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Stock Value Plummets 90% 
Trading Halted at 11:10 AM 

Stock Closes Down  
10% For The Day 
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The Role of Social in a Crisis 

Instigator Accelerant Extinguisher 

@dallaslawrence 
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Social Continues to Evolve and Grow 
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79% OF Companies believe they are only 12 months from a 
crisis – over 50% think this will happen in the digital space 

Global 

Controversial company developments 50% 

Online or digital security failure  47% 

Logistic difficulties 47% 
Intense regulatory scrutiny of your product or 
company 45% 

Critical or negative new media campaigns 43% 

Danger to product safety 42% 
Technical accidents  40% 
Intense political scrutiny of your product or 
company 40% 

Criminal actions 33% 
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Benefits Outweigh the Risks? 

6 out of 10 
companies 

surveyed lack a 
social media  

crisis plan 
 

Continuity Insights Poll of 270 Companies: Crisis 
Communications 2014: Social Media & Notification Systems 
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Who’s In Charge? 

@dallaslawrence 

1 out of 4 
companies 

surveyed have  
no 

employee 
policy for 
social media 

 
Continuity Insights Poll of 270 Companies: Crisis 
Communications 2014: Social Media & Notification Systems 

Presenter
Presentation Notes
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1. Overwhelming majority of companies know when their next 

crisis will occur (less than 12 month) 
 

2. They know where it will likely occur (online) 
 

3. They know they are not prepared to address it and they know 
why (inability to respond) 
 

4. They have no plan to respond. 
 

5. No one is in charge.  
 
 

The Perfect Storm 
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Lesson 1: Know & Engage Key Conversation Drivers 
Early & Often 
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IKEA: Crisis Drives Conversation 

70% of 
conversation on 
Twitter  

@dallaslawrence 

Presenter
Presentation Notes
IKEA averages 20,000 daily mentions on social media. Yesterday, the number of mentions nearly tripled – presenting a management and engagement challenge.
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Influencers: Indentify Those Most Likely to Impact 
Conversation 

493,878 followers 
“IKEA's Saudi Arabia catalog erases women." 
BBC http://bit.ly/P72wC7  
 

365,803 followers 
IKEA removes women from 2012 Saudi Arabian IKEA 
cataloghttp://9gag.com/gag/5502143?ref=t … vía @9GAG 
 

456,107 followers 
Ikea removes all women from it's Saudi 
catalogue!http://www.heraldsun.com.au/business/ikea 

498,768 followers 
RT @iMDRW: Wow! IKEA Regrets Women Erased From Saudi 
Catalog http://abcn.ws/Sh9oxP  

@dallaslawrence 

http://t.co/iAM3eHKJ
https://twitter.com/9GAG
http://www.heraldsun.com.au/business/ikea
http://abcn.ws/Sh9oxP%C2%A0
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Lesson 2: Actively Monitor Not Just Your 
Reputation But the Activities of Your Protagonist(s) 

@dallaslawrence 
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Lesson 3: Avoid The Information Vacuum – It Sucks  

@dallaslawrence 
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Lesson 4: Be Where Your Crisis Is 

@dallaslawrence 
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Lesson 5: Own Your Brand in Social… 
Before Someone Else Does 

@dallaslawrence 



20 

“I routinely track down potential interviews 
by sending out a Tweet. Most recently, we 

came across a number of Toyota car 
owners who fell under the recent recalls.”  

 
—Chris O‘Conell  

ABC News Anchor / Reporter 

Lesson 6: Social Media Relations 

@dallaslawrence 
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Journalists are Social 



22 



23 

“And justice has won.” 

• @Boston_Police confirm capture of second suspect on Twitter 

 

 

 

 

 

 

 

@dallaslawrence 

The Associated Press runs a story moments later titled:  

“Justice Has Won” 
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Total: 511,666  Twitter followers 

Lesson 7: People Not Logos 

@dallaslawrence 

Presenter
Presentation Notes
@medvedevRussiaE (his more personal handle in English): 103,677 followers��@medvedevRussia (more personal handle in Russian): 322,865 followers��@kremlinrussiaE (official news in english): 16,642 followers��@kremlinRussia (official news in Russian): 68, 482 followers��For a total of: 511,666 followers��As a comparison, @BarackObama has 8,482,287 followers, 
@DalaiLama has 1,852,797 followers, 
@QueenRania of Jordan has 1,552,915 followers
@dilmabr (Dilma Roussef, president of Brazil) has 612,055 followers, 
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[     ] 
1 Million+ 

YouTube Videos Tweeted Every Day 

Lesson 8: Integration Is Key 

@dallaslawrence 
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Lesson 9: Be Sure You Know What You Are Talking 
About 

@dallaslawrence 
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Lesson 10: When You Blow It, Own Up To It Quickly 

@dallaslawrence 
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60 Seconds, Thousands of Tweets, A Million Views 
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Lesson 11: When All Else Fails, Don’t Forget Humor 

@dallaslawrence 
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• Story Published 
• Promoted Tweets 

