
مراجعة نهائية

DGM 730
Final Revision

Social Media and Crises

Prepared by: Dr. Doaa Rady



مراجعة Final Exam: Social Media and Crises (DGM 730)



Social Media and Ethics

DGM 730
Lecture 1

Social Media and Crises

Prepared by: Dr. Doaa Rady



Introduction

Lecture outline

 Social Media and Ethics

▪ Social Media Policy and adherence

▪ Understanding copyright and creative commons

▪ Disclosure and Transparency

▪ Social Media risks and rewards

▪ Conclusion

▪ Recommended References

Lec. 1



Social Media Policy 

and adherence

Lec. 1



What is a company social media policy?

Social media has become a large part of our everyday lives. 

Consumers expect brands to have an active online presence 

and the ability to answer any questions they have fast.

But a poorly timed or worded social post could harm your 

brand reputation.

Although people may forgive your brand, the internet never 

forgets, so it’s better to be safe than sorry! Implementing a 

social media policy will help protect your company and give 

employees the space to advocate for themselves while staying 

true to the brand and its values.
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A social media policy is part of a company’s business code of 

conduct that tells employees how they should represent 

themselves and the brand on social media. It includes guidelines 

to protect the brand’s security, privacy and legal interests.

Social media platforms provide avenues for brand promotion, but 

they also present opportunities to misrepresent your brand, which 

is why a good social media policy is so necessary.

To do so, this means keep it simple, clear, accessible, and 

continued to be updated. The goal is to emphasize some basic 

conduct so, there are no major issues in the future.

What is a company social media policy?Lec. 1



Why do you need a social media policy for employees

Promote DEI (Diversity, Equity, & Inclusion)

Brand diversity in social media is more important than ever. Company 

alignment with personal values is 74% more important to consumers 

than it was in 2021, so brands need to show and tell audiences what the 

company values.

Amplifying diverse voices via social media is an actionable step brands 

can take to prioritize representation and attract top talent from 

marginalized communities. An inclusive social media policy will 

empower and encourage voices from all backgrounds to advocate for 

the brand.
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Minimize legal action against your brand

Social media presents complicated considerations such as privacy law 

and copyright law. A well made social media policy will protect the 

company from potential lawsuits.

Consult with your legal counsel and outline a list of do’s and don’ts for 

the company to follow. These rules of thumb will help ensure the 

organization and contractors are compliant with laws, reducing the risk 

of legal action against the company.

Why do you need a social media policy for employeesLec. 1



Protect your brand from privacy and security risks

There are many privacy and security risks involved with using social 

media.

The larger your team is, the larger those risks become. A good social 

media policy combined with security protocols will protect your accounts 

against hacking, phishing and fraud accounts.

And since social media is a common resource for scammers and 

criminals, it’s imperative your social media policy includes guidelines 

that protect both your employees and company. Whether it’s defending 

against phishing scams or ransomware attacks, make sure that everyone 

in your organization is vigilant about online protection.

Why do you need a social media policy for employeesLec. 1
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Understanding copyright and creative commons

Copyright law gives creators certain kinds of control over their creative 

work. If people want to use copyrighted work, they often have to ask for 

permission from the creator. 

Creative Commons works within copyright law. It allows creators to grant 

permission to everyone in the world to use their work in certain ways.

Creative Commons SymbolCopyright Symbol
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What is Copyright?

Copyright grants authors the exclusive rights regarding the use and 

reproduction of their original work. With the Licensing of the Press Act 1662, 

the English Parliament addressed the unauthorized printing of books and 

pamphlets. This legal concept was then adapted by various countries. 

Copyright is one of the group of laws under intellectual property which 

immediately applies to any novel work which facilitates authors’ selling 

activities. However, when an employee gets paid for creating a certain 

material, the employer often gets the copyright. An infringement of copyright 

occurs when an owner’s product is reproduced without permission. Copyright 

registration is not needed in most countries; however, many authors still opt 

to register for marketing purposes. 

Understanding copyright and creative commonsLec. 1



Social Media risks and rewards

Lec. 1



Some of the most advanced social media topics and 

benefits include:

    Connecting with customers—The ability to 

engage with customers is the most critical aspect of 

social media. Developing a brand and promoting it 

through various channels of social media can create 

further brand value and awareness.

    Marketing intelligence—Social media marketing 

gives the organization the ability to monitor the 

brand and listen to what the public is saying in the 

social media space. 
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Reputational risk—Damage to an organization’s 

reputation stemming from a social media mishap can 

bring the organization to its knees, whether it is the 

chief executive officer (CEO) stating something 

controversial on his/her Twitter account or an 

organization-bashing employee video that goes viral. 

According to a leading publisher, “A reputational crisis 

can wipe tens of millions of pounds from a company’s 

value, and this risk has increased because the rise of 

online and social media means crises are now less 

predictable and can happen faster.”
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Conventional crises which now play-out differently

Crisis situations are sudden and unexpected events that 

hold with them a reputational threat for organizations. 

Communication has changed remarkably since the rapid 

growth of internet. 

Internet has brought a completely new way of 

communicating especially after the expansion and growing 

popularity of social media platforms. These platforms offer 

for their users a chance to be more interactive, publish and 

consume content more freely.
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Whenever an organization is faced with a crisis, it is facing a major 

threat towards its operations. During a crisis an organization needs to 

find out the best way to communicate with the public to manage the 

situation. Nowadays this includes operating in social media platforms.

Today’s social media tools are bringing rapid change to organizational 

communication and public relations. These technologies have shifted 

the emphasis of internet services from being consumption-based 

towards becoming interactive and collaborative, creating new 

opportunities for interaction between organizations and publics.

Conventional crises which now play-out differentlyLec. 2
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What is a Crisis? 

{ Crises have existed as long as civilization itself }

Crises are defined as sudden and unexpected events that will have a 

negative impact or a clear threat to organizations operations, image 

and core values. 

Even though they are rather rare, when these occur, in the worst-case 

scenario these can lead to a major disturbance in operations.

Crisis Management is a process by which an organization deals with a 

disruptive and unexpected event that threatens to harm the 

organization or its stakeholders. The study of crisis management 

originated with large-scale industrial and environmental disasters in 

the 1980s. It is the most important process in public relations.
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Crisis management is literally managing the ongoing situation. Crisis 

situations can be divided into three stages which are pre-crisis stage, crisis 

and the post-crisis stage. For any crisis management the first and most 

important step is to save lives.

One of the challenges faces leaders is time—time to assess the situation, time 

to react, and time to repair.

Now, the age of the instant crisis has arrived. Companies, nonprofit 

organizations (NGOs), governments, and high-profile individuals often seem 

unable to cope. The ingredients include speed, pervasiveness, and huge 

numbers. 
Example: Verizon adds a $2 charge, and one-hour later 100,000 signatures appear on a 

X (formerly Twitter) petition (29 Dec. 2011).

What is a Crisis? Lec. 2
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Types of crises

1) Natural Crisis: 
   

▪ Disturbances in the environment and nature lead to natural crisis.

▪ Such events are generally beyond the control of human beings.

▪ Tornadoes, Earthquakes, Hurricanes, Landslides, Tsunamis, Flood, Drought  

all result in natural disaster. 

2) Technological crisis: 
▪ Technological crisis arises as a result of failure in technology. Problems in 

the overall systems lead to technological crisis.

▪ Breakdown of machine, corrupted software and so on give rise to 

technological crisis. 

Lec. 2



3) Confrontation Crisis: 
▪ Confrontation crises arise when employees fight amongst themselves. Individuals 

do not agree to each other and eventually depend on nonproductive acts like 

boycotts, strikes for indefinite periods and so on.

▪ In such a type of crisis, employees disobey superiors; give them ultimatums and 

force them to accept their demands.

▪ Internal disputes, ineffective communication and lack of coordination give rise to 

confrontation crisis. 

4) Crisis of Malevolence: 
▪ Organizations face crisis of malevolence when some notorious employees take the 

help of criminal activities and extreme steps to fulfill their demands.

▪ Acts like kidnapping company’s officials, false rumors all lead to crisis of 

malevolence. 

Types of crisesLec. 2



9) Sudden Crisis: 
▪ As the name suggests, such situations arise all of a sudden and on an 

extremely short notice.

▪ Managers do not get warning signals and such a situation is in most cases 

beyond anyone’s control. 

10) Smoldering Crisis: 
▪ Neglecting minor issues in the beginning lead to smoldering crisis later.

▪ Managers often can foresee crisis, but they should not ignore the same and 

wait for someone else to take action.

▪ Warn the employees immediately to avoid such a situation. 

Types of crisesLec. 2
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Crisis created by use of social media 

The power of online media means that today’s crises emerge at 

lightning speed, and spread further and faster than ever before. Social 

media also imposes higher standards of transparency. Incidents which 

could previously be kept under wraps are now much more likely to 

become public knowledge (sometimes even before the organization 

itself is fully aware of them).

To put it simply, a crisis fueled by social media is not something you 

want to face unprepared. Social media poses internal and external 

risks, both of which could have a potentially devastating effect on your 

organization's reputation and bottom line. 
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Misuse of social media

Social Media Misuse means social media use that is unauthorized, 

that threatens, humiliates, harasses, or intimidates school-related 

individuals, disrupts the educational process, and/or violates 

local, state, or federal law.

