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DIgITal PR

How Southwest Put Social Media at the Center of 
Its Business and Why It Worked on Bloody Sunday

800 of its 3,400 flights. as it turns out, the communication 
and social business teams were mainstays of the airline’s 
response, which in an online piece PR news praised for its 
“nonstop stream of tweets to individual passengers” and the 
use of its blog to keep customers informed. also praised was 
the pizza sW employees served to customers waiting on long 
lines that day at laX. “It’s not much, but it shows that the 
company understood it should do something for customers 

[Editor’s Note: In our conversations with PR and marketing 
executives, a recurring theme is how brands are struggling to 
take their social media to a higher level. That’s where South-
west Airlines was several years ago. Weeks ago we asked 
linda Rutherford, VP, communication and outreach for south-
west, to explain what the brand did to reshape its social me-
dia effort. By coincidence (we’re good, but not that good) two 
sundays ago, a technical glitch hit the airline, delaying some 

I faced an embarrassing moment one time during a presen-
tation to more than 300 risk management professionals. It 
happened when I candidly answered a question about what 
I would have done to better handle communications immedi-
ately after the 2010 BP gulf oil spill. 

Off the top of my head, I recommended that selecting dif-
ferent spokespeople, using more online visuals, inviting jour-
nalists aboard oil-spill cleanup boats and crafting more em-
pathetic public statements might have made a difference.

I also suggested the company may have detoured from its 
crisis communications plan under pressure from attorneys 
anticipating massive litigation.

as soon as I finished, a 
young man dressed in a dark 
suit and wearing black-rimmed 
eyeglasses raised his hand 
and shot up from his chair in 
the last row of seats. “I’m from BP,” he declared. “and 
I helped manage communications for the gulf spill. We 
worked from a crisis plan, but the news media was hos-
tile to us from the beginning and things happened during 
the crisis that no one could have predicted. no matter 
what we did, we were criticized.”

5 Ways to Make Your Crisis Plan Work 
When It Goes From Tabletop to Reality

BY GENE GRABOWSKI, PARTNER, KGLOBAL

TOP BRANDS VIE FOR DIGITAL PR AWARDS
The Digital PR award finalists are included in this issue of PR news. see who made the short list, and 
join us at the november 9 awards luncheon in nYC. For more information visit prnewsonline.com
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in the moment and in person, beyond tweeting 
and advising,” prnewsonline.com wrote. so we 
also asked Rutherford  about social’s role during 
that difficult day. her comments are below. ]  

as many brands finding their way in social, south-
west airlines tested a lot of things to see what 
would stick. We didn’t start with a strategy. In-
stead we started with a conversation. We began 
with a corporate blog, nutsaboutsouthwest.com, 
which launched in 2006. It was a great platform 
to show southwest’s personality and allowed us 
to dial up different voices by featuring employ-
ees in various positions, from network planner 
to mechanic. It created conversations with our 
fans and southwest devotees and allowed them 
to get a behind-the-scenes view of the airline. 
From there, we started a Facebook fan page and 
got ourselves a Twitter handle and watched ex-
citedly as our followers went from 70 to 1,000 
to one million and so on. 

We wanted permission to play with our fans 
in the spaces where they spent time: Twitter, 
Facebook, Pinterest and Instagram. We contin-
ued to grow our fan base during the next several 
years. 

 at this point, with an established fan base 
across platforms, it probably would have been 
easier to stay the course, keeping our social ef-
fort doing what it was doing. Instead we took a 
different path—we hit the pause button at the 
end of 2012. For one year. 

We used the time to utilize some outside 
thinking from PwC and Altimeter Group to 
evolve our thinking about social media. as a 
result, we stepped back and thought, “OK, now 
what?” We had been successful in creating re-
lationships, surprising and delighting custom-
ers and raising awareness of our product. What 
did we need to do to take our social media ac-
tivities to the next level? 

Silo Busting and the Thought Process:1.  We 
decided the first thing we needed to do was break 
down social silos. second, we decided we would 
adopt a particular way to think about social. We 
concluded it would work best for us to put social 
at the center of what we do rather than making it 
a “bolt on” to our other activities.

 Location, Location, Location:2.  We spent 
considerable time discussing where a team to 
oversee social should reside. The easy answers: 

in communications 
and/or marketing. 
But, we still had con-
cerns about silos. In-
stead, we decided to 
create a hub Team at the enterprise level, with 
representatives from across the company, with 
both solid- and dotted-line reporting relation-
ships to underscore the importance of working 
across disciplines and collaboratively. The hub 
Team is comprised of representatives from com-
munications, marketing and customer relations. 
Representatives work across departments and 
functions to build a social business roadmap to 
put social capabilities at the center of the cus-
tomer experience and help southwest bring the 
brand into the next era.