Campaign Launched 

• Campaign ends: 
- 297,000 Impressions 
- 2,313 Clicks 

Lesson 12: Integrate Paid And Earned 

@dallaslawrence 
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3/4s of 
posts 

contain 
potentially 
actionable 

product 
improvement 

insights
 

Lesson 13: Make Some Lemonade 

@dallaslawrence 
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“Before, it would have 
taken us months and 
months to figure out if 
something was wrong 
with the product 
through returns, if we 
ever would have known 
at all” 

– Steve Fuller 
L.L. Bean's Chief Marketing Officer 
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Lesson 14: If You Are In Business Today, You Are In 
The Business of Data 

61% 
of compliance 
professionals 

believe they are 
either somewhat 
or very likely to 

have a data 
breach

 

@dallaslawrence 
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Lesson 14.5 – In a Breach Don’t Become the Villain 

“One of the frustrating things about the entire 
incident is that Sony has been extremely 
unclear about whether users' credit cards 
were stolen.  In all of its statements it 
adopted ambiguous legal language-
esque passages, which while not saying 
the cards numbers were stolen, also did not 
rule out the possibility.” 
 
 …”Sony is facing pressure from 
politicians about its failure to clarify the 
situation to the public.  Connecticut Senator 
Richard Blumenthal (D-Conn.) sent a letter to 
Sony on Tuesday demanding that it clarify 
whether or not credit cards were stolen.  In the 
letter he says he will call on the U.S. Attorney 
General, Eric Holder, to probe whether or not 
Sony should be held criminally or civilly 
liable for losing its customers personal 
information, including, potentially, financial 
records.” 
 
 

http://www.dailytech.com/Top+Democrat+Demands+Answers+From+Sony+About+Possible+Credit+Card+Theft/article21478.htm
http://www.dailytech.com/Top+Democrat+Demands+Answers+From+Sony+About+Possible+Credit+Card+Theft/article21478.htm
http://blumenthal.senate.gov/
http://blumenthal.senate.gov/
http://blumenthal.senate.gov/press/release/index.cfm?id=6016D985-72A9-4386-8D22-4A883A4A5661
http://www.justice.gov/ag/
http://www.justice.gov/ag/
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Lesson 15: Have Clear Employee Rules And 
Training for Social Engagement 

@dallaslawrence 
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Lesson 16: Don’t Forget Your Secret Weapon 

Your 
Employees 
can be your most 

powerful allies 
online…if you 

engage and arm 
them in time

 

@dallaslawrence 
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You work for a large retail company with strong consumer loyalty and a 
reputation for caring about your customers.  You have customers in every 
state and you do a robust online business.    
 
Earlier in the year you installed a state-of-the-art IT security system that 
has just detected a breach potentially impacting personally identifiable 
customer data.   
 
It is the middle of the holiday shopping season, the next two weeks will 
make or break your company’s financial performance for the year.   
 

Reputation Team Exercise 
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It has been several days since your security systems detected the 
incursion.   

The incident appears contained from the public for the time being.   

The FBI has just contacted your office sharing information they believe 
shows a sizable data breach has occurred related to your secure credit 
card files.   Your forensics team confirms the breach.  

It immediately becomes clear that PII was breached and potentially 
millions of consumers during the Christmas holiday are in danger. 
Yet, the story has remained contained.  It is the last week before 
Christmas – anything that disrupts your sales this week will ruin 
your entire year.    

Breaking news: 
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• Nov. 27 - Dec. 15, 2013: PII for 40 million customers who used 
credit and debit cards at U.S. stores are 

• Dec. 13: Target meets with Justice Department.  

• Dec. 14: Target hires a third-party forensics team. 

• Dec. 15: Target confirms that criminals had infiltrated its 
system. Public remains unaware of the breach. 

• Dec. 18: First public report - Secret Service investigates. 

• Dec. 19: Target publicly acknowledges the breach. Customers 
jam Target’s website and customer service hotlines. 

• Dec. 20: Target says very few credit cards compromised by the 
breach have resulted in fraud and announces it has no 
indication that birth dates or SSNs were breached. 

60 Days: How It Really Played Out 
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• Dec. 21: JPMorgan Chase & Co. places daily limits on 
spending and withdrawals for its customers affected. 

• Dec. 22: Transactions at Target fell 4 percent compared to the 
year earlier on the last weekend of holiday shopping.  

• Dec. 27: An ongoing investigation by a third-party forensics unit 
finds that encrypted debit card PIN information was accessed, 
but Target says it believes PIN numbers remain secure. 

• Jan. 10, 2014: Target says an additional 70 million customers 
had PII stolen, including emails.  

• Feb. 4: Target testifies before the U.S. Senate.. 
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Cost Benefit Analysis? 
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1. It is a matter of “when” not if your next crisis will 
occur. 

2. Don’t fool yourself – you cannot control when the 
public finds out.  

3. In today’s world, there is an expectation that you 
will put the public first in your actions.   

4. Don’t become the villain if you are the victim.  
5. If you made a mistake, own it quickly and show what 

you are doing to fix the problem. 

6. Don’t miss your opportunity to pivot.  
 

Crisis Take-Aways 
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