Some misuses that are associated with the social media are:

Defamation

False and unreliable information

Cyberbullying

Loss of Privacy

Fraud
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Social Media Etiquette

Take a break before you post: If you are angry about something don’t jump straight on 

social media and tell the whole world about it. Take some time to cool down and 

consider if it’s even worth posting. 

Consider the rules of the platform: Before posting anything understand the rules of 

the social media platform and ensure your posts conform to the accepted guidelines.

Keep it professional: Don’t make disparaging comments that could bring a person or 

an entity into disrepute. You can still be conversational and personal with your posts 

but make sure they are appropriate.

Show respect:  If you treat other users of social media with respect you will be treated 

with respect in return. Social media is a communication tool to allow you to share 

discussions with people all over the world. 

Misuse of social mediaLec. 2
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Analysis of Social Media Crisis

▪ What is crisis management in social media?

▪ How does social media affect a crisis?

▪ The categories of Social Media Crisis

▪ The levels of Social Media Crisis

▪ The life cycle of Social Media Crisis                   

▪ How to analyze a crisis?

▪ Principles of Crisis Response
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How does social media affect a crisis?

Social media is a double-edged sword when it comes to 

handling a crisis, capable of resolving the situation or making 

things much, much worse, depending on how you use it. The 

vast number of people on social media means that a single 

wrong move can harm your brand's reputation in front of 

literally millions of vocal users.
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The categories of Social Media Crisis
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The categories of Social Media Crisis

Types of social media crises

Social media crises can even be classified into types:

    Multi-channel crisis – extremely dangerous because it has the potential to 

go viral and generate a great deal of negative publicity very quickly.

    Emerging crisis – If you don’t anticipate and deal with it as soon as 

possible, it can quickly escalate into a bigger scandal.

    Industry crisis – occurs when a vendor or competitor is experiencing a 

social media crisis. For example, when many fashion brands are suddenly 

all attacked for non-transparent actions.

    Fake news – in the age of social media, a post can go viral in just one 

click. The ability to detect rumors about your brand quickly is essential.
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The levels of Social Media Crisis
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The levels of Social Media Crisis

The three phases of a crisis

Pre-crisis phase: entails prevention and preparation for a potential 

crisis and the reduction of the risk of one occurring. This includes 

creating a crisis management plan, training and preparing a crisis 

response team and performing tests and drills. 

Research showed that organizations generally handle crises 

better when they have a crisis management plan that is updated at 

least once a year, and a specific crisis management team that 

exercises it annually.
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The levels of Social Media Crisis

The three phases of a crisis
Crisis response phase: looks at the initial crisis response and then reputation 

repair. After encountering a crisis, it is important to be rapid and accurate. 

Researchers suggest that a response should be in place within the first hour 

after it occurs. The reason is that they have a chance to articulate their side of 

the story and to stay on top of where the conversation is going.

When addressing the media regarding a crisis, an organization should very 

carefully select their spokesperson. Ideally, the spokesperson should present 

information clearly and avoid using technical terms. Further, the 

spokesperson should appear pleasant, maintain strong eye contact, and no 

exhibit no visual nervous habits.
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The levels of Social Media Crisis

The three phases of a crisis

The post-crisis phase where the company is going back to 

business as usual. Here a company should release any further 

updates in the aftermath of the event. Additionally, the company 

should analyze how the crisis transpired and attempt to learn 

from the experience—what did and did not work, and what 

could have been done differently and so on.
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The life cycle of Social Media Crisis 

The Preparedness and Prevention Stage

The organizations must at this stage create an emergency plan to 

confront the crisis, and form a crisis management team, who has 

previous experience in crisis management as possible. 

This stage also includes discovering the weak points in the 

organization and developing a plan to confront them, and identifying 

the necessary methods and tools necessary to help confronting the 

crisis, training employees on how to face crises, benefit from the 

lessons of others, develop information about crises and expected 

problems, and evaluate their degree of severity.

Lec. 3



How to analyze a crisis?

Lec. 3



Identify the root cause

The first step is to find out what triggered the crisis, how it spread, 

and who was affected. You can use tools like social listening, 

sentiment analysis, and web analytics to monitor the online 

conversations, feedback, and traffic related to the crisis. You can 

also interview your team members, customers, and stakeholders to 

get their perspectives and insights. By identifying the root cause, 

you can understand what went wrong and how to prevent it from 

happening again.

How to analyze a crisis?Lec. 3



Assess the impact

The second step is to measure the impact of the crisis on your brand, 

your audience, and your goals. You can use metrics like reach, 

engagement, sentiment, conversions, and retention to evaluate how 

the crisis affected your social media performance, your online 

reputation, and your business outcomes. You can also compare your 

results with your previous benchmarks, your competitors, and your 

industry standards to see how you fared in the crisis. By assessing 

the impact, you can quantify the damage and the opportunities for 

improvement.

How to analyze a crisis?Lec. 3



Apologize and respond

The third step is to apologize and respond to the crisis in a timely, 

transparent, and sincere manner. You can use your social media 

channels, your website, your blog, or your email to communicate 

with your audience and stakeholders. You can acknowledge the 

issue, express your regret, explain your actions, and offer a solution 

or a compensation. You can also answer the questions, address the 

concerns, and thank the feedback of your followers, customers, and 

partners. By apologizing and responding, you can show your 

accountability, empathy, and commitment.

How to analyze a crisis?Lec. 3
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Crisis Communication & crises management: (Approaches & Theories)

▪ Crisis Communication and Crisis Management: Definitions
▪ Public Relations (PR)
▪ Crisis Communication
▪ Reputation
▪ Crisis management 

▪ Social Media in Crisis Communication: opportunities and challenges
▪ PR Models:

▪ press agentry/publicity, 
▪ public information, 
▪ two-way asymmetrical, 
▪ and two-way symmetrical

▪ Crisis Communication Theories
▪ Image Restoration Theory الصورةاستعادةنظرية

▪ Situational Crisis Communication Theory الأزمةلاتصالالموقفيةالنظرية
▪ The Social-Mediated Crisis Communication (SMCC) model 
▪ The influencer impact on Social Media Crisis
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Crisis Communication and Crisis Management

Definitions
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Crisis CommunicationLec. 4

Definition of Crisis Communication

Crisis communication research mainly deals with the interrelationships between crisis 

situations, communication strategies and crisis perceptions. بشكلالأزماتأثناءالاتصالأبحاثتتناول

.الأزماتوتصوراتالاتصالواستراتيجياتالأزماتمواقفبينالمتبادلةالعلاقاتأساسي

Crisis communication, when done successfully, can help mitigate negative media 

coverage and manage perceptions both during and after the crisis.

Crisis communication has been broadly defined as “the collection, processing, and 

dissemination of information required to address a crisis situation”. "ونشرومعالجةجمع

."الأزمةموقفلمعالجةاللازمةالمعلومات

Also, crisis communication defined as “the ongoing process of creating shared 

meaning among and between groups, communities, individuals and agencies, within 

the ecological context of a crisis, for the purpose of preparing for and reducing, 

limiting and responding to threats and harm”

غرضبللأزمة،البيئيالسياقضمنوالوكالات،والأفرادوالمجتمعاتالمجموعاتبينمشتركمعنىلخلقالمستمرةالعملية"

"لهاوالاستجابةمنهاوالحدوتقليلهاوالأضرارللتهديداتالاستعداد
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PR ModelsLec. 4

Models developed to explain the behavior of PR practitioners in 1970s. 
Asymmetrical communication المتماثلغيرالتواصل is unbalanced in that the 
organization tries to change the public and symmetrical communication

المتكافئ/المتماثلالتواصل  is balanced in that there are adjustments by the 
organization and its stakeholders.
There are four models of public relations which includes press 
agentry/publicity, public information, two-way asymmetrical, and two-way 
symmetrical.
1) The press agentry/publicity model الدعاية/الصحفوكالة  is characterized as a one-
way asymmetrical model of communication, traveling from the organization to 
the public primarily through the mass media, used as a way of persuading 
and manipulating a desired audience to act as the organization wishes. (Pure 
Propaganda)



Crisis Communication Theories
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Image Restoration Theory Lec. 4الصورةاستعادةنظرية

William Benoit (1995; 1997) developed a theory of image restoration استعادةنظرية

الصورة to understand how corporations recover from crises. The process of 

image repair is most often framed as apologia اعتذار , or a genre of public 

apologetic discourse العامالاعتذارخطاب .

Image restoration theory is based on the assumption that image and 

reputation have both symbolic and economic value, that threats to an 

organization’s image can occur (sometimes frequently), and that 

communication can help repair the damage.

An attack on one’s image has two components: 1) an offensive act مسئفعل  and 

2) an accusation الاتهام of responsibility for the act. If there is no offensive act or 

no accusations of responsibility for the act, there is no reputational threat.



Image Restoration Theory
Benoit’s theory is founded on two key assumptions: 

1) communication is a goal-directed activity; and 

2) maintaining a positive reputation is one of the central goals of 

communication.