Executives as Informed Advocates:3.  The 
team reports to one executive, who is account-
able. In addition, we formed and invited executives 
to participate in an Executive steering Committee 
(EsC). The social business team works alongside 
technology, marketing, strategic planning, cus-
tomer relations and communications to create an 
enterprise approach to the company’s social per-
sona. The EsC meets regularly to review progress 
against roadmap goals, hear about obstacles and 
provide input on strategic direction. This was done 
intentionally to keep executives across multiple 
disciplines both informed of the strategy and in a 
position to provide advocacy when/if needed.

Strategic Direction:4.  a multi-year roadmap 
drives the strategic work. The team has dotted-
line relationships into the functional areas to 
ensure everyone stays in sync. It is far from 
perfect but there have been tremendous wins 
to show the approach is working. Departments 
are more engaged in the overall strategy, and 
social engagement isn’t viewed as “only” a 
communication project or program. 

Learning by Listening: 5. last, we estab-
lished a Corporate listening Center and made it 
a visible part of the headquarters building. Out-
side visitors pass by the center daily, tours are 
scheduled and teams from around the company 
have visited to understand what we’re listening 
for, how we report what we find and how the cen-
ter might be able to help them with a project 
they are undertaking. If you are a brand that has 
gone multi-platform, a piece of advice: spend 

SW’s Social Thinking

Continued from page 1 
BY LINDA RuTHERFORD, VICE PRESIDENT,  

COMMuNICATION & OuTREACH, SOuTHWEST AIRLINES

https://plus.google.com/b/108028600941353218674/108028600941353218674/posts
https://plus.google.com/b/108028600941353218674/108028600941353218674/posts
https://plus.google.com/b/108028600941353218674/108028600941353218674/posts
mailto:info@wrightsmedia.com
mailto:clientservices@accessintel.com
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some time understanding what each community wants and 
needs from you as a storyteller and content provider/curator. 
That’s why listening is important to us. What we’ve learned:

Twitter has become a successful social care platform for  u
our customer relations department to solve customer 
problems in real time.
Facebook has become a place people look for news, fare  u
deals and special events.
Instagram brings the brand to life in pictures. u
Periscope u  allows southwest to show off the airline up 
close and personal.

Other social business wins for us: a social customer care 
team has been formed and is connected to the airline’s op-
erations center; a group of community managers is working 
to curate content across all the social platforms; and work 
is under way to get smarter about how our customers use 
social, especially when planning travel. 

BONUS CONTENT FOR SUBSCRIBERS: see southwest’s social 
org chart at: 
http://www.prnewsonline.com/subscriber-resource-center/

CONTACT: @sWafollower  linda.rutherford@wnco.com

HOW SOuTHWEST uSED 
SOCIAL TO SuRVIVE A 
ROuGH SuNDAY 
The communication and social busi-
ness teams awoke sunday, Oct. 11, to 
find that southwest passengers were 
taking to Twitter and Facebook to com-
plain about flight delays and an inabil-
ity to access certain customer service 
platforms. Team members sprang into 
action immediately. 

The teams relied on contingency 
plans already in place to begin a re-
sponse cadence. The airline initiated 
a Potential Operational Problem (POP) 
call at 8:15 a.m. Central Time, with 
dozens of departments represented. 
Once the facts and current status were 
known, the communications and so-
cial business teams worked together 
to create media statements, internal 
communications and social posts to 
keep all stakeholders informed. With 
our social business structure already 
connected with our partners in tech-
nology and marketing, coordination of 
messages, .com updates and status 
reports was seamless. On a normal 

day, we would have one on-call media 
spokesperson and six representa-
tives working in social customer care. 
With the onslaught of inquiries from 
media and customers, we swelled our 
ranks that day to 10 people managing 
communications messaging, media 
response and platform management 
and 17 social care representatives 
helping customers via Twitter.

all day, team members participated 
on POP calls (there were four on sunday 
and one on Monday). Team members 
wrote drafts, drove approvals, posted 
content, monitored our media website 
and social platforms and responded 
to media calls. They also worked with 
social care to understand the volume of 
customers needing help via Facebook 
and Twitter. Our measurement and 
analytics team compiled “flash reports” 
of volume, sentiment and trends for our 
company leaders.

