).  

Krisi bikoitza zera da: komunikazio krisi baten ondorioz sortutako 
bigarren krisi bat. Hau da, komunikazioaren kudeaketa txar baten  eraginez 
(estrategia okerra81 erabiltzeagatik) beste krisi bat gainjartzen denean eta 
erakundeak jada ezin duenean komunikazio prozesuak kudeatu jatorrizko 
krisiaren eraginak leuntzeko. Gaizki kudeatuz gero, edozein motatako 
krisiak bihur daitezke krisi bikoitzak. Kasu hauetan erakundeak bi krisi 
kudeatu behar ditu aldi berean, nahiz eta bigarren krisiak jatorrizkoak 
baino arreta gehiago pizten duen, bereziki, hedabideetan. Kasu batzuetan, 
gainera, krisi bikoitza asko hedatuz gero krisi hirukoitza ere eragin dezake.  

4.2.2.2 Krisia krisiaren ondotik -the crisis after the crisis- 
 
Hainbat ikerlarik diote zaila dela asmatzea noiz amaitzen den krisi  

bat. Batzuetan, formaz aldatu eta beste krisi izaera bat hartzen dutelako, 
zikloa guztiz itxi gabe edota beste ziklo berri bat hasiz. Horregatik, 
Rosenthal eta bere ikerkideek (Rosenthal et al.,2001) diote krisiak une 
zehatzak bezala ulertu beharrean prozesu gisara konprenitu behar 
ditugula: “crises should be viewed as processes rather than concrete, time 
and space-specific events. As the process unfolds, a crisis often takes on 
different identities” (orri. 201).  

Rosenthalek ondorengo adibidea jartzen du krisi kontzeptu hau 
deskribatzeko: 1992an Israelgo airelineako Boing 747 hegazkina 
Amsterdam inguruko Bilgmer herriko etxebizitza gune batean erori zen. 
Gune hori pupulazio-dentsitateko handiko eremua zen. Istripuak  266 
etxebizitza suntsitu eta 43 hildako eragin zituen.  
                                                        
81 Kasuan-kasu, estrategia okerren adibideetako batzuk hauek lirateke: isilik geratzea, denbora 
gehiegi ematea isilik hitz egiten hasi aurretik, informazio garrantzitsua ezkutatzea, etab..   



 

Rosenthalek dionez (2001), Bilgmer-eko krisiak gutxienez 5 aldiz 
aldatu zuen bere forma edo identitatea. Hastapenean, hegazkin istripu 
baten ondorioz gertatutako ezbehar bat bezala hasi zen. Gero, krisi 
kudeaketa urbanistikoa izatera pasatu zen. Beranduago, iraganean ongi 
konpondu ez zen hari mutur batetik eratorritako krisia bilakatu zen. Izan 
ere, eremu horretan jatorri eta etnia ezberdinetako bizilagunak bizi ziren 
(egoera erregulatuan eta irregularrean). Horrek, biktimen arteko 
ezberdintasunak areagotu zituen, benetako biktimen eta pseudo-biktimen 
aitorpena printzatuz. Urte batzuk beranduago, 1996an, gertaera hura 
osasun publikoko krisi bihurtu zen; bertako bizilagun askok trauma-osteko 
antsietatea pairatzen zutelako. Eta azkenik, 1998an, auzia parlamentura 
eraman zen bertako auzokideen eskubideak aldarrikatzeko. Horren 
ondorioz, ezbeharra Herbehereetako politika nazionaleko krisi bihurtu zen.  

4.2.2.3 Loturagatiko krisia -crisis by association- 
 

Zenbaitetan, beste erakunde batzuen krisien albo kalteak pairatzea 
ere egokitzen zaie enpresa nahiz indibiduoei. Krisiarekin lotzen diren 
arrazoiak askotarikoak izan daitezke: sektore berdina partekatzen 
dutelako, produktu berdina ekoizten dutelako, enpresa-kluster berean 
daudelako, etab. Krisi hauei loturagatiko krisia deitzen zaie. Britt Foget 
Johansenek eta bere ikerkideek (2016) horrela definitzen dute kontzeptua:  

“A situation where a crisis to an individual, an organization or a group 
of individuals or organizations -through association- is perceived as a 
crisis (a threat, an attack or an insult) to another individual(s) or 
organization(s) who in different ways and for different reasons are 
related to or are affected by the crisis of the focal organization(s) or 
individuals(s)” (300. orr.) 

4.2.2.4 Multi-krisia edo krisi aniztuna -multi crisis- 
 

Multi eleak adierazten duen bezala, multi-krisia bi enpresa baino 
gehiagori eragiten dion krisia litzateke. Frandsen eta Johansenek (2017:40)  
diote krisi mota hauetan fokua erakundeen arteko dimentsioan dagoela 
eta ez horrenbeste erakunde barruan. Bi motatako multi-krisiak bereiztu 
daitezke: horizontalak eta bertikalak.  

Horizontaletan, maila berean funtzionatzen duten enpresak daude 
nahasturik (izen onari eragindako krisiak), eta, bertikaletan, maila 
ezberdinetan  funtzionatzen dutenak (hornidura kateko krisiak). 
Frandsenek eta Johansenek (idem) gaineratzen dute multi-krisien inguruko 
azterketek agerian uzten dutela multi-ahotsen edo xede-talde ezberdinen 
ikuspuntuak arakatzeko garrantzia.  

4.2.2.5 Parakrisia -paracrisis- 
 

Gauza jakina den bezala, Internet eta sare sozialak krisiak pizteko 
erreminta boteretsuak bihurtu dira, ahotsa ematen baitie erabiltzaile eta 



126 

bezeroei haien iritziak eta defendatzen dituzten kausak azaleratzeko 
(Gonzalez-Herrero & Smith, 2008). Sare sozialak, halaber, krisi-perilak 
monitorizatzeko erreminta ahaltsuak bilakatu dira. Bide horretan, 
Coombsek eta Hollladay-ek (2012) diote jendeak nahastu egiten dituela 
sare sozialetan pizten diren krisi-arriskuak benetako krisiekin. Horregatik, 
autore hauek paracrisis terminoa asmatu zuten. Para hitzak “zerbaiten 
gisako” edo “bezalako” esan nahi du. Labur esanda: parakrisiak krisi baten 
tankera du baina egoera ongi kudeatzen bada ez du zertan krisi bihurtu. 
Halere, parakrisiak krisi-mehatxuak direnez, krisi-kudeaketako akzio 
batzuk -eta ez guztiak- martxan jartzea eskatzen du: “A paracrisis does not 
warrant convening the crisis team and operating in a crisis mode”  
(Commbs eta Holladay, 2012:408).  

Krisi-perila on-line lehertzen denez (sare sozialetan), krisi-kudeaketa ere 
online egitea eskatzen du. Horrek esan nahi du erakundeak publikoki 
(guztien aurrean) kudeatu behar duela parakrisia edo ustezko krisia. Hau 
da, xede-talde guztiek ikusi dezakete erakundearen erreakzioak. 
Frandsenek eta Johansenek diote parakrisia eta krisiaren arteko distantzia 
oso txikia dela eta konfusioa sor dezakela. Hala, parakrisia eta krisiaren 
arteko inflexio puntua zein den jakiteko parakrisiaren intentsitateari, 
dinamikari, eta interpretazioari erreparatu beharko zaio. Kontzeptu hauek 
hurrengo atalean landuko ditugu. 

4.2.3 Krisi tipologiak 

Zer dira krisi tipologiak? Eta ze ondorio izan dezake horietako 
bakoitzak? Zaila da galdera horiei erantzutea, are zailagoa, erantzun 
bakarra eskaintzea. Autore eta aditu bakoitzaren arabera, galderen 
erantzunak ezberdinak baitira. Asko luzatuko ginateke erantzun eta eredu 
guztiak azaltzen. Beraz, krisi kategoriak laburtze aldera, segidan azalduko 
ditugun krisi-sailkapenak eskuliburuetan gehien errepikatu direnak izango 
dira. Argudio horretan oinarriturik, beste autore batzuk egindako 
ekarpenak ere ekarriko ditugu gurera iturriak aberasteko.  

Tipologiak, zientzia edo bestelako jakintza-alor batean, ezaugarri 
komunak dituzten mota edo ereduak bereiziz eginiko sailkapenak dira 
(Harluxet, 1995). Klasifikazio hori egiteko sistema eta irizpide ezberdinak 
erabiltzen dira (elementuen ezaugarri komunak, elementuen garrantzia, 
elementuen balioa etab.). Enpresa-krisien sailkapenek, adibidez, krisi 
kudeaketa plana atontzeko informazio interesgarria eskaintzen digute; 
krisi bati aurre egiteko prestatzen laguntzen gaituztelako. Alegia, “krisi-
tipologia eta krisi-egoera ezberdinak ezagutzeak krisialditik ateratzeko 
estrategia egokienak zeintzuk diren erabakitzea ahalbidetzen digu” (Ray, 
1999:16).  

Urteetan zehar, krisi ikertzaile nahiz profesionalak saiatu izan dira krisi 
tipologien zerrenda sistematikoak osatzen. 1986an, adibidez, Gerald M. 



 

Meyers82-ek liburu bat argitaratu zuen bederatzi krisi moten berri emanez 
(When it hits the fan: managing the nine crises of Business): (1) pertzepzio 
publikoa, (2) bat-bateko merkatu aldaketa, (3) produktuaren hutsegitea, (4) 
kudeaketa gorenaren ondorengotza,  (5) finantza krisia, (6) harreman 
industrialak, (7) jabetza baten galera edo enpresa fusioa, (8) nazioarteko 
jazoera kaltegarria eta (9) erregulazioa-derregulazioa.  

Baditugu, ordea, bestelako irizpideak erabiltzen dituzten ikerlariak 
krisi motak bereizteko: (1) krisi-izadiari edo  krisi-edukiari begiratuz zertzen 
dituztenak (Shrivastava & Mitroff, 1987; Westphalen & Piñuel, 1993; 
Coombs, 1999; Alpaslan & Mitroff, 2011); (2) Krisi-kausei eta ondorioei 
erreparatzen diotenak (Rosenthal et al., 2001); (3) krisian nahasturik 
dauden aktoreen ezaugarriei begiratzen diotenak (zuzeneko/zeharkako 
aktoreak) (Perrow, 1984). (4) krisi aurreikuspen maila aintzat hartzen 
dutenak (iragarria/iragarrezina) (Gonzalez-Herrero, 1998); (5) kategoria 
nagusitan eta azpikategorietan arreta jartzen dutenak (biolentoak/ez 
biolentoak eta nahita/nahigabe egindakoak) (Newsom, Turk, eta 
Kruckeberg, 1996); (6) krisiaren larritasun/intentsitate mailaren arabera 
koloreka multzokatzen dituztenak (gorria, horia, berdea) (Cervera, 2004); 
(7) krisien maiztasuna neurtzen dutenak (normalak edo anormalak) 
(Mitroff, 2004) edota  (8) ohiz kanpoko krisi motak bereizten dituztenak 
(imajinatu ezin diren krisiak, abandonatutako krisiak, kasik saihestu 
daitezkeen krisiak, eta pertsona batzuek edo askok gertatzea desiratzen 
duten krisiak) (Rosenthal et al., 1989).  

Frandsen eta Johansen, urteetan zehar, enpresek egindako krisi 
moten sailkapenak aztertzen aritu dira. Nazioarteko Industria 
ezberdinetatik jasotako informazio eta dokumentuekin ondorengo krisi-
klusterrak xedatzen (2017:42) dituzte:  

1. Produktuarekin lotutako krisiak: produktuarekin lotutako 
gaixotasunak edo heriotzak, nahita egindako manipulazioa, 
ustekabeko kutsadurak eta produktuen erretiratzea.  

2. Enpresa-funtzioarekin lotutako krisiak: sutea, lan istripuak, 
makinen matxura, produkzio edo banaketa arazoak, laneko 
liskarrak, produkzio planten itxiera, informazio teknologien etetea, 
hackerren erasoak, etab.  

3. Pertsonekin lotutako krisiak: kaleratzeak, istripuak, eta ekintza 
kriminalak. 

4. Korporazio mailako krisiak: finantza arazoak, bezero edo kontratu 
garrantzitsuen galera, kiroltasunik gabeko portaerak, marka edo 
salerosketa arazoak, lehiakideekin arazoak, eta lankidetza arazoak.  

                                                        
82 Gerald Meyers negozio aholkularia eta krisi kudeaketan aditua den estatu batuarra da; American 
Motors enpresa ospetsuko prediente ohia. Gaur egun, Gerald C. Meyers Associates, Inc., 
aholkularitza enpresako zuzendaria da. Informazio gehiagorako kontsultatu ondorengo esteka: 
https://bit.ly/2R8POHX 
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Timothy Coombs (1995) krisi tipologien sailkapenean ekarpen 
ezberdinak egin dituen autorea da. Berak sortutako “Unean-uneko Krisi 
Komunikazio Teorian” esaterako, krisi tipologien sailkapenak hiru krisi-
familiatan sailkatzen ditu: (1) biktimen klusterra, (2) ezbeharren klusterra, 
eta (3) krisi saihesgarrien klusterra.  

Biktimen klusterrean, erakundeak ez du krisirik eragin, erakundea 
bera da krisiaren biktima. Tipologia hauetan, enpresaren erantzukizuna 
oso txikia da. Ezbeharren klusterrean, enpresak nahi gabe eragin du krisia 
eta, beraz, krisiaren erantzukizuna moderatua da. Eta azkenik, krisi 
saihesgarrietan, xede-taldeek irmoki uste dute erakundeak apropos 
burutu duela okerkeria eta hartara, krisiaren erantzukizun maila altua 
izaten da.   

Duela ez asko, 2015ean, beste krisi tipologia berri bat identifikatu 
zuen: sare sozialetako krisiak. Coombsek kluster hau hiru zatitan banatzen 
du, hain zuzen, krisi-izadiari eta krisi-iturburuari erreparatuta. Krisi-
iturburuak bi dira: erakundeak egindako ekintza eta xede-taldeak 
eragindakoa. Krisi-izadiak, ordea, hiru dira:  

1. Sare sozialen erabilera okerra83 (enpresako ekintza) 
2. Bezeroen kexak84 (xede-taldearen ekintza) 
3. Erronkak85 (xede-taldearen ekintza) 

Ezinezkoa zaigunez krisi ikerlari nahiz profesionalek egindako ekarpen 
guztiak hemen jasotzea, hainbat ikerlarik (Frandsen eta Johansen, 2017; 
Alpaslan eta Mitroff, 2011) eginiko hausnarketarekin amaituko dugu: krisi 
bat nekez sailkatu ahal izango dugu krisi-familia edo kluster bakar baten 
baitan. Atal honetan ikusi dugun bezalaxe, hamaika krisi tipologia daude 
eta krisiek ñabardura asko izan ditzakete. Sailkatze-irizpideak ere 
askotarikoak dira eta hartara, gaitz egiten da enpresa bateko krisi planean 
krisi mota guztiak aurreikusita, bilduta eta kontrolatuta izatea. Halere, lan 
hori ahalbidetzen diguten ereduak ere ezagutuko ditugu hurrengo atalean. 

4.2.3.1 Krisi egoerak aurreikusteko ereduak  

Esan dugun bezala, ez dago erakunderik gai dena krisi mota eta haren 
aldaera posible guztiei aurre egiteko plana diseinatzen. Eta, beharbada, 
krisi mota bakoitzeko krisi plan bat izateak ere ez du zentzu handirik 
izango; ez termino ekonomikoetan ezta praktikoetan ere. Horregatik, 
                                                        
83 Krisi mota hauetan erakundeak eginiko ekintza batek pizten du krisia. Adibidez, sare sozialetan 
egindako kanpaina oker baten ondorioz, enpresak kontrako helburua lortzen duenean. Hau da, 
enpresaren helburua zerbaiten berri edo alde egitea bazen ere, xede-taldeek enpresari kanpaina 
okerra egin izana leporatzen diote.   
84 Krisi hauek xede-taldeek (bezeroek) eragindakoak izaten dira, zerbaitekin (produktu/zerbitzu) 
kontent ez daudelako. Bezeroaren arreta zerbitzuko aferak ere hemen sartuko litzateke.  
85 Erronken krisiak zailenak dira kudeatzen. Krisi mota hau gertatzen da xede-talde ezberdinek uste 
dutenean enpresak ez duela etikoki edo egoki jokatu; izan bere jokamoldeagatik edo politikengatik. 
Erronkak, askotan, giza edo kultura balioetan oinarritzen dira eta ez dute soluzio erraza izaten; 
esparru moraleko aferak izaten direlako.  



 

Shrivastava eta Mitroffek (1987) diote krisiak familia multzoetan mugatuz 
gero, hau da, krisi kopurua murriztuz gero, kudeaketa plana 
kontrolagarriagoa suertatzen dela eta hartara, enpresak krisi prestakuntza 
hobea izango duela.  

Horretarako, aipatu autoreek krisi-sorten eredua proposatzen dute 
(Crisis Portfolio Model). Eredu honek bi kategorien arabera bereizten ditu 
krisiak. Batetik, non kategoria dago: krisia enpresa barneko ala kanpoko 
eragileren batek piztu duen kausitiko du. Eta, bestetik, zein kategoria dago, 
zeinak krisi eragilearen kokapenari begiratuko dion: enpresaren sistema 
tekniko/ekonomikoan ala enpresaren giza/antolaketan sisteman piztu den 
krisia, hain zuzen.   

Bi dimentsioak (non/zein) konbinatuta lau laukidun eredua aterako 
litzateke. Shrivastava eta Mitroffen (1987) ereduak krisien ikuspegi 
sistematikoa islatzen duela diote, krisi tipologia bakoitza krisi-familiatan 
multzokatuz; krisi-jatorriaren eta krisi-kokapenaren identifikazioa errazten 
duelako. Modu metodikoan eta ordenatuan. 

 

Iturria: Mitroff, Pauchant eta Schrivastava, 1988 

Lehenengo laukiak enpresaren barne sisteman lehertutako porrot 
tekniko-ekonomikoak batuko lituzke. Bigarren laukiak enpresaren 
inguruan (kanpo sisteman) piztutako porrot tekniko-ekonomikoak biltzen 
ditu. Lauki honek, halaber, hondamendi naturalak ere kontenplatzen ditu. 
Hirugarrenak ordea, gizarte prozesu eta sistemetan lehertutako akatsak 

Failure to adapt/change 
Sabotage by insiders 
Organizational breakdown 
Communication breakdown 
On-site product tampering 
Illegal activities 
Occupational health diseases 

Major industrial accidents 
Products injuries 
Computer breakdown 
Defective, undisclosed information 

Widespread environmental destruction 
Natural disasters 
Hostile takeover 
Societal crises (civil or political) 
Large scale systems failure 
 

Symbolic protection 
Sabotage by outsiders 
Terrorism, executive kidnapping 
Off-site product tampering 
Counterfeiting  
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Figure 16. The standard version of the crisis portfolio model 
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islatzen ditu. Eta azkenik, laugarren laukiak, enpresaren inguru sozialean 
gertatutako porrotak irudikatzen ditu.  

Azken finean, eredu honen ideia nagusia da enpresak ez duela krisi 
konkretu baten aurka prestatu behar bere burua, baizik eta krisi-kluster 
bakoitzeko diseinatu behar duela eredua. Horregatik, erakunde, sektore 
eta industria bakoitzak modu ezberdinean diseinatuko du portfolioa, lauki 
bakoitzean krisi mota ezberdinak identifikatuz. Izan ere, langile nahiz 
arduradunen krisi-pertzepzioak eta kondizioak ezberdinak izaten dira. 
Honek esan nahi du erakunde bateko portfolioa osatzen dugunean, 
enpresaren historia, erakundearen gobernaketa, bere politikak, xede-
taldeak, produktu eta zerbitzuak, eta haren nazioarteko merkatuak 
ezagutu behar ditugula ezinbestez (Frandsen eta Johnsen, 2017:45).  

Mitroff, Pauchant eta Schrivastavaren (1988) portfolioa osatzeak ere 
baditu bere erronkak.  Alde batetik, kontuan izan behar da portfolioaren 
lauki bakoitzak krisi-eragileak soilik identifikatzen dituela, hau da, gelaxkek 
ez dituztela xedatzen krisi kausak edota haien ondorioak. Izan ere, 
Frandsen eta Johansenek dioten bezala, krisi-eragileak haien krisi-kausekin 
ordezkatuz gero erregresio infinitua lortuko genuke eta ez genuke inoiz 
amaituko porfolioa osatzen; beti dagoelako kausaren kausa, eta honen 
atzean kausaren kausaren kausa, etab. Aldiz, krisi-eragileak haien 
ondorioekin ordezkatuz gero, beti lortuko ditugu ondorio mota berdinak 
lau laukietan: hedabideen estaldura negatiboa eta enpresaren izen-kaltea. 
Bestalde, beste erronketako bat da krisi-eragile batzuk lauki bat baino 
gehiagotan kokatu daitezkeela. Lanuzteak, adibidez, bi laukitan kokatu 
dezakegu (barne eta kanpo sisteman), greba lokala edo orokorra izan 
daitekeelako, batik bat.  

Krisien izaera eta irakurketa anizkoiak kontuan hartuz, Frandsen eta 
Johansen (2017) ikerlariek Shrivastava eta Mitroffen portfolioaren ereduan 
oinarrituta krisi-sorten eredu handitua (the extended crisis portfolio 
model) proposatzen dute hiru osagai gehituz: krisi-intentsitatea, krisi-
dinamika, eta krisi-interpretazioa. Eredu honen helburua da krisi 
konplexutasunaren irakurketa egokiago bat egiten ahalbidetzea. 
Horretarako, abiapuntu bezala, krisi-arduradunek egoeraren irakurketa 
egokia egiteko erantzun behar luketen lau galderetan oinarritzen dira:  

1. Zein da krisiaren izaera edo edukia? 
2. Nolako handia da krisiaren intentsitatea? 
3. Nolako dinamikoa da krisia? 
4. Nola interpretatzen dute krisia xede-taldeek 

 
Lehenengo galderari Shrivastava eta Mitroffen (1987) ereduak 

erantzungo lioke. Gainontzeko hiruei, ordea, segidan lerratuko ditugun 
ezaugarriek erantzungo liokete (Frandsen eta Johansen, 2017:46-50).  

Krisi-intentsitatea:  



 

Hein batean, krisi guztiak kontsideratu daitezke tragedia 
korporatiboak, baina intentsitate mailak markatzen du diferentzia. 
Larritasun tipologiak arrisku-komunikazioaren baitan aztertu izan dira 
sakonago. Arrisku kudeatzaileek hondamendi naturaletan, urakanetan, 
lurrikaretan eta gisa honetako egoeretan jartzen dutelako fokua. Badaude, 
halaber, arrisku kudeaketaren baitan erabilgarriak diren eskalak, hau da, 
krisien intentsitate mailak bereizteko balio dutenak. Ezagunena da Istripu 
Nuklearren Nazioarteko Eskala (INES). Eskala honen helburua da istripu 
nuklearren aurrean segurtasunari buruzko informazio garrantzitsua ahalik 
eta azkarren zabaltzea xede-talde guztiei.  

Hainbat irizpide eta adierazle zehaztu dira agintari ezberdinek 
gertaera nuklearrei buruz helarazten duten informazioa koherentea izan 
dadin.  Eskalak zazpi maila ditu, 0 mailako gertaerek ez dutelako eraginik 
segurtasunean. Maila bakoitzaren larritasuna aurreko maila baino 10 aldiz 
handiagoa da. 1-3 mailetako gertakariek gorabehera izenez ezagutzen dira 
biztanleriarengan eta ingurugiroarengan ez dutelako eragin handirik. 
Hortik gorako mailek (4tik 7ra)	istripu izena hartzen dute. Adibidez, 
azkenengo mailaren larritasuna	1986ko	apirilaren 26an 
Txernobylgo	zentral nuklearrean gertatutako istripuaren parekoa da. 
Aipatu, INESen eskalak koloreak bereizten dituela larritasun mailak 
bereizteko: 

Figure 17. Istripu Nuklearren Nazioarteko Eskala 

 
 
 

Iturria: Energia Atomikoaren Nazioarteko Agentzia 

Badira eskala honi kritika egiten diotenak. INESek, berez, ez duelako 
kriterio zientifikorik ez eta objektiborik eskalak bereizteko, eta, magnitude 
atributua intentsitate atributuarekin nahasten duelako (Frandsen eta 
Johansen, 2017:47).  

Gorago aipatu dugun bezalaxe, badira krisiak intentsitatearen 
arabera (koloreka)  sailkatzen dituztenak. Berez, koloreen kodeketa, 
arrisku kudeaketan erabiltzen diren erreferentziak dira; larritasun mailak 
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erraz identifikatzeko balio dutelako. Cerverak (2004:341) esaterako, hiru 
larritasun maila bereizten ditu:  

• Nibel BERDEA edo intentsitate baxukoa (alerta 1): esparru lokalera 
mugatzen diren ezbehar edo gorabeherak izaten dira. Ez dutenak 
eraginik enpresaren segurtasun, kudeaketa eta ekonomian, baina 
kazetarien jakin-mina pizten dutenak. Adibidez: eztandak, suteak, 
kalte ordain gutxiko lan-istripuak, etab.  

• Nibel HORIA edo garrantzizko egoerak (alerta 2): esparru lokalera 
mugatzen diren ezbehar edo gorabeherak dira, baina 
segurtasunean, ingurumenean eta enpresaren kaudimen 
ekonomikoan nahiz kudeaketan eragin latza dutenak. Kazetarien, 
herritarren eta beste zenbait xede-taldeen interesa pizten dute. 
Adibidez: istripu larriak, elikagaien krisiak, etab.  

• Nibel GORRIA edo muturreko egoera (alerta 3): esparru lokala hautsi 
eta haratago doazen ezbehar edo gorabeherak dira. Kazetarien, 
bizilagunen, elkarteen, nazio zein nazioarteko agintarien interesa 
pizten dituzte. Enpresaren segurtasunean, ingurumenean, kaudimen 
ekonomikoan eta kudeaketan kalte gogorrak eragiten dituztenak. 
Adibidez: grebak eta estatu mailako gatazkak, suteak edo eztanda 
gogorrak (heriotza eta zauritu kopuru esanguratsua), produktuak 
merkatutik kentzea, sabotajeak, intoxikazio masiboa, etab. 

Krisi-dinamika: 

Arestian azaldu dugun moduan, zaila izaten da krisi bat familia edo 
kluster bakar baten baitan kokatzea. Askotan, krisiak izaeraz aldatu eta 
krisi anitzetan ere bilakatzen direlako. Alpaslan eta Mitroffek (2011) ere 
esana dute krisi bat azken finean multi-krisien sistema bat dela: 

“Every crisis is a system of multiple crises. Every crisis literally is in at 
least two or more families simultaneously. This happens because 
either the initial crisis consists of multiple crisis in two or more families 
to begin with, or because the initial crisis sets off a chain reaction of 
crises. Any particular type of crisis, or crises, is (are) capable of serving 
as the cause, the effect, or both of any crisis or crises”. (orri. 49) 

Turner-ek (1976) argudiatu zuen, halaber, erakundeek beren baitan 
krisiak inkubatzeko gaitasuna dutela, alegia, aurreikuspen faltsuek eta 
giza-akatsek enpresa kudeaketaren porrota ekarri dezaketela. Ikerlariek 
diote, Turner-en krisi inkubazioaren kontzeptuak garai hartako krisi-
kerlarien agenda erabat aldatu zuela (Pergel eta Psychogios, 2013). 
Inkubazioa, izatez, fase bat da. Turner-ek krisien aurreikuspenean 
bereizten dituen zazpi faseetako bigarren fasea litzateke (crisis incubation 
period). Etapa honetan, gertaerak oharkabean joaten dira metatzen 
enpresaren baitan, gorabehera horien arriskuek eta saihesteko moduek 
onartutako iritziekiko kontraesanak sortzen dituztelako.  Bestela esanda, 
nahiz eta enpresak pista nahikoak dituen krisia aurreikusteko, pista horiek 



 

ez dira behar bezala arakatzen, ez zaie behar besteko garrantzia ematen 
eta alboratu egiten dira; itsumen kolektiboa balitz.  

Gauzak horrela, krisi bat krisi-familia batetik bestera mugitu 
daitekeenez, eta, inkubatu ezezik krisi-izaeraz ere aldatu daitezkeenez (krisi 
bikoitza, multi-krisia, etab), krisien dinamikak ezagutzea ezinbestekoa da 
krisiaren azterketa on bat egiteko.   

Krisi-interpretazioa:  

Azkenengo galderak krisia nola interpretatzen den eta nork 
interpretatzen duen erantzutea du helburu. Bi galdera hauek erantzuteko, 
Frandsen eta Johansenek (2017:48) interpretazioarekin zerikusia duten 
krisi-kudeaketaren eta krisi-komunikazioaren bi irakurketa meta-teoriko 
azaltzen dute lehendabizi:  

1. Hurbilpen esentzialista: ikerlariek diote ikuspuntu esentzialistatik, 
hau da, bereizgarri eta ezaugarri objektiboetan oinarrituta beti 
dela posible krisia zer den definitzea eta identifikatzea (esentzia). 
Beraz, irakurketa honen arabera posible da bi galdera hauei 
erantzutea: zer da krisia? Eta gu, erakunde bezala, krisian al gaude? 
Hala, bi itaunei ematen diogun erantzunaren arabera, krisirako 
prestakuntza mekanismoak martxan jarriko ditugu ala ez.  
 

2. Hurbilpen konstruktibista: irakurketa esentzialistaren kontrara, 
ikerlari konstruktibistek diote ezinezkoa dela krisia zer den 
definitzea eta identifikatzea ezaugarri objektiboetan soilik 
oinarrituta. Krisiak batik bat, konstrukzio edo eraketa sozialak 
direlako eta xede-talde anitzen artean negoziatutako 
interpretazioak direlako. Galderak, beraz, ez luke krisia zer den 
itaun behar, baizik eta  zer interpretatzen den krisi bezala.  

 
Frandsen eta Johansenek (2017) diote xede-taldeen aniztasuna 

kontuan izanda, krisi interpretazioak ere askotarikoak izan daitezkeela. 
Gerta daiteke, adibidez, enpresa bateko arduradun gorenaren krisi-
interpretazioa eta langile batena guztiz ezberdinak izatea. Krisi-
interpretazio horien ñabardurak ere nabarmen aldatu daitezke erakunde 
batetik bestera edota xede-talde batetik bestera. Batzuetan, gainera, 
enpresetako arduradunek nekez onartzen dute krisi bat pairatzen ari 
direla, beraien pertzepzioa bestelakoa delako. Halere, Coombs-ek diosku 
nahikoa dela xede-talde batek krisia dagoela sinestea krisia existitzeko: “If 
stakeholders believe an organization is in crisis, a crisis does exist, and 
stakeholders will react to the organization as if it is in crisis (Coombs, 
2015:3).  

 
Horregatik guztiagatik, garrantzitsua da krisi baten bilakaeran 

ezagutzea nola aldatzen diren publiko ezberdinen (barnekoak eta 
kanpoak) hautemateak, alegia, ze faktorek eragiten duten haien 
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pertzepzioetan edo/eta nola ulertzen ari diren krisia. Galdera hau 
erantzuteak krisiak publiko ezberdinengan ze inpaktu izango duen jakiten 
lagunduko digu: nola pentsatu, jokatu eta komunikatuko duten aurreikusi 
baitezakegu (Frandsen eta Johansen, 2017:49).  

 
Ondorengo irudiak, hain zuzen, krisi-tipologiaz gain, berriki aipatu 

ditugun beste hiru faktore interdependenteak irudikatzen ditu 
(intentsitatea, dinamika eta interpretazioa). Irudiko geziek krisi egoeretako 
konplexutasuna eta aldagaien interrelazioak nolakoak diren itxuratu eta 
integratu asmo dute. 

 
 

Figure 18. The extended crisis portfolio model 

 
 

Iturria: Frandsen eta Johansen, 2017 

4.2.4 Krisiaren faseak 

Enpresa edo erakunde batek pairatu ditzakeen krisi tipologiak azaldu 
ondotik, horiek nola eboluzionatzen eta garatzen diren deskribatuko dugu 
orain. Alegia, zeintzuk diren, praktikan, krisiek igarotzen dituzten faseak. 
Ikergaiaren egoeran aurreratu dugun bezalaxe, hainbat ikerlarik (Fink, 
1986; Smith, 1990, Mitroff, 1994 eta Coombs, 2007) krisi-faseen bereizketa 
ezberdinak proposatu dituzte. Ikerlari batzuek diote krisiek 4 etapa izan ohi 
dituztela. Beste batzuk, ordea, 5 fase bereizten dituzte.  Azken urteetan, 
gauzak sinplifikatze aldera, gehien zabaldu den fase bereizketa Coombs-
ena (2007) izan da. Hiru fase bereizten ditu: krisi aurretiko, krisi garaiko eta 
krisi osteko faseak, hain zuzen. Halere, interesgarria da beste ikerlari 
batzuk egindako krisi-etapen bereizketak ezagutzea krisi-kudeaketaren 
nozioa eta prozesua ulertzeko.  



 

Gonzalez Herrerok (1998:51), adibidez, krisiaren faseak gizakion 
ezaugarri biologikoarekin parekatzen ditu: jaio, hazi, helduaroan sartu eta 
azkenerako, hil. Hala, krisiak zeharkatzen dituen etapak hauek lirateke: 
jaiotza, garapena, heldutasuna eta gainbehera. Autoreak dio, krisiaren fase 
ziklikoak zeintzuk diren jakiteak efektuak aurreikusten eta, beraz, hartu 
beharreko neurriak planifikatzen errazten digula. 

Figure 19. Krisiaren faseak 

 
Iturria: Gonzalez-Herrero, 1998. Egileak moldatua 

Irudiak lau fase bereizten baditu ere, ez du esan nahi, derrigorrean, 
krisiak ziklo guztiak igaro behar dituenik. Hau da, enpresaren arduraren, 
baliabideen eta kudeaketa estrategien arabera denbora-tarte luzeagoa 
edo motzagoa hartuko du krisiak (Enrique 2007:121). Hobeto esanda, 
batzuetan, krisiak ez du jaiotzerik izango eta, zenbaitetan, krisiaren 
gainbehera berehala etor daiteke. Azken horrek esan nahiko du 
erakundeak garaiz aktibatu duela akzio plana. Beraz, hein batean, krisiak 
igarotzen dituen faseak eta denbora-tartea enpresaren kudeaketaren 
mende egongo da. Beraz, krisi batek fase guztiak zeharkatu izanak esan 
nahiko du enpresak beharrezko neurriak ez dituela hartu edo ez dela gai 
izan krisia denboran mugatzen.  

Iraupenaren arabera, ordea, krisien bilakaera lau etapatan zertu 
daitekeela diote Wetphalen eta Piñuelek (1993:90): 

1. Aurretiazko fasea: krisia  “adierazle” batzuen bitartez sumatuko 
dugu: kontsumitzaileen atsekabea, manifestazioak, produkzio 
kateko alertak, etab.  

2. Fase zorrotza: krisiak lehertu egiten du, hedabideek horren berri 
ematen dute eta estaldura  mediatikoa maximora igotzen da.  

3. Fase kronikoa: krisiko aktore ezberdinek eta, bereziki, 
komunikabideek gertakariak elikatzen dituzte eta akzio-erreakzio 
katea eragiten du enpresan.  

4. Fase post traumatikoa: enpresak eta kaltetutako subjektu guztiek 
gertatukoaren inguruko ondorioak atera eta horri buruzko 
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erabakiak hartzen dituzte: enpresa barruko plantilla aldaketa izaten 
da, komunikazio estrategiak antolatu eta segurtasun neurriak 
sendotzen dira.  

Faseen xehetasunetan sartu gabe, jakin beharrekoa da fase 
bereizketek krisi kudeaketaren perspektiba ezagutzen laguntzen digutela. 
Hau da, faseen nozioa izateak kudeaketa prozesua modu integralean 
planifikatzen eta aktibatzen ahalbidetzen digu; zer, noiz eta nola aktibatu 
behar dugun aurreikusten laguntzen digu. 

 

4.3 Krisi-kudeaketa kontzeptuaren xehakapena 

RAEk kudeaketa hitza horrela definitzen du: “Acción y efecto de 
gestionar”. Harluxet hiztegiak, ordea, gehiago atontzen du kudeaketaren 
definizioa: “Zerbait lortzeko, egiteko bat burutzeko edo arazo bat ebazteko 
behar diren bideak jarraitu”. Bide horretan, Gonzalez Herrerok (1998:37) dio 
krisi kudeaketa terminoa nahierara erabiltzen eta definitzen dela. Haatik, 
Gonzalez Herrerok dio krisia kudeatzeko bide eraginkorren gainean ere ez 
dagoela adostasun finkorik: “batzuentzat krisi kudeaketa arazoen aurrean 
hartu eta aplikatu beharreko akzioa eta erabaki urgenteak dira. Beste 
batzuentzat, ordea, arazoa izan aurretik hartzen diren neurriak eta akzio 
planak lirateke” (Idem). 

Eraginkortasunari erreparatzen badiogu, gure irudikoz, bigarren 
planteamendua litzateke egokiena. Izan ere, bat-bateko erabaki urgenteak 
nekez izaten dira efikazak. Horrenbestez, krisi kudeaketa esan daiteke, 
batetik, enpresak pairatu dezakeen arrisku posibleak detektatzea dela eta, 
bestetik, krisia lehertzen den unerako aurretiaz planifikatzen diren neurri 
proaktiboak (Enrique, 2007:128). 

Bestalde, ikerketa enpirikoek erakutsi eta frogatu izan dute krisi bati 
aurre egiteko prest dauden erakundeak hobeto eta bizkorrago 
leheneratzen direla krisirako prest ez dauden horiek baino. Frandsen eta 
Johansenen (2017:53) ekarpenak abiapuntu hartuta, krisi kudeaketa hauxe 
litzateke: erakunde publiko naiz pribatuek krisi-aurreko fasean egiten 
duten krisi-prestakuntza prozesua, hau da, krisi prestakuntzaren 
kontzeptualizazioa, inplementazioa, mantenua eta aktibazioa. 

Eta zertarako balio du prozedura horrek? Bada, (1) balizko krisi baten 
zantzuak identifikatzeko, aztertzeko eta ebaluatzeko, (2) krisiaren 
lehertzea ekiditeko (3) Lehertuz gero, krisia kudeatzen jakiteko eta horren 
kudeaketa prestatzeko, (4) krisia bere amaierara eramateko eta 
erakundeari nahiz xede-talde guztiei ahalik eta kalte gutxien eragiteko eta 
(5) krisitik irakasbideak ateratzeko eta behar diren hobekuntza-aldaketak 
edota egokitzapenak erakundean aplikatzeko (Ibidem:53). Horrek esan 
nahi du krisi-taldeak (krisi kudeaketaz arduratzen den lan taldea) krisirik ez 
dagoenean ere lanean diharduela.  



 

Erakunde bateko krisi prestakuntzak, halaber, ondorengo bitartekoak 
izaten ditu: aktoreak (Erantzun azkarreko taldeko kideak edo barne nahiz 
kanpo bozeramailea), egitura (krisi-taldearen antolaketa edota barne-
salaketen kudeaketa), prozesuak (diziplina edo erreminta konkretu 
batzuen erabilerari lotutako ekintzak), eta dokumentuak (krisi-kudeaketa 
plana).  

Erakundearen tamaina, tipologia, sektorea eta industriaren arabera 
krisi-kudeaketa praktikak eta tradizioak ezberdinak izanen dira. Enpresa 
handiek, adibidez, txikiek baino baliabide gehiago izaten dituzte. Beste 
batzuei, aldiz, legeak behartzen die krisi-prestaketa izatea. Horiek, 
normalean, petrolio enpresak, industria kimikoak, hegazkigintzako 
enpresak, osasun zerbitzuak eta, oro har, segurtasunarekin, osasunarekin, 
babes zibilarekin eta inguramenarekin zerikusia duten enpresak dira 
erregulazio marko horretan sartzen direnak. Bestela esanda, legez 
behartzen zaienei krisi-prestaketa planetan jantzita eta trebatuta egotera.  

Krisi-kudeaketaren diziplina 1980an garatzen hasi bazen ere, ordutik 
eboluzio nabarmena izan du. Egindako ibilbide horretan guztian, bi 
ikusmolde aldaketa86 ezagutzen zaizkio. Lehenengo aldaketa izan zen 
ikuspegi mugatu, taktiko, erreaktibo eta gertakarian oinarrituta zegoen 
kudeaketa batetik, ikuspegi zabal, estrategiko, proaktibo eta prozesuan 
oinarritutako kudeaketa izatera igaro zenean. Bigarren aldaketa, ordea, 
duela gutxikoa da eta ikerlariek diote gure begien aurrean ematen ari dela: 
Frandsen eta Johansek (2017:55) aipatzen dute ikuspegi zabal sinple 
batetik, kudeaketaren ikuspuntu zabal eta konplexu batera igarotzen ari 
dela. Ondorengo taulek erakutsiko lukete kudeaketa-ikuspegi horien 
arteko ezberdintasunak: 

 
Table 9. Ikuspegi taktiko mugatua 

Krisia Gertakari isolatu 
Krisi kudeaketa Kudeaketa erreaktiboa 

Taktikan zentratua 
Prestakuntza operazionala 

Krisi Komunikazioa Jarraibideetan, informazioan eta krisi esku-hartzean  zentratua 
Gako aktoreak Larrialdiak koordinatzeko Erakunde Publikoak 

Herritarrak 
Lexikoa Komunitate erresilientzia, talka-kudeaketa, kalteen kontrola, ohiz kanpoko 

gertakariak, segurtasun publiko, zaurgarritasuna 

Iturria: Frandsen & Johansen, 2017:55 

 
Table 10. Ikuspegi estrategiko zabala 

Krisia Prozesu dinamikoa 
Krisi kudeaketa Kudeaketa proaktibo eta interaktiboa 

Estrategian zentratua 
Prestakuntza antolaketa 
Abagune kudeaketa 

Krisi Komunikazioa Jarraibideetan, informazioan, krisi esku-hartzean eta izen onan zentratua 

                                                        
86 Ikusmolde aldaketaz ari garenean, krisi-kudeaketan eta krisi-komunikazioan izan diren kontzeptu 
eta ikuspuntuen garapenaz ari gara. 
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Gako aktoreak Enpresa pribatuak 
Xede-taldeak 

Lexikoa Krisia, irudia, legitimitatea, berriz ekitea, izen ona eta kapital sinbolikoa 

Iturria: Frandsen & Johansen, 2017:56 

 
Table 11. Egungo joera berriak. krisi-kudeaketen ikuspuntu konplexuagoa 

Krisia Konplexutasuna 
Konstrukzio edo eraikuntza soziala 

Krisi kudeaketa Larrialdietako kudeaketa  
Kontingentzien hurbilketa 
Kudeaketa arretatsua 
Inprobisazioa 

Krisi Komunikazioa Ahots aniztasunean zentratua 
Gako aktoreak Erakunde interdependenteak 
Lexikoa Konplexutasuna, kontingentzia, larrialdia  

Iturria: Frandsen & Johansen, 2017:56 

 
Kudeaketa-ikuspegi bakoitzaren xehetasunetan sartu barik, 

lehenengo aldaketaren ezberdintasun nabarmenenak bakarrik 
deskribatuko ditugu. Ikuspegi mugatu, taktiko, erreaktibo eta gertakarian 
oinarrituta zegoen kudeaketak, hain zuzen, krisi garaiko fasean jartzen 
zuen fokua; krisia lehertu arte krisi-kudeaketa ez zelako martxan jartzen. 
Krisi komunikazioari dagokionez ere, kudeaketa-molde horrek ikuspuntu 
funtzionalista daukala esan daiteke, alegia, krisi-komunikazio operazioak 
krisiaren aurretik kokatu beharrean, krisia lehertzen deneko aginduak eta 
instrukzioak soilik jarraitzen ditu. Bigarren eboluzioak (ikuspegi zabal, 
estrategiko, proaktibo eta prozesuan oinarritutako kudeaketak,) ostera, ez 
du itxaroten krisia lehertu arte kudeaketa mekanismoak  martxan jartzeko. 
Kudeaketa eredu horrek krisialdian ez ezik, krisiaren-aurreko eta krisi-
osteko faseetako abaguneetan eta ikasbideetan jartzen du arreta. Azkenik, 
krisi komunikazioa, xede-taldeen eta erakundearen irudia eta izen ona 
babesteko eta konpontzeko mekanismo bezala ulertzen du. Zenbait 
ikerlarik ikuspegi horri abaguneen kudeaketa ere deitzen diote (Ulmer et 
al., 2007).  

4.3.1 Ikuspegi berriak krisi kudeaketan 

Frandsen eta Johansen ikerlariek diote krisi kudeaketa ulertzeko 
ikuspegi berrian bi forma bereiztu daitezkeela: (1) krisiak ulertzeko forma 
konplexu berria eta (2) krisi-kudeaketa ulertzeko forma berria.  

Jakin badakigu krisi-kudeaketaren ibilbide historikoak utzi dizkigun 
konplexutasun enpirikoek krisiei buruzko eredu kontzeptualak aldatu 
dituztela. Horrek esan nahi du eredu kontzeptualak ez direla estatikoak eta 
behin-betikoak, baizik eta mutatzen joan direla. Errealitateari ahalik eta 
hurbilpen handiena egiteko ahaleginean eman da mutazio hori, hau da, 
egoera eta prozesuak behar bezala identifikatzeko eta izendatzeko 
esfortzuan. Jakin badakigu ere krisiak progresioak direla: hasiera bat, 
korapilo bat eta bukaera bat dutela. Begien bistakoa dela dirudi, baina 



 

zenbateraino da hain agerikoa? Ba al dakigu noiz hasten den krisia? Lehen 
krisi-zantzuak identifikatzean ala krisiaren epizentro mediatikoan 
zaudenean? Erakundeak gertaera krisi bezala izendatzean ala erakunde 
kanpoko aktoreek krisitzat hartzean? Eta noiz amaitzen da? Txernobylgo 
krisia itxitzat jo daiteke? (Frandsen eta Johansen, 2017:60).  

Hausnarketa horiek guztiek eramaten gaituzte krisi formak ustez 
baino konplexuagoak direla ulertzera, hau da, krisiak sistema konplexuak 
direla antzematera. Alpaslan eta Mitroffek (2011) diote krisi guztiak direla 
krisi anitzez osatutako sistemak. Halaber, Frandsen eta Johansenek (2017) 
diote, gaur egun, enpresa eta erakundeetako krisiak eraikuntza sozialak 
direla, alegia, krisiek gertaera edo fenomeno objektiboak izateari utzi 
diotela. Tierney-ek (2014) horrela definitzen ditu eraikuntza sozialak: 

“The key insights of social constructionism is that both perceptions and 
social activity are based not on our direct apprehension of “objective 
reality” but rather on system of meaning that are provided by culture, 
developed though social interaction, and produced through claims-
making activities that advance particular views of the world. The 
“reality” of social life thus consists of myriad social construction that 
are taken for granted by members of particular cultures and 
subcultures” (26.orr.) 

Arestian aipatu dugun moduan, kudeaketaren ikuspuntu zabal eta 
konplexuak ere eragiten dio krisi kudeaketa ulertzeko forma berriari. 
Gogoratzen badugu, eredu zaharragoek zioten krisirako prestakuntza 
plana zituzten enpresek hobeto leheneratzen zirela krisi planik ez zituzten 
enpresak baino. Krisi-kudeaketa joera berrietan, ordea, zera jasotzen da: 
krisi prestakuntza planak lantzen eta garatzen dituzten enpresak krisiari 
aurre egiteko egoera hobean egon baudela, baina, gaur egun, guztia 
kontrolpean eta planifikatuta izatea ezinezkoa dela: “not everyhing can be 
planned” (Frandsen eta Johansen, 2017:61). 

Bide horretan, ikerlariek krisi-kudeaketa ereduen hurbilpen 
ezberdinak gomendatzen dituzte. Batzuk larrialdietan oinarritutako 
ikuspegiak hobesten dituzte, beste batzuek kontingentzien ildotik jotzen 
dute eta beste batzuk, ordea, konplexutasun teoriatan jartzen dute arreta. 
Frandsen eta Johansenek (2017:62) diote ez dagoela sistema perfekturik, 
baizik eta logika ezberdinak jarraitzen dituzten ereduak. Garrantzitsuena 
dela enpresa barnean krisi-kultura indartsu bat hauspotzea: “a formal crisis 
preparedness will never be better than the organization (the crisis culture) 
in which this preparedness is embedded” (Ibidem:62).  

Krisi-kudeaketa joera berrien ardatzean ere eztabaida ezberdinak 
azalarazi dira. Horietako bat erresilientzia eta aurrea hartzeren artekoa da. 
Arron Wildavsky-ek (1988) horrela bereizten ditu bi kontzeptuak: 

“Anticipation is a mode of control by a central mind; efforts are made 
to predict and prevent potential dangers before damage is done (…) 
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Resilience is the capacity to cope with unanticipated dangers after 
they have become manifest, learning to bounce back” (77.orr.) 

Definizio horiei jarraiki, aurrea hartzea estrategia moduan hartuz gero, 
prebentzio eta prestakuntza neurrietan trebatzea ezinbestekoa da; 
helburua beti ezusteko oro ezabatzea izanik. Aldiz, erresilientzia 
estrategiatzat hartuz gero, behartuta zaude krisi-kudeaketa eredu 
ezberdinak ezagutzea, hau da, bat-bateko krisiak gainditzeko gaitasunak 
eta estrukturak garatu behar dituzu. Erresilientziarako bide bat, hain zuzen, 
inprobisazioa da.  

Ezinezkoa denez guztiari aurre hartzea edo antizipatzea, erakunde 
batzuek inprobisazioa erabiltzen dute. Hain zuzen, Christophe Roux-Dufort 
ikerlariak erakundeek nola inprobisatzen duten arakatzen ibili da. Roux-
Dufort-ek (2003) dio inprobisazioa estrategia moduan erabili aurretik 
zenbait baldintza eman behar direla: 

1. Kontestuari lotutako baldintza (adibidez: urgentzia eta 
sorpresa) 

2. Enpresa eta portaerari lotutako baldintza (adibidez: sistemen 
rolean flexibilitatea izatea eta jendearen arteko interakzioa) 

Enpresetan oinarritutako hainbat kasu azterketa burutu ondotik, 
Roux-Dufort eta Vidaillet-ek (2003) ondorioztatu zuten inprobisazio purua 
ez dela existitzen erakunde-krisietan. Inprobisazioa beti egoten dela 
enkoadratua, hau da, enpresaren kondizio eta kontestuaren mende 
dagoen estrategia dela. Ikerlari horiek diote, halaber, ustekabearen eta 
sorpresaren maila oso altua denean, inprobisatzeko ahalmena galtzen 
dela.  Beraz, aldeko eta kontrako egoerak topatu daitezke inprobisatzeko. 
Bestalde, komunikazioa krisi kudeaketaren gakoetako bat dela ere 
ondorioztatu zuten, alegia, pertsona nahiz profesionalen arteko 
interakziorik gabe inor ez dela gai izango inprobisatzeko.  

4.3.2 Krisi-kudeaketa faseen ikuspuntutik 

Aipatu dugu jadanik krisiek faseak izaten dituztela. Gaur-gaurkoz, 
Coombs (1999) ikertzaileak eginiko fase-sailkapena da ezagunena eta 
erabiliena krisi-ikerketetan. Gogoratzen badugu, sailkapen horrek hiru fase 
bereziten ditu: krisi aurretiko fasea, krisi garaiko fasea eta krisi osteko 
fasea. Etapen ikuspegi horrek, hain zuzen, agertoki bakoitzean hartu behar 
ditugun neurri bereziak zeintzuk diren jakiten laguntzen digu. Frandsen eta 
Johansen (2017) ikerlariek, prezeski, fase horietako bakoitzean planifikatu 
behar diren jardunbideak eta osagaiak laburbiltzen dituzte haien liburuan. 
Fase guztietan mamitsuena krisi-aurreko etapa litzateke. Bertan metatzen 
baitira planifikazioaren ekintza eta erreminta gehientsuenak. Segidan 
datozen hiru ataletan (4.3.2.1, 4.3.2.2 eta 4.3.2.3) etapa bakoitzeko 
jakingaien eta erreminten ikuspegi xehetua eskainiko dugu. 



 

4.3.2.1 Krisi-aurreko planifikazioa 
 

Table 12. Krisi-aurreko fasea 

Iturria: Frandsen & Johansen, 2017:71 
 

Krisi-aurreko fasearen muina da krisiak ekiditea. Hartara, krisi-
kudeaketaren ikuspegi proaktiboa duten enpresek ez dute krisia lehertu 
arte itxarongo hura kudeatzen hasteko, baizik eta krisi-zantzuak 
detektatzen trebatzen dira; erakundearen ingurumenari adi begiratuz eta 
krisi-seinaleak detektatuz. Hain zuzen, krisi aurreko fase horretan, 
seinaleak non, zer, nola, eta noiz detektatu daitezkeen planifikatzen dute. 
Finean, erakundearen inguruneari azterketa egitea eta zerbait ondo ez 
doala identifikatzea da planifikazio horren egiteko nagusia (Mitroff, 2004). 

Krisi-zantzuen antzematea era ezberdinetan egin daiteke. Frandsen 
eta Johansenek (2017:72) bi aipatzen dituzte: (1) informazio bilketa eta 
azterketa sistemak erabilita (larrialdi kudeaketan erabiltzen diren 
metodoak, besteak beste) eta (2) komunikabideen monitorizazioa. Krisi-
hautemateak identifikatzeko bi ikuspegi horiez gain, beste hauek ere 
xedatzen dituzte: arrisku kudeaketa, arazo kudeaketa eta xede-taldeen 
kudeaketak eskaintzen dituzten metodoak. Gaingiroki bada ere, horietako 
bakoitzak eskaintzen dizkiguten baliabideak deskribatuko ditugu:  

1. Arriskuen kudeaketa: tresna hau enpresa publiko nahiz 
pribatuetan erabili ohi den krisi-prebentziorako erreminta da. 
Honen helburua da erakundeak burutzen dituen jarduera 
garrantzitsuen inbentarioa egitea, horien xehetasunak jasotzea 
eta azkenik, arrisku ebaluazioa egitea, hau da, aktibitate horiekin 
erlazionatutako arriskuak identifikatzea, horien arrisku-maila 
ebaluatzea eta erabakitzea haiekin zer egingo den. Arrisku 
kudeaketaren ikuspuntutik, krisia, azaleratutako arriskua litzateke 
(Heath, 2006:245).  
 

2. Arazoen kudeaketa: arriskuak objektiboak kontsideratzen diren 
aldetik, arazoak subjektibotzat edo giza-aktore jakin batzuei lotzen 

                                                        
87 Ingelesezko Whistleblower arrangement-etik dator. Enpresa barneko praktika ezegokiak 
salatzeko balio duen prozesu anonimo eta babestua da, barne berriemaileek erabili ohi dutena.  

Fokua Krisien leherketa ekiditea 
Lehertu den krisia kudeatzeko erakundea prestatu 

Erronka Krisi leherketa posible baten zantzuak identifikatu 
Une egokian, erakundearen krisi prestakuntza aktibatu 

Diziplinak Arrisku edo peril-komunikazioa, arazo-kudeaketa eta xede-taldeen 
kudeaketa,  

Lanabesak Seinaleen hautematea; komunikabideen eta sare sozialen 
monitorizazioa barne, saihestutako istripuen berri ematea, seinaleen 
hautemate goiztiarra, erakunde barruan salatutako irregulartasunen 
kudeaketa87, krisi-kudeaketa taldea, krisi-kudeaketa plana, hedabideen 
trebakuntza, simulazioak, 
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zaie. Haatik, krisi prebentzioaren hurbilketa horrek fokua enpresa 
kanpoan  kokatzen du, hau da, erakundearen kanpo afera batek 
(afera politiko, ekonomiko, juridiko eta ingurumen sozialekoa) 
eragindako arazoak detektatzen ditu. Arazoen kudeaketak 
legitimitatea bilatzen du, alegia, bere jarduerak egikaritzeko 
onarpen soziala. Beraz, horiei loturiko gora-beherak konpontzeko 
planifikazioa egiten du.  

 
3. Xede-taldeen kudeaketa: hainbat ikerlarik diote (Luoma-aho eta 

Vos 2010) arazoek ez dutela zirkulatzen beraien kabuz, hau da, 
arazoei indibiduo talde ezberdinek ematen dietela izena eta izana: 
aldeko eta kontrako interpretazioak eginen dituztela. Beraz, xede-
taldeak dira, hein batean, arazoen berri ematen dutenak, arazoei 
aurpegia jartzen dizkiotenak eta arazoak toki batetik bestera 
garraia dezaketenak. Haatik, krisiek erakunde bateko kanpo zein 
barne aktoreei eragin diezaieke. Xede-talde horiek, halaber, 
erakundearen errendimenduan eta jardueretan eragiteko 
ahalmena daukate.  

 
Xede-taldeen kudeaketa praktikatzeko metodoak (Hub and Spoke 
ereduan oinarrituta) proposatzen du xede-taldeen (artekariak) 
mapa bat irudikatzea enpresa erdigunean kokaturik (Frandsen eta 
Johansen, 2017:75). Hurbilketa horren xedea da ondorengo 
galderei erantzuna ematean saiatzea: ze aktore  aurkitzen ditugu 
grafiko horretan? Zein da haiek hartutako rola? Eta zein egoeratan 
hartu dute rol hori? Zeintzuk dira xede-taldeen arteko 
harremanak? Haien arteko aliantzek edo konfliktoek krisirik eragin 
dezakete? Zeintzuk dira erakundearen xede-taldeak? Zein da 
haien jarrera? Eta Nola eragingo die erakundeari? Hala, galdera 
horiei guztiei erantzuna emateko saiakerak, xede-taldeen eta 
haien jarreren mapa osatuago bat izaten laguntzen dio 
erakundeari.   

Krisi aurreko planifikazioan, badira oraindik xedatu ez ditugun krisi 
prestakuntzarako ezinbesteko bi erreminta: (1) krisi-kudeaketa taldea eta 
(2) krisi-kudeaketa plana. Biak dira, hain zuzen, krisi-prestaketaren 
pertsonifikaziorik garrantzitsuenak, eta, nahiz eta ez diren aktibatzen krisia 
edo krisi-simulazioa gertatu arte, biak ala biak krisi-aurreko faseko 
prestaketa-jardueren parte dira.  

Krisi-literaturan ikusi ahal izan dugunez, ez dago krisi-kudeaketa 
taldea eta krisi-kudeaketa planaren eredu eraginkor estandarrik. Besteak 
beste,  gutxi ikertutako alorrak direlako. Bi erreminta horien ezaugarriak 
aztertzeko, Frandsen eta Johansenek (2017:77) egoerei aplikatutako 
galderak planteatzea proposatzen dute. Hala, hauek lirateke krisi-
kudeaketa taldea (KKT) eta krisi-kudeaketan plana (KKP) diseinatzen 
hasteko heldulekuetako batzuk (orri.76-77): 



 

- Zerk bultzatu dio enpresari KKT eta KKP berriak 
inplementatzera? 

- Erakundea pribatua al da? Pribatua bada, ba al du 
presentziarik atzerriko merkatuetan? 

- Erakundea publikoa al da? Publikoa bada, ba al du dimentsio 
politikorik? 

- Zenbat kide izango ditu KKTak? Zeintzuk izango dira haien 
zereginak? Denboran iraunkorra izango da KKTa ala aldatu 
egingo da krisitik krisira? Erakundeko ze funtzio egongo dira 
KKTn ordezkatuta?  

- Zenbateko luzera izango du KKPk? Azpi-planetan banatua 
egongo da? Nork du KKTren eta KKPren ardura? 

- Nola inplementatuko dira KKTa eta KKPa? 

4.3.2.1.1 Krisi-kudeaketa taldea 

Krisi-kudeaketa taldea, erakunde-buruek hautatzen dituzten 
pertsonez osaturik egoten da. Kide horiek, halaber, krisi-kudeaketaren 
jarduera eta funtzio guztiez arduratu behar dira. Normalean, erabaki 
garrantzitsuak hartzen dituzte hala nola, KKPa noiz aktibatu eta nola 
koordinatu krisiari erantzuteko ekintzak. Krisi taldeko kideen egitekoa ere 
bada krisi-osteko ikasbideak ebaluatzea, krisi-plana eguneratzea eta 
aldaketa  horiek KKPn txertatzea. (Frandsen eta Johansen, 2017:77). 

Krisi-kudeaketa taldearen tamaina, estruktura eta jarduera eredua 
(modus operandi), ordea, asko aldatzen da erakunde batetik bestera. 
Batzuetan, bost kidek baino ez dute osatzen, besteetan, aldiz, bost baino 
gehiagok. Kasu batzuetan, krisi-taldeak iraunkorrak izaten dira eta beste 
batzuetan aldakorrak edo malguagoak. Ohikoena izaten da krisi-
kudeaketa talde bat aurrez finkatzea eta krisi garaian bakarrik biltzea. 
Gainera, krisi egoera batzuek eska dezakete alor ezberdinetako aditu 
berriak (gaitasun eta  jakintza mailaren arabera) krisi lan-taldean sartzea 
ere. (Jackesek, 2014). 

Kasu gehienetan, krisi-taldea osatzen duten pertsonak erdi-mailako 
arduradunak izaten dira: komunikazio-burua, segurtasun-arduraduna, 
produkzio-arduraduna, finantza-burua, marketing-zuzendaria edota giza 
baliabideetako burua. Horien artean ohikoa da, halaber, enpresako 
zuzendaria, lege-aholkularia eta komunikazio-kudeaketarako 
kontratatuko kanpo aholkularia egotea (Pauchant eta Mitroff, 1992). Hori 
bai, Frandsen eta Johansenek (2017) azpimarratzen dute enpresa-buruek 
ez dutela inoiz krisi-taldea ordezkatu behar: “the CMT must never be the 
executive team under another label (orri.77). Krisi-taldeko arduren artean 
hauek egongo lirateke: 

1. Krisi-kudeaketa planaren kontzeptualizazioa eta inplementazioa. 
2. Krisi-egoeretan KKParen aktibazioa eta egikaritza 
3. Krisi edo simulazioen ostean KKParen ebaluazioa eta 

eguneraketa egitea 
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4. KKP kontenplatu ez dituen arazoez arduratzea (aholkularitza) 

Krisi-taldeko dinamikan sor daitezkeen arazoez ere hitz egiten digu 
Irving Janis psikologoak (1972). Arazo-iturri horien berri emateko 
muturreko bi egoera jartzen ditu adibidetzat. Lehenengo egoera ematen 
da krisi-taldeko kide guztiek adostasun “gehiegi” erakusten dutenean. Hau 
da, taldekideak krisi-egoera horretan gertatuko denarekiko ezin adosago 
daudenean. Bigarren egoera, aldiz, krisi-taldeko kideak bat ez datozenean 
ematen da, alegia, barne gatazkak sortzen direnean.  

Hainbat ikerketaren ostean, Janisek (1972) ondorioztatu zuen krisi-
taldeko kideen artean adostasun larregi dagoenean “groupthink” izenez 
ezagutzen den fenomeno psikologikoa gertatzen dela. Talde-pentsaeraren 
sindrome hau kohesio handiko taldeetan ematen da, hau da, 
kontsentsurako desio irmoa duten taldekideen artean. Norbanako horien 
joera izaten da iritzi-aurkariak erreprimitzea eta konfliktoak ekiditea. 
Taldearen harmonia mantentzeko nahiak eta adostasunera jotzeko desio 
gihartsuak, zenbaitetan, erabaki irrazionalak eta disfuntzionalak hartzera 
behartzen die.  Hainbat ikerketek erakutsi dute groupthink sindromea 
pairatzen duten pertsona-taldeek ez dutela ikuspuntu alternatiboen 
ebaluazio kritikoa egiten, eta etengabe tematzen direla desadostasunezko 
ikuspegiak ezabatzen edota kanpoko eztabaidetatik isolatzen, sormen 
indibiduala eta pentsamendu independentea galduz. Sunstein eta Hastiek 
(2014), hain zuzen, fenomeno psikologiko horren atzean dauden bi faktore-
eragileren konbinazioa nabarmentzen dute: 

- Informazio-presioa: talde-gehiengoaren aurka jotzearen presioari 
deitzen diote. Baieztapen kolektiboaren alboan kokatzeko nahia: 
“gehiengoak ikuspuntu hori defendatzen badu litekeena da ni oker 
egotea”.  

- Presio-soziala: taldetik at ez gelditzeko presioa litzateke: “taldearen 
onarpena nahi dut, talde-espiritua bultzatuko dut eta ez 
konfliktoa”. 

4.3.2.1.2 Krisi-kudeaketa plana 

Krisi-kudeaketa plana dokumentu bat da, zeinetan enpresa edo 
erakundearen piezak xedatzen diren. Pieza edo atal horiek ezberdinak 
izango dira erakunde mota, historia eta kulturaren arabera. Dokumentu 
horrek hainbat funtzio garrantzitsu ditu. Horietako bat da ulertzea 
dokumentu hori komunikazio prozesu baten parte dela, alegia: igorleak, 
hartzaileak, denbora zehatza eta tokia kontenplatu behar dituela. 
Komunikazio prozesu hori, hain zuzen, martxan jartzen da benetako krisi 
egoeretan, krisi-entseguetan eta krisi-simulazioetan. Frandsen eta 
Johansenek (2017:78) eta Lammersek (2011) zenbait gomendio ematen 
dute krisi-kudeaketa planaren forma eta funtzioari begira: 

- Dokumentuak azala eta aurkezpen orria izan behar ditu. Krisi-
planaren xedea egokiro jaso behar du. 



 

- Erabiliko den hiztegia eta lexikoa ulerterraza izango behar da. 
- Krisi-kudeaketa plana ez da “dokumentu arrunt bat gehiago”, 

erakundearen logikak barnebiltzen dituen mezu instituzionala izan 
behar da, hau da,  logika instituzionalarekiko koherentea. 
Dokumentu horren ezaugarriak dira erresistentzia, aberastasuna, 
eginkizuna eta intentzionalitatea.  

- Krisi-planaz zera ulertu behar da: krisi-kudeaketa taldeko kideek 
jarraitu behar dituzten instrukzioak jasotzen dituen dokumentua, 
alegia, krisi egoera ezberdinen aurrean, kide horiek nola jokatu, 
pentsatu eta komunikatu behar duten azaltzen duen dokumentua 
dela.  

Table 13. Krisi-kudeaketa planeko piezak 

KKParen piezak edo atalak Barnebildutakoak 

Aurkezpena Krisi-komunikazio azpi planen zehaztapenak 
Noiz aktibatu zen azkenengo 
aldiz 

Azkenengo krisi-egoeraren edo krisi-
simulazioren data eta tokia 

Krisi-komunikazio taldea (KKT) Aktibazioaren prozesua 
Kideen zerrenda 
Tokia (gela) 
Kontaktuen orria 
Rolak eta erantzukizunak 

Krisi-aurreko faseko informazio-
ekarpenak 

Krisi-portfolioa 
Arriskuen identifikazioa eta ebaluazioa 
Arazoen identifikazioa eta analisia 
Xede-taldeen mapa 

Krisi-komunikazio plana (KKP)  Erakundearen komunikazio-estrategia eta 
politikarekin integratuta 
Agindutako mezuak (adibidez, prentsaurrekoak) 
Krisiaren ilunpeak 
Galde-erantzunak 
Barne eta kanpo bozeramaileak 
Offline eta online bozeramaileak 

Krisi faserako agertokiak Erakundearen balio-txostenarekin eta GEKaren 
politikarekin integratuta 

Salerosketaren 
jarraikortasunaren kudeaketa, 
“Business Continuity 
Management” 

SJK plana 

Krisi-ondoko faseko informazio-
ekarpenak 

Egunerokoa edo erresgistroen koadernoa 
Ikasbideak 
KKParen eguneratzea 

Iturria: Frandsen & Johansen, 2017:79 

 
Kudeaketa-planen eraginkortasuna defendatzen dituzten ikerlariez 

gain, badira iritzi kontrajarriak dituztenak ere. Adibidez, Mintzberg (1994), 
Clarke (1999) edota Weick eta Sutcliffe-ek (2007) hainbat argudio 
azaleratzen dute krisi-kudeaketa planen gabeziei buruz. Ikerlari horiek uste 
dute planek espero zenuenaren kontrakoa egitera eraman zaitzakela eta, 
zenbaitetan, bide-orri izan ordez, gauzak gehiago okertzen dituztela: 
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“Plans create expectations that influence what people see, their 
perceptions, and reduce the number of things people notice. Plans are 
based on expectations, and expectation can be so strong that they 
influence what we see”. (…) Plans preclude improvisation. The 
sequences of actions described in the plans and designed to manage a 
future crisis restrict attention to what is expected and limit our view of 
our capabilities to what we have now” (Weick eta Sutcliffe, 2007:79) 

Bestalde, Mintzeberg-ek (1994) dio planak normalean egoera 
egonkorretan planeatzen direla eta aurreikus daitezkeen egoerak soilik 
antzematen dituztela, kapoan utziz imajinatu ez diren ustekabeko hamaika 
egoera. Clarke (1999) ikerlariak krisi-planak “fantasiazko dokumentuak” 
baino ez direla dio. Bere iritziz, itxurakeria baino ez litzateke, hau da, 
enpresek eta adituek haien prestakuntza-maila edota krisi-egoera bat 
kontrolpean izateko dituen baliabideak erakusteko baino ez dela. Bestela 
esanda, herritarrak konbentzitzeko dokumentu retorikoak lirateke. Krisi-
planen alternatiba gisa, Weick eta Sutcliffe-ek (2007) proposatzen dute 
sinesgarritasun handia duten erakundeetatik ikastea: 

“We should learn from “High Reliability Organizations” which have 
understood that reliable outcomes require the capabilities to sense the 
unsuspected in a stable manner and yet deal with the unexpected in a 
variable manner” (orri. 67) 

4.3.2.2 Krisi-garaiko planifikazioa 
 

Table 14. Krisi garaiko fasea 

Iturria: Frandsen & Johansen, 2017:81 
 

Krisi-garaia ekaitzak jotzen duen unea da, hau da, erakundea jakitun 
denean krisi-egoeran dagoela. Une horietan iskanbila asko egoten denez, 
erronka nagusiena da enpresako koordinazioa bermatzea eta kalte-galerei 
eustea. Oso garrantzitsua izaten da krisi-prestaketa garaiz aktibatzea; izan 
ere, krisi-bikoitzak eragiteko probabilitate handia egon ohi da. Bi alderdi 
dira fase honetan nabarmentzekoak: krisi-erabakiak hartzea eta krisi-
komunikazio plana. 

4.3.2.2.1 Krisi egoeretan erabakiak hartzea 

Esan ohi da pertsonek hartzen dituzten erabakiek markatzen dutela 
krisi egoerak noiz hasi eta noiz bukatzen diren. Une batean, esate baterako, 
norbaitek erabaki dezake “krisia lehertu dela” edo/eta “krisia amaitu dela”, 

Fokua Krisi-prestakuntza sistemak koordinatzea 
Krisiaren ondorio negatiboak leuntzea 

Erronka Krisia kudeatzeko, krisi-prestaketa ahalik eta egokien aktibatzea,  
une eta denbora aproposean 

Diziplinak Krisi-komunikazioa, krisi-erabakiak hartzea, enpresa-izenaren 
kudeaketa eta salerosketaren jarraikortasunaren kudeaketa 

Lanabesak Krisi-komunikazio plana, krisiaren ilunpeak, enpresa-komunikatuak, 
telefono gorria, erregistroen koadernoa, bozeramaileak 



 

baina noiz hasi eta noiz bukatzen dira benetan krisiak? Hobeto esanda, 
nola hartzen dira erabaki horiek?  

