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Introduction 

Matt & Nat is a Canadian handbag and accessories company located in Montreal, Canada that 

provides quality vegan-leather goods. Their products are made of recycled plastics, items 

such as rubber and cork along with polyvinylchloride (Matt and Nat, 2017). Matt & Nat 

operates out of their head office in Montreal but manufactures out of Asia (Dina Khamara, 

2017). Their goal is to create quality vegan accessories with a love for nature and all beings 

(Matt & Nat, 2017).  

 

Description of the Organization  

The name Matt & Nat originates from an emphasis on materials and nature, hence the name 

forming from MAT(T)erials and NATure (Matt & Nat, 2017). A key component of their 

values at Matt & Nat are being ethical and sustainable (Matt & Nat, 2017). 

 

Matt & Nat products are available across Canada and internationally through their 

ecommerce store on their website (Matt & Nat, 2017). They also partner with various retail 

stores, distributors and wholesalers to offer their products at multiple brick and mortar 

locations or online (Matt & Nat, 2017). Some of the major retailers that carries their products 

are Chapters Indigo, ASOS, Urban Outfitters and Nordstrom (Matt & Nat, 2017). Other 

boutique stores such as the Latest Scoop in Vancouver also carry Matt & Nat goods (Matt & 

Nat, 2017).  

 

One of the values that Matt & Nat is heavily focused on is the idea of transparency (Matt & 

Nat, 2017). On their website, they do not hinder away from the fact that most of their 

products are made in China (Matt & Nat, 2017). However, they tend to waver from their goal 

of transparency as they do not offer any publically available information on their annual 

sales, their code of conduct for suppliers, their supply chain process, or specifications on their 

suppliers and manufacturers (Kohli, 2017). Also, it states on their website that one of their 

factories is SA8000® Standard (Matt & Nat, 2017).  SA8000® Standard means that the 

factory undergoes various revisions and is monitored closely to ensure ethical treatment of 

workers (SAI, 2017). However, there isn’t any information available on the environment of 

the other factories that supply Matt & Nat products or on the ways that the organization 

monitors their manufacturing process (Kohli, 2017). 

  

http://www.sa-intl.org/_data/global/files/SA8000Standard2014(3).pdf
http://www.sa-intl.org/_data/global/files/SA8000Standard2014(1).pdf
http://www.sa-intl.org/_data/global/files/SA8000Standard2014(3).pdf
http://www.sa-intl.org/_data/global/files/SA8000Standard2014(1).pdf


Communications Climate 

The current communications climate for Matt & Nat has been heavily targeted around the 

ethics behind fashion. The fashion industry has been shifting towards offering more 

sustainable and ethically-conscious goods (Ditty, 2016). Research now shows that consumers 

are willing to pay a premium price for goods if the goods are created ethically (Ditty, 2016). 

The concern of ethics and morality has been one that has been brought up many times in the 

fashion industry (Ditty, 2016).  

 

One of the greatest disaster for the sake of fashion was the Rana Plaza collapse in Bangladesh 

in 2013 (The Economist, 2013). Over a thousand workers were killed when a large 

manufacturing building collapsed and killed many workers that supplied goods for various 

big box retailers (The Economist, 2013). This sparked a conversation on corporate social 

responsibility and the need for retailers to be aware of their supply chain and show 

responsibility for the safety and rights of their workers (The Economist, 2013). Since the 

tragedy, large retailers such as H&M and the Gap have worked in improving the conditions 

for workers especially in Bangladesh (Kasperkevic, 2016).  

 

The Rana Plaza collapse relates to Matt & Nat since Matt & Nat also manufactures most of 

its products in Asia and their need to be ethically-conscious and to have corporate social 

responsibility is key to preventing this sort of crisis.  

 

Another part of the communications climate is the need for consumers to know where their 

products are produced, manufactured and to be informed of the entire supply chain process 

when it comes to fashion (CBC, 2016). One of the movements that has really encouraged 

people to consider their buying options has been the “Who Made My Clothes?” campaign by 

Fashion Revolution which also encompasses Fashion Revolution Week (CBC, 2016). 

Fashion Revolution is focused around promoting transparency and creating awareness for the 

people involved in supplying goods for the fashion industry (Fashion Revolution, n.d.).  

 

Through this, it is vital for Matt & Nat to understand the importance of transparency and the 

need for ethical treatment of workers as this sort of climate is tense as people progress into 

ethical fashion. 

 

The Issue  

This crisis communications plan outlines key information that would be required by Matt & 

Nat if there were to be lives lost in a fire at one of the factories that supplies their goods in 

China.  

  



Statement of Issue 

“We are deeply saddened by the tragedy that has taken place at one of our factories in China. 