It was a fast-paced but orderly ef-
fort. We divided and conquered the writ-
ing, editing and distribution of internal 
and external messages. We appointed 
liaisons to marketing, .com technology 
and customer relations to ensure that 

everyone had the right information. We 
had a few people dedicated to media 
response and managing the queue of 
inquiries. We had a few people dubbed 
lieutenants who provided recaps to our 
executive team, and two people who 
tag-teamed the effort to collect and 
report analytics on the media/social 
coverage of the incident.

 Early reads are that the updates 
the teams distributed internally and 
externally were timely. PR news and 
several PR trades said our teams get 
high marks for being responsive and 
transparent. We also did a quick com-
munications/social teleconference 
call after each POP call, which served 
the teams well to be sure everyone 
understood the same information and 
assignments were clear on who would 
draft, drive, post and respond.

Oh, and about that pizza served to 
waiting customers at laX? no, our em-
ployees didn’t read that in a manual. 
Our southwest warriors took the initia-
tive themselves. They saw a need and 
filled it. That’s the way we roll.  
— Linda Rutherford, VP, Communica-
tion & Outreach, Southwest Airlines
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          Crisis craves structure, but 
successful emergency management 
often depends on the agility and 
creativity of your team.

        Organizations that do the 
best job in a crisis are those that 
immediately adopt the mindset of 
the customer. When starting with 
the idea of satisfying the fears and 
demands of those who ultimately buy 
or use your product or service, you 
are far more likely to craft solutions 
that put you back on track.

3. Limit Your Strategic Crisis Team to Five 
or Six Members: several years ago, I worked with a law firm 
whose crisis team numbered 15 senior partners. We wasted 
countless hours on two different crises considering multiple 
points of view and often argued even after decisions had 
been made. The result was poor handling of both matters 
that left the firm’s staff, clients and prospects wondering 
about the firm’s capabilities. 

4. Start With Authority: It’s a truism of crisis commu-
nications that the first two hours are the most important. 
Why? Because when your leadership team demonstrates 
calmness, self-assuredness and credibility right from the 
start, it establishes the overriding tone for the entire pro-
cess. a crisis team that’s confused, bickering or unable to 
make solid decisions during the first hours of a threaten-
ing event will lose the support and confidence of the or-
ganization. The scandal over the Obama administration’s 
troubled federal healthCare.gov website revealed just how 
much worse things can get when no one takes command 
in a crisis.

5. Think Like Your Consumer: In a crisis, concerns 
about issues such as a company’s stock price, loss of 
business, an institution’s legacy, individual job security 
and personal health often override everything else. But 
the organizations that do the best job in a crisis are those 
that immediately adopt the mindset of, “What is my cus-
tomer thinking?” If you start with the idea of satisfying 
the fears and demands of those who ultimately buy or use 
your product or service, you are far more likely to craft 
solutions that put you back on track. 

This article was adapted from PR News’ “The Book of Crisis 
Management, Strategies & Tactics, Vol 8.” You can order a copy 
at: http://www.prnewsonline.com/prpress/

CONTACT: gene.grabowski@global.com

Agility, Rehearsal, Lean Teams Are Key in Crises
he was right, of course. BP did a lot of things correctly 

in that crisis for which the company never received credit. 
still, what happened to BP happens far too often to global 
corporations, nonprofit institutions and government agen-
cies in the throes of a crisis. They put so much faith in 
their written plan that they have difficulty adapting quickly 
to the inevitable unforeseen events and developments 
that occur.

 
how then, can you ensure that your plan will hold up under 

the pressure of an actual crisis? here are some of the things 
I’ve learned in more than 20 years of counseling clients in 
crisis matters.

1. Your Plan Is a Blueprint, Not a Bible: Crisis craves 
structure, of course, but successful emergency management 
often depends on the agility and creativity of your team. Your 
plan should cover all the basics, including internal commu-
nications protocols, phone trees, contact information and 
statement templates. But your system must remain flexible 
enough to allow for improvisation.

2. Focus on Planning More Than the Plan: as a rule, 
80 percent of your time preparing for crisis should be spent 
testing and rehearsing your written plan. The time and ef-
fort your team devotes to considering all the possibilities 
during “tabletop” exercises and mock crises will pay huge 
dividends in a crisis because you will have learned how 
to work together under pressure and more easily summon 
creative solutions to developments that arise. Harvard uni-
versity, known for managing its crises extremely well, sched-
ules and executes tabletop crisis exercises several times 
each year for all of its schools.
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It’s been said a picture is worth a thousand words. But how 
much is that Instagram picture you just posted worth to your 
brand—whether it’s your corporate or personal account? 