Krisiak, krisi-kudeaketa taldeak erabaki oso garrantzitsuak hartzen 
dituen unea izaten da. Helburua da krisiari ahalik eta azkarren eta modu 
eraginkorrenean erantzutea. Bestalde, aipatu behar da une horietan oso 
zaila izaten dela erabakiak hartzea. Ezohiko egoera izaten denez, 
informazio falta handia egoten da eta krisi-taldeko kideek zailtasunak 
izaten dituzte akordioetara eta adostasunetara iristeko. Gainera, estresa 
eta denbora gutxi izan ohi dute krisi-aferak eta krisi-irtenbideak 
eztabaidatzeko. Askotan, erlojuaren kontrara ibiltzen dira akordio bila 
(Frandsen eta Johansen, 2017:81).  

Erabakiak hartzeko prozesuak aztertu dituzten teoria gehientsuenak 
hurbilpen analitiko-arrazionaletan oinarritzen dira. Teoria horien arabera, 
erabakiak hartzea jarduera kognitiboa da; gizakiak arazoa konpontzeko 
soluzio alternatiboak bilatzen saiatzen da eta, azkenerako, konponbide 
egokiena dirudien irtenbidea hautatzeko erabakia hartzen du. Hurbilpen 
teoriko horren interesetako bat, hain zuzen, estresa eta emozioak bezalako 
faktore irrazionalek erabakietan nola eragiten duten ikertzea da (Idem). 
1980ko hamarkadatik, ordea, ikertzaileek fokua teoria naturalistetan jarri 
zuten, alegia, eredu formalak alboratu eta landa-azteketatik eratorritako 
datuak baliatu zituzten erabakiak hartzeko prozesuetan egoten diren 
estrategiak zein motakoak diren deskubritzeko. Agertoki errealean edo 
naturalean krisi-taldeko kideek erabakiak nola hartzen dituzten ikertzen 
duen ereduari RPD (recognition primed decicion model) deitzen zaio. Eredu 
horren helburua da jendeak egoera konplexuetan erabakiak modu 
eraginkorrean eta azkarrean nola hartzen dituzten arakatzea (Lipshitz, 
2001). 

4.3.2.2.2 Krisi-komunikazio plana 

Krisi-kudeaketa planaren antzera, krisi-komunikazioa plana ere 
osagai edo pieza ezberdinez osatzen da. Pieza horiek elkarri lotuta egoten 
dira, eta komunikaziozko bost galdera tradizional hauei erantzutea asmo 
dute: (1) zein da komunikazio estrategia orokorra? (2) nor da igorlea? (3) 
nor da hartzailea? (4) zein da gako-mezua? (5) zein komunikazio-kanal 
erabiliko dira? Galdera horien erantzunak modu honetara planteatu 
daitezke: 

• Krisi-komunikazio estrategia (krisi-kudeaketa planarekin 
integratuta) 

o Adibidez, gain-komunikatzea.  
 

• Bozeramaileak 
o Barne/kanpo 
o Online/offline 
o Iturriaren sinesgarritasuna 
o Bozemaileen hierarkia 
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• Xede-taldeen zerrenda 

o Lehen mailako eta bigarren mailako xede-taldeak 
o Barne eta kanpo xede-taldeak 
o Bitartekariak (sindikatuak, etab.) 

 
• Agindutako mezuak 

o Prentsa-adierazpenak 
o Blogak 
o Gertakarien zerrenda-orria 
o Galdera-erantzunak 

 
• Hedabideen zerrenda 

o Komunikabide talde nagusiak 
o Internet eta sare sozialak 

Frandsen eta Johansenen (2017:82) arabera, erakunde batentzat 
ezinbestekoa da krisi-komunikazio plana idatzita izatea eta krisia heltzen 
denean hura aktibatzen jakitea. Plan horren helburua komunikazioaren eta 
informazioaren transmisioa eta distribuzioa izango da. Aipatutako 
ikerlarien arabera gakoa da ulertzea ez dagoela krisi-kudeaketa planik 
krisi-komunikazio planik gabe, eta ez dagoela krisi-komunikazio planik 
krisi-kudeaketa planik gabe. Biak dira ezinbestekoak krisi-egoerak 
kudeatzeko. Izan ere, krisi-taldeko kideen arteko komunikazioa hasi-
hasieratik aktibatzen da; gainera, erabakiak hartzeko informazioa behar 
izaten dute, haien artean eztabaidatzeko, komunikatzeko eta estrategiak 
martxan jartzeko. Erabakiak hartzea ere komunikazio ekintza bat da 
(Idem). 

 
Bide horretan, Fernandez-Souto (2007:188) ikerlariak krisien inpaktua 

neurtzeko indizea proposatu zuen. Ingelesez, CIV adierazlea edo Crisis 
Impact Value. Hain zuzen, Galdera hauei erantzutean, aurrez aurre dugun 
krisiaren neurria jakingo dugu (Fita, 1999:149): 
 

- Krisiaren intentsitateak gora egin dezake? 
- Krisiak komunikabideen eta administrazio publikoen arreta piztu 

dezake? 
- Krisiak erakundearen ohiko martxa oztopatu dezake? 
- Krisiak kaltetu dezake erakundeak duen irudi ona? 
- Krisiak uki ditzake erakundearen oinarriak? 

 
Erantzunak 0tik 10era puntuatzen dira, 0 izanik baliorik positiboena 

eta 10 negatiboena. Eskala horrek krisiaren neurria ematen du. Era 
horretan errazago da aurre egiteko mekanismoak erabakitzea. Indizeak 
krisiak alderatzeko ere balio digu (Ramirez de la Piscina, 2010:111,112). 

4.3.2.3 Krisi-osteko planifikazioa 
 



 

Ikerlariek diote krisi-osteko faseari ez zaiola behar beste ikerketa 
dedikatu. Egun, oso azterlan gutxi daude krisi-ondoko ebaluazio eta 
komunikazio prozesuak arakatzen dituztenak. Batzuen irudikoz, fase 
honek ez du behar besteko interesa pizten, ikerlariek nahiago izaten 
baitute krisi garaiko tira-birak ikertzea. Dena den, hainbat ikerlarik 
aldarrikatu duten bezalaxe, krisi-ondoko ebaluazio eta ikaste-prozesuak 
aztertzea eta beharrezko neurriak hartzea oso garrantzitsua izan ohi da 
krisi posible berriak ekiditeko. Hala, Frandsen eta Johansenen (2017:83) 
arabera, fase honetan, 3 aspektu garrantzitsu metatzen dira: (1) ebaluazioa, 
(2) jakintza eta (3) aldaketen inplementazioa krisiaren ostean.  

Table 15. Krisi osteko fasea 

Iturria: Frandsen & Johansen, 2017:83 

4.3.2.3.1 Krisi-kudeaketa prozesuaren ebaluazioa 

Krisi osteko ebaluazio prozesu oro datu eta informazio bilketarekin 
hasi behar da. Krisi-kudeaketa taldeak erregistroen koadernoa (logbook) 
erabili badute eta bertan hedabideen kontaktuak eta krisiko jazoera 
garrantzitsu guztiak jaso badituzte, krisi-kudeaketaren ebaluazioa egiteko 
egoera hobean egongo dira. Ebaluazio hori enpresarentzako eta 
langileentzako informazio baliotsu bihur dadin, hau da, hutsuneetatik 
ikasteko jakintza bihur dadin, bi motako ebaluazioak burutu behar dira: (1) 
krisiaren eraginen edo ondorioen ebaluazioa eta (2) krisi-kudeaketa 
prozesuaren ebaluazioa (Frandsen eta Johansen, 2017:83). Lehenak eragin 
ekonomiko, sozial, material eta sinbolikoak88 sartzen ditu bigarrenak, aldiz, 
enpresak krisian izan duen jokabidea eta jarduketa neurtzen ditu 
ondorengo galderak eginez: enpresak arrakasta izan du al du baliabideak 
eta esfortzuak koordinatzen? Krisi-kudeaketa planak espero bezala 
funtzionatu al du? Zeintzuk izan dira kanpo eta barne xede-taldeen arteko 
erreakzioak? (Idem) 

4.3.2.3.2 Enpresa-ikaskuntza 

Enpresa-ikaskuntza litzateke, hain zuzen, aipatu ditugun krisi-osteko 
aspektu  guztietatik garrantzitsuena. Azken batean, ikaskuntza-prozesua 
deitzen zaie enpresak eta bertako indibiduoek egindako errakuntzen 
zuzenketa-esfortzuei, hau da, egindako okerrak ez errepikatzeko eta 
hutsuneetatik ikasteko egiten dituzten jarduerei (Larsson, 2010:714).  

                                                        
88 Eragin horiek kalkulatzeko modu ezberdinak daude: inbertitzaileen erreakzioak neurtuz, 
merkatuko akzioen balioa jaitsi den aztertuz, enpresaren izen onaren kalteak arakatuz edota 
hedabideen tratamendu mediatikoa eta estaldura kalibratuz.   

Fokua Ikastea, aldatzea eta berriro hastea 
Erronka Krisitik ikastea eta enpresak nahiz langileek lortutako hobekuntzak eta 

onurak gogoratzea 
Diziplinak Enpresa-ikasketa, abaguneen-kudeaketa, aldaketen-kudeaketa 
Lanabesak Jazoeren txostena, erregistroen koadernoa, ebaluazioa (estaldura 

mediatikoa, krisi-kudeaketa prozesua)  
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Modu ezberdinak daude krisi batean egindako hutsuneetatik 
ikasteko:  

1. Erakundeak pairatu duen krisi berrienetik 
2. Industria berdineko erakundeei eragindako iraganeko krisietatik 
3. Industria ezberdineko erakundeei eragindako iraganeko krisietatik 
4. Kasik krisia lehertu duten gertakarietatik.  
5. Krisi-simulazioetatik.  

Frandsen eta Johansenen (2017:84) aburuz, zerrendan behera egin 
ahala, enpresaren ikaste prozesua txikiagoa izango da, eszenatokien 
errealismo maila ere jaisten doalako. Horregatik, erakundeak pairatu duen 
krisi berrienetik ikastea litzateke eraginkorrena. Argyris eta Schön (1978) 
ikerlariek bestalde,  ikuspegi psikologikoa aztertu zuten enpresen ikaste-
prozesuetan. Bi ikaste-prozesu mota bereizten dute:  

- Ikaste kiribil sinplea (simple-loop learning): Enpresak errakuntza bat 
detektatu eta hura zuzentzeko neurriak hartzen dituenean beste 
ezer aldatu gabe, hau da, hastapeneko helburua aldatu gabe.  

 
- Ikaste kiribil bikoitza (double-loop learning): Enpresak errakuntza bat 

detektatu eta hura zuzentzeko neurriak hartzea gain, sistema eta 
helburuak ere aldatzen edo birpentsatzen dituenean.  
 

Behin ikaste prozesuak aipatuta, zilegi bekigu aipatzea Christophe 
Roux-Dufort (1999) ikerlari kanadiarrak ikaste prozesu horiei guztiei 
eginiko kritika interesgarria. Bere irudikoz enpresen ikaste-prozesuak, hein 
batean, utopia hutsak dira. Krisi-ikerlarien artean, krisiak, enpresentzako 
ikasteko aukera apartak direla esaten bada ere, errealitateak diosku 
enpresek behin eta berriro egiten dituztela  hanka sartze berdinak.  Nahiz 
eta asko zabaldu den ideia bat izan, egiatan,  krisi-kudeaketa eta krisi-
praktiken sinesmenen kontsolidazioa baino ez du islatzen.  

 
Eta kritikez ari garenez, krisi-simulazioei eginiko hainbat kritika 

aipatzea ere garrantzitsua iruditzen zaigu. Robert eta Lajtha (2007) krisi-
ikerlariek hainbat hutsune identifikatu dituzte mota honetako krisi-
praktiketan. Beraien aburuz, simulazioek ez dute bene-benetako 
eszenatokiak errepresentatzen, eta horrek enpresako krisi-taldeei nahiz 
langileei ez diete behar bezala laguntzen, prestatzen eta asebetetzen 
Praktika hau, trebatzeko eta ikasteko jarduera potentzialtzat hartu 
beharren, errutinatzat hartzen dute askok.  

 
Krisi ikerlariek zalantzan jartzen duten beste ikuspegi bat krisi faseena 

da. Batzuek diote (Drennan eta McConnell 2007, Jaques 2014, Gilpin eta 
Murphy 2008) krisiak hiru fasetan sailkatzeak ez duela zentzu gehiegirik. 
Hainbat arrazoi ematen dituzte: (1) batzuetan zaila izaten da 
determinatzea noiz eta non hasten den hiru fasetako bakoitza; (2) hainbat 
krisi aldi berean lehertu daitezke eta paraleloan kudeatu behar izaten dira. 
Gerta liteke, beraz, enpresa batek bere burua krisi-aurreko eta krisi-garaiko 



 

fasean aldi berean topatzea; (3) faseak gainjartzeaz gain, erreminta eta 
baliabideak ere gainjarri daitezke; (4) ikasketa prozesua ez da soilik krisi-
osteko fasean gertatzen, baizik eta krisi etapa guztietan zehar ematen den 
prozesua da.  

4.4 Krisi-komunikazio kontzeptuaren xehakapena 

Adituek diote krisi-komunikazioa krisi kudeaketaren elementu 
garrantzitsuena dela. Ikergaiaren egoeran krisi-komunikazioa zer den 
aurreratu badugu ere, atal honetan kontzeptu horren ezaugarri eta teoria 
garrantzitsuenak aletuko ditugu. Has gaitezen, bada, oinarrizko galdera 
honekin: zer da krisi-komunikazioa?  

Zilegi bekigu aipatzea ikerlariek krisia zer den aztertzeari eta 
definitzeari denbora gehiago eskaini diotela, krisi-komunikazioa zer den 
xedatzeari baino (Frandsen eta Johansen, 2017:89). Coombs-ek (2015) dio 
krisi-komunikazioa ez dela fenomeno bakar bat, baizik eta elkarri hertsiki 
loturik dauden fenomeno ugari. Bi elementu garrantzitsu bereizten ditu 
krisi komunikazioan: (1) informazioa kudeatzea (krisiari lotutako 
informazioa aztertzea eta biltzea) eta (2) esanahia kudeatzea (jendearen 
hautemateetan eragitea, hau da, krisia eta krisian dagoen erakundea xede-
taldeek nola pertzibitzen duten aztertzea. Elementu horietako bakoitzak bi 
aldaki ditu: (1) krisi-komunikazio publikoa (kanpoko xede-taldeei 
zuzendua) eta (2) krisi-komunikazio pribatua (langileei zuzendutakoa edo 
KKTko kideen artean trukatutakoa).  

Sareko BusinessDictionary.com datu-basean honela jasotzen da krisi-
komunikazioaren definizioa:  

“The effort taken by a company to communicate with the public 
and stockholders when an unexpected event occurs that could 
have negative impact on the company´s reputation. This can also 
refer to the efforts of business or governmental entities to 
inform employees or the public of a potential hazard such as an 
impending storm which could have catastrophic impact” 

Definizio honek krisi-komunikazioa krisia lehertzen denean martxan 
jartzen den komunikazio ekimen bezala ulertzen du. Guk, aldiz, krisi-fase 
guztietan ematen den prozedura bezala ulertuko dugu.  

4.4.1 Krisi-komunikazio teoriak 

Zilegi bekigu aipatzea hemen jasoko ditugun krisi-komunikazio 
teoriek interes komuna partekatzen dutela, alegia, krisiak enpresari nola 
eragin diezaioken aztertzen dute. Frandsen eta Johansen ikerlarien arabera 
(2017) teoriak tradizio edo eskolen arabera sailka daitezke. Beste autore 
batzuek (Sellnow eta Seeger, 2013), ordea, gaiaren arabera sailkatzen 
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dituzte teoria horiek eta, beste batzuek, hurbilketa kronologikoaren 
arabera multzokatzen dituzte (Coombs 2014): 

• 80. hamarkadaren amaieran, enpresetako krisi-komunikazio 
profesionalak  haien esperientzian oinarritutako aholkuak 
argitaratzen hasi ziren. 
 

• 90. hamarkadako krisi-komunikazio ikerketa marketingaren 
eta erretorikaren esparruan sortu eta metatu zen. Hiru teoria 
garrantzitsu garatu ziren: (1) Corporate Apologia (Hearit, 1994), 
(2) Image Restoration Theory (Benoit, 1995), (2) Situational Crisis 
Communication Theory (Coombs, 1995). 
 

• 2000. hamarkadan, krisi-komunikazioari buruzko ikerketen 
goraldirik handiena erregistratzen da, eta teoria berriak 
azaltzen dira: (1) Contingency Theory (Cancel et al. 1997, 1999), 
(2) Renewal Discourse Theory, (3) Rhetorical Arena Theory 
(Frandsen eta Johansen, 2017).  

 
• 2010. hamarkadan, globalizazioa eta krisi-komunikazio 

digitalari buruzko ikerketen loraldia gertatzen da.  

Teorien sailkapena edozein dela, guk hobetsiko duguna Frandsen eta 
Johansen (2017:93) ikerlariena izango da. Haien abiapuntua ikerketa 
tradizioan oinarritzen delako. Bi ikerketa tradizio bereizten dituzte. 
Lehenengo ikerketa tradizioak erretorikan eta testu-orientazioan jartzen 
du arreta: krisi egoeran dagoen enpresa batek zer eta nola komunikatzen 
duen aztertzen dute. Bigarren ikerketa tradizioak estrategian eta kontestu-
orientazioan jartzen du fokua: krisi egoeran dagoen enpresa batek non, 
noiz, nori eta zergatik komunikatzen duen aztertzen du. Tradizio motaren 
arabera, ikerlariek galdera horien erantzunak testuetan aurkitzen saiatzen 
dira, eta beste batzuek krisi-kontestuan bilatzen dituzte.  

Hainbat antzekotasun eta ezberdintasun daude bi ikerketa tradizioen 
artean. Nahiz eta orientazioak ezberdinak izan, horrek ez du esan nahi 
batari ez zaiola ardura bestearen orientazioa. Bestela esanda, testu-
orientazioko tradizioari ere axola zaio kontestua, eta testuinguru-
orientazioko teoriei ere axola zaie testuak. Ezberdintasunak, ordea, bi 
tradizio horien atzean dagoen ideietan daude. Adibidez, tradizio 
erretorikoa defentsa eta eraso ideiaren ardatzean oinarritzen da, apologian 
(barkamenean) baitu jatorria. Fokua ere krisi-garaiko fasean izango du 
soilik. Tradizio estrategikoak, aldiz,  krisi-aurreko, krisi-garaiko eta krisi-
osteko faseetan jartzen du arreta, eta krisi-erantzun estrategikoez gain 
baditu beste elementu batzuk ere aztergai.   

Tradizio erretorikoko (testu-orientazioa) ikerketen aztarnak oso 
zaharrak dira, duela 2.000 urte baino gehiagoko ibilbidea daukate. Izan ere, 
Antzinako Grezian eta Antzinako Erromako zibilizazioetan dute jatorria: 
Greziako polis eta Erromako forum-etan, hain zuzen. Garai hartan, 



 

jendaurrean hitz egiteko ezagutza teoriko eta praktikoak garatzeko 
premiaz jabetu ziren ikerlariak. Bereziki, testuinguru politiko eta 
juridikoetan norbere burua defenditzeko diskurtso egokiak identifikatzeko 
beharraz jabetu zirenean. Ahalegin horretan, apologiarako (barkamena 
eskatzeko) testu-generoak garatu zituzten, eta jendea pertsuaditzeko 
estrategia eraginkorretan trabatu ziren.  

 Tradizio estrategikoko (testuinguru-orientazioa) ikerketen zantzuak, 
ordea, garaikideagoak dira. 50. hamarkadan argitaratutako bi liburu dira, 
hain zuzen, bultzada estrategiko horren erreferenteak: Effective Public 
Relations (Cutlip, Center  eta Broom, 1952) eta Organizations (March eta 
Simon, 1958). Tradizio honen xedea beti izan da galdera honi eranzutea: 
Zein da krisi-egoera baterako krisi-erantzun eraginkorrena? 

Behin jatorriak argituta, teoriak izendatuko ditugu. Tradizio 
erretorikoaren baitan bi teoria nagusi bereizten dira: (1) Image Repair 
Theory eta (2) Terminological Control Theory. Eta tradizio estrategikoan, 
ostera, (1) Situational Crisis Communication Theory eta (2) Contingency 
Theory. Jarraian, teoria horien gaineko elementu nagusiak bilduko ditugu 
banan-banan. 

4.4.1.1 Izen ona berreskuratzeko teoria -Image Repair Theory (IRT)- 
 

Teoria hau William Lyon Benoit irakasle eta ikerlari estatubatuarrak 
proposatu zuen 1995ean argitaratutako lanean: Accounts, Excuses, and 
Apologies. Krisi-ikerlari askoren aburuz, apologistek erabili izan duten 
teoria garrantzitsuena da, baina krisi-komunikazioan ere maiz erabili eta 
erabiltzen den teoria preziatua dugu. Benoiten proposamen teorikoa 
edozein erakunde edo indibiduoren ahozko defentsan oinarritzen da, hau 
da, teoria orokor bat diseinatu zuen hitzezko defentsa-kategoriak 
bereiztuz. 

Teoriaren ebidentzia enpirikoak hainbat arlotan burututako kasu-
azterketetan oinarritzen dira. Benoitek krisi egoera ezberdinetan 
erabilitako mezu estrategikoak aztertu zituen. Zehazki, indibiduo eta 
erakundeek haien burua defendatzeko erabilitako defentsa-estrategiak. 
Ikertutako esparruak dira politikoa, errege-erreginen familia eta 
ahaideena, pertsonaia famatuena, kirolariena eta enpresena. Hala, teoria 
hau aplikagarria da krisi-egoeran dagoen edozein indibiduoren edo 
erakunderen jarrera komunikatiboa aztertzeko.  

Izen ona berreskuratzeko teoria hau bi axiometan oinarritzen da. 
Lehena da komunikazioa xede jakin batekin egiten den akzioa dela, eta 
bigarrena da komunikazioaren gako-xedea izen ona mantentzea dela. 
Hala, izen ona berreskuratzeko egoera edozein dela, Benoitek ahozko bost 
estrategia defentsibo orokor zerrendatzen ditu:  

1. Ukazioa:  
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Estrategia honek bi azpi-kategoria ditu: (1) ukazio bakuna, non 
akusatuak desira ez den ekintzaren ardura edo gertakaria bera 
ukatzen duen, eta (2) errua beste norbaiti egoztea, hau da, 
gertakariaren errua beste erakunde edo aktore bati leporatzea.  
 

2. Erantzukizuna saihestea:  
 
Estrategia honetan akusatuak gertakari edo ekintza 
desatseginaren erantzukizuna murrizteko saiakerak egiten ditu 
edo zuzenean, leporatutako ardurekiko jarrera iheskorra hartzen 
du.  
  

3. Gertakariaren efektuak leuntzea: 
 
Estrategia honetan akusatuak gertakari edo ekintza 
desatseginaren efektu negatiboak arintzen saiatzen da. Estrategia 
honek 6 kategoria ditu: (1) indartzea, akusatua audientziaren 
pertzepzio positiboa sendotzen saiatzen da, besteak beste, 
iraganean eginiko ekintza positiboak gogora ekarriz, eta ethos89-i 
lotutako argumentuak erabiliz. (2) minimizatzea, akusatuak 
ekintza edo gertakari desatseginari lotutako ondorio negatiboak 
gutxitzen saiatzen da. (3) bereiztea edo konparatzea, akusatuak 
ekintza bera beste ekintza negatiboago edo okerrago batekin 
konparatzen du jendearen sentimendu negatiboak murrizteko. (4) 
transzendentzia, akusatuak ekintza desatsegina testuinguru 
zabalago batean -edo erreferentzia marko positiboago batean 
kokatzen du laidoa gutxitzeko. (5) salatzaileari erasotzea, 
akusatuak bere akusatzaileak erasotzen ditu, salaketa horien 
sinesgarritasuna zalantzan jartzeko. (6) konpentsatzioa, akusatuak 
bere ekintzaren biktimei konponbidea eskaintzen dio (ordainsaria, 
adibidez), haren aldeko sentimenduak okertu ez daitezen.  
 

4. Ekintza zentzatzailea: 
 
Estrategia honetan akusatuak  akusatzaileari erasotzen dio esanez 
arazoa konponduko duela. Besteak beste, enpresa leheneratzeko 
esfortzuak egingo dituela esan dezake, edota gertakari 
desatsegina berriro ez errepikatzeko neurriak hartuko dituela.  
 

5. Mortifikazioa: 
 
Akusatuak beregain hartzen du erantzukizun guztia, eta 
barkamena eskatzen du. 
 

                                                        
89 Aristotelesek oinarrizko hiru elementu bereiztu zituen komunikazio pertsuasiboan: ethos, logos 
eta pathos. Ethos motako argumentuak sinesgarritasuna handitzeko erabiltzen dira diskurtsoetan.  



 

Table 16. Izen ona berreskuratzeko estrategiak 

Estrategia orokorra Azpi-kategoria 
Ukazioa Ukazio bakuna 

Ekintza edo gertakaria beste norbaiti egoztea 
Erantzukizuna saihestea Zerbaitek eragindakoa 

Zentzakaitza 
Ustekabea 
Asmo onak 

Gertakariaren efektuak leuntzea Indartzea 
Minimizatzea 
Bereiztea edo konparatzea 
Transzendentzia 
Salatzaileari erasotzea 
Konpentsazioa 

Ekintza zentzatzailea  
Mortifikazioa  

Iturria: Egileak moldatua. Benoit, 2015, 2017:83 
 

4.4.1.2 Kontrol terminologikoaren teoria -Terminological Control 
Theory-  

 
Gaur egun, inoiz baino gehiago errepikatzen dugu desinformazioak 

ito egiten gaituela. Hain zuzen, gezurrez eta erdi egiez inguratuta gauden 
zurrunbilo honetan, hitzak ere inoiz baino botere gehiago bereganatzen ari 
dira. Izatez, hitzen xedea errealitatea erreproduzitzea da, baina guk (hitzen 
erabiltzaileok) intentzio jakin batekin txertatzen ditugu gure diskurtsoetan. 
Intentzio hori, zenbaitetan, gaiztoa izatean da, hau da, hizkuntzaren 
erabilera perbertsoa egiten dugu (Eco, 2000). Arrazoiak hainbat izan 
daitezke, batzuetan, arerioari harria botatzeko egiten dugu eta, beste 
askotan, gezurra desitxuratzeko edo egiz mozorrotzeko egiten dugu, 
alegia, gure burua babesteko.  

Jendarteko diskurtsoetan eta, bereziki, agerpen politikoetan, hitzen 
balio denotatiboak baino, balio konnotatiboak du esangura eta intentzio 
gehiago. Esparru politikoan eta komunikabideetan egiten da, hain justu, 
hizkuntzaren erabilera zitalik eta peioratiborik handiena.  Ideologia 
politikoa edozein dela, egitateei buelta emateko trebetasuna inoiz baino 
garatuago daukate alderdi politikoetako eledunek eta komunikabideetako 
kazetariek. Horregatik esan ohi da ez dagoela hitz objektiborik, gauzak 
deitu edo izendatu egiten ditugulako. Printzipioz, hitzek ez dute galtzen 
esanahia, guk galtzen dugu esanahia, hau da, haien erabileraren gainean 
guk egiten duguna da hitzak gaizki ulertzera eraman gaitzakeena 
(Basterretxea, 2019) 

Halaber, terminoen eta edukiaren arteko harremana gutako 
bakoitzak ezartzen du, gutako bakoitzak atribuzio jakin bat egiten baitiogu. 
Hori maiz gertatzen da erregimena eta diktadura bezalako hitzen 
konparazioa egiten denean, edo terrorismoa eta gerrilla bezalako 
terminoak erabiltzen ditugunean. Hiztegiaren arabera, berez, erregimena 
terminoa ez da diktadura erregimenak izendatzeko soilik erabili behar, 
erregimen demokratikoak izendatzeko ere balio duelako. Gerrila terminoa 
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erabilita ere antzeko zerbait gertatzen da, badirudi sinpatia gehiagorekin 
ikusten dela gerrila hitza terrorismoa hitza baino. Agerian geratzen da, 
beraz, gutako bakoitzak egiten ditugun atribuzioak muga linguistiko eta 
sozialen gainetik daudela. Diskurtsoak intentzio bat duen aldetik, hitzek 
ere intentzioz betetzen ditugulako. Gauzak horrela, hitzak oso ahaltsuak 
direnez, hartzailearen filtro kritikoa (dekodifikazioa) garatzea inoiz baino 
garrantzitsuagoa dela diote adituek.  

Hain zuzen, krisi-egoeretako terminologiaren erabileraz teorizatu 
duen ikerlarietako bat Keith Michael Hearit estatu batuarra izan da. Kontrol 
terminologikoaren teoriari buruzko libururik argitaratu ez duen arren, 
90eko hamarkadan publikatu zituen hainbat artikuluetan landutako 
konponente teorikoen baturak ematen diote forma bere teoriari. Artikulu 
horietan, autogintzako eta informatika-industriako kasu azterketak landu 
zituen, eta kasu horietatik atera zituen teoria honen premisa nagusienak. 

Hearithek enpresa eta korporazioen erretorikan bilatu zuen 
inspirazioa bere teoria garatzeko, baina horrez gain Kenneth Burken 
“terministic screen” delakoan ere inspiratu zen. Pantaila terministikoak 
inplikatzen du indibiuo baten pertzepzioak eta ekintza sinbolikoak 
determinatzen duen hizkuntza sistema bat dagoela aitortzea. Gorago 
aipatu bezala, nahiz eta termino guztien berezko izaera errealitatea islatzea 
den, errealitatea eraikizeko ere balio dute hitzek: “even if  any given 
terminology is a reflection of reality, by its very nature as a terminology it 
must be a selection of reality; and to this extent it must function also a 
deflection of reality” (Burke, 1966:45).  

Gurera ekarrita, krisi-komunikazioa terminoa indibiduoen (izakiak) 
eta erakundeen (kanpoko mundua edo errealitatea) arteko pantaila bezala 
koka daiteke. Hau da, atentzioa norabide batera eta bestera bideratzeko 
erreminta bezala uler genezake. Hala, krisi hitza bera erabiltzeko edo ez 
erabiltzeko erabakia estrategikoa izango da (Frandsen eta Johansen, 2017).  
Krisi terminoa erabiltzeak, adibidez, krisia pairatzen ari garela onartzea 
inplikatuko luke, hau da, krisia existitzen dela esaten ari gara. Frandsen eta 
Johansenen arabera hauxe litzateke kontrol terminologikoaren oinarrizko 
premisa: “In any crisis situation, it is important for the organization in crisis 
to be able to control the terminology and thus to influence the 
interpretations and counter-interpretations used and produced by the 
actors involved” (101.orr.).  

Premisa horretatik abiatuta ondoriozta genezake krisi bat ez dela krisi 
bilakatzen jendeak krisi-atribuzioa egin arte. Areago, Hearith-ek dio krisiak 
gizakiok pertzibitzen ditugun eraikuntza terminologikoak direla eta 
hartara, krisiak terminologikoki kudeatu eta konpondu behar direla 
(Hearith eta Courtright, 2003:87).  Benoiten teoriaren antzera, Hearithena 
ere fase ezberdinak dituen prozesu bat bezala planteatu daiteke (Hearith, 
1994). Lehenengo fasea: enpresak gizarteak (zati batek) legez kanpokotzat 
jotzen duen ekintza bat egiten du. Bigarren fasea: akusazio (kategoria) bat 
egiten da erakundearen aurka, zeinari okerkeriaren erantzuletzat jotzen 



 

zaion. Hirugarren fasean: akusazioaren ondorioz, krisia lehertzen da eta 
enpresa legitimazio-krisi batean murgiltzen da, hau da, gizarteak (zati 
batek) enpresa ezgaitzat edo ez-profesionaltzat jotzen du (legitimitate 
pragmatiko eza) edota gizarteko lege eta arauekiko axolagabetzat 
(legitimitate etiko eza). Laugarren fasean: enpresak bere burua 
defendatzen du akusazioen aurka. Bosgarren faseak: krisiaren amaiera 
posible bat markatzen du; enpresak barkamena eskatzen du eta horrek 
legitimitatea berreskuratzea eta ohiko jarduerekin jarraitzea ahalbidetzen 
dio.   

Enpresek barkamena eskatzeko hiru estrategia jarrai dezakete 
(Hearith, 1994): 

1. Azalpen pertsuasiboak: 
 
Erakundea krisi-egoerari buruzko azalpen sinesgarriak edo 
konbentzigarriak ematen ditu. Azalpen horiek balioko dute, 
halaber, hedabideetan agertzen diren informazioak eta 
interpretazioak kontrajartzeko. Estrategia horrek ahalbidetzen die 
erakundeei gertatutakoaren gaineko terminologiaren kontrola 
izaten, emandako azalpenetan berresten eta gertakarien 
interpretazioari buruzko hitzen eskumena eta hegemonia izaten.   
 

2. Atsekabea adieraztea: 
 
Gertatu denarekiko pena edo atsekabea adieraztea da estrategia 
honen munta, hau da, gertakari desatseginaren kalte negatiboak 
minimizatzeko saiakera litzateke.  
 

3. Disoziazioa edo bereizketa:  
 
Enpresa gertaera desatseginetik edo okerkeriatik urruntzen 
saiatzen da, “dirudiena” eta “benetan dena”-ren arteko distantzia 
handitzen, hain zuzen. Hiru bereizketa mota daude: 
 

• Ukazioa: iritzia (doxa) eta jakintza (episteme) bereiztea da 
helburua. Antzinako Greziatik datorren estrategian du 
oinarria: sofistek ziotena (iritziak) eta Platonek (egia) zioena 
bereiztea. Enpresari aplikatuta esan liteke “kazetariek 
pentsatzen dutela gure erakunde barruan benetan 
gertatzen dena dakitela, baina benetako jakintza (egia) 
enpresako zuzendariok baino ez dugu”. 
 

• Bereizketa: ekintza indibiduala eta talde osoaren ekintzaren 
arteko bereizketa. Enpresari aplikatuta zera litzateke “langile 
gutxi batzuek egin dute okerkeria, eta ez talde osoak”. 
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• Azalpena: ekintza eta muinaren arteko bereizketa. 
Irregulartasunez akusaturiko erakundeak onartzen du 
zenbait akats egin eta gertatu direla, baina ez duela 
“benetako funtsa” urratu: “langile askok uste dute haiekin 
negoziatzeari uko egiteagatik, sindikatuen aurka gaudela 
orokorrean. Errealitateak, ordea, kontrakoa erakusten du”.  

Table 17. Kontrol terminologikoaren prozesua 

Okerkeria  
Kategoria  
Legitimitate-krisia Legitimitate motak 

- Legitimitate pragmatikoa 
- Legitimitate etikoa 

Barkamena Barkamena eskatzeko estrategiak 
(1) azalpen pertsuasiboak 
(2) atsekabea adieraztea 
(3) Bereizketa erabiltzea 
         - Iritzia / jakintza  
         - Indibiduo / taldea  
         - Ekintza / muina  

Krisiaren amaiera  

Iturria: egileak moldatua. Hearith, 1994 
 

4.4.1.3 Unean uneko krisi-komunikazio teoria -Situational Crisis 
Communication Theory (SCCT)- 

 
Teoria hau krisi-komunikazioaren alorrari ekarpen handienetako bat 

egin dion William Timothy Coombs irakasle eta ikerlari estatubatuarrak 
garatu eta perfekzionatu zuen 1995 eta 2007 urte bitartean. Teoria honek 
aztertzen du, bestak beste, krisi-zirkunstantziek (xede-taldeek enpresari 
egozten dion krisi-erantzukizuna) nola lagundu dezaketen krisi-erantzun 
estrategiko aproposa aukeratzen.  

Teoriaren ebidentzia enpirikoak hainbat arlotan burututako kasu 
azterketa esperimentaletan oinarritzen dira, zeintzuek arau eta jarraibide 
normatiboak garatzeko balio izan duten. Teoria hau gizarte psikologiatik 
(Attribution Theory) eta harreman publikoetako teorietatik elikatu den 
heinean, arlo horietako hainbat kontzeptu ekarri eta etxekotu ditu krisi-
komunikaziora: erlazio-historikoa, kalte- edo galera-erlazioa, krisi edo 
errendimendu-historia, belkro eta halo efektua, parakrisia, etab.   

Gizarte psikologian, egozpen edo atribuzioaren teoriak dira pertsonek 
norberaren edo besteen jokabideak azaltzeko ematen dituzten kausei edo 
arrazoiei buruzkoak. Weiner-en Atribuzioaren teoriaren arabera indibiduo 
guztiak etengabe saiatzen gara gertaeren zergatiak ulertzen eta giza-
jokamoldeen interpretazioak egiten. Hau da, zer eta zergatik gertatu den 
asmatzen ahalegintzen gara, bereziki, gertaera negatiboen aurrean 
bagaude. Gertakarien eta kausen interpretazio horretan, azalpenak 
formulatzen ditugu eta gertatutakoaren kausen-erantzukizuna zerbait edo 
norbaiti egoztea bilatzen dugu. Ikerlariek diote (Weiner) xede-taldeek 



 

egotzitako krisi-erantzukizun maila hainbat faktorek molda dezaketela, eta 
faktore horiek hiru arlotan sailka daitezke:  

• Egonkortasuna (aribidekoa?): zenbat aldiz egon da enpresa 
krisi-egoera batean nahasturik? Askotan egon bada (nahiz eta 
erruduna ez izan), jendeak joera gehiago izango du krisi-
erantzukizun maila altuagoa enpresari egozteko. 
 

• Kontrolagarritasuna (aldatu dezaket?): kapaza al da enpresa 
krisi-egoera kontrolpean izateko? Krisia kanpo faktoreek 
eragindakoa bada (kausak enpresaren kontroletik at), jendeak 
erantzukizun-maila baxuagoa egotziko dio enpresari. Aldiz, 
krisia enpresaren kontrol-eremuaren barnean badago, jendeak 
erantzukizun-maila altuagoa egotziko dio enpresari, ahalmen 
handiagoa duelako kontrolpean izateko.  

 
• Kontrolaren locus-a edo lekua (nor da erruduna?): krisia 

enpresa barruan lehertu bada edo barne faktoreak 
eragindakoa bada, jendeak joera gehiago izango du krisi-
erantzukizuna enpresari egozteko. Kanpokoa bada, ordea, 
erruduntasun gutxiago leporatuko dio.  

Hala, egonkortasun gutxi, enpresaren barne kontrolaren baitan eta 
enpresaren barne-faktoreak eragindako krisi bat litzateke teoria honen 
ikuspuntutik imajinatu daitekeen krisi-tipologiarik tamalgarriena. 
Hurbilpen teoriko honek, halaber, agerian uzten du zein garrantzitsua den 
enpresaren eta xede-taldeen arteko harremanak zaintzea.  

Ikusi dugu jadanik Coombs-en Unean uneko krisi-komunikazio teoria 
nondik abiatzen den. Bere jatorria ezagutu ondotik, teoria honen 
xehetasunak ezagutzeko tarte bat hartuko dugu. 

1995.urtean Coombsek “Choosing the right words” izeneko artikulua 
argitaratu zuen aldizkari akademiko batean. Bertan zertu zituen krisi-
komunikazio erantzun estrategiko egokienen arau eta norabideak, eta 
apurka-apurka, Unean uneko krisi-komunikazio teoriari forma ematen hasi 
zen. Teoriak premisa hau hartzen du abiapuntutzat:  krisi egoeran dagoen 
enpresa baten izen ona babesteko modurik onena da enpresaren 
mehatxuari hobeen egokitzen den krisi-erantzun estrategikoa hautatzea. 
Teoria honek hiru osagai ditu: (1) krisi-erantzun estrategikoen zerrenda, (2) 
krisiak kategorizatzeko egitura eta (3) krisi-egoera krisi-erantzun 
egokiarekin uztartzeko prozedura.  

Coombsek bi urratseko prozedura proposatzen du enpresa-izenaren 
mehatxuari aurre egiteko: 

Lehenengo urratsa krisi-tipologia identifikatzea litzateke, gorago 
aipatu dugun moduan, Coombsek hiru krisi-familia bereizten ditu: 
biktimen klusterra, ezbeharren klusterra eta krisi saihesgarrien klusterra.  
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Bigarren urratsa da xede-taldeen atribuzioan eragiten duen faktore 
modifikatzailerik edo biziagotzailerik dagoen aztertzea. Hiru faktore 
bereizten ditu Coombsek (2007). (1) krisi-historia: enpresa, aurrez mota 
horretako krisiren batean edo krisiren batean nahasturik egon den 
aztertzea. (2) Aldez aurreko izen ona edo aurrez egindako lan ona: krisiaren 
aurretik enpresak bere xede-taldeekin aldeko harremanik zuen aztertzea. 
Faktore honen baitan bi efektu egon daitezke: xede-taldeekiko harremana 
(pertzepzioa) positiboa bada, halo efektua90 gertatu ohi da, hau da, isuri 
kognitiboak eragindako hautemate positiboa, eta harremana (pertzepzioa) 
negatiboa bada, aldiz, belkro efektua. Krisi asko pairatu baditu enpresak 
eta horiek gaizki kudeatu baditu, xede-taldeek ikuspuntu negatiboagoa 
izango dute enpresaz eta hartara, krisi-erantzukizun maila altuagoa 
egotziko diote enpresari. Lehenengo eta bigarren faktoreak, gaur egun, 
crisis performance edo krisi-jarduketa faktorean metatzen dira. (3) nolakoa 
da krisiaren larritasuna? Oso larria bada krisi-erantzukizun maila altuagoa 
izango da.  

Bestalde, Coombsek (2007) krisi-erantzun estrategikoen hautuan 
eragiten duten hiru atribuzio kausal garrantzitsu bereizten ditu: (1) 
erakundearekiko inpaktu negatiboa, (2) erosteko portaera-aldaketa, eta (3) 
ahoz aho negatiboaren gorakada.  

Gauzak horrela, teoria honen helburuetako bat da, hain zuzen, xede-
taldeek egotzitako krisi-erantzukizun maila eta krisi-erantzun 
estrategikoak elkarrekin lotzea. Krisi-erantzukizuna baxua egozten bazaio 
enpresari, honek estrategia defentsiboa aplikatu beharko du, eta krisi-
erantzukizun altua egozten bazaio, ordea, estrategia moldakorragoa 
hautatu beharko du (ikus 18. taula). Coombsen krisi-estrategien zerrendan 
lau jarrera sailkatzen dira:  

1. Ukapen-jarrera: krisi-egoeran dagoen enpresak ukatu egiten du 
krisian dagoenik. Hiru krisi-erantzun bereizten dira 

• Akutsatzailea erasotu 
• Ukazioa 
• Kulpa-hartzailea edo Scapegoating 

 
2. Jarrera murriztatzailea: krisi-egoeran dagoen enpresak bere 

erantzukizuna minimizatzen saiatzen da. Bi krisi-erantzun  mota 
daude: 

• Desenkusa 
• Justifikazioa 

                                                        
90 Halo efektua Edward L. Thorndike-ek asmatu zuen eta marketingaren esparruan aplikatu ohi da. 
Berez, isuri kognitibo bat da, zeinaren bidez pertsonekiko edo erakundeekiko dugun pertzepzioa 
baldintzatzen den. Pertsona edo erakunde bati buruz aurrez dugun informazioak eta haien inguruan 
egindako interpretazioek, pertsona eta erakunde hori ezaugarri positiboekin edo negatiboekin 
lotzera baldintzatzen gaituzte. Halo efektua, hain zuzen, pertsonok egiten dugun kalifikazio 
psikologiko positiboa da.  Bestela esanda, norbait gustuko badugu, normalean, ezaugarri 
positiboekin lotzeko joera dugu, pertsona horren gaineko informazio asko izan ez arren. Efektu horri 
halo deitzen zaio. Kontrakoari, ordea, belkro efektua.  



 

 
3. Jarrera berreraikitzailea: krisi-egoeran dagoen enpresak 

konpentsazioak eskaintzen ditu edo barkamena eskatzen du. Bi 
krisi-erantzun mota daude: 

• Konpentsazioa 
• Barkamena 

 
4. Jarrera sendotzailea: krisi-egoeran dagoen enpresak bere xede-

taldeei antzinako lan onak gogora ekartzen dizkio. Estrategia 
horren helburua da erakundearekiko irudi positiboa 
berreskuratzea da, eta aurreko krisi-estrategiekin konbinatu 
daiteke. Estrategia hau aurreko beste edozein estrategiekin 
konbinatu daiteke. Hiru mota bereizten dira: 

• Oroitaraztea  
• Estimua lortzea 
• Biktimizazioa 

Table 18. Coombsen krisi-erantzun estrategiko motak 

1. Akusatzailea erasotu: enpresak akusatzaileari aurre egiten dio 
2. Ukazioa: enpresak dio ez dagoela krisirik  
3. Kulpa-hartzailea: enpresak kanpo agente bati botatzen dio krisiaren errua  
4. Desenkusa: enpresak krisi-erantzukizuna minimizatzeko aitzakiak baliatzen ditu kontrol-

eza eta nahigabea azalaraziz.  
5. Justifikazioa: enpresa saiatzen da krisiak eragindako kalte-pertzepzioa minimizatzen 
6. Konpentsazioa: enpresak konpentsazio ekonomikoa edo beste motako opariak eskaintzen 

dizkio biktimei.  
7. Barkamena: enpresak krisi-erantzukizun osoa onartzen du eta barkamena eskatzen die 

xede-taldeei.  
8. Oroitaraztea: enpresak bere xede-taldeari bere bertuteak eta antzinako lan onak gogora 

ekartzen dio. 
9. Estimua lortzea: enpresak eskerrak ematen die xede-taldeei krisian zehar emandako 

laguntzagatik.  
10. Biktimizazioa: enpresak gogorarazten du bera ere krisiaren biktima bat dela 

Iturria: Egileak moldatua. Coombs, 2015 

 
Figure 20. Krisi-erantzukizuna eta krisi-klusterren alderaketa 

 

Iturria: Egileak moldatua. Coombs, 2014. 
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Table 19. Krisi-tipologiak eta krisi-erantzun estrategiak 

Krisi tipologia Krisi-erantzun estrategia 
Biktimen klusterra Ukazio estrategiak: 

    Akusatzailea erasotu 
    Ukazioa 
    Kulpa-hartzailea 

Ezbeharren klusterra Estrategia murriztatzailea: 
    Justifikazioa 
    Konpentsazioa 

Krisi saihesgarriak Estrategia sendotzaileak: 
    Oroitaraztea 
    Estimua lortzea 
    Biktimizazioa 

Iturria: Egileak moldatua, Coombs, 2007:168,170 
 

4.4.1.4 Kontingentziaren teoria -Contingency theory- 
 

Testuinguru-orientazioa duen beste teorietako bat Kontingentziaren 
teoria da. Glen T. Cameron irakasle eta ikertzaile estatubatuarrak 
proposatu zuen lehenengoz 1998an, eta 2007ra arte teoria bera 
perfekzionatzen eta krisi komunikazioan aplikatzen jardun zen Augustine 
Pang, Yan Jin eta Bryan Reber krisi-ikerlariekin batera. Cameronek, berez, E. 
Grunig (1996) ikertzaileak harreman publikoetan proposaturiko teoria 
(Excellence theory) zalantzan jartzeko formulatu zuen berea.  Hain zuzen, 
Cameronek argudiatu zuen enpresetako harreman publikoak 
konplexuegiak direla bikaintasun teoria batera soilik murrizteko; enpresa-
arazo baten erresoluzioa, hein batean, egoera konkretuko aldagaien 
mende dagoela baitio.  

Teoriaren premisa nagusia hauxe litzateke: enpresa-arazoei aurre 
egiteko formula etiko eta eraginkorrena ez da enpresa guztietan gauza 
berdina aplikatzea (unibertsalizazioa/bikaintasun teoriaren ereduak), 
baizik eta irtenbide indibidualak aurkitzea (kontingentzia faktoreak 
gogoan izatea). Hala, kontingentziaren teoria enpresetako harreman 
publikoen aurrerapauso pragmatiko bat bezala planteatu zuen 
Cameronek, ikuspuntu errealistago batetik enpresetako harreman 
publikoen konplexutasunak, egiturak, ñabardurak eta profesionalen 
intuizioak ikertzeko, hain justu.  

Coombsen antzera, Cameronek ere unean uneko aldagaietan edo 
kontingentzia faktoreetan jartzen du fokua, hau da, krisi-uneko faktoreek 
non, noiz eta nola eragiten duten enpresa eta xede-taldeen arteko krisi-
komunikazioan. Cameronek, ordea, Coombsek baino aldagai edo 
kontingentzia-sorta zabalagoa proposatzen du. Orotara, 80 aldagai baino 
gehiago. Bost gako-kontzeptu biltzen dira teoria honen baitan: (1) defentsa 
(advocacy), (2) egokiera (accommodation), (3) continuum-a (continuum), (4) 
jarrera edo posizioa (stance) eta (5) kontingentzia-faktorea (contingency 
factor).  



 

Cameronek continuum bat irudikatzen du defentsa eta egokiera 
muturren artean, eta continuum horretan enpresak posizio bat edo beste 
hartuko du. Posizio horrek irudikatuko du, halaber, zein izango den 
enpresaren jarrera xede-talde jakin batekiko, hau da,  zein motako 
harreman publikoak jarriko dituen martxan xede-talde bakoitzarekin. 
Defentsaren muturrean enpresak bere burua soilik defendatuko du, eta 
egokieraren muturrean, aldiz, enpresak amore emango du. Bi muturren 
artean, hau da, continuumean, enpresak posizio ezberdinak konbinatu 
dezake eta, gainera, enpresaren posizioak ez du zertan beti finkoa izan 
behar. Krisi-egoera dinamikoetan, adibidez, enpresaren posizioak oso 
aldakorrak izan daitezke. Aldakortasun horien arrazioen atzean 87 
kontigentzia-faktore kokatzen ditu Cameronek (Pang et al., 20109).  

Argitzea komeni da, halaber, enpresak hartzen duen posizioa ez dela 
krisi-erantzun estrategia bat aukeratzea bezalaxe. Cameronek fokua 
erabaki-prozesuan jartzen du, hau da, xede-taldeekin interakzioa hasi 
baino lehen, enpresak continuumean zein posizio hartu duen erabaki 
beharko du, eta hortik abiatuta krisi-komunikazio taktika bat edo beste 
erabiltzea erabakiko du. Finean, teoria honen helburua da ulertzea 
kontingentzia-faktoreek nola eragiten duten enpresaren komunikazio 
estrategikoan.  

Figure 21. Kontingentzia-teoriaren gako-kontzeptuak 

 
Iturria: Egileak moldatua., Frandsen eta Johansen, 2017:115 

 

Cameronek zerrendatutako kontingentzia-faktoreen ebidentzia 
enpirikoak harreman publikoetako literaturan eta enpresetako harreman 
publikoetako profesionalekin egindako elkarrizketetan oinarritzen dira, 
hau da, enpresetako profesionalen esperientzietan. Faktore horien artean 
bi mota bereizten dira:  

1. Barne faktoreak: 
 
• Mehatxuak: ekonomia-galera, enpresa porrotak, etab. 
• Erakundearen ezaugarriak: kultura irekia ala itxia, 

egonkortasun ekonomikoa, formalizazioa, enpresa-hierarkia, 
etab. 

• Komunikazio departamentuaren ezaugarriak: profesional 
kopurua, aurreko langileen praktika eta trebakuntza mota, 
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goi-kudeaketan duen ordezpena, komunikazio 
departamentuaren kokalekua, autonomia-maila.  

• Goi kudeaketa taldearen ezaugarriak: balio politikoak, 
kudeaketa estiloa, harreman publikoen ezagutza eta babes-
maila 

• Ezaugarri indibidualak: trebakuntza, ziurgabetasuna 
kudeatzeko abilezia, aldaketarekiko konfort-maila, 
komunikazio gaitasunak 

• Harremanen ezaugarriak: kanpo publikoaren eta enpresaren 
arteko konfiantza-maila, enpresaren eta kanpo publikoaren 
arteko hesi ideologikoak.  

• Enpresaren eta kanpo publikoen arteko harremanen 
ezaugarriak 

 
2. Kanpo faktoreak: 

 
• Mehatxuak: auziak, gobernutik datozen erregulazioak, 

kaltegarria izan daitekeen publizitatea, aktibista-taldeen 
aldarrikapenen legitimazioa, enpresaren izen ona kaltetzen 
duten zaurien irekitzea. etab.  

• Industria-ingurunea: merkatuaren lehiakideen dinamikak, 
lehiakortasun-maila, enpresa-baliabideen eskasia, etab. 

• Kanpo ingurune politiko, soziala eta kulturala: enpresa-
negozioaren babes politiko eta sozialaren maila.  

• Kanpo publikoa: enpresaren tamaina eta kide-kantitatea, 
sinesgarritasun-maila, estaldura mediatikoren maila, 
enpresaren eta publikoaren arteko botere-harremana. 
 

Halere, hainbat ikerketen ostean, Cameronek beste sailkapen bat egin 
zuen: (1) aurretiko aldagaiak (predisposing variables), (2) unean uneko 
aldagaiak (situational variables) eta (3) proskripzio aldagaiak bereiztuz.  

Aurretiko aldagaiak krisi-egoeran eta xede-taldeekin interakzioan 
sartu baino lehen existitzen dira; enpresak dituen berezko aldagaiak dira: 
(1) enpresaren tamaina, (2) kultura korporatiboa, (3) negozio-esposizioa, (4) 
harreman publikoak koalizio dominanteari, (5) koalizio dominantearen 
ulermena, eta (6) enpresako buruzagiaren ezaugarriak. 

Unean uneko aldagaiek, aldiz, enpresak continuumean duen posizioan 
eragiten dute; krisiaren joan-etorrian eragiten duten balizko aldagaiak 
dira: (1) egoeraren urgentzia, (2) gainontzeko publikoen ezaugarriak, (3) 
mehatxu objektiboak edo potentzialak, eta (4) continuumeko posizioak 
hartzeko arrisku edo abantaila ekonomikoak.  

Cameron et al.-ek (2001) hainbat ikerketatik ondorioztatu zuten 
arrazoi moralak, legalak eta arautzaileak tarteko,  krisi-egoera batzuetan 
ezinezkoa dela egokiera posizioak hartzea. Faktore hauei proskripzio 
aldagaiak deitu zien. Sei egoera identifikatu zituen: (1) konbikzio morala 



 

dagoenean egokitze posizioa edo jarrera komunikatiboa ez dela etikoa, (2) 
aurkariekin moral neutrala mantentzeko beharra dagoenean, (3) muga 
legalak daudenean, (4) arau murrizketak daudenean,  (5) goi-kudeaketa 
taldearen debekua dagoenean, (6) enpresaren barruan jurisdikzioarekin 
loturiko kezkak daudenean.  

Cameronek proposatutako teoria honen kontingentzia-faktoreen eta 
kontingentzia-aldagaien xehetasunak eta zerrendak kontsultagai daude 
The Handbook of Crisis Communication gidaliburuan (Pang, Jin, Cameron, 
2010:544-546).  

Ikusi dugu jadanik krisi komunikazioaren baitan biltzen diren teoria 
esanguratsuenak, testu-orientazioa eta testuinguru-orientazioa dituzten 
lau teoria, hain justu. Testu-orientazioko hurbilpen teorikoek erakusten 
digute erakundeek nola defendatzen duten haien burua krisi-erantzun 
estrategiko egokiak aukeratuz, eta, kontestu-orientazioko teoriek 
erakusten digute unean-uneko aldagaiek ahalbidetzen dietela erakundeei 
krisi-erantzun egokia aukeratzen. Azken hamarkadan, ordea, krisi-
komunikazioaren ardatzean teoria alternatiboak joan dira garatzen. Teoria 
horien artean, zilegi bekigu aipatzea Rhetorical arena theory (RAT) eta 
Discourse of renewal teoriak. Gaingiroki bada ere, teoria hauen elementu 
eta premisa nagusienak aztertuko ditugu. 

4.4.1.5 Arena erretorikoaren teoria -Rhetorical arena theory (RAT)- 
 

2000. urtean Finn Frandsen eta Winni Johansen Aarhus 
Unibertsitateko krisi-ikerlari danimarkarrek “Rhetoric and crisis 
communciation” artikulua publikatu zuten Rhetorica Scandinavica 
aldizkarian. Artikuluak ordu arte zeuden krisi-komunikazio teorien 
ikuspuntuak (Benoiten hurbilpenak) kritikatu eta foku berri batekin lan 
egiteko premia aldarrikatzen zuen, enpresetako krisi-komunikazioaren 
ulermen eta azterketa konplexuago baten beharra identifikatuz.  

Frandsen eta Johansenek kritikatutako ikuspuntuak sei dira: (1) 2000. 
urte arte egindako krisi-ikerketen fokua enpresek egindako krisi-
komunikazioara mugatzen da, -organization centric-, (2) krisi-ikerketek, 
gehienbat, krisi-erantzun estrategikoetan jartzen dute arreta, - crisis 
response centric-, (3) krisi-ikerketa askok krisi-komunikazio prozesuan bi 
subjektu soilik aztertzen dituzte, igorle eta hartzaile dikotomian oinarrituz, 
- sender and receiver centric-, (4) krisi-ikerketek kanpo krisi-komunikazioan 
(kanpo xede-taldeetan) jarri dute arreta gehiena,  barne krisi-
komunikazioa eta langileen ikuspuntua alboratuz, -external CC centric-, eta 
(5) krisi-ikerketa askok ez dute aintzat hartu krisi-kudeaketa eta krisi-
komunikazioaren arteko harremana: enpresen egituran, prozesuan eta 
kulturan duten elkar-eragina. Arena erretorikoa, hain zuzen, eztabaida 
horiek guztiak aurrez aurre ipintzeko saiakera teoriko bat da, hau da, krisi-
egoera batean pizten diren ahots anizkoitzen azterketa egiteko 
proposamen teoriko bat.  
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Frandsen eta Johansen ikerlariez gain, urte batzuk lehentxeago ere 
beste ikerlari batzuek (Murphy, 1996; Fishman, 1999; Hearit eta Courtright, 
2003) antzeko gogoetak egin zituzten, eta aurreratzen joan ziren jadanik  
krisiak gertakari gero eta konplexuagoak eta dinamikoagoak direla. Bide 
horretan, ohartarazi zuten aktore eta ahots-aniztasuna krisi-ikertzaileek 
haien azterketetan kontuan hartu beharko duten ezinbesteko ezaugarri 
bat dela. Ahots aniztasun horretan ondorengo subjektuak aurkitu 
dezakegu: komunikabideak, kontsumitzaileak, harreman publikoetako 
adituak, politikariak, sindikatuak, langileak eta enpresako kudeaketa 
taldea.  

Hala, teoria honek krisi-egoeratako komunikazioaren 
konplexutasuna islatu eta aztertu nahi du, prozesu komunikatibo anitz 
horiek identifikatuz, deskribatuz eta bertan ematen diren ereduak edo 
patroiak azalduz: nork sortzen edo leherrarazten du prozesua? Nork edo 
zerk mantentzen ditu prozesu horiek bizirik? Zein motatako kostelazioak 
eta interakzioak sortzen dira aktoreen artean? Zeintzuk dira praktika 
horien inplikazio eta ondorioak? Galdera horiei erantzuna emateko 
erretorikaren teoriak beste hurbil teoriko hauetatik ere elikatzen da: 
konplexutasun teoria, Arena teoria eta Komunikazio teoria. Teoria hauetan 
inspiratuz, halaber, Frandsen eta Johansenek (2017) krisi-komunikazioaren 
definizio gaurkotuago bat ematen dute: 

 “Crisis communication is a complex and dynamic configuration of 
communicative processes which develop before, during, and after an 
event or a situation that is interpreted as a crisis by an organization 
and/or by other voices in the arena. Crisis communication also includes 
how various actors, contexts, and discourses (manifested in specific 
genres and specific texts) relate to each other” (148.orr.) 

Arena kontzeptua ulertzeko, ordea, Reen (1992) ikerlariaren metafora 
baliatzen dute: 

“An arena is more like a medieval court where the actors choose their 
own strategies. The outcome of an arena process will always be 
undetermined. Actors applying different strategies may very well 
produce synergetic effects. A strategy may even lead to unwanted 
results. The interaction in the arena can also result in a change of the 
rules of the game being played in the arena” (Frandsen eta Johansen, 
2017:147).  

Merriam-Webster online hiztegiaren arabera, arena ere bada: (1) 
Erromako gladiatoreek borrokatzeko erabiltzen zuten anfiteatroa, (2) 
entretenimendu publikorako espazioa, eta (3) lehiatzeko eta ekintzak 
egiteko esfera edo espazioa.  

 Arena erretorikoaren ereduak bi ikuspuntutatik lantzen du krisi-
komunikazioa: makro ikuspuntua eta mikro ikuspuntua. Makro 
ikuspuntuak arena erretoriko osoa aztertzen du (foku orokorragoa), hau 
da, krisi-egoera batean arenan azaltzen diren ahots guztien eta haien 



 

arteko komunikazio-prozesuak aztertzen ditu. Mikro ikuspegiak, aldiz, 
arenaren zati batean jartzen du arreta; komunikazio prozesu 
indibidualetan, alegia. Makro fokuak ikuspegi analitiko eta praktikoa 
ezartzen duen bitartean, mikro fokuak erakusten du zer karakterizatzen 
duen komunikazio prozesu indibidualen testuingurua, medioa, generoa eta 
testua.  

1. Makro konponentea: interakzio patroiak. 

Figure 22. Arena ereduaren makro konponentea 

 
Iturria: Frandsen eta Johansen, 2017:148 

 
 

Irudiak krisi-egoera bateko komunikazio prozesu guztiak irudikatzen 
ditu. Komunikazio-prozesu horietako ahotsek norabide ezberdinetan 
komunikatzen dutela ere ikus daiteke. Bost norabide identifikatu dituzte 
ikerlariek: ahots batzuek elkarri (to each other) edo elkarrekin (with each 
other) komunikatzen dute, beste batzuek elkarren kontra (against each 
other). Beste kasu batzuetan, aldiz, bata besteari baztertuz (past each 
other), edo bata besteari buruz (about each other) komunikatzen da. 

Frandsen eta Johansenek ondorioztatzen dute, halaber, arenako 
ahotsak oso gutxitan oinarritzen direla berdintasunean. Ahotsen artean 
ere badirelako ezberdintasun ekonomikoak eta politikoak; boterearen 
distribuzioan ezberdintasunak dauden heinean, komunikabideekiko 
harremanak ere ezberdinak izan ohi dira, batzuk kazetariengana heltzeko 
abantaila gehiago izango dituzte beste batzuk baino. Era berean, interakzio 
patroietan eragingo duen beste aspektuetako bat aktore bakoitzaren 
posizio estrategikoa izango da. Ez da berdina iritzi publikoaren eragin-
eremutik gertu egotea (parlamentua, hedabideak) edo eragile, aditu-
elkarte eta batzordeetan barrena egotea.  

2. Mikro konponentea: bitarteko parametroak 
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Figure 23. Arena ereduaren mikro konponentea 

 

Iturria: Egileak moldatua., Frandsen eta Johansen, 2017:150 
 

Irudian ikus daitekeen bezala, arena ereduko mikro konponenteak 
hiru elementu (krisi-komunikazioa, igorlea eta hartzailea) eta lau 
parametro nagusi ditu (testuingurua, hedabideak, generoa eta testua). 
Elementu garrantzitsuena krisi-komunikazioa litzateke (erdigunean 
kokatuta) eta gainontzeko bi elementuak igorlea eta hartzailea dira. 
Komunikazioa produktua (mezua) eta prozesua da, zeinetan eta zeinaren 
bitartez igorle eta hartzaileak esanahia sortzen saiatzen diren. Hala, 
komunikazioa beti egongo da kontestualizatua. Igorleek eta hartzaileek ez 
dute enpresaren ahotsa soilik txertatuko, beste hamaika aktore eta ahots 
agertuko baitira arena erretorikoan. Ahots hauek guztiek beren estrategiak 
erabiliko dituzte gertatzen ari dena interpretatzeko eta komunikatzeko. 
Gainera, planifikatutako ekintza guztiak haien helburuei jarraiki 
diseinatuak egongo dira.  

Komunikazio-prozesu indibidual bakoitzean lau parametro erabiliko 
dituzte arenako aktoreek: testuingurua, hedabideak, generoa eta testua. 
Bitarteko hauen erabilerak eragina izango du krisi-mezuen produkzioan 
eta harreran. Orain bada, banan-banan xedatuko ditugu parametro hauen 
ezaugarriak: 

• Testuingurua 

Parametro guztietatik konplexuena testuingurua da. Komunikazio-
prozesu indibidual bakoitza filtratzen duten kontestu mota bi daude: 

3. Barne testuingurua: kontestu psikologiaren esparruan 
kokatzen da, eskema kognitiboen baitan. Testuinguru honek 
jendearen interpretazioetan (krisiaren kausak eta ondorioak) 
eta krisiaren enkoadraketan eragiten du. 
 

4. Kanpo testuingurua: kontestu soziologikoaren esparruan 
kokatzen da. Hiru kanpo testuinguru daude: 

 



 

• Testuinguru nazional-kulturala: tokian tokiko egitura 
sozialen ezaugarriek (politika, legeak, egitura 
ekonomikoak, hedabideen sistema, etab.) mezuak 
helarazteko bitartekoak baldintzatuko dituzte. Krisi 
globalak kudeatzean aintzat hartu behar den aspektua 
da hau.  

• Enpresa-testuingurua: erakundearen berezko 
ezaugarriak (komunikazio-kultura irekia ala itxia, 
enpresaren egitura hierarkiko ala horizontala, etab.) 

• Uneko testuingurua: igorlea, hartzailea, unea, lekua eta 
mezua. Krisi-mezuak helarazteko orduan, garrantzitsua 
da gogoan izatea zein den krisiaren egoera une eta 
denbora jakin horretan: nor ari da komunikatzen? Nori? 
Nola interpretatuta da krisia? Zeintzuk dira ahots 
negatiboak? Eta zeintzuk positiboak? Enpresa batzuek 
denbora kontrolatzeko estrategiak garatzen dituzte, eta 
krisia hedabideetara iritsi baino lehen enpresek beraiek 
krisiaren berri ematen die kazetariei.  

 
• Hedabideak 

Hedabideak mezuen garraiatzaileak dira. Hala, ahozkoa, idatzizkoa 
eta gorputz-espresioak ere hedabideen kontestuan sartzen dira. 
Hedabideen testuinguruak ez dio komunikabideen ahotsari 
erreferentziarik egiten, baizik eta mezuak helarazteko erabiltzen diren 
medioei: prentsa-idatzia, prentsa digitala, sare sozialak, mugikorrak, 
hedabide korporatiboak, etab. Testuinguru honetan hiru elementu nagusi 
daude: hedabide mota, informazio iturria eta formatua.  

Krisi-komunikazioa praktikatzeko orduan hedabide motak eragin 
garrantzitsua izan dezake (non, zer, noiz eta zergatik) jendearen arreta 
pizteko, interakzioak sortzeko eta sinesgarritasuna lortzeko. Krisi-
komunikazioaren formak eta iturriak ere berebiziko garrantzia du, ez da 
berdina krisiari buruzko informazioa sare sozialetatik jasotzea edo 
egunkarietatik jasotzea. Hedabideen formatuak ere krisi-komunikazioa 
baldintzatuko du, telebistako albistegietako, egunkarietako eta sare 
sozialetako tempusak eta formatuak ez dira berdin kudeatzen. Krisi-
mezuak, beraz, formatuetara egokitu behar dira.  

• Generoa: 

Komunikatzeko erabiltzen diren testu-familiak lirateke. Arenako 
aktoreek ahozko nahiz ikusteko generoak  erabiltzen dituzten haien 
komunikazio-diskurtsoak helarazteko: 

- Kanpo krisi-komunikazioa: komunikatuak, prentsaurrekoak, 
kontsumitzaileei eta hartzekodunei zuzendutako gutunak, 
prentsa artikuluak, editorialak, mugikorretara bidaltzeko 
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idatzizko mezua, txioak, blogak, Facebook-eko eguneraketak, 
Youtube-eko bideoak, etab. 
 

- Barne krisi-komunikazioa: barne buletinak, bilerak, posta 
elektrikoak, ikus-entzunezko mezuak, bideokonferentziak, 
barne sare sozialetako eguneraketak. 
 

• Testua:  
 
Testua komunikazio prozesuaren produktua da, igorleak bere mezuak 

igortzeko egiten duen hautu semiotikoa: hitzak, irudiak, tresnak eta 
ekintzak. Mezu estrategien baitan kokatzen direnak.  
 

4.4.1.6 Biziberritzearen diskurtsoa -Discourse of renewal (DR)- 
 

“Ikergaiaren egoera” atalean (literature review) aurreratu dugun 
moduan, krisi-komunikazio ikerketa informalaren baitan hainbat hurbilpen 
erretoriko daude: IRT, SCCT, eta Discourse of renewal. Azken hau Robert 
Ulmer eta Timothy Sellnow krisi-ikerlari estatubatuarrek garatu eta 
aurkeztu zuten 2000. hamarkada hasieran publikatutako “Crisis 
management and the discourse of renewal: understanding the potential for 
positive outcomes of crisis” artikuluan. Berandutxoago, 2007an eta 
2010ean, Ulmer, Sellnow eta Seeger-ek elkarrekin abiatutako hainbat kasu 
azterketen (Malden Mills, Cole Hard woods-eko suteak eta 9/11 eraso 
terrorista, besteak beste)  ostean, teoria perfekzionatu eta kontzeptu 
berriak txertatu zituzten “Post-crisis communication and renewal: 
expanding the parameter of post-crisis discourse” eta “From image 
restoration to renewal. Approaches to understanding post crisis 
communication” artikuluetan. 

 
Discourse of renewal teoriaren atzean, tradizio eta antzinatasun 

gehiago duten hiru hurbilpen erretorikoren ezaugarriak daude: Xede-
taldeen teoria (stakeholder theory), Kaosaren teoria (Chaos theory), eta 
Suspergarritzeko teoria (Restorative rhetoric). Hain zuzen, biziberritzearen 
diskurtsoa, teoria erretoriko guztien artean gazteena da. Beste teoriekin 
alderatuta (IRT, Apology, SCCT), ezberdintasun nagusia da teoria honen 
erretorika krisi-ondoko fasean oinarritzen dela, hau da, erakundearen 
etorkizunean jartzen da fokua eta ez horrenbeste krisi-garaiko gora-
beheretan: enpresaren izena babesteko estrategiak, erantzukizunaren 
atribuzioa, eta estrategia erreaktiboak edo egokituak erabiltzeko 
erabakiak, besteak beste. Helburua da, hain zuzen, krisia bera marko 
positibo eta futurista baten azpian kokatzea (enkoadratzea) aurrera 
begirakoetan eta erakundearen ikasbideetan zentratzeko.  