We are in the process of investigating and are working closely with authorities to determine 

the cause of this tragic fire. Any of our workers or affiliates that are directly or indirectly 

affected by this tragedy will be supported by Matt & Nat. There is nothing more that we 

value than our beloved employees and manufactures. We will inform appropriate sources as 

more information arises.” 

 

Goals of the Plan 

1. To ensure that Matt & Nat is providing support for all the employees, manufacturers 

and people affected by the fire. 

2. To show empathy towards the victims. 

3. To implement appropriate action items that ensure Matt & Nat is involved in 

supporting and contributing to the betterment of the people and the families affected 

by the incident. 

4. To appropriately inform all relevant sources as new information is available and to 

maintain transparency. 

 

Details of Crisis Team 

The following members may be reached in the event that this crisis occurs:  

 

Manny Kohli  

CEO & President at Matt & Nat 

Email: kohli@mattnat.ca  Phone: 908.978.9999 

Mr. Kohli will need to be informed on all aspects of the incident such as the location, people 

involved, etc. This factual information will be provided from the communications team to 

Mr.Kohli. He will also be the spokesperson for this incident as he has been the face of the 

brand in various interviews for the past couple of years.  

 

ABC 

Communications Coordinator at Matt & Nat 

Email: abc@mattnat.ca Phone: 908.900.8888 

ABC will need to be in charge of creating and overseeing the creation of all press materials in 

the event of the crisis. ABC will be required to lead the communications team in all aspects 

of the crisis communications such as statements released via social media and to arrange 

press conferences or other mediums of communications.  

  



 

XYZ 

Social Media Coordinator at Matt & Nat 

Email: xyz@mattnat.ca Phone: 908.666.7777 

XYZ is in charge of all social media activities by Matt & Nat. XYZ will be reporting to the 

communications director and working in line with the other communications activities to 

ensure the social media is in line with other communications initiatives.  

 

EFG 

Head Manufacturing Lead at Matt & Nat 

Email: efg@mattnat.ca Phone: 678.9876.98765 

EFG is the first person to call as EFG resides in China and will be able to visit the site as 

soon as possible. EFG is the main point of direct contact with the production facility in 

China. EFG is responsible for ensuring factual information is relayed internally to Matt & 

Nat for effective communication. EFG’s main responsibilities include monitoring the 

manufacturing facilities in China. In the event of a fire, EFG will be responsible for ensuring 

employees are safe and contacting appropriate authorities to get immediate help. EFG is in 

charge of monitoring and liaising with manufacturers and suppliers in China.  

 

 

 

Determination of Severity 

Since this incident involves a fire at one of the manufacturing facilities of Matt & Nat in 

China, there is a great level of severity to this crisis. There may be many innocent people 

injured and some lives may be taken, the severity is immense for this situation. It could 

potentially harm the reputation of Matt & Nat inevitably if handled poorly.  

  



Stakeholder Analysis 

 

● Consumers: Beloved customers and prospect customers may heavily impact this 

crisis. They may vary on levels of interest with the brand and the crisis at hand but 

will need to be heavily informed in order to show transparency. This stakeholder 

group values brands that care about the lives of innocent people and the messaging 

catered towards this group needs to reflect a sense of sympathy. The consumer group 

also needs to be informed of the ways Matt & Nat plans on rebuilding after this crisis 

and the steps that are being taken to support the victims and prevention strategies as 

well.  

● Employees: The employee stakeholder group consists of Matt & Nat’s employees at 

the headquarters in Montreal and across the globe that are employed by Matt & Nat. 

This group needs to be aware of the crisis and must understand that the company 

cares for its employees. This sort of crisis may hinder the employees from fully 

trusting Matt & Nat in protecting their safety and their rights. In the wake of the crisis, 

it is important to reassure the employees that Matt & Nat cares about its workers and 

employees and will do whatever they can to make this right. 

● Retailers That Carry Matt & Nat Products: Several retailers such as Chapters 

Indigo, Urban Outfitters and Nordstrom carry Matt & Nat products so it is vital to 

keep this stakeholder group in mind. These retailers account for a large sum of sales 

for the products so it is essential to cater messaging towards this group as well. The 

retailers will be heavily influenced by their own consumers at their stores and will try 

to keep their products in line with the needs of their consumers. They will be 

interested in the way Matt & Nat handles this crisis as that may determine if they 

carry the product any longer.  

● Manufacturers/Suppliers: Manufacturers and suppliers located in China are also a 

major stakeholder group as almost all Matt & Nat products are made in China. This 

group will be influenced by their local media and the crisis itself as they may also be 

directly affected. There needs to be a sense of humanity in the communication 

initiatives towards this group as they may be suffering from large monetary loss and 

the loss of lives. This group also includes the manufacturers and the suppliers that 

aren’t directly affected but are also located in China. It will be important to keep the 

messaging consistent and to ensure that this group trusts Matt & Nat to support them. 