In his theory of image restoration, Benoit organizes strategies into five 

distinct categories: 

Denial إنكار, 

Evading التهرب responsibility, 

reducing offensiveness,

corrective action, and 

Mortification الإماتة. tries to restore an image by asking forgiveness. 

These strategies are grounded in a belief that communication (words and 

actions) affects how stakeholders perceive the organization in crisis.
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SCCT: Situational Crisis Communication Theory

لاتصال الأزماتالموقفيةالنظرية 

Coombs (2014) summarized 10 SCCT communication strategies under four 

crisis response strategy clusters as shown in the Table. 

Organizations usually adopt different types of SCCT communication 

strategies, depending on their belongingness to the victim, accidental, or 

preventable clusters.

For example, organizations may choose the strategies in the 1) denial 

posture to avoid any connections with a crisis. They may also use the 

strategies in the 2) diminishment تناقص cluster to lower a crisis’s negative 

effects. 3) Rebuilding posture allows organizations to re-establish 

relationships with the stakeholder through apologies or compensations. 

Strategies in the 4) bolstering تعزيز posture enable organizations to build a 

positive relationship with the stakeholders. 
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SCCT: Situational Crisis Communication TheoryLec. 4
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Social-mediated crisis management (SMCM)

لاجتماعيالصوالتالسائورعبمةزلأاتتصالااإدارة وذجنم

Social media 

has the 

potential to one 

day contribute 

to agenda 

building for 

public relations 

practitioners so 

they must learn 

to adopt it into 

their practices.
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The Social-Mediated Crisis Communication (SMCC) model is also known as 

the “social-mediated dialogue” between organizations and publics during 

crises.

This model is considered to be the first theoretical model to focus on 

relationships between online and offline audiences, organizations, social 

media platforms, and traditional media, before, during and after the crises.

In Social-Mediated Crisis Communication model, both the direct and indirect 

exchange of information on social media, as well as between traditional 

media and social media are significant . 

Social-mediated crisis management (SMCM)Lec. 4



The influencer impact on 

Social Media Crisis
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Influencer marketing presents one of the best ways to reach out to 

and engage with consumers in real time during a crisis. Influencers 

are trusted, and research has shown the power of influencers over 

vital purchase decisions. 

But influencer marketing isn’t just about going viral on social 

platforms. It’s about building an authentic relationship with your 

customers, connecting with a target audience, and telling your brand 

story. The PR and influencer marketing approach has also become an 

important part of most brands’ crisis management planning, and it's 

proving to be quite effective. 

How influencers can help you manage a social media PR crisisLec. 4
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Creating the right tone of communication

▪ Creating socially acceptable behavior

▪ Acceptable use policies (AUPs) 

▪ Factors to Consider Before Posting

▪ Creating Social Media Messages

▪ Creating a plan

▪ Crisis Communications plan

▪ Activate your social media plan

Lec. 5
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Acceptable use policies (AUPs) 

Acceptable use policies (AUPs) to manage social media use

Developing an AUP to cover social media

•     Start by expanding your company's existing acceptable use policies 

governing email and web communications

•     Clearly specify what is acceptable and what is inappropriate to post to 

social media sites

•     State what can be posted during business hours and outside of 

business hours (if indeed there is any difference). Where there is no 

differentiation, clearly state this in the policy

•     Let staff know that messages posted to social media sites will be

monitored. This is vital.

Lec. 5

لةالمقبو الاستخدام سياسات
 لشركتك ةالحالي المقبولة الاستخدام سياسات بتوسيع ابدأ

الويب واتصالات الإلكتروني البريد تحكم والتي

Activity1
Please mention example to acceptable or inappropriate post to 

social media company profile

Activity1

Activity2
Is it ethical not to mention 
that it is being monitored?



Factors to Consider Before Posting 
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Factors to Consider Before Posting 

1. Identify the message goal
It is counterproductive عكسيةنتائج  to create social media messages that do not 
have a specific goal. Furthermore, social media message goals should reflect the 
organization’s overall mission. Message goals can include increasing brand 
awareness, creating a favorable perception of an organization, and convincing the 
audience to buy a product. The goal should be clearly articulated بوضوحمفصلا  in 
the content. Also, select the social media platform that would be the most 
effective in accomplishing the message goal. Each social media tool has specific 
characteristics and audiences, which will affect whether the message goals are 
achieved.
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2. Identify the target audience
Similar to public relations writing, social media messages need to be targeted. 
After identifying the key audience, examine what they’re talking about: their 
interests, attitudes, and beliefs. 
Social media content should reflect audience analysis research findings. As you 
tailor the content of the message to this audience, do not exaggerate attempts to 
be interesting or relevant. Because social media messages are audience centered, 
they’re not necessarily grounded in what you personally think is appealing.
The lack of attention to audience analysis can have serious consequences.

Lec. 5 Factors to Consider Before Posting 
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Crisis Communications Plan

Develop an Integrated Crisis Communications Plan

1. Create a crisis communications team
2. Be prepared for different crisis scenarios
3. Develop your crisis assessment criteria
4. List communication and notification steps
5. Determine account access, policies and procedures
6. Get team and leadership buy-in for your plan
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Crisis Communications Plan

Develop an Integrated Crisis Communications Plan
1. Create a crisis communications team
• Crisis communications team leader (CCTL): Responsible for coordinating the team’s 

response, overseeing message development, scheduling crisis communications team 
meetings and facilitating approvals with senior leadership. This may be a senior 
communications leader within your organization.

• Crisis communications coordinator (CCC): In the event of a larger crisis, this person 
will assist the CCTL with prioritizing the team’s responsibilities and project managing a 
response. They will liaise with all of the communications team leaders: social, PR, 
internal communication, investor relations, customer marketing, etc. This may be a 
communications manager from any discipline or your social team lead.

Lec. 5



Crisis Communications Plan

Develop an Integrated Crisis Communications Plan
2. Be prepared for different crisis scenarios (Cont’d)
Consider creating templates for social media posts you can use and adjust for each 
scenario. Speed is everything when it comes to communicating in a crisis. You don’t 
have to have all the information yet to put out a post that says, “We are currently 
investigating and will share more information as soon as we know more.” Brands 
that wait too long to respond to a crisis, or say nothing at all, appear indifferent or 
as if they have something to hide.

While crisis scenario planning may not be a pleasant exercise, doing it when your 
business isn’t at risk will give you one less worry in the event of an incident.
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The Social Media Crisis Plan (Issues & Risks) 

▪ The Seven Functional Blocks of Social Media

▪ How to appear transparent, visible and accessible

▪ Managing accessibility

▪ Managing a 24/7 information stream

▪ Best practices in risk and crisis communication
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The Seven Functional Blocks of Social Media

There are seven functional blocks of social media that apply to 

all users across any given platform:

1) Identity, (Identity deals with how users reveal themselves in a social media 

setting. Most of the information disclosed in this block is personal characteristics of 

the users such as age, name, gender, profession, and other information that 

represents them. This identity that is formed, generally happens through expression 

of what a person likes, dislikes, feels and thinks whether it is done consciously or 

unconsciously.)

2) Conversations, (This refers to the way in which users' communication in a 

social media setting, either as a group user or an individual. People communicate 

daily, using social media for a variety of purposes, often to, obtain information on 

important topics or to stay in touch with friends and family.)
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3) sharing, (The dissemination of information by the users and groups based on what each 

think is relevant. Sharing is one of the key facets of social media, but each medium has a 
different intention. For example, Facebook is based on status updates of users and groups 
whereas Twitter is for short bits of information and links to information or video. YouTube on 
the other hand, presents video representation of information.)
4) presence, (Social media allows for constant connectivity even when individuals are 

nowhere near each other. This gives ease of access to users to know when others are 
accessible and when they are not. In Facebook, users know if someone is online if a green dot 
appears next to their name stating “available”. Constant connectivity allows for constant 
communication on the go, thus users can access and converse about information at anytime 
during the day with each other or as a group community.)
5) relationships, (The relationship means “two or more users have some form of 

association that leads them to converse, share objects of sociality, encounter, or simply just 
list each other as a friend or fan. E.G.: Twitter and YouTube do not value relationships as much 
as other sites do.)
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6) reputation, (Organizations need to always keep the public aware of what channels are 

official, so that information is not misconstrued. If an unofficial page is perceived to be official 

by the public and disseminates false or skewed information, this could aid in the damage of an 

organization’s image.)

7) groups, (This function allows for users to come together as a community for a common 

goal or purpose. Facebook and Flickr for example have the ability to create two different kinds 

of groups that people can be a part of.)

The following figure shows the functions of social media along with the 

implication of each function. With the growth and expansion of social media 

in society in particular fields such as public relations, it is necessary for the 

academic community to analyze them for patterns that could emerge to help 

predict future of certain channels of social media in the professional world.
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❑ Social media creates a media of the masses.

❑ Social media have been classified into these categories: Internet forums, weblogs, 

social blogs, wikis, podcasts, pictures and video.

❑ From a public relations perspective, blogs and other forms of social networking are 

excellent ways to segment the public as groups of individuals who read the same 

blog or visit the same social networking site as those who share common interests.