One way to determine how your content resonates with fol-
lowers is to use an analytics tool to help audit the content you’re 
sharing, determine the level of engagement you’re driving and 
optimize future posts. With communications becoming increas-
ingly more visual, making the most of a social media platform 
built around imagery is a must for any communications pro. 

While Instagram doesn’t offer built-in analytics reporting 
as some other platforms do, you can still access meaningful 
data using free third-party tools such as SimplyMeasured 
and Iconosquare, among others. It’s not enough to know how 
many likes or comments each of your posts garners—what’s 
most compelling is the next-level data you can glean using 
analytics tools. 

For our purposes here, I will explore the analytics avail-
able on my personal Instagram account (@lZone) using 
Iconosquare’s free tool, although a more robust version is 
available for a fee. Iconosquare is useful for brand and per-
sonal accounts alike. I recommend you use the tool first on 
your personal account, then apply what you learn to improve 
the company page (or pages) you manage.

THE BASICS
When you log on to your Iconosquare profile, look at the navi-
gation in the middle of the page on the left, which includes:

Overview: This helps you understand how many followers 
you’ve gained or lost over time, how many followers like your 
posts on average, how many comments you generally receive 
and how many people outside of your network generally like 
your posts (i.e., how many non-followers are finding your con-
tent some other way). The latter is especially meaningful in-
sight if you’re managing a brand page. how can you get those 

non-followers more engaged with 
your brand?

Rolling-Month Analysis:  This 
provides a snapshot of how much you’re posting month 
over month, the content that’s getting the most activity, 
who has followed (or un-followed) you and your most en-
gaged followers. again, this last data point is particularly 
relevant to community managers, since you can get a real-
time glimpse into your most active brand ambassadors, 
which might inform your future influencer campaigns.

Content:  In this area you can study things like density (which 
day of the week you post on most often, or what time of day 
you’re generally most active), filter usage (as it turns out, the 
amaro filter, which lightens dark photos, is a big winner for 
me) and tag usage (I use hashtags about 34% of the time). 

While these metrics all are useful, I find the most insight-
ful ones are farther down the navigation panel: Engagement, 
Optimization and Brand Index. let’s explore each of these in 
a bit more detail.

ENGAGEMENT
social media without engagement is like walking into a net-
working event and just yelling about yourself without actually 
talking to anyone. What really matters is the conversation be-
tween two people—whether that other person is a company 
(corporate brand) or an individual (personal brand).

The analytics I find most useful in this section are the 
“most liked media, ever!” and “most commented media, 
ever!” These two charts provide rich insight into what kinds 
of posts resonate most with followers. 

I wasn’t surprised to see that all of my top five “most 
liked” posts are pictures of my 4-year-old niece, who is un-

MEasuREMEnT

How Free Tools Can Help You Measure 
Instagram’s Value to Your Brand 

BY LISA ZONE, MANAGING DIRECTOR, DIX & EATON

Continued on page 6 
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dergoing chemotherapy treatments. They all are celebra-
tion posts for milestones or special events in her journey. 
What I was surprised to see was that three of my top five 
“most commented” posts were pictures asking my follow-
ers to vote on which outfit/fashion accessory they liked 
between two. 

What does this tell me? I have found two strong ways 
to engage with my followers: by creating an emotional con-
nection or asking for opinions. That same logic can be 
applied as you review the engagement on your corporate 
page, which will help you fine-tune your content calendar to 
reflect what your community is most interested in seeing. 

OPTIMIZATION
In my opinion, the optimization data is by far the most in-
sightful information to help better engage with followers. The 
first chart you’ll see in this section should resemble the one 
below. What does it indicate? It provides insight into when 
my community most often engages with my content as com-
pared to when I’m most often posting. In essence, it’s telling 
me the best time(s) to post. 

Judging by this chart, to maximize interactions with my 
followers, I should be posting content mostly on Tuesday and 
Wednesday evenings (where the gray circles on the chart are 
largest). But I’m posting most often on Mondays in the late 
afternoon or early evening (where the top black circle on the 
vertical axis [Monday] is largest). I should be more mindful 
about sharing important content when my community is most 
actively engaged. In the same way, brands can use this in-
sight to seek ways to better reach followers, which is critical 

as more and more brands use Instagram to compete for the 
hearts, minds—and eyes—of customers. 