 
Ulmer, Sellnow eta Seeger-en (2010) premisak dio krisi-

komunikazioko teoria erretorikoek lagundu digutela aztertzen erakundeek 
nola erantzun diezaieketen krisi baten harira piztutako mehatxuei eta 



 

akusazioei, baina ez dutela krisi-osteko argazkirik eskaintzen, alegia, ez 
dutela krisi-ondoko testuinguruari lotutako exigentzia erretorikoen 
berririk ez eta argibiderik ematen. Horregatik aldarrikatzen dute krisi-
osteko faseetan oinarritutako krisi-komunikazio ikerketa gehiago egiteko 
beharra. Haien ustez krisi baten ostean erakundeari azaltzen zaizkion 
aukerak (akatsetatik ikasteko ahalmena, erresilientzia, suspertzea, 
berreraikitzea eta erakundea bera biziberritzea) ikerketa potentzial 
handikoak dira erretorikaren ikuspuntutik (Ulmer et al., 2002): 

“Analyses of organizations that focus on renewal efforts following 
crisis rather than issues of arguing over guilt and responsibility may 
help theorists and practitioners provide a more complete examination 
of the rhetorical options available to an organization following a crisis 
(365.orr.)” 
 
Biziberritzeko teorian oinarritutako ikerketek erakutsi dute erretorika 

mota hau arrakastaz erabiltzeko erakundeak hainbat konpromiso hartu 
behar dituela kontuan: (1) xede-tadeekiko konpromisoa, (2) 
zentzabideekiko konpromisoa, eta (3) oinarrizko balioekiko konpromisoa. 
Beste modu batera esanda, erakundeak krisiren aurretik izan duen jarrera, 
egin dituen ekintzak, izan dituen balioak, xede-tadeekin izan duen 
harremana eta komunikazioak krisi-osteko erretorikan eragin dezake. 
Adibidez, hainbat kasu azterketek erakutsi dute krisi aurretik erantzukizun 
sozial eta giza-balioekiko leialtasun gutxi izan duten erakundeek 
sinesgarritasun gutxiago izan dutela biziberritzeko erretorika erabili 
dutenean. Izan ere, jendeak joera gehiago izaten du mota honetako 
erakundeei oportunistatzat jotzeko. 

 
Modu berean, erakundeak neurri zuzentzaileak hartu dituela egiztatu 

behar du. Eraldaketa hori garai berri baten isla izan behar da. Neurri berrien 
berri emango duten mezuak helarazi beharko ditu, eta aurreko akatsak 
zuzentzeko jarrera proaktiboa erakutsi. Mezu horiek guztiak erakundearen 
eta xede-taldeen oinarrizko printzipio eta balioetan oinarritu behar dira; 
sentimendu eta emozioen (pathos) esparruari loturiko mezuak, hain justu 
(Ibidem, 2002).  

 
Horretarako, Ulmer et al.-ek (2010) lau helburu edo konponente 

teoriko proposatzen dituzte erretorika mota honen baitan: 
 

1. Enpresa-ikasbideak  

Krisi-komunikazio ikerketek agerian uzten dute krisi-osteko 
ikasbideak elementu kritikoak direla krisi bat eraginkortasunez 
kudeatzeko. Sitkin-ek (1996) dio hutsegiteak enpresaren ikaskuntza 
prozesurako oinarrizko elementuak direla, horiek gabe ezinezkoa 
litzatekelako neurri zuzentzaileak txertatzea.  Hain zuzen, enpresak neurri 
zuzentzaile horiek modu eraginkorrean eta bizkorrean txertatzeko 
gaitasuna da biziberritzeko erretorikaren muina. Simon eta Pauchantek 
(2000) ikasteko hiru formula bereizten dituzte.  
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5. Portaera-ikasbideak: Kanpo ingurunearen kontrola, arauak, 
erregulazioak eta sistema teknologikoak 

6. Ikasbide paradigmatikoak: kanpo agentzia batek bultzatutako 
aldaketak eta enpresak berak egindako aldaketak 

7. Ikasbide sistemikoak: krisi prebenitzeko ikasbideak.  

Biziberritzearen teoria erabiltzen duten erakundeek, normalean, 
ikasbide paradigmatikoak eta sistemikoak erabiltzen dituzte. Erakundeak 
erakutsi behar izaten die xede-taldeei krisitik ateratako ikasbideek 
ahalbidetzen diola etorkizunean horrelako krisiak saihesten edo modu 
etikoan erantzuten.  

 
2. Komunikazio etikoa 

Komunikazio etikoa krisi-aurretik, krisi-garaian eta krisi-ostean 
lantzea oso erabilgarria izan daiteke. Gardentasuna, erantzukizuna, 
sinesgarritasuna edota kudeaketa irekia bezalako balioak sustatzen 
dituzten erakundeak prestatuago egongo dira baliorik transmititzen ez 
dutenak baino. Komunikazio etikoa bi modutara bermatu behar da: 

 
- Xede-taldeekiko harremana: erakundearen eta bere 

publikoaren arteko harremana suspertzea oso garrantzitsua 
da. Erakundea soluzio eta irtenbide bila ateratzen denean 
xede-talde guztiak izan beharko ditu gogoan, eta mezuak 
balio positiboz busti beharko ditu.  
 

- Komunikazio naturala: komunikazio etikoaren beste 
aspektuetako bat naturaltasuna da. Ikerlariek ondorioztatu 
dute komunikazio estrategikoak dituen atributu edo 
ezaugarriengatik komunikazio ez-etikotzat jo daitekeela. 
Horren ordez, biziberritze erretorikaren baitan egokiagoa 
ikusten da enpresako liderrean oinarritutako komunikazio 
argia eta zintzoa egitea:   
 

“Renewal is typically leader based, drawing heavily upon the ethical 
character and climate established by the organization´s leader prior to 
the crisis. Leaders respond in provisional instinctive ways deriving from 
long established patterns of doing business and from a core set of 
established values. (…) It is noteworthy that such provisional responses 
are seen as more honest, natural, and humane during the trauma and 
uncertainty of the event”.  
 

3. Ikuspuntu prospektiboa atzera begirakoa baino 

Biziberritze erretorikaren hirugarren ezaugarria da krisi-osteko eta 
etorkizuneko erronketan oinarritutako komunikazioa egitea.  Enpresaren 
abileziatan eta gaitasunetan oinarritutako komunikazioa izan behar du, 



 

optimismoz bustia eta enpresa-balioetan oinarritua. Helburua da 
erakundearen norabide eta helburu berrien abiapuntuak zeintzuk diren 
komunikatzea.  

 
4. Enpresa-erretorika positiboa edo efektiboa 

Erretorika positiboa erabiltzeak esan nahi du enpresako buruzagiek 
xede-talde guztiak motibatzeko diskurtsoak erabili behar dituela. 
Horretarako, ezinbestekoa da kudeaketa-buruzagiek haien konpromisoa 
eta optimismoa erakustea: “Renewal capitalizes on organizational 
leadership and community values to create what is best for the 
community. More importantly, it gives publics a positive and optimistic 
outlook” (Ulmer & Sellnow, 2002:169).  

 
Halere, ikerlariek diote erretorika mota hau ezin daitekela erabili krisi-

tipologia eta krisi-egoera guztietan. Hartara, erakundeek lau kondizio edo 
kriterio bete beharko dituzte biziberritzearen erretorika erabiltzeko: 

 
• Erakundeak krisi-aurreko etika-maila sendoa izan behar du. 
• Erakundearen krisi-aurreko harremanak sendoak eta 

mesedegarriak izan behar dira. 
• Erakundeak krisi-erantzukizun eta krisi-kausetan baino, krisi-

ondoko proiektuetan jarri dezake fokua.  
• Erakundeak krisi-komunikazio eraginkorra erabiltzeko nahia 

izan behar du eta neurri zuzentzaileak proposatu. 

4.5 Krisi-komunikazioa eta hedabideak 

Gauza jakina da komunikabideek krisietan paper garrantzitsua 
jokatzen dutela, ikerketa ugarik erakutsi dute, halaber, krisiaren 
dimentsioa hein handi batean komunikabideen mende dagoela. Izan ere, 
krisiari ematen zaion tratamendu mediatikoaren arabera (framing-a) 
krisiek bilakaera bat edo beste izan baitezakete. Horregatik esan ohi da 
kazetariak enpresaren xede-talde garrantzitsu bat direla. Hain zuzen ere 
gainontzeko xede-taldeen komunikazio kanal printzipala izan ohi direlako 
(gatekeeper-ak), eta ahots ezberdinak kudeatzeko ahalmena izaten 
dutelako (artekaritza lanak). Ondorioz, tentuz zaindu beharreko xede-
taldeak bilakatu dira hedabideak (Shranz eta Eisenegger, 2010).  

 
Kazetariek krisiak istorioetan transformatzeko ahalmena daukate. 

Albisteen sorkuntza horretan, elementu ezberdinekin jolasteko aukera 
izaten dute, eta hainbat osagai konbinatu ohi dituzte: heroiak, biktimak, 
gaizkileak, eta konspirazioak. Horrez gain, nobelatan bezala, gertakarien 
klimaxa eta tempusa kudeatzeko abagunea ere izaten dute; krisiaren 
mediatizazioa kontrolatuz. Hjarvadek (2008) horrela definitzen du 
mediatizazioa:  
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“The process whereby society to an increasing degree is submitted to, 
or becomes dependent on, the media and their logic. This process is 
characterized by duality in that the media become integrated into the 
operations of other social intuitions, while they also have acquired the 
status of social intuitions in their own right. As a consequence, social 
interaction -within the respective intuitions, between intuitions, and in 
society at large- takes place via the media” (113.orr.). 
 
Hedabideak, krisi-informazioaren jagoleak diren aldetik, errealitatea 

eraikitzeko botera daukate, hau da, jazoeretan eta xede-taldeen 
hautemateetan eskua hartzeko ahalmena daukate. Hain dira boteretsuak, 
ezen erakunde eta enpresa asko hedabideen logikaren tiraniari errenditzen 
direla: ”the news media are so important that the other actors and 
intuitions in society have to adapt to them – and not the other way around 
(…). The other actors not only adapt to the media logic, but also internalize 
this logic” (Frandsen eta Johsansen, 2017:181).  

 
Beste ikerketa batzuek erakutsi dute (Allen & Savigny, 2012) enpresa-

krisien mediatizazioa enpresa-komunikabideen mozkinak handitzeko 
formula erakargarriak bihurtu direla. Shranz eta Eisenegger-ek (2010) diote 
erakundeen krisiek eta, oro har, negozioen alorreko gaiek hedabideen 
egunkarien salmentak eta Interneteko bisitak areagotzen dituztela. Hori 
dela eta, ikerlariek David-Goliath efektua areagotu dela antzeman dute, 
zeinak hedabideen-interesa enpresa lokal eta txikietara bideratu 
beharrean, enpresa globalen jarduera ekonomikoetara bideratzen duen.  

 
Bestalde, komunikabideek inoiz baino publizitate-presio handiagoa 

dute, eta iragarkietatik finantzazioa lortzeko bideak gero eta zailagoak 
direnez, hedabideek kontsumitzaileen arreta bereganatzeko formula gero 
eta perbertsoagoak baliatzen dituzte: enpresa-krisien estaldura 
mediatikoa negatibotasunean, konfliktoan eta eskandaluan oinarritutako 
kazetaritza-balioetan oinarrituz (Heath,1998, Imhof, 2003). Esaera zahar 
batek dio “albiste txarrek albiste onek baino balio gehiago dutela”.  

 
Hain justu ere, Herb Schmertz Mobil Oil korporazioko buruzagi ohiak 

dio (1986:77) merkataritza lehentasunek agintzen dutela notizietan, ahalik 
eta ale gehien saltzea delako hedabideen xedea. Gero eta albiste 
probokatzaileagoa eta dramatikoagoa are hobeto hedabideen 
salmentetarako. Horrez gain, kontuan hartu beharreko beste faktore bat 
da kazeta bakoitzaren ildo editoriala. Adibidez, Burgis et al.-ek (2011) 
egindako ikerketek erakutsi dute merkataritza edo negozio gaiei lotutako 
hedabideek oihartzun gutxiago ematen dietela enpresa-krisiei. 
Benediktsson-ek (2010) ere antzeko ondorioak atera zituen Estatatu 
Batuetan aztertutako enpresa-krisien prentsa estalduratik. Emaitzek 
erakutsi dute alderdi errepublikarraren aldeko hedabideek askoz gutxiago 
informatu zutela enpresa amerikarren krisiei buruz.  

 
Schmertzek (1986:121) “El silencio no es rentable: el empresario frente 

a los medios de comunicación” liburuan hainbat gomendio ematen die 



 

enpresako komunikazio zuzendariei hedabideekin erlazionatzeko: (1) 
medioekin lotura eta harreman naturala mantentzea, eta (2) krisi aurretik 
ere hedabideekin dituzten harremanak zaintzea. Schmertzen aburuz ez 
zaio krisiari itxaron behar hedabideekin komunikatzen hasteko. 
Enpresaren sinesgarritasuna krisi aurretik lantzen eta mimatzen den 
ezaugarri garrantzitsu eta ukiezin bat delako. Bergek (1990:67) ere ideia 
berbera berresten du adierazpen honekin: “Los medios de comunicación 
son unos de los públicos más importantes durante las crisis porque 
influyen en la opinión pública. La empresa no debería esperar a una 
situación de crisis para familiarizarse con los medios locales”.  
 

Bistan da, beraz, krisi aurreko lanak fruitua eman dezakeela. 
Hedabideei ez zaie zertan koipea eman behar, hori ere neurtu beharreko 
aspektua da, baina informazioak balio ekonomikoa duen aldetik, krisi-
albisteen usnan dabiltzan kazetarien eta enpresako arduradunen arteko 
informazio trukaketa altxor preziatua izan daiteke (Schemertz, 1986:122). 
Horregatik guztiagatik, krisia lehertu aurretik komenigarria da 
enpresarentzat gako-komunikabideak identifikatzea, haien agenda eta 
lehentasunezko gaiak zeintzuk diren ezagutzea.  
 

Cutlip-ek eta Center-ek (2000) hedabideekin lan egiteko oinarrizko 
bost arau xedatzen dizkie erakundeei: 
 

1. Konfiantzaz jokatu: elkarren arteko konfiantza eta sinesgarritasuna 
berebizikoa da. Gezurra bazterrean utzi eta medioen arteko 
lehentasunak baztertu. 
 

2. Zerbitzua eman: bidezko eta intereseko albisteak eman eta 
material osagarriak eskaini.  

 
3. Ez erregutu eta ez kritikatu arrazoirik gabe: informazioa oker egon 

ezean ezingo da errektifikaziorik eskatu. Ezin da presiorik egin 
notizia bat publikatzeko. Medioek ez badute interesekoa 
kontsideratzen, seguruenik horrela izango da.  

 
4. Ez eskatu albiste bat ez publikatzeko: erakundeak ezingo du 

sekula hedabideen erabakien kontra jo. Albistearen publikazioa 
atzeratzea ez da gomendio ona, baina arrazoi nahikoa izanez gero 
posible da hori eskatzea.  

 
5. Ez josi albistez hedabideak: prentsa-adierazpenak gertakizun 

garrantzitsu edo egokien gainean igortzen dira. Kazetariek 
komunikazio arduradun setatiak arbuiatzen dituzte, etengabe deika 
aritzen diren horiek, hain justu.  

 
Gomendio hauek jarraituta, erakundeek hedabideetan duten 

presentzia ondu eta haiekin duten harremana suspertu dezakete. Izan ere, 
estaldura mediatikoa nahitaezkoa da enpresentzat hainbat arrazoiengatik: 
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(1) haien produktuak saltzeko, (2) haien jarduera ebaluatzeko, (3) haien 
estatusa eta ospea zaintzeko, (4)  xede-taldeen hautemateetan (enpresa-
balioei buruzkoak) eragiteko, eta (5) enpresaren legitimazioa bermatzeko 
estaldura mediatikoa behar dutelako. Deephouse (2000) ikertzaileak 
“media-reputation” kontzeptuarekin laburbiltzen ditu beharrizan horiek, 
hau da, komunikabideek erakundeari egiten dioten ebaluazio orokorra 
bezala uler daiteke. Pallas eta Fredriksson (2013) ikerlari sudiarrek, ordea, 
“corporate media work” kontzeptua erabiltzen dute erakundearen eta 
hedabideen arteko harreman eta interakzio prozesuari deitzeko; izan ere, 
haien ustez erakundeen mediatizazioa ez da prozesu linear eta 
determinista bat non hedabideek erakundea nahieran menderatzen eta 
kudeatzen duten, baizik eta bien arteko harreman korapilatuaren fruitua 
da.  

 
Jacobsen (1999) ikerketak erakutsi du mediatizazio hori erakundearen 

eta komunikabideen arteko interakzio-harreman sofistikatuetatik eratorri 
daitekeela. Jacobsek Exxon Valdez enpresaren prentsa-adierazpenak 
aztertu zituen (60 inguru) olio-isurketaren krisian (Alaska, 1989). Corpus-
azterketa horretan aurrez-formulatutako estrategiak batzuk identifikatu 
zituen: prentsa-adierazpenaren forma, egitura, informazio-iturriak, 
gertakarien deskribapena, eta erabilitako terminologia erreparatuz. 
Estrategia horien helburua, hain zuzen, hedabideen bidez publikoarengana 
modu jakin batean iristea zela ondorioztatu zuen, hau da, enpresaren 
komunikatuak prentsa-artikuluetan bihurtzea eta bertan ematen ziren 
azalpenak eta deskripzioak publikoari enpresak nahi zuen bezala 
helaraztea. Nolako kontakizuna, halako pertzepzioa.  

4.5.1 Krisi-kazetaritza 

Krisi-kazetaritzak, hain zuzen, krisi-albisteekiko hedabideak 
finkatutako balioak eta irizpideak aztertzen ditu: gatekeepinga91, krisi-
gertakarien idazketa eta estiloa, kazetaritza-generoak, krisiak albiste 
bihurtzeko irizpideak, krisiaren kontakizunean erabiltzen diren kriterioak, 
eta beste hainbat aspektu ikertzen ditu.  Frandsen eta Johansenek hiru 
krisi-kazetaritza hurbilpen bereizten dituzte (2017:187): 

 
1. Hedabideak informazio-iturri gisa 

Krisi-ikerlari askok hedabideak erabiltzen dituzte haien ikerketa 
proiektuen datu-bilketarako. Askotan, errazagoa izaten baita enpresen 
adierazpenak hedabideetatik jasotzea enpresatik bertatik baino. 
Batzuetan, gainera, ikerlariek ez dute beste aukerarik izaten. Halere, hau ez 
da beti aukera egokiena. Jakin badakigulako informazio hori 
kontestualizatua dagoela, alegia, kazetariek aplikatutako kazeta-filtroak 
                                                        
91 Gatekeeping-a prozesu bat da zeinetan hedabideek informazioa modu jakin batera prozesatzen 
duten publikoari helarazi baino. Hauek dira funtzio nagusiak: albistegai diren eta ez diren gaiak 
epaitzea eta erabakitzea; eta gaia horri hedabidean emango zaion espazioa, kokapena, denbora, 
informazio iturriak, eta abar zeintzuk izango diren erabakitzea (Shoemaker, 1991) 



 

dituela. Ikuspuntu teorikotik, beraz,  hedabideak kanalak baino ez dira 
ikerlarientzat.  

 
2. Hedabideak xede-talde gisa: 

Krisi-ikerlari askok hedabideak krisi-estaldura mediatikoaz 
arduratzen diren xede-taldetzat hartzen dituzte. Hau da, krisi-egoeran 
dagoen enpresako krisi-kudeaketa taldeak (adib. krisi-erantzun egokia 
hautatzea) jasotzen duen input-a (adib. krisi-erantzukizunaren atribuzioa) 
hedabideek egindako estaldura-mediatikotik (adib. Framing edo 
enkoadraketa mota).  

 
3. Hedabideak eszenatoki gisa: 

Beste ikerlari batzuek hedabideak krisiak esplotatzeko eszenatokitzat 
hartzen dituzte, non interes politiko eta ekonomikoak ere ustiatzen diren. 
 

4.5.1.1 Krisi-albisteen enkoadraketa 
 

Gauza jakina da enpresen krisi-egoerako albisteek notizien edukiak 
aldatzen dituztela. Horrek esan nahi du enpresaren ohiko jardueran 
(krisirik gabeko egoeran), komunikabideetan azaltzen diren enpresa-
albisteek ekonomia aktibitatean eta produkzio emaitzetan jartzen dutela 
arreta. Krisi-egoeran, ordea, gai horiek lerro burueratik desagertzen dira 
(hedabideen agendatik) eta albiste etiko-sozialeko enkoadraketa duten 
notiziei ematen zaie bidea, hau da, kazetariek okerkerian jartzen dute 
fokua eta albisteetan tonu negatiboagoa erabiltzen dute (Schranz, 
Eisenegggerek, 2010).  

 
Framinga eta Framing teoriak gako-elementuak dira ikerketa-esparru 

eta diziplina akademiko askotan (soziologia, psikologia, zientzia politikoak, 
komunikazio zientziak, enpresa ikasketak, eta harreman publikoak). Izan 
ere, jendeak errealitatea nola interpretatzen duen, nola ulertzen eta 
antolatzen duen, eta nola komunikatzen duen aztertzeko ezinbestekoak 
dira. Entmanek (1993) horrela definitzen du framinga: “To frame is to select 
some aspect of a perceived reality and make them more salient in a 
communicating text, in such a way as to promote a particular problem 
definition, causal interpretation, moral evaluation, and/or treatment 
recommendation” (52.orr.). 

 
Framingaren teoria, ordea,  piska bat haratago doa. Teoria honek  

iradokitzen du masa-hedabideek salient delakoa (gailentzen den 
ezaugarria) sukaldatu baino gehiago egiten dutela. Notizian zer sartu eta 
zer ez erabakita, hedabideek albistea enkoadratzen dute (Yvengar eta 
Kinder, 1987). Alegia, hedabideek istorioen esanahia mugatzeko eta 
definitzeko ahalmena duten heinean, jendearen interpretazioak eta 
pertzepzioak moldatzen ari  dira (Hallahan, 1999).  
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Diziplina ezberdinetako ikerlariek framing mota ezberdinak 
(generikoak eta espezifikoak) identifikatu, zehaztu eta definitu dituzte 
ikerketa enpirikoen bidez. Iyengar-ek (1991), adibidez, “albiste-
enkoadraketa episodikoa” (indibiduoi egozten zaie erantzukizuna) eta 
“albiste-enkoadraketa tematikoa” (gizarteari egozten zaio erantzukizuna) 
zertu zituen. Nueman et. al-en (1992) ikerketetan esaterako, hedabideetan 
eta publikoan oinarritutako bost framing generiko identifikatu ziren: 
“inpaktu soziala”, “ekonomikoa”, “balio moralak” eta “konfliktoa”. Framing 
moriek, halaber, Semetko eta Valkenburg-ek (2000) berrerabili zituzten 
haien ikerketetan. Egokitzapen batzuk egin ostean, eskala bat osatu zuten 
framing mota horien atribuzioa neurtzeko: “erantzukizunaren atribuzioa”, 
“konfliktoa”, “giza interesa”, “moralitatea”, eta “ondorio ekonomikoak”. 
 

Table 20. Semetko eta Valkenburgen framing motak 

Krisi-albisteen enkoadraketa mota Fokua 
Erantzukizunaren atribuzioa Krisiaren erruduna nabarmentzen da 
Ekonomikoa Ondorio ekonomikoak nabarmentzen dira 
Gatazka Krisian nahastuta dauden subjektuen arteko 

desadostasunak nabarmentzen dira 
Giza interesa Krisiaren gaineko giza sentimenduak eta giza 

perspektibak nabarmentzen dira 
Moralitatea Perspektiba moralak nabarmentzen dira 

Iturria: Semetko eta Valkenburg, 2000 
 

Krisi-ikerlari gutxi batzuek ere framing-ikerketetan jarri dute fokua. 
An eta Gower-ek (2009), adibidez, krisi-tipologia eta krisi-erantzukizun 
mailaren arabera hedabideek notiziatan zein motako framingak erabiltzen 
dituzten aztertu dute. Haien ikerketa proiektuan 247 prentsa-artikulu  
(prentsa estatubatuarra) arakatu zituzten. Artikuluen azterketan, 
Coombsen krisi-tipologiak eta Setmenko eta Valkenburgen (2000) 
framing-tipologiak guratzutu zituzten. Emaitzek erakutsi zuten Estatu 
Batuetako enpresa-krisiei buruzko albisteetan krisi-erantzukizunaren 
atribuzioa nabarmentzen dela gainontzeko framing-tipologien gainetik.  

 
Bestalde, Benedisksson-en (2010) ikerketek erakutsi dute hedabideek 

krisi-epizentroarekiko duten hurbiltasuna erabakigarria dela krisi-albisteen 
tonuaren intentsitatean: “geographical proximity affests the intentsity, 
tonality and framing of the reporting” (Schranz, Eisenegger, 2010:169). 
Epizentrotik hurbil dauden hedabideek tonu zehatzagoa eta sakonagoa 
erabiltzen dutela frogatu da. Hartara, hedabide lokalen estaldura 
mediatikoa handiagoa izango da krisi-epizentrotik kanpo dauden 
hedabideena baino. Efektu honi “home harbor” deitzen zaio (Idem): 

 
 “Home harbor” effect can be explained by the fact that the key target 
groups of the media tend to be more strongly affected by a local crisis 
than more remote reference groups”. (…) Another factor responsible 
for the “home harbor” effect is that the scope of action of major critics 
(political parties, public authorities, trade unions, citizens’ initiatives) in 
a crisis still has a strong national character, so that these groups 



 

continue to focus their media-oriented agenda-setting predominantly 
on the national rather than the international media arena” (169.orr.) 

 
Schranz eta Eisenegger (2010) krisi-ikerlariek gaineratzen dute 

hedabide lokalen “harbor efektu” hori sistema politiko demokratikoetan 
oinarritutako hedabideetan soilik dela aplikagarria.  

 

4.5.2 Bozeramaileen rola krisietan 

Krisi-egoeretan, hedabideei kontsideratzen zaie publikoaren eta 
erakundearen arteko artekariak (Veil, Ojeda, 2010). Bide horretan, 
ikerlariek frogatu dute krisi-bozeramaileek kazetarien galderei 
erantzuteko erabiltzen dituzten estrategiek ere publikoaren krisi-
erantzukizun pertzepzioa moldatzeko ahalmena daukatela (Sellnow, 
Seeger, 2013). Olssonek (2010) dio hedabiden eskakizunei erantzuteaz 
arduratuko den krisi-bozeramaileak enpresaren legitimazioa mantendu 
nahi badu, krisi-diskurtsoa prestatzeko orduan audientziaren ikuspuntua 
izan behar duela gogoan. Bozeramaileen trebakuntzan, beraz, gakoa da 
aztertzea zein den hedabideekin lan egiteko formarik eta formularik 
egokiena (Sellnow, Seeger, 2013), bere mende baitago krisiaren bilakaera.  
 

Hau esanda, krisiaren kudeaketa bera bezain garrantzitsua da 
erakundeak eta bozeramaileak hartzen duten jarrera kontrolatzea. 
Bozeramaileak krisi-egoera ongi kudeatu nahi badu, hainbat irizpide izan 
behar ditu kontuan: entzuten jakin behar dute, onestasunez jardun behar 
dute, umiltasunez jokatu behar dute, autokritika egiten jakin behar dute, 
hobetzeko borondatea izan behar dute, gogobetetasuna erakutsi behar 
dute  eta sendotasuna agertu behar dute. Halere, jakin badakigu krisia oso 
egoera komunikatibo berezia dela. Horregatik, arau komunikatibo 
orokorrez gain, beste irizpide berezi batzuk ere oso kontuan izan behar 
direla diosku Ramirez de la Piscinak (2010:113): 

 
- Azkartasuna: Egoera bere onetik ateratzen denean, bozeramaileak 

azkar azaldu behar du kazetarien aurrean. Arazoei aurre egiteko 
prest dagoela nabarmendu behar du; jarrera aktiboa, positiboa eta 
mataza argitzeko gertutasuna erakutsi behar du. Krisi egoeretan, 
azkartasuna  oinarrizko printzipioa da. Krisia lehertu ondoko ordua 
ere kritikoa izaten da (the golden hour).  
 

- Zintzotasuna: krisi baten aurrean leudekeen erantzukizunak onartu 
egin behar dira eta egiaz baliatu behar da beti, bestela, 
bozeramailearen sinesgarritasuna lehenago ala beranduago lur jota 
geratzen da. Egia beti da errentagarriagoa gezurra baino. Aski 
frogaturik dago: herritarren lehenago barkatzen diote beren hutsak 
aitortu duen agintariari, gezurretan modu nabarmenean jarduten 
duenari baino.  
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- Ahots bakarra: Arazoen aurrean ahots bat eta ez hogeita bat. 
Krisialdi batean koherentzia bermatzea helburu estrategikoa da 
erakunde guztientzat. Funtsezkoa da eledun bakarra izatea bestela, 
ñabardurak edo kontraesanak azaltzen dira eta erakundearen 
lehiakide direnak horretaz baliatuko dira, baita kazetariak ere. 
Krisiaren iraupenaren eta dimentsioaren arabera bozeramaile bat 
baino gehiago egon daiteke. Orduan mezuen arteko koherentzia 
bermatzea ezinbestekoa da.  
 

- Profesionaltasuna: horrek esan nahi du eledunak zehaztasunez 
aritu eta gizarteari zerbitzu bat eskaintzeko borondatez jardun behar 
duela. Gardentasuna eta prestutasuna eraginkortasunaren giltzarri 
dira. Horretarako, ongi ezagutu beharko ditu komunikabideen 
betebeharrak. Ondotxo jakin behar du zein den ordurik egokiena 
egunkarietara pentsa oharrak bidaltzeko edo irratian eta telebistan 
agertzeko unerik egokiena.  

 
Krisi aurretik eta krisia lehertzen den unean krisi-taldeari 

gomendatzen zaio medioen segimendua egitea kanal ezberdinak erabiliz 
(telebista, irrati, egunkari, Internet, etab). Euskarri horietan guztietan 
azaltzen den informazioa aztertzea behar-beharrezkoa da. Modu berean, 
enpresako xede talde guztiei informazioa eskaini beharko zaie, baita 
langileei ere; izan ere, medioak dira, lehen instantzian, horiengana jotzen 
dutenak informazio eske. Eta ondotxo dakigu zuku gehiago ateratzen 
zaiela langileen adierazpenei enpresako zuzendariek egindakoei baino.  

 
Enpresetako komunikazio arduradunek bozeramaileendako 

trebakuntza-saioak egin ohi dituzte hedabideen presioari aurre egiteko, 
bereziki, telebista eta irratiaren aurrean jarduteko. Entsegu horiek ariketa 
ezberdinen bitartez egiten dira, hau da, simulazioen bidez. Helburua da 
eledunak eta enpresako arduradun nagusiak estualdian jartzea, haien 
jarduna eta adierazpenak grabatu eta analizatzeko. Ariketan horietan 
ebaluatzen diren aspektuak hauek dira: koherentzia, diskurtso-kalitatea, 
argitasuna, zintzotasuna, espresioa, ahotsaren tonua, hitz egokien 
erabilera, keinuak eta aurkezpena. Piñuelek (2005:22) ariketa horien 
garrantzia azpimarratzen du. Bere irudikoz, borondatea, denbora eta 
seriotasuna dira saio horien gakoak.  

4.5.3 Erakundeen krisi-estrategia motak 

Orain arte, krisi-teoria ezberdinek proposatutako krisi-estrategia 
motak ikusi ditugu, baina ondorengo taulan, krisi-teoria horietatik at 
identifikatu ditugun krisi-kudeaketa taktika batzuk jasoko ditugu. Izan ere, 
doktorego tesi honetako marko teorikoa eta ikergaiaren egoera atalak 
osatzeko, krisi literaturari buruzko errebisio sakona egin behar izan dugu. 
Hain zuzen, errebisio horretan agertutako krisi-estrategia eta krisi-taktika 



 

nabarmenenak jasoko ditugu hemen. Taulak honek ez ditu inondik inora 
krisi-taktika guztiak biltzen, hurbilpen xume bat besterik ez da.  
 

Table 21. Krisi-literaturan identifikatutako krisi-taktika motak 

Estrategia mota Estrategia fokua  
Tone of voice strategy Enpresa edo erakundearen hizkerari egiten dio 

erreferentzia. Hitz egiteko era eta estilo 
pertsonalari. Hizkera horrek enpresa-markaren 
pertsonalitatea eta balioak islatzen ditu  

Sit out strategy Enpresa krisitik at mantentzen denean, hau da, 
parte hartzerik gabe 

Information strategy Enpresa-helburuak lortzeko beharrezko 
informazioaren erabilera. Enpresarentzako 
baliotsua izan daitekeen informazioaren 
planifikazioa: datu-bilketa, datu-azterketa, 
datu-integrazioa, informazioaren egitura eta  
informazioaren balio ekonomikoaren 
kudeaketa 

Sympathy strategy Enpresak bere kezka eta ardura erakusten du 
xede-taldeekiko 

Stealing the thunder Enpresa-krisiaren albistea hedabideetara iritsi 
aurretik, enpresak zuzenean hedabideei 
krisiaren berri ematea: esklusiba kentzea 
bezala ere uler daiteke “Ekaitza lapurtzea” 

Ambiguity strategy Argi eta garbi hitz egin ordez, kontzeptu eta 
argudio anbiguoak erabiltzen direnean. 
Politikariek askotan erabiltzen duten estrategia 
da kazetarien galderei iskin egiteko. Enpresa-
arduradunak krisi batzuetan ezin dute garden-
gardernak izan. 

Divert attention strategy Publikoaren arreta desbideratzea 
Crisis exploitation strategies Krisiari probetxua ateratzea interpretazio eta 

framing jakin bat emanda. Krisia enpresaren 
interes partikularrentzat erabiltzea 

Blended crisis response strategy Jarrera defentsiboa eta adeitsua konbinatzea 
enpresa-mezuetan. 

Doing nothing, let the storm pass Ekaitza pasatu arte itxarotea eta denbora 
pasatzen uztea.  

Iturria: egileak egina 

4.6 Enpresa-arduradunak eta langileak krisi-egoeretan 

Orain arte, erakunde baten kanpo xede-taldeei buruz hitz egin dugu, 
baina krisietan badira arreta berezia merezi duten enpresaren barne xede-
talde garrantzitsu bazuk: enpresa barruko langileria. Zer gertatzen da 
enpresen barruan krisi bat lehertzen denean? Nola kudeatzen dute 
erakundeek krisiaren barne dimentsioa? Nola jarduten dute enpresa 
barruko aktore ezberdinek krisi-egoeretan? Nola erlazionatzen dira haien 
arten? Atal honetan, hain zuzen, enpresa barruko ahotsetan eta barne 
krisi-komunikazioan jarriko dugu arreta.  

 
Frandsen eta Johansenek (2017) enpresa barneko ahotsak hiru 

kategoriatan sailkatzen dituzte: langileak, erdi-mailako arduradunak eta 
goi-mailako arduradunak. Aipatu ditugun subjektu horiek guztiek 
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badituzte enpresaren kanpo aktoreetatik  bereizten dizkien ezaugarri 
amankomunak (207, 208. orr.): 

 
1. Erakundearekiko lotura edo harreman berezia. 

Kanpo-xede taldeetatik bereizten dien ezaugarri bat enpresarekiko 
duten kontratuzko harremana da (contractual stakeholder), zeinak 
enpresarekiko harreman legala bermatzen dien, hau da, enpresa-
kontratua izatea. Kontratuzko berme horrek langileei betebehar batzuk 
finkatu ohi dizkie: funtzioak, zereginak, soldata, etab.   
 

2. Esku-hartze espezifikoak 

Enpresako barne subjektuek esku-hartze maila ezberdina izan ohi 
dute kanpo aktoreekin alderatuta. Aktore bakoitzaren soldata, lan-ordu 
kopurua, lan-baldintzak, askatasun-maila, parte-hartze maila, autonomia-
maila, motibazio-maila, konpromiso-maila, lan-segurtasuna eta beste 
hainbat aspektuk bereizten diete kanpo aktoreetatik. Esku-hartze mota 
horiek guztiak langile talde batetik bestera ezberdinak izaten dira: 
langilearen adina, sexua, antzinatasuna, bizitza pribatua, lan-funtzioak eta 
lan-posizioaren arabera. Bide horretan, Frandsen eta Johansenek (2017) 
diote oraindik enpirikoko frogatu ez bada ere, langileen esku-hartzea 
motak eragina izaten du langile indibidual bakoitzaren krisi-
erantzukizunaren atribuzioan.  

 
3. Erakundearekiko identitate-maila espezifikoa. 

Enpresa edo erakunde bateko langileek kanpo-aktoreetatik bereizten 
dien identitate eta identifikazio berezi bat izan ohi dute. Normalean, barne 
langileek enpresarekiko lotura edo kidetasun berezia sentitzen dute, eta 
kanpo aktoreek, aldiz, beste motako interesak izaten dituzte. Horrek 
esplikatuko luke zergatik duten barne-langileek haien enpresa kanpo-
mehatxuetatik defendatzeko joera gehiago. Hain zuzen, identitate eta 
identifikazio berezi hori langileen emozioetan, autoestimuan eta 
enpresarekiko duten jabego sinbolikoan antzematen da.  

 
4. Rol bikoitza: krisi-komunikazioaren igorle eta hartzaile 

 
Langileak subjektu aktiboak dira enpresako krisi-egoeretan. 

Komunikazioaren igorleak eta hartzaileak dira aldi berean. Haien iritziak 
eta sentimenduak plazaratzen dituzte. Elkarrizketak egiten dituzte, 
hedabideen galderak erantzuten dituzte, familia eta lagunekin hitz egiten 
dute, eta sare sozialak erabiltzen dituzte. Finean, langileek kanpo aktoreek 
baino dimentsio psikologiko konplexuagoa daukate. Langileak enpresatik 
gertuago daude eta krisi egoeretan erreakzio kognitibo eta psikologiko 
espezifikoak izan ditzakete. Langileak enpresaz ongi eta gaizki hitz egiteko 
ahalmena daukaten lehen-mailako aktore garrantzitsuak dira.  

 



 

4.6.1 Barne krisi-komunikazioa 

Krisi-ikerlari europar batzuk barne krisi-komunikazioari buruzko 
ikerketa enpiriko falta deitoratzen dute. Italiako Alessandra Mazzei eta 
Silvia Ravazzani, Alemaniako Sabine Einwiller, Christine Korn eta Andreas 
Schwarz, Suediako Mats Heide eta Charlotte Simonsson, eta Danimarkako 
Finn Frandsen eta Winni Johansen dira enpresen krisi-egoeren barne 
begiradaz arduratu diren ikerlari gutxi batzuk.  

 
Lund Unibertsitateko Mats Heidek (2013) ahultasun hori azaltzeko 

hainbat arrazoi ematen ditu. (1) krisi-ikerlari gehientsuenek harreman 
publikoetan dute haien ikerketa-jatorria, eta jatorri horrek kanpo-xede 
taldeetan jartzen du arreta gehiena. (2) Krisi-kasu azterketa gehienak krisia 
gertatu ostean abiatzen dira, eta herrialde askotan zaila denez erakundeen 
barne tira-birak arakatzea, ikerlari gehienak krisiaren kanpo dimentsioa 
soilik aztertzen dute. Labur esanda, ikertzeko muga gehiago daude krisien 
barne dimentsioan kanpo dimentsioan baino.  

 
Karl Weick-en retrospective sensemaking teoria da barne krisi-

komunikazioaren alorrean aurkitu dezakegun ekarpen teoriko 
garrantzitsuena. Oraindik gutxi ikertu den esparrua denez, erantzunak 
baino, galdera enpirikoa gehiago aurkitzen ditugu literaturan. 

 
2011an, Finn Frandsen eta Winni Johansenek (2011) ikerketa bat 

abiatu zuten Danimarkako enpresa publiko eta pribatuetako langileen 
artean iker-galdera hauei erantzuna emateko: 

 
- Nola erreakzionatzen dute langileek krisi-egoeratan? 
- Nola eragiten du hedabideen estaldura negatiboak haien portaeran? 
- Nola kudeatzen dute erakundeek enpresa-krisien barne dimentsioa? 
- Ba al dute barne bozeramailerik? 
- Krisi-kudeaketa planek ba al dute langileei zuzenduriko ekintzarik? 
- Ze komunikazio-kanal erabiltzen dira barne krisi-komunikaziorako? 

Orotara 367 pertsonek erantzun zioten galdetegiari. Hortik ateratako 
emaitzek besteak beste erakutsi zuten langileek krisien aurrean 
sentimendu eta emozio ezberdinak aireratzen dituztela, bereziki: 
frustrazioa eta segurtasun eza. Emandako erantzunetan, halaber, krisi-
egoeretan informatzeko behar handiagoa izaten dutela eta haien artean 
komunikazio informala areagotzen dela ere ikusi zen. Ustez, gehiago 
nabarmenduko ziren sentimenduak maila apalago batean aipatu ziren: 
izua, erakundetik ateratzeko nahia, traizioa, eta lotsa. Beste ikerketa 
batzuek (Korn eta Einwiller, 2013) erakutsi dute hedabideen estaldura 
mediatiko negatiboak eragin zuzena duela langileen portaeran.  

Galdetegiaren gainontzeko emaitzak enpresa motaren arabera 
sailkatzen dira: 
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- Enpresa publikoak 
o % 73ak barne krisi-komunikazioa planak ezartzeko 

prozedurak dauzka.  
o % 56ak barne krisi-komunikazio bozeramailea dauka. 
o % 34ak barne krisi-simulazioak egiten ditu.  
o % 31ak barne krisi-kudeaketari buruzko seminarioak antolatu 

ditu. 
o % 6ak soilik du barne irregulartasunak salatzeko prozesua 

inplementatua.  
 

- Enpresa pribatuak 
o % 57ak barne krisi-komunikazioa planak ezartzeko 

prozedurak dauzka.  
o % 68ak barne krisi-komunikazio bozeramailea dauka. 
o % 33ak barne krisi-simulazioak egiten ditu.  
o % 22ak barne krisi-kudeaketari buruzko seminarioak antolatu 

ditu. 
o % 40ak du barne salatariendako prozesua inplementatua.  

Komunikazio kanalei dagokionez, hurrengo irudiko grafikoak 
konparatzen ditu Frandsen eta Johansenek ateratako datuak:  

Figure 24. Barne krisi-komunikazio kanalen erabilera 

  

Iturria: Frandsen eta Johansen, 2017:217 



 

Amaitzeko, laburpen gisa, langileen ahotsak eta krisi-jarrerak aztertu  
dituzten hainbat ikerketetan aurkitutako patroiak xedatuko ditugu 
(Barton, 1992, Frandsen eta Johansen, 2017): 

 
• Langileek krisiaren berri hedabideetatik jasotzen dutenean, goi 

mailako kudeaketa-taldearen sinesgarritasuna galtzen dute.  

• Barne ahotsek askotan ahots propioa izaten dute, onerako zein 
txarrerako. Langileek ere haien agenda pertsonalak jarrai dezakete, 
krisi-mezu  propioak produzituz. Mezu horiek ez dute zertan 
enpresaren goi kudeaketa-taldearen estrategiarekin bat etorri 
behar.  

• Langile batzuk enpresaren enbaxadore bezala jokatzen dute, eta 
enpresaren ildo estrategiko berbera jarraitzen dute. Beste batzuek, 
aldiz, jarrera disidenteagoak hartzen dituzte.  

• Gorputz disidenteek horiek eskura izan behar dute enpresa barneko 
praktika ezegokiak salatzeko balio duen prozesu anonimo eta 
babestua, ingelesez “whistleblower arrangement” deritzona. Near 
eta Micelik (1985) horrela definitzen dute salaketa prozesu anonimo 
hori: “disclosure by organization members (former or current) of 
illegal, immoral, or illegitimate practices under the control of their 
employers, to persons or organizations that may be able to effect 
action” (4.orr.).  

• Whistleblower arrangement, krisi-detekzio mekanismo bezala erabil 
daiteke krisi-aurreko fasean. Bestela esanda, goranzko krisi-
komunikazio prebentiboa ahalbidetzen duen tresna da.  
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5. Marko enpirikoa 

Teoremetatik axiometara, ikerketa-objektuaren 
(des)konposaketa  

 

“Confidence, like art, never comes from having all the answers; 
it comes from being open to all the questions” 

Earl Gray Stevens 
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Tesiaren marko enpirikoaren lehen orria irakurtzear zaude. Hasi baino 
lehen aipatu, marko honetan hiru azpiatal bereizten direla: lehenengo 
atala, bigarren atala eta hirugarren atala.  

Ikerketaren diseinua atalean jaso dugunez, tesiaren emaitzak hiru 
multzotan banatu ditugu: (1) Fagorreko krisi-aktoreen hautemateak, (2) 
Fagorren krisiak prentsa idatzian izandako trataera mediatikoaren analisia 
eta (3) nazioarteko krisi-adituek ikergaiaren egoerari buruz dituzten 
pertzepzioak. Emaitzen sailkapen horrek, hain zuzen, hiru ikerketa-objektu 
ezberdinen —baina elkar lotzen dituzten— helburu eta Iker-galderak 
erantzuten ditu. Horregatik, marko enpirikoaren azpiatal bakoitzak 
ikerketa-objektuari buruzko deskribapen, aurrekari, helburu, aplikazio 
metodologiko, emaitza eta ondorio propioak ditu. Banaketa horren xedea 
da, besteak beste, analisi enpirikoaren (des)konposaketari ordena eta 
egitura logikoa ematea.  

Gogoratu behar dugu, halaber, tesiaren lehen fasean azterketa 
dokumentala egin dugula; gure gaiaren inguruko literatura eta 
kontzeptuen errebisio sistematikoa garatuz. Orain, bada, iturri aniztasun 
horietan guztietan identifikatutako teoremak datu enpirikoekin gurutzatu 
eta axiomak proposatzen ahaleginduko gara. Horretarako, batetik, 
teoriatik ateratako kategoria analitikoak erabiliko ditugu (etic 
ikuspuntua92) datu enpirikoak egiaztatzeko eta, bestetik, kasuan kasuko 
faktoreak eta testuingurua arakatuko dugu (emic ikuspuntua) kategoria 
pragmatikoagotatik datozen elementuak aztertzeko. Helburua da, teoria 
eta praktikaren arteko mugak tenkatzea, ikuspegi kritiko berriak zabaltzea 
eta galdera berriak planteatzea.  

Datu enpirikoen idazketari dagokionez, Van Maanen-ek (1988) hiru 
kontaketa mota edo ikerketa-genero mota bereizten ditu prozesatutako 
datuen kontakizuna idazterako orduan. Mota horiek pertsona baten 
idazkera estiloaren arabera edo landa-lanaren zenbait alderdi 
nabarmentzeko helburuz aukeratzen dira. 

1. Idazkera errealista (the realist tale): 
Ikerketa-datuen idazketa eta aurkezpen errealista, garbia, logikoa, 

txukuna, ordenatua eta zainduari deritzo. Ez dago nahasmenetarako 
tokirik. Narrazio guztia ikuspegi objektibo batetik idatzita dago. Egileak ez 
du kontakizunean eragiten, gauzak diren moduan jasotzen dira. 
Kontakizun mota hauek hirugarren pertsonan idatzi ohi dira. Kazetaritza 
estilotik hurbil dagoen idazkera generoa ere bada.   

                                                        
92Gizapedia entziklopediaren arabera, antropologian eta gizarte psikologian,	 emic eta etic 
ikuspuntuak gizataldeak eta horien kultura aztertzeko aukeran dauden ikuspuntuak dira. 
Emic	natiboaren edo bertakoaren ikuspuntua da, eta	etic	kanpokoarena. Emic ikuspuntuak 
fenomeno kultural bat bertako kulturaren ikuspuntutik, -kultura horren terminoetan- deskribatu 
eta interpretatzen du, eta bertakoaren jokaera ulertzen laguntzen du. Etic ikuspuntua, berriz, 
konparatiboa da, beste kulturen aldean. Emic ikuspuntutik, kultura osotasunean aztertu ohi da; etic 
ikuspuntutik, berriz, kultura eredu estandar baten arabera ikertzen da. Informazio gehiago 
eskuragai dago helbide honetan: https://bit.ly/2WMyNHm 



 

2. Idazkera konfesionala (the confessional tale):  
Idazkera estilo honetan egilearen presentzia nabarmena da. 

Idazlearen inplikazioa eta perspektiba presente dago datu bilketan zehar 
ikusitakoaren eta aurkitutakoaren narrazioan. Esperientzia pertsonalean 
oinarritutako kontaketa ere egiten da, alegia, huts egiteak, ikerketa-
plangintzan izandako arazoak edo eragozpenak ere jaso ohi dira. 
Kontakizun mota hauek lehenengo pertsonan idazten dira.  

3. Idazkera inpresionista (the impressionist tale): 
Inpresionismoan oinarritutako kontakizunak gertatutakoaren drama 

edo esangura transmititzeko idatzita daude. Datu enpirikoak modu 
jolastian (atzekoz aurrerako kontakizuna) eta iradokitzailean aurkezten 
ditu ikerlariak, hau da, ez dio estilo errealistak ematen dion kutsu 
kontserbadore eta zorrotz horri jarraitzen. Kontakizun estilo honek datuak 
modu alternatiboan aurkezteko formula erakargarriagoak bilatzea du 
xede, datu enpirikoei buruzko eztabaida piztuz eta ikuspegi nahiz esanahi 
berriak iradokiz. Idazkera estilo honek ere misterio mantentzea du helburu, 
hau da, irakurlearen arreta mantentzeko ikerketa-objektuaren alderdi 
bereziak eta interesgarrietan jartzen du fokua, helburua izanik irakurlearen 
jakinmina piztea eta ikerketa-objektuarekiko lotura estuagoa sentiaraztea: 
“The goals of such tales is to have the audience understand or feel the spirit 
of being in the field through the use of very specific and highly detailed 
accounts” (Van Maanen, 1988:67) 

Alexander Styhre-ek (2013) dio marko enpirikoaren idazketak, berez,  
ahalik eta zientifikoena, “truth-to-nature-objectivity” izan behar badu ere, 
ipun-kontakizunen edota storytelling-aren osagaiak izan ditzakekela: “No 
matter what genre the academic researcher wants to contribute to, all 
reporting of empirical data includes some kind of storytelling, and 
storytelling is based on the ability to create a plot on the basis of the 
available empirical material” (Styhre, 2013:67). 

Badira, ordea, datu enpirikoen idazketa ahalik eta objektiboena eta 
lehorrena (aurreiritzi eta kognizio pertsonalik gabekoa) egitea defendatzen 
duten ikerlariak (Gillham, 2000; Daston eta Galison, 2007). Howard Becker-
ek (1998), ordea, datu enpirikoen idazketan ikerlarien interpretazio 
subjektiboak saihestea ia ezinezkoa dela diosku. Hau da, datuak 
aztertzerakoan behar beharrezkoak direlako eskema interpretatiboak: 
“We social scientist always, implicitly or explicitly, attribute a point of view, 
a perspective, and motives to the people whose actions we analyze” 
(Becker, 1998:14). Horregatik, Styhre-ek (2013) dio gure aurreiritziak behar 
bezala kudeatzea dela gakoa: The trick here is to be aware of ones 
preferences and try one´s best to avoid inscribing meaning and intentions 
into actors that are part of our empirical material” (Styhre, 2013:64). 
Gauzak horrela, aipatutako ikerlarien gomendioi jarraiki, guk hobetsitako 
idazkera mota errealista eta inpresionista izan da. Bi estiloen arteko 
nahasketan kokatu dugu gurea. Bukatzeko esan, marko enpirikoaren 
lehenengo atala euskaraz idatzi dugula, eta bigarren eta hirugarren atalak, 
ordea, ingelesez.  
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Lehenengo atala: 
 

Krisi-aktoreen hautemateak 
 

 “Not all the members of an organization have an equal voice 
and not all members of the chorus sing the same tune” 

Linda Putnam, Nelson Phillips eta Pamela Chapman 
  



 

5.1 Lehenengo atala: krisi-aktoreen hautemateak 

Krisi-ikerketen inguruko errebisio bibliografikoak agerian uzten du 
ikerketa gutxi dagoela erakundeen barne dimentsioa eta barne ikuspegia 
arakatzen duenik. Alegia, first-person case studies deituriko krisi-ikerketen 
beharrean gaudela nabarmentzen du. Lehen pertsonako kasu azterketa 
horietan ikerlariak enpresako krisi-aktoreekin hitz egiten du (krisi-mezuen 
igorleekin eta hartzaileekin) komunikazio prozesuaren inguruko lehen 
mailako datuak biltzeko, baina zaila denez enpresa barneko tira-biretara 
iristea, mota horretako ikerketak alboratu egiten dira. Hain zuzen, 
ikerketa-hutsune hori betetzeko diseinatu dugu tesi-proiektu honen analisi 
kualitatiboa.  Bestalde, jakin badakigu, halaber, krisi-faserik ikertuena edo 
ustiatuena krisi-garaiko fasea  dela, eta oso ikerketa gutxi dagoela 
enpresa-krisiak osotasunean (hasi eta buka) arakatzen duenik, hau da, 
krisi-aurretiko, krisi-garaiko eta krisi-osteko faseak ikertzen dituenik. Bide 
horretan ere, jauzi kualitatibo bat egin nahi izan dugu Fagorreko krisiaren 
hiru faseak ikerketa-diseinuaren barruan sartuz.  

5.1.1 Ikerketa-objektua  

Ikerketa kualitatibo honek Fagor Etxetresna Elektrikoaken krisiak, 
hau da, kooperatibaren itxierak krisi-aktoreen artean zer nolako 
informazio beharra sortu zuen eta zer nolako inpaktua eragin zuen ikertu 
du. Horretarako, krisi-aktore ezberdinen hautemateak izan ditu ikerketa 
objektu, haien bidez lortu baita jakitea zein eta nolakoa izan den krisiaren 
kudeaketa komunikazioaren ikuspuntutik. Horrek eskatu du, halaber, 
krisiaren problematika, krisiaren kausak eta krisiaren efektuak zeintzuk 
izan diren ezagutzea. Bestela esanda, Fagorreko krisi-errealitateari ahalik 
eta hurbilpen zintzoena egitea izan da finkatu dugun xede kualitatibo 
nagusiena.  

 
Tesi honen Ikerketaren diseinua atalean jaso bezala, arestian 

deskribatutako ikerketa objektuak, baina, baditu ezinbestez ikertu behar 
ditugun beste ikerketa-subjektu auzokide batzuk. Horiek dira Fagor Taldea 
eta Mondragon Korporazioa, hurrenez hurren. Jakina da Fagor Etxetresna 
Elektrikoak Mondragoneko esperientzia kooperatiboaren lehen harria izan 
zela; lehendabiziko hazia, baita Fagor Taldeko kooperatiba aitzindariarena 
ere. Horregatik, analisi honetan, Fagor Taldea eta Mondragon Korporazioa 
izango ditugu hizketa-gai ere, krisiak hiru adarrei eragin baitzielako eta ez 
soilik Fagorri. Hala, Fagorren krisian hiru dimentsio bereiztu ditugu: (1) 
Fagor Etxetresna Elektrikoak, (2) Fagor Taldea eta (3) Mondragon 
Korporazioa.  

 
Kasu azterketa orotan egin ohi den bezala, lehengo urratsa, ikerketa 

objektua testuinguruan jartzea da. Hala, Fagorreko krisi-analisiaren 
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xehetasunetan sartu aurretik, kooperatiba eta krisia bera testuinguratu 
ditugu, premiazkoa iruditzen baitzitzaigun jabetzea zein motatako enpresa 
genuen aurrean.  

5.1.1.1 Arrasateko kooperatibagintzaren jatorria  
 

Arrasateko gertaera Kooperatiboa XX. mendean hasi zen, ekonomia 
eta gizartea antolatzeko bi sistema handienen gainbeheraren aurrean. 
Sistema sozialista eta kapitalista ezbaian jarri zenekoa da, Gerra Zibilaren 
ostekoa. Garai hartan, agerikoak ziren gudak lardaskatutako esparruak: 
arlo politikoan (faxismoa, nazionalismoa, kontrairaultza eta errepublikaren 
auzia), sozialean (gizarte klaseen arteko borroka) eta ekonomikoan 
(komunismoa, kapitalismoa eta sozialismoaren eztabaida). Egoera 
konplexu hartatik irteteko eta bizimodu alternatiboa eraiki nahian, poliki-
poliki, hirugarren galtzada lantzen hasi ziren Arrasateko inguru hartan, 
hots, solidaritatea, gizarte-garapena, erantzukizuna, erkidetasuna, 
komunitatea eta “egin egiten” baloreetan oinarrituriko bidea. Bide hori, 
hain justu, Jose Maria Arizmendiarrietaren ekimen zoliaren fruitua izan zen. 
Hori da gaur egun Arrasateko Esperientzia Kooperatiboa bezala ezagutzen 
duguna. Ekonomia eredu alternatiboa (komunitarioagoa) jendartean 
aplikatzea asmo duen proiektua. Eta horren azken emaitza da, hain justu, 
Mondragon Korporazioa eta Esperientzia Kooperatiboa.  

 
Esperientzia bezala deitzeak eta ulertzeak badu bere garrantzia; izan 

ere, eredu kooperatiboa sortu zen aipaturiko ekonomia alternatibo hori 
landuz, moldatuz, aplikatuz eta eraberrituz. Teorizaziotik praxiraino, 
prozesu aldakorretan eta eszenatoki berrietan barna bidaiatutakoa da 
Kooperatiben kolektiboa. Gerra ondorengo Arrasate gosetuan hasi, 
frankismotik pasa, eta globalizazio kapitalista latzean murgildu zen arte. 
Hala, “esperientzia” berba adierazle garrantzitsu bat da, zeinak osatu gabe 
dagoen zerbait adierazi nahi duen; ezin konkretatu daitekeena eta 
eskarmentu gisa errepika ezina izaten jarraituko duena. Nolabait, kolektibo 
horren zabaltasuna eta aberastasuna erakusteko balio duen adierazlea da. 
Esperimentua zena, esperientzia bihurtua.  

 
Eta nor izan zen Jose Maria Arizmendiarrieta? Bada, segidan datozen 

lerroetan xedatuko dugu haren historia eta kooperatibagintzaz zuen 
ikusmoldea.  

5.1.1.2 Jose Maria Arizmendiarrietaren biografia eta pentsamendua  
 

Auñamendi Eusko Entziklopedian oinarrituz, Arizmendiarrietari 
buruzko biografia laburra idatzi dugu. Jose Maria Arizmendiarrieta 
Madariaga 1915eko apirilaren 22an jaio zen Markina-Xemeinen eta 1976ko 
azaroaren 29an hil zen, Arrasaten. Arizmendiarrieta abadea, Mondragon 
Kooperatiba mugimenduaren arima bezala gogoratua da (Auñamendi, 
2019).  

 



 

Gazte gaztetatik (12 urte) erlijioaren deiak bultzatuta maiorazkoari 
uko egin eta Arteako Semiarioan sartu zen. Bertan filosofia, latina,  nahiz 
humanitate ikasketak hasi zituen. 1931an II. Errepublika aldarrikatu eta 
herria irakinaldi politiko eta sozialean sartu zen, elizaren aurkako 
diskurtsoa ere piztu zelarik. Orduantxe, Arizmendiarrieta Gasteizko 
Abadetegi Nagusira bidali zuten. Hor uztartu zituen, hain zuzen, filosofia 
eta teologia ikasketak. Besteak beste, Joxemiel Barandiaran, Manuel 
Lekuona, Alberto Onaindia edota Antonio Pildain bezalako irakasleak izan 
zituen gidari. Antropologo, humanista, olerkigile, ikertzaile eta euskal 
kulturgileen artean hezi zen Jose Maria. Haiei esker piztu zitzaion 
jakinmina. Zehazki, herrigintza eta lankidetza gaietan mendu zuten 
Arizmendiarrieta, eta horiek ikertzeko aurretiaz ikasitako ikuspegi tekniko 
guztiak baliatu zituen abadeak.  

 
Garai zailak ziren euskal jendartearentzat, zeinak kulturalki eta 

politikoki errepresio handia pairatu zuen.  Ildo horretan, Arizmendiarrietak 
euskal errenazimendu kultural eta linguistiko berriaren askatasun izpiak 
loratzen lagundu ez ezik, Euskal Pizkundea deritzon mugimenduan parte 
hartu zuen. Antzerkigintza eta poesiaz haratago, euskara hutsean 
argitaratu zen lehen aldizkariaren sorreran ere izan zen: Eguna egunkaria. 
Franco jeneralak Errepublikaren aurkako altxamendua antolatu zuenean, 
Arizmendiarrieta euskal milizien alde jo zuen. EAJan afiliatuta, Eguna 
egunkaria aurrera ateratzeko enkargua eman zioten, besteak beste: Manu 
Ziarsolok, Agustin Zubikaraik eta Euzko Jaurlaritzak93. Haiek  ezarritako 
zeregina betetzen ahalegindu zen kazetaritza-lanak egiten.  

 
1936ko abenduan Euzko Gudarostean94 sartu eta kazeta-lanak egin 

zituen Gudari eta Eguna egunkarietan: Arretxinaga95 goitizenaz sinatzen 
zuen orduantxe, baina 1937an Frankoren tropak Bilbon sartu zirenean ihesi 
Frantzia aldera abiatu zen. Lazkaon, baina, Jose Maria geldiarazi eta Bilbora 
eraman zuten preso. Geroago, absolbitu eta Burgoseko Artilleria kuartelera 
bidali zuten soldaduska egitera, denbora hori baliatu zuen teologiako 
ikasketak amaitzeko.  

 
1941eko otsailean Gasteizko apezpiku berriaren aginduz, Arrasateko 

San Joan Bataiatzailearen parrokiara heldu zen. Egoera lazgarrian aurkitu 
zuen Arrasate. Herritar xumeei laguntza emateko hainbat ekimen jarri 
zituen martxan. Gerra garaiko zauriak sendatu nahian, 1943an Lanbide 
Eskola sortu zuen. Hura izan zen kooperatiba mugimenduaren oinarriak 
finkatzeko lehen tresna estrategikoa, hots, askatasunerako lehendabiziko 
harria.  

 

                                                        
93 Euzko Jaurlaritza deritzo 1936ko urriaren 7an EAEn eratutako gobernu probisionalari. Espainiako 
Gerra Zibilaren lehertzearekin batera sortutako erakundea zen. Orduko Lehendakaria, Eusko Alderdi 
Jeltzaleko (EAJ-PNV) Jose Antonio Agirre.  
94 Eusko Gudarostea	Espainiako Gerra Zibilean bando	errepublikarren alde borrokatzeko Eusko 
Jaurlaritzak	sortu zuen gudarostea	izan zen.	1936-1937 urte bitartean jardun zuen Iparraldeko 
frontean frankistek	garaitu arte. 
95 Arretxinaga Markina-Xemeingo auzo bat da. San Miguel Baseliza dago bertan.  
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Arizmendiarrietaren “ideiak banandu egiten gaituzte, beharrizanak 
elkartu” (Auñamendi, 2019) aipu existentzialak erakusten du beharrizan 
kolektiboekiko eta komunitate-gaiekiko sentiberatasuna. Bere ustez, une 
hartan, premia handiena hezkuntza profesionalak zuen.  Izan ere, 
herritarren alfabetatzea behar beharrezkoa zen pentsamendu autonomoa 
izateko eta jakintza demokratizatzeko: “Inbertsiorik onena da hezkuntzan 
egiten dena” (Auñamendi, 2019). Kooperatibagintza adituek diote, halaber, 
erlijioaren doktrina enpresa mundura eramatea zela apaizaren xedeetako 
bat. Besteak beste, gazteen erlijio-balioak, balio-sozialak eta hezkuntza 
hobetzen saiatu zen: antzezlanak sustatuz, kirol taldeak hauspotuz, lan 
komunitateak eratuz, etab. Kristautasunetik ere gizartea eraldatu nahi 
zuen, asko sinesten baitzuen gizakian, egian eta karitatean.  

 
Jendearekin zuen harreman zuzenetik eta komunikaziotik ere 

ekimenerako ideiak erauzten zituen; predikatzaile fina zela esaten zen. 
Pentsalaria zen, hausnarketa sakonak egiten zituen, gauzen “zergatia” 
deskubritzea gustatzen zitzaion. Ildo horretan, komunikaziorako eta 
hausnarketarako egin zuen hautu linguistikoan gaztelera lehenetsi zuen: 
funtzionaltasunagatik eta Madrildik etor zitezkeen mehatxuengatik batik 
bat.  

 
1947tik 1955era enpresa berrikuntzari buruz teorizatu zuen, eta 

horretarako formula ezberdinak arakatu zituen. Langileen kudeaketa eta 
integrazioaren garrantziaz ohartuta, enpresari berriak balio berezitan 
janzten eta kontzientziatzen ahalegindu zen. Kontsumoaren eta 
inbertsioaren arteko harremanak berraztertu zituen. Apurka-apurka, 
langileen inklusioa eta inplikazioa eskatzen zuen enpresa-kudeaketa 
formula berriak ikertu zituen, hau da, enpresaren erabakietan langileen 
parte-hartzea sustatzen zituen enpresa ereduak. Horrek, hain zuzen, ordu 
arteko enpresa-ikuspegi  aldaketa ekarri zuen. Bide berri baten hasiera. 
Elkarrekin kudeatutako enpresa baten bideragarritasuna zen Eskola 
Profesionalean erakustea nahi zuena. Arizmendiarrietak, berez, ez zuen 
kooperatibak sortzeko asmorik pertsonak, kontzientziak, printzipioak, 
balioak, proiektu kolektiboak, parte hartzea, kultura eta elkarrizketa nahi 
zituen. Ez zen jardun formula jakin baten alde. Bestela esanda, sortu nahi 
zuena zen oinarri ideologiko justuagoak zituen enpresa eredua. 
Horretarako, indarrean zegoen ordenamendu juridikora jo eta bere 
printzipioetara hobekien doitzen zen enpresa-eredua aukeratu zuen, 
besteak beste: kooperatiba.  

 
Zeintzuk izan ziren, ordea, kooperatiba aitzindaria sortzeko lehen 

urratsak?  

5.1.1.3 Fagor kooperatibaren lehen urratsak  
 

Fagor Etxetresna Elektrikoak Mondragoneko Kooperatibagintzaren 
mugimenduan eman zen aurreneko pausoa izan zen, hitz bakarrean 
esanda: enbrioia. Jarraian azalduko dugu irizpide kronologikoaren arabera 



 

nortzuk, nola, noiz eta zertarako sortu zuten aipatutako kooperatiba 
aitzindaria. Datu horiek guztiak Fagorri eta Mondragon Korporazioari 
buruzko liburu, artikulu eta ikus-entzunezko dokumentaletatik jaso ditugu 
(Altuna, 2011; Arizmendiarrietaren Lagunak Elkartea, 2019;  
Arizmendiarrieta 100urte, 2015; TUlankide, 2015) 

 
1941à Gasteizko  Gotzainak urtarrilaren 1ean apaiz ordenatu zuen Jose 
Maria eta otsailean Arrasatera bidaltzen dute, “Acción Catolica”-ko kide 
moduan.  
 
1943à Arizmendiarrietak Eskola Profesionala abian jartzen du Arrasaten: 
20 ikasle hasi ziren bertan. Horren helburua zen ikasleei heziketa eman 
ondotik jakituria hori lantegian islatzea: Alfabetatu eta asmatu.  
 
1955à Jose Maria Arizmendiarrietak Gasteizen su txikien lantegi xume bat 
erosten du; Otalora (etxetresnak ekoizteko lizentzia zuelako), 400.000 
pezeta ordainduta.  
 

- Garrantzitsua da gogoratzea garai hartan oso zaila zela lortzea 
lantegiak handiagotzeko edota instalakuntza industrial berriendako 
baimenak: lehengai energetikoen eskasia zela medio.  
 

1956àOtalora lantegiaren leku aldaketa Arrasatera. Fabrika berriari Ulgor 
deitu zioten, izena bera sortzaileen abizenen lehen eleekin osatu zen: Luis 
Usatorre, Jesus Larrañaga, Alfonso Gorroñogoitia, Jose Maria Ormaechea 
eta Javier Ortubay. 
 

- Arrasaten eraiki zen lantegia besteak beste arlo sozialean herri 
aurreratua zelako; bertakoak zirelako; eta ezagunak zirenez, 
proiektua hauspotzeko konfiantza irabazi zezaketelako.  
 

- Helburuak:  
o Enpresa demokratikoa eratzea 
o Elkartasuna bultzatuko zuena 
o Parte hartzailea 
o Enplegua, garapena eta gizartearen aberastasuna sortzeko 

gaitua.  
o Langileak beren patuaren jabe izango ziren. 

 
-  Lehen produktuak ekoizten hasi ziren, Otalorak ordu arte ekoizten 

zuena egiten jarraitu zuten baina berrikuntzekin. Lehen produktuak 
oliozko su txikiak eta aluminiozko zirrindolak izan ziren. Beste 
produktu garrantzitsu bat Aladin izeneko berogailua izan zen. 
Produktuak “Tagor” markarekin saltzen zituzten. Marka hori Ulgor 
Tailerrak hitzen ezkontzatik osatu zen. 
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1957à Horrenbeste berogailu saldu ondotik, Arrasate Tailerrak 
Kooperatiba Industriala sortu eta Aita Arizmendiarrietak Kooperatiben 
giza estatutu berriak idatzi zituen.  
 

- San Jose Kontsumo kooperatiba sortu zuen Arizmendiarrietak. 
Gerora, Lan Kide Aurrezkiak, eta aurrerago Eroski osatuko zuten 
bost enpresetako bat.  
 

1958à Enpresa ofizialki Kooperatiba bezala erregistratu zuten.  
 

- Hiru urtez sutsuki lanean ibili ondoren, Bartzelonako RAMSA 
enpresak auzitara eraman zuen Ulgor Aladin berogailuaren 
patenteagatik. Ulgorrek produkzioa eten eta beste produktu berri 
bat ateratzen du ezaugarri bereizgarriekin.  
 

- Horretaz aparte, produktu gehiago ekoitzi aldera, hainbat enpresa 
europarrei fabrikatze lizentziak erosten dizkie, esaterako: Fargas 
Lizentzia, Bulex Lizentzia, etab. Horren xedea da modu azkarrean 
produktu zehatz batzuendako produkzio linea berriak eskuratzea 
eta finkatzea.  

 
- Sukaldeak ekoizteko lizentzia adibidez Italian erosi zuten. Handik 

butanozko sukaldeak ekarri zituztenean erregistro prozesua 
martxan jarri zuten. Tagor (Talleres Ulgorren laburdura) markarekin 
erregistratzea nahi zuten; horretarako logotipoa diseinatu eta 
Madrilera abiatu ziren. Tamalez, zulatzeko makinak ekoizten zituen 
enpresa batek Tago zuen izena. Ulgorrekoek bada, Logotipoari 
aldaketa handiak saihestu nahian, T eleari isatsa jarri eta F bilakatu 
zuten. Modu horretan Fagor marka sortu zen.  

 
1959à Etorkizunean, balizko krisiek mugimendu kooperatiboari eragiteko 
aukerak minimizatzeko, Arizmendiarrietaren senez Laboral Kutxa kreditu 
entitatea sortu zen. Azken hau ere Kooperatiba izaera izan behar zuen eta 
ez beste bat, alegia: ez banku ez eta aurrezki kutxa ere. Laboral Kutxan 
kooperatibei aspektu teknikoan finantzarioan eta giza-zuzkiduran 
laguntzeko sortu zen, krisi egoeretarako defentsa gisa.  
 
1960à Enpresa hazi  eta beste lantegi batzuk eraikitzearekin batera 
zatiketa gertatzen da. Batetik, ostalaritza sektoreari begira ekoitzitako 
produktuak (tresna industrialak) eta, bestetik, etxetresna txikiak 
(domestikoak).   
 