❑ This interaction has resulted in a participatory culture where ordinary citizens can 

have their voices be heard by the general public and large organizations, if they are 

listening.

❑ Because of these reasons it is time organizations and public relations practitioners 

to pay attention to the online conversations taking part without them and learn 

ways to get involved with their online publics.
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How to appear transparent, visible and accessible

How to use social insights to inform decision-making 
Social media is a powerful source of inspiration and data that can inform the 
best approach for your business during a crisis—both in terms of new ideas to 
serve customers and strategic discussions to have within your organization. 
While social can certainly fuel a crisis, it can also be used to manage one.
What challenges are top of mind for your brand right now? Use social to look at:
    What your target audience has to say about related topics
    How competitors are responding
    What the local community is searching for
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How to use social insights to inform decision-making (Cont’d)

You can use social listening tools to evaluate a wide spectrum of global social 
media messages, or you can simply search for keywords or hashtags to find 
examples to inspire your next steps.
Listening can help you mitigate a crisis by catching it early. When a popular 
Twitter account unearthed insensitive Tweets written by a tenured Indiana 
University professor, IU used Listening tools to monitor the topic. Within almost 
24 hours of the conversation escalating, IU was able to present their listening 
data, quickly put out a statement from the provost condemning the professor’s 
Tweets and get ahead of a potential PR nightmare.
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How to use social insights to inform decision-making (Cont’d)

Package these insights into a report that you can share with the rest of your 
team. Include high-level takeaways about the social conversation as well as 
examples of messages so your team members who aren’t on the social front 
lines can hear from people in their own words. Make sure to share this report 
along with your own recommendations.
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Managing accessibility

What is social media accessibility?

Social media accessibility is the practice of designing and developing social 
media content and posts that provide a smooth, inclusive experience for 
everyone—including the marketer.
Non-accessible content can cause all sorts of annoying, disruptive 
experiences—like videos with a lot of background noise that don’t use 
captions. Creating more accessible social content is truly a win-win for 
everyone involved—from you, to your audience.
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Here are 8 social media accessibility best practices and tips that you 
can start implementing:
    Add alt text to images (Short Image description)
    Make your text accessible
    Be mindful of emojis
    Add closed captions and subtitles to videos
    Make your visual content accessible
    Use inclusive language
    Prioritize inclusivity in your images
    Make accessibility and inclusion part of your routine
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Managing a 24/7 information stream

Social media for business is important—particularly when your brand is 

managing a crisis. When an emergency strikes, your social feeds should help 

mitigate the problem, serve as a way to stay in touch with customers, and help 

create a feeling of consistency. But it takes some finesse. After all, we’ve all 

seen how badly a mismanaged crisis can play out on social media.

Monitor Social Media 24/7

One of the best ways to ensure a quick response? Have employees monitor your 

social media feeds at all times. You need dedicated resources for 24/7 monitoring 

of crises, customer questions and complaints, and opportunities—because you 

never know when your organization might actually benefit from an unexpected 

incident.
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What is social media monitoring (and analytics)?
Social media monitoring is keyword monitoring on social media platforms 
to search for mentions of predefined keywords. What keywords are worth 
tracking? In business, they could be connected to:

    Brand
    Product
    Service
    Industry
    CEO
    Competitors
    Marketing campaigns
    Hashtags
    Anything business-related
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Furthermore, social media monitoring tools have plenty of analytical 

features that get you heaps of data and insights about monitored 

keywords.

Some of them include: 

    Metrics of volume

    Metrics of engagement

    Metrics of sentiment 

    Metrics of influence 

    Metrics of reach and online presence
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There are three main aspects to social listening:
    Setting-up. First of all, it starts with setting up a project. You need to 
provide the keywords you want to track across social media. There’s often an 
advanced set-up with required and excluded keywords that can be used to 
make your query even more specific. 
    Collecting. Secondly, the tool collects mentions into a dashboard. There’s 
usually plenty of filters you can use to clean up, group, mark, delete collected 
mentions. Apart from the dashboard, you can receive mentions directly to 
your inbox in various shapes and quantities: daily, weekly, or real-time 
reports.
    Analyzing. Thirdly, there’s the analytics. It depends on a tool, as different 
tools analyze different data. Some tools analyze metrics of volume, 
engagement, reach, sentiment, and influence of social media mentions. 
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What can you do with your monitoring data?
Here are a few things you can do by monitoring different terms:
    Monitoring your brand or company name – Find out where your 
audience is talking about you and distribute more content and ads 
there. Learn more about the type of audience that you have. See what 
your audience is saying about you and manage your reputation.
    Monitoring your product – Measure what the public thinks about 
your product. See how it’s being used. This will help you find the right 
angle to promote your product or reposition it on the market if 
necessary.
Tracking hashtags – A social media marketing campaign is incomplete 
without a #hashtag. Monitor your #hashtag to see how often it’s being 
used and what the conversations are about.
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Investigate similar products – See what people are saying about 
products similar to yours. Are they better? Are they worse? These are 
key insights that your R&D team needs to see.
    Find key influencers – There are people who set trends and people 
who follow them. If you’re not a trendsetter (yet), at least stay up to 
date by following important industry influencers.
    Analyze competitors – See where they fall short, and this may be 
something that you can cover with your own company.
    Key execs at your company – It’s likely that your CEO or Public 
Relations specialist talks about your company… a lot. Monitor what 
they’re saying and see how people are reacting.
    Manage a social media crisis – You can detect crises early thanks to 
sentiment analysis, storm alerts, and daily mentions monitoring.
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Best practices in risk and crisis communication

Tying into traditional tactics used by PR practitioners, Veil, Buehner, & 
Palenchar (2011) review ten of the best practices used in risk and 
crisis communication:
▪ establish risk and crisis management policies and process approaches;
▪ plan pre-event logistics;
▪ partner with the public;
▪ listen to the public’s concerns and understand the audience;
▪ communicate with honesty, candor, and openness;
▪ collaborate and coordinate with credible sources;
▪ meet the needs of the media and remain accessible;
▪ communicate with compassion, concerns, and empathy;
▪ accept uncertainty and ambiguity;
▪ provide messages of self-efficacy.
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Best practices for crisis communication through social media

1. Fully integrate social media into decision making and policy

Development

2. Actively engage in dialogue online

3. Use media affordances to provide credible sources of information

4. Be cautious about message update speed

5. Own the hashtag

6. Cooperate with the public and similar organizations

7. Monitor misinformation
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Affordances for internalizing allow organizations to access resources – primarily 
information and knowledge – shared by non organizational users (e.g., community 
members, volunteers, media representatives, and responders from other 
organizations or organizational sub-units). 
The following tables are an overview of these affordances, with definitions and 
selected references.
In particular, social media enable users to observe digital content that non-
organizational users have contributed to social media presences, such as their digital 
profiles or community or collaborative spaces (monitoring the information stream). 
They can, for instance, keep track of digital content that features event-related 
markers, such as hashtags, watch updates contributed to wikis, forums, and 
collaborative maps, follow contributions to digital profiles or other presences, join 
relevant groups, and establish relational ties to relevant users to receive automatic 
notifications of recent activities.
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Review findings on organizational learning affordances provided 

by social media

Based on the systematic literature review, we identified 

affordances of social media – five each pertaining to 

internalizing, externalizing, and collaborating processes. 
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Affordances Definitions

(1)
Monitoring the 

information stream
Observing crisis-related digital content contributed to social media

(2)

Automatically 

processing big (social 

media) data

Utilizing technological artifacts for collecting, analyzing, and displaying 

crisis-related digital content contributed to social media

(3)
Tapping collective 

intelligence
Harnessing the outcomes of users’ joint efforts to make sense of crises

(4)
Accessing information 

providers
Identifying and consulting presumably knowledgeable users

(5)
Evaluating crisis 

response

Analyzing experiences gained from prior uses of social media in response to 

crises

Overview of social media affordances for internalizing
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Affordances Definitions

(6)
Contributing 

information

Making crisis-related digital content available to users through social 

media

(7)
Forwarding 

information

Sharing previously contributed crisis-related digital content with users 

beyond its original audience through social media

(8) Framing narratives
Contributing or forwarding digital content that conveys a particular 

interpretation of a crisis

(9)
Establishing digital 

presences

Setting up and promoting outlets for contributing and forwarding crisis-

related digital content through social media

(10)
Communicating a 

reputation

Signaling the status and legitimacy of users contributing or forwarding 

crisis-related digital content through social media

Overview of social media affordances for externalizing
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Affordances Definitions
(11) Negotiating consensus Aligning perceptions and developing a shared interpretation of a crisis

(12)
Integrating 

contributions

Registering, monitoring, and deploying resources provided by users in 

response to a crisis in a coordinated way

(13)
Crowdsourcing 

contributions

Calling for and incorporating resources to be provided by users in 

response to a crisis

(14) Developing community
Advancing connections, sense of community, and collective action 

among users in response to a crisis

(15) Establishing norms
Developing and enforcing principles for using social media to respond to 

a crisis collaboratively

Overview of social media affordances for collaborating
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Assessing and Managing Social Media Issues and Risks

What is social media risk management?