BRAND INDEX 
This is a new feature of Iconosquare, and one that offers mean-
ingful insight for any marketing or communications professional. 
as defined by Iconosquare, this section can help you:

Identify brands doing the best job of sparking interest  u
and conversation 
sort brands by number of followers/hashtag popularity u
narrow down your competitors within categories  u
get a detailed analysis of each brand’s profile page u

There is a lot to learn from this “best of” (and, in some 
cases, “worst of”) list of companies and celebrities. While 
most of the featured companies are B2C, nearly any B2B 
company also could glean meaningful insight about how con-
sumer brands are best optimizing their social media pres-
ence—and apply those findings to their industrial business. 

CONCLuSION 
There are certainly a number of other ways to slice and dice 
Instagram analytics to determine how to make the most of 
your brand’s account. The challenge is to spend some time 
looking at the data to understand how and what gets your fol-
lowers engaged, and to determine the roadmap to optimize 
your corporate or personal Instagram page.  

CONTACT: @LZone

POST TIME: Charts like this one in the Optimization tab in Iconosquare illustrate how your posting habits on Instagram align (or compete) with your community when it is most 

actively engaged with your content.
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BY JuLIE BATLINER, PRESIDENT, SPONG  

Our jobs in public relations provide us with amazing opportu-
nities you just can’t get in other careers. In what other job do 
you get to learn a lot about a lot, be paid to read the news, 
immerse yourself in pop culture, soak up social conversa-
tions and be trusted with the deepest issues a company 
could have? 

With that come challenges and opportunities. It’s an in-
dustry where we have an insatiable appetite for ideas, the 
news never stops, social channels never go dark and we 
can’t control issues the way our advertising counterparts 
can when they pay for a campaign to break. Knowing we can 
easily find ourselves always on, how do we even have time to 
think about our career paths? 

In the last month alone, I’ve moderated two women’s lead-
ership panels, had coffee with four mid-level professionals 
and read 10 annual reviews. The question everyone seems 
to have is:  how do I grow and succeed? here are seven tips 
to consider. 

1. Empower Your Team: You may be a victim of the It-Will 
-Take-less-Time-If-I-Do-It-Myself syndrome. let go of it. no 
one can do everything. It takes a team and diversity of think-
ing to help your business grow. and involving others in ways 
that are accountable helps everyone grow. 

I recently read “Do nothing: how to stop Overmanaging 
and Become a great leader.” I was extremely skeptical con-
sidering the realities of the PR practice. The whole premise 
is that great leaders don’t work; they facilitate and orches-
trate. They think of great strategies and help others imple-
ment them. While “do nothing” should not be taken literally, 
there definitely is a lesson to be learned from empowering 
others and allowing yourself time to think about things that 
can most influence your business. 

2. Be Resilient: PR changes often. While the same defini-
tion holds true—public relations is a strategic communica-
tion process that builds mutually beneficial relationships 
between organizations and their publics—the way we com-
municate and the channels we use change often. We can 
plan only as far as the next media person who leaves their 
beat, a new CMO who comes in or when the next Periscope is 
launched. We should view our roles, our plans and the ways 
we measure success as chapters—not permanent. What got 
you here will not get you there. Resilience is key to success. 
Redefining your focus for the challenge at hand is key and 
will never fail you. 

3. Never Stop Being Curious and a Critical Thinker: some-
times we get so busy executing, we forget to watch what’s 

happening in the world around 
related topics. We might be 
missing the brand opportunity of 
a lifetime to tie into a trend or a 
pop culture happening. 

We need to keep asking why is this product, service or 
brand relevant to our opportunity audiences? 

Instead of accepting something, ask why and then ask why 
again. Find the reason behind the question, statement or prob-
lem and it will lead you to a whole new depth of thinking. 

4. Practice Positive Leadership: While it’s important to lis-
ten to the complainers, the energy suckers and the naysay-
ers so you are aware of their points, it’s more important to 
protect your mind from their negative influences. 

Positive thinking, energetic leadership and problem solv-
ing versus pessimistic thinking is what sets the best leaders 
apart. Positive leaders are infectious and listened to. They 
always strive for a solution and know how to reassure others 
that we’re all in this together. The goal is to look for positive 
ways for teams to work together for go-forward plans that are 
as effective as they are efficient. 

5. Weigh Your Decisions Appropriately: not all decisions are 
created equal. learn how to prioritize them. Think through 
how an action might influence growth or profitability of your 
organization. Focus on the decisions that will provide the 
most in those areas and see them through. 

6. View Every Challenge as an Opportunity: It’s easy to fo-
cus so much on the problem that you cannot see the oppor-
tunity in front of you. The bigger the problem or challenge you 
are able to solve, the more you will be noticed and trusted. 