● Media: The media consists of all aspects of the media including print, broadcast, 

radio, and social in Canada, and across the globe. There needs to be consistent 

messaging that doesn’t sound redundant, is clear, transparent and has a sense of 

empathy. Matt & Nat will need to focus on creating several key messages that will be 

the basis of questions and concerns posed by the media. There will need to be 

effective planning in place such as possible Q’s and A’s and fact sheets ready to 

answer to this stakeholder group. The media can heavily influence the minds of the 

consumer, the partners and various other stakeholders so it is important to manage this 

stakeholder group precisely.  



● Government of Canada: Since Matt & Nat has its headquarters in Canada, the 

government may need to be involved depending on the way the crisis unfolds. The 

government is concerned about ethical and legal practices when it comes to 

manufacturing abroad. Matt & Nat must report to any authorities that require further 

information or need to be informed about any of Matt & Nat’s activities abroad. 

● Government of China: The authorities in China such as the fire department will be a 

stakeholder group that Matt & Nat needs to work alongside to ensure the company 

obtains correct facts. Compliance with the authorities is also vital as this may cause a 

crisis in itself if Matt & Nat isn’t complying fully.  

● Ethical Fashion Forum (EFF): This group is focused on ethically-conscious fashion 

and will be heavily involved with this crisis due to personal interest. EFF may also 

begin protests and their reach in the fashion world will create a disastrous reputation 

for Matt & Nat if this group isn’t monitored and kept in the loop.  

● Residents of Montreal, Quebec: This stakeholder group may be angry at Matt & Nat 

for this crisis and may decide to boycott the brand or protest outside the headquarters 

in Montreal. In order to communicate with protesters, it will be best to let them know 

that they have freedom of speech and we are listening to their concerns.  

● Victims and the affected community: In communicating with the victims and the 

family, Matt & Nat needs to keep in mind the lives that have been affected due to this 

tragic incident. There needs to be compassion shown from the company towards these 

people. This group will be seeking monetary, mental and other forms of support and 

Matt & Nat must listen to their concerns and put the victims first. This group will be 

influenced by their first-hand experience and their voices must be heard and not 

silenced by the company. They will need to be informed of the various support 

services that Matt & Nat will offer to the victims and how they can obtain these 

services.  

 

Stakeholder Map 

Keep Satisfied 

1. Consumers 

2. Retailers that carry Matt & Nat 

products 

3. Employees 

Manage Closely 

1. Victims and affected community 

2. Manufacturers/Suppliers 

Monitor 

1. Media 

2. Residents of Montreal, Quebec 

3. Ethical Fashion Forum (EFF) 

Keep Informed 

1. Media 

2. Government of China  

3. Government of Canada 

 

  



Stages of Crisis  

 

Day 1- Hour 1:  

- Gather executive team at Matt & Nat headquarters and discuss all of the available 

information. 

- Contact sources in China to ensure the company is notified as more information 

becomes available. 

- Communications team meeting to discuss and embody key messaging. 

- Manage social media and post a holding statement about the tragedy. 

- Communicate with the CEO about this crisis and craft a statement on his behalf. 

 

Day 1- Hour 2: 

- Coordinate with the Head Manufacturing Lead in China to gain more insight into the 

crisis. 

- Coordinate and direct a team of crisis line workers at the site of the tragedy for 

immediate support for victims. 

- Communications team to monitor media outlets for the media’s view on this incident.  

- Call authorities in charge of the manufacturing sites to inform them and offer support. 

- Release a statement from the CEO that acts as a holding statement as the company is 

still seeking new information and nothing is concrete.  

 

Day 1- Hours 3-5: 

- Answer any calls from the media and focus on key messages. 

- As new information arises, inform the public via social media and inform traditional 

media as well in North America primarily. 

- Send out an email to all employees of Matt & Nat via the intranet informing them of 

this incident and to reassure them that the organization cares about its employees.  

- Coach the CEO on being the spokesperson for this crisis.  

- Provide on-site medical care for injured victims in China at the site of the incident. 

 

Day 1- Hours 5-12: 

- Ensure media is kept informed. 

- Prepare the CEO to go to China and be at the forefront of the crisis. 

- Manage social media and provide updates as new information arises.  

- Provide a help hotline in the local language for Chinese citizens affected by the 

tragedy.  

- Ensure all the initiatives are being communicated via social so that the public is aware 

of the steps being taken by Matt & Nat. 

 

Day 2- Hours 1-5: 

- Hold a crisis team meeting to go over any new information. 

- Monitor the media for any new insights and perspectives.  



- Send out a follow-up email to all employees of Matt & Nat via the intranet informing 

them of new information and ensuring they are in the loop. 