- Ulgorrek urte horietan arrakastaz ekoizten jarraitu zuen 
 

- Copreci eta Ederlan kooperatibak sortzen dira; Ulgorren historian 
oso garrantzitsuak izan direnak.  
 



 

- Butanozko sukaldeei esker Fagor Estatuko enpresa liderra bihurtzen 
da. Hori gertatzeko beharrezkoa izan zen Espainiaren susperraldia 
eta herritarren kontsumoaren igoera.  
 

- T.U. Lankide aldizkaria sortzen du Arizmendiarrietak: 
kooperatibetako langileen artean gaurkotasunezko albisteak 
helarazteko, iritzia sortzeko eta kultura kooperatiboa hedatzeko.   
 

1964à Eraikitako planta berrian lehen hozkailuak ekoitzi zituzten eta 
departamentu komertzialaren bidez “Fagor Autobusa” ekimen komertziala 
eraman zuten aurrera. Horren helburua zen Fagor marka ezagutaraztea.  
 

- Urte berean, Arrasaten, eskualdeko lehen talde kooperatiboa 
sortzen dute: Ularco (Ulgor, Arrasate eta Coprecik osatua). Hau ere 
Arizmendiarrietaren proiektua izan zen.  Helburua: Kooperatiba 
guztien artean errekurtsoak konpartitzea: dirua eta teknologia. Hau 
ere autodefentsa moduan eratu zen, bereziki, kooperatiben 
printzipio bati eusteko: barne kooperazioa.  
 

1965à Eskola Politekniko Profesionalaren instalakuntza berriak 
inauguratzen dituzte. Ulgorren ekarpenak oso garrantzitsuak izan ziren 
aurrera eramateko Arizmendiarrietak horrenbeste maite zuen proiektu 
hau.  
 

- Haren ustez bizitzan egin zitekeen inbertsiorik onena hezkuntza zen. 
Hemendik atera ziren ikasle gehienek Kooperatiban egin zuten lan.  
 

- Fundatzaileek aitortu bezala Ulgorren jaio ziren Arrasateko 
kooperatibagintzaren ia tresna guztiak: kudeaketarako planak, 
ordainketa sistema, Batzar Orokorren sistema, etab. 

 
1967à Lagun-Aro, Borondatezko Gizarte Aurreikuspeneko Erakundea 
jartzen dute abian.  
 
1968à Eskola Politekniko Profesionalak Ingeniaritza Teknikoko Graduaren 
Lizentzia jasotzen du. Apurka-apurka  Ulgorren bazkideak bikoiztu egin 
ziren, salmentek gora egin zuten. Hala, Fagor International eratzen da, 
produktu horiek esportatu eta atzerrian saltzeko asmoz.  
 

- Lehenengoz S.A baten erosketa egiten du Ulgorrek: CEPSA /ASPES. 
Bederatzi urte pasatu ostean, bertako langileak Ulgorreko bazkide 
izatera pasatzen dira, (mesfidantza medio, integrazio prozesu 
gogorra izan zen). 
 

1970à Usatorrek diseinatutako Garagartzako lantegi eta planta berria 
(Sukaldeak eta garbigailuak) inauguratzen da. Kooperatibaren historian 
aurrerakuntza handia izan zena.  
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1971à Merkatu globalean izan zen krisi ekonomikoaren ondorioz 
mozkinik gabeko lehen urtea pairatu zuen Ulgorrek.  
 

- Krisia dela-eta neurri batzuk hartu zituzten: produktibitatea igo, 
modeloak hobetu, enpresa antolakuntza suspertu, kostuen aurka 
borrokatu, etab.  
 

1973à Krisi ekonomikoaren oztopoak gaindituta, Gasteizen biltegi 
nagusia inauguratu zuten.  
 

- Bereizketa gertatzen da beste behin ere, kasu honetan ostalaritzaren 
baitan: Fagor industrial lantegia Oñatin sortuz.  
 

1974à Lanpostuei balioa berriz ematen zion gida berri baten ondorioz, 
langileek greba deitzen dute.  
 

- Kooperatibagintzaren balioa kolokan jartzen da.  
 

- Estatutuen arabera kooperatibetan falta oso larria da greba egitea. 
Hala, 17 langile kanporatzen dituzte (urte batzuk beranduago berriro 
onartzen dituzte).  

 
- Ikerlan: Ikerketa teknologikorako zentroaren lehen harria jartzen 

dute 
 
1975à Fagor Txirrindularitza taldeak marka komertzializatzen eta 
barreiatzen du.  
 

- 70.hamarkadan fabrikazio lizentziak albo batera utzi eta beren 
baliabide eta jakituriarekin produktu propioak ekoizten hasten dira: 
Ikerlanen laguntzaz.  
 

1976à Ulgorren 20.urteurrena.  
 

- Urte bereko azaroan Arizmendiarrieta hil zen. Bere azken idatziak 
horrela zioen: 
“Eskuz-esku, buruz-buru, indar berriturik, lanean elkarturik, lanaren 
bidez. Gure lurralde estuan denontzako gizabide bizigarriagoak 
eratuko ditugu eta lurraldea edergarrituko dugu. Gure kidetasun 
berrietan txertatuko ditugu, auzo eta herri, herri eta beste guztia. 
Aurrera beti!” 
 

- 70.hamarkada bukatzerako lau fabrika zituen Ulgorrek (Arrasaten 
eta Oñatin barreiaturik), eta bosgarrena Bergaran eraikitzen.  
 

1977à Ikerlan Ikerketarako Zentroa inauguratzen dute.  
 



 

1979à Urte hartako krisiak gogor jo zuen Ulgor: lehen langabetuak azaldu 
ziren.  
 
1980à Galera ekonomiko potoloak pairatu zituzten. 
 
1981à Ulgorren historian jasandako urte ekonomikorik latzena. Ildo 
horretan, Ularco Taldearen barruan egotea hil edo bizikoa izan zen.  
 
1984à Ivarte lantegi banatzailea erostea erabakitzen da. Finantzazio arazo 
handiak zituen bezeroa zen (ordu arte Fagorren etxetresnak 
komertzializatzen zituen bezeroa zen). 
 

- Etxetresnen sektoreak garai txarrak igarotzen ditu: arazo 
finantzarioak, salneurrien arteko gerra eta langabezia medio. 

- Kausa horiek behartzen dute birmoldaketa industrial plana martxan 
jartzea. 
 

- Europar Batasuneko merkatuan sartzeko prestatzen dira.  
 

- Fagor Taldea eratzen dute: hamahiru kooperatiba hiru taldetan 
multzokatuta. Sektoreka antolatzen dira, “gertutasun 
teknologikoaren arabera”.  

 
1985à Garai hartan hamar kooperatiba zenbatu zitezkeen 6.000 langile 
ingururekin.  
 
1986à Produktu jakin batzuen birmoldaketa industrial fasea amaitzen da.  
 

- Ularco Taldea Fagor Talde izatera pasatzen da: hamahiru 
kooperatibaz osatua hiru taldeetan multzokatuta. Taldeak 
ekoiztutako produktu guztiak marka bakarrarekin komertzializatzen 
dituzte: Fagor. 
 

- 30.urteurrena: Europan etxetresna gama zabalena duen kooperatiba 
bihurtzen da.   

 
1987à Ivarte lantegi banatzailea behin eraberrituta Ingelesei saltzea 
erabakitzen dute.  
 

- Hozkailuen fabrika berria inauguratu zuten.  
 

1989à Garbigailuen, labeen eta estalkien birmoldaketa plana bukatzen da.  
 

- Horren ondorioz, lana eta aberastasuna sortzen jarraitzen du 
Ulgorrek.  
 

- Fabrelec S.A fabrika erosten dute, eta merkatu lidergoa lortzeaz gain 
bi marka gehiago eskuratzen dituzte. Bertako langileek mesfidantza 
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galdu eta poliki-poliki kooperatiben oinarriekin eta kulturarekin bat 
egiten dute. Integrazioa lortzen da.  

 
1990à Nahiz eta Ulgor marka Fagor markaz ezagutzen den, behin betiko 
izen aldaketa gertatzen da, alegia, Fagor Etxetresna Elektrikoak deituko 
zen ordutik aurrera.  
 
1991à Mondragon Korporazio Kooperatiboa jaiotzen da: 100 
kooperatibek baino gehiago osatzen dute; sektoreka antolatuta.  
 

- Planifikazio estrategikoak egiten hasi ziren.  
 

- Lehen enpresa politika xedatzen dute. 
 

- Lehen nazioartekotze plana jartzen dute abian. 
 
1992à Saldutako produktuetan bost urteko garantia eskaintzen dute. 
Konpetentziak ez zuen hori eskaintzen.  
 
1993à Arantzelak ezabatu eta Europako merkatu bakarra eratzen da.  
 

- Beren konpetentzia presente ez dagoen herrialdeak konkistatzen 
saiatzen dira, horietako bat Argentina.  
 

1995àArgentinan saiatu ziren merkatuan posizionatzen baina porrot egin 
zuten.  
 
1996àInternazionalizazioaren ildoan burutako bigarren jauzia Marokon 
egin zuten. Arantzelez babestutako merkatu izan arren negozioek emaitza 
onak ematen dituzte eta bertan ere lidergoa lortzen dute.   
 
1997à Mondragon Unibertsitatea eratzen da.  
 
1999à Fagorrek internazionalizazioaren ildoan hirugarren jauzia egin eta 
Polonian Wrozamet fabrikaren %76a erosten du. MasterCook markaz 
komertzializatzen ditu bertan ekoitzitako produktuak.  
 

- 90.hamarkadaren bigarren erdian komunikazio plan garrantzitsuak 
abian jartzen dituzte Fagor marka ezagutarazteko: 
komertzializazioa, publizitatea, etab. Banatzaileek beti saritu izan 
dute Fagorren komertzializazio lana “gertutasuna” iradokita.  
 

- Beste herrialde batzuetako enpresekin aliantzak sortzen dituzte: 
Joint-venture 

 
2000à Gasteizeko Biltegi Nagusiak sua hartu zuen. 235.000 etxetresna 
alferrik galtzen dira: 2.100.000 milioi pta. 
 



 

- Merkatuaren eta lehiakideen laguntza oso garrantzitsua izan zen 
egoerari buelta emateko.  
 

2002à Fagorrek internazionalizazioaren bidean Elco Brandt Taldearen 
kapitalaren %10a erosi zuen: Merkatu Frantseseko liderra.  
 
2004à Garaia berrikuntza gunea eratzen da Arrasaten.  
 
2005à Fagor, Brandt Taldearen jabe bakarra eta osoa bihurtzen da. 
 
       Arrazoiak: 
 

- Globalki erosteko aukera izan nahi zutelako. 
 

- Produktuak elkarrekin trukatzeko. 
 

- Ikerketa, garapena eta berrikuntza bateratua egiteko. 
 

- Europan haien presentzia nagusitzeko.  
 
2006à Fagor hazi egiten da eta Fagor Etxetresna Taldea deitzera pasatzen 
da.  
 
2008à Irabaziak izan zituen azken urtea. 
 
2012à Urteko jarduera 89.000.000€ko galerekin itxi zuten.  
 
2013à Fagor Etxetresna Elektrikoak itxi egiten da eta 2.000 lanpostu 
inguru kolokan gelditzen dira. 
 

5.1.1.4 Fagorren krisi-kausen testuingurua eta krisi-jazoeren kronologia 
laburra 

 
Fagorren itxieraren kausak anitzak izan arren (Basterretxea et al., 

2019), inork ez du zalantzan jartzen porrotaren abiarazlerik handiena 
2008ko finantza-krisia izan zela. Euskal kooperatibez gain, beste enpresa 
eta sektore askok kolokan ikusi zuten haien etorkizuna. Merkatu askok 
hondoa jo zuten, eta langabeziak eta ekonomia-hazkundearen 
ziurgabetasunak nabarmen egin zuen gora. Fagor Etxetresnak Kooperatiba 
aspaldidanik zebilen ziurgabetasunean murgildurik, eta bere egoerak 
okerrera egin zuen bere salmenten gainbeheraren eraginez. Azkenean, 
2013ko urrian hartzekodunen konkurtsoan sartu zen, eta bere jarduna eten 
zuen betiko. Datozen lerroetan, aipatutako krisi-testuinguru horren gako 
eta ezaugarri gutxi batzuk deskribatzen saiatuko gara. 

 
Datuei erreparatuta, jakin badakigu krisialdiaren lehenengo lorratzak 

nazioarteko finantza-arloak igarri zituela kredituen neurrigabeko hedadura 
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globalek eragindako lurrikaragatik. Hortik aurrera, Bankuen sektorean 
ezarri ziren doikuntzek nabarmen gogortu zituzten kredituak eskuratzeko 
baldintzak. Bankuen likidezia eskasiaren aurrean, Espainiako Gobernuak 
esterako, Bankuen Erreskate Funtsaren bitartez milioika euro esleitu 
zizkion finantza sektore espainiarrari. Beste krisialdietan ez bezala, 
Mondragoneko Finantza sektorea ez zen atzeraldi horretatik salbu egon 
eta bere industria, banaketa eta finantza arloek uzkurdura nabarmenak 
pairatu zituzten. Horrek guztiak Mondragon taldeko kooperatibetan gastu-
politikak zorroztea, desinbertsioak egitea eta lan-prozesuetan doiketak 
egitea eragin zuen (Altuna, 2011).  

 
Krisialdiei aurre egiteko MTko kooperatibek interkooperazio-tresnak 

aktibatu izan dituzte atzeraldien albo-kalteak leuntzeko. Neurri horiena 
artean aurkitzen dira: aurrerakinak izoztea, langileak eta produkzioa 
doitzea, inbertsioak eta erreserbak murriztea, arriskuen kontrol 
zurrunagoa egitea, jarduera berriak sustatzea, bazkideen lanaldiak 
handitzea, egutegi mugikorrak finkatzea, etab. (Altuna, 2011). Langabezi 
estrukturalari aurre egiteko, aldiz, neurririk zabalduena birkokapenak dira:  

 
Horien helburu eta lehentasuna da lan ordurik ez galtzea, ikuspegi 
kooperatibotik lana sozializatzea baita jardunbiderik zuzenena. Eta 
Lagun Aroko gizarte aurreikuspenetik  begiratuta eraginkorrena ere 
bai, askoz garestiago ateratzen baitzaio Lagun Arori, eta beraz, 
Mondragoneko aurreikuspen sistemari, bazkide bat etxean edukitzea 
bere kooperatibatik kanpo beste lanpostu batean birkokatzea baino 
(Altuna, 2011:177). 
 
Fagorren krisia hozkailuen negozioan antzeman zen lehenengoz 

(Altuna, 2011). Espainiako eraikuntza eta etxegintzaren sektorea izoztu 
zenean, berehalako eragina nabaritu zuen Fagor Etxetresnak kooperatibak, 
bertan kokatua baitzuen bere produkzio eta salmenten merkatu-kuotarik 
handiena (Basterretxea eta Heras, 2018). Egia da, bestalde, krisialdian 
Fagorren itxierari buruz entzun, idatzi eta publikatu zena ere neurriz 
kanpokoa izan zela hein batean (Ortega eta Uriarte, 2015; Basterretxea eta 
Heras, 2018) kooperatibagintzaren eredu osoa jarri baitzen ezbaian. Ez zen 
berdina esan eta idatzi, ordea, krisiaren ondorioz desagertutako sozietate 
anonimoei edo enpresa kapitalistei buruz; haien eredua ez zirudien  
kooperatibena bezain dudakorra.  

 
UPV/EHUko Imanol Basterretxea eta Iñaki Heras (2018) ekonomia-

irakasleek bost faktore banakatzen dituzte Fagorren gainbeheran:  
 
1. Merkatuarekiko eredu-produktiboaren moldakaiztasuna: Fagorren 

lehiakide europarrek gama ertain-baxuko produkzioa kostu 
baxuko herrialdeetara eraman zuten (deslokalizazioa), eta herri 
horietako lehiakide berriak indarrez sartu ziren Europan haien 
produktuak komertzializatuz. Fagorrek, aldiz, etxeko filialetan egin 
zituen inbertsiorik handienak eta bere presentzia kostu baxuko 
herrialdeetan zabaldu beharrean, kostu altuagoko herrialdeetan 



 

hedatu zuen. Horren erakusle da Brandt enpresa frantsesaren 
erosketa.   
 

2. Merkatuan gertatutako aldaketa kualitatibo eta kuantitatiboak: 
eraikuntzaren burbuilak eztanda egin zuenean, etxetresnen 
demanda nabarmen jaitsi zen, bereziki, gama ertainekoena 
zeinetan Fagor lehiatzen zen. Halere, Fagorrek ekoitzitako 
etxetresnen prezio eta marjinen narriadura aspalditxotik zetorren; 
lehiakide berrien presentzia eta banaketa-sarean gertatutako 
aldaketak medio (kate erraldoi berriak  eta salmenta guneak 
indarrez sartu ziren).  
 

3. Nazioartekotzeko politikaren eta haren finantzazioaren hedapen 
eskasa: enpresa berrien erosketek eta haien kudeaketek porrot 
egin zuen. Brandt-ekin egin zen estimazioa akastuna izan zen eta 
Fagorren enpresa batzuen itxiera ekarri zuen. Gainera, goi karguen 
presentzia ez zenez lokala izan, enpresaren gaineko kontrol 
gehiago izateko aukerak murrizten zituen. Alegia, enpresa bertatik 
bertara gobernatzeko eta behatzeko zailtasunak egon ziren.  

 
4. Gobernantza kooperatiboari eta erabakitzeak hartzeko ereduari 

loturiko hutsuneak: eraikuntza sektorearen unerik gorenetan ere, 
negozio-unitate batzuek zenbaki gorriak baino ez zuten erakusten. 
Arrazoien artean aipatzen da bideragarriak ez ziren produkzio-
unitate horiek ez zirela garaiz itxi, eta kooperatibaren nahiz 
langileen “bake sozialaren” izenean erabaki zutela haiek 
mantentzen jarraitzea. Aipatzekoa da, bestalde, ez dela erraza 
egiten bazkideen lanaren aurka doan aldeko bozketa bat egitea. 
Asanblearen gehiengo batek bideragarriak ez ziren unitate horiek 
ixtearen kontra bozkatu zuenez, goi kargudunek langileen eta 
produkzio-unitateen doiketak atzeratu zituzten. Labur esanda, 
behetik gorako hierarkiak ez zuen zuzendu porrotera zeraman 
norabidea. 

 
5. Hautapen eta errekrutatze politikaren hutsunea eta kultura 

kooperatiboaren endekapena: 1996 eta 2003 urte bitartean, 
enpresako plantilla gazteagotu zuten 1.000 langile berrirekin. 
Hautapen prozesuko barne-arauek 30 puntu esleitzen zizkien 
bazkideen oinordekoei, eta ziren oso exigenteak formakuntza edo 
ikasketa esperientziarekin. Gainera, urte horietan, absentismo-
indizea bikoiztu omen zen, baja-tasarik handiena langile gazteen 
artean erregistratu zelarik (18-35 urte bitartean). Horrek, nonbait, 
erakusten du kultura kooperatiboa gazteei transmititzeko 
zailtasunak zeudela, eta balio indibidualak gailendu zirela 
erantzukizunen gainetik. Aderantzizkako 

 
Igor Ortega eta Leire Uriarte Mondragon Unibertsitateko Lanki 

Ikertegiko kideek (2015:8-17) sakoneko elkarrizketak eta erreferentzia 
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historikoak baliatzen dituzte Fagorren krisia ezaugarritzeko. Datu horien 
arabera, lehen krisi-zantzuak 1996an hasi ziren. Fagor atzeraldi ekonomiko 
bat gainditzetik zetorren arren, bere datu ekonomikoak ez ziren oso onak 
izaten ari. Une hori mugarria izan zen 1997-2000 urte bitarteko plan 
estrategikoa garatzeko. Plangintza horretan, kudeaketa eredua hobetzeko 
eta kostuak murrizteko premia xedatzeaz gain, finantzazio egokiago bat 
sustatzeko eta nazioartekotze prozesuaren aldeko apustua egin zen. Azken 
hau aurrera eramateko, berebiziko garrantzia hartu zuen dimentsioaren 
aferak, alegia, Europako fabrikatzaileen artean nagusitasuna lortze aldera 
inbertsio handien etapa bat hasi zuen Fagor Etxetresnak kooperatibak 
(Idem: 11,12.orr.):  

 
• 1996an Vayllant enpresa alemaniarra erosi zuen. Geyser-Gastech 

sozietate berria eratu zen, lantegiak Bergaran jarriz.  
• 1997an Fagorrek inbertsio handiak egin zituen euskal lantokietako 

jarduerei bultzada emateko eta produkzioa berrantolatzeko.  
• 1999an Wrozamet enpresa erosi zuen (1.760 langileduna). Helburua 

zen euskal enpresetan ekoitzitako produktuak Ekialdeko Europan 
banatzea.  

• 2001ean Jointventure bat sinatu zuen Shangahiko Vacuum Flask 
enpresarekin. Inbertsio horren helburua zen Asiako merkatuan tokia 
egitea. Urte berean, Frantziako Brandt Electroménager erosteko 
lehian sartu zen.  

Plangintza estrategikoak emaitza onak ekarri zituen. Fakturazioak eta 
errentagarritasun-tasak bikoiztu eta etekinak laukoiztu egin ziren. Halere, 
“Fagor Etxetresnak-ek finantza-oinarri sendorik gabe ekin zion 
nazioarteratze eta dimentsionatze bideari. Zorpetzearen bidetik gauzatu 
zen zabalkuntza hori” (Ortega eta Uriarte, 2015:12). 2003-2005 urte 
bitartean 35,6 milioi euro inbertitu ziren Poloniako lantegian, eta 
Azpeitiako Grumalen 18 milioi euroko inbertsioa egin zuen.  Frantziako 
Brandt enpresa erostean, aldiz, 162,5 milioi euro inbertitu zituen. 
“Arrasateko kooperatibagintzan inoiz ikusi gabeko urratsa egin zuen Fagor 
Etxetresnak-ek: kooperatibaren beraren neurri bertsuko enpresa bat erosi 
zuen” (Ortega eta Uriarte, 2015:13). Hori izan zen, hain justu, Fagorren 
bilakaeran inflexio-punturik garrantzitsuena. 

 
2005-2008ko egitasmo estrategikoekin emaitza ezin hobeak lortu 

zituen Fagorrek: merkatuaren %5.6a eskuratu zuen Europako bosgarren 
ekoizlea bihurtuz, 7 milioi etxetresna ekoizteko ahalmena lortu zuen, 1.800 
milioi euroko salmentak, eta 11.000 langile batzen zituen enpresa-taldea 
bilakatu zen (Idem, 2015). Bide-orri horrek, halere, berregituratze mailakatu 
bat ekarri zuen: langile-doikuntza (6 urtean, 11.000 langile izatetik 5.800 
izatera igaro zen eta 4.000 bazkide izatetik 1.800 izatera igaro zen) eta 
gastuen-doikuntza (140 milioi euro murriztu zituzten kostu estrukturalak). 
Horrez gain, alor errentagarrietan teknologiaren aldeko apustua egin zuen 
(egosketaren arloan). 2008ko krisiak areago zaildu zuen Fagorren 



 

berregituratze mailakatua. Basterretxeak eta Herasek (2018) aipatu bezala, 
eraikuntza-sektorearen gainbeherak zuzen-zuzenean eragin zion Fagorri. 
Espainiako merkatuak %65 egin zuen behera, eta FEK 1.800 milioi euro 
fakturatzetik 1.000 milioi fakturatzera pasatu zen (Ortega eta Uriarte, 
2015).  

 
Fagor Etxetresna kooperatibak berregituratze mailatuarekin jarraitu 

zuen. Une hartan, erabakigarriak izan ziren, halaber, Fagor Taldeko 
gainerako kooperatiben elkartasuna eta inplikazioa bazkideen 
birkokapenekin, emaitzen birmoldaketekin eta martxan jarritako 
interkooperazio-tresnekin (Idem, 2015). Halere, 2012.urtetik aurrera Fagor 
Taldeko kooperatiben inplikazioa ez zen nahiko izango kinka horretatik 
ateratzeko.  Urte hartan diseinatutako bideragarritasun-planak 267 milioi 
euroko finantzaketa eskatzen zuen. Fase horretan, Fagor Taldeko 
kooperatiben eta Mondragon Korporazioaren laguntzaz gain, ezinbestekoa 
suertatu zen administrazio publikoen eta beste finantza-erakundeen 
inplikazioa.  

 
2013ko Kooperatiben Kongresuan FEK-i 70 milioi euroko ekarpena 

bideratzea onartu zen (Berregituraketarako eta Enplegu Sozietariorako 
Funtsa (BESF). Diru partida hori osatzeko, Mondragonek diru-sarreren 
poltsatik 35 milioi euroko ekarpena egin zuen. Gainontzeko kopurua 
biltzeko, taldeko kooperatibetako bazkideek aurrerakinen %1eko 
ekarpena egin zuten. BESF delakoa tresna berria zen guztientzat, horrek 
organoetako partaideen arteko ezadostasunak ere piztu zituen: FEK-en 
bideragarritasun plana ez zitzaien egingarria iruditzen merkatua ere 
norabide finkorik gabe zebilelako (Ortega eta Uriarte, 2015).  

 
Laguntza ekonomiko horren truke, Mondragonetik Jarraipen Batzorde 

bat eratu zen kooperatibaren gainean egoteko, hau da, bi astero bilerak 
egiten zituzten kooperatibaren bilakaera aztertzeko eta plana betetzen ari 
zen ikusteko. Fagor Taldeko presidentearen arabera, helburua zen 
“ziurtatzea Fagor Taldeak eta Mondragon Taldeak jarritako diru-laguntzak 
bermatuko zirela (J., Alustiza, elkarrizketa pertsonala, 2015eko ekainak 30) .  

 
Denborak aurrera egin zuen, eta 2013ko ekainean FEK-ek plana 

betetzeko arazoak zituela ikusi zen. Denbora eta diru gehiago behar zuen 
Fagorrek, baina ezinezkoa egin zitzaion. Erakunde ezberdinetara laguntza 
eske jo bazuen ere, salmentak beheraka zihoazen eta betebeharrak 
atzeratzen. Fagor etxetresnak Mondragon Taldeari plan berria aurkeztu 
zionean (2013ko uztailean), Mondragonek ezezkoa eman zion, hau da, ez 
zion txertatu eskatutako 50 milioi euroak. Balantze-ekonomikoak 
negatiboa izaten jarraitzen zuen, eta ondorioz hartzekodunen 
konkurtsoaren aurrekoa aurkeztu zuen 2013ko urriaren 16an. “Irailean jada 
pasilloetan komentatzen zen 50 milioi euro horiek beharko zirela 
kooperatiba modu ordenatuan ixteko eta ez izateko izan zen bezala, hots, 
hain bortitza” (J., Alustiza, elkarrizketa pertsonala, 2015eko ekainak 30). 
2010, 2011 eta 2012 urte bitartean doitze-lan ikaragarriak egin ziren 
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langileak tantaka-tantaka birkokatuz. Fagor Etxetresnak kooperatibaren 
estrategia garbia zen: Frantziako Brandt ixtea. Bertako soldatak eta 
kostuak garestiegiak ziren, baina zoritxarrez ez zegoen kapitalik Frantziako 
lantegiak ixteko. Beranduegi zen, eta FEK zorpetuta zegoen leporaino. 
Urriaren 31n hartzekodunen konkurtsoa eskatu zen Fagor Mastercook-
entzat; azaroaren 6an, Fagor Brandt-entzat; azaroaren 13an Fagor 
Etxetresnak-entzat; eta azaroaren 20an, Basauriko Edesarentzat.  

 
Hedabideetan oihartzun ikaragarria izan zuen albiste horrek. Geroztik, 

krisi-aktore ezberdinen gertakariak metatu ziren bata bestearen ondotik: 
manifestazioak; langileen itxialdiak eta elkarretaratzeak; kaltetuen 
plataformak; Eusko Jaurlaritzako eta Gipuzkoa nahiz Bizkaiko 
Aldundietako ordezkarien adierazpen kontrajarriak Fagorren krisiarekiko; 
eta Fagor Etxetresnak-eko eta Mondragon Taldeko zenbait arduradunen 
arteko tira-birak piztu ziren. Ondorengo taulak, FEKeko eta MTko gertakari 
behinenen kronologia laburra jasotzen du: 

 
Table 22. Krisi-gertakarien kronologia laburra hartzekodunen aurre konkurtsoa aurkeztu ondotik 

 
Iturria: Egileak osatua 

Data Jazoera 
2013, urriak 16 FEKek  porrot egiten du bere 800 milioi euroko zorpetzea birfinantzatzen eta 

hartzekodunen aurre konkurtsoa aurkezten du 
2013, urriak 17 MTko presidente Txema Gisasolak gutun bat bidaltzen die kooperatibista 

guztiei FEKen egoera larria azaltzeko eta irtenbideak bilatzeko 
2013, urriak 18 Itxieraren kontrako langileen protestak hasten dira FEKen euskal filial guztietan  
2013, urriak 30 FEKek ohar baten bitartez adierazten du MTtik ez badu funtsik jasotzen, 

kooperatibak porrot egingo duela. Ordu batzuk geroago, MTk adierazten du ez 
dutela diru gehiago injektatuko FEKen “ez delako bideragarria eta fondoek ez 
dutelako kooperatibaren etorkizuna bermatuko”. MTk gogoratzen du jada 70 
milioi euroko ekarpena egin zuela 2013ko maiatzean  

2013, azaroak 6 FagorBrandt Frantziako filialak (1.920 langileduna) aurre-konkurtsoa aurkezten 
du. 2014ko urte hasieran Algeriako Cevital Taldeak Brandt bereganatzen du. 
Euskal langileen protestek berdin diraute  

2013, azaroak 
13 

FEKek (2.000 langileduna) ofizialki eskatzen du hartzekodunen konkurtsoa. 
2014ko ekainean CATA (CNA Group) enpresa katalanak Arrasateko (Garagartza)  
eta Basauriko (Edesa) filialak xurgatzen ditu, eta produkzioa urte bereko urrian 
haten du 

2013, azaroak 
19 

Donostiako Merkataritza Auzitegiko epaileak FEKen hartzekodunen konkurtsoa 
onartzen du. Geroztik, FEKek porrota iragartzen du tokiko zein nazioarteko 
gainerako filialentzat 

2014, urtarrilak 
17 

Gisasola, MTko presidenteak dimisioa aurkezten du urte t´erdi karguan egon 
ondoren. Presidente berria aukeratu bitartean, MTko dibisio ezberdinetako 
aholkularien taldea sortzen da. Talde honek ez du bozemaile ikusgarririk 

2014, azaroak 
14 

Urtarrilean sortutako aholkulari taldeko kideetako bat (Javier Sotil) MTko 
presidente izendatzen dute. 

2015, uztailak 
14 

MTk Fagorreko 1.700 bazkide birkokatu, jubilatu edo aurre-jubilatzen ditu.  

2016, uztailak 
20 

Bi urte gogoeta egiten, MTko kooperatibak harilkatzen, lan-prozesu berriak 
esploratzen eta 2.000 langile inguru birkokatzen ibili ostean, MTrako plan 
estrategiko berria aurkeztu eta onartzen da Donostiako Kursaaleko Batzar 
Nagusian: “Etorkizuneko Mondragon eta Politika sozioenpresarial 2017/2020” 
lelopean. Donostiako Kursalean 

2016, 
Abuztuak 1 

Javier Sotilek erretiroa hartuta, Danobat Taldeko Iñigo Uncinek hartzen du 
Mondragon Taldeko presidentetza.   



 

5.1.1.5 Krisi-tipologia eta krisi-aktore behinenak 
 

Marko teorikoan aztertu bezala, krisi bat nekez sailkatu daiteke krisi-
familia edo kluster bakar baten baitan; izan ere, hamaika krisi-tipologia 
daude eta krisiek ñabardura asko izan ditzakete. Sailkatze-irizpideak ere 
askotarikoak direla ikusi dugu, baina jakin badakigu Fagor kooperatibaren 
itxiera finantza-krisien klusterrean dagoela. Hortik abiatuta, Fagorren krisia 
marko teorikoan zerrendatutako kontzeptu ezberdinekin hornitu 
dezakegu.  

 
Alde batetik ondorioztatu daiteke multi-krisi baten aurrean gaudela, 

Fagorren krisiak bi enpresa baino gehiagori eragiten dion krisia delako. 
Horri erantsi beharko genioke, halaber, Mondragon Korporazioak eta Fagor 
taldeak loturagatiko krisia ere pairatu zutela. Besteak beste, Fagorren 
itxieraren albo kalteak jasatea egokitu zitzaielako. Hain zuzen, kooperatiba 
batzuek sektore eta marka berdina partekatzen dutelako, eta denak 
korporazio berdinaren baitan daudelako. Rosenthalek (2001) dio krisiak ez 
direla une zehatzak, baizik eta prozesuak. Krisiak noiz hasi eta noiz 
bukatzen diren asmatzea gero eta zailagoa den honetan, ikerlari honek dio 
krisia hedatu ahala forma eta identitate ezberdinak bereganatzen dituela. 
Fagorren krisian ere antzeko zerbait antzeman dezakegu. Emaitzen atalean 
ikusiko dugun bezalaxe, Fagorren itxierak arrakala asko sortu zituen, eta 
pitzadura horietako batzuetatik beste krisi batzuk eratorri ziren. Horrek 
garamatza pentsatzera une batzuetan “krisia krisiaren ondotik” ere gertatu 
zela.   

 
 Eta oraindik Fagorren itxiera krisi bat izan zela zalantzan jartzen duen 

inor egongo balitz, gogoratu behar dugu krisialdietan, erakundeaz aparte, 
badirela aintzat hartu beharreko beste subjektu batzuk: xede-taldeak dira 
horiek. Bide horretan, Coombs-ek (1999) dio krisiak azken finean 
hautemateak direla, hau da, xede-talde ezberdinek krisi-interpretazio 
ezberdinak izaten dituztela. Horregatik, krisi bezala interpretatua izateko, 
nahikoa da xede-talde horietako batek erakundearen egoera krisitzat 
jotzea. Kontrol terminologikoaren teoria gogora ekarriz (Hearit, 1994), 
aipatu behar dugu, halaber, terminoen eta edukiaren arteko harremana 
gutako bakoitzak ezartzen duela, gutako bakoitzak atribuzio jakin bat 
egiten baitiogu krisi egoerari. Burken-en (1966) pantaila terministikoak ere 
inplikatzen du indibiduoen pertzepzioak eta ekintza sinbolikoak 
determinatzen duen hizkuntza sistema bat dagoela aitortzea. Marko 
teorikoan jaso bezala, nahiz eta termino guztien berezko izaera errealitatea 
islatzea den, errealitatea eraikizeko ere balio dute hitzek. Fagorren krisian, 
erakundeek (Fagor Taldea eta Mondragon Korporazioa) krisi hitza 
erabiltzen ez bazuten ere, haien xede-taldeek jadanik termino hori 
erabiltzen zuten.  

 
Eta xede-taldeez ari garela, Piñuelek (1997) diosku erakundearen 

xede-taldeen artean hedabideek rol erabakigarria izaten dutela, krisi-
aktore ezberdinen iruditerian eragin dezaketelako. Enpresaren irudia eta 
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sinesgarritasuna kaltetzeko gaitasuna dutenez, krisiak zein norabide 
hartuko duen erabakitzeko ahalmena ere badaukate. Gainera, xede-
taldeek aktore estatikoak izateari utzi diote, erakundearekiko posizio 
ezberdinak har dezaketelako, kanpo eta barne publiko nahiz sare 
ezberdinetako partaide izanez aldi berean. Igorle eta hartzaile, zuzeneko 
eta zeharkako aktore, adibidez (Frandsen eta Johansen, 2017).   

Kasu azterketa honek, zehazki, lehen-mailako esperientziak biltzen 
eta aztertzen ditu, eta hurrengo krisi-aktore behinenen iritzietan 
oinarrituta dago: (1) Fagor Etxetresna Elektrikoak, (2) Fagor Taldea, (3) 
Mondragon Korporazioa, (4) Kazetariak, eta (5) Langileak. Jarraian, aktore 
bakoitzaren aurkezpena jaso dugu labur-labur.  
 

1. Fagor Etxetresna Elektrikoak:  
 
Hainbatetan96 errepikatu dugun bezalaxe, Krisiko kooperatiba-
protagonistaren izena izateaz aparte, Arrasateko Kooperatiba 
Esperientziaren ardatza ere badugu. Ulgor bezala jaio zen proiektu 
eta ekimen kooperatibakoaren oinordekoa, hain justu.  Ulgor, 
1956an sortutako lehen kooperatiba izan zen, eredugarria izan zen 
ondotik etorriko ziren gainerako kooperatibentzat, hedapen 
bizkorra eta irabazi handiak izan zituelako, besteak beste. 
 
Euskal Herrian barreiaturik zituen lantegietan (Artean, Arrasaten, 
Azpeitian, Basaurin, Bergaran eta Eskoriatzan), orotara, 2.000 
beharginek egiten zuten lan. Etxean nahiz atzerrian zituen produkzio 
plantetan, besteak beste, hozkailuak, labeak, plakak, mikrouhinak, 
ontzi-garbigailuak, kanpaiak, ikuzgailuak, lehorgailuak, presio-
eltzeak, termoak eta beste hamaika aparailu egiten zituzten. 
Produktu horiek ezagutarazteko Fagor (lehen marka Espainian) eta 
Brandt (lehen marka Frantzian) markez gain, beste izen propio 
batzuk ere erabiltzen zituen merkatu alorraren arabera,  batzuk 
aipatzearren: Frantziako DeDietrich, Easycook, Thomson, Vedette, 
Sauter; Espainiako Aspes, Edesa, Splendid; Italiako Ocean, Samet, 
SanGiorgio edo Poloniako; Mastercook.  
 

2. Fagor Taldea 
 
1975.urtean, Deba Goienako Ularco industria taldea eskualdeko lau 
kooperatiba elkartuz sortu zen; Ulgor, Arrasate, Copreci eta Comet 
kooperatibei zerbitzu komun batzuk eskainiz. Elkarketa horren 
atzean, eskualdearen garapena sustatzea eta enpresa-
indibidualismoa saihestea zegoen helburu moduan. Talde horren 
bidez, hain zuzen, kooperatiben arteko lankidetza ahalbidetu zen: 
haien artean bazkide langileak trukatuz, emaitzak birmoldatuz, 
ezagutza partekatuz, etab. (Altuna, 2011) 
 

                                                        
96 Fagor Etxetresna Elektrikoak-eri buruzko aurkezpen xeheago baterako, ikus 2.1.1. atala.  



Ulgorrek torlojuak eta sukaldeak egiten zituen. Arrasate kooperatiba 
urte bete beranduago sortu zen (1957); makinak eta trokelak 
ekoizteko. Copreci etxetresna elektrikoetarako osagaiak egiten hasi 
zen (1962an), eta Cometen jarduera burdingintza, aluminio-
injekzioa, moldeak eta modeloak egitea izan zen (1963an). Lau 
kooperatiba horien arteko lotura ez zen enpresa arloko lotura soil 
bat. Ez zuten ez teknologia bera, ez produktu bera, ez eta merkatu 
bera. Harreman hori hurbiltasun geografikotik eta komunitate-
zentzu bera izatearen identifikaziotik zetorren. 1986an, markaren 
izena hartuta, Fagor Taldea bihurtu zen (gaur egungoa) (Altuna, 
2011). 

Fagor Etxetresna Elektrikoak-en itxieraz geroztik, gaur egun, zazpi 
kooperatibek eta 8.900 langile inguruk osatzen dute Fagor Taldea. 
Honako hauek dira taldeak barnebiltzen dituen kooperatibak: 
Copreci, Fagor Arrasate, Fagor Automation, Fagor Ederlan, Fagor 
Electrónica, Fagor Industrial eta Mondragon Assembly.  

Mondragon Taldearen antzera, ikuspegi soziolaboraletik, Fagor 
Taldearen erdigunean elkartasuna eta demokrazia partehartzailea 
kokatzen dira, hau da, langile bazkideek modu aktiboan parte 
hartzen dute enpresaren eta taldearen kudeaketa eta garapenean.  

3. Mondragon Korporazioa

90eko hamarkadan prozesu garrantzitsua bat gertatu zen euskal
kooperatiben antolakuntzan; Mondragon Kooperatiba Korporazioa
(egungo Mondragon Korporazioa) sortu zen, alegia, Euskal Herriko
enpresa-egitura koskorrena taxutu zen. Egitura honen beharra, hain
zuzen, Espainia Europar Batasunean sartzera zihoanean eta merkatu
bakarra indarrean jarriko zela aurreikusi zenean sortu zen (Altuna,
2011) 

Nazioarteko lehiakortasunaren ikuspuntutik, Europako enpresak 
egoera hobean zeudela ere ondoriozta zitekeen: enpresa-sektoreen 
arteko lokarriak sendoagoak ziren; finantza, teknologia eta 
merkataritza esparruan abantailak zituzten; kalitate, prezio eta 
zerbitzu eskaintza-gaitasun handiagoa zuten. Gainera, tamainaz, 
euskal kooperatiba indibidualak eta eskualde-taldeak baino 
handiagoak ziren (Ibidem).  

Hala, epe luzeko eta ikuspegi orokorreko estrategiak garatzeko, 
1991ko abenduan enpresa-egitura berriari Mondragon Kooperatiba 
Korporazioa izena eman zitzaion. Helburua zen sektorekako 
sailkapenaren bitartez eraginkortasun handiagoa lortzea. 
Horretarako, “kooperatibak produktua-merkatua harreman 
homogeneoen eta norabide estrategikoen arabera elkartu behar 
ziren berriro ere” (Altuna, 2011:164). Hau da, eskualde-taldeko 
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egitura batetik sektore-elkarte konfigurazioara jauzi kualitatiboa 
egitea eskatzen zuen horrek: “proiektu berriaren baitan, pixkanaka 
eskualde-taldeak desagertzea onartu zen, eta sektore-taldeek hartu 
zuten haien tokia. Mondragon Taldea erakunde federatu gisa eratu 
zen, zeinetan prozesu deszentralizatu baten bitartez autonomia 
ematen zitzaien kooperatiba kideei: “organo korporatiboek erabaki 
estrategikoak hartuko zituzten, baina ez zuten kooperatibei buruzko 
erabakiak hartzeko ahalmenik” (Altuna, 2011:213) 

Gaur egun, supraegitura honek 80.000 behargin inguru eta 260 
enpresatik gora biltzen ditu. Hiru Sektore Dibisio bereizten dira 
Mondragon Taldearen barruan (industria arloa, finantza arloa eta 
banaketa arloa) eta horiei atxikitzen dira kooperatiba guztiak. 
Txertatze hori sektorearen, teknikaren edo ekoizpenaren araberako 
irizpideei jarraituta egiten da. Mondragon taldeko kide izateak 
hainbat onura eta betebehar dakartza: (Altuna, 2011:215) 

- Betebeharrak: emaitzen birmoldaketa, etekinen  ehuneko 
jakin bat funts komunetara bideratzea, printzipio 
kooperatiboak onartzea eta betetzea, plan estrategiko orokor 
komunak garatzea, etab.  

- Onurak: formazio eta hedapen zerbitzuak baliatzea, 
garapenerako, orientazio estrategikorako edo beste erakunde 
batzuen aurrean ordezkaritza izateko laguntza, eta inbertsio-
fondoak eta maileguak eskuratzeko baliabideak.  

Aski entzuna da, halaber, Mondragon Korporazioak oso 
antolamendu-egitura konplexua duela. Izatez, piramide irauliaren 
egitura dauka, hau da, ordezkaritzan oinarritutako demokrazia-
sistema: “gailurrean daude kooperatibak, subiranotasuna 
dagokienak; erdian sektore-dibisioak, eta erpinean, zentro 
korporatiboa” (Altuna, 2011:214).  Azkenik, aipatu, Mondragon 
Taldearen norabidea hamar printzipio nagusik finkatzen dutela. 
Printzipio horiek Arizmendiarrietaren pentsamenduarekin bat datoz: 

1. Atxikimendu askea
2. Antolakuntza demokratikoa
3. Lanaren Subiranotasuna
4. Kapitalaren izaera instrumentala eta mendekoa
5. Kudeaketan parte hartzea
6. Ordainketa solidarioa
7. Lankidetza
8. Gizarte-eraldaketa
9. Izaera unibertsala
10. Hezkuntza

4. Kazetariak:



Azterketa honetan, hainbat kazetariren lekukotzak ere arakatu 
ditugu. Jakin badakigu, kazetarien rola oso garrantzitsua izaten dela 
krisialdietan. Besteak beste, haiek dutelako krisiaren kontaketa era 
batera edo bestera egiteko boterea eta baliabideak. Horregatik, 
tentuz zaindu beharreko xede-taldea dugu kazetariena.  

Kazetarien aukeraketa egiteko orduan, irizpide geografikoak eta 
medioen  aniztasuna izan ditugu gogoan. Krisiaren epizentroa 
Arrasate izanik, ongi iritzi diogu Goiena Komunikazioa Talde lokala 
eta Diario Vasco egunkariko kazetariak gonbidatzea. Batetik, 
ikuspuntu lokala arakatzeko beharra ikusten genuelako eta, 
bestetik, Gipuzkoan ale geien saltzen duen egunkariaren iritzia 
biltzea nahi genuelako. Bestalde, kazetarien ikuspuntu-aniztasuna 
bermatzeko eta krisiaren dimentsio mediatikoa egokiro 
konparatzeko  Noticias Taldea, Berria, Gara eta EITBko kazetarien 
ikuspuntua ezagutzea lehenetsi genuen. Kooperatibak kazetariekin 
izandako harremana, egunkarien posizioak eta haien arteko 
ezberdintasunak aztertzeko, besteak beste.  

5. Langileak

Langileen kolektiboko iritziak aztertzeko profilaren araberako
irizpideak baliatu ditugu, hau da, kooperatiba bateko baino
gehiagoko kideen ikuspuntuak jaso ditugu (Fagor Etxetresnakoak,
Edesakoak, Fagor Taldeko beste kooperatiba batzuetakoak, Fagor
Taldeko kooperatibetatik kanpokoak) bai eta egoera  ezberdinetan
(birkokatuak, birkokatu gabeak, birkokapenen erruz lana galdu
duten aldi baterako langileak, etab) nahiz organo ezberdinetan
zeuden langileen iritziak ere.

5.1.2 Helburuak eta iker-galderak 

Txosten honen 2.2. atalean aurreratu ditugu jadanik Doktorego Tesi 
honen hipotesi, helburu eta iker-galdera orokorrak. Oinarrian, Fagor 
Etxetresna Elektrikoak Kooperatibak, Fagor Taldeak eta Mondragon 
Korporazioak krisia komunikatiboki nola kudeatu duten aztertu nahi dugu. 
Azterketa hori egiteko, hari-mutur ezberdinei erreparatu diegu.  Jarraian, 
atal kualitatibo honetako heldulekuak zertuko ditugu helburu eta iker-
galdera zehatzen bidez.  

Helb1: Fagorren krisi-kasuaren konplexutasuna ulertu barne zein kanpoko 
ahots anitzak arakatuz. 

Iker-g1 Nolakoa izan da Fagorren krisi-komunikazio kudeaketa 
krisi-aurreko, krisi-garaiko eta krisi-ondoko faseetan? 
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Iker-g2 Nolakoa izan da Fagorreko enpresa-zuzendarien eta 
langileen erreakzioa krisia lehertzean? Nolakoa izan da 
erabakiak hartzeko prozesua? Nola kudeatu da krisi-
komunikazioa barne zein kanpo dimentsioetan? 

Iker-g3 Krisialdietan nola indartzen edo ahultzen du barne 
komunikazioak kanpo komunikazioa? Eta kanpo 
komunikazioak barne komunikazioa?  

Iker-g4 Krisi-egoera batean nola komunikatzen eta informatzen 
diote elkarri krisi-eragile ezberdinek? Zeintzuk izan dira 
Fagorreko aktore ezberdinen informazio beharrak? 

Iker-g5 Fagorren krisi-kausak, krisi-gertakariak eta krisi-ondorioak 
berdin interpretatzen dituzte goi-kargudunek eta 
langileek? 

Helb.2.: Fagorren kasua baliatu krisi-komunikazioari buruzko hurbilpen 
teorikoak ulertzeko eta, alderantziz, kontzeptu teorikoen 
inplikazio praktikoak aztertu Fagorren kasua konprenitzeko.  

Iker-g1 Identifikatu al daiteke krisi-estrategia edo krisi-
komunikazio teoriarik Fagorren kasuan? 

Iker-g2 Fagorren kasuak orain arteko krisi-kudeaketaren 
planteamendu akademiko-praktikoa birpentsatzera 
behartzen digu? 

Iker-g3 Guzti-guztia aurre planifikatu daiteke krisi egoera 
baterako? 

Ikerg-4 Nola funtzionatzen du inprobisazioak enpresa 
testuinguruan? Beti inprobisatu daiteke? Ba al dago 
baldintzarik horretarako? Baliagarriak al dira krisi-
komunikazio planak? 

Ikerg-5 Zeintzuk dira Fagorren krisian identifikatutako kudeaketa-
hutsegiteak? Eta asmatutakoak edo ongi kudeatutakoak? 
Zeintzuk dira Fagorren krisitik atera ditzakegun 
ikasbideak? 

Helburu eta iker-galdera horiekin guztiekin uste dugu enpresa-egitura 
berezia duen Fagor Etxetresna Elektrikoak-ek baduela zer eskaini krisi-
komunikazioaren ikerketa akademikoari. Alegia, aukera paregabea dugula 
munduko talde kooperatibo handienak pairatutako krisiaren gainean 
gogoeta egiteko, eta krisi-komunikazioaren jakintza osatzeko balioko 
duen ikuspegi berri bat aztertzeko; izan ere, erronka eta itaun berriak 
proposatzeko parada eskaintzen digu kasu azterketa honek.   



5.1.3 Metodoa: sakoneko elkarrizketak eta eztabaida-taldeak 

Atal honetan proposatutako helburuak eta gure aztergaia zein den 
eta haren ezaugarriak zer nolakoak diren kontuan hartuta, hurbilpen 
metodologiko bezala ongi iritzi diogu erabiltzea analisi kualitatiboa atal 
honen datu-bilketarako. Eta metodo gisa, ostera, elkarrizketa sakonak eta 
eztabaida-taldeak. Izan ere, behaketa zuzenaren bidez nekez ikus 
daitekeen errealitate bat ulertu nahi dugu, hau da, erreferentzia-marko 
jakin batean gertatutako giza-portaera edo giza-esperientzia subjektibo 
jakin bat ulertzea da gure helburua. Bai elkarrizketa sakonek eta bai 
eztabaida-taldeek paradigma hermeneutikoak interpretatzea, ulertzea, 
deskribatzea eta ikuskatzea dute helburu (Ruiz-Olabuenaga, 1996).  

 Sakoneko elkarrizketa 

Taylor eta Bogan-en arabera, sakoneko elkarrizketak “informatzaileek 
beren bizitza, esperientzia edo egoerei buruz duten ikuspuntua ulertzea 
helburu duten saioak dira” (Taylor eta Bogdan 1987:101). Gainera, elkartze 
horietatik eratorritako informazioren izaera guztiz kualitatiboa da; izan ere, 
subjektuaren iritziak, balioak, desioak, ideiak, pentsatzeko eta sentitzeko 
modua eta motibazioak adierazten dira. Bestela esanda, elkarrizketan 
zehar, elkarrizketatuek egin, ematen eta eguneratzen dituzten 
interpretaziozko eskemak aztertzeko aukera ematen dute sakoneko 
elkarrizketek; erreferentzia-markoak deritzon horiek, hain justu (Gainza, 
2006). 

Gainza (2006) soziologoak dio sakoneko elkarrizketa ikertzaile-
elkarrizketatzailea eta norbanako-elkarrizketatua biak aurrez-aurrez 
jartzen dituen gizarte teknika bat dela,  zeinaren bitartez  bien arteko 
komunikazio-harreman berezia sortzen den. Zuzeneko komunikazio 
horretan ezagutza eta jakintza jakin bat partekatzen da. Elkarrizketa 
horretan informazio-mota bi bil daitezke: informazioa berbala (subjektu 
elkarrizketatuaren hitzak, esanahiak eta zentzua) eta ez berbala, hau da, 
keinu nahiz gorputz espresioaren bitartez transmititutako informazioa 
(begiekin, aurpegiarekin, gorputz jarrerarekin, etab.). Informazio ez 
berbalaren baitan sartzen dira, halaber, intonazioa, erritmoa, ahotsa, 
isiluneak, etenak, ahoskera, etab. Ezaugarri horiek guztiak gogoan izatea 
oso garrantzitsua izaten da datuen interpretaziotarako.  

Sakoneko elkarrizketetan, komenigarria izaten da aurreiritziak 
uxatzea eta informatzaileei euren ikuspuntua eta esperientzia ahalik eta 
sakonen konta dezaten uztea (Ruiz-Olabuenaga, 1996). Modu librean 
adierazitako erantzunak biltzea izan behar du sakoneko elkarrizketa 
ororen jomuga. Erantzuteko denbora ere malgua izan behar da, enpatia 
nahikoa sortzeko modukoa. Galderak nahikoa irekiak izan behar dute, eta 
elkarrizketatuei galderari uko egiteko eskubidea ere bermatu behar zaie. 
Elkarrizketan zehar interakziorako askatasun piska bat ere egon behar da 
elkarrizketagilearen eta elkarrizketatuaren artean (Gainza, 2006).  



220 

Juaristiren (2003) aburuz, sakoneko elkarrizketak pertsona biren 
arteko elkarrizketak dira eta beharrezkoa da atmosfera egokia sortzea 
elkarrizketatuaren eta elkarrizketatzailearen artean. Lagunarteko 
harreman hori konfiantzazkoa izan behar da. Ezaugarri hori, bereziki, behar 
beharrezkoa izaten da intimitatea eta konfidentzialtasuna eskatzen duten 
gaiak aztertzeko, eta hain zuzen ere, erakunde baten krisi-kudeaketa mota 
horretako gaia dugu.  

Sakoneko elkarrizketa batean bi prozesu garrantzitsu gertatzen dira: 
gizarte-elkarrekintza eta informazioa ateratzea. Gerta daiteke, halaber, 
datuak biltzeko orduan elkarrizketatuak informazioa ezkutatzea. Juaristik 
azaldu bezala, badira elkarrizketatuaren jarreratik eratorritako arazoak, 
hau da, “elkarrizketatuak ez duela eman nahi ikerlariarentzako 
garrantzitsua den informazioa, edo ez dakiela garrantzitsua den informazio 
hori nola adierazi” (Juaristi, 2003:141). Horregatik, ikerlariak bere iker-
galderekin bat ez datozen datuak bilduko balitu, frogatu egin beharko du 
datu horien egiazkotasuna, dela elkarrizketa bertan, dela beste iturri 
batzuetara jota.  

Sakoneko elkarrizketen beste desabantaila batzuk dira denbora-falta 
eta datuen kontrol gurutzaketa falta. Normalean, elkarrizketa-denbora 
mugatua izan ohi da eta ikertzaileak ezin du elkarrizketa nahi beste luzatu; 
elkarrizketatuaren nekea eragingo bailuke horrek. Bestalde, sakoneko 
elkarrizketa batean ez dagoenez eztabaida-talde batean aurkitu 
dezakegun hirugarren pertsona baten interakziorik, ezin dugu 
elkarrizketatuak emandako datuak gurutzatu eta egiaztatu (Gainza, 2006). 
Horregatik, egokia irudi zaigu sakoneko elkarrizketetatik bildutako datuak 
eztabaida taldeetatik eratorritakoekin osatzea. Alegia, metodo batetik zein 
bestetik bildutako datuak gurutzatzea.  

Eztabaida-taldea 

“Sakoneko elkarrizketetan bezala, eztabaida taldeen abiapuntu 
metodologikoa da zerbait aztertzeko eta ezagutzeko biderik onena gizakiei 
galdetzea dela” (Juaristi, 2003:169). Aldatzen dena, kasu honetan, pertsona 
kopurua da. Galderak pertsona bakarrari egin beharrean talde oso bati 
egiten baitizkiogu. Metodo honen beste elementu garrantzitsu bat da 
moderatzailearen figura behar dela, taldekide batzuen artean egiten den 
eztabaida eta iritzien trukaketa ahalbidetzeko eta giro lasaia sortzeko. 
Helburua da “gai baten arlo garrantzitsuenak ezagutu, gai horren inguruan 
taldekideen artean egon daitezkeen ikuspuntuak ikertu edo adostasunak 
eta desadostasunak aztertu” (Ibidem, 170. orr.).  

Ruiz-Olabuenagak horrela deskribatzen du eztabaida-taldea: 

Es un colectivo de personas que participan por poseer los mismos 
intereses, los mismos valores, la misma situación social o una misma 
experiencia, y son analizadas tras haber sido puestas de algún modo u 
otro en contacto entre sí” (Ruiz-Olabuenaga, 1996:247).  



Bistan denez, eztabaida-taldea informazio iturri garrantzitsua da gai 
baten inguruko ikuspuntu guztiak aztertzeko. Berez, ez dago adostasunik 
eztabaida taldean parte hartu behar duten pertsona kopuruaren inguruan. 
Ikerlari batzuek bost eta hamar pertsona artean finkatzen dute parte 
hartzaileen kopurua. Beste batzuentzat, aldiz, talde txikiena bi pertsonakoa 
da eta handiena hamabikoa (Juaristi, 2003). Callejok (2001), esaterako, sei 
eta hamar arteko taldeak proposatzen ditu. Krueger-entzat (1991) 
eztabaia-talde egokienak dira elkar ezagutzen ez duten zazpi eta hamar 
pertsona artekoak. Hori bai, adituek nabarmentzen dute talde handiko 
eztabaidetan zailtasun gehiago dagoela pertsona guztien parte hartzea 
bermatzeko eta hitz-txanda guztiak errespetatzeko. Talde handietan, 
moderatzaileak arazoak izango ditu, halaber, honako egoera hauek 
ekiditeko: pertsonalitate handiko kideen eta lotsatiagoak direnen arteko 
balantza mantentzeko, gai-desbiderazioak kontrolatzeko, denboraren 
banaketa egokiro kudeatzeko, azpi taldeen sorrera ekiditeko, etab. 
(Juaristi, 2003). 

5.1.3.1 Elkarrizketak eta eztabaida-taldeak aukeratzea 



5.1.3.2 Elkarrizketak eta eztabaida-taldeak prestatzea eta gauzatzea 

Datuak biltzen hasi aurretik, elkarrizketen eta eztabaida-taldeen 
aurre-prestaketa egin behar da. Bide horretan, badira jarraitu beharreko 
hainbat irizpide. Besteak beste, gako-subjektuen kontaktuak lortzea, 



226 

gonbidapen-gutuna luzatzea, gidoia egoki prestatzea, elkarrizketatuarekin 
eta parte hartzaileekin etxekotasun eta lasaitasun harremana erraztuko 
duen lekua adostea, elkarrizketa egiteko data egokia bilatzea eta 
informazioa ondo gordetzen jakitea (Juaristi 2003:143).  

Lehenengo urratsa gako-subjektuekin harremanetan jarri eta 
gonbidapen formal baten bitartez ikerketaren nondik norakoak eta 
informazioaren erabilera zein izango den azaltzea da. Kontaktuan jartzeko 
baliatu genuen metodoa helbide elektronikoa izan zen. Gako-subjektuei 
bidalitako mezu elektroniko horretan, Doktorego Tesi Proiektuari buruzko 
azalpen-gutuna bidaltzeaz gain, baimen informatu bat bidali genien 
elkarrizketa eta eztabaida-taldearen baldintzak sinatzeko. Baimen 
informatu hori UPV/EHUko Gizakiekin lotutako Ikerketarako Etika 
Batzordearen (GIEB) onikusia zuen. Dokumentu horretan, besteak beste, 
sakoneko elkarrizketen nahiz eztabaida-taldeen helburuak, prozesua, 
denbora, baldintzak, irizpideak eta erabilera zein izango zen zehazten zen 
argi eta garbi.  

Sakoneko-elkarrizketak egiteko hitzordua elkarrizketatu 
bakoitzarekin adostu genuen. Elkarrizketa gehienak aurrez-aurre eta gako-
subjektuen ohiko lan-tokian egin genituen; betiere aparteko bulego 
batean. Izan ere, elkarrizketatuaren erosotasunerako, nahiago izan genuen 
gu geu subjektuen lantokira bertaratzea. Gainera, Juaristik (2003) 
aipatutako etxekotasun eta konfiantzazko gune hori lortze aldera, 
egokiagoa iruditzen zitzaigun elkarrizketa-saioak lan-tokian bertan egitea. 
Sakoneko elkarrizketak 2015eko maiatza eta 2019ko uztaila bitartean  egin 
ziren. Horrek ere badu arrazoi bat, izan ere, jakin bagenekigun oraindik ere 
gure galderek suminkortasuna eta samina sor ziezazkieketela ikerketa-
subjektuei. Gogoan izan behar dugu, halaber, ikerketa abiatu genuenean 
(2015) “Fagor auzia” oraindik ere puri-purian zegoela. Hala, krisiaren 
ondoko aje hori laxatzen utzi genuen sakoneko-elkarrizketak gauzatu 
aurretik. Elkarrizketak, batez beste, 90 minutu inguru iraun zuten. Aitortu 
behar dugu, uste baino luzeagoak atera zirela; elkarrizketatuei patxadaz, 
askatasunez eta xehetasunez hitz egiten utzi baikenien. Sakoneko-
elkarrizketa guztiak euskaraz egin ziren.  

Eztabaida-taldeetako parte hartzaileekin ere antzeko prozedura 
jarraitu genuen. Data eta tokia adosteko Doodle erreminta erabili genuen. 
Aurretik aipatu bezala, bi eztabaida-taldeetako subjektuei mezu 
elektroniko bat igorri genien gonbidapen-gutuna bidaliz. Mezu horretan 
azaldu genien, besteak beste, proiektuaren nondik norakoak, haien parte 
hartzearen helburua zein den eta eztabaida-taldearen prozedura zein 
izango zen. Horrekin batera ere, baimen informatua bidali genien. 
Langileen-eztabaida taldea Oñatin gauzatu zen eta kazetariena Donostian. 
2015eko ekaina eta uztaila bitartean, hurrenez-hurren. Saioek, batez beste, 
100 minutu inguru iraun zuten. Bi saioak gazteleraz gauzatu genituen. 
Eztabaida-taldeak gauzatzeko espazioen erreserba eta egokitasuna aurrez 



erabaki genuen. Tokiak grabaketa arazorik gabe gauzatzeko isiltasun 
nahikoa eskaintzen zigula ere frogatu genuen. 

Bai sakoneko elkarrizketetan eta bai eztabaida-taldeetan grabaketa 
magnetofonikoa egin genuen. Audio-grabaketa ezinbesteko elementua 
da, xehetasunen galera saihesten baitu, adibidez, elkarrizketatuaren 
adierazteko erari eta berba jarioari lotutako datuak (Valles, 2003).  

Sakoneko elkarrizketen gidoiei dagokionez aipatu behar da gidoiko 
itaun guztiak elkarrizketatuen profilari egokitu genituela. Hein batean, 
logikak esan zigun ezin geniola gauza berbera galdetu Mondragon Taldeko 
buruari eta Kooperatibagintzan aditua den elkarrizketatuari. Horregatik 
bereiztu eta egokitu genituen galdera-gidoi guztiak. Helburua zen 
elkarrizketatu bakoitzaren ikuspuntu eta informazio fluxu partikularra 
jasotzea. Gidoi guztiak, halaber, ikerketaren helburuetan oinarritzen ziren, 
alegia, erantzun beharreko gai eta azpi-gaiak biltzen zituzten. Horretarako, 
erdi-egituratutako elkarrizketa-gidoiak diseinatu genituen. Helburua zen 
galderen eskema logiko eta ordenatu bat izatea, galdera orokorrekin hasiz 
eta zehatzagoekin amaituz (Ruiz-Olabuenaga, 2012). Horrez gain, 
elkarrizketatuaren eta elkarrizketatzailearen arteko elkarrekintza 
trabatzen zenerako, badaezpada, “hozkailuko galdera” batzuk prestatu 
genituen egoera deserosoetatik ateratzeko.  Hozkailuko galdera horiek, 
normalean, galdera samurrak izaten dira, elkarrizketa suspertzeko 
pentsatuak.  

Ikerlan honetan, elkarrizketa erdi-egituratuak erabili ditugu datuen 
bilketarako, baina badira beste elkarrizketa mota batzuk ere. Ikerlari 
batzuek (Merton eta Kendall, 1946) hiru elkarrizketa mota bereizten 
dituzte: (1) elkarrizketa irekiak edo egitura bakoa, (2) elkarrizketa erdi-
egituratuak eta (3) elkarrizketa egituratuak. Elkarrizketa egituratuetan, 
elkarrizketagileak galdera zehatzak egiten ditu, eta elkarrizketatuak 
aurretik zehaztutako erantzunen arteko bat aukeratu behar du. 
Elkarrizketatuek galderak ordena berean jasotzen dituzte eta ez dago 
inprobisaziorako tokirik (Ruz-Olabuenaga, 2012). Egituratu gabeko 
elkarrizketak irekiagoak izaten dira, hurbilpen induktiboagoa daukate eta 
ez dute aurrez diseinatutako galdera-gidoirik. Gaiak irekiak izaten dira, hau 
da, azaldu baino ulertzea dute helburu. Galderak erantzun aukera 
zabalekoak izaten dira, eskema finkorik gabe (Taylor eta Bogdan, 1987, 
Valles, 1997).  

Guk, ordea, erdibideko hautua egiten dugu. Elkarrizketa erdi-
egituratuak prestatu ditugu sakoneko elkarrizketak gauzatzeko. Mota 
horretako elkarrizketetan ikertzaileak eskema bat prestatzen du 
elkarrizketak egin aurretik. Eskema horretan eztabaidatu nahi diren 
hizketagaiak planteatzen dira. Galderak irekiak direnez, elkarrizketatuak 
libreki erantzuten du. Ikertzailearen eta elkarrizketatuaren elkarrekintzan 
zehar galdera berriak egiteko tartea ere badago (Merton eta Kendall, 1946).  
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Guk diseinatutako gidoietan hiru fase bereiztu nahi izan ditugu: (1) 
krisi aurreko fasea, (2) krisi garaiko fasea eta (3) krisi osteko fasea. Hain 
zuzen, hiru fase horiei jarraiki planteatu ditugu komunikazioaren 
kudeaketari buruz galdetu nahi genituen gaiak eta azpi-gaiak. Gidoiaren 
diseinua, hiru fasetan zehar enpresaren eta krisi-aktore ezberdinen arteko 
harremana aztertzeko pentsatua zegoen, besteak beste: krisiaren 
aurrekariak, krisiaren testuingurua, krisi aktoreen rolak, jarrerak, tentsioak, 
krisi-komunikazioaren kudeaketarako praktikak, hedabideekiko 
harremana, tratamendu mediatikoari buruzko iritzia, krisi-kudekaetaren 
ahulguneak, indarguneak, krisitik ikasitakoak, emandako soluzioa eta 
aurrera begirakoak.  

Bestalde, kooperatibagintzaren balioak eta printzipioak arakatzea 
nahi genituen, baita zein puntutaraino komunikatu zezaketen ere. Alegia, 
zein den kooperatibaren komunikatzeko gaitasuna eta trebezia, eta zein 
puntutaraino aplikatzen dituzten harreman publikoetako eta krisi 
komunikazioetako teoriak praktikan.  

Azkenik, eztabaida-taldeetan, haria eta norabidea ez galtzeko erabili 
genuen gidoia ere hiru fasetan bereiztu genuen. Kazetariei eta langileei ere 
hiru multzo horietan aurkeztu genizkien gaiak eta azpi-gaiak. Talde 
bakoitzarentzat galdetegi berezia presatu genuen helburu eta iker-galderei 
jarraiki. Galderen ordena aurrez finkatu genuen modelatzaile lanak 
samurtzeko. Eztabaida-taldea hasi aurretik, tarte bat eskainiko genion 
parte hartzaileen aurkezpenei (izen-abizena, ordezkatzen duen erakundea 
edo duen profila, etab.) elkar ezagutu zitezen. Jendea lasaitu asmoz, pasta 
eta edari batzuk banatu genituen. Galdera orokorrekin hasi genuen saioa 
eta zehatzagoekin amaitu genuen. Bukatu aurretik, esan-eginen laburpen 
bat egin genuen, aipatutako gauza garrantzitsuenen eta adostasun eta 
desadostasunen laburpena eginez. Amaieran, taldekideen parte-hartzea 
eskertu zen.  

Bai sakoneko-elkarrizketen eta bai eztabaida-taldeen galdetegiek100 
UPV/EHUko Gizakiekin lotutako Ikerketarako Etika Batzordearen (GIEB) 
onikusia zuten.  

Elkarrizketa saioak eta eztabaida taldeak gauzatzeko orduan, 
lagungarriak egin zitzaizkigun zenbait aholku bildu genituen ikerlari 
ezberdinen gidaliburuetatik (Juaristik, 2003:147-149; Ruiz-Olabuenaga eta 
Ispizua, 1989; Valles, 2003).  

5.1.3.3 Datuen hustuketa eta azterketa 

Datuak kodifikatzeko ezinbesteko urratsa da audioen transkripzioa 
egitea. Hartara, elkarrizketak eta eztabaida-taldeak gauzatu ahala ideiak 
antolatu, orraztu eta audio-grabaketen transkripzioari ekiten genion. Behin 

100 Galdetegiak eranskinetan kontsulta daitezke. Ikus. Eranskina 2. 



materiala transkribatuta, datuen kodifikaziotarako McCraken-ek (1988) 
garatutako bost urratsen metodoa jarraitu genuen.  

Lehenik, elkarrizketa transkribatu eta dokumentua birritan irakurtzen 
genuen, bata edukia ulertzeko eta bestea ohar edo iruzkin adierazgarriak 
identifikatzeko. Irakurtzen ari ginela, orriaren bazterretan eta marjinetan 
oharrak egiten genituen. Alegia, elkarrizketaren atal horretan 
elkarrizketatuaren esan-eginak harrapatzen eta laburbiltzen zituzten esaldi 
laburrak idazten genituen. McCraken-ek (1988) mota honetako esaldiei 
“utterances” deitzen die: ikerketaren kontestuan identifikatutako 
adierazpen eta elementu erakargarriak, hain justu.  

Hurrengo fasean, fokua kategoria deskriptiboetara bideratzen da, hau 
da, kontzeptualizazio teorikoetan jarri genuen arreta datuen analisia 
egiterako orduan. Helburua da bildutako datuak ikerketa gidatzeko osatu 
genuen marko teorikoko kontzeptuekin erkatzea. Ondoren, guk egindako 
oharretatik eratorritako memoak (ideia laburrak) atera eta ordenatu 
genituen. Behin memoak identifikatuta, gure iker-galderetako kode 
ereduekin lotzen hasten ginen. Modu horretara, memoak gaietan, azpi-
gaietan eta patroi jakinetan integratzea lortzen genuen.  

Laugarren urratsean, aurreko fase guztietan aztertutako eta 
sortutako materiala lotzen eta konektatzen da. McCraken-ek urrats honi 
“garapen tematikoa” deitzen dio. Gai nagusiak ateratzen dira ikertzaileak 
egindako oharretatik eta elkarrizketatuek aipatutako komentarioen 
klusterretatik: pasarte espezifikoak, kontraesanak, errezeloa adierazten 
duten ideiak, datu adierazgarriak, anekdotak, asoziazioak, antzekotasunak, 
ezberdintasunak, etab. Fase honetan datuak bere garrantziaren eta 
esanahiaren arabera ordenatu ziren. Azkenik, nagusi ziren gaiak sailkatu 
ziren eta datuak landu ziren gure iker-galderei erantzuteko. 