You may be in an annoying situation with a team member 
or supervisor. You may have a prickly client. You might be 
working too much to cover a co-worker on parental leave. You 
may be handling a tough issue for a client. all of these things 
are opportunities to find solutions and showcase your abili-
ties. Take advantage of them. 

7. Remember it’s PR not ER: always keep perspective. There 
is very little that is worth getting in a tizzy over. We are in 
charge of building and sometimes saving brands, but we are 
not brain surgeons with a patient cut open on the table. Take 
it seriously, but avoid the drama and keep a good perspec-
tive. It will help you be a better problem-solver.

CONTACT: @juliebatliner

CaREER

7 Tips to Accelerate Your PR Career 
and Be Perceived as a True Leader 
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ThE WEEK In PR

1. News Bits: MSLGroup and parent 
Publicis Groupe reached a proposed 
settlement with plaintiffs valued at nearly 
$3 million in a gender discrimination suit. 
The settlement resolves claims of some 
100 female Mslgroup employees who 
contend the firm paid them less than 
their male counterparts. The original suit 
was filed in 2011. Publicis and Msl did 
not admit guilt. Mslgroup said it’s “fully 
committed to the fair, equal, and respect-
ful treatment of all of our employees.” 
– Grayling said it’s partnered with the 
Women’s High-Tech Coalition (WhTC) 
to elevate the organization’s profile in 
the media, the member community and 
other tech influencers. The 16-year-old 
nonprofit brings together leaders in the 
tech world and government to exchange 
ideas and advance women’s careers. 
WhTC’s sponsors and members include: 
Google, Oracle, Facebook, AT&T and the 
u.S. Chamber of Commerce. – We told 
you last week that CommCore’s 30th an-
niversary bash in D.C. included a serious 
side in that the firm announced a survey 
of its clients showed cyber security was 
the top concern. last week CommCore 
provided additional detail, noting ethical 
lapses, natural disasters and reputation 
rounded out the list of most-troubling cri-
ses. In addition, sectors that the survey 
found were most likely to experience a 
crisis during the coming 10 years are: 
financial/banking, pharmaceutical, en-
ergy, food/agriculture and transportation. 
– With more than twice the number of 
marketing technology companies in ear-
ly 2015 than there were in 2014, you’d 
think marketers would be drowning in the 
latest technology. not so, says a new sur-
vey of 300 marketers. Instead the Walk-
erSands study finds 51 percent of mar-
keters say their companies are among 
the last to adopt marketing technology. 
Further, 51 percent think their companies 
fail to invest enough in marketing tech 
solutions; 42 percent say the technology 
they use at work is out of date and insuf-
ficient for helping them do their jobs. Yet 
the marketers consider themselves tech 
savvy, as 44% of them said they are in-
novators or early adopters when it comes 
to personal technology [see table]. This 
last finding “should help [marketing tech-
nology] sellers better understand whom 
they are selling to and what makes them 

tick, marketers are quite tech savvy; this 
could shape the sales approach,” says 
Dave Parro, partner and marketing tech-
nology practice lead at Walkersands. 
The biggest surprise for Parro: “how 
many people are involved in a [technol-
ogy] buying decision and how differently 
each person does his/her research.” – 
We told you last week that newly minted 
Twitter CEO Jack Dorsey promised “am-
bitious” plans for the social media plat-
form. he delivered Tuesday, announcing 
in an email the company will lay off some 
300 employees, or 8% of its workforce. 
unconfirmed reports had several affect-
ed Twitter employees unable to log in to 
their computers that morning. The next 
day Twitter hired Google heavyweight and 
Twitter neophyte—he hadn’t tweeted un-
til recently—Omid Kordestani, 51, as ex-
ecutive chairman. “Omid is a proven & 
experienced leader, who will directly help 
& coach me and our leadership, and help 
us recruit the best folks to Twitter,” Dors-
ey tweeted. It remains to be seen wheth-
er Dorsey and Co. can move the company 
into profitability and attract more users. 
– a far larger platform in terms of users, 
Facebook last week moved to get even 
larger, announcing that it is testing a 

“dedicated” area for users to watch 
videos without the distraction of other 
posts and content.  

People Moves:2.  Finn Partners ap-
pointed Kristie Kuhl senior partner, 
health. Prior to joining Finn, Kuhl, who 
has a law degree, was an EVP at Cohn 
& Wolfe and Makovsky & Company. 
--Hill+Knowlton Strategies added Mat-
thew Felling to its Washington, D.C., of-
fice. The new VP was a journalist and 
strategic communications director for 
Sen. Lisa Murkowski (R-aK). 

