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PRE-CRISIS 

 

Identify Potential Risks 

 

 

Characteristics of a Social Media Crisis 

A social media crisis…  

• has information asymmetry 

• is a decisive change from the norm 

• has a potentially material impact on the company overall 

 

Crisis Planning and Structure 

• Have a well-defined team designated to handle crises 

• Speed matters 

• Consider steps on the business side to block certain crises 

• Set a listening protocol 

• Consider timely benchmarks for the organization to go back and revisit 
the plan 
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DURING A CRISIS 

 

Assess Volume and Intensity  

• Analyze the breadth and depth of the crisis 

• Take advantage of tools such as polling and social media data 

 

Acknowledge 

Your first response should always be:  

   “Yes, we realize something has happened.” 

Do this immediately, even if all of the information isn’t clear just yet. 

 

Craft Your Message 

• Remain true to brand values 

• Think about your response in the context of having the largest social 
media audience you may ever have 

• Create a web page or microsite, and house all the information about the 
crisis in one location 

• Know your audience 
o Identify all groups of stakeholders 
o Tailor your message accordingly  
o Reach the audience through channels and platforms where they are 

already present 
o Once you have an update, you should first respond in the venue 

where the crisis originated. If the crisis initiated on Facebook, 
respond on Facebook first. 
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Create a Crisis FAQ 

• Allows you to respond to questions with a link instead of an answer 

• Saves time 

• Prevents misinterpretation of your responses 

• The FAQ should include 
o Acknowledgement of the crisis 
o Details about the occurrence 
o Photos or videos, if available 
o How the company found out 
o Who was alerted, when, and how 
o Specific actions taken in response 
o Real or potential effects 
o Steps taken to prevent future occurrences 
o Contact information for real people at the company 

 

Tactical Deployment 

• Shape what’s said and written next 

• Be authentic, transparent, reliable, proactive 

• Break your own news 
o Facebook Live 
o Live tweet 

• Create a pressure-relief valve 

• Have a community management team ready 

• Keep employees informed 

• Social media settings 
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Adopt a Crisis Attitude 
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SOCIAL MEDIA RESPONSE STRATEGY 

 

Responding 

Social Media is a conversation.  

While responding to comments may seem daunting, there are plenty of ways 
for brands to leverage social media as a communication and customer service 
tool.  

 

Identifying Comments 

Positive: Thanks the brand, gives positive testimonials, accolades 

Neutral: Asks questions, personal inquiries and stories 

Constructive negative: Criticizes brand, product, service 

Disruptive, negative (trolls): Non-constructive, nonsensical 

Spam: Unrelated comments 

 
Non-constructive, Negative Comments 

• If you suspect a comment was made with the sole purpose of starting an 
argument, it’s best not to engage the user on a social forum  

• It is vital to “not feed the trolls” 

• Since the critic may be trying to bait you into silencing him or her, offer to 
continue the conversation in an appropriate forum such as phone, email 
or an existing support forum online 

• Avoid the urge to delete the comment 

• Spam may be deleted immediately 
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Responding to Messages 

Facebook 

• Do not ignore a message unless it is spam 

• Treat your messages as a customer service tool 

• Never use canned messages 

• Respond in a timely manner 

• Be helpful and human  

• Incorporate approved messaging when appropriate 

 

Twitter 

• Keep private messaging open to all as an alternative to public @ mentions  

• Do not ignore a message unless it is spam 

• Treat your messages as a customer service tool 

• Incorporate approved messaging when appropriate 

 

Employee Social Media Policy 

Create a social media policy for all employees, including for their personal 
accounts.  

Ensure all social media managers understand the brand message and voice. 
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POST-CRISIS 

 

Don’t Let a Good Crisis Go to Waste 

• Reconstruct 

• Deconstruct 

• Document everything 

 

Retrospect: How Did We Do? 

• How did your internal notification work? 

• Your reputation is a journey, not a destination. 
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CRISIS CASE STUDIES 

 

Hospital: Negligence 

• A woman claiming to be an experienced nurse and the friend of a patient 
in a hospital’s ICU posted image of bruising and accusations of negligent 
care on Facebook.  

• Within 36 hours, the post was shared over 160,000 times and negative 
reviews for the hospital poured in from individuals that had no 
experience with the hospital. 

 

Restaurant: Social Media Crisis 

Needs: 

• Contain the crisis on social media 

• Repair brand’s image 

Action: 

• Tighten security settings 

• Enacted a comprehensive social media response plan 

• Created social media response strategy and sample responses for private 
messages, as well as public comments, beneath incoming Facebook posts 
and tweets 

• Published their original message to the singer as a Facebook Note 

• Drafted communication for company to disseminate to its franchisees 

 