Sakoneko-elkarrizketen eta eztabaida-taldeen kodifikazioan zehar, 
Strauss-en eta Corbin-en (1998) kodifikazio-eredua ere lagungarria egin 
zitzaigun. Autore hauek bereizten dituzten urratsak, ordea, hiru dira:  

1. Kodetze irekia -open-coding- : prozesu honetan elkarrizketatuek
eta parte-hartzaileek adierazietako gako-kontzeptuak, terminoak
eta metaforak kodetzen dira.

2. Kodetzen axiala -axial coding-: kodetze-prozesua hau
konplexuagoa da, aurreko kodetzeetatik eratorritako azpi-
kategoriak sortzen eta multzokatzen baitira.

3. Kodetze selektiboa -selective coding-: prozesu honetan literatura
erabiltzen da kodetzeen sailkatze teorikorako: “The process of
integrating and refining the theory” (Ibidem, 124.orri.)
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Sakoneko elkarrizketak eta eztabaida-taldeez gain, aipatzeko da, 
halaber, elkarrizketatu ezberdinek mailegatutako dokumentuak eta 
txostenak ere analisirako iturri gisa baliatu genituela, besteak beste: 
komunikazio-planak, adierazpen ofizialak, aldizkariak eta Mondragon 
Taldeak krisi osteko faseen ebaluazioari buruz egindako txostenak. 

Azkenik, emaitzen idazketari dagokionez aipatu, elkarrizketatu 
bakoitzaren adierazpenak deskribatzean elkarrizketatuen eta parte-
hartzaileen izenik ez dugula emango, haien kargua aipatuko dugu bakarrik. 
Haien aipuak jasotzerakoan, ordea, elkarrizketatuaren abizena aipatuko 
dugu. Izan ere, elkarrizketatuen erreferentzialtasuna dela medio, euren 
ikuspuntuak garrantzi handia dute. Langileen eta kazetarien eztabaida-
taldeetako materiala aztertzerakoan, aldiz,  datuen sentikortasuna dela-
eta, kode baten arabera identifikatuko ditugu parte-hartzaileak.  

5.1.4 Emaitzen (des)konposaketa 

Azpi-atal honetan bi eztabaida-taldeetatik eta zortzi sakoneko-
elkarrizketetatik bildutako datuak krisi-fasetan eta gako-kategoriatan 
metatu ditugu.  

5.1.4.1 Hedabideen eztabaida-taldeko emaitzak 

Hedabideen-eztabaida taldetik bildutako gogoetak zertuko ditugu 
hemen. Arreta eman berezia eman diegu haien ekarpen eta funtsezko 
gakoei; kazetaritza-ikuspuntutik krisi-komunikazioaren oinarrizko hainbat 
alderdi testuinguratzen laguntzen baitigute.  

5.1.4.1.1 Krisi-aurreko fasea 

Vox populi 

Kazetariei Fagorren egoera larria noiztik ezagutzen zuten galdetzean, 
guzti-guztiek adierazten dute ez zietela sorpresaz harrapatu, alegia, FEKen 
egoera kaskarra voz populia zela aspaldidanik. Egoera agerikoa bazen ere, 
“publiko egitea, jendarteratzea eta gauzak argi eta garbi azaltzea falta 
zitzaien” (Kazetaria 12, Berria). Bide horretan, kazetariek gaineratzen dute 
urrats hori egiteko zailtasunak ere ikusten zituztela, hau da, ez zen 
kooperatiba bat gehiago, karga sinboliko handia zuen Fagorrek eta ez zen 
erraza argitzea zein puntutaraino amilduko zen Fagor kooperatiba, ezta 
guztiz eroriko zen ere. Bazegoen nonbait sinesgogortasuna herritarren, 
hedabideen eta kooperatibako aktoreen artean.  

Arrazoien artean aipatzen dute Mondragon Taldeko kooperatibek beti 
erakutsi izan dutela kaudimen ekonomikoa, eta  aise egin izan dietela aurre 
krisi-ekonomikoei, neurri berriak hartuz eta enplegua sortuz. Beraz, itxi 
egingo zela sinestea ere zaila egiten zen. Fagorren jarduera ekonomikoa, 



ordea, ez zen ona, baina Fagorretik eta Korporaziotik zabaltzen zen mezua 
beti zen “salbagarria dena salbatuko dugu” (Kazetaria 10, DV). Halere, 
produkzio-plantak gelditzen zihoazen heinean, mezu horrek 
sinesgarritasuna galdu zuen, eta azkenerako arazo gordina agerian geratu 
zen. Gainera, kazetariek diote langileen eta Fagorren hornitzaileen bitartez 
ere jasotzen zutela informazioa, eta haiek ere ez zutela gauza onik 
transmititzen: diru falta eta zorpetze-maila handiegia zen: 

“Mondragonek erabaki oso zaila hartu behar zuen, eta oso gaizki 
komunikatu zuen bere erabakia. Azkenengo momenturaino beti ukatu 
zuten Fagor itxiko zela, eta une batzuetan ixteko zantzuak izan arren, 
gezurretan ari ginela ere leporatu ziguten. Mondragon korporazioa 
Fagorrentzat irteera bat egongo zela antzematen uzten zuen beti” 
(Kazetaria 14, EITB). 

Kazetarien eta Kooperatiben arteko harremana 

Kazetarien arabera, Mondragon Korporazioren komunikazio politika 
eta hedabideekiko harremana beti egon da taldeko presidentearen 
ezaugarrien mende: nolako presidentea, halako komunikazioa. José María 
Ormaechearen ostean, Javier Mongelos (1989) izan zen Mondragon 
Taldeko lehen presidentea. Mongelosen garaiko korporazioarekin izan 
zuten harremana positiboki gogoratzen dute kazetariek. Urtero-urtero 
jarduera ekonomikoaren berri emateko prentsaurrekoa antolatzen zuen, 
eta nazioarteko makina bat kazetari hurbiltzen zen Arrasatera horren berri 
emateko. Bere oinordekoen (Antonio Cancelo 1995, Jesus Catania 2002, 
Jose María Aldecoa 2007 eta Txema Gisasola 2012) garaiko komunikazio-
harremana, aldiz, ez dute berdin gogoratzen. Termino komunikatiboetan, 
inflexio puntua Aldekoarekin etorri zen. Noticias Taldeko kazetariaren ustez 
Aldekoari ez zitzaizkion atsegin erreportariak, eta bere ondorengoari 
(Txema Gisasola) FEKen porrotaren erru osoa leporatzen zitzaionez, ez 
zuen komunikazioa behar bezala kudeatu eta hedabideekin izan zuen 
harremana oso txarra izan zen.  

Zentzu horretan, kazetarientzat azpimarragarria da oso Mondragon 
Taldeko presidenteen ibilbidea, alegia, gehientsuenak Fagor Etxetresnak 
Kooperatibatik edo Fagor Taldetik datoz (Mondragon Taldeko Kooperatiba 
garrantzitsuenetatik), eta horrek badu nonbait konnotazio negatibo bat 
iritzi publikoari begira; Fagorren kudeaketa txarra eta krisia ez zaiolako 
leporatzen FEKi bakarrik, baizik eta Korporaziora lekualdatzen da, bertako 
presidenteak FEKtik datozelako eta, urteetan, haiek hartu izan dituztelako 
erabakiak FEKen. Bestela esanda, Mondragon Taldeko presidente gehienak 
(Catania, Aldekoa, Gisasola) FEKetik edo FTtik baldin badatoz, nola 
ulertuko ziren Korporazioak behin eta berriro egiten zituen ahaleginak 
Fagorren kudeaketatik bereizteko? Ez al zegoen jadanik jatorrizko bekatua 
Mondragon Korporazioan finkaturik? Kazetariek gaineratzen dute 
hedabideen aurrean Mondragon Taldekoek ez dutela inoiz autokritikarik 
egin edo erakutsi.  
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Krisi aurreko harremanari dagokionez, gehientsuenek aipatzen dute 
MT, FT eta FEKekin izan duten harremana puntuala izan dela, eta beti izan 
direla kazetariak kooperatibetara hurbildu direnak. Esaterako, Goienako 
parte hartzaileak adierazten du bailarako komunikazio talde bat izanik ere 
ez dutela aparteko edo “etxekoagoa” den komunikazio harremanik izan 
kooperatibekin, “horren aurka, hermetismoa aurkitu izan dugu, hau da, 
galderak erantzuten zizkiguten, baina beti izan gara gu haiengana hurbildu 
garenak” (Kazetaria 9, Goiena). EITBko kazetariarentzat horren atzean 
bazegoen borondatezko eta mendeko finantza-ekarpenen auzia, eta 
Mondragon Korporaziotik “ez zuten alarma sozialik piztu nahi jende asko 
dirua galtzeko arriskuan zegoelako” (Kazetaria 14, EITB). “Mondragon 
Korporazioak espektatiba faltsuak sortu zituen hedabideak mendeko 
finantza-ekarpen alerta jotzen ez hasteko” (Kazetaria 11, NT).  

Berriako kazetariarentzat agerikoa da Fagorren komunikazio-
kudeaketa oso txarra izan dela, eta mezuak ez direla batere ongi 
kanalizatu. Arrazoien artean aipatzen du mota honetako krisi-egoeretan, 
normalean, komunikatzeko eta informatzeko gaitasuna duten subjektu 
asko egon ohi direla. Gainera, anabasa informatiboaren erdigunean 
kazetariak informazio iturrien bila abiatzen dira, protagonista ezberdinei 
ahotsa jarriz. Fagorrena gertatzean, Mondragon Taldeko eta Fagor Taldeko 
aktoreez gain, FEKeko langile asko zeuden kinka larrian eta haiek ere 
bazuten barne informazio baliotsua. Enpresa ikuspuntutik “ahots ezberdin 
horiek guztiak kudeatzea lan zaila iruditzen zait niri. Bonba askatu baino 
lehen, nola jaregingo zuten eta zein modutan salduko zuten erabaki 
beharko zuketen”  (Kazetaria 12, Berria).  

Azkenik, kazeta-lanaren ikuspuntutik, Garako kazetariak gogoeta hau 
egiten du:  

Fagorren krisiaren aurretik ez genuen horrenbeste ezagutzen 
kooperatibagintzaren eta Kooperatiba Taldearen bilbadura. Fagorrena 
lehertzean, kooperatibagintzaren meloia ireki zen, hau da, ordu arte 
ezezaguna zitzaigun barne-mundu hori hobeto konprenitzeko aukera 
(kooperatibagintzaren sistema, funtzioa, bazkideen kondizioa, 
finantza-ekarpenak, aurre-konkurtsoaren prozesua, etab.) zabaldu zen 
eta ez zen lan makala izan niretzat, behintzat (Kazetaria 13, Gara) 

Gertu dagoen enpresa-sistema bat izan arren, hau da, etxekoa izanda 
ere kazetariek menderatzen ez zuten elementu asko zeuden Fagorren 
krisian. Barne engranajeak zeintzuk eta nola kudeatzen ziren ikasi dute. 
Kazeta ikuspuntutik kasu borobila, alegia. 

5.1.4.1.2 Krisi-garaiko fasea 

Kazeta-lana: krisiaren estaldura, informazio iturrien kudeaketa eta 
deontologia 



Mondragon Taldeak eta Fagor Etxetresna Elektrikoak-ek agertutako 
hermetismoaren aurrean, protagonista eta informazio-iturri andana 
aurkitu zuten kazetariek. Informazioa biltzeko prozesua ez zen erraza izan, 
baina aukera paregabea ireki zitzaien krisi-aktore batzuekin eta besteekin 
hitz egiteko. Gainera, krisiak nazioarteko hedabideetara salto egin zuenez, 
iturriak kontrastatzeko aukera izan zuten kazetariek.  

Fagorren krisiari buruz informatzeko FEKera eta MTra deitzen zuten. 
MTn Itziar Arrue zen telefonoa hartzen zuena, eta FEKen Bittor 
Arantzabalek erantzuten zuen hasietan, baina gero Elena Goirizelaiak hartu 
zion komunikazio-testigua. Kazetariek diote desatsegina izan zela haiekin 
izandako kontaktua, baina datuak kontrastatzea eta konfirmatzea lortzen 
zuten, behinik behin. “Mondragon Taldetik eta FEKetik ez genuen inoiz 
feedback-ik jasotzen, hau da, ez ziguten inoiz deitzen zerbaiten berri 
emateko” (Kazetaria 11, NT).  

Kazetariek aipatzen dute informazio-iturri aniztasunean filtrazioak 
ere egon zirela. Kooperatiba eta korporazio barruko nahiz kanpoko krisi-
aktore ezberdinekin hitz egiteaz gain (jende pribatua, langile bazkideak, 
zuzendariak, testiguak, letraduak, etab.) behin hartzekodunen konkurtsoak 
deribatutako prozesu judiziala hastean, informazio ofiziala eta estraofiziala 
lortzea pixka bat errazagoa egin zitzaien:  

“lehenik eta behin zuk informazio-iturriak lortu behar zenituen. Iturri 
hauetatik ez zenuen informazioa Atik Zra argitzen, baina apurka-
apurka hari-mutur ezberdinak josten zenituen eta hipotesi ezberdinak 
planteatzen. Gero, hipotesi horiek egiaztatzen saiatu behar zinen. Hori 
guztia, noski, ez zen lan erraza izan” (Kazetaria 12, Berria).  

Informazioa lortzeko zailtasunen eta ezaugarri berezien artean, 
kooperatiba izaera aipatzen da, hau da, beste enpresa kapitalistetan ez 
bezala, langile-bazkideak izanik ez zegoen sindikaturik edo komiterik. 
Adibidez, langileen artean bozeramaile ofizialik ez egoteak komunikazio 
ahotsak dibertsifikatzea ekarri zuen. Langileak ez zeuden antolatuta eta 
informazioa ez zen behar bezala bideratu.  Mondragon Korporazioa eta 
Fagor Etxetresnak Kooperatibaren artean ere antzeko zerbait gertatu zen:  

Behin eta berriro tematu ziren Fagor eta Korporazioa bereizten. Hau 
da, kooperatiba bakoitzak bere komunikazio arduraduna zuela 
ohartarazten zintuzten. MTek ez zuen Fagorren informazioa 
konfirmatzen ezta ezeztatzen ere. Naturaltasun falta zegoen; izan ere, 
denok genekien bi aktoreak loturik zeudela” (Kazetaria 9, Goiena) 

Berriako kazetariak nabarmentzen du krisiaren estaldura egiteko 
orduan, oso jende gutxik bereizten zituela bi erakundeak. Berez, legearen 
aurrean bi erakundeak ezberdinak eta independenteak ziren, baina 
Fagorren porrotaren ardura zeinena zen bereiztea zaila egiten zitzaien. 
Korporazioak, nolabait, irudi legal horri heldu zion Fagorren auziaz 
urruntzeko. Langileei, ostera, Fagorren itxiera korporazioari leporatzea 
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komeni zitzaien biktimen rola hartzeko. Hala, aktore bakoitzak bere 
estrategia erabili zuen Fagorren auzitik onik ateratzeko.  

Kazetariek Fagorren krisiari buruzko albisteak idazterakoan aurkitu 
zuten beste traba bat markaren erabilpena zen. Fagor Taldeko beste zazpi 
kooperatibek (Fagor Industrial, Fagor Ederlan, Fagor Automation, Fagor 
Electronica, Fagor Arrasate, Copreci eta Mondragon Assembly)  Fagor 
markaren erabilera komertziala partekatzen zuten. Fagor marka 
amankomuna zen guztientzat, hau da, haien produktuak saltzerakoan 
guztiek zeukaten Fagor marka erabiltzeko aukera haien merkatu eta 
sektorean.  

Kazetariek aipatzen dute espazio faltagatik titularretan ez zutela 
Fagor Etxetresna Elektrikoak jartzen, baizik eta Fagor adiera bakarrik 
erabiltzen zutela. Espresio horrek, ordea, hautsak harrotu zituen 
gainontzeko ahizpa-kooperatibetan; izan ere, titularren zehaztasun falta 
horrek beste kooperatibak ere kinka larrian zeudela ematen zuen aditzera. 
Kazetariek, beraz, titularretan ez zuten behar bezala bereiztu krisia nori 
zegokion; albistearen gorputzean argitzen zuten hori. Gainera, euskal nahiz 
espainiar telebistetan kooperatiba okerraren irudiak erabiltzen zituzten 
FEKen krisia ilustratzeko.  

Egoera horren aurrean, Fagor Taldeko zenbait kooperatibek 
(Industrial eta Ederlan) beste marka batzuk sortu zituzten Fagorren krisitik 
bereizteko, eta behin eta berriz argitu behar izan zieten medioei haiek ez 
zutela zer ikusirik FEKen krisiarekin, hau da, estrategia komertzial propioa, 
merkatu eta bezero ezberdinak, eta hornitzaile eta balantze ekonomiko 
indibiduala zeukatela esatera atera ziren asko eta askotan. Labur esanda, 
FEKen krisiak ez zietela haiei eragiten.  

Kazetariek bide horretan, autokritika piska bat egiten dute esanez 
etxeko medioak izanda krisiaren estaldura egokiago bat egin zezaketela, 
bereziki, markaren erabileran eta Fagor Taldeko kooperatibei buruzko 
azalpen pedagogiko gehiago emanez. Garako kazetariak aipatzen du 
FEKen krisiaz aparte, gainontzeko kooperatiben eta MTren inguruko 
albisteak ere publikatu zituztela FEKen krisi-eraginak ez nahasteko, baina 
argitzen du halaber albiste horiek ez zirela izan horren erakargarriak 
publiko orokorrarentzat. Halere, Garako berriemaileak aipatzen du FTko 
kooperatibetatik jasotzen zuten hermetismoak ez zuela batere laguntzen 
kazeta-lan deontologiko horretan, eta hori guztia azaltzea eta argitzea 
beraiei zegokiela: “bitxia zen zeren eta haiek kexatzen ziren guk haien 
irudiak nahasten genituela, baina haiek ere ez ziguten informazio 
argigarririk ematen haien egoitzetara deitzen genuenean” (Kazetaria 13, 
Gara). 

Krisi-komunikazioa kudeatzeko zailtasunak eta huts egiteak 



Kazetari guztiak bat datoz adieraztean FEKen krisia ez zela batere 
erraza komunikatzen.  Berriako kazetariak dio Txema Gisasola MTko 
presidente egoteak ere nabarmen konplikatzen zuela egoera:  

“Gisasola izan zen Brandt erosi zuen arduradun nagusia. FEKeko 
presidentea zela erosi zen Brandt, eta denborarekin ikusi da erosketa 
horrek estualdian utzi zuela Fagor. Krisiaren erantzule nagusia 
taldearen barruan badago, zer komunikatu behar du taldeak? Nola 
komunikatu dezake krisia? Zer esan dezake eta zer ez? Korporazio 
bezala dirua txertatzeari uzten badiote, nola justifikatu dezake erabaki 
hori beste zuzendarien aurrean Girasola bera izan bada arduradun 
nagusietako bat? Egoera kaotikoa zen, eta zaila zen krisiaren 
hastapenetik komunikazioaren kudeaketa egokiro bideratzea 
(Kazetaria 12, Berria).  

Noticias Taldeko kazetariak dio komunikatzeko gaitasuna pertsonaren 
jarreran eta gogo onean islatzen dela: “hedabideetan atera nahi ez duen 
presidente bat baldin baduzu, zein da horren ondorio eta eragina? Bada, 
Korporazio-talde guztiz hermetiko bat” (Kazetaria 11, NT). 

Kazetariek aipatutako huts egiteen artean, itzalaldi informatiboa 
aipatzen da. Ez zegoen webgunerik edo on-line ataririk krisiari buruzko 
segimendu bat egiteko, ez eta albiste berriak kontsultatzeko ere. Aldizka, 
epailearen autoak argitaratzen ziren. Hala, jakinarazpen ofizialetara soilik 
mugatzen zen MTko eta FEKeko komunikazio-jarduera. Komunikatu 
horiek “beharturik zeudelako bidaltzen zituzten, Balore Merkatuaren 
Espainiako Batzordeak hala eskatzen ziolako” (Kazetaria 11, NT). “Erabaki 
garrantzitsuak hartzen zituztenean komunikatzen zuten, adibidez, MTek 
dirua txertatzeari utzi zionean edo hartzekodunen aurre konkurtsoan sartu 
zirenean. Ohar horiek labur-laburrak izaten ziren (Kazetaria 12, Berria).  

Bestalde, kazetariek diote MTtik ez dutela inoiz presiorik jaso notizia 
bat edo beste publikatzeko. Alde bateko zein besteko elkarrizketa eta 
erreportaje anitz publikatu arren, Modragon Taldea “ez da dedikatu 
hedabideetara deitzen eta hau edo beste kentzeko eskatzen” (Kazetaria 13, 
Gara). “Baliteke hasieran txantaje emozional bat egon izana, hau edo beste 
publikatzea komeni ez dela, edo kontuz honekin esatean, baina presiorik 
inoiz ez dugu jaso” (Kazetaria 9, Goiena). “Kontziente ziren panoramaz, eta 
bazekiten horren berri ematea geldigaitza zela. Jakitun ziren guk ateratzen 
genituen notiziak egiazkoak zirela” (Kazetaria 13, Gara). “Agian langileen 
kolektiboak presioak jasan dituzte, langile batekin hitz egin nuen eta horixe 
komentatu zidan: zerrenda beltz batean jarri ziotela “sindikalista” 
izateagatik edo zarata gehiegi ateratzeagatik. Eta beste batzuei bajan 
denbora luzez egoteagatik ere” (Kazetaria 12, Berria).  

Krisi-komunikazioa behar bezala kudeatzeko zailtasunen artean, 
krisiak bereganatutako dimentsio politikoa aipatzen dute. Hedabideetan 
denetik irakur zitekeen: Jaurlaritzak gauza bat esaten zuen, MTek beste bat 
eta FEKekoek beste bat. Diskurtsoen arteko inkongruentzia zegoen aurrez-
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aurre. EAJ/PNV heldu berritan zegoen gobernura eta ez zitzaien komeni 
FEK erortzea. Mondragon eta Eusko Jaurlaritzaren artean desadostasunak 
egon ziren une batez, baina gero harreman horiek zuzenduz joan zirela 
aipatzen dute kazetariek: “Jaurlaritzak ez zuen ongi hartu Mondragonen 
erabakia (diru gehiago ez txetatzea), estrategikoki oso gaizki zetorkiolako 
gobernuari hori gertatzea. Gainera Jaurlaritzak ere diru publikoa txertatua 
zuen FEKen, eta ez zuten batere ongi hartu Mondragonen erabakia 
(Kazetaria 12, Berria).  

Arantza Tapia, Josu Erkoreka, Martin Garitano eta Jose Luis Bilbaoren 
arteko mezu gurutzatuek erakutsi zuten krisiaren auzia ia-ia 
pronbitziakerian erortzen ari zela. Probintziakeria hori, hain zuzen, Bizkaiko 
Aldundiako presidenteak areagotu zuen Edesaren auziarekin; Basauriko 
kooperatibaren bideragarritasuna segurtatuz eta langileei soluzioak 
promestuz. Beste aldean, ordea, Gipuzkoako Aldundia eta kooperatibak 
zeuden. Nonbait, Arrasate, Aretxabaleta, Eskoriatza eta Bergarako 
kooperatiba eta langileek “lehentasun gehiago” izango zutela ere 
antzeman zitekeen; bertako langileak langile-bazkideak baitziren.  

Tira-bira horiei gehitu behar zaie Jaurlaritzak Ekarpen Sozietatearen 
bitartez Fagorri emandako diru publiko kopuruek ezbaian jarri zutela 
gobernua. Izan ere, injektatutako dirua zuloak estaltzeko erabili zen eta ez 
enpresa proiektu berrian inbertitzeko. Horrek iritzi publikoaren haserrea 
areagotu zezakeen. Kazetarien arabera, baliteke euskal gobernuak 
haserre-irudia erakutsi izana, baina haiek ere jakitun ziren Fagorren egoera 
ez zela batere ona.  

Hedabideen eta langileen arteko harremana 

Kazetarien eta langileen arteko harremanaz galdetzean, guztiek 
erantzun dute elkarren arteko konfiantza zegoela, hau da, nolabaiteko 
interes komuna: kazetariek kooperatibek ematen ez zuten informazioa 
langileen bitartez lortzen zuten, eta langileek haien ahotsa eta 
aldarrikapenak entzuteko hedabideen laguntza behar zuten. Berriako 
kazetariak susmatzen du, oro har, langileek nolabaiteko sentimendu gazi-
gozoa senti zezaketela kazetariekiko, hau da, haien aldarrikapenei eta 
ekintzei ez zitzaiela estaldura egokia eman kazetarien partetik. Hain zuzen 
ere, Berria eta Garako kazetarien arabera enpresa kapitalistak itxi izan 
direnean, medioek langileengan foku gehiago jarri izan dutelako (grebetan, 
aldarrikapenetan, manifestazioetan, etab). FEKen krisian, aldiz, kazetariek 
oso presente zuten langileak haien enpresetako bazkideak eta jabeak 
zirela:  

“FEKeko langileak ez ziren besteren konturako langileak, bazkide-
langileak ziren. Niretzat ezaugarri hori ezberdintzea funtsezkoa da. Ez 
zegoen langileen batzorderik, sindikaturik (….), hau da, denbora luzean 
langile hauek eskubide, soldata eta lan-baldintza oso onak izan dituzte, 
eta gauzak gaizki joan direnean, bada, ikusi dute nolakoa den beste 



aldea, hots, finantza-ekarpenak galtzea, etab. Hori guztia oso gogoan 
izan dut FEKen krisiari buruz idatzi dudanean. Ezin duzu idatzi Celsako 
(enpresa kapitalista) langileak izango balira bezala (Kazetaria 12, 
Berria) 

Kazetarien adierazpenak erkatzean ikusten da langile-bazkideen 
izaerak eta kondizioak eztabaida sortu zuela kazetariengan. Langileek, 
beharbada, hedabideen partetik sostengu eta “langile-klasearen defentsa” 
sutsuago bat espero zuten, baina kazetarien ikuspuntutik hauek ez ziren 
“langile arruntak” ezaugarri berezi bat zuten: haien enpresaren jabe ziren 
eta, beraz, enpresaburuak. Hori guztia albisteetan kontatzea oso zaila egin 
zitzaien kazetariei. Horri erantsi behar zaio langileak beraiek ere ez zeudela 
ongi antolatuta. Hori nahiko garbi ikusi zuten Grumaleko langileekin. 
Arrasateko, Eskoriatzako, Aretxabaletako eta Bergarako langileak ez 
bezala, Azpeitiako langileak besteren konturako langileak ziren eta 
sindikatuen (ELA eta LAB) bitartez aldarrikatu eta antolatu zuten haien 
borroka. Bazirudien, nonbait, Arrasateko langileek ez zutela esperientziarik 
kontu hauetan: 

“Arrasateko langileak kalean manifestatzen ikusi nituenean eta jendea 
logoa pegatzen eta… ezin nuen sinetsi ikusten ari nintzena. Xabier 
Bengoetxeari egin nion elkarrizketa bat manifestazio-egunean bertan, 
eta manifestaziora joango zela esan zidanean galdetu nuen: baina zer 
eskatu behar duzu? Nori eskatu behar diozu ezer? Zer ari zarete 
eskatzen eta nori? Nola joango zara manifestaziora zu zarenean 
enpresaria? Enpresaburu bati denda erortzen zaionean, nori eskatzen 
dio ezer? FEK eta MT juridikoki enpresa independenteak ziren, ezin zion 
ezer eskatu Mondragoni”. (Kazetaria 12, Berria) 

Krisi-komunikazioaren adibide onak hankamotz 

Kazetariek nekez ikusten dituzte komunikazio-asmatzeak FEKen eta 
MTn. Eztabaida-taldea burutu zenean ere (2015), hots, itxieratik bi urtera, 
komunikazio aldetik irudipen berdina izaten jarraitzen zuten, hau da, 
komunikazio-falta oraindik ere MTn instalatuta jarraitzen zuela. Oro har, 
Javier Sotilen komunikazio esfortzuak gutxi izan direla eta hauek oso 
berandu etorri direla aipatu zuten.  

Kazetariek adierazten dute MTn komunikazio-ekintzetan 
herabetasuna antzeman zutela. Aita Arizmendiarrietaren jaiotzaren 
urteurrena (100 urte), adibidez, ezbaian jarri zen sistema kooperatiboa 
berresteko aprobetxa zitekeela ere aipatzen dute, baina langileen 
manifestazioek eta Ordaindu plataformen presioek nolabait Mondragon 
erreprimitu zutela diote kazetariek. Presio asko zuen Mondragonek, “buruz 
nahiko ahul zeuden komunikazio-ekintzak egiteko, beraientzat 
komunikatzea biluztea bezala da” (Kazetaria 11, NT). Mondragonek bere 
barnean errunduntasuna zeramala aipatu zuten gainontzeko kazetariek, 
hau da, zerbait gordetzen ariko balira bezala jokatu zutela. Nolabait, 
gauzak gaizki egin dutela eta egindako hori ordaintzen ari direla: “nik uste 
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dut ez dutela jakin tortilari buelta ematen eta 1.800 langile ingururen 
birkokapenak balioesten (….). Langile horiez ez dira kaleratuak izan, eta 
niretzat hori ez da tontakeria bat” (Kazetaria 12, Berria).  

Hain zuzen, birkokapen horien guztien datuak emateko eta krisi-
balantzearen berri emateko Mondragonetik egindako oharrak lerro gutxi 
batzuetara eta Youtuben aurrez prestatutako bideo-komunikatu batera 
murrizten zirela ere aipatzen dute kazetariek. Komunikazio-kudeaketaz 
gogoeta hauek egin zituzten eztabaida-taldeko parte hartzaileek: “Hori 
berori prentsaurreko bat izango litzateke beste mentalitate bat duen 
enpresa batean”. (Kazetaria 14, EITB). “Badirudi ez dakitela haien 
komunikazioa kudeatzen” (Kazetaria 9, Goiena). “Prentsaurrekoa deitzen 
badute, kazetariok bertaratuko gara hau eta beste galdetzera, eta hor jada 
biluzten hasi behar dira. Jende horri ez zaio inoiz gustatu haien datuez hitz 
egitea eta datuak erakustea. Ez dut izango sekta bat denik, baina oso 
hermetikoak dira (Kazetaria 12, Berria).  

Komunikazioari dagokionean, Mondragon Taldeak autokritika pixka 
bat egin duela ziurtatu zuten kazetariek. Txema Gisasolaren dimisiotik 
(urtarrila, 2014) Javier Sotilek kargua hartu zuen arte (azaroa, 2014) bost 
kidek osatutako kudeaketa-taldea ibili zen Mondragoneko zuzendaritzan. 
Bada, denbora horretan guztian ez zen bozeramaile ikusgairik egon, eta ez 
zen adierazpenik egin medioetan. Kudeaketa-talde horretako batzuek 
adierazpen eta hedabideekin harreman gehiago eskatzen zuten, beste 
batzuek, ordea, diskrezio gehiago nahi omen zuten.  Sotilek kargua hartu 
eta hilabete gutxira hitzaldi edo prentsaurreko antzerako bat antolatu zen 
Bilbon Elkargi erakundearekin; off the record izan zen batzorde guztia. 
Geroztik, Mondragonekoak pixka bat irekitzen hasi zirela ere adierazten 
dute kazetariek.  

Hainbat kazetarik diote Antonio Cancelo, Mondragoneko presidente 
ohia, adibidez, elkarrizketatzeko prest agertu zela behin baino gehiagotan, 
eta ez zuela inolako eragozpenik Fagorren auziari buruz hitz egiteko. Berak 
ere komunikazio gehiago eskatzen zuela aipatu zuten kazetariek. Jose 
Maria Aldecoari ere eskatu zitzaion elkarrizketa egitea, baina honek 
eskaera baztertu zuen. Parte-hartzaileen iritziak entzunda badirudi, 
nonbait, Mondragon Taldeak barneratuegia zuela enpresa-talde bezala 
irudi oso ona zuela etxean nahiz nazioartean eta, beraz, inoiz ez dute erabili 
hedabideak haien irudia ontzeko: “orain arte ez dute hedabideen beharrik 
izan, ez dituzte medioekiko harremanak zaindu haien irudia eta gora-
beherak babesteko. Hitz egin gabe ere irudi ona zuten, haiek sortutako eta 
sortzen dituzten lan-postuekin jadanik orban hau izan dute” (Kazetaria 12, 
Berria). “Mundu guztia niri ikustera eta bisitatzera etortzen bada, zertarako 
mugitu? Nire ustez arazoa larriena da ez direla konturatzen zenbatekoa 
den haien proiekzio soziala” (Kazetaria 9, NT).  

Krisiaren kazetaritza-balioa 



FEKen itxiera gai nagusietako bat izan da etxeko kazeta-azaletan. 
Euskal hedabideen agendan top zerrendan egon da denbora luzez. 
Bestalde, Mondragonen itxialdi informatiboaren aurrean kazetariek diote 
atzerriko hedabide batzuek hedabide lokalak baliatu dituztela krisiari 
buruzko informazioa lortzeko eta interpretatzeko. Beste batzuek, aldiz, 
euskal kooperatibak kritikatzeko aprobetxatu dute FEKen krisia. Horien 
artean aipatzen dira Espainiako kazeta jeneralistak. Kritika horien aurrean, 
Mondragon Taldea ez da inoiz bere irudia defendatzera atera.  

5.1.4.1.3 Krisi-ondoko fasea 

Ziklo berria FEK eta MTentzat? 

Eztabaida-taldeko parte hartzaileei krisia itxitzat ematen zuten 
galdetzean, guztiek aipatu zuten ezetz. Oraindik finantza-ekarpenen auzia 
eta CNA Group-en adjudikazioa puri-purian zeudelako. Gainera, beste 
kooperatiba batzuen egoera (Eroski) ere zintzilik zegoela adierazi zuten. 
Halere, CNAak Garagartzako lantegia martxan jarri zuenean, Mondragon 
“tunelaren amaieran argi printzak ikusten hasi” zela aipatu zuen kazetari 
batek (Kazetaria 13, Gara). Beste batzuek gaineratu zuten FEKen krisia 
judizialki eta legalki amaitutzat ematen zutela, baina oraindik Ordaindu-
ren epaiketen ebazpenak falta zirela eta ikusteke zegoela, halaber, CNA 
Group-en ahalmena Garagartzako kooperatiba altxatzeko.  

Komunikazioari dagokionean, krisi-osteko fase honetan Jabier Sotilen 
kudeaketa eta agerpen publikoak (ziklo berri gidatzen) positiboki 
kalifikatzen dituzte kazetariek. Ez, ordea, Mondragon Taldetik haiek jaso 
duten tratua. Gainera, Eroskiren auziarekin ere antzeko jarrera bat izaten 
ari zirela ere gaineratu zuten parte hartzaileek: 

“Ez diet gutxiengo puntuazioa emango zeren azkenean informazioa 
konfirmatzen zizuten. Krisiaren azken zikloan gehiago ireki ziren eta 
gardenagoak izan ziren, baina oso gaizki kudeatu zuten hedabideekiko 
harremanak. Egindako autokritikaz aparte uste dut ezer gutxi ikasi 
dutela; izan ere, Eroskiren gaiarekin ere komunikazio-politika 
berdintsuarekin jarraitzen dute” (Kazetaria 9, Goiena) 

Ikasbideak 

Kazetarien azken gogoetetan sarritan errepikatutako kritika hauxe 
izan zen: Mondragon Taldea isilik egoteagatik beste askok hitz egin dutela 
berain ordez. Alegia, ez dezatela pentsatu krisian zehar bere baitan bilduta 
egoagatik ez direnik gauzak argitara eramango, hau da, gustatu edo ez, 
gauzak publiko egingo direla era batera edo bestera, eta hobe dela zuk 
nahi duzun moduan ateratzea, edo zuk nahi duzun bezala azaltzen 
saiatzea. Komunikazio-kudeaketa horretan guztian hanka sartu dutenez 
“gauza asko atera dira, asko egiak, asko osatugabeak, erdi-egiak eta erdi-
gezurrak. Nire ustez kaos informatiboa izan da. Guri, hedabideoi, salmenta 
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aldetik ez zaigu batere gaizki etorri horrelako kasu bat, baina 
enpresarentzat zorigaiztokoa izan da (Kazetaria 12, Berria).  



5.1.5 Helburu eta iker-galderen frogapena 

Helb1: Fagorren krisi-kasuaren konplexutasuna ulertu barne zein kanpoko 
ahots anitzak arakatuz.  

Iker-g1 Nolakoa izan da krisi-komunikazioaren kudeaketa krisi-
aurreko, krisi-garaiko eta krisi-ondoko faseetan? 

Krisi-aurretik, hedabideek aipatzen dute ez zutela aparteko harreman 
berezirik MTko kooperatibekin, eta beti izan direla haiek kooperatibara 
hurbildu direnak ezer galdetzera. Komunikabideekiko harremana puntuala 
izan da beti. FEKen egoera larria kooperatiben ahotik atera ez bazen ere, 
kazetariak jakinaren gainean zeuden. Kazetariek aitortzen dute, halaber, 
ezjakintasuna zutela kooperatiben sistema eta funtzionamenduarekiko. 
Langileak ere jakitun ziren FEKen egoera kaskarraz baina salatzen dute ez 
zitzaela modu gordinean azaldu zein zen bene-benetako egoera, hots, goi-
arduradunek beti esperantza-printzak erortzen uzten zizkietela. Bestalde, 
FEKeko eta MTko komunikazio arduradunek balizko krisiaren aurrean 
eszenatoki ezberdinak irudikatu eta aldiro-aldiro bide-orria zehazteko 
bilerak egin bazituzten ere, krisi-errealitateak paperean idatzi eta 
aurreikusitako plana zapuztu zuela argudiatzen dute.  

Krisi-garaian, komunikazioaren kudeaketa hutsala izan zen. Krisiaren 
erantzuleak nortzuk ziren identifikatzeko nahia zegoenez, MT eta FT FEKen 
krisitik bereizteko saiakerak egin zituzten. Estrategia, beraz, FEKen krisi-
erantzukizunetik urruntzea izan zen. Gainera, FEKen itxieraren kausa 
Mondragon Korporazioara lekualdatu zen, Gisasola FEKen zuelako egina 
bere ibilbide nagusia. Jatorrizko bekatua Mondragon Korporazioan finkatu 
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zenez, komunikazioaren kudeaketa ere baldintzatuta ikusi zen. Gainera, 
FEK konkurtsoan sartu zenean, botere faktiko guztiak galdu zituen, eta ezin 
izan zuten ekintza komunikatiborik egin.  

Krisi-ondoko fasean komunikazioaren-kudeaketa piska bat hobetu 
zen. Behin auzi juridikoak eta ekonomikoak argitu ostean, Jabier Sotilek 
erreleboa hartu eta MTren irudia eta egonkortasuna zaharberritu zituen. 
Halere, ekintza komunikatiboak beti egon dira “Eskuratu eta Ordaindu” 
bezalako plataformen presioagatik baldintzatuak. 

Iker-g2 Nolakoa izan da Fagorreko enpresa-zuzendarien eta langileen 
erreakzioa krisia lehertzean? Nolakoa izan da erabakiak 
hartzeko prozesua? Nola kudeatu da krisi-komunikazioa 
barne zein kanpo dimentsioetan? 

FEKek Euskal Herrian duen pisu sinbolikoa medio, sinesgogortasuna 
eta harridura gailendu zen kazetari, herritar, FEKeko, FTko eta MTko krisi-
aktoreen  artean. FEKen egoera larria jakina bazen ere, zaila zitzaien 
sinestea FEK itxi egin zitekeenik. Atzean dagoen arrazoia da Mondragon 
Taldeko kooperatibek orain arte krisi ekonomikoei aurre egiteko erakutsi 
izan duten elkartasun-mekanismoak eta kaudimen ekonomikoaren 
egoera osasuntsua. Hein batean, aingeru begiralearen papera egotzi 
dakioke MTri. Azken unera arte, gainera, mezu itxaropentsuak igortzen 
saiatu ziren kooperatibetatik, baina FEKek MTren batasuna bera, 
elkartasun mekanismoak eta funtzionamendua kolokan jarri zituenean, 
finantza-ekarpenak etetea erabaki zuen. Gainera, krisia tsunami bat bezala 
heldu zen eta erabakiak hartzeko nahiz komunikazioa kudeatzeko aukera 
gutxi zegoela ondorioztatu da.  

Kooperatibetan, egoera normalean, erabakiak hartzeko prozesua 
nahiko konplexua bada, krisi-egoeretan egiteko hori mila bider zailagoa da. 
Erabakiak modu asanblearioan hartu behar izate horrek gauzak azkar 
ebaztea zailtzen ditu. Nolabait, krisiaren aurretik, kooperatibaren 
dimentsio eta langile-bazkide kopuru handiak ez zuen utzi FEKen krisi-
zantzuak behar bezala kudeatzen. MTko krisi-kabineteko kideek ere 
zailtasunak izan zituzten erabakiak hartzeko orduan, akordiorik ez 
bazegoen bertan behera uzten zen proposamena edo erabaki-prozesua. 
Komunikazio-politikari dagokionez,  komunikabideetan protagonismorik 
ez hartzea erabaki zuten.   

Krisi-komunikazioaren barne- eta kanpo-kudeaketa ez zen behar 
bezala antolatu. Komunikazio-kanalak eta publikoak ez ziren behar bezala 
segmentatu eta eszenatoki ezberdinak aurreikusi arren, errealitateak krisi-
aurreko plan guztia irauli zuen. Komunikatzeko orduan, FEKetik eta MTtik 
barne publikoak lehenetsi izan dira beti, eta ez hedabideak (kanpo-
komunikazioa). Langileak, aldiz, informatuak baino desinformatuak sentitu 
dira prozesu osoan zehar.  Kanpo-komunikazioari begira ere beste 
zailtasun batzuk aurkitu zituzten: FEKen hornitzaileak eta marka bera 



 

gainontzeko ahizpa-kooperatibek erabiltzen zutela eta, beraz, mugak 
zituzten mezu amankomunak helarazteko orduan. FEKen krisi-
komunikazioa hiru mailatan kudeatu behar zela ondorioztatu bada ere, 
oraindik ere ez dago garbi (zehazki idatzita) mota honetako krisi-egoera 
batean (enpresaren bat desagertzen bada) MTren eta balizko kooperatiba 
baten artean komunikatzeko konpetentziak norenak izan behar diren. 
 

Iker-g3 Krisialdietan nola indartzen edo ahultzen du barne 
komunikazioak kanpo komunikazioa? Eta kanpo 
komunikazioak barne komunikazioa?  

 
Krisi-egoeretan langileei xehetasun guztiak ezin zaizkiela kontatu 

ondorioztatu dute ikerketa honetako parte-hartzaile guztiek; enpresak 
xede-talde ezberdinekin irekietako negoziazio-prozesuak zaildu 
ditzakeelako. Beraz, informazio-konfidentziala egokiro kudeatzea 
beharrezkoa da mota honetako krisi batean. FEKen kasuan, zaila zen 
bereiztea barne- eta kanpo-publikoak, alegia, ezin zitzaion komunikatu 
barne-publikoari berehala kanpo-komunikazioa bihurtu gabe edota 
minutu gutxiren buruan hedabideetako titular bilakatu gabe. Bide 
horretan, neketsua zen erabakitzea zein puntutaraino komunikatu 
ziezaioketen kooperatibako langile-bazkideei. Kooperatibetan barne-
publikoak lehenetsi badira ere, FEKen kasuan zaila zen kalibratzea barne-
komunikazioa nola ahul zezakeen kanpo-komunikazioa, eta kanpo-
komunikazioak nola indartu zezakeen barnekoa. Esaterako, langileak 
kanpo-kanalen bitartez informatzen ziren krisiaz, eta hedabideekin zuten 
harremana interesatua zen informatiboki elkarri asetzen zirelako.  

 
Iker-g4 Krisi-egoera batean nola komunikatzen eta informatzen diote 

elkarri krisi-eragile ezberdinek? Zeintzuk izan dira Fagorreko 
aktore ezberdinen informazio beharrak? 

 
Langileek hedabideetara jotzen zuten haien kooperatibaren itxieraz 

informatzeko. Hedabideek, ordea, kooperatibetako arduradunengana 
jotzen zuten haien informazioak kontrastatzeko, baina horrek ez zien beti 
kazeta-lan duina ahalbidetzen, eta langileen nahiz goi-arduradunen 
filtrazioak baliatzen zituzten haien hipotesiak balioztatzeko. Kazetarien eta 
langileen informazio-beharrak aldirokoak ziren; une oro eskatzen zuten 
prozesuari buruzko xehetasunak. FEK, FT eta MTko goi arduradunek ez 
zuten behar hori, haien beharra zen zabalik zituzten auzi potoloak 
(juridikoa, ekonomikoa eta enplegua) epaileari argitzea, eta horren ondotik 
kanpo-publikoei informatzea. Kasu horretan, langileak ere kanpo-
publikoak bihurtu ziren.  

 
Kooperatibetan oraindik gainditu gabe dagoen ikasgaia da 

komunikazioa, eta hemendik aurrerako egitekoa da MTren izaeraren 
anbiguotasuna argitzea eta kooperatiben funtzionamendua kanpo-
publikoei hobeto azaltzea. Horrez gain, FEKen krisiaz geroztik 
identifikatutako informazio-behar bat ere bada langileen koerantzukizuna 
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eta batzarretako interes-maila igotzeko moduak aztertzea. Badirudi 
kultura-komunikatibo berria aktibatzea eta aitzineko filosofia atzean uztea 
ere badela parte-hartzaileek errepikatu duten egiteko garrantzitsu bat.  
 

Iker-g5 Fagorren krisi-kausak, krisi-gertakariak eta krisi-ondorioak 
berdin interpretatzen dituzte goi-kargudunek eta langileek? 

 
Krisi-aktore bakoitzak bere interpretazioa egiten du FEKen krisiaren 

gainean. Hein batean, guztiek lotzen dute itxiera krisi-ekonomiko bati, 
baina doiketak lehenago hasi behar zirela salatzen dute langileek. FEKeko 
Goi-arduradunak dio langileek bazutela nahikoa informazio egoera larriaz 
jabetzeko. Hedabideen aburuz FEKeko eta MTko goi-arduradunei itxiera 
non, nola, noiz eta zeinen bitartez komunikatuko zuten erabakitzea falta 
zitzaien. Krisi-gertakariak eta krisi-ondorioak azaltzeko orduan, aktore 
bakoitza bere bizipenetik abiatzen da eta segun eta zein ikuspuntutik 
begiratzen zaion krisiari, kaleidoskopioaren efektu optikoa azaltzen da, hau 
da, hodia jiratzean beste muturretik begiratuta interpretazioak (irudia 
irregularrak) aldatu eta krisi kausak nahiz gertakariak era simetriko 
anitzetan errepikatzen dira, askotariko multzo aldakorrak bistaratuz. 
Beraz, krisiak azken batean eraikuntza sozialak direla ondorioztatu daiteke.  
 

Aktore bakoitzak bere krisi-interpretazioa egiten du; gertakarien eta 
kausen interpretazio horretan, aktoreek azalpen ezberdinak formulatzen 
dituzte eta gertatutakoaren kausen-erantzukizuna zerbait edo norbaiti 
egoztea bilatzen dute. Xede-taldeek egotzitako krisi-erantzukizun maila 
hainbat faktorek moldatzen dutela ere ikusi da. FEKen krisi-kausak 
kontrolagarritasun faktorearen barruan zegoela kontuan hartuta (kausak 
kooperatibaren kontrolpean), iritzi publikoak eta langileek erantzukizun-
maila altuagoa egotzi diote FEK eta MTri. Gainera, jatorrizko bekatua 
Korporazioaren zuzendaritzan egonda (Txema Gisasola), erantzukizun-
maila hori gehiago areagotu du. 
 
Helb.2.: Fagorren kasua baliatu krisi-komunikazioari buruzko hurbilpen 

teorikoak ulertzeko eta, alderantziz, kontzeptu teorikoen 
inplikazio praktikoak aztertu Fagorren kasua konprenitzeko.  

 
Iker-g1 Identifikatu al daiteke krisi-estrategia edo krisi-komunikazio 

teoriarik Fagorren kasuan? 
 
Krisi-garaian, FTtik eta MTtik jarraitu zen estrategia bete-betean dator 

Benoiten (1995) Izen ona berreskuratzeko teoriaren barruan (Image Repair 
Theory) aurki dezakegun bi taktika defentsiborekin: (1) erantzukizuna 
saihestea eta (2) ekintza zentzatzailea. Izan ere, FTek eta MTek krisiaren 
erantzule bezala agertzea saihestu nahi zuten une oro, eta krisiaren 
erantzukizuna murrizteko jarrera iheskorra agertu zuten hedabideen 
aurrean. Horrez gain, langile-bazkideen birkokapenetan jarri zuten foku 
nagusia, eta langile horien guztien laneratzeko esfortzuak egingo zituztela 
zabaldu zuten lau haizeetara. FEKek, ordea, biktimaren rola hartu zuen 



 

MTren aurrean, eta “kooperatiba erortzen utzi zutela” argudiatzen zuten. 
FEKeko goi-arduradunak ere langileekin bat egin zuten Arrasateko 
manifestazio jendetsuan, nolabait, biktimaren rolean murgilduz.  
 

Kontrol terminologikoaren teoriaren barruan, enpresek barkamena 
eskatzeko hainbat modu daukate. FEKek, FTk eta MTk barkamena eta 
autokritika modu garbian ez badute egin eta erakutsi ere, atsekabea 
ikusarazi zuten. Estrategia honen munta, gertatu denarekiko pena edo 
atsekabea adieraztea da, hau da, gertakari desatseginaren kalte 
negatiboak minimizatzeko saiakera litzateke. FEKek, FTek MTek FEKen 
karga sinbolikoaren eta kooperatibagintzaren balioak balioetsi zituzten, 
eta hein batan langileen egoera ahalik eta lasterren konponduko zutela 
azaltzen saiatzen ziren krisi-ondorioak eta albo-kalteak (langile-
desplazatuak) minimizatzeko.  

 
Arena erretorikoaren mikro-konponenteak krisi-aktoreek 

komunikazio-prozesu indibidual bakoitzean erabili ohi dituzten lau 
parametro irudikatzen ditu: testuingurua, hedabideak, generoa eta testua. 
Bitarteko hauen erabilerak eragina izango du krisi-mezuen produkzioan 
eta harreran. FEKen krisian testuinguruak (parametro guztietatik 
konplexuana) krisi-kudeaketa bera eta arenako aktoreen arteko 
komunikazioan nabarmen eragin duela ikusi dugu. Besteak beste, barne 
testuinguruak, hots, FEKen balio sinbolikoak jendearen eta langileen 
sentimenduak higiarazi ditu. Kanpo testuingururen barruan, enpresa-
kulturari (koooperatibagintzaren funtzionamendua, araudia, langileen 
izaera, betebeherrak, eskubideak, elkartasun mekanismoak) eta uneko 
testuinguruari (krisi-mezuak, igorleak, hartzaileak, lekua, mezua, krisiaren 
egoera une eta denbora jakin horretan) dagozkion  parametroek krisiaren 
interpretazioan eragin dutela ere esan daiteke. 

 
Krisia-ondoko fasean, ostera, MTek biziberritzearen diskurtsoa 

aplikatu duela identifika daiteke. MTk talde korporatiboaren etorkizunean 
jarri du fokua eta ez horrenbeste krisi-garaiko gora-beheretan; fase lazgarri 
hori atzean uzteko estrategia da. Helburua da, hain zuzen, krisia bera 
marko positibo eta futurista baten azpian kokatzea (enkoadratzea) aurrera 
begirakoetan eta erakundearen ikasbideetan zentratzeko. Erretorikaren 
ikuspuntutik, krisi-ondoko esfortzu horiek oso garrantzitsuak dira xede-
taldeekiko eta enpresaren oinarrizko balioekiko konpromisoa erakusteko. 
Eraldaketa hori, hain zuzen, garai berri baten isla izan behar da eta 
Mondragonek “etorkizuneko Mondragon” leloa erabili zuen bere 
hausnarketa prozesuaren ondotik ateratako plan-estrategiko berriari. 
Bertan, portaera-ikasbideak, ikasbide sistemikoak eta ikasbide 
paradigmatikoak zertu zituen.  

 
Iker-g2 Fagorren kasuak orain arteko krisi-kudeaketaren 

planteamendu akademiko-praktikoa birpentsatzera 
behartzen digu? 
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Aitortu behar dena da FEKen krisi kasu-azterketak paradigma berriak 
planteatzen dituela krisi-kudeaketaren eta krisi-komunikazioaren 
literaturan. Kooperatibaren estruktura eta funtzionamendu bereziak 
sortzen dituen galdera guztiek, beharbada, oraindik ez dute erantzun 
eraginkorrik aurkituko krisi-hurbilpen teorikoetan, beraz, hutsune bat 
dagoela esan daiteke. Izan ere, FEKen izaerak, hots, talde kooperatibo 
ezberdinen (FT eta MT) kide izanik, bere krisiak nazioarteko krisi-ikerlarien 
arreta eskatzen duela esan genezake. Besteak beste, eztabaida emankor 
berriak zabaltzeko aukera ematen digu kasu-azterketa honek.  
 

Iker-g3 Guzti-guztia aurre planifikatu daiteke krisi egoera baterako?  
 

FEK eta MTren kasuan, errealitateak fikzioa gainditu duela esan 
daiteke. Beraz, ondorioa da guzti-guztia ezin daitekeela aurrez planifikatu. 
Tsunami bat ekiditeko aurre-planifikaziorik ezin daitekeenez egin, kasu-
azterketa honetan olatu erraldoiaren kalteak minimizatzeko esfortzuetan 
jarri dira indarrak. Bide horretan, erresilientzia eta enpresa-ikasketa da 
MTko goi-arduradunek defendatzen duten atributu garrantzitsuena. FEKen 
krisitik ondorioztatzen dena da prestakuntza planak garatzen dituzten 
enpresak krisiari aurre egiteko egoera hobean daudela, baina, gaur egun, 
guztia kontrolpean eta planifikatuta izatea ezinezkoa dela. 

 
Ikerg-4 Nola funtzionatzen du inprobisazioak enpresa testuinguruan? 

Beti inprobisatu daiteke? Ba al dago baldintzarik horretarako? 
Baliagarriak al dira krisi-komunikazio planak? 

 
Krisiari aurrea hartzeko modu ezberdinak daudela ikusi dugu marko 

teorikoan. Krisi-kudeaketa joera berrien ardatzean ere eztabaida 
ezberdinak piztu dira dira. Horietako bat da erresilientzia eta aurrea 
hartzeren artekoa. Aurrea hartzea estrategia moduan hartuz gero, 
prebentzio eta prestakuntza neurrietan trebatzea ezinbestekoa da 
ezustekoak ekiditeko. Aldiz, erresilientzia estrategiatzat hartuz gero, 
erakundeak krisi-kudeaketa eredu ezberdinak eta bat-bateko krisiak 
gainditzeko gaitasunak eta estrukturak garatu behar ditu. 
Erresilientziarako bide bat, hain zuzen, inprobisazioa da. FEKeko goi-
arduradunaren hitzetan egunero egin behar zioten aurre krisi txikiei, hau 
da, domino-efektu antzeko batekin kudeatu behar izan zutela azaltzen du. 
Hausnarketa horrek eramaten gaitu ulertzera krisi-formak ustez baino 
konplexuagoak direla. Alpaslan eta Mitroffek ere esana dute krisi guztiak 
direla krisi anitzez osatutako sistemak.  

Roux-Dufort-ek dio inprobisazioa estrategia moduan erabili aurretik 
zenbait baldintza eman behar direla. FEKen eta MTren kasuan urgentzia 
juridikoak, krisi-tipologiak eta kooperatiba-sistemaren rol malguak (barne 
interakzioak eta akordioak modu asanblearioan hartu behar izateak) 
bultzatu zituen inprobisatzera. Inprobisazio hori, halaber, krisi-
testuinguruaren mende egon dela ere ondorioztatu daiteke eta, horrez 



 

gain, aipatu behar da aldeko zein kontrako egoerak aurki izan dituzte 
kudeaketa-prozesuan zehar.  

Krisi-komunikazio planak normalean enpresa egoera egonkorrean 
dagoenean diseinatzen dira, eta aurreikus daitezkeen egoerak soilik 
barnebiltzen dituzte. Fagorren kasuan, kooperatibaren itxiera bera goi-
arduradunen nahiz langileen iruditerian sartzen ez zen ustekabeko egoera 
zenez, krisi-tipologia horretarako krisi-plana izatea fantasia hutsa irudi 
lezake. Egia da bestalde, MTek krisia aurreko egoerara leheneratzeko 
gaitasuna erakutsi duela eta xede-taldeek, beharbada, garrantzi gehiago 
eman dio ekintzei (sinesgarritasuna) krisi-plana (fantasia) izateari baino. 

 
Ikerg-5 Zeintzuk dira Fagorren krisian identifikatutako kudeaketa-

hutsegiteak? Eta asmatutakoak edo ongi kudeatutakoak? 
Zeintzuk dira Fagorren krisitik atera ditzakegun ikasbideak? 

 
Huts egiteen zerrenda laburtuta, akats larriena da horrenbeste itxaron 

izana FEKeko langileei kooperatiba itxi zitekeela ohartarazteko. 
Esperantza-printzak azken unera arte mantentzea, beharbada, ez da 
estrategia egokiena izan; krisiaren kolpea indartzeko balio izan duelako 
gehienbat. MTren jarrera iheskorrak ere ez du krisi-interpretazioan eta 
hedabidek egindako krisi-kontaketan lagundu. Krisi-prozesuaren bilakaera 
kooperatibaren ahotik atera beharrean komunikabideetatik atera zen, eta 
haiek hartu zuten krisi-kontakizunaren botere nagusia. Bestalde, MTn 
eratutako krisi-kabinetean bozeramailerik ez jartzeak ere MT aurpegi eta 
ahots gabe utzi zuen. Horrez gain, ikusi da komunikazio-kanalak ez zirela 
behar bezala kudeatu, horren erakusle dira langileen kolektiboa. Publikoak 
ere ez ziren behar bezala segmentatu, ez FT barruan ez kanpoan. Krisi-
ondoko fasean, aldiz, birkokapenen prozesua eta irudia berreskuratzeko 
estrategia baliatu zuten krisi-aurreko egoerara leheneratzeko. Ekintza 
horiek emaitza positiboak ekarri dituzte korporaziora, freskotasuna 
ekartzeaz gain krisi-zikloa ixteko balio izan baitute.  

 
Ikasbideak ere anitzak izan dira, baina garrantzitsuena 

elkarrizketatuen aburuz kooperatibek erakutsi eta erakusten ari diren 
erresilentziarako gaitasuna izan da. Agerian geratu Mondragonek duen 
ahalmena langileen enpleguari buelta emateko, eta hori omen da krisiaren 
ostean MTri gelditu zaion bereizgarri edo marka pertsonala. Badirudi 
kooperatiban jadanik konturatu direla krisi bat dagoenean komunikazio 
tresnak eta euskarriak oso inportanteak direla eta erabili egin behar direla. 
Hedabideekin izan duten talka ere zuzendu egin behar dela ohartu dira, eta 
komunikatiboki aktiboagoak izan behar direla ere, izan ere oraindik 
kooperatibekiko ezjakintasun handia da euskal jendartearen artean. 
Kooperatibek errealitate berezia daukate, eta transzendentzia itzeleko 
ekintzak egiten badituzte ere, ez dira behar bezala komunikatzen. 
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5.1.6 Ondorioak eta azken eztabaida 

Hausnarketa orokor batekin eman nahiko genioke amaiera atal 
kualitatibo honi. Horretarako, subjektu ezberdinen gogoetak aztertu eta 
burutapen horiek krisi-literaturan aurki ditzakegun adigaiekin lotu ditugu. 
Irakurketa errazte aldera, ondorioak eta azken eztabaida zerrenda gisa 
idatzi dugu. 

 
1. Krisi kasu-azterketa honek zer edo zer irakatsi badigu da krisi-

komunikazioa erakunde edo enpresa batek helarazitako 
komunikazioa baino gehiago dela, alegia, ahots aniztasuna egon ohi 
dela arena erretorikoan: hedabideen, langileen, politikarien, 
kontsumitzaileen, enpresa elkarteen, inbertitzaileen eta adituen 
bozak aditu ditzakegulako, besteak beste. Areago, elkarrizketatuek 
aipatu bezala, erakundeetan krisi-egoerak arau bihurtzen ari dira, eta 
krisian dagoen erakundeak ez badu ezer adierazi edo komunikatu 
nahi, beste aktoreek egingo dute haien partez, erakundearen 
kalterako zein txarrerako. Horregatik da garrantzitsua krisiaren 
kontakizuna erakundetik bertatik egitea. Bestalde, krisi-
komunikazioaren praktika erakunde eta enpresa ezberdinetan 
instituzionalizatu den arren, oraindik badaude krisi-planik ez duten 
enpresak. Bide horretan, kooperatibek, alternatiba gisa, erresilientzia 
erabili dute FEKen krisian nabigatzeko; izan ere, elkarrizketatu 
batzuen ustez ez dago krisi-mota honi aurre egin dakiokeen krisi-
kudeaketa nahiz krisi-komunikazio planik.  

 

Erresilientzia enpresa-sistemak aldaketa edo perturbazio jakin bat 
xurgatzeko duen abilezia da. Trebetasun hori xede-taldeen eta krisi-
aldagaien arteko harremanak balantza batean mantentzeko 
gaitasunean ikusiko da. Kasu-azterketa honetan ikusi da 
inprobisazioa erresilientzia lantzeko eta bereganatzeko modu bat 
dela. Inprobisazioa normalean intuizioak eta naturaltasunak gidatzen 
du. Halaber, krisi-literaturak diosku egiteko horretan 
inprobisatzaileek konfiantza izan behar dutela aldez aurreko 
esperientzia oinarri hartzeko gaitasunean. Bide horretan esan daiteke 
ez dagoela krisi bat kudeatzeko modu perfekturik; ez dago praktika 
hoberen zerrendarik, praktika horiek beti jarri behar dira enpresaren 
testuinguruan, eta enpresa-kulturara itzultzen eta egokitzen saiatu 
behar dira. MTk Mondragoneko esperientzia eta elkartasun 
mekanismoak baliatu ditu erresilientzia hori aktibatzeko.  
 

2. MT bezalako meta-erakunde batek erakutsi digu krisi-komunikazio 
eta krisi-kudeaketaren printzipioak praktikan jartzea konplexua izan 
daitekeela, bereziki, erakundearen egiturak berak gainontzeko 
erakundeekiko harremana arautzen eta baldintzatzen duenean. 
Taldekatutako erakunde eta enpresek harreman-ordena ezberdinak 
ezartzen dituzte, baina autonomia eta identitate indibidual nahiz 



 

kolektiboarekiko koherentzia mantendu behar dute. Kasu honetan, 
langile bazkideen dependentziak eta enpresako gobernu-organoen 
horizontaltasunak ere zer esan handia izan du erabakiak hartzeko 
orduan. Izan ere, krisi-egoera batek eskatzen duen urgentzia eta 
kudeaketa-tempusak talka egin du kooperatibak erabakiak hartzeko 
duen prozedura eta denborekin. Bide horretan, beharbada, mota 
honetako enpresetan eztabaida zabaldu beharko litzateke 
kooperatibek egoera larrietan erabaki garrantzitsuak Kontseilu 
Errektoretik zuzenean hartu ahal izateko. Hau da, autoritate 
hierarkikoaren eta autoritate horizontalaren arteko auzia aztertu 
beharko litzateke mota honetako egoerentzat.  
 
Erabakiak hartzeko orduan sumatu dugun beste faktore bat 
“groupthink” sindromea izan da. Fenomeno psikologiko hau kohesio 
eta lotura handiko enpresa-taldeetan ematen da, hau da, 
kontsentsurako desio irmoa duten taldekideen artean: aurkako 
iritziak ekidin nahian, krisi-kabineteko kideek haien iritzi kritikoak 
erreprimitzeko joera izaten dute gatazka saihesteko. Mondragon 
korporazioan antzerako zerbait ikusi da; izan ere taldearen harmonia 
mantentzea lehentasuna izan da krisi osoan zehar eta, beharbada, ez 
komunikatzearen erabaki disfuntzionala hortik etor liteke.  
Normalean, mota honetako erabakiak hartzen dira taldearen 
batasuna kolokan ez jartzeko. Kanpoko eztabaiden isolamendu 
horretan, hain zuzen, ikuspuntu alternatiboak eta iritzi 
independenteak galdu dituzte. Gainera, krisiek interpretazio 
ezberdinak izan ditzaketelea ere ikusi dugu, hots, ez direla fenomeno 
objektiboak, eta aktoreak ez direla gai sistema osoaren 
konplexutasuna ikusteko. 
 

3. Krisi-tipologiari dagokionez aipatu behar da marko teorikoan aipatu 
ditugun “krisi-kontzeptu berriak” identifika daitezkeela Fagorren 
kasuan. Alde batetik, krisi bat beste baten ondotik etorri dela frogatu 
dugu, hasieran FEKena soilik zirudien krisia, baina gero FT eta MTna 
ere bilakatu zen. Ondoren, langile-bazkideen (Eskuratu eta Oraindu) 
eta MTren arteko krisia ere bilakatu zen,  krisia bera judizializatuz. 
Langile-bazkideen birkokapenek ere beste langile batzuk desplazatu 
zituela ere ikusi dugu; albo kalteen krisia litzateke hori. Ezin dugu 
ahaztu FEKen krisiak Eusko Jaurlaritzako eta Aldundietako 
arduradunei ere eragin ziela, eta dimentsio politikoa ere izan zuela. 
Gainera, tesi honen ikerketa-objektua izan ez bada ere, aipatzeko da 
2017ko uztailean CNA Group taldeak aurkeztutako aurre-konkurtsoa. 
Parte-hartzaileek krisia mediatikoki itxitzat ematen zutela ere ikusi 
dugu (enpleguaren inpaktua neutralizatu zen neurrian ohiartzun 
mediatikoa ere bere horretan geratu baitzen), baina oraindik ezpal 
asko daudela ondoriozta daiteke. Hainbat ikerlarik diote zaila dela 
asmatzea noiz amaitzen den krisi  bat. Batzuetan, formaz aldatu eta 
beste krisi izaera bat hartzen dutelako, zikloa guztiz itxi gabe edota 
beste ziklo berri bat hasiz. Horrek krisiak une zehatzak bezala ulertu 
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beharrean prozesu gisara konprenitu behar ditugula pentsatzera 
garamatza.  
 
Bestalde, MTri gertatu zitzaiona “loturagatiko krisia” dela ere 
ondoriozta dezakegu, hots, FEKen albo-kalteak pairatzea egokitu 
zitzaion. Kasu honetan, krisiarekin lotzen zion arrazoiak askotarikoak 
ziren, baina horietan guztietan garrantzitsuena MTko presidentearen 
izena zen: Txema Gisasolak bere ibilbide nagusia FEKen egin izana eta 
Brandt-en erosketa ere berak bultzatu izana axola handiko faktorea 
izan da. Gainera, MTko dibisioetako buru asko FEKetik edo Fagor 
Taldetik zetozten.  
 

4. Markaren erabilera konpartituak ere izan du eraginik FEKen ahizpa 
kooperatiben izen onean. Krisi-eraginak kolektiboki kudeatu behar 
izateak ere izan ditu zailtasunak. Izan ere, FEKen sektore berdintsuan 
operatzen ibiltzeak FEKekiko erreputazio-loturak estutzen ditu, 
alegia, FEKi eragiten diona, ahizpa-kooperatibei ere eragiten die, eta 
azken instantzian Mondragon Taldeari. Horrek guztiak Fagor 
markaren ordenamendu berri bat planteatzea garamatza, zeinetan 
enpresen izendapena eta markaren ustiapena modu koherentean 
egiten den. Horrek, besteak beste, eskualde-marka eta sektore-marka 
bereiztea eskatzen du. Kontrol terminologikoaren ikuspuntutik aipatu 
behar da, halaber, hedabideek erabili zituzten izendapenak (Fagor 
crisis, crisis de Fagor, Fagorren krisia) izen onaren kudeaketa zaildu 
zuela, nonbait. Horregatik da garrantzitsua hedabideen aurrean 
beharrezko azalpen pedagogikoak ematea krisi-terminoen erabilera 
kontrolpean izateko.  

 
5. Mondragon Korporazioak kultura-komunikatibo berezia duela ere 

aztertu dugu: hitzari baino gehiago ekintzari ematen diola garrantzia. 
Komunikazioak balio konnotatiboa duela ere argudiatu izan dute 
ikerketa honetako parte-hartzaileek: biluztea edo txuleatzea bezala 
ulertzen baitute zenbaitzuek. Krisi-literaturak diosku enpresa bateko 
komunikazio-kulturak asko duela esateko krisi-kudeaketa baten 
arrakastaz edo porrotaz, hau da, enpresak krisi-planik duen ala ez 
duen galdetu beharrean, garrantzitsuagoa omen da enpresak duen 
kultura-komunikatiboari erreparatzea. Aurrerantzean krisi-
komunikazio planak eraginkorrak izateko, lehenik eta behin kultura-
komunikatiboa aldatu beharko da Mondragon Korporazioan; izan ere, 
komunikazio erreaktiboak eta itzalketa informatiboak hesi bat sortu 
zuen MTren bueltan.  Kazetariek MTri leporatutako hermetismoa eta 
sekta konnotazioa bertatik erator daitekeela ere pentsa genezake. 
Garbi dago komunikazio-politikaren ñabardura horrek krisiari 
bestelako berezitasuna eman diola, eta bide horretan Mondragonek 
bere buruaren kontzientzia eta rol sendoago bat hartu beharko du, 
besteak beste, Euskal Herriko ekonomian ikur bat delako.  
 



 

6. Krisi-seinaleen detekzio goiztiarrak ere talka egin du goi-arduradunen 
eta langile-bazkideen iruditeriarekin. Nolabait FEKen balio sinbolikoak 
balizko itxiera bat aurreikustea ekidin baitzuen. Krisia FEK barruan 
inkubatzen ari zela ere ondoriozta dezakegu, beraz, ezin daiteke esan  
eta orokortu krisiak aurretik ikusi ezin daitezkeen fenomenoak direla. 
Coombs-en definizioak horrela jasotzen badu ere, krisi kasu-azterketa 
honetan frogatu da krisiak enpresa barruan inkuba daitezkeela eta, 
ondorioz, aurreikus daitezkeela. Beraz, kasu honetan, Coombsen 
definizioa birdefinitu egin beharko genuke.   

 
7. FEKen krisiak euskal kooperatibagintza jarri zuen auzitan, 

mikroskopio erraldoi baten azpian jarri zuen sistema osoa, baina 
arena errotikoan kooperatibagintzaren aldeko mezuak ere plazaratu 
ziren. Faith-holders delakoek sare sozialen bitartez erakundea bera 
defenditzen saiatu ziren. Horrek erakusten du nola lagun dezaketen 
eta zein garrantzitsuak diren krisi-komunikazio informatzaile 
informalak, hau da, erakundearen legitimitatea babesteko gaitasuna 
daukatenez, ahots emozional horiek krisiaren kudeaketa 
estrategikoan lagun gaitzakete.  