Kristie Kuhl, senior partner, health, Finn Partners

Awards Luncheon
November 9 at 

the Yale Club NYC
12:00 - 2:00 p.m

Blog (Organization) 

�� Adobe Systems, Inc. 

�� Anadolu Efes 

�� The Coca-Cola Company

�� Entropy Solutions 

�� Human Rights Campaign 

�� Liberty Mutual Insurance 

�� MasterCard 

�� Polycom 

Cause Marketing / CSR 

�� The ALS Association 

�� CareFirst BlueCross BlueShield 

�� CSS Corp - Care for Paws 

�� ExxonMobil 

�� FleishmanHillard 

�� Litton Entertainment 

�� National Hospice and Palliative Care  
 Organization 

�� Pizza Hut 

�� TogoRun 

�� Toyota 

�� USC Shoah Foundation and Discovery  
 Education 

�� Weber Shandwick & Mondelez 

�� Weber Shandwick in partnership with  
 Unilever 

Contest / Game 

�� 451 Marketing 

�� CareFirst BlueCross BlueShield 

�� The Clorox Company 

�� DEVENEY  

�� ESET North America 

�� Glad Food Protection 

�� Marriott International Caribbean & Latin  
 America 

�� Weber Shandwick & Genentech 

Crisis Management 

�� Anthem, Inc. 

�� Emergency Nurses Association 

�� Moroch Partners & McDonald’s Austin 

Digital Communicator 

�� Victoria Bowness, Klick Communications 

�� John McInerney, Ruder Finn 

�� Bernhard Mors, MasterCard 

Digital Marketing Campaign (100k - 200k)

�� Eastwick Communications 

�� Jackson State University 

�� Tata Consultancy Services 

Digital Marketing Campaign (100k and under) 

�� The ALS Association 

�� American Society of Landscape Architects 

�� C-4 Analytics, LLC 

�� CareFirst BlueCross BlueShield 

�� The Clorox Company 

�� Edelman/Activision 

�� EMC Corporation Surveillance Big Impact  
 Campaign 

�� Lockheed Martin 

�� Revolution Messaging 

�� XO Group Inc. 

Digital Marketing Campaign (200k - 500k) 

�� Jackson Family Wines 

�� JetBlue 

�� Stein IAS on behalf of Juniper Network 

�� Novartis Pharmaceuticals 

�� San Francisco Travel Association

�� TogoRun Twist Marketing 

�� Weber Shandwick & GSK 

Digital Marketing Campaign (500k +) 

�� Accenture Digital and Accenture Strategy 

�� American Heart Association 

�� Financial Consumer Agency of Canada

�� Marina Maher Communications and  
 Crowdtap, Inc. 

�� Raytheon Company 

Digital PR Campaign 

�� 451 Marketing 

�� Catalyst IMG 

�� Connecticut Office of  Tourism 

�� Eastwick Communications 

�� High Road 

�� Human Rights Campaign 

�� JetBlue 

�� NewYork-Presbyterian Hospital 

�� PAN Communications 

�� RBC Wealth Management 

�� Southwest Airlines 

�� TogoRun 

�� Weber Shandwick 

Digital PR Firm of the Year 

�� iMiller Public Relations

�� Nebo Agency 

�� NJI Media

Digital PR Team of the Year - Nonprofit 

�� Human Rights Campaign

�� UN Foundation

Digital PR Team of the Year - Corporate 

�� Anadolu Group 

�� Cisco 

�� PepsiCo 

Email Newsletters 

�� 70kft 

�� Entropy Solutions 

�� Global Hotel Alliance 

�� MasterCard 

Employee Communications Online

�� CropLife America  

�� Nexteer Automotive 

�� Novartis & Ruder Finn 

�� PayPal with MSLGROUP 

Facebook Communications

�� The ALS Association 

�� Cardinal Health with Fahlgren Mortine 

�� CareFirst BlueCross BlueShield 

�� The Honest Company 

�� The Howard Hughes Corporation 

�� Hunter Public Relations  

Questions about registering for the luncheon? Contact Jessica Placencia at jessica@accessintel.com.

26916

Congratulations to this year’s finalists! View the full list: digitalprawards.com
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Questions about registering for the luncheon? Contact Jessica Placencia at jessica@accessintel.com.