Social media risk management is the process of identifying, 

assessing, and mitigating risks that stem from social media.

Your brand, customers, and employees are all active on social media. 

This means your social channels are a common ground where 

conversations — both good and bad — and crises can start.
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 What are the risks of social media for businesses?

Damage to reputation (Negative comments, inappropriate posts, or bad 

reviews can all damage your brand’s reputation.)

Security breaches (If your social account passwords get into the wrong 

hands, then a security breach is a major risk.)

Compliance violations (Social media compliance refers to following rules 

and regulations set by regulatory bodies, social platforms, and your own 

company. )

Legal issues (You should also have a policy that covers your employees’ 

social activity and conduct if you want to avoid legal issues.)

Financial consequences (Any negative situation, like a PR crisis, impact 

your company’s bottom line.)
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 5 steps to managing risk on social media

1. Define your social media policy

 The policy should clearly state what everyone’s roles are in crisis 

scenarios — from the legal team to PR to customer service.

2. Train your employees

 Your employees are some of your company’s best brand advocates. But 

without clear guidelines or regular training, employees can put your 

business at risk. 

3. Monitor your social media accounts

 Brands must keep a close eye on their mentions so they can quickly step 

in if needed.
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 5 steps to managing risk on social media

4. Respond promptly to negative feedback

 A negative comment or review can gain traction within minutes or even 

seconds. It’s critical to have a response plan ready to go so you can 

address feedback the instant it comes up.

5. Review and revise your policy on a regular basis

 Your organization’s social media policy isn’t set in stone — it should be 

revised as often as social media changes.
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Preventing Social Media Risk

1) Guidelines

As general best practice, a high-level overall policy should be rolled 

out to guide the use of social media by all employees of the 

organization and any third party acting on behalf of the organization. 

The guidelines should highlight key components including:

    Scope—Defining the overall scope of the policy guidelines that is 

set forth by the enterprise for its employees

    Purpose—Definition of the purpose of the guidelines for the 

organization, specifically, how social media activity on behalf of the 

organization will take place and what sort of information is relevant to 

share via that activity.
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Goals—Clear definition of the overall outcome that is to be achieved 

from the social media presence for the organization and how the social 

media platform will get the organization there

    Ownership guidelines—General guidelines for the creation and 

maintenance of all social media sites for the organization

    Contributor guidelines—General guidelines and principles directing 

contributors to the social media sites

    Approved social media platforms—Expectation for departments 

assessing social media solutions outside of the company to demonstrate how 

the social media presence will contribute to achievement of the overall goal 

and, more importantly, the platform’s degree of utilization and security
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2) Training and awareness

It is key for the organization to embody the proper use of social media 

etiquette as part of the onboarding training of all employees, 

especially in roles such as marketing, HR and IT—departments that 

will most likely be representing the organization as part of their 

ongoing job functions. Embedding the behaviors and instilling the 

right concepts of social media norms that align with the 

organizational policies and processes will help in the long run as 

more and more employees participate on social media and represent 

their organization and its products and interests.
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3) Social media crisis and communication plan

A robust social media crisis and 

communication plan must be developed in the 

event that a crisis occurs. There has to be a 

single point of contact, usually the 

communications team, for all communication 

with the media and stakeholders. Key 

department personnel have to be involved, 

especially if there is a matter that applies to that 

specific department.
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Lecture outline

Digital activism & Monitoring tools

▪ What is digital activism? and who are digital activists?

▪ How to respond to ‘radicalised’ customers or stakeholders

▪ Prevent/Reduce Radicalisation

▪ Social Media Escalation Plans

▪ Avoiding appearing as a remote and inflexible organization

▪ Monitoring tools

▪ The importance of monitoring

▪ 6 Monitoring tools: 1. Social listening, 2. Social Media Sentiment 

Analysis, 3. Web analytics, 4. Social Media Impression VS Reach VS 

Engagement, 5. Social media retention, 6. Conversation analysis

▪ Handle Negative Publicity on Social Media Forums
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What is digital activism? and who are digital activists?

❑ From the early experiments of the 1980s to the modern “smart mobs

الأذكياءالغوغاء ” and blogs, activists and computer specialists have 

approached digital networks as a channel for action. 

❑ Initially, online activists used the Internet as a medium for information 

distribution, given its capacity to reach massive audiences across 

borders instantaneously. 

❑ A more-developed undertaking of digital activism used the World Wide 

Web as a site of protest that mirrors and amplifies off-line 

demonstrations. Some forms of digital activism are e-mail and social-

media campaigning, virtual sit-ins, and “hacktivism” القرصنة (disrupting 

Web sites).

Smart mobs
is a large 
group of 
people 

mobilized by 
social media 
to meet in a 
public place 
typically for 
the purpose 
of social or 

political 
protest.
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❑ Digital activism, also known as cyberactivism, form of activism that uses 

the Internet and digital media as key platforms for mass mobilization and 

political action. 

❑ Digital activism (D.A.) refers to political activism on the internet or 

political movements relying on it.

❑ Digital activism has proved to be a powerful means of grassroots الحشد

 .political mobilization and provides new ways to engage protesters الشعبي

Additionally, online actions can be important in countries where public 

spaces are highly regulated or are under military control. In such cases, 

online actions are a better option than possibly physically dangerous 

“live” actions. E.G. The Arab Spring

Grassroots 
is a type of 

movement or 
campaign that 

attempts to 
mobilize 

individuals to 
take some 
action to 

influence an 
outcome, 
often of a 
political 
nature. 

Cyberactivism is the process of using Internet-based socializing and communication 
techniques to create, operate and manage activism of any type.; 

social media for social change refers to social software applications
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❑ Although much digital activism falls into the category of electronic civil 

disobedience, some activists ask that such online political gestures 

always represent a communal interest and not an individual agenda and 

that their motifs and agents be public knowledge so as to dissociate them 

from acts of cyberterrorism or criminal hacking.

❑ Different digital tactics entail diverse uses of electronic networks. Text-

based practices include e-mail campaigns, text messaging, Web postings, 

and online petitions to advocate for a specific cause. In Web defacing or 

“cybergraffiti”رسومات, a more-complex text-based online practice, 

hacktivists alter the home page of an organization.
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How to respond to ‘radicalised’ customers or stakeholders?

❑ Radicalisation is the process by which a person comes to support 

terrorism and extremist ideologies. If you are worried someone 

close to you is becoming radicalised act early and seek help. The 

sooner you reach out, the quicker the person you care about can 

be protected from being groomed and exploited by extremists.

❑ Radicalisation as a concept does not mean the same to everyone 

and to every institution or country, and does not impact 

individuals in the same way either. It is therefore a challenge to 

design effective public policies which address the issue in a 

consistent manner and ensure safety and security for all. 
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What can trigger someone to become radicalised?

Sometimes there is a significant event or incident that can trigger a 

person and make them more receptive to extreme views. It can take 

multiple forms and include:

▪ A personal crisis like losing a job

▪ Not getting a job

▪ The feeling of being left behind, alienated or apart from everyone 

else

▪ Or it can be triggered by an outside event, like a terror attack here 

or in another country
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Radicalisation as a four-stage process

1) Pre-radical التطرفقبل : The person joins or identifies with a group or 

organisation 

2) Self-identify الذاتتحديد : The person believes and accepts the beliefs and 

views held by the group or organization

3) Indoctrination العقائديالتلقين : The person is groomed by the group or 

organisation pulling them further down the pathway

4) Terrorism: The person becomes involved in committing terrorist acts
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Monitoring Tools

❑ The importance of monitoring

❑ 1. Build a strong brand

▪ Media monitoring helps you to see what people think about your brand. Media 

monitoring enables you to spot any misconceptions so you can take action to correct 

them.

❑ 2. Manage your reputation and respond to crisis situations

▪ The monitoring tool will notify you as soon as your brand is mentioned in journalistic or 

social media. You can even set up app notifications for certain words that would 

indicate a crisis.

❑ 3. Elevate your brand with key opinion leaders

▪ Key Opinion Leaders (KOLs) are thought leaders whose opinions are valued in a 

specific industry. Cooperation with the right influencer can skyrocket your brand 

awareness and boost your sales.

▪ Media monitoring helps you to follow the experts, bloggers, “gurus” and advocacies in 

your business and find the best fit for your brand. 

Guru is a person that is generally recognized as a leader or teacher. 
from gurū, a word in Hindi
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Lecture outline

Managing real-time publication

▪ A real-time monitoring dashboard

▪ Managing real-time publication

▪ The tools required to manage real time information publication
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A Real-time Monitoring Dashboard

❑ Real-time dashboards are a form of visualization التمثيل/المرئيالتصور
المرئي that automatically updates the user's screen with relevant 

information based on the latest available data. In other words, a real-
time dashboard is a graphical user interface الرسوميةالمستخدمواجهة with a 
simple display that visualizes performance indicators and essential 
metrics crucial الحاسمةالأساسيةوالمقاييسالأداءمؤشرات  to specific business 
processes, functions, and objectives.

❑ A live dashboard is a performance tool used to analyze, track, and 
report on the company’s data in real time with the help of interactive 
data visualizations التفاعليةالبياناتتصورات . 