 
8. FEK eta MTren arteko pultsu mediatikoan ikusi dugu faktore 

baldintzatzaile batzuk egon direla komunikazioa behar bezala 
kudeatzeko orduan. Bost gako-ezaugarri zertu ditzakegu, hurrenez 
hurren: (1) testuinguruak eragindako bateraezintasunak; egoeraren 
ziurgabetasuna; (2) erakunde-kulturaren inplikazioa; (4) erabakiak 
hartzeko prozesua; eta (5) erakundearen dimentsioa.  

 
MTk dio ezin zuela FEKen izenean hitz egin, eta ezin zietela hedabideei 
FEKen inguruko zalantzak argitu. FTtik eta FEKetik, aldiz, behin 
kooperatiba itxita komunikazioa MTtik bideratu behar zela 
argudiatzen dute. Ziurgabetasunak ere eragin nabarmena izan du krisi 
honetan, izan ere, FEKen itxieraren ostean Mondragon Taldean 
oraindik ez zekiten termino ekonomiko eta juridikoetan zein motako 
kalteak eragin ziezaioketen. Horregatik lehenetsi zuten auzi horiek 
epailearekin argitzea beste ezer komunikatu baino. Ondorioz, foku 
guztiak MTra lekualdatu ziren. Ikusi dugun moduan, erakundearen 
kultura-komunikatiboak ere eragin nabarmena izan du krisiaren 
kudeaketan; hitzari baino gehiago ekintzari eman zaio arreta. 
Bestalde, kooperatibetako prozesu parte hartzaileak erabakiak 
hartzeko tempusak atzeratu eta konplikatu dituela ikusi dugu. MTek 
auzi asko zituenez argitzeko, une hartan ez zuten nahi erdi-egiak 
zabaldu, eta isilik egotearen estrategia lehenetsi zuten 
protagonismorik ez hartzeko. Beste dilemetako bat dimentsioarena 
izan da, meta-erakunde baten mega-krisi baten aurrean gaudenez, 
arena erretorikoan agerturiko ahots anitzei (xede-taldeei) erantzutea 
lan nekeza bilakatu zen FEKentzat, FTentzat eta MTrentzat. 2.000 
lagun birkokatu behar izan dituzte, MT barruko barne-dilemek gero 
eta arrakala gehiago sortzen ari ziren bitartean. Dudarik gabe, 
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erakundearen tamaina faktore baldintzatzaile garrantzitsua izan da 
Korporazioaren komunikatzeko abilezia ahula justifikatzeko.  

Amaitu aurretik, garrantzitsua da aipatzea FEKen krisiak ziklo 
garrantzitsu bat ireki duela MTren baitan, zeinetan langileen eskubide 
eta betebeharrek arreta berezia bereganatu duten. Segurtasuna izan 
da orain arte Mondragon Taldeak barne zein kanpo kolektiboari 
proiektatu dion irudia. Horregatik, Mondragonen azken kongresuan 
proiektu kooperatiboaren partaide izatea zer den, zer eskubide eta 
betebehar dauden argiago azaltzen saiatu dira. Komunikazio-kultura 
aktiboaz gain, badirudi langileen parte-hartzeak autoexigentziak eta 
koerantzukizunak izango dira aurrerantzean proiektu 
kooperatiboaren erronka nagusienak. 
 
Emaitzak eta ondorioak buruan izanda, gogoeta orokor batekin itxiko 

dugu landa-azterketaren lehenengo atal hau. FEKen krisiko angelu 
ezberdinak arakatuta esan dezakegu krisi hau ez dela ohikoa. FEKen 
hasierako krisiari FT eta MTena gaineratu zitzaizkion eta horrexek 
gehixeago konplikatu zuen erantzun eraginkor eta azkarra ematea. Horri 
gaineratu behar zaio, informazio-jario etengabea ardatz duen sistema 
informatiboak erakunde guztiei erantzun arina eta eraginkorrak exijitzen 
dizkiela egunero. Dinamika horrek, sarritan, talka egiten du egitura 
horizontalean oinarritzen diren erakundeen funtzionamenduarekin. Talka 
horren albo-kalteak okerragoak dira erakundeentzat komunikabideentzat 
baino. Izan ere, erakunde horiek bete gabe utzitako espazioak beste 
subjektu batzuek betetzen dituzte, sarritan informazio partziala edo okerra 
emanez. Beraz, horizontaltasuna ardatz duten erakundeek ahalegin 
berezia egin beharko lukete beren egitura komunikatiboak hobetzeko, 
dinamika horietara egokitzeko, betiere, beren idiosinkrasiari bizkarra eman 
gabe.  
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Second chapter: 
 

Content analysis 
 
 

“The value of information does not survive the moment in 
which it was new. It lives only at that moment; it has to 

surrender to it completely and explain itself to it without losing 
any time. A story is different. It does not spend itself. It 

preserves and concentrates its strength and is capable of 
releasing it even after a long time”  

Walter Benjamin 
 
  



 

5.2 Second chapter: content analysis of printed media 

As mentioned in the literature review of this Dissertation, transition 
research is the methodology for connecting formal and informal research 
methods proposed by Stacks (2002) to analyze the reputation of an 
organization. Content analysis is thus within this research category; by 
collecting data from news media (messages from the organization, 
stakeholders, or social media posts) this type of investigation provides 
information about crisis communication strategies that have been used by 
different crisis-actors. Hence, content analysis can inform how these actors 
are influencing each other through their multiple interactions. So, by 
analyzing published news media reports from Fagor’s crisis in printed 
media, we seek to evaluate how the different stakeholders’ in the 
cooperative got their side of the story out.  

5.2.1 Research criteria and purpose 

If we pick any day of the week, we will find breaking news or top 
headlines on crisis situations. In Spain, organization-related crises became 
more and more significant due to the 2008 financial crisis. The media 
visibility and societal impact of organizations during a crisis can affect and 
obstruct different parts of society.  The Dutch researcher Van der Meer 
(2016), for instance, has analyzed in his Thesis Dissertation the 
communicative interplay among the organization in crisis, the news media, 
and the public in organizational crisis situations. He calls for more crisis 
communication research with a media and multi-actor perspective.   

 
News frames have been shown to play a key role when visualizing and 

symbolizing a crisis, as people seek information and evaluate the causes of 
the crisis based on media coverage. Frandsen & Johansen (2017) state that 
the media not only cover events, but also intervene in these events. Several 
researchers have stressed the lack of research on crisis communication 
(CC) and the news media (Koerber, 2015; Olsson & Nord, 2015). Many have 
called for a greater connection between media-reporting and CC. To echo 
this call, this study provides a complementary angle to previous crisis-
research by adding more framing analysis based on a combined theoretical 
approach.  
 

Hence, this study analyzes the crisis-voices captured in the print 
media focusing on the coverage of the Basque cooperative company, as it 
entered a financial crisis. Based on the media storm that accompanied the 
crisis of Fagor Electrical Appliances & Mondragon Corporation, which 
included a widespread debate involving many different opinion-formers 
and narratives, we consider it important to investigate how the different 
voices interacted and whether the media coverage harmed or helped the 
organization’s reputation and public perception. 
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We also considered that the content analysis could help us develop a 
complementary research angle on Fagor´s crisis, by using the media data 
and comparing it to that collected from previous journalist group 
dynamics. This holistic view of the crisis can also help us compare news 
coverage from different Basque and Spanish printed newspapers, and have 
a better understanding of organizational crises and stakeholder position.  
 

Another reason for developing this study was the opportunity that it 
offered us to go to the Lund University (Sweden). Actually, the research 
design of this chapter was tailored in the Department of Strategic 
Communication during the research visit to the aforementioned 
institution. The content analysis was presented as a research proposal in 
the so called European ERAMUS+ grant for Ph.D. Students. This research 
project was approved and accepted for economic support in November 
2017. The research stay at Lund University was initiated in January 2018 and 
ended in April 2018. The host supervisor at the foreign institution was Dr. 
Mats Heide.  
 

It is worth noting that before moving forward with the content 
analysis, we intended to answers some -indispensable- questions related to 
the research design. We start answering core questions like: 

 
 Table 26. Content analysis design questions 

Source: author´s elaboration 

Once we answered the above questions and research design 
considerations reviewing previous studies, we started elaborating our 
proposal for the content analysis. Now, we will present the theoretical 
approach, the objectives & research questions, the methodological process 
& research design considerations, results, and the conclusions of this 
content analysis.   

5.2.2 Theoretical approach for the content analysis 

Drawing on different experts as well as studies (Olabuenaga 1996; 
Abela 2000; Santander 2011) on content and discourse analysis, it can be 
stated that the first step in every study of these characteristics must begin 
with formulating the objectives and research questions, which at the same 
time, have to be guided by a theoretical approach.  Although there isn’t a 

Is it possible and feasible to conduct a content analysis in this case study? 
Is this method suitable to answer your research questions? 
What type of content analysis should be conducted? Quantitative or qualitative? 
Deductive or inductive? 
What is going to be the unit of analysis? 
What are the research categories in those units?  
What is going to be the coding process or the coding paradigm? 
Is a codebook useful for the analysis? 
How are the coding instruments (coding templates) designed? 
What theoretical approach will guide the content analysis and the coding process? 



 

unique model of analysis, it can be stated that every investigation that 
seeks to explore the interpretation and significance of concepts, has to 
portray a rigorous cohesion and consistency with the theoretical choice. It 
means that our theoretical concepts and those analyzed in the study 
should be correlated and endorsed with elements that complement each 
other and that are consistent with the object of study. Thus, these 
theoretical key words or categories, will support the whole investigation 
since they guide the researcher while investigating and identifying 
categories in the corpus of analysis. Indeed, the theoretical concepts 
should also be mentioned and addressed in the research questions.  

 
Our study will draw on the theoretical approaches below: 
 
RAT and multivocal approach 
 
The multivocal approach to crisis communication proposed by 

Frandsen & Johansen (2010, 2017) seeks to dig deeper into the relationships 
and dynamics between different actors involved in a crisis. For that 
purpose, the RAT studies the communicative complexity that characterizes 
organizational crises, and seeks to identify, describe, and explain patterns 
within the multiple communication processes taking place inside the 
arena.  

 
According to the authors of this theory, all the voices in the arena 

compete to be heard before, during and after a crisis bursts out. 
Additionally, different actors make different assumptions about other 
stakeholders and depending on the position and their access to the media, 
some stakeholders remain more perceptible or imperceptible than others. 
Therefore, in accordance with this approach, crisis communication must 
include how various actors, contexts, and discourses relate to each other.  

 
The multivocal model addresses crisis communication from two 

perspectives: (1) from a macro perspective, focusing on all the voices and 
all the communicative processes that take place in the arena; and (2) from 
a micro perspective focusing on the individual communicative processes.  

 
In the macro model the voices communicate and interact in various 

ways: 
 

• To each other 
• With each other 
• Against each other 
• Past each other 
• About each other 

 
According to Frandsen and Johansen (2010) the voices do not always 

have the same strategic place and same access to the media as one 



300 

another. In addition, the communicative processes are interconnected, 
for instance: 

 
(a) an organization in crisis produces a press release for the media; (b) 
the media interpret the press release by rewriting it, transforming it 
into a news article or news feature; (c) readers, listeners, or viewers 
interpret the news, transforming the content into a new text or an 
element in a conversation. Other patterns or chains of communicative 
processes are non-coded and will emerge in unexpected ways 
(Frandsen & Johansen, 2010:433) 
 
All in all, the macro-level approach seeks to capture the complexity 

and the many connections and disconnections where corporate and non-
corporate voices meet and compete, collaborate and negotiate. The case 
of Fagor is an example of how multiple organizations can be involved in the 
same crisis.  
 

The micro-level perspective concerns discovering what characterizes 
the communicative process between a sender and a receiver. To 
characterize each individual process, this perspective proposes three 
elements and four parameters. The three elements are: (1) crisis 
communication; (2) senders; and (3) receivers. The senders and receivers 
are not understood within the traditional view of Public Relations, where 
the organization in crisis is typically the sender, and its stakeholders the 
receivers. Instead, according to RAT all crisis-actors are able to act 
strategically and can act as both senders and receivers of crisis 
communication messages. Each of these actors is equipped with four 
different capabilities (Frandsen & Johansen, 2010:435). 

 
• (1) stakes: define each individual sender or receiver as a 

member of one or more stakeholder groups. 
• (2) interpretations: crisis perceptions, ideas about how the crisis 

has started, how it will end, consequences it will provoke, and 
attributions of crisis responsibility. 

• (3) strategy: involves the senders’ and receivers’ capability in 
planning, whether their communicative behavior, deliberate or 
not, brings them closer to their strategic goals or objectives. 

• (4) verbal and non-verbal communicative behavior: 
communication through words, pictures, acts, and behavior.  

 
Each communicative process is mediated by four parameters. This 

means that the voices appearing in the rhetorical arena are driven by the 
selection and employment that each actor makes of the following 
(Frandsen & Johansen, 2010:435-437): 

 
1. Context: The most complex parameter of mediation. It consists of a 

specific set of internal (physiological) and external (sociological) 
contexts that filters each individual communicative process.  
 



 

a. By internal contexts we refer to the fixed cognitive schemes 
that influence how people perceive and interpret various 
types of crises, including the causes and consequences of 
these crises. 
 

b. By external contexts we refer to three types of context: 
 

i. the national cultural context 
ii. the organizational context 
iii. the situational context  

 
2. Media (form, source, format): Referring to a specific aspect of the 

communicative process; on the one hand, the use of oral, written, 
and body language; and on the other hand, the technological aids 
like channels (print media, online media, corporate media, social 
media, cell phone media). Each media type (form) has its own 
communicative characteristics. The choice of media type can have 
considerable influence on how, where, when, and why a crisis 
message is produced and or received by the voices inside the 
rhetorical arena. It is also important to match information form 
(legacy media, social media, offline word-of-mouth communication) 
and source (organization, journalist, or user-generating content on 
social media). The media format also guides the crisis 
communication. It makes a difference if an organization only has 
two minutes during a TV news program to deliver its message, or five 
sentences in a consumer program on TV. It also makes a difference if 
an organization is only using the 140 characters in a ‘tweet’ on 
Twitter.  
 

3. Genre: Plays a defining role within the rhetorical or text-oriented 
tradition in crisis communication research.  It can be defined as “a 
recognizable communicative event characterized by a set of 
communicative purposes identified and mutually understood by the 
members of the discourse communities in which it regularly occurs” 
(Swales 1990, p.58). It is a group of family of texts, and there are 
many verbal and visual genres used by the actors:  

 
a. external crisis communication: press releases or press 

conferences, letters to customers or investors, news articles, 
editorials or cartoons, text messages on cell phones, tweets, 
blogs, updates on Facebook, YouTube videos, etc.  
 

b. internal crisis communication: internal newsletters, dialogue 
meetings, emails, video letters, video conferences, updates on 
internal social media, etc.  

 
4. Text: Can be defined as the product of a communication process. 

Text is a result of the sender’s choice and use of semiotic resources 
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such as words, pictures, artefacts, and actions, also referred to as 
message strategies.  

 
Situational Crisis Communication Theory (SCCT)  
 
Coombs has developed a theory of how situational variables, that is, 

stakeholders’ attribution of crisis responsibility to an organization in crisis, 
can serve as the basis for choosing the most appropriate crisis response 
strategy. This reflection leads us to the assumption that the best way to 
protect the reputation of an organization in crisis is by selecting the crisis 
response strategies that best fit the reputational threat presented by the 
crisis. The theory consists of three components (Coombs, 2007:168-170): 

 
• A list of crisis response strategies 
• A framework for the categorization of crisis situations 
• A procedure for matching a given crisis situation with the right 

response strategy. 
 

How can the reputational threat of crisis be assessed? Coombs 
defines it as a two-step process. 

 
The first step is to identify the crisis type: 
 

• (1) victim clusters (natural disaster, rumors, workplace violence, 
and product tampering). 

• (2) accidental clusters (challenges, mega-damage, technical 
error accidents, and technical error recalls). 

• (3) preventable clusters (human breakdown accidents, human 
breakdown product recalls, bankruptcy, strikes, organizational 
misdeed with no injuries, organizational misdeed management 
misconduct, and organizational misdeeds with injuries).  
 

The second step is to determine whether there are modifiers or 
intensifying factors that may influence the attribution process among 
stakeholders. Three main factors: 

 
▪ (1) Crisis history: whether or not the organization has 

experienced similar crises (or crisis at all) 
▪ (2) Prior reputation: how favorable was the relationship 

between the organization and its stakeholders before the crisis? 
▪ (3) How severe it is? 

 
Coombs’ (2007) list of crisis response strategies makes a distinction 

between four postures: 
 

▪ (1) Denial posture: where the organization in crisis claims there 
is no crisis 



 

▪ (2) The diminishing posture: where the organization in crisis 
attempts to minimize the organization’s responsibility 

▪ (3) The rebuilding posture: where the organization in crisis 
provides compensation and or apologizes for the crisis 

▪ (4) The bolstering posture: where the organization in crisis tells 
its stakeholders about past good work. The purpose is to create 
a positive picture of the organization and can be combined with 
any of the other crisis response strategies.  

 
It is worth noting that we will look to Combs’ theory together with 

Benoit´s IRT (1995) to evaluate the response strategies used by different 
actors involved in the crisis. Benoit´s verbal defense strategies are listed 
and classified bellow: 

 
Table 27. Benoit´s Image Repair Strategies 

Strategy Subcategory 
Denial Simple denial 

Shifting the blame 
Evading of responsibility Provocation 

Defeasibility 
Accident 
Good intentions  
 
 

Reducing offensiveness of event Bolstering 
Minimization 
Differentiation 
Transcendence 
Attack accuser 
Compensation 

Corrective action  
Mortification  

Source: author´s elaboration 

 
Framing theory (Semetko and Valkenburg, 2000) 
 
People’s perceptions about events are dependent on the information 

(“salience”) they receive. In that regard, Framing theory suggests that mass 
media have influence in the interpretation process by including and 
excluding information from a story or event. That is, the media can shape 
people’s understanding by limiting or defining the story’s meaning (Iyengar 
& Kinder 1987; Entman 1993; Hallahan 1999). According to Entman’s 
definition, to frame is to “select some aspects of a perceived reality and 
make them more salient in a communicating text, in such a way as to 
promote a particular problem definition, causal interpretation, moral 
evaluation, and/or treatment recommendation” (Entman, 1993:51). 

 
Framing research is also potentially helpful for identifying the 

strategic messages created by different actors involved in a crisis. Hence, 
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typologies of crisis response strategies have been developed and tested 
through framing research (e.g., Benoit 1995; Coombs 2014; Coombs & 
Holladay 1996). Bearing in mind that a crisis is “an event for which people 
seek causes and make attributions” (Coombs & Holladay 2004, p.97) we 
consider it is important to look at how the media framed Fagor’s crisis. 

 
Prior literature (Neuman, Just, & Crigler 1992) has identified a few of  

the frames that take place in news coverage: conflict, economic, 
consequences, human impact, and morality. Based on these frames, 
Semetko and Valkenburg (2000) analyzed five national newspapers and 
television news stories about the Amsterdam meeting of European heads 
of state in 1997 and identified five news frames: Attribution of 
responsibility, conflict, economic, human interest, and morality. They also 
implemented a 20-item scale in the form of a questionnaire to measure the 
presence of the proposed news frames: 
 

• ‘Attribution of responsibility frame’ emphasizes who is responsible 
for the problem or who should solve it, whether that should be 
individuals, social groups or a particular level of the government. 

• ‘Conflict frame’ presents the problem in terms of polarization and 
confrontation, sometimes using language typically associated with 
wars. 

• ‘Human interest frame’ brings the issue closer to the recipient by 
personalizing it and showing its human side. 

• ‘Economic consequences frame’ emphasizes the economic impact 
that a particular matter may have on the general public or a 
particular group. 

• ‘Morality frame’ gives prominence to religious or moral implications 
of an issue, or explains how to properly behave, as a group or an 
individual.  

 
In relation to the framing of issues and level of responsibility frame, 

Iyengar (1991) identified two distinct news frames: the episodic news frame 
(placing issues at the level of individuals) and the thematic news frame 
(placing issues at the societal or governmental level). Therefore, drawing 
on Iyengar´s individual and organizational levels of responsibility we will 
examine how the generic news frames are used in combination with the 
levels of responsibilities. That is, we will examine the levels of “crisis 
responsibility attribution” of different stakeholders. Specifically, to what 
level (low, medium, high) and to whom (organizational, individual) did 
different actors attribute the responsibility of the crisis? 

5.2.3 Object of study, objectives and research questions  

Our object of study is the presence of generic news frames and 
representation (visibility) of different voices involved in Fagor’s crisis in 



 

Basque and Spanish newspapers. For that purpose, we established two 
main objectives with their respective research questions: 

 
Obj1.: Analyze and compare the variety of voices/dialogues 

participating in the rhetorical arena: the patterns of interaction 
and parameters of mediation (text/discourse analysis). 

• RQ1. Who are the voices and characters (stakeholders) that 
intervene in the crisis rhetorical arena? What is their 
visibility in the press media?  

• RQ2. What, and in which ways do these characters interact 
(communicate) with each other? What are the response 
strategies used by these actors? Who are the negative 
voices and who are the positive ones?  

• RQ3. What is the source of information that journalists use 
while reporting the events? 

Obj2.: Examine and compare how the newspapers framed the crisis 
based on Semetko and Valkenburg´s (2000) scale of five news 
frames (framing analysis). 

• RQ1. How differently the news fames are used according to 
the course of the ten landmark events and news outlets? 

• RQ2. Are there any crisis modifiers or intensifying factors 
covered in the news articles?  

5.2.4 Methodological design and process  

We believe that the content analysis is a technique that adapts 
perfectly to our objectives and research questions, as it allows us to 
combine different theoretical approaches and to create categories that 
help us analyze the effects of the media coverage on Fagor’s crisis.  

 
The content analysis is a systemic technique that permits 

classification of the texts according to specific coding-norms (Weber, 1990; 
Neuendorf 2002; Krippendorff, 2004). Even if in its beginnings most content 
analysis was focused on the quantitative approach of the texts (Hsieh & 
Shannon, 2005), little by little researchers started to combine both the 
quantitative and qualitative perspectives to interpret the indicators and 
records uncovered. That is where the qualitative content analysis comes 
into play, which is an essential element of interpretation (Mayring, 2000).  

 
The design of the research follows the standard qualitative analysis 

procedure as well as a deductive approach which includes the elaboration 
of a coding sheet with categories conforming to the research questions. All 
media outlets are coded individually according to the different category 
groups of the variables and research questions posed. The content analysis 
has followed the instructions established in the codebook (a content 
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analysis protocol and a roadmap that defines all questions and possible 
answers to be made to the text).  

 
This case study investigates news coverage of Fagor’s crisis events 

from November 2013 to November 2014 through a content analysis. We 
will select as our crisis sample the top five landmark events identified 
during the first year of the crisis. The time-span assigned for the analysis 
will give us the chance to compare and evaluate whether the interpretation 
schemes of the crisis change or not. For the identification of the 
paradigmatic events, we have looked at their importance and significance 
by looking to the front-pages and classifying them as a climax or turning 
point in the course of the crisis. 

5.2.4.1 News coverage  
 
The study analyzes news articles related to five paradigmatic events 

during the crisis of Fagor Electrical Appliances covered by four newspapers 
(N3 Basque and N1 Spanish). Although we looked into the five most 
important events of the crisis, for being the turning point or a climax in the 
course of the crisis, we made a pre-test to see the viability of the study, that 
is, we tested if there were sufficient articles in the printed newspapers to 
tackle the investigation. 
 

Pre-test:  

• Sample: articles published in printed media 
o Limited to: front-pages, editorial, economy sections 

 
• Number of newspapers: N1 (Spanish) and N3 (Basque) 

o Berria: unique full newspaper edited in Basque 
o Deia: Basque newspaper edited in Spanish in Biscay 
o DV: Basque newspaper edited in Spanish in Gipuzkoa 
o El País (Basque edition): Spanish newspaper (largest 

circulation) 
 

We have chosen these newspapers according to the statistics of 
circulation and diffusion given by OJD and EGM. The Spanish official 
offices for media diffusion and media studies), as well as according 
to their national circulation, proper geographical emphasis, 
accessibility, scope, and ideological position.  
 

• Time Span: October 2013 - November 2014 
 

• Keywords introduced in the search engine: articles containing the 
word “Fagor Electrodomesticós” and “Fagor Etxetresna Elektrikoak”. 
Results were collected from an electronic data-based search engine 
called MyNews. 
 

• Results: Total articles found: 1,646 



 

 
o Berria (Basque) 

• Date: 2013/10/01-30/11/2014 
• Keyword: “Fagor Etxetresnak” 
• Newspaper section: All 
• Total results: 100 

o Front-page:  
o Economy: 11 
o Regional: 88 
o Opinion: 1 

 
o Deia (Basque) 

• Date: 2013/10/01-30/11/2014 
• Keyword: “Fagor Electrodomésticos” (401); “Edesa” (311) 
• Newspaper section: All 
• Total results: 401 

o Front-page: 20  
o Economy: 347 
o Opinion: 4 

 
o Diario Vasco (Basque) 

• Date: 2013/10/01-30/11/2014 
• Keyword: “Fagor Electrodomesticos” 
• Newspaper section: All 
• Total results: 793 (only 600 were accessible) 

o Front-page: 99  
o Economy: 576 
o Opinion: 34 

 
o El País (Spanish) 

• Date: 2013/10/01-30/11/2014 
• Keyword: “Fagor Electrodomesticos” 
• Newspaper section: All 
• Total results: 353 

o Front-page: 15 
o Economy: 177 
o Opinion: 7 

 
This study limited the time period of news articles to within more or 

less one year, that is, October 2013 to November 2014. We consider that it 
was during this time span that the five landmark events happened. A total 
of 51 news articles103 have been analyzed in the four newspapers during 
the established time span: Berria (n = 10), Deia (n = 11), DV (n = 22), El País 
(n = 8). Because readers might not be familiar with these outlets, we briefly 
describe them in terms of audience size and style of reporting. 
 
                                                        
103 Articles authored and signed by a journalist or editorial team. All the news articles can be found in 
annexe number 3.  
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Deia: The crisis of Fagor affected different territories of the Basque 
Country as its affiliated companies were spread in various provinces; 
particularly in Biscay (Artea, Basauri) and Gipuzkoa (Arrasate, 
Eskoriatza, Bergara, Azpeitia). After the newspaper El Correo, Deia is 
the most read newspaper in the province of Biscay, and is part of the 
newspapers group “Grupo Noticias”, which includes other Spanish 
newspapers. Deia has its principle market in Biscay, and is principally 
written in Spanish with some articles in Basque. The newspaper has a 
Basque-nationalist perspective and its daily print run is around 15,000-
16,000 copies.   
El Diario Vasco: This newspaper has the highest-circulation in 
Gipuzkoa and is part of Grupo Vocento, the leading multimedia 
communication group in the general press market in Spain. It is 
written in Spanish and its political alignment is conservative liberalism 
and Spanish nationalism, as it defends the Spanish union, the 
monarchy and Catholicism. Its daily circulation is around 43,652 
copies.  
Berria: This is the only daily (with the exception of Monday’s) 
newspaper fully printed in Euskara in the entire Basque land (Euskal 
Herria). The political alignment of the newspaper is left-wing. Berria´s 
daily circulation is 20,000-25,000 copies.  
El País: This Spanish-language daily newspaper is the leader in Spain 
with the highest circulation. Its daily sales in 2018 was over 85,000 
copies. It is owned by the Spanish media conglomerate PRISA. The 
political alignment of the newspaper is centre-left.  
 
We decided to conduct the content analysis in printed media for two 

reasons: (1) first, within the legacy media, newspaper is part of the 
established “old guard” of publishing in media, and traditionally is daily 
consumed by the public. (2) Second, to analyze the framing and the 
categories stipulated in the research design, it is convenient to have the 
printed version instead of the digital version. Besides, most digital articles 
are removed from the network after a period, making it harder to find the 
specific news articles we are looking for. 

5.2.4.2 Coding procedure  
 
The unit of analysis is one news article. The coding instrument for the 

article will follow different categories. On the one hand, a group of 
preliminary categories will be assigned for the identification, relevance, 
and resources used in the unit of analysis.  And on the other, a group of 
categories will be established to answer the research questions of the two 
research objects.  

 
Concerning the first objective of the study, in order to analyze and 

compare the variety of voices taking part in the rhetorical arena 
(newspapers) a three step-process will be followed. The first step consists in 
providing an overview of the actors (stakeholders) taking part in the arena 



 

(five events) and the visibility of their voices (RQ1). To that end, the coding 
of the characters will be based on the following categories: number of 
protagonists present in the news-story; identification code (order of 
appearance); name of the character; and type (individual or choir).  

 
The second step, seeks to offer an overview of the negative/positive 

voices and the topics of their conversations (what they say and to whom) in 
order to get an idea about their stances and strategic responses (RQ2). For 
that purpose, we will carry out a text analysis where their words will be 
subject to meaning consideration. The coding of voices as negative or 
positive will be based on the following categories: declarations (are 
declarations present in the article?); and conveyed vision (positive, 
negative, neutral). A semantic analysis of attributes based on adjectives 
will be applied to interpret the declarations and define whether they are 
positive, negative or neutral. With this information, the coder will also look 
at RAT multivocal theory to determine in which ways do voices speak to 
each other and if there are differences concerning their position and 
access to the media.   

 
To study the nature of the response strategies, a qualitative 

identification of the occurrences of each type of response will be 
conducted in order to identify the interactions among the voices. Thus, the 
crisis response strategies will be identified in a deductive way, following the 
inventory established by Benoit (1995, 2015), which includes 14 different 
image repair strategies divided into five main categories: denial, evade 
responsibility, reduce offensiveness, corrective action, and mortification. 
Additionally, this will be combined with the inventory established by 
Coombs (2012), which includes ten different response strategies 
categorized as four postures: denial, diminishment, rebuilding, and 
bolstering. Although the two approaches have some overlapping crisis 
responses, they do have different strategies, such as differentiation and 
corrective action (Benoit, 2004), and integration (Coombs, 2012). 
Considering the inductive coding approach of this step, new categories will 
also be sought during the analysis such as comments; expression; value 
judgements; and response strategies.  

 
The third step consists in evaluating the source of information used in 

the news-article. For that purpose, the coding will be based on the 
subsequent categories: number of sources used; origin of the source; vision 
of the source; and nature of the source.  

 
Concerning the second objective of the study, to determine and 

measure the presence of generic news frames in the sample  — “attribution 
of responsibility”, “human interest,” “conflict,” “morality,” and “economic 
consequences” —	  the questionnaire developed by Semetko and 
Valkenburg (2000) will be used. The original scale consists of 20 questions 
(items) that need to be answered with a ‘yes (1)’ or ‘no (0),’ and then coded 
as dummy variables. In this study it has been decided not to use dummy 
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variables, in order to increase the probability of detecting correlations 
between variables (scale items). Instead, the coder will assign the following 
values: 

 
• 0 “no use”: The answer to the question from the item is ‘no.’ 

Therefore, the text does not suggest or mention the aspect or issue 
to which the item refers.  

• 1 “moderate use”: The answer to the question from the item is ‘yes.’ 
The text suggests or mentions only once the aspect or issue to which 
the item refers.  

• 2 “quite a lot”: The answer to the question from the item is ‘yes,’ and 
more than once. The text suggests or mentions two or more times 
the aspect or issue to which the item refers. 

 
The coder will also refer to the attribution of responsibility by coding 

the attribution as individual or organizational.  
 

To evaluate whether the news articles hold or mention any modifiers 
or intensifying factors that may influence the attribution process among 
stakeholders, we will follow Coombs´(1995) 3 factor classification. That is, 
the performance history of the organization (crisis history and prior 
reputation) and the severity of crisis. For that purpose, a text analysis will 
be conducted identifying the statements that make reference to the crisis 
history of the organization, the prior reputation, and the severity of the 
crisis. 

5.2.4.2.1 Codebook 

The codebook was elaborated to help the researcher during the 
coding process of the units of analysis. This document has been used in 
parallel with the Excel coding sheet. All the analytical categories match the 
columns from the Excel template. Therefore, all gaps should be filled with 
values associated to the variables below: 

 
1. Identification 

a. Date of publication: 01-31 
b. Month of publication: 01-12 
c. Year of publication: 01-14 
d. Publication day: Monday=01(…) Sunday = 07 
e. Outlet/newspaper 

   



 

f. Page: from 1 to infinite  
g. Unite of analysis: this is the code given to each analyzed piece. 

It will be composed of six groups of digits, that correspond to 
the six variables mentioned and analyzed above (day, month, 
year, day of publication, newspaper, page, and position set in 
the page). For instance: 

 
Although each unit of analysis encompass lots of digits, it is 
important to save them appropriately for future research. 
 

h. Headline: type the whole title  
i. Section: 01-03 

 
2. Relevance of the unit 

j.    Space/Area: it refers to the space that the article takes up in 
the news page. It must be an estimation (percentage) over 
the page.  

k.   Front-page: presence in front-page: NO=0; YES=1 
l.    Section opening: NO= 0; YES=1 
m. Section position (position of the news in the section): from 1 

to 4. In which position appears the news-article within the 
section?  

1= opening; 2 = consecutive; 3 =2/3column; 4 = shorts  
 

3. Resources used 
n.   Photo (photographic material): do they employ pictures? How 

many? From 0 to 5.  
o.   Graphic (infographic material): do they employ infographics? 

How many? From 0 to 5 
 
4. Information source 

The code must be composed by a letter and a number (subvariable) 
p.  Authorship of the news story: Name and surname 

1. Editor 
2. Journalists that specifies his/her name 
3. Special envoy  
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4. Agency 
5. Columnist 
6. Editorial team 
7. Special collaboration 
8. Reader 
9. Does not exist 
 

q.  Place: from which the information is made and signed 
r. Number of sources mentioned in the article: (from 0 to infinite).  
s. Origin of the source (name of the source if it appears in the 

text)  
1. First-hand source (experts, affected people, organizational, 

institutional 
2. Second-hand source (non-official sources) 

t. Vision that the source conveys about the news-event: 
1. Positive/Optimistic 
2. Neutral 
3. Negative/Pessimist 

v. Nature of source: in what way is the source presented? What 
does he or she represent? 
1. Politics 
2. Economics 
3. Social 
4. Media 
5. Professional 
6. Organizational 
7. Others 

 
5. Rat & multivocal approach 

a. Number of characters present in the news story: from 0 to 
infinite 

b. Name 
c. Character code: add a number according to the order of 

appearance in the news article.  
d. Identification of the characters: role attributed to character 
e. Type: 1 = principal; 2 = secondary  
f. Dimension of the principal character: 1 = individual; 2= choir 

(the main character is the spokesperson of an organization, 
thus it is a coral character) 

g. Statements: do they appear in the text? No = 0 ; Yes = 1 
h. Attributes adjectives used in the text to talk about the 

character: type them 
i. Photo resources? No = 0; Yes = 1 
j. Vision conveyed about the characters: 1 = positive; 2 = 

negative; 3 = neutral.  
k. Ways of communication among voices: 1 = to each other; 2 = 

with each other; 3 = against each other; 4= past each other; 5 
= about each other  



 

l. Response strategies: identify the strategies by looking at the 
inventory established by Benoit and Coombs. 

 
Coombs´ inventory (2015) 
 

General strategies Subcategories 
Denial posture Attack the accuser  

Simple denial 
Scapegoating 

Diminish posture Excusing 
Justification 

Rebuilding posture Compensation 
Apology 

Bolstering posture Reminding 
Ingratiation 
Victimage 

 
Benoit’s inventory (2015) 
 

General strategies Subcategories 
Denial Simple denial 

Shifting the blame 
Evading responsibility Provocation 

Defeasibility 
Accident 
Good intentions 

Reducing offensiveness of event Bolstering 
Minimization 
Differentiation 
Transcendence 
Attack accuser 
Compensation 

Corrective action  
Mortification  

 

6. Framing approach 
a. Apply the scale below to each news story by typing the 

number in each gap. Calculate the total value and determine 
the code for the frame:  
(1) attribution; (2) human interest; (3) conflict; (4) morality; (5) 
economic  

Defensive  

Accommoda
tive 

Can be used together 
with one or more of 
the strategies above 

Defensive  

Accomodative 
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Values 0=  
no use 

1 = 
moderate 

use 

2=  
quite a lot 

(1) Attribution of responsibility 
1) Does the story suggest that some 
level of government has the ability 
to alleviate the problem? 

   

2) Does the story suggest that some 
level of the government is 
responsible for the issue/problem? 

   

3) Does the story suggest solution 
(s) to the problem/issue? 

   

4) Does the story suggest that an 
individual (or group of people in 
society) is responsible for the issue 
problem? 

   

5) Does the story suggest the 
problem requires urgent action? 

   

(2) Human interest 
6) Does the story provide a human 
example or “human face” on the 
issue? 

   

7) Does the story employ adjectives 
or personal vignettes that generate 
feelings of outrage, empathy-
caring, sympathy, or compassion? 

   

8) Does the story emphasize how 
individual and groups are affected 
by the issue/problem? 

   

9) Does the story go into the private 
or personal lives of the actors? 

   

10) Does the story contain visual 
information that might generate 
feelings of outrage, empathy-
caring, sympathy, or compassion? 

   

(3) Conflict 
11) Does the story reflect 
disagreement between parties-
individuals-groups-countries?� 

   

12) Does one party-individual-
group-country reproach another?� 

   

13) Does the story refer to two sides 
or to more than two sides of the 
problem or issue? 

   

14) Does the story refer to winners 
and losers?  

   

(4) Morality 



 

15) Does the story contain any 
moral message?  

   

16) Does the story make reference 
to morality, God, and other 
religious tenets?  

   

17) Does the story offer specific 
social prescriptions about how to 
behave?  

   

(5) Economic consequences 
18) Is there a mention of financial 
losses or gains now or in the future?
� 

   

19) Is there a mention of the 
costs/degree of expense involved?� 

   

20) Is there a reference to economic 
consequences of pursuing or not 
pursuing a course of action?  

   

 

b. Personalization/level of responsibility: Does the story attribute 
the responsibility to an individual level or to an organization 
level?  

1. = individual (or group in society);  
2. = organization 

 
c. Modifiers or Intensifying factors: Does the story make 

reference to any intensifying factors?  
1. = history of the organization 
2. = prior reputation 
3. = severity of the crisis 

Include the statement or semantic reference of each variable  

5.2.4.2.2 Justification of the events sample 

Table 28. Coordinates for the five landmark events 

 

Source: author’s elaboration 

 

Year Day Event 
2013 October 16 Fagor Electrical Appliances declares insolvency and becomes 

the subject of proceedings for a declaration of bankruptcy 
2013 November 1 Mondragon Corporation and the Basque Government refuse 

the second rescue of FEA, and the cooperative presents the 
bankruptcy for its international subsidiaries. The bankruptcy 
for its Basque manufactures becomes imminent as well.  

2014 January 17 Txema Gisasola quits after FEA´s failure  
2014 November 14 Javier Sotil is proclaimed president of Mondragon Corporation  
2014 December 15 Mondragon Corporation celebrates its annual General 

Congress in Donostia-San Sebastian  



316 

In order to have a general snapshot of the Fagor crisis, we have based 
our sample on five landmark events of the crisis. As can be seen in the 
table, more than half of the selected events took place in the first four 
months of the crisis. However, we have also analyzed additional turning 
points closer to the end of the crisis cycle. We believe that this approach 
can give us an overview of the crisis and help us evaluate whether there 
have been changes in interpretation.  

 
In addition, we have also looked at the front-pages of the newspaper 

to analyze the relevance of the news-articles. All the selected events (5/5) 
have been covered by the front-pages of different news outlets, and thus 
helped us setting the sample. 

5.2.5 Results  

5.2.5.1 First paradigmatic event  
 

Brief description of the event 
 
On October 16, 2013, Fagor Electrical Appliances declares insolvency 

and fails for protection from creditors while it tries to refinance and 
renegotiate its debt under the Spanish law, after suffering heavy losses 
during the European financial crisis. Thus, the cooperative becomes the 
subject of proceedings for a declaration of bankruptcy.  

 
Relevance of the news story and resources used 
 
After analyzing the news stories of the four newspapers, one can 

argue that FEA´s bankruptcy announcement took on national interest in 
both the Basque Country and Spain. Doubtlessly, it can be ranked as a high 
impact story since all the analyzed media outlets cover the crisis in the 
front-pages (including pictures), and FEA´s news story also opens the 
section of economy in the respective newspapers. The space dedicated to 
FEA’s crisis is quite significant, El Diario Vasco (from now on DV) devotes six 
pages to read up on the crisis, Berria and Deia three full pages, and El País 
two full pages. Additionally, the resources used to illustrate the importance 
and impact of the crisis are also meaningful; most of them use graphs and 
tables to show the evolution of the losses and the organizational structure 
of Mondragon Corporation. DV employs six photos and three graphs, Deia 
three pictures and three graphs, Berria employs two photos and one graph, 
and El País two pictures and a graph. In most cases, the photographs 
capture the main characters (head managers, workers and Basque 
Government representatives) and the logo or a picture of the 
manufacturer. 

 
 
 



 

Analysis of information sources 
 
In all cases, the news articles related to the first paradigmatic event 

are co-authored by more than one journalist (Berria 3; Deia 4; El Diario 
Vasco 6, and El País 2). All reporters specify their name and place from 
where they reported on FEA’s crisis. However, unlike the rest of the outlets, 
El País does not have local coverage of the crisis. Berria, Deia and DV place 
—at least— part of the story either in Arrasate (Mondragon) or in Basauri. It 
is worth mentioning that most of the journalists report the story from the 
main editorial offices (Donostia and Bilbao).  

 
In general, the information sources mentioned in the news stories are 

—in some cases— abundant. However, not all reporters use first-hand 
sources or say the name of the source. In those instances, the source is 
gathered as “a source close to the cooperative”; “as the newspaper has 
been informed”, “according to an expert”, “according to Europa Press” 
(external news agency), “as one auditor mentioned”, etc. These formulas 
are more present in DV and El País.  

 
The number of sources collected in Berria is 8; all of them are 

categorized as first-hand sources (organizational, institutional and affected 
people) and are accompanied by the name and surname of the source. 
Deia gathers 4 first-hand sources with names and surnames; DV mentions 
17 sources from which 9 are not identified by the name, and only seven are 
first-hand sources. Finally, El País uses two first-hand sources, and four 
second-hand sources without specifying the name. In general, the vision 
that organizational and institutional sources (especially the Basque 
Government) convey about FEA’s crisis is neutral, but the workers tend to 
transmit a more pessimistic view. This negative view is also shared by some 
trade unions and economic analysts. Finally, the nature of the sources 
identified in the four news outlets can be clustered in four categories: 
organizational (FEA, MC), social (workers, citizens), politics (institutional 
representatives), and professional (economic analysts).  
 

Analysis of the multivocal approach and response strategies 
 
In this paradigmatic event, a wide variety of characters are identified 

in the news articles. Berria, Deia and DV gather the biggest number of 
voices in their news stories (Berria 15; Deia 8, and DV 17). All of them try to 
portray different sides and perspectives of the crisis, while El País only 
gathers three characters. The principle actors involved in this event are: 
Mondragon Corporation (Txema Gisasola, Agustin Markaide), FEA (Xabier 
Bengoetxea, Sergio Treviño), Josu Erkoreka, Arantza Tapia, and workers 
from both Arrasate and Basauri. The secondary voices are economic 
analysts, trade unions (ELA, LAB, CC.OO.), representatives of different 
institutions (Martin Garitano, Confebask) cooperative experts (Jose Maria 
Ormaetxea), and political parties (PSE-EE). Thus, we can say that the 
rhetorical arena covered by these newspapers is more or less plural. 
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Additionally, most of the principle characters are coral characters, meaning 
that they speak on behalf of their group. For instance, Txema Gisasola, 
Xabier Bengoetxea and Sergio Treviño represent the organizational voice. 
Arantza Tapia and Josu Erkoreka can be associated to the coral voice of the 
Basque Government, and each worker also represents a coral character of 
this collective.  

  
The order of appearance of these characters is pretty much the same 

in all newspapers. Those voices coming from the organization and Basque 
institutions are covered first, and those coming from workers, trade 
associations, and experts are mentioned later on. The voices of these 
characters are collected in the form of statements, and are seldom 
accompanied by adjectives or attributes that can transmit a specific 
connotation of the character. In this sense, DV is perhaps the unique outlet 
that uses adjectives to describe the character, for example: “a qualified 
veteran mentioned”, a “renowned worker-member said”, “young parents”, 
“a single woman” and a “renowned expert considers that”. Aside from that, 
the vision conveyed about the characters is neutral in all newspapers. In 
certain cases, those characters are accompanied by a visual presentation. 
That is the case for Txema Gisasola, Sergio Treviño, Arantza Tapia, and the 
workers.  

 
The ways of communication identified among these actors is 

unidirectional in the case of Mondragon Corporation and FEA. In the rest of 
the cases, the characters talk mainly about each other (Arantza Tapia, Josu 
Erkoreka, José María Ormaetxea, Confebask and economic analysts), with 
each other (workers, citizens), and against each other (ELA, LAB, and Martin 
Garitano). This critical view is also frequent in some workers. However, 
some of them remain hopeful about the situation because they still believe 
there is a possibility for the cooperative to continue operating. As this is the 
first paradigmatic event and, somehow, the very beginning of the crisis, the 
crisis-interpretations are still blurry among workers.  

 
The response strategies used by the organization is clearly identified 

in the news stories. Mondragon Corporation uses the corrective action 
proposing that they will “relocate and find individual solutions for all the 
workers”. FEA also employs the corrective action saying that they will do 
their “best to avoid the closure of the cooperative”. Basque representatives 
use the bolstering strategy portraying concern with the workers and 
expressing sorrow. They also present themselves open to find a solution 
but demanding, above all, “a solid viability plan for FEA”. The rest of the 
characters make their personal attribution of responsibility. For instance, 
some economic analysts attribute the responsibility to the cooperative 
company, claiming that “bad decision were made in FEA’s investments”. 
Trade Unions also attribute the bankruptcy to Mondragon Corporation 
saying that “Txema Gisasola is the most responsible for the crisis” and that 
“cooperatives are becoming more and more capitalist”. Confebask reminds 
that lots of companies went bankrupt due to the financial crisis, and Martin 



 

Garitano calls Basque institutions “to invest more money in employment 
and less in superstructures that are nonsense”. 

 
The editorial team of El País and DV are especially critical of the 

cooperative philosophy and system. They convey this view by using 
headlines against the cooperative movement: “the cooporativism is in 
question”, for example. Finally, in this paradigmatic event, the strategic 
acts employed by the characters are mainly issuing press releases, public 
protests and informative meetings among workers.  
 

Framing values and modifying/intensifying factors 
 
After applying the scale developed by Semetko and Valkenburg 

(2000), and calculating the framing values of all the news articles of this 
paradigmatic event, we can say that in the case of Deia and DV, the framing 
type was a combination of human interest and economic consequences. 
Most of the stories written by these outlets focus mainly on the financial 
losses and the economic costs that are involved in the crisis. On the other 
hand, they also portray a human face to the issue and emphasize how 
workers are affected by the problem. Berria focuses more in the attribution 
of responsibility and human interest, and El País mainly in the economic 
consequences. Hence, there are not big differences in the framing values of 
these newspapers. Bearing in mind that the crisis typology of FEA is tied to 
economic consequences, it is not surprising to find this framing type in the 
news stories. 

 
The news stories, in general, attribute the responsibility to the whole 

organization instead of to individuals, and they do refer to the severity of 
the crisis intensifying the attribution of responsibility in terms of 
consequences and organizational reputation. These examples can be 
found in the headlines and journalists’ composition. 

 

5.2.5.2 Second paradigmatic event  
 

Brief description of the event 
 
On October 30, 2013, Fagor Electrical appliances continues to fail to 

reach a deal with creditors. Hence, Mondragon Corporation as well as the 
Basque Government declines Fagor’s viability plan. Hereafter, FEA 
announces the bankruptcy for its Polish (Fagor Mastercook) and French 
(Fagor Brandt) subsidiaries. The same destiny for its Basque firms starts to 
seem inevitable. 

 
Relevance of the news story and resources used 
 
The second paradigmatic event can also be classified as a high impact 

story, since the bankruptcy of the Polish and French subsidiaries got the 
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attention of both Spanish and Basque newspapers. All of them covered the 
event on their frontpages. The story opened the Economy section in Berria, 
Deia and DV, while El País used it to open its regional (Basque) section. All of 
them devote more than two full pages to this paradigmatic event, with DV 
most interested in covering the story; they fill six pages and include eight 
pictures. Berria uses three pictures to illustrate the story, and Deia and El 
País two. This time, no graphs were used in the news articles. In most cases, 
the photographs capture the demonstrations organized by the workers of 
FEA (Arrasate & Basauri), and main characters (head manager of FEA, 
Basque Government representatives, and a picture of the Polish 
manufacturer). In this reference, it is worth mentioning that DV includes a 
QR code to scan and display a video of workers’ protests.   

 
Analysis of information sources 
 
The news articles related to the second paradigmatic event are co-

authored by more than one journalist (Berria 3; Deia 3; El Diario Vasco 7, and 
El País 2). All reporters specify their name (occasionally the initials) and 
place from where they covered FEA’s crisis. In one case (El País), the 
editorial board collectively authors part of the news report. Unlike the rest 
of the outlets, El País does not have local coverage of the crisis. Berria, Deia 
and DV place —at least— part of the story in Arrasate (Mondragon). 
Curiously, DV also places the story in Varsovia (Poland) and Paris (France), 
taking advantage of its international collaborators, and going a step 
further in covering the bankruptcy of FEA’s international manufacturers. In 
general, most of the journalists report the story from the main editorial 
offices, this time from Donostia. Observing the authorship and the 
coverage of the crisis, one can clearly appreciate that each reporter writes 
upon a part of the crisis. Some focus more on workers’ perspective, others 
on the political arena, and others on the organization. Collectively, they co-
create the news article.  

 
In general, the information sources mentioned in the news stories are 

abundant. However, not all reporters use first-hand sources or state the 
name of the source. In those instances, the source is gathered as “a source 
close to the cooperative”; “according to EFE” (external news agency) 
“according to a worker-member”; “according to a woman”, “according to 
legal and jurisdictional sources”. This time, the aforementioned formulas 
are equally used in the analyzed news outlets.  

 
The number of sources collected in Berria is eight; only one of them is 

categorized as second-hand source (EFE news agency), the rest of the 
sources belong to the organization, institutional representatives and 
affected people. However, not all of them are accompanied by the name 
and surname of the source. We perceive that this paradigmatic event was 
especially shocking for workers and thus, they did not feel as open as in the 
first crisis event to speak openly to journalists. Most of them look like they 
have preferred to omit their names on the news story. In this regard, Deia 



 

and DV do mention that workers and affected people “did not want to issue 
any statements to the press”.  

 
Deia gathers six first-hand sources (organizational, institutional and 

social) and one second-hand source (security staff from FEA), but not all of 
them are identifiable, as they do not provide the name and surnames. 
Again, this only happens in those statements retrieved from workers and 
citizens. DV mentions 13 first-hand sources and seven second-hand. Most 
of them are identifiable by their name, including those from workers. 
Perhaps, DV is a unique newspaper that employs a wide variety of sources 
and voices to cover the crisis, as it includes those coming from legal experts 
and magistrates, and those from the French Government and Polish trade 
unions. The number of voices collected from Basque political 
representatives is also the highest in this newspaper. Finally, El País uses 
seven first-hand sources, and two second-hand sources. The sources that 
cannot be identified by the name are those from the workers and affected 
people.  

 
In general, the vision that most sources convey about Mondragon 

Corporation’s decision to reject FEA´s viability plan, and about FEA’s 
announcement of bankruptcy for its international subsidiaries is 
pessimistic. The interpretation we make about this view is that this 
paradigmatic event marks a milestone in the unfolding of the crisis that 
many of them were not expecting. In other words, it was a reality check 
after being several months listening to encouraging words. Finally, the 
nature of the sources identified in the four news outlets can be clustered in 
four categories: organizational (FEA, MC), social (workers, citizens), political 
(institutional representatives), and professional (economic analysts).  

 
Analysis of the multivocal approach and response strategies 
 
In this paradigmatic event, a wide variety of characters are identified 

in the news articles. DV and El País collect the biggest number of voices in 
their news stories (DV 28 and El País 12). All of them try to portray different 
sides and perspectives of the crisis. Berria and Deia gather nine characters 
respectively.  

 
The principle actors involved in this event are: Mondragon 

Corporation (Txema Gisasola, Agustin Markaide), FEA (Xabier Bengoetxea, 
Sergio Treviño), the Basque Government (Arantza Tapia), workers (from 
both Arrasate and Basauri) and affected collectives (Ordaindu and its 
lawyers Miguel Logroño and José Barrero). The secondary voices are those 
coming from the economic analysts, the international subsidiaries (French 
Government: Arnault Montebourg & Michel Sapin, and Polish trade unions: 
Janus Kowalewski, Krzystof Król, and Wojtek Frybes) Spanish and Basque 
trade unions (Ainhoa Etxaide LAB & Ignacio Fernandez Toxo CC.OO.), 
representatives of different Basque institutions (Martin Garitano, José Luis 
Bilbao, and majors from the local community of Debagoiena), cooperative 
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groups (Orona, Eroski, Ulma and Laboral Kutxa), magistrates and jurists 
(Edmundo Rodriguez Achutegi) and political parties (EH Bildu, Alfonso 
Alonso (PP), and Patxi Lopez & Rosolfo Ares PSE-EE, ).  

 
The rhetorical arena covered by El País and DV is more plural. 

Additionally, most of the principle characters are coral characters, meaning 
that they speak on behalf of their group. For instance, Txema Gisasola, 
Xabier Bengoetxea and Sergio Treviño represent the organizational voice. 
Arantza Tapia’s voice can be associated with the coral voice of the Basque 
Government, and each worker also represents a coral character of this 
collective. Although most of the secondary voices are retrieved in the form 
of individual reactions (including statements), they do represent a coral 
voice as well. For instance, the voices of the mayors, the political characters 
and the trade union representatives are portrayed collectively. In most 
cases (46/58), the news articles are accompanied by character statements. 
Deia is the newspaper that includes the least statements, providing only 
five declarations out of nine characters.  
 

The order of appearance of these characters is not the same in all 
newspapers. For example, DV follows a specific order to approach the 
character’s voices. First, it covers social actor’s impressions, such as 
worker’s and citizen’s, emphasizing and putting the spotlight upon 
demonstrations and to the human face of the crisis. Then, it tackles 
organizational and political impressions. Berria, El País and Deia focus first 
on the organizational and political characters, then they continue covering 
the social impressions (workers and citizens) and they end up portraying 
the different reactions from the political arena. The voices of these 
characters are rarely accompanied by adjectives or attributes that can 
transmit a specific connotation of the character. In this sense, DV is 
perhaps the unique outlet that uses adjectives to describe the character, 
for example: “an angry woman mentions”. Aside from that, the vision 
conveyed about the characters is neutral in all newspapers. In certain 
cases, those characters are accompanied by a visual resource. That is the 
case of Xabier Bengoetxea and the employees. It should be stress that 
Berria is the unique newspaper that offers a full interview of the CEO of FEA 
in the first page of the news story.  

 
In most cases, the ways of communication identified among these 

characters is against each other. As we have mentioned earlier, this 
paradigmatic event represents a serious blow for the crisis-actors, and 
most of them —if not all— transmit their negative impressions about the 
unfolding of the crisis. Except in the case of Mondragon Corporation, 
cooperative groups (Orona, Eroski, Ulma, Laboral Kutxa) and FEA, in the 
rest instances the characters talk mainly against each other (workers, trade 
unions, municipal mayors, and political parties), past each other (French 
Government, Polish trade unions), or about each other (Arantza Tapia, Jose 
Luis Bilbao, security staff from FEA, and Basque entrepreneurs).  
 



 

The response strategies used by the organization is clearly identified 
in the news stories. Mondragon Corporation uses a combination of 
bolstering posture, shifting the blame, and differentiation to evade the 
FEA’s crisis responsibility. In this regard, Mondragon corporation 
emphasizes that “each cooperative is autonomous and independent, and 
that they do not have any responsibility in its management”. However, they 
promise to find new jobs or offer early-retirement terms for as much 
workers as they can. With this message they show a more confident 
posture towards the workers and public opinion. Also, they remind 
stakeholders (with positive information about the organization) of past 
good work done by the organization (the use of cooperatives’ solidarity 
mechanisms) in order to arouse feelings of sympathy towards the 
organization. On the other hand, FEA shows both a rebuilding and a victim 
posture. The CEO admits to a faux-aps and thus shows humility towards 
the feeling of workers. He also highlights that “it is not time to find crisis 
responsibilities” and he calls for demonstrations. It is worth mentioning 
that the CEO of FEA also participates in workers’ demonstrations. This can 
be understood as a strategic act of the adopted roll (a victim posture).  

 
Basque representatives use the confidence bolstering strategy 

portraying concern with the workers and expressing sorrow. They also 
present themselves open to find solutions and they stress that it “is not the 
time to find [the] guiltiest” person or organization.  The rest of the 
characters make their personal attribution of responsibility for the crisis. 
Workers, for example, make the attribution of responsibility to MC and 
more specifically to Txema Gisasola; they also take the victim posture and 
they request the resignation of MC’s general managers. The mayors of 
Debagoiena also make the attribution of responsibility to Mondragon 
Corporation, they express sorrow and present themselves open to find a 
solution, but it should be stressed that they are in a more comfortable 
position to use this strategy than others. Basque trade unions attribute the 
responsibility to Mondragon Corporation and Banks for not financing FEAs 
viability plan: “Banks have been rescued by millions of public euros, and 
now they have refused to help this cooperative company”. The Basque 
political parties often go against each other criticizing the management in 
reference to FEA.  

 
Finally, in this paradigmatic event, the strategic acts employed by the 

characters are mainly three: issuing press releases, attending public 
protests and reading manifests, and informative meetings among workers.  

 
Framing values and modifying/intensifying factors 
 
After applying the scale developed by Semetko and Valkenburg 

(2000), and calculating the framing values of all the news articles of this 
paradigmatic event, we can say that in the case of Deia and Berria, the 
framing type is a combination of attribution of responsibility and in a lower 
level human interest, whereas in DV the main value remains only in the 



324 

human interest, since it focuses on the social face of the crisis. The framing 
that stands out in El País is the economic consequences. This newspaper 
pays special attention to the severity of the crisis in terms of economic 
losses.  

 
The news stories, in general, attribute the responsibility to the whole 

organization instead of to individuals, and they do refer to the severity of 
the crisis intensifying the attribution of responsibility in terms of 
consequences and organizational reputation. These examples can be 
found in the headlines and journalists’ composition, for instance: 
“Mondragon abandons FEA”; “traumatic situation”; the death of Fagor”; 
“more than 4,000 jobs are lost”; “a brand and an emblem have been lost”; 
etc.  

5.2.5.3 Third paradigmatic event  
 

Brief description of the event 
 
On January 17, 2014, Mondragon Corporation announces the 

resignation of its chairman, Txema Gisasola, and the opening of a period of 
analysis and reflection over the economic troubles that entailed FEA’s crisis 
(by this time, the full company was bankrupted, including the Basque 
subsidiaries). In a statement, Mondragon Corporation says its board is 
organizing and establishing a management team (crisis-team made up of 
4-5 people) to work on a new general framework for the new path that the 
cooperative will take in coming years. Thus, a new president will be 
selected once those arrangements and measures have been concluded.  

 
Relevance of the news story and resources used 
 
This paradigmatic event can be ranked as a bombshell or as a high 

impact news story. The resignation of Mondragon’s CEO took the 
frontpages of all the media outlets examined in this content analysis. The 
story opened the economy section in Deia, DV and El País, and it took the 
second and third page of Berria, that was placed in the section “Harian” (in 
the spotlight), right after the frontpage. The number of pages that the 
newspapers (Berria, Deia and El País) employ to cover the resignation of 
Txema Gisasola does not vary (two full pages) except for DV, which 
dedicates six full pages to this resignation. DV is also the newspaper that 
most utilizes the media resources (seven photos and one graph). In this 
regard, it is worth mentioning that the graph depicted in DV is not accurate, 
since it contains mistakes in reference to the structure of Mondragon 
Corporation. Berria uses three photos, whereas Deia and El País include two 
photos respectively. One of the illustrations used in El País is a cartoon 
(portrait) of Mr. Gisasola, the main character of the story. To sum up, it 
could be concluded that the date gathered in this analysis proves the 
relevance that this story had in Basque and Spanish newspapers and, 
consequently, in its audiences.  



 

 
Analysis of information sources 
 
In most cases, the news articles of this paradigmatic event are co-

authored by more than one journalist (Berria 1; Deia 2; El Diario Vasco 7, and 
El País 2). All reporters specify their name (occasionally the initials) and 
place from where Mr. Gisasola’s resignation was covered. In one case (El 
País), the editorial board reports on the story. Unlike the rest of the outlets, 
DV is the unique newspaper that has a local coverage of the event 
(Arrasate). However, this local coverage portrays an interview of Mr. 
Gisasola conducted in November 2013. So, DV rescues and reuses 
republished resources in this coverage. Aside from this regional reporting, 
DV does release fresh coverage from Paris (France), which is related to the 
bankruptcy proceedings and crisis management going on in Fagor-Brandt. 
The rest of the reporting is done from the main news agencies. As 
mentioned before, Berria, Deia, and El País do not have any locally-sourced 
coverage, all of them report on the story from the main editorial offices as 
well (Donostia and Bilbao).  
 

Observing the authorship and the narrative of the resignation 
announcement, one can clearly appreciate that each journalist or editorial 
team writes upon a part of the consequences of Mr. Gisasola’s resignation. 
The general structure followed is similar in most instances. First, they cover 
information about Mr. Gisasola’s personal decision for standing down. 
Then, they refer to the academic and professional path of the chairman, to 
end up reporting about the crisis-team and speculating about the new 
successor. Curiously, Deia, DV and El País include at the end of the news 
article the “alarming” economic situation of another cooperative company 
(Eroski, Basque supermarket chain) which is also a member of the 
Mondragon Corporation, but without links to Mr. Gisasola’s resignation. 
This inclusion could be understood as an attempt to create social alarm by 
foreseeing another crisis in the Corporation. In fact, we have found various 
journalists´ statements that give evidence to this interpretation: “The 
combat seems not to have and end” (El País); “the market shelters Eroski´s 
exchange with coldness due to doubts about its solvency” (DV), and “to the 
crisis of FEA, it should be added another one, the crisis of Eroski. Which is 
obligated to restructure its department” (Deia). 

 
This time, throughout the reporting of the resignation we have not 

found as much information sources as were deployed in previous 
paradigmatic events. In addition, in most newspapers there are too many 
references to non-official sources. As a first-hand source, journalist’s only 
use the statement made by the Corporation to announce Mr.Gisasola’s 
resignation, external information agencies, or those coming from 
secondary characters that give their opinion on the crisis. The reporters —
without distinction— also use these type of source-references in the 
reporting: “according the sources of this newspaper”, “cooperative 
sources”, “judicial sources“, “according to the sources consulted”, “as the 
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CEO of one cooperative declares”, “according to the people that have met 
him at a certain moment (Mr. Gisasola)”, “the people that know him say”, 
“according to important characters that this newspaper has contacted”, 
etc. That is, they seldom specify the name of the source. These formulas 
are equally used in the analyzed news outlets. We perceive that after the 
announcement of Txema Gisasola´s resignation, the crisis-team of 
Mondragon Corporation decided not to issue, share or participate in any 
additional press-activity. Actually, along the analyzed news-articles one 
journalist from Deia mentions that Mondragon Corporation is not open to 
talk or comment on this resignation. “Once again, the image that the 
Corporation is portraying is as opaque as always” (Leire Uria, Deia). 

 
The number of sources collected in Berria is three; only one of them is 

categorized as a first-hand source (Mondragon Corporation), the rest are 
second-hand sources (Le Figaro & one judicial source). Deia includes five 
information-sources, from which only one is a first-hand source 
(Mondragon Corporation), the rest do not include any statement or name; 
but their nature are political and professional. DV mentions nine first-hand 
sources (organizational, politics, professional and media) and four second-
hand sources that do not include any identification. Finally, El País only 
uses one first-hand (organizational) and one second-hand source (politics).  

 
In general, without counting journalists view or voice, the vision that 

most sources convey about the resignation of Txema Gisasola is 
pessimistic (6/10), as the majority of statements gathered in the news 
articles were classified as negative. Some characters issued negative 
opinions to the press, claiming that Txema Gisasola is the major 
responsible person for FEA’s crisis or that “he should be in jail” but 
journalists also convey their personal view about the resignation, and these 
views do not praise the attitude and management of the Corporation. It 
should be stressed that in this paradigmatic event, journalist's take a more 
active role in the reporting due to the lack of organizational-contact and 
first-hand information sources. Hence, they make their own crisis-
interpretations over Mr.Gisasola’s resignation, and most of them use 
attributes and adjectives that are not favorable towards the organization.    

 
Analysis of the multivocal approach and response strategies 
 
As expected, the main character of this paradigmatic event is the 

chairman of Mondragon Corporation. However, DV showcases more 
characters aside from the Corporation and its head manager Mr. Gisasola. 
In total, it gathers 15 voices, and all of them convey different opinions in 
relation to his resignation. Berria is second reflecting the plurality of the 
rhetorical arena with nine characters, it follows Deia and El País with six and 
four characters respectively.  
 

Thus, the principle actors involved in this event are: Mondragon 
Corporation (Txema Gisasola and the crisis-team), FEA (Sergio Treviño), 



 

and the spokesperson of the workers affected by the financial 
contributions of FEA (Ricardo Gonzalez de Durana and Mikel Olabe). 
Additionally, the reporters of this event place the following voices second: 
members from the crisis-team (Txomin Garcia, Agustin Markaide, and 
Jabier Mutuberria); political representatives (Carmelo Barrio PP; Patxi 
Lopez PSE; EH Bildu); Basque Government (Arantza Tapia); Fagor Brandt; 
Koldo Sarachaga (Ner Group); Antonio Cancelo (former director of MC); 
and Eroski (cooperative company from MC).  

 
More or less, most of the newspapers incorporate and place at a 

similar level (type) the aforementioned characters. The principle ones have 
been classified as coral voices, while many of the secondary characters 
were ranked as individual voices, meaning that they only represent 
themselves. In this paradigmatic event, however, fewer statements were 
made. Definitely, journalists take a more active and subjective view 
throughout the reporting. The statements gathered in the news stories 
were those coming from Mondragon’s official statement, workers’ 
representatives, professionals (Koldo Sarachaga & Antonio Cancelo, or 
those retrieved from republished material. Berria and Deia gather 2 
statements each, El País 1, and DV 5.  
 

The order of appearance is pretty similar in all the newspapers. Those 
voices coming from the organization and affected workers are covered 
first, and those coming from political representatives or professionals are 
introduced later on. As mentioned earlier, these characters are seldom 
accompanied by statements, but journalists —in a more active role— 
employ adjectives and attributes to transmit a specific connotation over 
the character. Most of the adjectives are linked or refer to Gisasola’s 
personality or to his possible successors (Mr. Mutuberria & Mr. Garcia), 
some of them are positive and others are negative. Those linked to Mr. 
Gisasola are: “Gisasola looks deteriorated and crestfallen” (DV); “a president 
manufactured in FEA” (Deia); and “individual values prevailed over the 
collective ones” (Deia). The positive value judgments are: “Gisasola has the 
cooperative philosophy and model in his blood. He is a frank person and of 
few words” (El País).  On the other hand, the negative values linked to his 
successors were only found in DV: “Mutuberria looks opportunist”; and 
“Garcia belongs to the group that are critiqued alongside Gisasola”. In 
certain cases, the characters are accompanied by a visual resource. This 
includes the cases of Txema Gisasola, Txomin Garcia, Agustin Markaide, 
Jabier Mutuberria, Koldo Sarachaga, Mikel Olabe, and Antonio Cancelo.  

 
The ways of communication identified among these actors could not 

be analyzed properly due to the lack of statements and the subjective 
vision portrayed by the journalists. However, those that come from political 
representatives were against each other. For instance, the political party PP 
claims that Txema Gisasola should have appeared in the parliament as they 
requested. Mr. Gisasola, however, declined this petition. PSE and EH Bildu 
also go against the Basque Government by criticizing its management of 
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FEA´s crisis. The professional voices (Koldo Sarachaga, Antonio Cancelo) 
talk about each other, and give their opinion on Mr. Gisasola´s resignation, 
all of them conveying a neutral position. Finally, Mondragon Corporation 
remains distant with the press media and with the rest of the actors; its way 
of communicating can be classified as unidirectional. It is notorious that 
from this event onwards the organization isolates itself from the press 
media and remains in silence until the next president is elected.  

 
The response strategy used by the organization is clearly identified in 

the news stories. Mondragon Corporation uses the rhetoric of renewal as a 
transition to the recovery phase after the crisis. The rhetoric is clearly 
focused in the healing and recovery process of the corporation. The 
discourse of renewal seeks to move the restoration forward using a amore 
inclusive communication. Based on these fundamentals, we could say that 
renewal goes well beyond a focus on image restoration, because it does 
not concern only the immediate aftermath of an event by using strategic 
messages (denial, sifting the blame, mortification, corrective action, and 
minimization) to repair the image of an organization or individual, but “it 
seeks to structure reality so that its crisis response is portrayed in a manner 
stakeholders view favorably” (Ulmer et al., 2007). It is more about 
restructuring and rebuilding a new period in the organization by moving 
forward, motivating employees and inspiring stakeholders, committing 
themselves and looking beyond the crisis.  

 
The journalists do report the commentary of individuals who defend 

this organizational position (Koldo Sarachaga & Antonio Cancelo). They 
claim that the resignation of Gisasola should not be considered to be bad 
news because, in a certain way, it is good for the organization as they might 
take some time to rethink the steps they will follow in the near future. 
Finally, in this paradigmatic event, the strategic acts employed by the 
actors are mainly two-fold: issuing press releases and participating in the 
rhetorical arena.  
 

Framing values and modifying/intensifying factors 
 
After calculating the framing values of all the news articles, we can say 

that all the media outlets framed the resignation within the attribution of 
responsibility. This time, however, the stories do assert the responsibility at 
an individual level (Mr. Gisasola). Besides, this frame is consistent with the 
story covered by the journalists, as the resignation is personalized and 
focused only on the Chairman. Somehow, it depicts a turning point in the 
course of the crisis; that is, Mondragon Corporation leaves the acute onset 
of the crisis behind to open a new page in its history. This is a way of 
renewing itself and healing from the crisis.  
 
Nonetheless, as mentioned above, some journalists (Deia, El País and DV) 
do include intensifying factors or characters that shade this new and 



 

optimistic path taken by the Corporation, as they end up talking about a 
possible second-crisis (Eroski) within the Cooperative group. 

5.2.5.4 Fourth paradigmatic event  
 

Brief description of the event 
 
On November 16, 2014, the Committee of Mondragon appoints Javier 

Sotil as the succeeding president of Mondragon Corporation’s General 
Council. The appointment is a milestone; thereafter begins a new period 
for the entire group. Eventually, Mondragon Corporation rescues a face 
and an official representative that will be in charge of executing the project 
“Mondragon of the Future”. Mr. Sotil is set to outline the main results of the 
period of the deliberation undertaken after the resignation of Txema 
Gisasola in the General Congress, set to be held on December 15, 2014. 
Hence, Mr. Sotil’s election culminates the work of the crisis-team (of which 
he was a member) that has been dealing and coordinating the period of 
analysis and transformation for the entire Corporation.  

