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Instant Information and Social Media 

 

 Of online adults: 79 percent use Facebook, 
32 percent use Instagram, 29 percent use 
LinkedIn and 24 percent use Twitter. 

 In 2016, 62 percent of US adults got their 
news from a social media site and 18 percent 
of those say they did so “often.” 
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Reporters Are on Social, Especially Twitter 

 59 percent of all journalists are on Twitter.  
 54 percent regularly use Twitter.  
 24 percent of ALL Twitter users are journalists. 
 Hashtags make it easier than ever to track  

specific moments.  
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Fire Starters 
1. The organization – a prestigious prep school 

facing civil action – entrusted outside lawyers 
AND failed to maintain oversight of defense. 

2. Counsel was not mindful of school’s core values 
to support youth NOR the engaged 
stakeholders – students, parents, alumni, 
teachers and administrators. 

3. Language in filing perceived to be blaming the 
victim led to public outcry AND set negative 
social media cycle in motion.  

Inflammatory language:  
 
“Plaintiff consciously exposed 
other girls to risk of abuse…” 
 
“Plaintiff was negligent and 
careless and said negligence 
and carelessness contributed 
to and proximately caused the 
injuries and damages.” 
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Media 140 Characters: The New Influencers 
Easy Access to Create Petitions - 

And Sites that Go Viral 

Social Media Minefields -  Used by more than 100 million people & 100,000 organizations 
Including whistleblowing blogs 
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Rapid Response 
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Mediated differences of opinion between lawyers, 
board, faculty and alumni (highlighted contentious 
language, rewrote, refiled legal response). 

 Sometimes you have to change the team. Brought 
in new legal counsel. 

 Developed talking points for each stakeholder 
group to show support for the victim and focus on 
the solution. 

 Took 600 emails over 5-day period to correct 
course with amended filing. 

 
 

 

Key point: You can get fired 
for doing a good job if you 
don’t understand the 
organization’s core values.  
 
It took a 24/7 operation to save 
the school’s 150-year-strong 
reputation. 



Rebuilding Reputation 
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Key point: Media and social 
media timelines follow 
predictable patterns. 
 
Keep all stakeholders engaged 
and informed in real time. 

 Tapped into experts on how to deal with sexual 
predators. 

 Engaged alumni, previously untapped brand 
ambassadors, in new procedures for protecting 
students. 

 Created independent task force to develop 
empowerment program (including a hotline and 
other ways to speak up). 

 Built a private online healing site for the 
community. 

 
 



Turn ‘Media Problem’ into Media Opportunity 
As a Result: 

 New programs identify sexual predators and give voice to 
students.  

 Educating other schools as leaders at protecting students. 

 Reengaged alumni community advocates. 

Summary: 

 21st century communications is a 140 character tweet, it’s 
online petitions, it’s one photo that goes viral.  

 The good news is news cycles are short and you can ALWAYS 
come back from crisis. How you handle it defines you more 
than the crisis itself.   
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Do’s and Don’ts 
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 Do assume all public records (e.g. litigation) will be scrutinized. 

 Do monitor all platforms – media, blogs, social media, petitions. 

 Do plan a response in the voice of the medium. 

 Do align language with core culture and values. 

 Do keep all stakeholders informed. 

 Don’t blame victims or kids.  

 Don’t blame outside counsel – take responsibility and make change. 

 Don’t jump into platforms where you don’t belong – alumni 
Facebook groups, victim communities. 

 Don’t get into a Twitter war. 

Perception is 
Reality: 
Think about all of the 
optics. 
 
3 out of 5 CEOs 
believe corporate 
brand and reputation 
represent more than 
40% of their market 
capitalization.  
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