- Ensure the CEO is in China and speaking with local authorities and supporting 

victims and their families. 

- Monitor the hotline and stay in touch with the Head Manufacturing Lead to learn 

about any new information. 

- Communications team to monitor the effect online of this crisis and to measure if it is 

gaining traction. 

 

Day 2- Hours 5-10 

- Monitor social media posts to calculate the views of the public to scale the impact of 

the crisis.  

- Monitor media outlets and fashion media outlets in particular. 

- Communicate with authorities to determine the cause of the fire.  

- The CEO or crisis line workers to meet with the families affected and offer 

condolences.  

- Matt & Nat to cover the cost of any medical expenses for the workers that are affected 

by the fire and to communicate this to the families, via the hotline, and social media. 

 

Day 3-10 

- Create a plan of action for implementing an annual fire-safety workshop for all 

workers in all of Matt & Nat’s manufacturing locations in China. 

- Hire a small team of employees that will work out of China and be the point of 

contact and will support the Head Manufacturing Lead in the event of any other 

incidents. This team will also conduct weekly visits of all the factories to ensure the 

workers are treated ethically.  

 

Day 10-20 

- Coordinate with the Ethical Fashion Forum to become one of their sponsors or 

partners and amplify this via social media.  

- Monitor the crisis online on social media and on various media outlets.  

 

Day 21 

- Conduct a team meeting with the crisis team to discuss the impact of this crisis and to 

thank them for their work. 

- Send out an email to all employees informing them of the tactics taken by the 

organization to ensure this sort of crisis doesn’t happen again.  

 

Day 22-30 

- CEO to conduct interviews with media to talk about the new initiatives implemented 

by Matt & Nat (such as the fire-safety program for manufacturers and their 

partnership with EFF).  

 



Key Messages  

The key messages need to focus on supporting the victims and their families and there needs 

to be empathy involved in the messaging to show that the organization is taking this seriously 

and values their workers and manufacturers. The key messages will need to be catered around 

which cluster this crisis will fall under depending on the outcome of the investigation 

conducted after the fire.  

- We offer our sincerest condolences to the friends and family that have lost a loved 

one in this tragic incident at one of our manufacturing locations in China. 

- Matt & Nat is focused on transparency and ethically-conscious production of our 

goods.  

- We value all our employees and workers more than anything as they work tirelessly to 

produce Matt & Nat goods. We are willing to support them in any way possible.  

- We are working alongside authorities to determine the cause of this fire and will 

update the public as soon as new information is concrete and available.  

- We are willing to implement any initiatives to ensure this sort of incident doesn’t 

occur again.  

 

 

Target Publics  

All stakeholder groups will need to be a part of the target public which includes:  

- Employees 

- Consumers 

- Retailers that carry Matt & Nat products 

- Media (social media, traditional media, influencers) 

- Victims and affected community 

- Manufacturers/Suppliers 

- Government of China 

- Government of Canada 

- Ethical Fashion Forum (EFF) 

- Residents of Montreal, Quebec 

 

Strategies & Tactics 

- Communicate effectively with all internal and external stakeholders 

- Through social media, interviews with the media and calls with the 

media. 

- To the residents in China via the hotline for victims 

- According to the SCCT theory by Timothy Coombs, for this crisis, in regards to 

response strategies, there will either be denial on part of the organization or the 

apology strategy will be used for this incident.  

- This information will be relayed via social media and through various 

media outlets (outlets that are currently covering the story).  

- There will be an official statement from the CEO post-crisis that will 

either ask for forgiveness or deny that Matt & Nat is the reason for the 

fire. 



- Matt & Nat will implement initiatives to prevent this from happening again. 

- Hold annual fire-safety workshops at all manufacturing locations.  

- Partner with EFF to support them in their mission to change the 

fashion industry and promote ethical fashion. 

- Create a team of employees in China that oversee the manufacturing 

process and work as a liaison between the organization and its 

suppliers.  

- Promote these initiatives for prevention on social media to inform the 

public.  

 

Evaluation  

To measure the impact of the crisis the organization will need to monitor social media and 

media outlets carefully for upcoming months and years depending on the severity of the 

impact the crisis has had on society. There will also need to be internal meetings with the 

communications team to report monthly on the traction this crisis is obtaining. There should 

also be monitoring of sales and profits as these are directly linked with reputation.  

 

Summary and Conclusion 

All in all, this crisis communications plan for Matt & Nat includes on the crisis itself and 

ways to manage it effectively. The plan also encompasses various SCCT theories such as the 

use of response strategies and identification of crisis and arranging it a specific cluster to 

determine the key messages. In following the plan and making adjustments as new 

information arises, Matt & Nat will hopefully be able to manage this crisis if it were to 

happen in the future.  
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