 
Relevance of the news story and resources used 
 
This paradigmatic event can be ranked as a top news story. The 

proclamation of Mondragon’s new president is covered in all front-pages 
with the exclusion of El País. Mr. Sotil’s appointment opens the section on 
the economy in Berria and DV, and the section on the Basque Country in El 
País. Deia places the story within the economy segment but its position 
within the section is secondary. The number of pages dedicated to this 
news article is one full-page in the case of Berria, Deia and El País, and two 
full pages in DV. The analyzed articles include one picture in Berria, Deia, 
and El País and two pictures plus a graph in DV. If we look into the data 
gathered from the front-pages, section, position and the space that the 
article takes up in the news page, this is probably the news story that got 
least prominence in the newspaper front-pages.  
 

Analysis of information sources 
 
This time, the event is covered by one reporter in all news outlets. All 

of them specify their name at the beginning of the news story (occasionally 
the initials), but not the place from which it was covered. This is the case of 
Berria. The rest of the journalists report on the story from their main 
editorial agencies, in this case, from Donostia. Therefore, there is no local 
coverage over this event.  

 
Contrary to the rest of the paradigmatic events, the plurality of 

sources is not a characteristic in the reporting on Mondragon’s new 
president. Berria gathers two first-hand sources, Deia one first-hand 
source, DV collects one first-hand source and four non-official or 
secondary-sources and, finally, El País deploys one first-hand source and 
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three secondary-sources. Upon the examination we could say that 
journalist’s only refer to organizational sources, so the perspective that 
these sources convey about the event is pretty positive. Aside from the 
first-hand sources, DV and El País also complement these views with 
secondary sources. However, this type of source is seldom identified by the 
name. Instead, journalists use anonymity to avoid revealing the name of 
the messenger. In DV we have found the following examples: “according to 
sources with full faith and credit”; “various sources agree on”; “Solti's 
friends declare”; and “another person close to Sotil says”. While in El País 
one can find: “according to the declarations issued by the entity”, sources 
from the cooperative structures”, and “as specified by Sotil’s closest friend”. 
The vision that this non-official source transmit’s about the event is also 
positive. As mentioned before, the nature of most sources is 
organizational, including those that are not coming from official sources.  

 
The general structure followed in the reporting is similar in most 

instances. First, the journalists cover information about Javier Sotil’s 
appointment and his professional career, and then they end up describing 
what will be his new mission.  

 
Analysis of the multivocal approach and response strategies 

 
In this paradigmatic event, we cannot identify any multivocality or 

patterns of interaction among the actors due to the reduced number of 
characters that reporters include in the rhetorical arena. The journalists 
only incorporate two main organizational voices: Javier Sotil’s statements 
and Mondragon Corporation's declarations. Both of them represent the 
same institution, talk unidirectionally and represent coral voices. It is worth 
mentioning that in many cases the reporters include positive and negative 
attributes to talk about the characters: “The new Mondragon”; Sotil is a 
historic character within the Corporation” (Berria); Sotil is a man of 
consensus and with a long professional career” (Deia); “Sotil will be a 
transition president”; he is a good leader with his own leadership”; he is 
obsessed with the value added to the cooperatives; “he has the cooperative 
values in his DNA”; Mondragon is not accustomed to distress; “like so many 
things in Mondragon, the new roadmap of the Corporation would not be 
disclosed until the next General Congress takes place (DV); “Sotil is 
discerning, he seeks harmony”; he likes to ski and he spends his holidays in 
the Mediterranean coast (El País).  
 

The order of appearance of these characters is the same in all news 
stories. Journalists cover information about the new leader (his 
professional path and the tasks set) and complement this data with the 
opinions coming from secondary characters that are not identifiable in the 
news articles. Hence, these non-official voices are employed to adorn the 
attributes used to describe the characters. So, unlike in the rest of the 
events, this time reporters do not cover any alternative vision of the crisis-
actors (workers, political representatives, citizens, professionals, etc.) to 



 

report on Mondragon’s new appointment. Most of the news outlets include 
at least one picture of the new president (Javier Sotil).  
 

The response strategy identified in this paradigmatic event is a 
combination of bolstering posture and corrective action (rhetoric of 
renewal). Both the Corporation and Javier Sotil attempt to increase positive 
reputational perceptions by presenting the new roadmap designed after a 
long term deliberation within the Corporation. This strategy can boost 
feelings of sympathy towards the Cooperative Group. Mondragon 
Corporation declares that Mr. Sotil will get the most out of the group, 
whereas Javier Sotil declares that he has total confidence in the group, in 
the new project and in the benefits of the cooperative model. He also 
presents himself as enthusiastic about the new path taken by Mondragon. 
Definitely, a strong group cohesion is transmitted by deploying these 
strategies.  
 

Finally, in this paradigmatic event, the strategic act deployed by the 
characters is issuing press releases and presenting a renewed as well as 
official face for the whole group.  
 

Framing values and modifying/intensifying factors 
 
After analyzing the framing of all the news articles, we can say that all 

the media outlets frame the event within the values of human interest. The 
news articles provide a human face to Mondragon’s announcement. The 
reporting is focused exclusively on Sotil’s personality, and the reporters 
generally use adjectives that generate empathy towards the new 
president. As we have shown, some newspapers also go into the private or 
personal life of this character, mentioning or including statements from his 
friends that make reference to his temper and hobbies. This type of frame 
is consistent with the story as the announcement is personalized and 
focused only on Javier Sotil. Somehow, it depicts a new phase for the entire 
organization, rescuing a face and an official representative for the 
organization.  
 

This time, the story does not include any personalization or 
intensifying factors that involve some level of responsibility, as the frame is 
consistent with human values and not seeking to attribute responsibility. 

 

5.2.5.5 Fifth paradigmatic event  
 

Brief description of the event 
 
On December 15, 2014, Mondragon Corporation celebrated its annual 

Congress in the Kursaal Centre and Auditorium of Donostia-San Sebastian. 
It is worth pointing out that this annual conference should have been 
celebrated in May 2014, but due to FEA’s crisis, Txema Gisasola’s 
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resignation, and the following deliberation process of the Corporation, they 
decided to postpone the annual appointment. Thus, the Corporation used 
this congress to present, among other things, the new roadmap to be 
implemented in the cooperative companies as a result of the long period of 
debate after the crisis. The renewed project called “Mondragon of the 
future” set the basis for the new management abilities, crisis anticipation, 
innovation and solidarity mechanisms within the Corporation. In short, this 
congress can be understood as the beginning of the end of FEA’s crisis, 
which was guided by its new president Javier Sotil. Concurrently, a rally was 
called outside the auditorium to protest against the Corporation. This 
gathering included workers negatively affected by the financial 
contributions of FEA. 

 
Relevance of the news story and resources used 
 
This paradigmatic event is present only in the front-pages of Berria 

and DV, but the position and relevance of the story within the outlets is very 
significant. Berria place the story in the second page of the diary with three 
full pages and three photographs; DV opens the section on the economy 
with almost two full-pages and three additional pictures; El País uses this 
news story to open the regional section (Basque Country) with almost one 
full-page and includes one picture. Deia is the unique news outlets that 
place the event as secondary within the economy section and includes one 
picture as well. The visual resources used by the newspapers do not include 
any graphs. In comparison to the first, second and third paradigmatic 
event, this news story is —together with the fourth landmark-event— the 
least attended crisis-episode by journalists. It looks as if the ending cycle of 
the crisis and the recovery (healing) process of the Corporation gains less 
attention.   

 
Analysis of information sources 
 
In most cases, the event is reported by a unique journalist (Deia, DV, El 

País), while in Berria there is a double authorship. One of them covers the 
organizational event (MC’s annual Congress) and the other the external 
protests (affected workers). All the reporters specify their name at the 
beginning of the news story, and the local coverage is also the same in all 
newspapers, in this case: Donostia-San Sebastian.  
 

Contrary to other paradigmatic events, the plurality of sources is not a 
characteristic in the annual Congress of Mondragon Group and the official 
presentation of its recent leader. However, all the journalists employ 
exclusively first-hand sources. Berria gathers four, Deia three, DV three, and 
El País one. The nature of these sources is either organizational or social in 
the case of Berria and DV, whereas Deia and El País only report based upon 
the organizational source. In general, the vision conveyed about the event 
is optimistic, reporters pay attention to the new phase and roadmap of the 
Corporation, and they also break down the major challenges for the Group 



 

in terms of post-crisis learning. Aside from the covering of the Congress, all 
journalists put the spotlight on the workers protest that took place outside 
the auditorium. Those protests are against the Corporation, and some 
journalists do include statements of some of these workers in the news 
article. Other reporters only mention the protests in their narratives, but 
without including any specific comment (El País, Deia). The sources that 
have a social nature (workers) portray a negative perspective of this event.  
 

The general structure followed in the accounting is similar in most 
instances. First, the journalists cover information about Mondragon 
Corporation’s new guideline and the personal perceptions of its Chairman. 
In that sense, Berria is the unique newspaper that includes a personal 
interview with Javier Sotil. The rest of the outlets only include the main 
lines of the Corporation’s new ‘roadmap’ issued to the press. At the end, 
they report on the workers protest.  

 
Analysis of the multivocal approach and response strategies 
 
In this paradigmatic event, like in the fourth, we cannot identify any 

multivocality or patterns of interaction among the actors due to the 
reduced number of characters that reporters include in the rhetorical 
arena. The journalists only incorporate two principle voices: Javier Sotil's 
statements and the references to Mondragon Corporation´s document 
“Mondragon of the Future” issued to the press. Both of them represent the 
same institution, talk unidirectionally to their external and internal publics, 
and represent coral voices. Deia also includes some attendees’ statements 
that have been classified as individual voices. These voices do not include 
any identifiable name. Secondly, as mentioned before, journalists do 
incorporate the narratives of workers that are protesting outside the 
auditorium. These voices (Eskuratu / Ordaindu platforms) are also coral 
voices and talk mainly critically of the entire Corporation. The 
representatives are Jose Antonio Izquierdo (Eskuratu, from Basauri) and 
Mikel Olabe (Ordaindu, from Arrasate).  

 
The voices of these characters are collected in the form of statements, 

and are sometimes accompanied by adjectives that can transmit a specific 
connotation of the character. The analyzed attributes are directed towards 
the corporation, and are employed particularly by DV. The formulas 
employed by the reporter of DV are utilized to interpret the new guidelines 
of the corporation, but sometimes the journalist exceeds from his 
subjectivity. For example, the reporter talks about a “perestroika” to 
describe the roadmap designed by the organization, for instance: 
“Mondragon Corporation opens itself to the world”, “After FEA´s crisis, 
Mondragon Corporation is now conscious of the market criteria, and its 
new roadmap represents a perestroika to the external world”. So, one can 
find that the reporter conveys a kind of hermetic and communist system of 
the group employing this type of figurative and a bit tongue-in-cheek 
interpretation. Aside from that, the vision conveyed about the characters is 
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neutral in all newspapers. The photo resources employed by the journalists 
only include the auditorium, Javier Sotil, and the protests outside the 
building.  
 

The response strategies employed by the Organization and its 
Chairman in the ending cycle of the crisis are, once again, bolstering 
posture and corrective action (renewal). Mondragon presents the results of 
the deliberation process —after the resignation of Gisasola— in relation to 
six main business-approaches: 1) Productivity; 2) Growth; 3) Research and 
Development; 4) Funding; 5) Rigorous solidarity; and 6) Crisis anticipation 
across the internal divisions. They also declare —interaction against 
workers— that there is no sense in claiming money from the corporation 
when worker´s financial contributions have been made to FEA voluntarily. 
Additionally, the organization seeks to make clear as well that the 
Corporation is not responsible for the losses, and consequently that they 
do not have to pay back or compensate the workers. In contrast, the 
workers claim they should be compensated by Mondragon, and they 
demand justice as well as an opportunity to negotiate with the 
Corporation. As we could have read throughout the news stories of this 
event, some workers also report that the organizational journal TUlankide 
is not responding to their demands and they claim that their protests 
should have a space in this journal too. To face this situation workers 
created a new journal called TUlangabe (TUunemployed) to get their voice 
out and make public their economic situation. Finally, the strategic act 
adopted by the organization is clearly represented by the annual congress, 
which is a way to reaffirm the cooperative values and the renewed face of 
the cooperative group.  

 
Framing values and modifying/intensifying factors 
 

The type of frame covered by the journalist has been categorized as a 
combination of human interest and conflict in all the newspapers. The 
news stories provide interpretations that might generate feelings of 
sympathy towards the organization and feelings of compassion towards 
the workers. In this regard, some news stories, especially those that include 
workers voices, go directly into the personal lives of these social characters. 
The visual resources used also generate feelings of compassion towards 
this public (employees). In addition to that, the news story also reflects 
disagreement between parties (organization-workers), and the characters 
presenting to each other their positions. The story also portrays the two 
sides of the problem. Hence, this type of frame is consistent with the 
structure of the story as it covers the internal event (congress) under the 
shadow of the external (workers’ demonstration) event.  
 
 

5.2.6 Discussion  



 

This content analysis sought to answer five research questions related 
to two main objectives. Thus, the findings of the analysis will be discussed 
following the order of the RQs proposed in each research aim: 

 
Obj1.: Analyze and compare the variety of voices/dialogues 

participating in the rhetorical arena: the patterns of interaction 
and parameters of mediation (text/discourse analysis). 

• RQ1. Who are the voices and characters (stakeholders) that 
intervene in the crisis rhetorical arena? What is their 
visibility in the press media?  

Bearing in mind that the patterns of interaction of a multi-crisis is 
characterized by the involvement of several organizations in the same 
crisis, it is not surprising to have found dozens of actors in this content 
analysis. First of all, it should be stated that the biggest plurality of voices 
and interaction among them takes place particularly during the first, 
second and third paradigmatic events. The fourth and the fifth landmark-
events do not attract as many voices.  We counted up to 30 actors and 
voices (coral & individual) intervening and interacting in FEA’s crisis. These 
perspectives can be classified in different clusters: 1) Organizational, 2) 
social, 3) political, 4) institutional & trade unions, and 5) professional, 
among others. The carriers or the opinion formers of the crisis messages 
were echoed by the newspapers, so this proves the ability that different 
actors have to generate attention and interaction in crisis situations. At the 
same time, the plurality of perspectives found in these news stories also 
portrays the values of the journalists covering the story, such as the need to 
gather the information from multiple sources. 

The visibility and position that each character has in the news story 
(rhetorical arena) is not the same for all voices. In the first, second and third 
paradigmatic event the principle characters (Mondragon Corporation, FEA, 
Fagor Group and employees from both Arrasate and Basauri) have a similar 
space in the news article, but the order of appearance is not the same. 
Journalists cover the positions and stances of the organizations first, and 
put the focus on workers later on or at the end of the news article.  
However, the secondary voices - those from the institutions, political 
parties, trade associations and citizens - are covered in between. As the 
crisis approaches the healing or concluding cycle (fourth and fifth event) 
the visibility of the multiple voices decreases considerably. The news article 
are shorter and journalists do not give visibility to all actors (workers, 
professionals, institutions or political representatives).  

Thus, the analysis suggests that crisis managers should connect with 
all these stakeholders when designing the crisis response strategy. They 
should also bear in mind a wide range of factors that characterize these 
stakeholders such us their values and cultural characteristics.  

• RQ2. What, and in which ways do these characters interact 
(communicate) with each other? What are the response 
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strategies used by these actors? Who are the negative 
voices, who are the positive ones?  

In Fagor’s crisis, the voices communicate and contribute in different 
ways. What stands out in this crisis analysis is that the different actors of 
the rhetorical arena are prepared to criticize each another, and that 
dialogue (two-way symmetrical crisis-communication) between the 
different actors is by no means the most frequent way of communicating 
in this arena. This is the case for political representatives and trade unions 
who communicate in various ways and go against each other to defend 
their stances. For example, FEA and its workers also go against the 
corporation, advocating an urgent solution, and Mondragon Corporation 
go against these actors (employees) claiming that the corporation “is not a 
holding and that they alone are uniquely responsible for their own 
bankruptcy”. In this rhetorical arena we also found actors that talk about 
each other and past each other. This last case is quite notorious when the 
news stories cover the bankruptcy of FEA’s international subsidiaries 
(Poland and France).  

To sum up, this crisis showed that different stakeholders are given the 
opportunity to respond and give their personal opinion about the 
unfolding of the crisis. All of them employed traditional media platform’s 
for releasing crisis-related information and responses to their targeted 
audiences. So, the study shows that it is important and necessary to 
analyze a crisis as a complex set of communication processes, where the 
organizational point of view is just one among dozens of voices. It is 
imperative to recognize as well that this multivocality portrays different 
interpretations of the crisis and that each character or collective use their 
particular response strategy to defend their interests and positions. 

Our study suggests that for a crisis situation of a meta-organization 
with different levels or dimensions (organizational, political and economic) 
and where a multi-bankruptcy engenders different levels of responsibility, 
the integrated use of the accommodative and defensive strategy could 
help reduce the media impact of the crisis, especially, in the initial phase of 
the critical situation, where many characters step into the rhetorical arena, 
and where they employ different strategies to defend their stances. For 
example, FEA’s workers took a victimised posture, and political 
representatives employed the bolstering posture towards the employees 
expressing sorrow and attributing the crisis responsibility to the entire 
Corporation. The Corporation and Fagor Group, for their part, reduced the 
alarm around FEA’s bankruptcy by using the differentiation strategy, but 
unfortunately, the presence of Txema Gisasola in the presidency of the 
Corporation did not help accrue credibility, and thus this tactic did not 
work properly. Additionally, FEA employed a combination of bolstering 
posture and a victimised stance towards the Corporation when they join 
the workers cause. Consequently, FEA’s victim posture was not understood 
by Mondragon Group, and a confrontation between the two main crisis-
actors intensified the news reporting of the crisis.  



 

Nonetheless, the deployment of corrective action after the 
resignation of the Chairman (third paradigmatic event), facilitated the 
corporation to take positive steps to resolve the situation, and media 
reports facilitated Mondragon’s unidirectional communication with its 
stakeholders. Thereafter, Mondragon Corporation used the rhetoric of 
renewal to show a more positive image towards public opinion and in an 
attempt to arouse feelings of sympathy towards the organization. The 
establishment of the crisis-team and the reflection period also transmitted 
positive information about the organization. However, after the fourth 
paradigmatic event (the appointment of the new president), the news 
outlets show less interest in reporting. They include less voices and utilize 
less sources of information in the reports. Thus, the analyzed data shows 
that journalists put more focus on dramatic events than on positive 
information or the healing phase of the organization.  

Additionally, it is important to take into consideration other voices in 
the arena, that is, the negative and the positive perspectives. Those that 
defended the cooperative from the hate-holders (voices against the model 
of cooperativism) and those that made the attribution of crisis 
responsibility to Mondragon Corporation and its business-model (faith-
holders). The analyzed data shows that during the first three paradigmatic 
events, newspapers covered the different perspectives, but made special 
emphasis on the hate-holders, or pessimistic interpretations. It’s also our 
perception that if both the Corporation and FEA did not wait to provide 
hope until the last moment of the bankruptcy, the stakeholders would not 
have been so frustrated and angry. In this regard, we believe that stealing 
the thunder would also have helped during the unfolding and 
management of the crisis.  

 

• RQ3. What is the source of information that journalists use 
while reporting the events? 

Again, the plurality of information sources is concentrated in the first 
three paradigmatic events, since journalists had the opportunity to 
contrast the sources by interviewing and gathering data from the different 
voices in the crisis. In the first and second paradigmatic event reporters 
deploy first-hand sources in most cases, but after the resignation of 
Mr.Gisasola (third paradigmatic event) journalists could not contact 
organizational sources because the Corporation decided to remain silent. 
So, reporters took a more active role and fill this gap with their own 
interpretations or non-official sources. Negative adjectives and crisis 
responsibility also gain more importance due to the lack of organizational 
sources.  

It is the perspective of this study that regardless of official sources, 
journalists find a way to make their own interpretation of the crisis. Thus, 
results suggest that it is important for organizations to take a more active 
role and provide accurate information to avoid misinterpretations or 
negative accounts of crisis-communication. Hence, practitioners who use 
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the stealing thunder strategy and give detailed information to the public 
are able to prevent journalists’ perspective from stereotyping (e.g., Arpan & 
Pompper, 2003; Ondrus & Williams, 1996). In contrast, organizations that 
do not provide information and opt for the sit it out strategy, usually have 
more intense media coverage or reporting over a longer period of time; the 
more information an organization discloses means less possibility of 
misinterpretations (Brock & Brannon, 1992). Therefore, crisis practitioners 
who plan to self-report the crisis need to consider a follow-up 
communication strategy during the unfolding of the crisis.  
 

Obj2.: Examine and compare how the newspapers framed the crisis 
based on Semetko and Valkenburg’s (2000) scale on five news 
frames (framing analysis) 

 
• RQ1. How are the news frames posed differently according 

to the course of the 10 landmark events and news outlets? 

The use of the five news frames established by Semetko and 
Valkenburg (2000) depended on the paradigmatic event. While the human 
interest combined with the attribution of responsibility frame was the 
most predominantly used in the first three landmark events, the human 
interest alone gains more presence in the fourth and in the fifth event. To a 
certain extent, we could say that the first three paradigmatic events 
represent the outset of the crisis. As we have mentioned earlier, at the 
beginning of the crisis many characters step into the rhetorical arena and 
reporters tried to echo different perspectives of the crisis in an attempt to 
attribute the crisis responsibility to either the cooperative model, the 
Corporation, Fagor Group, Fagor Electrical Appliances or employees. The 
initial frames also bring a human face and an emotional perspective to the 
presentation of the problem. This last frame is used to boost the 
psychological pulse of readers, which drives them to a more negative 
attitude towards the organization. However, El País frames the first two 
paradigmatic events within the economic consequences, which is quite 
expected considering that the crisis typology is tied to an economic failure. 
This frame reports the bankruptcy in terms of the consequences it will have 
economically on workers, and reporters also emphasize a domino effect 
within the whole corporation. Curiously, all newspapers frame the 
resignation of Txema Gisasola (third event) only within the attribution of 
responsibility frame.   

Overall, the analyzed newspapers focused on the organizational level 
of responsibility (4/5) more than on the individual level (1/5). Bearing in 
mind that we are talking about a meta-organization, it is not surprising to 
find such a result. The individual level was identified only in the resignation 
of Mr.Gisasola. In this case, some reporters tent to assign specific blame to 
the Chairman. Compared to the rest of the frames, the conflict and 
morality frames are not frequently utilized in the course of the landmark 
events. In this case, journalists do not highlight any moral aspects but 
sometimes they often highlight disagreement among different parties. 



 

Nonetheless, it is not the most predominant frame throughout the five 
landmark events. Additionally, it should be stated that in some cases FEA 
takes the victim role, and the media assumes —to a certain extent— that 
the bankrupted cooperative did not have full control over their actions and 
that Mondragon should be held accountable for their failure, because its 
president comes from this cooperative as well. This allowed the 
organization to portray itself as a victim too.  

In the concluding cycle of the crisis (fourth and fifth events), the 
newspapers frame MR, Javier Sotil’s appointment and the annual congress 
as human interest. The news stories focus primarily on Sotil’s professional 
career and the new roadmap that the corporation has undertaken since 
Gisasola’s resignation. Aside from workers protests outside the auditorium, 
they do not involve any additional actors. The reporting of the events turns 
more emotional making special emphasis on the new face of the 
corporation. Workers protests, however, are relegated and pushed into the 
background of the Congress.  

 

• RQ2. Are there any crisis modifiers or intensifying factors 
covered in the news articles?  

 
The reputational threat of a crisis can be determined by analyzing if 

there are modifiers or intensifying factors (e.g. crisis history, prior 
reputation, or how severe the crisis is) that may influence the attribution of 
crisis responsibility between stakeholders. Situational Crisis 
Communication Theory proposes to calculate or evaluate each of these 
factors to choose and deploy the appropriate response strategy. In the 
analyzed paradigmatic events, we found that in the outset of the crisis 
journalists focus on the severity of the crisis in terms of economic 
consequences and social damage, they portray uncertainty to protect 
Basque employment and stress the devastating outcomes that can this 
crisis can cause in the municipality, the Basque Country, Spain and the 
international sphere. In the onset of the crisis, reporters also raise negative 
attributes about the history of the organization, for example, they recall 
that Mr.Gisasola’s background is from the bankrupted cooperative and 
that he was actively involved in FEA decision-making before being the 
president of the Corporation. Consequently, they transmit the idea that the 
original sin is in fact within Mondragon Corporation. The corporation opted 
for the differentiation strategy to protect itself from FEA’s failure, but this 
strategy did not work because of this intensifying factor. However, 
Gisasola’s subsequent resignation did help diminish the public pressure 
that was building on the whole group.  

 
On the other hand, during the healing phase of the corporation 

(fourth and fifth event) reporters did highlight the positive attributions of 
the history of the organization, such as workers relocations performed by 
the organization and the resilience that the group has shown to overcome 
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economic crisis. In this phase, the rhetoric of renewal has proven to work 
accordingly with this modifying factor.  
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Third chapter: 
 

Crisis scholars’ perceptions of the field 
 

 “We do not know what is happening to us, and this is precisely 
what is happening to us, not to know what is happening to us” 

José Ortega y Gasset 
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5.3 Third chapter: crisis scholars´ perception of the field 

Thanks to the systematic literature review of this Dissertation, we 
found that Crisis Communication is a relatively young field of study, and 
that it is a very compounded area in which one can find many intersections 
between different disciplines and theories. Coombs (2015:125) argues that 
“this complexity is derived from the mosaic perspectives utilized to study 
crisis communication”, and he adds: “it is critical to start discussions of 
crisis communication by identifying the parameters that guide authors 
thinking”. Hence, in an attempt to stir up crisis communication research 
dialogues, we decided to take a more critical perspective into CC by 
grounding it in crisis experts’ perceptions.  

5.3.1 Research criteria and precedents 

The reason for conducting such debate among crisis scholars is also 
tied to the personal motivation and experience of researchers. While 
exploring available literature on crisis communication, various concerns 
related to both the state of crisis communication research and education 
emerged. These interests gain importance when we attended CC 
International Conferences and found multiple links and alien approaches 
to the field of CC with hard consensus on theoretical and practical issues. 
We felt a kind of overwhelming sensation after reviewing and linking CC 
folks’ theories, results, and models. Additionally, we also realized that most 
of the crisis communication theories and research studies were influenced 
by North American Public Relations scholars, and that European crisis 
scholars were not as paramount as their American counterparts in this 
field. Definitely, the curiosity to delve into the global horizons and 
parameters of this research field was one of the objects that drove us to 
conduct this exploratory study. 

 
An adequate but underemployed methodological application to seek 

consensus among experts is the Delphi method. We have always been 
interested in the Delphi s a technique. What we know so far is that it has 
been a quite neglected research method in social sciences. In general, we 
could say there are not many Delphi Studies in our domain. However, we 
considered that it could be very useful to figure out one of our concerns 
and motivations: to analyze international CC experts’ opinions and seek 
consensus on CC research and educational issues.  

 
Another reason for developing this international study was the 

opportunity that it offered us to go to the University of Georgia (USA). 
Actually, the research visit to the aforementioned institution was part of 
the activities included in the Ph.D. programs of the University of the Basque 
Country UPV/EHU. Indeed, the research stay at a foreign university is a pre-
requisite to pass the international aspect of Ph.D. studies. In other words, to 
conduct a research proposal —as part of the Thesis Dissertation— at a 



 

foreign application center is a requirement of Spanish international 
doctoral programs. Hence, the current analysis of CC experts‘ opinions was 
presented as a research proposal to the Basque Government (Science 
Policy, Department of Education, Language Policy and Culture) in the so 
called Egonlabur104 application process. This research project was 
approved and accepted for economic support in November 2016. The 
research stay at the University of Georgia was initiated in January 2017 and 
ended in May 2017. The host supervisor at the foreign institution was Dr. 
Yan Jin. The research proposal also had the assistance of Dr. Bryan Henry 
Reber member of the same institution. As a result of this research stay, we 
co-authored the article “The State of Crisis Communication Research and 
Education Through the Lens of Crisis Scholars: An International Delphi 
Study” (Manias-Muñoz et al., 2019) published in the journal Public Relations 
Review.  

 
Some might think that this study may not have a close relation to 

Fagor´s crisis, but we should clarify beforehand that we always rejected 
conducting a comparison study that did not gather identical characteristics 
in relation to both the crisis typology and the organization in crisis. Besides, 
crisis researchers also advise avoidance of comparison studies which are 
not exactly alike. So, to find a cooperative company with a similar 
dimension and crisis typology in the USA was not possible. That is why we 
lean towards a more critical study that could aid analysis of the state of 
crisis communication research and education across countries. 

 
It is worth noting that before moving forward with the Delphi study, 

we intended to answer some indispensable questions related to the 
research design. The core questions included: 
 

Table 29. Questions for the Delphi research design 

Is the Delphi method applicable to our research object? What is the Delphi method and 
process?  
Why it is important to use the Delphi method? Could you justify why you think the Delphi will 
provide information that other techniques would not give you? 
Is it suitable to answer your research questions? 
Is there any Delphi Study in Public Relations or in Crisis Communication? 
How many Delphi studies have been published in the PR journals? 
What kind of studies are they? Which approach do they deal with? 
Who are the most cited authors among Delphi studies? What do these authors said before? 
What is the sample of those studies? 
How many rounds do they carry out with the participants? 
How are those questionnaires (instruments) being designed?  
What would you like to ask to those CC experts? What is the scope of your Delphi study? 

Source: author´s elaboration 

 
It was not until we responded to the above questions and research 

design considerations that we started elaborating our Delphi study. Now, 
we will outline the introduction, literature review, research object, 

                                                        
104 This Basque fund is intended to carry out a research stay at a foreign research application center. 
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methodological application, results and conclusions of this International 
Delphi study.  

5.3.2 Introduction to the Delphi study 

Over the last decade, there has been a heavy increase of crisis 
research in the domain of public relations scholarship (Heath, 2010; 
Coombs, 2010). In a trend analysis of public relations studies (Pasadeos et 
al., 2010), crisis communication (from now on CC) was ranked as the third 
most emerging research topic in public relations, which is now recognized 
globally as both a professional practice and an academic discipline 
(Frandsen & Johanssen, 2017).  

 
However, only limited systemic and comparative reviews (Palenchar & 

Heath, 2007, An & Cheng, 2010; Avery et. al, 2010; Ha & Boynton, 2014; Ha & 
Riffe, 2015) have documented how the field of CC has grown and changed 
over the years. Most of the existing CC trend studies used content analyses 
of publications and focused on describing the research patterns evidenced 
in publication outlets, authors, research topics, research purposes, 
theoretical frameworks, methodological usages, and the like. In all cases, 
these existing studies of CC as a field offered quantitatively descriptive 
overview of research outcomes and suggestions for future directions. 

 
When it comes to the educational aspect of CC, despite the identified 

challenges about teaching CC (Shrivastava et al., 2013; Wright et al., 2013; 
Foote, 2013; Lalonde & Roux-Durfort, 2013) and the articulated need to 
further investigate the state of crisis education (e.g., Cirka & Corrigal, 2010; 
Comer, 2010; Friedman, 2013; Srugies, 2016), there is little scholarly work 
dedicated to teaching CC (Frandsen & Johanssen, 2017) such as 
pedagogical issues (Lalonde & Roux-Durfort, 2013) and curriculum 
development concerns entailed by the interdisciplinary nature of CC, the 
need for more culturally sensitive approaches, and the use of new 
technologies (Srugies, 2016) paramount for CC education worldwide. In the 
Journal of Management Education’s special issue on crisis management 
education, Comer (2010) called for compiling crisis education related 
studies that dealt with the tasks of teaching CC as a management function. 
However, CC education related topics have not been examined by public 
relations scholars. To tackle this challenge, Srugies (2016) called for 
additional studies that use different methodologies to provide first-hand 
information and in-depth data on crisis teaching and learning processes in 
and outside the classrooms.  

 
In light of these insights from CC disciplinary review of status, we 

argue that current CC trend studies can and should be enriched and 
advanced by: 1) adding more in-depth insights on research; and 2) 
supplying knowledge on CC education development that is largely missing 
from public relations literature. CC scholars also need to take on a 



 

qualitative approach to deep diving into how CC experts critique and 
reflect on CC research and education development individually and 
collectively.  

 
In seeking progression of a research field, it was concurred that a 

discipline should limit neither its research purposes nor the 
methodological approaches used (Broom, 2006). For instance, scholars 
suggested that CC researchers employ mixed research methods and 
incorporate new (outside) theoretical approaches in their investigations so 
as to advance interdisciplinary crisis research (Ha & Boynton, 2014; Ha & 
Riffe, 2015). One such innovative approach is the Delphi method, a 
forecasting process based on the outcomes of multiple rounds of 
questionnaires sent to a group of experts (e.g., Delbecq et al. 1975; Linstone 
& Turoff, 2002; Mitroff & Turoff, 1975; Sackman 1974; Watson 2008). The 
Delphi approach was advocated by Wakefield and Watson (2014) as a 
method that scholars should consider using more to aid the understanding 
of public relations theory and practice. Answering such a call, our study 
applies the Delphi method to the investigation of the state of CC research 
and education as assessed by a panel of CC scholars worldwide. 

 
The findings from the Delphi study, which takes a deliberate, multiple-

iteration consensus building process of crisis expert opinions and 
reflections, provide a closer view to the indicators that shape CC research 
and education in different parts of the world.  The insights are informative 
and constructive in: 1) addressing the “whys” of current deficiencies in CC 
research and education; 2) diversifying the viewpoints and perspectives 
from CC practice and theory building grounded in different culture; and 3) 
providing a reality check of the current body of CC knowledge in terms of 
both quality and contributions of existing theories and applied 
methodologies.  Insights also show what is missing and needs to be 
prioritized for future CC research agenda. The knowledge and perceptual 
gaps identified by our Delphi expert panel also suggests a need to align CC 
academic research more closely with CC teaching and training practices. 

 
By analyzing and comparing expert insights on the state of both CC 

research and education, our findings shed light on the challenges and 
opportunities that can help break disciplinary biases, forecast new CC 
acumen, and build further consensus among CC scholars and practitioners 
on critical and directional issues and priorities.  

5.3.3 Literature review for the Delphi study 

Previous Delphi studies in public relations and CC served as the 
foundation for our Delphi study, which provided baselines for determining 
our research purposes, sampling process for expert panel, and type of 
questionnaire.  
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5.3.3.1 Delphi studies in Public Relations: the evolution of an innovative 
approach 

 
In public relations, the Delphi method has been largely ignored as it “is 

not well known today particularly among younger scholars and 
practitioners” (Wakefield & Watson, 2014, p.579). Only 25 public relations-
related Delphi studies were found in the form of journal articles, 
conference papers, master´s thesis, Doctoral dissertation, and book 
chapters. Among these scholarly outputs, three were published by the 
Journal of Public Relations Research and six were published by Public 
Relations Review. The rest of the journal articles appeared in 
communication journals such Management Communication Quarterly, 
Journal of Communication Management, Journal & Mass Communication 
Educator, Journal of Marketing Communication, Canadian Journal of 
Communication, and the Journal of Asian Communication Research.   

 
James H. Jr., Mackin (1973) was the first scholar to employ the Delphi 

method   in studying public relations. His master´s thesis, entitled “A Delphi 
study of Public Relations Training Needs for Future Practitioners,” is known 
to be one of the most “thorough and systematic surveys” on the subject 
(Thompson, 1974, p.16). He asked two panels of experts, one made up of 
communication educators and the other consisting of PR experts, to 
forecast the future of public relations in the United States by the end of the 
20th century. This study served as an example for other public relations 
scholars who considered using the Delphi method. However, it was not 
until the late 1980s that public relations scholars began to more frequently 
use this method, with McElreath (1980, 1989) being one of the most cited 
authors of Delphi studies exploring public relations priorities and prospects 
in North America.  

 
From 1990s until 2000s, more PR scholars employed the Delphi 

method to explore a wide variety of issues in public relations; a total of six 
Delphi studies were published during this period. Blamphin (1990), for 
instance, used the Delphi method in his master´s thesis to analyze the value 
of focus groups in public relations research and practice. Gilsdorf (1992) 
then undertook a Delphi study to ask experts about written corporate 
policies on communication. White and Blamphin (1994) carried out a 
similar study to further assess McElreath´s (1989) research priorities in the 
United Kingdom. Sheng´s (1995) master´s thesis incorporated the Delphi 
method to examine the problem behind multicultural public relations. Two 
years later, as part of his doctoral dissertation,  Wakefield (1997) conducted 
a worldwide Delphi study to analyze Grunig´s (1992) principles of the 
excellence theory. In the same year, Synnott and McKie (1997) also 
conducted a Delphi study dealing with international public relations issues. 

  
The following decade (2000-2010) started with Chang´s (2000) Delphi 

study entitled “A normative exploration into environmental scanning in 
public relations,” which was part of a master´s thesis. A year later, in 



 

Europe, Verčič et al. (2001) conducted an expert panel made up of 
European public relations academics and practitioners to compare the 
U.S.-based definition of public relations with that of a European viewpoint. 
Similarly, White (2002) conducted a Delphi Study around public affairs 
research priorities for the European Centre for Public Affairs. Later, a group 
of European researchers and consultants (van Ruler, Verčič, Bütschi, & 
Flodin, 2004) carried out a Delphi study with practitioners and academics 
from 26 nations to seek consensus on issues related to public relations 
education in Europe, and to figure out whether the teaching approach was 
U.S. oriented. Then, Boyton (2006) carried out an expert panel to, as its title 
noted, “identify key values that guide ethical decision-making in public 
relations”. Almost two decades later from McElreath´s research (1989), 
Watson (2008) replicated McElreath´s 1989 study and added an 
international approach: the panel was made up of academics, practitioners 
and senior executives across the world. By the end of the decade, more 
Delphi studies appeared in different countries, among which are Duke’s 
(2009) and Kerr´s (2009) Delphi studies related to educational matters in 
public relations, and Wehmeier´s (2009) Delphi panel that brought to light 
new directions in public relations theory, research, and practice.  

 
Since 2010, seven public relations-related Delphi studies have been 

published, including international panels that examined themes relevant 
to both Asian and Eurasian sets of values (Chitty, 2010), studies that 
explored how investor relations add value to the organization (Lasking, 
2011), panels that dealt with Web 2.0 challenges that include the use of 
social media in public relations (Zerfass et al., 2012; Aragón & Domingo, 
2014; Kent & Saffer, 2014), and studies addressing issues related to internal 
public relations (Vercic et al., 2012; O´Neil et al., 2018).  
 

5.3.3.2 Delphi Studies in Crisis Communication: understudied but 
promising area 

 
So far there are only six journal articles (Edgar et al., 2012; Hilliard et 

al., 2011; Karim, 2016; Seeger, 2006; Steene, 2004; Wu, 2005) and one 
master’s thesis (Boudreaux, 2005) that used the Delphi method to study 
various topics in CC.  

 
Steene (2004) conducted the first CC-related Delphi study, with a 

focus on crisis strategies in the travel industry. A total of 19 public relations 
practitioners from North America and Europe agreed to participate in the 
expert panel. Three scenarios, drawn from real crisis cases within the travel 
and tourism industry, were used to facilitate the expert panel opinion 
sharing. The study suggests reflecting on crisis response guidelines by 
considering the complexity of crises within the travel and tourism industry. 
Steene claims that traditional prescriptions such “hold a press conference” 
might not always work when managing certain crisis scenarios. Thus, he 
found that it is more important for crisis planners to bear in mind the 
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channels to be used when delivering crisis messages than understanding 
the nature of the various public perceptions. Finally, he also underlines the 
role of non-professionals as well as community leaders as communicators 
when recovering from a crisis as a support for the back in business process.  

 
Wu’s (2005) study sought to identify human resources´ roles and 

functions in crisis management and explore their significance and 
practicability in the context of Taiwan industries. The Delphi technique was 
used based on 20 recruited experts. In the study the author found that 
collaborator, employee champion, change agent and administrative expert 
are the most important roles for HR professionals in Taiwan managing 
corporate crises, with employee champion being the most practicable role 
for HR professionals. In the same year, Boudreaux (2005) conducted a 
Delphi study as part of his master´s thesis, exploring the three-stage model 
of crisis management and examining the influences of contingency factors 
on organizational stance movement. The Delphi panel was made up of five 
senior-level public relations and corporate communications professionals 
from municipal utility companies in the state of Florida. Boudreaux (2005) 
recognized a correlation between the three-stage model of crisis 
management and the contingency theory variables identified by the Delphi 
respondents.  

 
Seeking to find consensus of best practices in crisis communication 

through an expert panel process, Seeger (2006) elaborated a list of 10 best 
practices for crisis communication and then carried out a repeated review 
with CC experts to critique and fine tune these best identified practices. 
Taking a similar approach, five years later, Hilliard et al. (2011) conducted a 
Delphi study to determine the best crisis preparedness measures that 
professional meeting planners should adopt as well as the frequency with 
which these measures were to be implemented: A list of 40 crisis 
preparedness measures were drawn from CC literature and then were 
refined by interviewing a Delphi panel made up of 12 experienced 
professional meeting planners. Consensus was reached with three rounds 
of iteration.  Findings show that, in general, implementation of crisis-
preparedness program is poor with an average implementation of only 
60%. For instance, Hilliard et al. (2011) also found that among the core crisis 
preparedness measures identified in the study (i.e., Procedural & Technical 
Measures, Relationship-Oriented Measures, Resource Allocation, Internal 
Assessment, and Expert Service) the meeting planners are over using the 
Experts Services, that is, they are accustomed to outsource crisis 
preparedness to external experts instead of addressing it internally.   

 
Karim´s (2016) Delphi study then examined the key elements and 

attributes that are paramount for crisis leaders.  Three rounds of feedback 
sessions were used to identify crisis leadership styles, skills, and 
characteristics. The initial sample was composed by 38 scholars in the 
leadership field and an average of 24 experts completed all three rounds of 
questions. Leaders characteristics are: full control, command without 



 

hesitation, consciousness, readiness to accept a leadership responsibility, 
chance taking, poise, coordination, cooperation, and communications, 
keen and brave to make decisions, loyalty, and flexibility. Karim (2016) 
further explains that the process of understanding the key elements of 
crisis leadership before and during a crisis offers a clearer vision to the 
situation than any set of crisis strategies.   

 
When it comes to CC educational issues, Edgar et al. (2012) published 

a study that aimed to “determine competencies, traits, skills and tolls 
needed by agriculture crisis communication professionals who manage 
public communication during times of turmoil” (p. 52). Based on the 5-
round iterations of a Delphi panel (made up of 31 professionals from 
various agricultural organizations and associations), information about the 
needs of CC professionals on improving education and training at 
universities were gathered. Based on the identified “emerging themes of 
educational and training content needs for future crisis communication 
professionals” (Edgar et al., 2012, p.52), advice on how to improve CC 
curriculum and instructional methods were offered. Edgar et al. (2012) 
identified eight crisis communication need areas: (1) areas of experience; 
(2) communication, media and technical skills; (3) contingency plans and 
preparedness; (4) learning/training needs and opportunities; (5) media and 
technical skills; (6) networking opportunities; (7) personal traits; and (8) 
supplies and tools. 

 
The review of existing public relations and CC-related Delphi 

publications reveals a clear lack of qualitative research about the state of 
CC research and education. Current Delphi literature provided evidence on 
specific CC practice topics but does not provide a birds eye view on: 1) how 
CC, as an interdisciplinary field and increasingly important public relations 
area, is being studied and taught; 2) what are the knowledge gaps as CC is 
researched and taught in different parts of the world given the cultural 
differences; and 3) how to advance knowledge and practice of CC by 
assessing the impact and quality of current CC research and education. To 
address the needs for studying the state of CC research and education and 
to extend the use of Delphi study further in building consensus via deep 
and rich qualitative data analyses, the current study is designed to bring in 
international CC experts’ voices as well as to take a more critical look at 
issues related to the development and practices in CC research and 
education.  

5.3.4 Research aim and research questions of the Delphi study 

This international Delphi study seeks to portray a closer view of 
academics around the globe in relation to crisis communication by 
improving the understanding of the research field and seeking consensus 
as well as judgment on the issue. Additionally, the study attempts to advise 
researchers and scholars about new directions in crisis communication 
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education. We consider there is a need to align academic research more 
closely with the interest of the international realm. So, we aim to forecast 
cultural effects and further working lines on crisis communication, by 
looking ahead from a larger global perspective.  

 
Thus, with a research goal to stimulate, broaden, and collect insights 

linked to the advancement of CC discipline. Our study seeks to explore the 
following overarching questions by the Delphi technique to a global panel 
of CC scholars: 
 

RQ1: What is the state of CC research as reflected and agreed upon 
by CC scholars? 
 
RQ2: What is the state of CC education at universities as reflected 
and agreed upon by CC scholars? 

5.3.5 Method 

Delphi Technique 
 

As a unique methodological approach, the Delphi seeks to gather data 
from respondents within their domain of expertise. It tries to achieve 
consensus expressed by the selected individuals following an iterative 
process. As defined by Mitroff and Turoff (2002), the Delphi is “a procedure 
for structuring a communication process among a large group of 
individuals” (p. 21). Linstone and Turoff (2002) describe it as method which 
seeks to analyze predictions and future lines of a particular problem in 
which experts’ opinion might help making decisions and bring to light 
current concerns on the research object. Thus, it is applicable and useful 
for research diagnoses, for forecasts by obtaining new information to 
guide future activities, and for problem assessment, as well as adequate for 
building consensus on research issues (Ibidem, 2002). The Delphi method 
was selected for this study as it is suitable to examine the state of a 
discipline by building consensus and assessing reflections related to 
concerns among experts and thought leaders on a given topic (Landeta, 
1999). The Delphi method helps avoid the so-called tunnel vision, that is to 
say, participants can give their opinion without being influenced by others 
(Ruiz-Olabuenaga, 1999).    

 
Delphi is a peculiar method because unlike surveys, Delphi studies 

round up participants to examine and reflect on thoughts more than other 
techniques (Kent & Saffer, 2014). The method conducts successive waves 
(at least two rounds) of surveys until the discussion shows consensus or 
disagreement among participants (Verčič et al. (2001), or either until the 
researcher considers that no extra round of questions will provide new 
insights (Kent & Sagger, 2014). Paramount features of this method are 
anonymity, repeated iterations, controlled feedback, statistical 



 

aggregation of group responses, participation by geographically dispersed 
individuals, and participation of experts (Ibidem, 2014). Hence, some 
authors described the method as a virtual focus group (Rowe, Wright, & 
Bolger, 1991). A Delphi study has a stepwise approach (Wakefield & 
Watson, 2014), which reduces the Delphi elaboration process into 6 main 
steps: (1) selection of the participants and solicitation of their involvement; 
(2) determination of the number of rounds needed for the study; (3) 
development of the various instruments; (4) responses and participation as 
the study progresses; (5) analysis of data from the various rounds; and (6) 
preparation of a final report. 

 
Among Delphi studies in public relations CC, no rigid rules were 

observed or recommended specifically in terms of any required minimum 
number of participants, minimum number of rounds, or any preferred 
specific procedures and instruments. It varies according to the needs of 
different studies and varied research purposes (e.g., van Ruler et al., 2004; 
Wehmeier, 2009; White, 2002; Boynton, 2006; Karim, 2016). Wakefield and 
Watson (2014) argued that mortality (panelist dropping out before 
concluding the study) is an issue to consider as a limitation of the Delphi 
method. They further advised to design an adequate and attractive first-
round instrument to engage the respondents. On average, throughout the 
review of Delphi studies in public relations and CC, the minimum number of 
participants was 8 and the maximum was 37. For the number of rounds, the 
minimum was two and the maximum was five. For the instrument format 
and data collection procedure, in recent studies, particularly from 
Watson´s (2008) study onwards, Delphi panel studies have evolved towards 
being more digital and researchers started to use more online-based 
instruments. According to Boynton (2006), Internet-based platforms (e.g., 
online survey sites) can help shorten the instrument distribution and 
participant response time. Based on these observations and recommended 
Delphi practices, we took the following specific procedure in this study: 

5.3.5.1 Sample selection and participants 
 

With a focus on the state of CC research and education not only in 
one country but internationally, we drew on CC literature as well as 
databases to identify the most suitable Delphi participants worldwide. We 
looked for African, Asian, European, and American leading CC scholars 
according to productivity, scholarly impact, and reputation in the field. An 
initial Delphi prospect participant list for our study was made up of 30 
experts, all at the forefront of CC research and education and with the 
advanced experience, knowledge, and capacity to reflect on CC topics. 

 
A written research participation invitation letter was sent by email to 

all experts listed in the initial pool in May, 2017. The aim of this letter was to 
request expert´s participation, informing them about the study, its 
purpose, process and methodology, the commitment sought, implication, 
and potential use. It was also highlighted that the participants would 
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remain confidential and their responses would not be associated with 
name in any identifiable way. As requested by the Institutional Review 
Board, all those who accepted the research invitation sent the principal 
researcher their signed informed consent forms. Respondents did not 
receive any compensation for participating in this study. In exchange for 
their voluntary participation, a final report with the results of the Delphi 
analyses was shared with all respondents.  

 
A total of 24 CC experts accepted and signed the informed consent. 

Within this initial participant pool, 22 of them completed both rounds of 
data collection. The final sample (n = 22) consisted of 40% woman and 60% 
men. The average age of participants range from 30-40 years (26.09%), 40-
50 years (26.09%), and over 50 years (47.83%). Regarding the region, 
participants were from Africa (n = 1), Australia (n = 1), Europe (n = 9), and 
North America (n = 11). Regarding their years of university teaching 
experience: 13.04% of answered between 5 and 10 years; 17.39% answered 
between 10 to 15 years; and the majority of participants (69.57%) 
responded over 15 years. Finally, 73.91% of respondents said they have had 
experience teaching outside their country of residency.  
 

5.3.5.2 Procedures 
 

Number of rounds. As various authors have shown (Walker & Selfe, 
1996; Watson, 2008), excessive waves of inquiries often lead to participant 
fatigue and hinder the researchers from their attempt to maintain 
prolongation of participation and to engage respondents in a study that 
usually takes much more time and effort than ordinary surveys. Therefore, 
in accordance with the design of the study and time constraints, we 
considered it appropriate and sufficient to conduct two rounds of 
questions or two waves of inquiries. 

 
Instrument development and first round of Delphi inquires. 

Questions on CC research and education were created and purposefully 
left broad enough to permit experts from different backgrounds to draw 
their own views, yet sufficiently specific to keep the inquiries within the 
boundaries of the research object. 

 
The first questionnaire was made up of 10 open-ended questions, with 

half of them drilling for issues related to CC research and the other half 
digging for CC education concerns: (1) state of Crisis Communication, (2) 
peripheral perspectives and external influences, (3) developments and 
future directions, (4) quality of the contributions, (5) body of knowledge 
and methodological approaches (weaknesses and strengths), (6) 
educational routes across the world, (7) teaching processes, (8) students’ 
immersion in the field, (9) international curriculum, and (10) new teaching 
approaches and areas of improvement. These open-ended questions (see 
Table 1) provided a structure for respondents to elaborate on all aspect of 



 

the study accordingly. The aim of implementing the questionnaire during 
first round was to collect initial data, which will then serve as the 
foundation for the following round of inquiries. 
 

Table 30. Open-ended Delphi questionnaire 

RQ1. What is the state of crisis communication research in the international realm? 
1. State of Crisis Communication 

What are your perceptions about the state of crisis communication research in your 
country? Does it vary from country to country? What are the differences and 
similarities in comparison to other countries? 

2. Peripheral perspectives and external influences 
How is the body of knowledge built in your country? How do crisis communication 
theories and practices developed in other countries influence your research? Does 
current theory answer questions in your country? 

3. Developments and future directions 
Are we making any progress in crisis communication research? What are the 
advances and future directions? What should be the role of crisis communication 
research in the next decade? Any worth mentioning future development and 
challenge? 

4. Quality of the contributions 
What is your perception about the quality of Crisis Communication research 
contributions? 

5. Body of knowledge and methodological approaches. Weaknesses and Strengths 
How would you evaluate the use of current methodological approaches in crisis 
communication? Is crisis communication being appropriately researched for 
academics and professionals? What are the factors that undermine or aid the 
dissemination of crisis communication? Is crisis communication mature enough to 
move forward to an interdisciplinary research? What is missing in crisis 
communication? 

RQ2. What is the state of crisis communication education at universities? 
6. Educational routes across the world 

What is the state of teaching crisis communication in your university? What aspects 
characterize crisis communication education in your country? 

7. Teaching process; aligning educational and organizational frameworks 
How is knowledge about crisis communication conveyed to students? Is it preparing 
graduates for entry into the industry or equip them with sufficient knowledge? Do we 
have enough academic and professional education that supports their entry the 
industry? Any difference between undergraduate and graduate students? 

8. New approaches for teaching crisis communication. Areas of improvement 
What is the most appropriate method for teaching crisis communication to the 
students? Are there any areas of improvement in both pedagogy and methodology? 
Any differences between undergraduate and graduate students? 

9. Students´ immersion in the field 
Are students more involved in crisis communication over the years? Is there any 
evolution or particular trend regarding their interest in crisis communication? 

10. International curriculum 
Is it necessary to create an international curriculum and competency framework in 
crisis communication education? 

Source: author´s elaboration 

 
After pilot-testing the questionnaire among faculty members and 

graduate students on the content validity, writing clarity, and online 
instrument functionality, a few modifications were made. The Delphi 
questionnaire was then administered online via Survey Monkey in June, 
2017 and the first round of data collection was completed in October, 2017 
(n = 23). After analyzing the responses, the results were compiled and 
summarized in a report. 
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Second round of Delphi inquiries. The purpose of the second-round 

survey was to validate the findings, arrange expert´s opinions into a 
measurable format, and determine how much consensus had been 
achieved. To that end, the questionnaire used in the second round of online 
survey included the same ten open-ended questions as used in the first 
survey, combined with the key findings of each question and a 5-point 
Likert scale for respondents to respond to (1 = disagree; 5 = agree). 
Participants were first instructed to read the summary report from the 
first-round survey. Afterwards, they were asked to read the key findings 
attached to each survey question and mark the point on the Likert scale 
that most represented their opinion about the findings, respectively. 
Accompanying each question and the Likert scale, there was an answer 
box for each participant to update their answer. Respondents were able to 
change their answers, explain their reasoning, and/or rewrite any 
information considered without any word limitation. 

 
Again, pilot tests were done among faculty members and graduate 

students on the content validity, writing clarity, and online instrument 
functionality of the second-round instrument. A few modifications were 
made accordingly. The final instrument, which consisted of both the report 
and questionnaire for the second round of inquiries, was distributed online 
via Survey Monkey in March 2018. The data collection of this round was 
completed in May 2018. After data analyses and result compilation, the 
final report was delivered to participants in November 2018. At the end of 
the Delphi process, participants were thanked for the time invested and 
their inputs shared. 

 
Analyses. Delphi panel participants’ opinions were summarized and 

compiled for each question. A total of 10 brief summaries were generated 
for the initial report. In presenting the information, anonymous assertions 
and statements from participants were highlighted in the form of key 
findings in the report shared with the panel. A similar process was followed 
in presenting the emerged discussions from the second round of inquiries. 
In addition to qualitative data being organized and shared, the Likert-scale 
based quantitative results were also tallied to show the pattern of the 
convergence of opinions and variances in agreement within the panel. 
Consensus among the 22 participants, who completed both rounds of 
inquiries, was reached. As the last step, a collective picture of the relevant 
questions and conclusions was reported to all participants in the shared 
final report. Following the procedure recommended by Mitroff and Turoff 
(1975), while reporting the results, each respondent was assigned a 
number-code to avoid revealing personal identifiers and to avoid 
undesirable psychological effects. 

5.3.6 Results 



 

5.3.6.1 Delphi inquiries: round one 
 

In the Round 1 of Delphi inquiries, we sought CC expert´s elaborated 
opinions of the following aspect as guided by each open-ended question:  

 
State of CC research: trends and gaps. All participants believed CC is 

relatively more established in North America than in other parts of the 
world. Although most of the CC dominant theories (e.g., Image Repair 
Theory, SCCT, and the Contingency Theory) were developed by U.S. 
authors, they have been applied in studies conducted by international 
researchers. Respondents also mentioned that the core theories seemed 
to be guided by “the same few U.S. experts” and that there seems to have 
little integration and cross fertilization among CC scholars worldwide. 
Other respondents claimed that the theoretical body of CC has not evolved 
much and that CC theories are getting outdated rapidly. A participant 
highlighted a third factor that might also affect the application of theories 
in CC studies:  

 
“(…) theoretical approaches tend to be “mis-applied”, meaning 
researchers who apply others´ frameworks often fail to read about the 
parameters of the theories and thus may inaccurately apply the 
theories. For example, SCCT is a theory about organizational crises, not 
a theory about disaster communication. However, researchers may fail 
to recognize the focus on organizations and reputations” (Respondent 
19, U.S. participant). 
 
Although the interest in CC research has increased and is 

strengthening in all participants’ countries and home continents, the status 
and development of this research domain varies from region to region. 
When it comes to European territories, a rift seems to have developed 
among European respondents. Some of them consider CC is not yet “a big 
topic”, meaning that it is still at its beginnings or that is not yet fully 
integrated as a field of research in some regions. Others (especially 
Northern European respondents), however, have seen this topic becoming 
highly popular in the last decade.  CC in the U.S. appears to be both strong 
and thriving, “being probably the most popular research area among PR 
researchers” (Respondent 14, U.S. participant). The Australian participant 
said CC “is a specialty area of a few researchers and studies tend to be case-
based”, while in the Middle East and North Africa (MENA) region CC remains 
uncharted due to the “lack of familiarity of language and cultures that 
shapes the context itself” (Respondent 17, African participant).  

 
Among the differences found, one prominent observation is that U.S. 

participants are more focused on the public relations aspects of CC while 
the European participants emphasized more the reputational variables. 
According to our participants, the European CC research seems to be more 
scattered across different disciplines and researchers tend to apply a more 
holistic approach to CC studies, as well as to use different theories coming 
from varied sub-disciplines other than public relations. In contrast, in U.S.-
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based CC research, the connection between disciplines tends to be less 
flexible: Various U.S. participants claimed they often fail to cite each 
other´s work. In addition, European CC research has a less organization-
centric approach compared to the majority of CC works in the U.S. 
Methodologically, U.S. CC research has been increasingly more 
experimental, while the European CC research is more rhetorical and 
theoretical, and less applied than its U.S. counterpart. 

 
Two major CC research deficiencies were identified across 

participants: 1) the difficulty in identifying financial outcomes (excluding 
reputational variables) of crisis communication research; and 2) the lack of 
crisis communication research from a cross-cultural or intercultural lens. 
Participants suggested that a larger analysis of different variables and a 
broader identification of cultural differences could be beneficial for 
international CC research; however, there are drawbacks inherent in this 
suggestion since not all crises and CC practices can be comparable. One 
expert suggested that multinational companies can present an interesting 
context for studying CC cross-culturally, “if when the organization in 
different countries experience the same crisis” (Respondent 19, U.S. 
participant).  

 
Peripheral perspectives and external influences. According to our 

participants, the CC bodies of knowledge emerge from two sources: CC 
scholarship and CC practice. These two, however, “are often walled off 
from one another in academic journals or trade publications” (Respondent, 
20, U.S. participant). Additionally, some participants mentioned that that 
the current body of knowledge of CC is focused mostly on academic 
theories or over-generalized case studies, and thus CC scholarship seems 
to be working at cross purposes with what occurs in practice. Participants 
also questioned how much impact or contributions CC empirical research 
can have (or not) to CC practice as real-world crises do not look to be 
addressed by academic research. 

 
According to various U.S. participants, the body of knowledge in the 

U.S. is built largely through individual research agendas and the CC theories 
developed in the U.S. tend to be idiosyncratic to the prominent 
researchers, who do not always go in the same direction. In reference to 
the practitioners, various participants highlighted that professional 
research is more influential because “it reaches more practitioners” 
(Respondent 15, U.S. participant). European participants also described a 
similar paradigm between academics and professionals: Although 
international conferences are arranged to gather views from both 
academics and practitioners, collaborations between both actors look 
unstable. Further, the U.S. body of knowledge appears to have little 
research influence from other countries but it plays an important role and 
has great impact on how CC research evolves in the rest of the world. 
However, participants seem to agree that there is no clear distinction 
between which country theories come from, as researchers tend to 



 

incorporate studies by looking at the quality and the fit of the works; 
moreover, in general, CC theories are applicable throughout cultures and 
local contexts with some deviations.  

 
Concerning the gap between theory and practice, respondents feel 

satisfied with the fact that U.S.-based CC theories in general terms help 
answer basic questions in the field, such as what works and what does not. 
Some European participants added that CC studies (including risk 
communication) answer important questions from different domains of 
practice like strategic communication and disaster management.  

 
Developments and future directions. Overall, our participants 

consider progress has been and is being made in CC research. Several 
respondents think CC has abandoned its self-centric approach and has 
begun to discuss how to capitalize on other academic fields and 
interdisciplinary approaches. Another aspect mentioned in the progress of 
CC is the fact that scholars, if they want to contribute to the field, should 
not focus only on one voice (organizational-centric) approach and its 
reputation management but more on multiple actors’ voices (arena-
centric) approach and their impact on crises. Despite the fact that CC work 
is more inclusive now than it was in the past, some participants said there is 
still a need for a coherent puzzle that drives the pieces and fertilizes the 
field without focusing on just one piece of the puzzle. Thus, CC research 
should showcase how findings gained in this domain could benefit other 
research fields as well. Some CC topics and approaches were mentioned 
among the most urgent and essential ones to CC research development, 
including the role of social media and technological changes, cross-cultural 
psychology, textual analysis, empirical quantitative analysis, artificial 
intelligence, big data monitoring, and organizational studies. 

 
Meanwhile, progress continues, and according to our participants, it 

should proceed by moving beyond “simple case” studies and building more 
theories. Various respondents also added that any new CC theory should 
be less fragmented and less “ego-driven”. In addition, experts argued it is 
important to consider crises as dynamic events and not static, with 
developments and challenges over time. Still, main challenges of CC 
research remain in bridging the gap between the academy (knowledge) 
and the industry (practice). According to experts´ responses, there is a need 
for more research that addresses practitioners´ perspectives. Challenges 
also emanate from societal trends such as globalization, migration, 
international conflicts, and global trade, among others. 

 
When it comes to the role and future directions of CC research, 

several respondents agreed that technological integration as well as 
changes are and will be of great importance in the future. Learning how to 
use specific communication channels most efficiently before, during and 
after a crisis will be more important than basic persuasive messages. A 
challenge is also “developing more sophisticated methods of data 
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collection and data analysis (…); getting access to the field before, during, 
and after crises or disasters; taking into account include how to effectively 
respond to crisis with accurate information and define what is fact and 
what is speculation, as well as how to know what news mean real threats 
and how to avoid noises in the CC communication channels. Future is also 
paying attention to organizational learning, to community practices and 
making them valuable in global scale, and listening to CC management 
teams, as “scholars will have to collaborate with engineers, computer 
scientists, and others if they want to keep being a relevant discipline” 
(Respondent 21, European participant) and valuable to other fields. Taking 
all into consideration, as a participant said, the most promising approach is 
“no sliding back” (Respondent 3, U.S. participant) and treating “crisis truly 
as such, and not merely as a bad news day, keep it centered on 
management, and emphasize how words matter” (Respondent 2, U.S. 
participant).  

 
Quality of the contributions. Throughout the responses of experts, it 

became evident that there is yet room for further CC research quality 
improvement. All participants mentioned that even if most of CC 
contributions have a reasonable quality, more theory building is required. 
In that regard, various respondents answer that some studies lack 
theoretical foundation, show methodological deficiencies, and some 
others appear to be repetitive or hold dubious innovation. According to the 
responses, in general, it seems that CC researchers tend to be mainstream, 
testing and applying continuously the same models and “old” theories such 
as IRT or SCCT in new cases, and thus are becoming rather traditional and 
redundant. In the same way, some experts mention they would like to see 
new theory and strategy being developed, new research designs being 
implemented, more triangulation approaches and multiple-methods 
design being used, more inward insights being generated concerning 
organizational crises, more expansion of CC directions, and more 
interdisciplinary CC studies, which jointly will eventually create more 
societal contributions. Meanwhile, as the following quote illustrates, one 
participant pointed out the drawbacks related to over-emphasizing journal 
publications:  

 
“The quality seems to be increasing, but in my opinion, there are still a 
lot of studies being published that lack quality. Case studies are 
important and can be very interesting. But some researchers that are 
specialized in other domains sometimes (…) think: “hey, I can conduct a 
quick case study about crisis in my country and that will easy get me a 
publication” without actually knowing the research domain or caring 
about it. Because it is so popular now it seems like everyone tries to do 
small and sometimes irrelevant studies about crisis communication, 
without thoroughly getting to know the theory and without taking the 
time to set out a good study. But it is up to the journals to filter those 
out” (Respondent 13, European participant). 
 



 

Body of knowledge and methodological approaches. Regarding CC 
methodological approaches, respondents claimed CC research is too 
dominated by case studies, and as a result, this research has difficulties to 
be generalized and to build a global/strong CC theoretical framework. It 
does not mean, however, that case studies are not valid, but CC studies 
should be focused more on fundamental research and theory 
development and less on case studies that have little relevance. In addition, 
another methodological approach applied too often in CC research is the 
experimental approach based on student samples. Overall, respondents 
claimed that these studies are not addressing nor testing what CC research 
requests, that is, meta-theoretical issues. Instead, these studies are being 
reflected in obvious tests, in fast publications, and contribute little. Some 
participants suggested moving from traditional methodologies to a 
combination of methods and eventually, to new research designs.  

 
Nonetheless, many participants had differing views on whether CC 

research should continue with experimental and case studies or move 
beyond these traditional methodological approaches. Some participants 
believed experimentation is the way to fathom crisis factors, effects and 
ramifications, but still some others claimed it is time to move beyond 
because they think these studies often understand crises as static events. 
Overall, participants offered three intertwined scientific needs in CC 
research: 1) the necessity and even the obligation to better know the 
industry and meet the internal dynamics; 2) the gap between researchers 
and practitioners is becoming wider and it needs to be bridged; and 3) 
other variables than reputation or image repair should be addressed in 
future theoretical and methodological developments. However, it was also 
acknowledged that there is little alliance between practitioners and 
researchers, “industries have often little permeability towards the needs of 
academic research and it makes it difficult to find criteria and interaction 
going on when a crisis breaks out” (Respondent 1, U.S. participant).  

 
Finally, respondents offered very similar reasons why CC research is 

not yet fully interdisciplinary. Although some participants considered and 
applied CC in an interdisciplinary context, the majority expressed that true 
interdisciplinary CC research can only be attained via collaborations among 
institutions, industries and researchers. Additionally, various participants 
also stated that it is equally important to expand perspectives and publish 
CC research in a variety of journals:  

 
“CC is moving forward to an interdisciplinary research, as we have seen 
in the intersection of communication, management and social 
psychology. The gap between academia and industry is still huge. Crisis 
researchers need to be more active in industry discussions, identifying 
pressing crisis research topics and even collaborate with practitioners 
to design research projects. Meantime, we need more forum and 
dissemination approaches bringing researchers, practitioners, and 
organizational leaders together to co-set and even co-create 
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meaningful agendas and actionable items for future crisis 
communication research” (Respondent 7, U.S. participant). 
 
State of CC education across the world. The situation of CC teaching 

at universities appears to be very similar in nearly all participants’ 
countries. Although there are some exceptions, in general, CC as a subject 
is rarely taught as a stand-alone course nor is it fully integrated in 
communication-related academic programs. It is commonly included in 
public relations programs as a specialized course at undergraduate and/or 
graduate level. Thus, CC is often taught as a sub-area in a broader context 
but consistent with other approaches like corporate communication or 
public relations. In addition, the focus of teaching CC varies depending on 
the location of the colleges and departments within the university. For 
instance, at graduate level, business schools tend to focus more on 
management programs and corporate/organizational communication, 
whereas in public relations or journalism and mass communication 
programs CC appears to be focused more on media and communication 
studies. In general, it can be said that the presence of CC is broadening but 
it remains small and stunted at universities, according to the participants. It 
has been taught as either practice-oriented or research-oriented, but rarely 
both or integrated. 

 
The situation, however, seems to have started to change as more 

students are interested in studying CC. Increasingly, universities have 
shown interest in emphasizing and extending CC at the undergraduate 
level and are also considering studying CC in the context of public health, 
science and engineering to build joint graduate programs, which could 
possibly create a market for teaching CC.  It is important to highlight a 
particular aspect mentioned by a participant who stated that “those that 
teach it are, however, often not involved in studying crisis communication 
or even Public Relations in general” (Respondent 13, European participant). 
This idea was shared by other European respondents as well who also 
highlighted that only few professors have CC as a priority research topic at 
their universities. However, as the enrollment and demand for more CC 
courses or even programs grow, participants believed CC is likely to be 
included more and more at universities worldwide and more CC-
specialized professors will be in high demand. 

 
Teaching Process: Aligning educational and organizational 

frameworks. Academics seem to take similar approaches to teaching CC 
knowledge and skills, that is, conventional methods like class lectures and 
case studies are utilized basically in all participants´ universities. In some 
institutions, that training is complemented with workshops, simulations, 
and practitioners’ first-hand experiences. Thus, the approach of the 
courses at both undergraduate and graduate levels uses a blend of applied 
and theoretical objectives. Usually, professors provide students with the 
most important CC theories from IRT, SCCT to RAT, and train them with 
practical courses in which they have to design crisis communication plans 



 

based on previous learning and respond to simulated crises. In comparison 
to undergraduate students, however, graduate students seem to be further 
prepared with more theoretical approaches related to issues management, 
risk communication, and CC, whereas undergrads are often taught in a way 
that prepares them to enter the industry with main competencies. As one 
participant described, “we teach undergraduates the basics so they can be 
part of a team. Graduate students do advanced studies so that they could 
lead teams or conduct research (…)” (Respondent 15, U.S. participant).  

 
When it comes to the question of whether students (undergraduates 

and graduate students) are being prepared and equipped with sufficient 
knowledge to enter into the CC industry, almost no participants said it is 
sufficient. Respondents said students leave the university with good basic 
knowledge but are not yet qualified to practice CC. Participants indicated 
that it seems indispensable for students to have previous work experience 
in other areas of the organization, and/or to have learned and perfected 
competencies during their professional career, before they accumulate 
sufficient knowledge and skills to actually practice CC.  

 
Additionally, to tackle current academic deficiencies, a number of 

participants mentioned that academic institutions need to have more 
contact with the industry so that students can experience the tools and 
strategies corporations use in crisis communication.  

 
Student´s immersion in the field. Participants observed that there is 

more interest in CC education than there was 10 years ago, largely due to 
the rise of new communication technologies, globalization of crises, the 
speed by which crises spread, interest in business ethics, the deepening 
critical view of citizens, activism, and so forth. Hence, public outcries, public 
mistrust, and public pressures seem to continue being the spotlight issues 
in all kind of organizations, according our participants. 

 
Students have become very engaged in the CC field because crises are 

dramatic events that generate interest and look fashionable to them. 
Additionally, students realized the urgent need for skills within this field. 
Fluctuations in students´ interest levels were also elaborated: Several 
European participants argued that they see crisis communication interest 
going up and down among students. In some cases, students were more 
interested in the past than they are today, some of which “are more cynical 
regarding trust in organizations” (Respondent 11, European participant); 
while others have a strong interest in the topic and write graduate 
dissertations about it. Moreover, more public relations agencies are 
specialized in CC practice as well as more professors and PhD students are 
focusing on CC research, which all motivate students to dig deeper in this 
topic as they see organizations seek more crisis competencies among their 
employees. 
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International curriculum. The idea of creating an international 
curriculum and a competency framework in CC aroused different positions 
among respondents. Most of the answers were more nuanced or put other 
aspects into perspective.  