❑ These real time dashboards are automatically updated and provide 
the user with instant access to critical data. 
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❑ Here are dashboards in 3 types by functions, by industries, and by platforms which 

you can use for your own dashboard building process, and generate actionable 

and real-time insights الفعليالوقتوفيللتنفيذقابلةرؤى . 

❑ These onscreen visualizations combine the latest real-time information with 

historical data that outlines trends over time to create functional, data-based 

predictions and suggestions.

What is Social Media Monitoring?

❑ Accessing (“Scraping البياناتجمع ”) publicly available posts and comments in 

aggregate مجمعبشكل from Internet users on social media sites; e.g. Facebook, 

Twitter, Blogs, YouTube, Consumer Review Sites, Internet Discussion Boards, 

Other….
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What is a social media monitoring dashboard?
❑ Social media monitoring dashboards visualize important performance metrics for a brand’s 

marketing efforts التجاريةللعلامةالتسويقيةللجهودالمهمةالأداءمقاييس  on social media. This includes 

followership, organic performance, the performance of paid advertising, and the visibility of 

their brand through 3rd party content and discussions (otherwise known as social 

listening). محتوىخلالمنالتجاريةعلامتهموظهورالمدفوعةالإعلاناتوأداءالعضويوالأداءالمتابعة

❑ A social media management dashboard is a tool used to track, measure, and analyze the 

performance of your social media channels, all in one place. It can help you understand 

everything from follower growth to competitor intelligence to social sentiment.

Why So Popular?
❑  Authentic viewpoints حقيقيةنظروجهات , Grassroots opinion الشعبيالرأي , Unprompted views وجهات

متوقعةغيرنظر , Can be cheaper than surveys, focus groups, Consumers not “expecting” 

marketers and researchers to be listening.
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❑ Ideally, your social media analytics dashboard should include visual 

representations of your data لبياناتكمرئيةتمثيلات . This makes it easy to spot at a 

glance لمحةفينظرة how things are changing over time. It’s a living document, and 

easy comparisons are the name of the game.

❑ How you use a social media dashboard will depend on your social goals and the 

size of your team. You can use a social media dashboard for a high-level overview 

of your social performance. Or, dive really deep into extreme detail. Reviewing and 

sharing your social media dashboard is an important way to learn what’s working 

and guide your social media strategy.
How to build (and use) a social media dashboard?

❑ Using a social media dashboard gives you a clear overview of your social media 

performance. You can easily see what’s working and what’s not. It also allows you 

to track your progress and understand how your content is performing.
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How to build (and use) a social media dashboard?

❑ Understand your goals
1. Increase brand awareness

2. Manage brand reputation

3. Increase traffic to your website

4. Improve community engagement

5. Boost conversions or sales

6. Generate leads المحتملينالعملاءتوليد

7. Deliver customer service

8. Gain market insights with social listening

9. Attract candidates for open positions

❑ SMART goals are:

    Specific

    Measurable

    Achievable

    Relevant

    Time-bound

So, instead of saying your goal is to 

increase social media followers, you 

could say that one of your goals is to 

increase your Instagram follower 

count by 5% per month.
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❑ Determine your metrics and KPIs* الرئيسيةالأداءومؤشراتالمقاييس
❑ Your metrics and KPIs are the numbers you will use to measure your progress 

towards your goals. Therefore, the metrics and KPIS you choose should align with 
the language of the goals themselves. Following the previous example, if your goal 
is to increase your Instagram followers, the obvious metric is, well, Instagram 
followers.

❑ Be sure to think about metrics that can provide deeper insights, too. So, rather than 
just a count of your followers, it’s helpful to track follower growth rate (….%....). 
This shows how quickly your follower count is growing.

❑ If your goal is to increase engagement, you should also use social listening to track 
the sentiment of mentions and interactions. This helps you understand whether the 
engagement you’re seeing has a positive or negative tone. You might also want to 
specify specific types of engagement to increase, like link clicks or comments.

* KPI = key performance indicator
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❑ Set up a data tracking system 

❑ A social media analytics dashboard should make it easy to track your 

performance across all your social media channels. The more data 

you can gather, the better you’ll be able to understand what’s working 

and what’s not.

❑ You have a few different data tracking options. The one you choose 

will depend on the size of your team, how well developed your social 

presence is, and how much time and money you want to invest.

A Real-time Monitoring DashboardLec. 8
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❑ Manually track your data

❑ When you’re just getting started, a manual dashboard can be a very 

budget-friendly way to track social media performance. However, it 

does require more work than the other options.

❑ To retrieve the data, you’ll need to log into the native analytics tools 

within each of the social media platforms (like Meta Business Suite 

and Twitter Analytics “X Pro”). You can gather additional data about 

conversions through Google Analytics.

❑ As you collect your data, simply plug it into the relevant columns on 

the template. Make sure to use the same time period in each set of 

reporting tools in order to create a meaningful report.
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❑ Set up a Google Looker Studio Report
❑ Formerly known as Google Data Studio, Looker Studio is a data visualization 

platform that can help you understand your social performance.

❑ You can use partner connectors in Looker Studio to connect your social 

channels to a report and get visualizations of some key social KPIs. If you’ve 

never used Google Analytics reports, this might feel a little overwhelming. But it 

can be a good option for those familiar with Google’s reporting tools.

❑ Many of the partner connectors used to automatically import data from social 

channels have a monthly fee. Another option is to use Google Looker Studio to 

create a visual report from the data in your Google Sheets social media report 

template.
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Google Data Studio, is an online tool for converting data into 
customizable, informative reports and dashboards.



❑ Use a social media management tool

❑ A social media management tool like Hootsuite automatically tracks your 

social data across platforms. This can be a major time-saver, as it eliminates

the need to log into multiple tools to gather your details.

❑ All you have to do is connect your social media accounts. Then the data will 

be ready for you whenever you want to access your social media dashboard. 

With a few clicks, you can see visual representations of your data for your 

chosen time period. This is the best social media dashboard option for 

substantial social teams. 
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❑ Check in on your progress regularly بانتظامبكالخاصالمحرزالتقدممنتحقق
❑ A social media management dashboard adds significant value to your marketing 

efforts only when you use it regularly. The social landscape changes fast, and you 

can’t assume that what works today will work tomorrow. Regular check-ins تسجيلات

 will help you understand how well you’re meeting your goals. It will also serve الوصول

as an early warning system when things start to change. You can then adapt your 

strategy appropriately.

❑ It’s also a good idea to have a regular schedule for reporting on your progress. The 

reporting schedule should align with the timeframes in the goals you set. For 

example, if your goals have a monthly timeline, monthly reports are clearly the best 

reporting option. But the primary stakeholder should likely check in more often to 

ensure things are on track. A weekly—or even daily—look at your overview reports 

gives you the best chance to respond to emerging wins and challenges in real time.
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❑ Extract insights from your data بياناتكمنالرؤىاستخرج

❑ A social media metrics dashboard displays all of your metrics in one 

place. You can quickly see what’s working and what’s not. It’s taking 

that next step of putting your findings into action that’s the real benefit 

of solid social reporting.

❑ For example, say your social media posts are getting a lot of 

engagement but not many clicks. You might want to focus on creating 

more shareable content.

❑ Or, say you notice that your audience is most engaged during certain 

times of day. You can adjust your posting schedule accordingly.
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❑ Extract insights from your data

❑ Say you see that social sentiment is trending downward الاتجاه

الانخفاضنحو . Or maybe your competitors are suddenly 

outperforming you عليكالتفوق . It’s time to do some strategic 

planning and analysis to uncover the source of the problem

before it gets out of hand.

❑ When you understand your social media metrics, you can use 

that data to create deep insights عميقةرؤىإنشاء . You can then 

shape your marketing strategy to increase conversion rate and 

fill the sales funnel.
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❑ Share your findings

❑ A social media marketing dashboard should make sharing your 

results with stakeholders easy. Reporting proves the ROI* علىالعائد

 of your social media efforts and helps make a case forالاستثمار

further resourcing. Reporting is also important for team learning, 

whether things are going right or wrong.

❑ Choose a social media reporting dashboard that lets you generate

custom reports. Bonus points if you can add schedule reports to 

send automatically at the intervals best suited to your social media 

goals. *ROI = Return on investment
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❑ Share your findings

❑ Keep in mind that not everyone in your reporting structure will 

need—or even want—the same level of reporting detail. Your social 

media team members likely want all the information they can get to 

fuel ideas and discussion.

❑ Your customer service team can benefit from information about 

inbound messaging and sentiment. But they likely don’t need to 

know engagement numbers for every post.

❑ Meanwhile, executives and other high-level stakeholders likely want 

just a high-level view of the metrics most important to ROI like 

conversions and web traffic.
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Examples of tools
10 brand social media monitoring tools (Free & Paid)

1. Mention

2. Brandwatch

3. Talkwalker

4. Sprout Social

5. Hootsuite Insights

6. Buffer Analyze

7. YouScan

8. Muck Rack

9. Lucidya

10. Crowd Analyzer (Arabic Media Monitoring Platform)
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Managing Real-time Publication

3 key advantages to having good social media management

1: Effective platform management saves time

❑ You will probably have one or two key platforms you primarily focus on 

(let’s say, Facebook for advertising and support and Twitter for building 

brand awareness). Still, you can’t afford to skip the basic hygiene factors 

on some others (for example, your LinkedIn company page), which means 

switching costs.