26916

Congratulations to this year’s finalists! View the full list: digitalprawards.com

Winners will be announced at 
the Nov. 9 awards luncheon 
in NYC. Register online at 

digitalprawards.com

Influencer Communications

�� Cohn & Wolfe /Tom’s of Maine

�� Experience Columbus 

�� Hunter Public Relations on behalf of E. & J.  
 Gallo Winery 

�� Johnson & Johnson, Neutrogena 

�� Marina Maher Communications 

�� Sierra Club 

Intranet  

�� Allstate Insurance Company

�� Coty Inc. 

�� PayPal with MSLGROUP 

�� Pepco Holdings, Inc. 

Listening Campaign 

�� Digital Air Strike 

�� Hudson Integrated Web Agency 

�� MasterCard 

�� Monster & Brandwatch 

�� Pizza Hut 

Media Relations Campaign 

�� JetBlue 

�� Marina Maher Communications 

�� Rainier Communications 

�� SevenTwenty Strategies 

�� Weber Shandwick on behalf of Suave  
 Professionals

Microsite / Custom Site 

�� BMO Harris Bank 

�� Burson-Marsteller and Hormel Foods  

�� Discovery Communications 

�� Genentech 

�� Greyhound 

�� JetBlue Oakwood Agency 

�� PepsiCo PhRMA 

�� Racepoint Global 

�� Ruder Finn 

Mobile Campaign 

�� Edelman/Activision 

�� Eric Mower + Associates 

�� Hunter Public Relations on behalf of Can  
 Manufacturers Institute 

�� PJM Interconnection Meeting Center 

�� Tata Consultancy Services 

�� Utah Department of Transportation Student  
 Neighborhood Access Program 

�� Westat 

New Digital Service / Product 

�� C-4 Analytics 

�� CareFirst BlueCross BlueShield 

�� Discovery Education 

�� Hilton Worldwide 

�� Hyundai Motor America 

New Site 

�� Action Digital 

�� Aetna Flagship Food Group 

�� SevenTwenty Strategies 

�� Singer Associates, Inc. 

Online Community 

�� The ALS Association 

�� Easy Care 

�� UN Foundation 

Online News Room 

�� Aetna 

�� Genentech & Weber Shandwick &  
 FleishmanHillard 

�� National Shooting Sports Foundation 

Public Affairs Campaign 

�� American Heart Association 

�� Chesapeake Public Strategies 

�� Greenbrier 

�� Hearth, Patio & Barbecue Association 

�� PhRMA 

�� Purple Strategies 

�� United Nations Foundation 

Redesign / Relaunch of a Site 

�� 70kft 

�� CareFirst BlueCross BlueShield 

�� Entropy Solutions 

�� ESPN.com 

�� Fahlgren Mortine 

�� Genentech 

�� Middle East Public Relations Association 

�� Swirl 

SEO (Search Engine Optimization) 

�� Audio-Technica 

�� BusinessOnline 

�� Swirl 

�� TopFire Media 

Social Networking Campaign 

�� 451 Marketing

�� The ALS Association 

�� Essencius 

�� Eastern Virginia Medical School 

�� Flowers Communications Group 

�� G&S Business Communications 

�� The Howard Hughes Corporation 

�� Marina Maher Communications LLC  
 and Crowdtap, Inc. 

�� PAN Communications 

�� UN Foundation  
 
 
 
 

Twitter Communications 

�� Baylor Scott & White Health

�� Cisco 

�� Cohn & Wolfe 

�� FleishmanHillard G&S Business  
 Communications 

�� Hunter Public Relations 

�� PepsiCo 

�� Weber Shandwick on behalf of Suave  
 Professionals 

Video

�� The ALS Association 

�� Clean Energy Fuels 

�� DEVENEY 

�� GetWellNetwork, Inc. 

�� Jackson State University 

�� Landis Communications & Brain Health  
 Registry 

�� Matter Communications 

�� Notch Video 

�� Story Partners 

�� Swirl Utah Department of Transportation  
 Student Neighborhood Access Program 

�� Weber Shandwick 

Viral Campaign 

�� The ALS Association

�� American Heart Association 

�� Experience Columbus 

�� Havas PR North America, 92nd Street Y,  
 United Nations Foundation, Coyne PR,  
 Edelman, Fenton, FleishmanHillard,  
 Sunshine Sachs, Turner 4d, Weber  
 Shandwick 

�� Human Rights Campaign 

�� JetBlue 

�� Olson Engage

�� Unilever 

Wow Campaign

�� The ALS Association 

�� Edelman/Activision 

�� Hunter Public Relations on behalf of Can  
 Manufacturers Institute 

�� JetBlue 
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