  The goal of a company's public relations is to maintain a positive image with the public, including consumers, government officials and their shareholders (Solomon, Marshall and Stuart, 2018). Their role is to take negative press and present it in the most positive way to help lessen the damaging consequences (Solomon, Marshall and Stuart, 2018). Negative publicity can damage corporate image and the media has a tendency to report bad news rather than positive news so companies are more likely to receive bad press over positive press (Dean, 2004).
     ExxonMobil is a giant in the oil industry and in 1989 they had an oil spill off the coast of Alaska, dumping 250,000 barrels of oil into the Prince William Sound. At the time, Exxon's handling of the spill was highly criticized (Holusha, 1989). A few of the criticisms includes:
· Exxon's chairman sent lower-ranking executives to deal with the spill instead of going himself and taking charge
· Exxon concentrated its news briefings in Valdez and did not update its media relations people anywhere else
· Top executives declines to comment for a week, adding to the impression that the company was not responding appropriately
· Exxon's public statements contradicted other sources
· Exxon apologized for the spill but did not accept responsibility (Holusha, 1989).
     At time, Exxon defended their actions by saying that their first priority was to remove the remaining millions of oil off the tanker (Holusha, 1989). Their handling of the oil spill crisis was a public relationships disaster and had consequences for the oil industry as a whole, leading to Congress shelving plans to drill into the Alaskan National Wildlife Refuge (Holusha, 1989). Now, Exxon has acknowledged their involvement in that accident, calling it "one of the lowest points in ExxonMobil's long history" (The Valdez oil spill, 2018). However, they go on to mention that they took immediate responsibility for the spill, while sources at the time declare otherwise (The Valdez oil spill, 2018). According to their website they have since taken more measures to improve oil-spill prevention, including improve the construction of their vessels and improving their vessel-management techniques (The Valdez oil spill, 2018). They have also improved their response capability as they are a founding member of every major oil spill-response organization throughout the world, they hold frequent oil spill drills and hand-on-training and they have developed new spill-detecting technology (The Valdez oil spill, 2018). The way a company responds to an event, their reputation for social responsibility and a company's responsibility for an event all contribute to the publicity of a company, whether good or bad (Dean, 2004). Exxon now has a better understanding on how to handle a crisis and how to go about lessening the consequences, should sometime like this happen again.
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