❑ When you publish or respond in multiple channels without a cohesive 

plan, this will create unnecessary costs, loss of focus, and poor follow-

through. You can invest in a tool to manage all platforms in one place. 

This keeps you focused on an actual strategy and reduces switching 

costs to help you act faster.

Lec. 8
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3 key advantages to having good social media management

2: Professional Customer Support Pays Off ,ثمارهيؤتيالاحترافيالعملاءدعم Big Time

❑ For example, 80% of companies believe they provide excellent customer 

care on social media, while only 8% of customers agree.

❑ And here's another statistic to keep in mind: delivering customer support 

on social media is 1/6 of the cost of taking a traditional service call.

❑ Management in this context means having the processes and tools to keep 

your team in sync, respond fast, escalate to offline properly, and evaluate 

your customer service KPI. Social media management tools help you start 

working on this level right away – allowing your customer reps to interact 

with each other and have access to a shared and reusable base of 

knowledge and real-time performance tracking.
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3 key advantages to having good social media management

3: Cohesive work paves the way to great results
❑ You need a clear, cohesive strategy for your social media presence – across 

all departments, platforms, and activities – and a way to put that strategy 

into action, not just once but across a whole quarter and year. 

❑ This is where a social media management platform shines: it gives you the 

transparency, best practice processes, and all the planning and analytics 

tools you need – all in one place and at the click of a button.

❑ Set a cohesive  strategy for all social media activity, connect it to your 

overall marketing and business plan, and execute it in the same way - with a 

centralized way of working.
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3 Ways To Plan For Real-Time Social Media

1) Newsjacking الأخباراختطاف/اصطياد
❑ Newsjacking has become a popular way to use trending topics for your own 

gain.

❑ Jeremy Pearcy, CEO of Reservations at the Point, explains real-time 

marketing and newsjacking this way:

“Since consumer attention is already 

focused on the trending topic, or large scale 

event, and they identify with it, real-time 

marketing just takes advantage of what is 

already working to provoke engagement.”
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3 Ways To Plan For Real-Time Social Media

2) Tweet Chats 
❑  Five ways to find the right X (prev. Twitter) Chat for your business or brand:

1. Paying attention to your newsfeed. By participating in the X (prev. Twitter) 

chats your audience enjoys, you can nurture رعاية and strengthen those 

relationships.

2. Using X (prev. Twitter’s) advanced search to find hashtags related to your 

niche or interests.

3. Searching on X Pro (prev. TweetDeck) or TweetReports.

4. Taking a look at this carefully curated مختارة Twitter Chat Schedule doc.

5. Tweeting out to your audience asking for recommendations.
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3 Ways To Plan For Real-Time Social Media

3) Think Conversation فكريةمحادثة
❑ This means finding ways to enter into relevant, timely and valuable conversations 

with potential clients for our company and the companies of our clients.

❑ How do we do that?

By …

❑ Looking at/using trending hashtags

❑ Using social listening and keyword monitoring tools

❑ Checking out influencers, their content, and their Twitter Lists

❑ Putting a focus on real-time responses — or as real time as possible; we like to 

answer all incoming inquiries within 3 hours

❑ Using segmentation  to ensure we’re delivering the right content at the right تقسيم

time to the right audience
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The Tools to Manage Real-time 
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The Tools to Manage Real-time information publication

Social monitoring platform covers networks like

❑     TikTok

❑     Facebook

❑     Instagram

❑     LinkedIn

❑     X (prev. Twitter)

❑     Pinterest

❑     YouTube
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Platform Analytics

The insights you develop from social listening should be shared with your 

assessment team and other stakeholders.

X (prev. Twitter)

Twitter is one of the easiest platforms to monitor but be sure the relevant 

conversations are happening there. Twitter is often used to identify breaking 

news. Twitter has an advanced search option, which gives an easy interface to 

make very specific queries, such as only searching for tweets from or to 

specific accounts, during certain time periods, or containing particular types of 

content, such as videos or links.
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Facebook and Instagram

Facebook’s native search includes a host of filters, including the ability to 

search for public posts in public groups and pages, for example. You can also 

search by date and by tagged location, as well as by media type, such as 

videos, photos, or livestreams.

TikTok

Tiktok allows you to easily see the current most popular hashtags simply by 

pressing the discover icon on the bottom of your screen. You can start 

searching for a keyword at the top of the page. After you enter the key word, 

TikTok will give you different tabs.
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WhatsApp

WhatsApp is the most popular messaging app globally, and its group chat 

function is well-suited to amplifying the impact of information, but closed chat 

groups are difficult to monitor. However, you can join some groups through 

publicly available invitation links, which you can find by searching for 

“chat.whatsapp.com” on Google. 

Google Trends

Google trends tracks the volume of searches for certain keywords on several 

channels, including general web, image search, News search, and YouTube. It 

can compare results for different keywords (up to 15). Results can be filtered by

time, geography, or even related queries. It can help in signal detection and 

tracking of conversational shifts.
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 How to Assess the Social Media Monitoring Tool
❑ There are multiple criteria to consider when choosing a social media monitoring 

tool
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Examples of Social Media Monitoring Tool
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Social Media Monitoring Tool
An Example: Crowd Tangle
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CrowdTangle Intelligence Report
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CrowdTangle Intelligence Report
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Lecture outline

Social Media Strategy
▪ The role of platforms 

such as Twitter, 

Facebook and 

YouTube.

▪ A look at the 

processes required to 

use these tools 

effectively.

1. Select Relevant and Realistic Social Media Marketing Goals
    2. Determine Your Most Relevant Metrics
    3. Decide Who You Want as Your Social Media Audience
    4. Understand Your Social Media Audience
    5. Select the Right Social Media Networks for Your Audience
    6. Investigate How Your Competitors Approach Social Media
    7. Establish a Realistic Social Media Budget
    8. Plan the Types of Content You Intend to Share
    9. Set Up Your Accounts Properly Before You Make and Promote Content
    10. Establish the Best Times to Post and Set Up a Content Calendar
    11. Create Suitable Content to Share with Your Followers
    12. Promote Your Social Channels
    13. Engage with Your Audiences
    14. Build a Community for Your Audience
    15. Consider Paid Promotion to Boost Your Audiences
    16. Consider Working with Influencers to Widen Your Reach
    17. Consider Working with Brand Advocates
    18. Consider Using Chatbots as Part of Your Social Media Marketing Strategy
    19. Run Cross-Channel Campaigns
    20. Track Your Results and Adapt Your Social Media Plan

Lec. 9 20 Steps for Social Media Strategy 
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How to Build Social Media Strategy?

1. Select Relevant and Realistic Social Media Marketing Goals

❑ One of the most significant problems faced by many businesses 

engaged in social media is that they have never spent the time to 

set relevant and realistic social media marketing goals. They know 

they need to be on social media, but have no idea why they are 

there.

❑ Of course, your social media marketing plan needs to fit into your 

business planning as a whole. Ideally, you will have set strategic 

goals for how you want your business to progress. Your social 

media marketing goals should complement your overarchingشامل  

business goals.
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1. Select Relevant and 

Realistic Social Media 

Marketing Goals

❑ Suitable Social Media Goals 

Could include: 
❑ Increasing brand awareness

❑ Achieving a set higher quantity of 

sales

❑ Improving your ROI

❑ Driving people to increase in-

store sales

❑ Grow your fan base
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2. Determine Your Most Relevant Metricsالمقاييس

❑ The existence of fake followers on any social network means 

that follower numbers have little value as a metric.

❑ Ideally, you should look at the marketing goals you set, and 

determine which metrics will provide you with the answer as 

to whether you are meeting that goal. 

❑ For example, if you have a goal that aims to increase your 

brand awareness, then Post Reach is a relevant statistic. It 

will tell you how far your content is spreading across social 

channels.
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2. Determine Your Most Relevant Metrics

❑ If your goals are more sales-based, or you want to drive 

people to take a particular action, then you should take 

notice of the number of Clicks. Tracking Clicks per campaign 

will give you a good indication of what drives people to buy 

or do what you ask of them. 

❑ You will often take most interest in the engagements on your 

posts. This shows how people interact with your content and 

whether it resounds with them.
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3. Decide Who You Want as Your Social Media Audience

❑ One of the most common mistakes made by firms on social media is to think 

that all followers will be good for them. There is a good reason why pundits 

deemphasize the metric Follower Numbers and call them vanity metrics. 

There is little point in having somebody as a follower unless he is likely to 

take an interest in the content you share.