 
For those who support an international curriculum, cross-border 

teaching-exchanges between different universities appeared to be 
important. Among the reasons for creating the international program, 
respondent 21 (European participant) argued that “it would be fruitful to 
create an international curriculum, as most crises cross borders, and 
professional crisis managers need to be able to handle crises across 
borders/globally”. However, others felt that such tasks will be challenging 
in terms of finding agreement on “what, how, and why” (Respondent 16, 
European participant). Nonetheless, this respondent also believed that, as a 
preliminary step, “perhaps the best solution will be to initiate an ongoing 
discussion on education so that we always have the opportunity to learn 
from others”. Another participant added that: 

 
“It will be great to create an international curriculum or program on 
crisis communication, bringing crisis communication educators and 
students together; exploring the best model and practice, that address 
globally shared crisis communication challenge” (Respondent 5, U.S. 
participant). 
 
Respondents who felt more reluctant to constitute such programs 

argued that the curriculum will be helpful, interesting and useful but 
definitely not necessary: “the key is understanding what the core element 
would be and how to adapt it to various countries” (Respondent 15, U.S. 
participant). Other experts state that it will only be useful “as long as it took 
into consideration differences in communication channels and cultural 
norms” (Respondent 20, U.S. participant) and or if it is created “with a 
locally domesticated tone and spirit” (Respondent 18, African participant). 
An additional challenge for such a curriculum also seems to be addressing 
the legal variations and political systems in different countries.  

 
Finally, some respondents felt CC should have more relevance as a 

graduate specialty at universities. Some think that current academic 
conferences and publications on the topic provide a “good starting point 
for understanding crisis communication from a global perspective” 
(Respondent 12, European participant), whereas another European expert 
further explained that: 

 
“Internationally renowned crisis communication scholars and 
practitioners should organize conferences or workshops where they 
develop agreed standards and frameworks for risk and crisis 
communication education on academic levels. Those workshops 
should not be dominated by specific practitioners, industries, or 
sponsors” (Respondent 22, European participant). 
 



 

New approaches for teaching CC. All respondents agreed that the 
most appropriate method for teaching CC at universities is to combine 
theory and practice. First, basic knowledge about the academic discipline 
must be taught to scholars: history, advancements, basic concepts, and 
approaches. Second, theory should be put into practice by applying it into 
case studies; where possible and appropriate (depending on the length of 
the classes), project-workshops, problem-based exercises, real-time crisis 
analysis, practitioners’ guest lectures, and meaningful simulations would 
be more proper to use while lecturing. The goal should be making the 
teaching material as realistic as possible. In that regard, a U.S. respondent 
restated this approach adding that their “students select a real client for 
whom they develop a rudimentary crisis communication plan” 
(Respondent 20).   

 
Among the areas of improvement and future directions, experts 

revealed there are needs for more integration of computer software and 
methods of tracking, more systemic thinking, more training in interactive 
formats as well as realistic settings, more experiential education, and more 
collaboration with CC agencies. One expert also highlighted that 
practitioners have problems putting theories into practice and therefore 
avoid this issue; it would be important to teach students how to face it. 

 
Among some differences between graduate and undergraduate 

students, participants stressed that graduate students are more focused 
on scholarship, theory building, and thus they get more involved in CC 
decision-making, leadership coaching, and management problems. 
Undergraduate students tend to be more engaged in practice, putting 
more attention in communication matters. Opportunities for enhancing 
both undergraduate and graduate students, according to a U.S. participant, 
would be: 

 
“(…) to have agency visits and internship programs that tailored toward 
crisis communication, collaborating with crisis communication 
agencies, at the undergraduate level. Another important area 
associated with crisis is litigation PR, which opens up opportunities for 
graduate students at communication, management, and law school, 
where law, ethics, and advocacy are essential when it comes to crisis 
communication training students” (Respondent 7, U.S. participant).  

 

5.3.6.2 Delphi inquiries: round two 
 

In Round 2 of our Delphi inquiries, respondents were asked to: 1) 
indicate whether and to what degree they agreed or disagreed with the key 
findings from the first round of Delphi inquiries; and 2) provide edits and 
feedback to the proposed findings based on the first-round summary 
report. 

 
 



366 

Table 31. Respondents´ responses to round 1 Report 

Source: author´s elaboration 

 
As Table 2 shows, the level of agreement is higher than 75% in 8 out of 

10 aspects of CC research and education as posited and qualitatively 
responded to in the first round of Delphi inquiries. The parts where experts 
showed less conformity are: CC research issues regarding the CC 
development and future directions (59.09% of agreement among 
participants) and CC educational issues regarding international curriculum 
(59.09% of agreement among participants). Participants’ second round 
edits, nuances and reflections for each of the 10 CC research and 
educational aspects are detailed below: 

 
State of crisis communication. Around 80% of the respondents are in 

line with the key findings, one participant remained neutral, and almost 
14% did not agree with the observation from Round 1. 

 
Those who agreed with the Round 1 findings further explained that 

the status of CC research in Europe might even be more diverse than 
described, meaning that there are significant differences between 
European researchers’ particular CC research foci and methodological 
approaches. Regarding the deficiencies, one expert adds that there is little 
research that links crisis communication to ROI. Hence, cross-cultural 
examinations might need to be boosted to advance the deficit of 
intercultural studies. However, one U.S. participant stressed the risk about 
filling this gap. The participant claimed that CC practices across countries 

Subtheme 
% 

Disagree 

% 
Somewhat 

disagree 
% 

Neutral 

% 
Somewhat 

agree 
% 

Agree 
% Total 

agreement 
1. State of Crisis 
Communication 4.55% 9.09% 4.55% 40.91% 40.91% 81.82% 
2. Peripheral 
perspectives and 
external influences 0.00% 9.09% 9.09% 45.45% 36.36% 81.81% 
3. Developments and 
future directions 9.09% 13.64% 18.18% 27.27% 31.82% 59.09% 
4. Quality of the 
contributions 0.00% 4.55% 9.09% 40.91% 45.45% 86.36% 
5. Body of knowledge 
and methodological 
approaches 0.00% 0.00% 22.73% 36.36% 40.91% 77.27% 
6. Educational routes 
across the world 0.00% 18.18% 4.55% 36.36% 40.91% 77.27% 
7. Teaching process 0.00% 18.18% 4.55% 40.91% 36.36% 77.27% 
8. Students´ 
immersion in the 
field 0.00% 9.09% 9.09% 54.55% 27.27% 81.82% 
9. International 
curriculum 4.55% 9.09% 27.27% 36.36% 22.73% 59.09% 
10. New approaches 
for teaching crisis 
communication 4.55% 90.90% 4.55% 45.45% 36.36% 81.81% 



 

are not always comparable due to the different sets of values, beliefs, 
regulations, etc., thus considering “developing CC practices that cut across 
multiple countries that are so different can become fruitless” (Respondent 
19, U.S. participant). This participant also suggested that experiments are 
the only way to provide prescriptions.  

 
Among the participants who disagreed with the Round 1 findings (2 

US respondents; 1 European respondent), one participant believed the 
state of CC research is mixed everywhere and thus clear distinctions 
between countries cannot be sharply made. Hence, various U.S. 
participants claimed that being organization-centric is not and should not 
be understood as a negative feature “if you are trying to reach practitioners 
who work in or for organizations”. Researchers should thus explain to 
professionals how others’ voices matter (Respondent13, U.S. participant). 
When it comes to theory usage, another respondent considered that U.S.-
based CC research is not being less integrative than European CC research. 
Both regions cite and use, in similar ways, ideas and theories from different 
outside areas like management, psychology, public relations, and 
communication theories. Finally, in relation to the deficiencies, a European 
respondent considered what is lacking in CC research is not cross-cultural 
studies, but rather macro-level investigations that concern concentrating 
empirical results from different countries so as to accept or reject 
assumptions made by specific models.  

 
Peripheral perspectives and external influences. To a greater or 

lesser extent, 81.81% of the participants concurred with the Round 1 
findings, 9.09% stood neutral, and 9.09% of respondents somewhat 
disagreed.  

 
Most of the nuances found in this query were related to the gap 

between theory (academia) and practice (industry). Among the opinions, 
some participants felt there are sufficient models and paradigms of CC, but 
little effort to integrate them into a single perspective. As one participant 
claimed: “that is largely due to preferences in methodology and fondness 
for one´s own work” (Respondent 2, U.S. participant). One respondent 
stated that not all researchers should go exactly in the same direction: As 
long as everyone seeks the general goal of improving the CC practice, “How 
they pursue that can be very different” (Respondent 15, U.S. participant).  

 
On the other hand, one participant added that the gap with practice 

continues to be pronounced even in those perfectly accepted assumptions 
in academia. Knowledge transfer is becoming highly complex because 
professionals look for simple models and these types of models in the 
market can rarely represent the complexity of reality. Other respondents 
emphasized that it is of greater importance to create dialogue and build 
collaborations between academia and industry. However, it looks like more 
questions than answers arose from this call. Most participants concurred 
that CC research cannot be separated from business practices. Since it is an 
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applied field, it emerges from management policies and procedures. In 
that regard, however, various respondents acknowledge that there are 
occasions where researchers lose sight of that. Similar things seem to 
happen among CC professionals; that is, some participants do not feel 
convinced that practitioners take adequate time to seek out publications 
in academic journals that feature practical application (Respondent 18, 
U.S. participant). Another respondent further explains that professionals 
“often don´t know academic research, don´t understand research methods, 
and rely on case studies that feature media response “(Respondent 2, U.S. 
participant).  

 
Finally, one European expert (Respondent 21) suggested that CC 

researchers need to learn more from management and organization 
studies in order to have a greater impact on practitioners, not only among 
public relations and chief communication officers but also among 
managers as such.  

 
Developments and future directions. 59.09% of participants went in 

line with the Round 1 findings, 18.18% remained neutral and 22.73% 
opposed some of the results.  

 
Again, most refinements were done in relation to the gap between the 

academy and industry. It is actually a central concern as well as a challenge 
for researchers, and our participants wanted to understand why that gap 
exists. Some respondents argued that books written by practitioners often 
completely ignore the literature available to them from articles and books 
published by scholars. As one participant stated, “Industry does not want to 
cooperate with the academia in the U.S. The exception is cases of natural 
disasters” (Respondent 10, U.S. participant). Those participants who have 
had a closer relation with practitioners, however, found that professionals 
really want to have insights from researchers as “Practitioners need 
support in understanding research” (Respondent 10, Australian 
participant). 

 
Some respondents felt researchers are keen on getting practitioners’ 

perspective. Others disapproved this attribute claiming that the goal of CC 
research should not be helping practitioners but to producing new 
knowledge by critical thinking and uncovering reality. Nonetheless, most of 
respondents defended the concept that researchers should address 
practitioners’ perspective and work further on theory development in 
order to make CC research more relevant beyond the scope of public 
relations. In that regard, one European participant requested more 
fundamental research.  

 
In terms of progress, indeed, some participants expressed that 

advancements are being made, but what gets outdated rapidly is theory. 
Therefore, participants called for more theory development. When it 
comes to future directions, according to one expert, the changing media 



 

landscape and the increasing calling into question of factual information is 
also something to consider. Finally, the deficit of cross-cultural studies also 
generates diversity of opinions among experts. Several participants 
concluded that one major theme in these types of studies is the fact that 
what one culture might see as a crisis, another does not. In fact, one 
respondent argued that one can find cultural differences within countries, 
and in media coverage or government regulation. Thus, it seems that 
intercultural research will continue being stagnated until its outcomes 
become helpful.  

 
Quality of the contributions. 86.36% of the participants supported the 

Round 1 findings, 9.09% stood neutral, and only one participant disagreed 
with some of the findings.  

 
Most of the respondents stood firm with their initial position: the 

quality of CC research contribution is acceptable, and is moving in the right 
direction but there are some nuances that need to be addressed. Those 
features are mainly related to the methodological application. Some 
experts felt CC researchers should move beyond “facile” case studies and 
start dealing with generalizable research but beyond that, researchers 
should avoid proposing and searching for magic bullet approaches. 
Instead, we should take a stronger social and behavioral approach. That 
way, some experts felt simplistic manuscripts or poor-quality research 
should be diminished. Additionally, a lack of reviewer knowledge of the 
topic was also mentioned among the reasons of poor quality publications 
related to CC. In order to address those issues, other participants proposed 
to “aim higher with our publications” (Respondent 12, European 
Participant) and to become more relevant within a broader domain 
(Communication) CC researchers should publish in journals that are not 
limited to the aforementioned PR titles.   

 
In addition, participants agree that there is nothing wrong with case 

studies but rather with the lack of innovative case studies. Indeed, well 
researched case studies can advance theory. What should be avoided is the 
easy way out studies that use students for the experiments instead of real 
stakeholders. Another expert also mentioned that the problem is not small 
but big case studies that are likely never to happen again and ignore more 
common crises that happen regularly.  

 
Body of knowledge & methodological approaches. Not a single 

participant disagreed with the key findings regarding the body of 
knowledge. Hence, most of the nuances refer to the methodological 
approaches.  

 
Participants agreed that although some of the newer studies are using 

non-students as subjects, one of challenges now is to continue with this 
effort and reduce the use of students in experimental studies. When it 
comes to case study approach, however, a variety of opinions can be 
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found. One respondent highlighted that case studies can even produce 
more domain expertise than surveys and experiments, but acknowledged 
that the quality of published case studies is very low. Others agreed that 
many case studies lack gravitas and thus they suggested researchers aim 
higher and seek generalizable research; whereas other respondents stated 
that CC is so situational that it is often hard to do generalizable research: “I 
would like to see more studies examining crisis overtime and analyze 
patterns of crisis in different sectors (Respondent 20, U.S. participant). 
Additionally, one expert stated that traditional methods of social sciences 
can offer far more in this field of CC.  

 
Educational routes across the world. 77.27% of the respondents 

concurred with the Round 1 findings, one expert remained neutral, and 
18.18% somewhat disagreed.  

 
Those disagreements are in accordance with the particular CC 

educational situation of each university. Although the overall situation 
expressed by the experts goes in line with the key findings, it looks like it is 
more common for U.S. universities to have a course in CC in addition to 
teaching it as part of other classes, in some of which “CC has been a stand-
alone course for more than 10 years” (Respondent 22, U.S. participant). The 
majority started offering it only for graduate students, and little by little it 
has been redesigned for undergraduates as well. Some U.S. respondents 
also stressed that there is a good number of CC specialized professors. 
However, this situation is not supported by all U.S. participants. Some of 
them believed that CC is not yet taught enough or well at U.S. institutions. 
“Because crisis communication practice is done often by seasoned 
corporate communicators of senior counsels, it might be more suitable to 
stand alone as a graduate degree or certificate program (…) (Respondent 7, 
U.S. participant).  

 
The European CC educational situation depends more on the country. 

Although some European participants noted that CC is taught as a full 
course at graduate level, it is not the general situation of the participating 
universities. Some participants claimed that as the field of CC gains more 
relevance and “respect”, educational development will be more evident.  

 
Finally, the interest for learning and obtaining skills in CC among 

students is growing in all participants’ countries and continents.  
 
Teaching process: Aligning educational and organizational 

frameworks. 81.82% of the participants were in line with the Round 1 
findings, whereas 18.18% somewhat disagreed. 

 
All participants approved that experiential learning is the key to 

improving this area. However, as CC is an applied field, it is hard to know 
whether the students are “qualified” to face a crisis until they handle one. 
Students often take courses that involve both theory and practice. Some 



 

produce crisis plans for real organizations, they do mocks and videotape it 
and others participate in simulations that involve professionals as judges. 
But beyond that, experts concluded that experience is needed for the final 
preparation and that cannot be provided in the classroom nor at an 
internship; it needs to be earned on the job. Besides, some participants 
consider that these issues (crises) are too important to leave it in hands of a 
beginner undergrad without work experience: “Experience cannot be 
replaced by more courses” (Respondent 11, European participant). 

 
Therefore, what teachers should do is to equip students with an 

understanding of CC standards and tactics and keep them as close as 
possible to the industry. More cross-over between teaching and practice 
will be definitely more beneficial for future crisis communicators. One 
expert also added that depending on the industry, what is even of greater 
importance for CC (especially in heavy industries) is that people and the 
stakeholders want to hear from managers who know the business. So, 
teachers should also make sure they are preparing students for the right 
kinds of jobs. 

 
Student´s immersion in the field. Only 9.09% of participants 

disagreed with some of the Round 1 findings. The rest (90.91%) supported it 
or remained neutral.  

 
In general, respondents had little to add to these findings. According 

to participants’ experience, student´s interest in the field continues to grow 
over the years. However, one expert noted that this engagement will also 
be determined by the political, economic and cultural setting of each 
country.  

 
Crises, in general, are a popular topic to both students and teachers at 

universities, “because they recognize how difficult it is to deal with crisis 
situations and how risky it is to an organization and the people behind it” 
(Respondent 17, European participant). One participant expressed that, in 
addition to regarding CC as trendy, students are realizing the urgent need 
for skills within this field. Crisis reactions on social media, for example, also 
create interest among students. Another respondent added that scholars 
in this field need a lot of knowledge on many subjects and a “solid sense of 
ethics before anyone would trust them as spokespersons” (Respondent 3, 
U.S participant). In that regard, one expert suggested that it would be most 
ideal to have students from different arenas (public relations, journalism, 
MBA, and law students) in the same classroom while teaching crisis 
communication. 

 
International curriculum. 59.09% of the respondents concurred with 

the general findings from Round 1, 27.27% stood neutral, and 13.64% 
showed disagreement.  
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The key findings from this question revealed the pros and cons of a 
possible CC international curriculum. There are some experts who strongly 
opposed an international curriculum while there are others who saw the 
bright side of this challenge.  

 
Some respondents argue there cannot be a “one-size fits all” 

approach to CC curriculum, because crisis is contextual by country, and 
there are cultural, legal and individual factors at play, as one participant 
elaborated: “What’s necessary is recognizing the transboundary nature of 
crisis and adapting syllabi to address cultural and socio-economic 
influence on crises” (Respondent 1, U.S. participant).  

 
Other participants showed no strong feelings against the curriculum. 

Some stated that an international curriculum would be helpful to having 
an overview but it might not be necessary, and others question the viability 
of the project: “Although it might be valid to design it, it will reflect the gaps 
of scientific knowledge” (Respondent 5, European participant), and what is 
more important, it “could lack local perspectives” (Respondent 21, MENA 
participant).  

 
New approaches for teaching crisis communication. 86.36% of the 

respondents went either in line or remained neutral with the Round 1 
findings, and 13.64% did not support them.   

 
The majority of participants felt their universities are doing well in 

relation to the teaching approaches mentioned in the key-findings. It 
sounds reasonable to carry out those activities, but due to cost and 
logistical issues not all institutions’ programs can afford and offer the 
actions of improvement.  

 
Other respondents emphasized more on the big data orientation. 

Some participants felt universities should focus on developing scholars´ 
analytical abilities in order to be able to use scientific methods and thus 
manage big data. The critical interpretation of social media analytics was 
also mentioned among the needs and future directions of CC education. 
Hence, more and more companies are monitoring and tracking social 
media trends minute by minute. It will also be beneficial to improve 
institutional relations with these companies to keep scholars closer to 
reality. To finish, concerning the collaboration with CC agencies, one expert 
warned that although students can learn a lot, the opposite result is also 
likely.  

 
 

5.3.7 Discussion 



 

This international Delphi study presents an overview of the state of CC 
research and education through the lens of CC scholars. This two-year 
study includes more than 20 crisis experts’ opinions throughout two rounds 
of inquiries, which helped build scholarly consensus on key observations: 
First, interest in CC research has increased in all participants’ countries and 
continents. Second, universities worldwide are training more students and 
offering more CC-related skills. However, our findings also identified 
several blind spots that need to be addressed by CC scholars and 
practitioners together.  

 
CC research is moving forward and has become more international – 

largely thanks to international forums and conferences. Despite some 
disparities, the general frameworks (e.g., stage approach and theoretical 
approaches) are working across countries and cultures. The general nature 
of the academic research is similar, but how cultural difference affects CC 
practice is likely to vary. Most of CC research is still descriptive and based 
on case studies and there is a call for more multi-method approaches. 
There is still room to enhance CC research’s relevance and impact on CC 
practitioners. Thus, knowledge transfer becomes the key component to 
bridge the gap between theory and practice, between scholars and 
professionals, and ultimately, between research and education.  

 
Most of the research is linked to dominant theories, often over-

focused on reputational variables, according to our Delphi panel 
consensus. The challenge is to build new and stronger theoretical variables 
and to test them systematically, and not only replicating or extending 
existing models with additional factors. The key target is to explore 
variables that can contribute to positive outcomes for both stakeholders 
and organizations in crises. In that regard, the so-called organization-
centric approach and the multiple-actor approach should not be 
confronted but complemented. CC researchers should continue seeking to 
address more practitioners’ perspectives as well as exploring engaging 
different stakeholders. Both approaches should inform and illuminate 
professionals and researchers and should help diminish the distances 
between academy and industry. Another challenge lies in conducting 
cross-cultural comparison studies and attempting to gain valuable 
outcomes that can benefit both center and peripheral crisis practices. 
Finally, the field of crisis communication needs to move beyond its 
traditional theoretical and methodological focus, expanding toward 
including issues that press all actors involved at a given crisis situation. 
These expert insights, in fact, go in line with Ha and Boynton’s (2014) 
suggestion that CC researchers should use a combination of methods while 
designing their research projects. 

 
When it comes to educational issues, the blind spots are also bound 

up with the industry needs. CC education at universities can provide solid 
foundation for students who are interested in becoming crisis managers, 
but they are not fully prepared to work in the industry based on a CC class 
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alone. Given the nature of this discipline and the level of strategic variables 
involved, seasoned CC practice demands senior executive experience. 
Students are provided with both skill-based and theory-based knowledge 
in CC education but their management talent must be further developed in 
the workplace. CC educators need to seize the opportunities provided by 
two motivating factors to gain influence and improving instructional 
support at universities: the promising job market in CC as more and more 
companies look for people with a lot of CC knowledge and experience; and 
high demand among students that create a strong market for CC 
curriculum or even degree programs in the future.  

 
Due to the global resonance and magnitude of some crises, the ability 

to reach out to stakeholders from different countries is becoming crucial 
for CC professionals. In that regard, it would be interesting if CC teachers 
could include more global thinking in their CC curricula. However, the 
proposal for creating and designing an international CC competency 
framework did not get affirmation among our CC expert participants. 
Several questions are raised when it comes to considering building an 
international CC curriculum: Could it make students fit anywhere in the 
world? Would it be skills-based rather than knowledge-based? And more 
importantly, are not these aims achievable without an international 
curriculum?  

 
These findings inevitably inspire new questions that lead to further 

research. A good beginning would be to share and open discussions on CC 
teaching methods, sharing perspectives from different academics and 
giving visibility to these practices; assessing their impact and application. 
Then, it would be up to CC teachers to incorporate these methods in their 
instruction and training. This insight also takes us back to Srugies´ (2016) 
call for more forums and investigations to discuss these issues. 

 
In sum, this international Delphi study provides CC experts´ critical 

views about researching and teaching CC.  There are several limitations 
that need to be addressed by future research. First, the Delphi study was 
conducted with mainly western participants and it might not represent the 
full cultural and geographical landscape. Second, although the goal of this 
study pursued the consensus among academics, we acknowledge that 
results may have limits for generalizability. Nevertheless, our expert 
sample (CC expert participants) and the uniquely suitable method (Delphi 
technique) make this study relevant and valuable to public relations and CC 
theory building and practice advancement. Our finding and questions for 
future food for thought opens new doors for follow-up studies, using 
Delphi or other methods, in this arena that includes more perspectives 
connects different CC research and education concerns and inquiries with 
different cultural backgrounds. 
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6. Final discussion 

Looking towards the horizon: concluding thoughts and 
contributions 

 
 

“If I have seen further than others, it is by standing upon the 
shoulders of giants” 

Isaac Newton 
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6.1 Introduction 

Drawing upon crisis management and crisis communication research 
literature, this dissertation has analyzed an organizational crisis case study 
in the Basque Country in 2013 from various research angles. Secondly, it 
gathers international crisis-scholars’ opinions in relation to two main 
categories of this discipline: crisis communication research and education.  

 
On the one hand, we conducted qualitative research interviews to 

examine the internal and external dimensions of a meta-crisis in order to 
identify the opinions, perceptions, feelings, handicaps, and crisis-
management as well as crisis-communication challenges of different 
actors exposed to the bankruptcy of a cooperative company. The object of 
our research was called Fagor Electrical Appliances, and it was a member of 
Mondragon Corporation, one of the largest cooperative group’s in the 
world.  

 
The case study provides insights into how different representatives of 

a Basque community of cooperatives, when hit by a prominent crisis, 
handles crisis communication management. The study examines the role 
of head managers, journalists as well as workers, and finishes by analyzing 
the application of the rhetoric of renewal as a transition to the recovery 
phase after the crisis. Using various theoretical frameworks (SCCT, RAT, 
IRT) and discourse of renewal, the qualitative research portrays a case 
study with multiple views and communication challenges for crisis 
communication managers. The findings provide a lengthy internal analysis 
that reveals the meaningful agreements and disagreements of different 
voices in their accounts of the crisis.   

 
Additionally, we attempted to examine how the press media (Basque 

& Spanish) framed, covered and intervened in FEA’s crisis. The purpose was 
to analyze the crisis-voices captured in the print media focusing on the 
coverage of the media storm that accompanied the crisis of Fagor 
Electrical Appliances and Mondragon Corporation, which included a 
widespread debate involving many different opinion-formers and 
narratives, we consider it important to investigate how the different voices 
interacted throughout five paradigmatic events of the crisis and whether 
the media coverage harmed or helped the organization’s reputation and 
public perception.  

 
Drawing on the content and discourse-analysis of different 

researchers (Entman, 1993; Ivenagar & Kinder 1987), one can say that an 
investigation that seeks to explore the interpretation of concepts, has to 
portray an accurate theoretical cohesion. Our theoretical concepts and 
those analyzed in the study were correlated and endorsed with elements 
that complement each other. The theoretical key words supported and 
guided the investigation while identifying categories in the corpus of the 
news-articles. Thus, the content analysis drew on the multi-vocal approach 



 

proposed by Frandsen & Johansen (2017), on the SCCT suggested by 
Coombs (1995), and on the Framing theory advanced by Semetko & 
Valkenburg (2000). This combined approach aimed to investigate the 
mediatization of the crisis, and the relationships between different actors 
involved in the crisis.  
 

Aside from the aforementioned two research angles, an additional 
approach of this dissertation was to provide a snapshot of the state of crisis 
communication research and education in different parts of the world. For 
that purpose, an international Delphi study was conducted to collect crisis 
scholars opinions in relation to the central axis of any research discipline: 
research & education. It further attempted to advise scholars about new 
directions in both crisis communication research and education, with a 
focus on cultural influences.	 Additionally, it opened new doors for future 
follow-up studies in this arena, which could help connect several inquiries 
that reflect different needs and directions emerged in different cultures 
and global markets.  

 
In fact, this is the first Delphi study exploring crisis communication 

research and education from a global perspective. Hence, the study 
provides valuable insights to research questions about the quality of the 
contributions made in the field, methodological approaches, peripheral 
perspectives, research influences, perceived knowledge gaps between 
academia and industry, and also challenges and opportunities for crisis 
communication theory advancement and educational program 
development. 

6.1.1 Motivations behind the research analyses 

The ambition to conduct the threefold analysis of this Dissertation is 
not only driven by a theoretical need but also by its practical relevance. 
Today, organizations have more need than ever to handle crisis situations 
adequately, since crisis-situations are becoming the new norm. More and 
more organizations suffer a crisis situation in the so-called “crisis society”, 
and ‘crisis’ is now a regular part of public discourse. In this regard, it should 
be highlighted that crisis communication is not only the communication 
produced by the organization in crisis. When a crisis breaks out, an arena 
with multiple voices opens up (Frandsen & Johansen, 2017). As these 
Danish crisis-scholars (ibidem) have stated, the institutionalization of crisis 
management and crisis communication is a process and a practice that has 
to be penetrated in organizations and adopted by their affiliates. Indeed, 
crisis communication and crisis management has also been recognized as 
academic disciplines at universities. From this institutionalization emerges 
two types of knowledge: theoretical and practical. So, our aim with this 
analysis is to contribute with new and inspiring notions that can aid, detect 
and reevaluate crisis communication and crisis management’s practical 
and theoretical scholarship.  
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The bankruptcy of Fagor Electrical Appliances placed the biggest 
industrial conglomerate of cooperatives in the world, Mondragon 
Corporation, under a more powerful microscope than any other event in its 
history. Therefore, drawing on crisis communication literature, our case 
study research gathers interesting firsthand experiences and seeks to 
understand the complexity and challenges of the communication 
management in a renowned corporation. Additionally, it also explores how 
the successful recovery in the post-crisis phase was managed using the 
discourse of renewal. This study provides scholars and researchers with a 
deeper understanding of the opportunities and limitations of 
organizational and crisis communication. Although every crisis is different, 
the case of Mondragon is selected for this research since it is an example of 
a highly significant crisis in the Basque Country, and, because its successes 
and failures can provide layers of insight into how to manage and rebuild 
organizational relations in a post-crisis phase.  

 
Collecting internal data by interviewing the managers from an 

organization in crisis is not a walk in the park. Companies rarely like to talk 
about their mess. Instead, they avoid releasing any data that might call 
their response into question and consequently, they become more inward-
looking rather than transparent and receptive.  

 
This fact goes hand in hand with crisis communication research trends 

because the major bulk of crisis communication research comes from an 
external dimension of the crises; that is, researchers have focused their 
studies on analyzing the crisis response strategies applied by an 
organization after the crisis. They have mainly placed the spotlight on 
image restoration and the reputational theoretical approach (Benoit, 1995; 
Coombs, 1999; Johansen et al., 2012:271). Indeed, as stated by Coombs 
(2010), the crisis response phase is the most researched step of crisis 
communication because, among others, it can become the most damaging 
phase in terms of injuries and reputational consequences. Conversely, 
research on the pre-crisis and post-crisis communication phase remains a 
little behind and less advanced (Coombs, 2010). Therefore, we still continue 
with insufficient knowledge of what’s going on back-stage; that is, what 
happens inside the organization in crisis (Fransend & Johansen, 2011; Heide 
& Simonsson, 2014). Against this backdrop, this case study seeks to bridge 
two main research gaps. On the one hand, the little explored internal view 
of crisis situations and, on the other, the neglected post-crisis 
communication research. In other words, this is a qualitative investigation 
which aims to analyze the diversity of opinions inside and outside of a 
bankrupted company by interviewing the different actors involved such as 
experts on organizational communication and cooperativism, journalists, 
workers and head managers, among others. The approach we have taken 
in analyzing FEA’s crisis has followed the three-phase crisis-classification: 
pre-crisis, crisis, and post-crisis.  

 



 

Also, the news media play a prominent role before, during, and after a 
crisis. More often than not, the way journalists cover and report on the 
crisis can even aggravate the handling of the crisis. News frames have also 
been shown to play a key role when visualizing and symbolizing a crisis, as 
people find information and assess the causes of the crisis based on media 
coverage. Frandsen & Johansen (2017) state that the media not only cover 
events, but also intervene in these events. In this regard, the voice of the 
news media was also considered important to include in the analysis. In 
fact, several researchers have stressed the lack of research on crisis 
communication (CC) and the news media (Koerber, 2015; Olsson & Nord, 
2015). Many have called for a greater connection between media-reporting 
and CC. To echo this call, this study provides a complementary angle to 
previous crisis-research by adding more framing analysis based on a 
combined theoretical approach (RAT, SCCT, IRT, Semetko & Valkenburgs 
framing analysis). In that sense, it should be stressed that throughout the 
literature review, we saw that there is a lack of transition research (content 
analysis) in crisis communication, so our desire was also to fill this gap by 
conducting this type of analysis.   

 
Finally, we proved that the Delphi technique is well suited as a method 

for consensus-building in crisis communication research and education. 
Few studies have examined crisis communication (CC) as a scholarly 
discipline. Ha and Boynton (2014) conducted a content analysis of 
communication journals, examining whether CC has been studied using an 
interdisciplinary approach. Their study also calls for a new theoretical and 
methodological approach to understanding the development of CC as an 
interdisciplinary field. To echo this call for new research, we draw further 
on Delphi method literature (Mitroff & Turoff 1975; Linstone & Turoff 2002) 
and different Delphi-based studies (Delbecq et al. 1975; Sackman 1974; 
Watson 2008); which served as research-guidelines as we defined our 
research questions and tailored our research approach. The reason behind 
this study is closely aligned with the literature analysis carried out at the 
beginning of this dissertation. When we intended to make an 
approximation of this discipline, we realized that in Spain and the Basque 
Country CC research and education remain a little behind in comparison to 
other countries. Indeed, the concept “crisis-communication” is not even 
used officially or as a key-word in academic articles. So, in order to learn 
from different research and teaching experiences and advance this 
discipline locally, we sought to collect alien opinions on the field, and 
contribute to building consensus between different crisis scholars in the 
world.  

 
In the following lines, we will begin examining the theoretical and 

practical implications for the three empirical analyses conducted in this 
Doctoral Dissertation: (1) First, the qualitative approach to discuss the 
managerial gaps found in FEA’s crisis case study; (2) Second, the content 
analysis to evaluate the intervention and representation of the rhetorical 
voices presented in FEA’s crisis by the press media; and (3) Third, the Delphi 
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outcomes to evaluate the general state of crisis communication research 
and education worldwide. Finally, several limitations of this dissertation 
and suggestions for future research will be addressed. 

6.2 Theoretical conclusions and practical implications 

Both practical and theoretical contributions of the three analyses 
conducted in this Dissertation will be briefly discussed105 per section. The 
first part will be focused on the qualitative analysis conducted to evaluate 
the complexity of FEA’s crisis case study. The second part will discuss the 
results from the content analysis. This section will also talk about how the 
press media has influenced the interpretations of the crisis-actors and how 
the different voices make their own attribution of responsibility. A third 
part will discuss the results from the international Delphi study that will 
help link the two core-axes of crisis communication: research & education. 
Additionally, throughout the discussions we will also respond to the 
general objectives and research questions proposed in the methodological 
design of this Dissertation (Chapter 2). 

6.2.1 Qualitative analysis 

The data collected from both focus groups and, especially, the insights 
coming from workers’ group discussion reveal that the crisis of Fagor did 
not come out of the blue. Nonetheless, they emphasized, they were not 
officially informed about the closing. For most workers, all information 
came via word of mouth, newspapers and WhatsApp. Analyzing the views 
of the participants, we perceived that not all workers received the same 
information. In general terms, and in line with participants, we can state 
that they had been ill-informed. Although some of them claimed that 
conventions about the crisis were arranged by FEA to meet the employees 
and explain to them what was going on, others did not receive such 
information. Indeed, they all argued that those meetings were not officially 
announced, so it was likely workers did not receive notification.  

 
Another aspect that stood out from the focus group, was the lack of 

awareness coming from workers regarding the Department of 
Communication. When we asked about the internal communication, that 
is, about how the communication was organized within FEA, respondents 
highlighted that there was in fact a Department called “Communication”, 
but actually they did not know what its function was. One of the 
participants said that the Department of Communication was more 
focused on the promotion of the products and on the external publicity of 
the cooperative. For the internal communication, workers and managers 
use other dialogue paths available in the structure of the cooperatives. One 

                                                        
105 For further details on the empirical results, we advise to review the specific conclusions gathered 
in chapter 5 



 

of those paths refers to the Social Council, which serves to facilitate 
communication between management and workers. However, during the 
crisis, due to the uncertainty and bankruptcy proceedings of the 
cooperative, these communication paths did not prove to be effective. We 
also consider it to be the case that the huge size of the organization helps 
explain why employees were not acquainted with the communication 
department of their company. Finally, we would like to mention the 
mourning and sadness sensation conveyed by all respondents to the crisis 
and the collapse of FEA. They were particularly concerned by the faux-pas 
made by their company in the handling of the communication, for 
instance: not communicating —appropriately— to the worker-members of 
the co-shared organization.  

 
Therefore, this case study demonstrates how a meta-organization has 

handled a complex crisis by showing its capacity for resilience instead of its 
ability to follow and apply a preplanned crisis communication guideline. In 
this case, the capacity for adaptability to turmoil and unstable situations 
has taken priority over a crisis-communication plan. Previous studies 
(Alpaslan & Mitroff, 2011) have also suggested that a crisis is a system of 
multiple crises, meaning that a preplanned crisis-guidebook will always 
have difficulties in implementation. In that regard, we should reconsider 
the challenges that some crisis typologies present to organizations. The 
contingency approach also argues that there is no one best way to manage 
a crisis, and that organizations are open systems that have to adapt 
constantly to alterations. So, a more complex and critical view of crisis 
management and crisis communication is needed when analyzing crisis-
studies. The effectivity of crisis-guidelines should also be reevaluated when 
contextualizing an organizational crisis. There is no doubt that an 
organization which has a written crisis-communication plan would be in a 
better position to deal with a crisis, but this case-study submits that not 
everything can be planned or applied. Thus, the best way to deal with a 
crisis is subject to the particular organizational culture and atmosphere of 
the crisis.   

 
Therefore, this study finds that a crisis-plan is not a panacea when it 

comes to facing a crisis. The capacity to adapt and face a crisis by acting 
and adopting measures is crucial. The focus in FEA’s and Mondragon 
Corporation's crisis has been located on the organizational learning and 
not on the prevention and preparation for the crisis. Also, if we pay 
attention to cooperatives’ communication culture one can perceive that 
cooperatives have always prioritized the premise of “doing” instead of 
“communicating”. But is that feasible and applicable to every organization 
and in all circumstances? We believe that, in this case, the strong and solid 
values, principles (solidarity mechanism), and prior favorable reputation 
(social contributions) of cooperativists gave cohesion and reliability to the 
entire Corporation, and that these characteristics eventually aid them to 
bounce back following FEA´s crisis. However, we have also seen that the 
feeling of secureness that many employees highlight and appreciate within 
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the cooperative system has had an anesthetic effect within the group. 
Hence, this general feeling of protection and safeness inside the 
cooperative has been a hurdle when foreseeing the crisis and taking 
preventive-measures. A kind of groupthink syndrome was also identified in 
the crisis-interpretation of head managers. However, we also consider that 
the preparedness to fight against a crisis should have been much more 
tailored and fine-tuned in Mondragon Corporations’s crisis-culture, given 
its significance in the Basque Country.  

 
According to Simonsen (2014), resilience is the ability of a system to 

absorb change and maintain the same connection with the public or state 
variables. So, instead of being able to predict the future, it can design 
systems or solutions that can assimilate unexpected events. As a matter of 
fact, FEA´s and Mondragon Corporation´s crisis situation is mainly 
characterized by uncertainty, ambiguity, jurisdictional competences, and 
time pressure. The horizontality that also defines the cooperatives’ way of 
making decisions (much more time is needed to reach agreement) 
aggravates the situation, instead of helping to overcome stress and 
tension. Consequently, Mondragon Corporation used improvisation as a 
way to achieve resilience. But are there certain conditions that must be in 
place for effective improvisation? Roux-Dufort & Vidaillet (2003) have 
examined the conditions for improvisation based on various definitions.  

 
According to these authors, the conditions that organizations must 

fulfill to act in an improvised way are the contextual conditions like the 
urgency or surprise that the crisis situation presents, and the organizational 
and behavioral conditions of the organization, such as the flexibility of the 
role system and interactions among people. Based on this case study, 
although the shared sense of urgency arrived late in FEA and Mondragon 
Corporation, they could improvise to adapt to daily problems, and even if 
there was a high stress sense within the group they used improvisation as a 
crisis-strategy. The attributes that helped this strategy are doubtlessly the 
involvement of many actors with a solid corporativism identity and the 
roles and experience that these actors relied on. We consider that the 
improvisation was possible thanks to the strong collective values and 
internal mechanisms that cooperativists have and which, surprisingly, are 
not characterized by a flexible system to make decisions. Indeed, the 
system is permeated by a heavy and rheumatic coordination culture. In 
spite of these characteristics, this case shows the challenge of a meta-
organization dealing with crisis-tempus and decision-making processes.  

 
Another theoretical contribution of this analysis is the way the 

rhetoric of renewal has affected the organizations´ post-crisis reputation. 
According to the interviewees, the application of this rhetoric has not been 
strategic, but based on head managers´ gut feeling.  A recent research 
study (Claeys & Opgenhaffen, 2016:242) based on 25 in-depth interviews 
with Belgian crisis communication practitioners concluded that most 
professionals tend to follow their gut feeling in times of crisis rather than 



 

applying overall guidelines or, for instance, theoretically grounded crisis 
communication best practices (Seeger, 2006). Indeed, a problem of 
knowledge transfer (Rasche & Benhnam, 2009) was mentioned as being 
among the reasons for this important gap between academia and 
professionals. First-person case studies like renewal offer more valuable 
and more ad-hoc insights from those involved in the crisis. The present 
case study, specifically, included first-hand experiences and based its 
empirical material on accounts of key actors involved in the crisis.  

 
By interviewing the Chairs of the three main actors involved in this 

crisis —that is, Chair of Fagor Electrical Appliances, Chair of Fagor Group 
and Chair of Mondragon Corporation— we could say that none of them 
had an appropriate crisis communication plan. Also, upon the examination 
of their evidence, it becomes clear that the uncertainty produced by the 
crisis, led to the prioritization of other aspects than communicating. 
Nonetheless, as stated by the Chair of MC, the internal audience has always 
been their priority when communicating their decisions.  

 
 To evaluate the rhetoric of renewal, we paid special attention to the 

interview with Mr. Sotil (MC), since he was the person who addressed and 
conducted the whole Corporation through a new period. He explained that 
the crisis of FEA placed the entire Corporation under greater scrutiny than 
any other event in its history. Even the function of the MC was called into 
question. This led to the Corporation developing different perspectives on 
the way forward, some wanting a more cooperative and cohesive group 
and, others, eager for a more independent structure.  

 
 The Chairman of MC said that it had been a very difficult moment for 

the Corporation. He leveraged all communication channels to meet the 
head managers of the main 257 co-operatives. He sought to collect and 
gather their opinions to design the new project (rhetoric of renewal) 
approved in the General Assembly (in 2015) by all cooperatives. This was 
called “Mondragon of the Future”, a new guide and measures for all 
cooperatives. As stated by Mr. Sotil: “It’s been a period of healing, of 
recovery but also of self-doubt and self-analysis. Totally necessary after a 
crisis of such characteristics”. So, based on his statement, we could say that 
the rhetoric of renewal hasn’t been strategically applied. Instead, it has 
been of a more instinctive nature, that is, the Corporation was guided by its 
gut feelings and not by a strategic purpose. It is our assessment that an 
approach consistent with co-operativist values would have been more 
honest, natural, and human. However, we do not have evidence to show 
that this is necessarily an assessment which is shared by workers, 
journalists and the public at large.  

 
In this case study, the lessons should be learned from the post-crisis 

phase. We believe that post-crisis management outweighs pre-crisis and 
crisis management in importance. Additionally, we think the use of rhetoric 
of renewal along with social responsibility as a post-crisis communication 
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response eventually worked out. However, based on external and internal 
actors’ perspectives we could say that there has been significant 
information vacuums towards media and workers. Conversely, when 
interviewees were asked whether they will change something from the 
crisis-phase management, managers concurred that there is no crisis plan 
feasible to surf a tsunami, and that they would have operated basically the 
same way if it happened again. For Mr. Sotil, it appears that the capacity of 
resilience and the social efforts made by the corporation is more important 
than the capacity to communicate.  

 
Another practical component in this case study is the typology of the 

crisis. This study addresses a mega-crisis or a complex crisis involving not 
only the media, governments, county councils, and workers from different 
regions, but also an entire community. This crisis was multifaceted and 
entailed targeting local, national, and international audiences. A mega-
crisis is more severe than a crisis, as managerial and political perspectives 
are required to manage the situation (Yen & Samon, 2017). A mega crisis 
creates “deep uncertainty, and evokes an extreme sense of urgency” 
(Helsloot et al., 2012). Indeed, this work examines how a complication of 
one crisis (the bankruptcy of FEA) set off other crises; that is, how it 
affected the larger Corporation and, more broadly, had a ripple effect on 
the entire Basque co-operative movement. One element to consider in this 
regard is the definition of crisis. Although there is no agreement among 
scholars about what constitutes a crisis, there are several definitions that 
should be questioned after analyzing this case study. Coombs (1999) 
suggests that a crisis is an “event that is an unpredictable major threat that 
can have a negative impact on the organization, industry or stakeholders if 
handled improperly”. Upon examination of the empirical data gathered in 
this study, one can say that the crisis was incubating inside FEA for a long 
time and once they failed to repay debts to creditors, Fagor closed and 
Mondragon Corporation captured all the attention. A ripple effect was 
triggered, and hereafter, complications of one crisis set off other crises, and 
the media was covering the crisis day after day. So, in this case, we should 
reconsider the concept of “unpredictability” because this crisis typology 
(bankruptcy) was easily foreseen. Consequently, unpredictability should 
not be included in generic definitions of crises.  

 
To finish, we will summarize the managerial implications found in this 

case study. As we have seen in the pre-test of the content analysis, the 
crisis got wall to wall coverage and many front pages from newspapers. 
The Corporation, however, tried to avoid the media and remained silent. 
But what are the reasons behind this decision? We will summarize them in 
five points. 

 
Context incompatibilities: According to Mr. Sotil, Fagor and FEA’s 

response was not within the domain of Mondragon Corporation, because 
they could not speak on behalf of Fagor. Mr. Sotil stated: “Each 
cooperative-member/group-member of MC is autonomous from the 



 

Corporation and makes independent decisions in their company”. 
However, the President of Fagor Group and FEA claimed that once FEA 
stopped existing, communication should have been steered from the big 
group, Mondragon Corporation, centrally.   

 
Uncertainty: Mr. Bengoetxea, president of FEA, said that bankruptcy 

led to the immediate shutting down of all operations: “When FEA closed, 
everybody went home. A group of administrators are dealing with your 
company and there is no mood for communicating anything. What’s more, 
they don’t provide additional costs to do anything. Let alone 
communicating. Workers, including communication managers, remain at 
their homes”. On the other hand, The Corporation was not clear about what 
kind of implications this could bring in terms of the bankruptcy 
proceedings in economic and judicial terms. The crisis became 
unpredictable in terms of consequences. So, MC preferred to be out of the 
spotlight until they could eventually clear up those concerns. They 
prioritized what to do instead of what to say. At that moment, they target 
their energies towards communicating with jurists and the rest of the 
cooperatives. Fagor Group helped MC to relocate the workers, but they did 
not make any particular communication effort. As a result, everybody 
looked to Mondragon Corporation. 

 
Organization’s cultural implications: Mondragon Corporation was not 

used to communicating. They are leaders in working co-operatively, so 
they did not need to communicate externally. Apart from this matter, the 
Chairman of the Corporation explained that the cooperative culture, 
historically, has put more emphasis on deeds than words. This seems to be 
another important aspect to understand the attitude and criteria of co-
operativism in relation to communication. They have always prioritized 
doing rather than saying what they will do. An action-focused attitude is 
approached in MC. However, doing and saying are not necessarily 
dichotomous, and in fact can work in harmony; communication is most 
effective when achieving something. The emphasis on doing rather than 
saying is not necessarily problematic. Doing can be a form of 
communication as it highlights achievement in practice, while doing 
nothing is also communicating something negative to the outside world.  

  
Decision making: The philosophy of cooperatives relies on a 

participatory model in which the decisions are taken by an assembly. So, 
when Fagor Electrical Appliances failed, the president of Mondragon 
Corporation resigned and a consultant group made up of five managers 
was created, but without a visible spokesperson. At that moment, Mr. Sotil 
was a member of the consultant group, and later (November, 2014) he was 
proclaimed president. So, meanwhile, they used the sit-out strategy. One of 
the reasons was that they did not want to transgress good communication 
principles being inaccurate. They wanted to respond with credibility and 
deeds, and at that moment uncertainty was spread everywhere. Even 
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though some of them wanted to handle the communication in an 
appropriate way, others vetoed that decision. 

 
Dimension: We are talking of a mega-crisis where there were many 

voices, many questions, and lots of information that needed a response. 
Banks, suppliers, workers, citizens and governments were mistrustful. They 
had to relocate 2,000 workers, and they did not have any strategic plan for 
this duty. It was a prominent crisis, and there were important internal 
problems inside the corporation. It was about to split. Doubtlessly, the size 
of the crisis was a major factor in The Corporation’s inability to 
communicate.  

All in all, a final reflexion is that crisis communication researchers 
should further examine which crisis-factors influence organizational 
behavior when dealing with a crisis. A proper examination of the different 
variables could lead to theoretical development and a reevaluation of 
existing models of strategic response. Additionally, a multiple inward 
analyzes of the different stakeholders could also help advance the 
multivocal approach proposed by Frandsen and Johansen (2017). Our 
results show that crisis interpretations can lead to different and, 
sometimes, contradictory perceptions. 

6.2.2 Content analysis 

A third general objective gathered in chapter 2 is to analyze the 
impact of the media in this crisis. Results from a focus group of journalists 
showed that FEA’s crisis had all the ingredients for an exciting and evolving 
news story. Besides, as we have seen throughout the content analysis, the 
crisis got wall to wall coverage and many newspaper front pages. The 
Corporation, however, tried to skip the media and remained distant from 
this paramount stakeholder, but did this attitude (strategy) help in the 
reporting and coverage of FEA’s failure? 

 
Previous studies (Schranz & Eisenegger, 2016) have shown that news 

media have significant power to interfere in the construction of crisis 
stories, because media interpretations as well as framing support and 
influence the judgments of the public opinion and organizations 
stakeholders. So, doubtlessly, the media plays a key role as narrator of the 
crisis situation. In this regard, organizations should assess what is the best 
way to communicate with the media; what type of media channels or 
forms (online /offline) are the most convenient to get their message out. 
Despite the importance of media strategy, crisis communication 
researchers (Sellnow & Seeger, 2013) claim that very few studies have 
examined in detail the aforementioned components as well as the 
mechanism that the media deploy in the construction of organizational 
crises. Apparently, one of the reasons behind this research omission is that 
CC is too often tied to public relations research, and placed outside of 
media research. This lacuna pushes the discipline into the background of 



 

examining crisis messages and crisis response strategies. Thus, a broader 
social context and multivocality of the crisis situation is frequently 
overlooked. Hence, this dissertation contributes to theory by offering 
insights into the importance of media cover and framing in organizational 
crises.  

 
The results from the content and qualitative analysis show that the 

attitude (differentiation, silence, and sit out strategy) that Mondragon 
Corporation took until they announced a new president was not suitable 
and acceptable for the journalists we interviewed. Consequently, it did not 
help display a positive image in the reporting of the crisis. Before the 
bankruptcy got into the press, the journalists did know the process in 
which the company was immersed. Conversely, there was a reluctance 
during the crisis to accept what was really happening, as the bankruptcy of 
FEA was not any co-operative, it was the symbol of Basque Cooperativism 
and the flagship of Mondragon Corporation. One theoretical contribution 
in this regard is that large companies capture more attention from media 
than small ones. So, bearing in mind that Mondragon Corporation and FEA 
were more exposed to crisis-exploitation by the media, the corporation 
should have had a more proactive attitude with journalists. The 
consequences of not adopting such a strategy has been reflected in the 
media coverage analyzed in the content analysis.  

 
Concerning the relationship between FEA and MC, journalists argued 

that they did not have any special link. The relation with the cooperatives 
was occasional, and it seemed that journalists were always the ones going 
to the cooperatives. One of the respondents, for instance, emphasized that 
the relationship with the media has depended always on whom was the 
Chair of the Corporation. They claimed that former presidents of the 
Corporation have been more transparent regarding communication. One 
of the peculiar aspects that aggravate the handling of communication in 
this crisis was the fact that, years ago, the president of Mondragon 
Corporation (Mr.Gisasola) had been the former president of FEA too. 
Somehow, journalists claimed that the original sin of the crisis was in fact in 
Mondragon Corporation. The participants acknowledged that it was a hard 
situation for the Corporation and FEA to communicate, because “the 
culpability transferred to the whole Corporation”. So, even if MC insisted 
and tried to differentiate and distinguish from FEA, it was clearly an 
obstacle to communication. 

 
Journalists said that reporting the crisis had been a real challenge, 

because they had to fathom the whole system, the relations within the 
cooperatives and of course the peculiar structural framework of the 
cooperatives, which was not easy to analyze. Participants indicated that 
the crisis opened up a can of worms in the cooperatives’ identity.   

 
According to the respondents, although there were multiple actors 

involved, the journalistic work as well as the media coverage was a very 
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difficult challenge. On the one hand, Mondragon Corporation and FEA were 
passing the buck to each other. Communication managers from FEA and 
Mondragon Corporation only helped the journalists to confirm data; there 
wasn’t any feedback. However, all of them highlighted that extra official 
information was leaked from inside the Corporation via different head 
managers. On the other hand, workers and various actors involved in the 
crisis were eager to give information. Journalists underscored that the crisis 
of FEA has given some people the excuse to attack the cooperative model 
and even generate alarmism in society, questioning the model’s viability 
and Lagun Aro’s (the pension system for worker co-operatives) ability to 
continue providing social welfare coverage.  

 
Another hurdle in this crisis was the label Fagor. The Fagor Group was 

made up of eight cooperatives, and the brand was shared by these 
cooperatives too. So, the way the crisis was covered by the media 
encouraged the audience to think that the whole group was going under. 
This created a lot of controversy within the Basque sister companies. In 
that regard, journalists acknowledge that they made important mistakes 
by using wrong images in TV and misleading headings in newspapers.  

 
Concerning the official statements of FEA and MC, respondents 

emphasized that they were all plain and simple, such as judicial decrees, or 
decisions from the Corporation. Besides, after the resignation of Mr. 
Gisasola (former president of MC), respondents said that the 
communication activity of the Corporation decreased considerably until a 
new president (Mr.Sotil) was announced in November 2014. Meanwhile, a 
consultant group made up of five members was created but without a 
visible spokesperson.  

 
Additionally, everyone agrees that cooperatives and, more 

specifically, MC appear structurally hermetic, even with a secretive shade 
where they keep hiding important information. All respondents considered 
the handling of the communication as disastrous. One of the journalists 
claimed that: “Mondragon Corporation hasn’t even emphasized the social 
response in relocating 2,000 employees. That’s a big effort which hasn’t 
been communicated and put into value”.  The final reason mentioned for 
the bad handling of the communication was the fact that the cooperatives 
have never been used to communicating, because they are the leaders in 
working cooperatively. Consequently, they didn’t need to communicate; 
“they had a good reputation without speaking”.  

 
For journalists, this pattern seems to be a core component in many 

crises, that is, organizations tend to neglect and undermine the function of 
journalists without paying attention to the important role they could have 
during crisis situations, but also more generally. Additionally, another 
peculiarity in this crisis was the 100th anniversary in 2015 of the birth of 
Father Arizmendiarrieta, the founder of FEA and therefore, the originator 
of the whole cooperative movement in the Basque Country. According to 



 

journalists, the Corporation did not celebrate it on a large scale because of 
the crisis.  Mondragon Corporation was under a microscope; even the role 
of the Corporation was put into question. There was no mood for 
celebrations. For instance, a press conference announcing the day and 
themes for the General Assembly of MC was held off-the-record. A 
journalist claimed that this was because MC did not want to hear 
uncomfortable questions.  

 
In order to put into perspective journalists’ insights with the real 

covering and framing of the crisis, we compare the qualitative results with 
a content analysis. Throughout the five paradigmatic events, we observe 
that even if the corporation did not facilitate reporters work, events bring 
them to light anyway. We also perceived that journalists and other 
stakeholders spoke on behalf of the corporation, and subsequently 
inaccuracy, uncertainty, half-truths and fake news have been published.  

 
The reporting of the four newspapers include a wide range of 

stakeholders and voices in FEA’s news stories. As it was expected, the tone 
of reporting was more negative than positive. This was also influenced by 
the editorial policy and ideological position of the respective publishers. 
For instance, DV and El País were more critical of the Basque cooperative 
model and they put into question all their values. This negative reporting 
was pretty evident in their headlines. We also consider that newspapers 
deployed these types of interpretations in order to get consumers’ 
attention and attract advertising revenues, as they frame the crisis in a 
conflictive and negative light, which are known to generate more interest 
among the population.  

 
The geographical proximity also affected the intensity and the 

framing of the reporting. Those that included a report on location covered 
the news stories with more resonance than those that did not have a local 
perspective. For instance, the Spanish newspaper El País offered less pages 
to the crisis in comparison with the Basque publishers. According to 
experts (Schranz & Eisenegger, 2016) this “home harbor” effect can be 
rationalized by the fact that local targets of the media tent to be more 
identified and affected by a local crisis than more remote reference groups. 
FEA crisis did evoke international media interest since its consequences 
also affected its international subsidiaries. Additionally, because of its 
strong national character, local targets and voices (political parties, trade 
unions, public authorities, workers, citizens and so on) took a very active 
role in interpreting and attributing crisis responsibilities. 

 
It is also important to highlight that in DV, for instance, the journalists 

that authored the news articles fluctuate much more than in the rest of the 
news outlets. This aspect highlights hurdles to accurate reporting. Some 
journalists employed mistaken denomination of the Corporation, that is to 
say, instead of utilizing Mondragon Corporation (official name since 2005) 
they refer to the organization as MCC (former denomination). They also 
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mixed the number of employed workers, and used the brand Fagor to refer 
to Fagor Electrical Appliances. On the one hand, those that reported on the 
crisis with local coverage (Berria, Deia and DV) were more extensive and 
critical in the reporting.  

 
From a multivocal perspective, the content analysis showed that 

crisis-reporters included a wide range of voices to enrich the news stories. 
All of them had their own perspective on the crisis-story, and make their 
own interpretations and attributions. Each of them adopted different 
strategies to defend their stances, and those positions mutated in the 
unfolding of the crisis. However, in the final cycle of the crisis, journalists 
put the focus only on the Corporation and the different actors that were 
covered in previous events were not included in this phase. Besides, the 
post-crisis phase was not so attractive for newspapers, and little by little 
the position of the crisis reports have been relegated. The outcome of our 
research also shows that journalists used first-hand sources during the 
initial stage of the crisis, but once Txema Gisasola resigns and the 
Corporation remains distant and in silence, reporters deployed non-official 
sources to report on the crisis. This once again emphasizes the importance 
of being open with the media.  

 
To sum up, we could stress that more investigations that analyze the 

role of media in organizational crises are needed. Although this content 
analysis has been primarily oriented by crisis communication theories, 
more theoretical elements from disciplines that investigate media logic 
should be incorporated.  

6.2.3 Delphi Study 

Crisis communication research has increased substantially in recent 
decades. However, this evolution has not taken place in the same fashion 
in all countries. This emerging research discipline has always been a hot 
topic within public relations research, especially with US research 
counterparts. Today, the discipline of crisis management and crisis 
communication is globally recognized by both professionals and 
academics. However, across the literature review of this dissertation, one 
can find that Spanish CC research has not taken off as a field of research 
and academic discipline. More local forums, conferences and educational 
training are needed to gain velocity for takeoff. The existing studies offer a 
descriptive overview of research outcomes, and many of them do not even 
incorporate CC theoretical approaches. This demonstrates that Spanish CC 
scholars are not paying sufficient attention to international theoretical 
contributions, and that there is a lack of innovative CC methodological 
research designs in the field. Besides, very few Spanish scholars participate 
in international crisis communication congresses.  

 



 

To tackle the challenge of investigating the state of CC research and 
education globally, we conducted a qualitative Delphi study among CC 
scholars. The aim was to provide first-hand information and detailed 
insights about both approaches. By analyzing and comparing expert 
opinion on the subject matter at hand, our findings shed light on the 
challenges and opportunities that can help break disciplinary biases, 
forecast new CC acumen, and deepen consensus among CC scholars and 
practitioners on critical and directional issues and priorities.  

 
One of the findings concur with the theoretical gaps present in this 

field, that is to say, crisis-researchers should base their research on existing 
theoretical approaches, and include theories and thinking of additional 
disciplines that have no relation with public relations or that are dominant 
in crisis communication. For crisis experts, it is paramount to build new and 
stronger theoretical variables and to test them systematically, and not only 
replicating or extending existing models with additional factors. In that 
regard, the so-called organization-centric approach and the multiple-actor 
approach should not be confronted but complemented. Also, scholars 
point out that CC research is still descriptive and based mainly on case 
studies. In this regard, experts call for more multi-method approaches to 
enhance research that is significant and impacts within the industry. Crisis 
communication is a discipline with constant connection to practitioners, so 
it is important to transfer the academic acumen to professionals. For that 
purpose, academic institutions should put more effort into providing this 
knowledge to students and future crisis-managers.  

 
When it comes to educational issues, the blind spots are also tied to 

industry needs. Experts suggest that graduate students do not leave the 
university with a solid knowledge to handle a crisis. In fact, they further 
commend that this cognition and preparedness should be fine-tuned on 
placement in the industry. In any case, students should leave the 
classrooms with both skill-based and theory-based knowledge to be 
developed in the workplace.  Additionally, CC educators need to consider 
the opportunities provided by two motivating factors to gain influence and 
improve instructional support at universities: the promising job market in 
CC as CC managers are increasingly gaining importance in companies; and 
the high demand among students that create a strong market for CC 
curriculum or even degree programmes in the future. Additionally, in order 
to deal with global crises, experts claim that CC scholars should include 
more global thinking in their classes, as more and more crises are affecting 
international stakeholders across a wide variety of cultures. According to 
scholars, these cultural factors should also be investigated when 
comparing crisis case studies between countries. 
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6.3 Limitations and research desiderata 

The Dissertation we carried out has been one of the first —if not the 
first— steps in studying crisis communication in the Basque Country. FEA’s 
case study has been demonstrated to be an excellent example of the 
emerging line of strategic communication research that blurs the lines 
between the silos of organizational communication and public relations. 
The different key-aspects of this case study fit nicely with internal and 
external crisis communication research. Additionally, the attention we put 
to the message framing, and to the inclusion of different stakeholders 
groups, with an adequate attention to their stake, experience, level of 
authority, and gender balance has also been strictly assessed. It has also 
been shown to have an adequate research design; which sought to escape 
from the dominant organizational centric approach of public relations. The 
initial point has always been unpacking and understanding knowledge 
claims of crisis communication and also using concepts from this discipline 
to understand this crisis case study. In this regard, FEA’s unique structure, 
that is to say, being part of a conglomerate and different groups of 
cooperatives, provide a compelling argument for why this particular crisis 
is deserving of international scholar’s attention.  

 
However, this also means that there are many areas to be examined in 

the future. Progress should be made locally, especially in the Basque 
Country. This region is deserving of a lengthy study that tackles the state of 
communication and crisis communication in Basque companies, that is to 
say, we need a Basque DIRCOM; a macro study that evaluates systemically 
the general state of communication and, in particular, the state of crisis 
communication in Basque companies. More research projects that seek to 
advance this field will also be welcomed. It is paramount to respond to 
these blind points in order to have a solid starting line for further studies. 
We need to ask, among other questions: Are Basque companies investing 
sufficient resources in crisis communication? Are communication 
managers following crisis communication theoretical models and 
response strategies when handling a crisis? How many companies have a 
crisis communication plan? Do practitioners have sufficient knowledge 
and preparation to undertake a crisis? Doubtlessly, these basic questions 
could help us dig deeper in to this discipline in terms of research and 
education.  

 
More case studies with solid theoretical foundations are also needed. 

We need to avoid rehashing of previous research or the so called “fast 
publications” that have not contributed to advancing the research field. It is 
hard to analyze and collect data from a company in crisis. Indeed, it is 
difficult for whoever wishes to interrogate this, but more effort should be 
devoted to extract valuable inward insights from these companies. In the 
same way, more research with a multivocal design is also needed.  

 



 

The state of Crisis Communication in Basque universities has not been 
examined either. A comparative study among the various academic 
institutions involving students and teachers with both qualitative and 
quantitative data would be of great interest to study in a doctoral thesis.  

 
It is our intention to continue researching and contributing to this 

discipline. Indeed, crises situations like “Zaldibar” (2020) or even the 
handling of Covid-19 (2020) by the Basque authorities and by the civil 
society prove there is still a lot to do and a lot to learn in our home. It is our 
hope that many other researchers will also take a hand in this.  In that 
regard, we look forward to reading more crisis communication theses.   
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7. Eranskinak 

  



 

Eranskina 1: Publizitate industriaren krisi-trazak 
 
EAE 

 
 

Espainia 
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Eranskina 2: Galdetegiak 
 
Eztabaida-taldea “langileak” 
 

1. ¿Qué valor tiene la marca Fagor o Mondragón para vosotros? ¿Qué 
significado tiene? 
 

2. PRECRISIS: Vamos a hablar ahora un poco del Contexto: los 
antecedentes de Fagor 

a. ¿Consideráis que la crisis se podía predecir? 
b. Imaginabais algo así  
c. Que opináis sobre las razones que presentaba Fagor/ Grupo 

Fagor y/o la Corporación para anunciar el cierre de 
Electrodomésticos? 

d. ¿Se os había comunicado algo previamente a la crisis? 
e. ¿Cómo era esa comunicación antes de la crisis en la 

cooperativa? 
 

Cierre: ¿Donde o como tuvisteis noticia del cierre? ¿Cómo se os 
comunica, a través de qué? ¿Cómo os enteráis? 
 

3. CRISIS: Valora la gestión de la comunicación durante la crisis: ¿Cómo 
funcionó la comunicación interna, es decir, ¿cómo se gestionó? 
Teniendo en cuenta que se entiende por comunicación interna todo 
el fluido de información dentro de la empresa y toda aquella 
comunicación que se dirige a los empleados de la empresa. 

a. ¿Ha habido comunicación interna? ¿Ha funcionado? ¿Cómo lo 
valoraríais?  

b. Canales de comunicación, herramientas, recursos, soportes, 
comunicados, reuniones,  etc.  

c. ¿Quien gestionaba la comunicación durante la crisis? ¿A quien 
os decían que os podíais dirigir? 

d. ¿Cómo fue vuestra relación con la empresa durante la crisis? 
e. Reuniones con Fagor / Grupo/ y la Corporación. 
f. Necesidades informativas: ¿os habéis sentido informados? 

¿Desinformados? 
 

RELACIONES CON DISTINTOS ACTORES: Vuestras acciones y 
movilizaciones durante la crisis: 

g. Relación con los medios de comunicación: repercusión 
mediática, confusión de términos, ¿os sentíais identificados 



 

con lo que aparecía en los medios de comunicación? ¿Os 
habéis sentido respondidos por los medios?  

h. Relación con Fagor/ Grupo Fagor/Corporación: atención 
prestada y la respuesta obtenida.  

i. Gobierno Vasco / Diputación: atención prestada y la respuesta 
obtenida 

j. Valoración de los resultados obtenidos.  
 

VALORACIÓN SOBRE LA SOLUCIÓN A LA CRISIS: Entrada en 
concurso de acreedores y plan de reubicación para los trabajadores.  

k. Qué os ha parecido la gestión de las reubicaciones tras el 
cierre de Fagor? Se os ha informado sobre el proceso de 
vuestra reubicación? 

l. Valora la Cooperativa Udalaitz  
m. Colisión entre dos trenes con distintas velocidades.  
n. ¿Cómo os habéis sentido durante la crisis?  

 
4. POSTCRISIS: Valoración de la situación actual.   

a. Se os sigue informando puntualmente sobre los procesos 
internos del concurso de acreedores y/ o de vuestra situación?  

b. ¿Se podría decir que las necesidades informativas han 
aumentado tras la crisis? 

c. ¿Las cooperativas se han vuelto más exigente respecto a la 
comunicación? 

d. Cómo le ha afectado la crisis de Fagor a la reputación de la 
Corporación y del Grupo Fagor?  

e. ¿Consideráis que Fagor ha sido un punto de inflexión en la 
historia de la Corporación? 

f. ¿Os habéis vuelto más exigentes los cooperativis con la 
comunicación interna? 

g. Cuál es la actitud del cooperativismo hacia la comunicación y 
cuales vuestra actitud hacia el cooperativismo.  
 

5. ¿De cara al futuro? 
a. Aspectos positivos y negativos 

¿Algún aspecto que no he mencionado y queréis destacar? 
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Eztabaida-taldea “kazetariak” 
 

1. Fagor: contexto general y noticia del cierre:  
a. ¿Conocíais a Fagor Electrodomésticos? ¿Erais conscientes de 

la situación que atravesaba Fagor? 
b. A caso el cierre ¿Os pillo por sorpresa? ¿Cómo os enterasteis?  

2. Relación con Fagor Electrodomésticos: antes, durante y después de 
la crisis.  

3. Cobertura mediática  
a. Cobertura del cierre de Electrodomésticos. ¿Cómo seguisteis 

el suceso?  
b. Fuentes de información y objetividad de los periodistas.  
c. Cobertura: 

i. ¿Por qué creéis que tuvo tal cobertura mediática? ¿Qué 
factores influyeron en el tratamiento?  

ii. ¿Cuáles han sido los hitos o principales sucesos en esta 
crisis? Dimisión, Gobierno Vasco, manifestaciones, 
plataformas, nombramiento del nuevo presidente, 
¿etc.? 

d. Relación medios de comunicación regionales, provinciales, 
estatales, internacionales  

i. Goiena: Siendo un medio local, ¿Cómo seguisteis el 
suceso? 

ii. ¿Cómo contrastabais la información? Os informasteis 
acerca de las empresas que componían el Grupo Fagor.  

iii. Fagor Electrodomésticos VS Fagor: malentendidos. 
e. Tiempo de respuesta que tenía Fagor y la Corporación a las 

demandas de información. 
i. Canales de información y mecanismos utilizados: Notas 

de prensa, comunicados, ruedas de prensa, portales 
específicos, teléfonos, portavoces. ¿Era suficiente? 
¿Facilitaba la tarea periodística?  

ii. Valorar la credibilidad. ¿Han generado expectativas 
sobre la facilidad para superar el problema? 

4. Relación con los responsables de comunicación.  
a. Gobierno Vasco VS Corporación VS Electrodomésticos.  
b. ¿Habéis recibido presiones por parte de la Corporación? Os 

han pedido que publiquéis algo en concreto, convocado para 
algún acto, ¿o que vetéis a algún colectivo?  

c. ¿Cómo valoraríais el trato recibido?   
5. Relación con los trabajadores:  
6. Valoración de la gestión de la crisis:  



 

a. ¿Cuales han sido los fallos y aciertos de Fagor y la 
Corporación? 

7. Valoración de la situación actual.  
a. Comunicación de CATA, Mondragon eta Fagorren. ¿Creéis que 

deberían seguir comunicando sus proyectos? ¿En ese caso, 
tendría algún interés mediático?  

8. Mediáticamente, ¿que valor ha tenido la crisis de Fagor para el 
medio en el que trabajáis?  

9. Valoración de la crisis desde el punto de vista de la comunicación: 
PEDIR TÍTULAR.  

10. POST CRISIS: Valoración general de la fase post crisis. ¿Dais por 
cerrada la crisis?  

 
Para terminar, cómo calificaríais el trato recibido por la empresa: antes, 
durante y después de la crisis. 
 
BUENA/ MUY BUENA/ MALA/ REGULAR/ MUY MALA/ 

11. ¿Algún aspecto que no haya mencionado y queréis subrayar? 
 

 
Annex 3. News articles 

 
 
 
 














































































































