❑ This is probably the biggest problem with buying fake followers. fake 

followers don’t engage with your account. Some aren’t real people at all, 

merely botsالروبوتات . They certainly won’t make future customers. These 

people, whether they are real or fake accounts, will not spend any money on 

your products. They will not refer people to you. They are of no value to you 

at all.
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4. Understand Your Social Media Audience

❑ Not all social media audiences are alike. Different types of 

people use social media in varying ways. If you’re going to 

meet your goals, you need to be using the same social media 

networks as your target audience. Similarly, if you intend to 

engage in influencer marketing, you need to ensure that you 

engage influencers whose audience matches your target 

market.
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5. Select the Right Social Media Networks for Your Audience

❑ Some people worry about how they are going to find the time and 

energy to operate accounts on every social network. In most cases, 

you don’t need to. You simply need to find the right social networks 

for your business. You want to discover the social networks where 

your intended audience spends their time.

❑ You may have to carry out some research first to discover where 

your intended audience hangs out. This shouldn't be too difficult, 

particularly if you know your customers. If you don’t already 

understand this, you could survey them, asking them for their 

preferred social accounts.
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5. Select the Right Social Media Networks for Your Audience

Don’t Waste Time on Social Networks Your Audience Don’t Use

❑ If a sufficiently large proportion of your target audience spends time 

on a  social network, you want to be there too. If they have little 

interest in a platform, you can give it a miss, and not waste your time 

and resources there.

❑ There is another factor that you should consider to make your life 

easier. Many businesses find it easier to use some form of social 

media marketing platform to help them schedule posts in one place in 

bulk.
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6. Investigate How Your Competitors Approach Social Media
❑ You will usually have competitors who will also run a social strategy. You will 

definitely need to know what they are doing. What is their focus? Whom are they 

targeting? What key phrases are they trying to dominate?

❑ You can quickly conduct a competitor analysis to help you better understand their 

strengths and weaknesses. This should give you a better understanding of what 

potential customers expect from businesses in your industry. 

❑ You might spot your competitors’ weak social areas and be able to exploitيستغل  the 

gaps. For instance, one of your competitors might be influential on Twitter, but 

have a weak Facebook presence, despite your target market using that network. In 

that case, it may pay you to put more resources into Facebook rather than 

competing head to head on Twitter.
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7. Establish a Realistic Social Media Budget

❑ Social media marketing is as viable a form of marketing as any other 

marketing type for most companies, and you should be prepared to 

allocate a budget accordingly. You can't expect social media success if 

you simply tag it onto the pre-existing list of duties your existing office 

staff performs.

❑ On the other hand, you shouldn't spend more on your social media 

activities than you can realistically earn in increased sales, or at least in 

brand recognition and awareness if that is more where your goals lie.

❑ As with any form of marketing, you should calculate a return on 

investment (ROI) from your social media expenditureالنفقات , bearing in 

mind the goals you set earlier in your strategy.
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8. Plan the Types of Content You Intend to Share
❑ Of course, to be successful on social media, you will need high-quality content to 

share. One of the biggest mistakes that businesses do is to share excessive 

promotional material. Remember, social networks are designed to be social – they 

were never intended to be a marketplace for you to sell your products.

❑ Therefore, you need to balance the content you share socially, to be a mixture of 

informative and entertaining items, with a small percentage of promotional 

material added in. You will also need to like and share other people’s content.

❑ This is probably the most significant reason that most influencers gain that status. 

They know their audience well and create the perfect content to interest their 

followers. As a brand, you need to do the same.
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8. Plan the Types of Content You Intend to Share

Be Realistic About What You Can Produce
❑ You need to understand any limitations you may face when 

creating content. For example, you might want to run a great 
YouTube channel, but if you don’t have the equipment, people, 
knowledge, and time to create high-quality videos, it is pointless 
going down that track. You don’t want a YouTube channel with just 
one or two poorly-filmed videos of talking heads.
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8. Plan the Types of Content You Intend to Share

Don’t Mix Your Personal Tastes with Those of Your Target 
Audience
❑ The odds are that you, or the person running your business 

social account, will also run personal social accounts. You 
must distinguish between the two types of accounts. Just 
because you like to make a particular type of post on your 
own accounts, does not mean that those posts will work on 
the company accounts. 
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9. Set Up Your Accounts Properly Before You Make and Promote 

Content 
❑ It is vital that you set your accounts up correctly. You will want a 

consistent visual look across all of your social channels. Use the correct 

colors, logos, and similar graphics on each network.

❑ Don’t waste any of your social real estate. Take the time to fill in your bios 

and profiles fully. Make sure that you link to relevant places, perhaps even 

create specific landing pages on your website for people who click 

through from your social accounts. 

❑ It is worth taking the time to ensure that you have uploaded all the images 

on your bios and profiles at the best resolution for the social network
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10. Establish the Best Times to Post and Set Up a Content 

Calendar
❑ While you could manually make all of your social posts, that is 

inefficient, and may not lead to the best results. Most of the social 

networks now use some form of algorithm to filter the results they 

give people. This means that if you post at a different time to when 

your target audience is online, they may never see your content.

❑ Ideally, you will want to use one of the social scheduling tools so 

you can set up and organize multiple posts at the same time. 
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11. Create Suitable Content to 

Share with Your Followers
❑ There are four questions you should 

ask yourself when creating content:

❑ Don't forget the importance of 

images and videos. Visual content 

is more than 40 times more likely to 

be shared on social media than 

other types of content. 
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11. Create Suitable Content to Share with Your Followers

Create Diverse Content

❑ While you want your content to have a general look, particularly 

within individual social campaigns, you don't want all your social 

content to look the same. People respond best to variety in their 

social feeds. Depending on the social network, they like a mix of 

attractive imagery, entertaining videos, and even some compelling 

text copy. Of course, some social networks only allow you one or 

two of these content types, but you can still alter the mix of posts 

within a medium. 
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11. Create Suitable Content to Share with Your Followers
Customize Your Content for Each Social Network

❑ It's important to remember that not every social channel is 

identical. Ideally, you should customize your content for each 

network.

X (Prev. Twitter)

❑ X (Prev. Twitter) comes with a self-imposed limitation – you can’t 

write more than 280 characters in a tweet. So, your message needs 

to be short and to the point. You can include links in tweets and 

hashtags (but no more than 1 or 2). Tweets with images perform 

far better than those without.
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11. Create Suitable Content to Share with Your Followers
Customize Your Content for Each Social Network
Facebook
❑ Facebook posts can be longer than tweets, but don't make them excessively 

so. People can be easily turned off by a wall of text. It is always a good idea to 
include some personal comments, even if you are simply sharing curated 
content. Short videos perform well on Facebook. Add an image or video with 
every Facebook post, but relate them to your text. Link posts often perform 
well on Facebook

LinkedIn
❑ LinkedIn is a professional network, so you need to ensure that all the posts 

you share there are suitable for such an audience. People often read posts on 
LinkedIn hoping to educate themselves, particularly anything that can help 
further their careers.
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11. Create Suitable Content to Share with Your Followers
Customize Your Content for Each Social Network

Instagram

❑ Instagram is an image-based social network, so you need to share 

interesting, relevant photos, and short videos. You can combine these to tell 

a Story, which has the advantage of sitting at the top of people's feeds, 

rather than being lost in regular posts.

Pinterest

❑ Pinterest is also very image-focused. Indeed, people Pin images on themed 

boards. So you need to focus your Pinterest content around a pinnable 

picture. Pinterest can be perfect for creatively showcasing products, 

particularly if you have a predominantly female target audience.

How to Build Social Media Strategy?Lec. 9



11. Create Suitable Content to Share with Your Followers
Customize Your Content for Each Social Network

YouTube

❑ YouTube is, of course, renowned as the home of medium to long-form 

video. You set up a channel and post videos to it, preferably following an 

overall theme. You need something to set you apart from all the other 

YouTube channels. You should aim to post at least one video per week, 

so your audience knows they can expect new videos consistently. You 

should generally avoid simply uploading your existing television ads. 

Aim to make and upload well-made, high-quality videos. One way to avoid 

making videos that look too obviously like ads is to make interesting 

videos that incorporate your products.
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11. Create Suitable Content to Share with Your Followers
Customize Your Content for Each Social Network

TikTok

❑ TikTok is beloved by Generation Z and, to a lesser extent, millennials. If 

they're your target market, then you should be making short-form videos for 

the platform. Videos on TikTok can be of any length up to 10 minutes, 

although most are around 15 seconds. Trends are significant to TikTok's 

audiences, so take note of the latest trends and try to make and share a 

quick video following the trend as soon as you notice it. As with YouTube, 

it's vital you choose a niche for your TikTok videos that is likely to interest 

your target audience. With TikTok videos being short, you need to post often 

to keep the attention of your viewers.

Generation Z is "the generation of people born in the late 1990s and early 2000s
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12. Promote Your Social Channels 
❑ Although good content will ultimately sell your social channels, you still 

need to gain your initial following. People have to find your channels before 

they can choose to follow you.

❑ You can promote your channels in various ways, some highly visible, 

others more subtlyبمهارة .

❑ You should place buttons for all your social accounts at various places on 

your website – on your home page, in your footer, on your About and 

Communications pages, for example.  If you have an email list, you should 

include a reference to your social channels in any emails and newsletters 

you send. You can easily add buttons to your social channels in the footer 

of every email.
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13. Engage with Your Audiences 
❑ People don’t just go onto social networks to read, look at, or watch content. They 

go online to interact with other people and to be social. Successful businesses do 

not just broadcast to their social audiences. They engage with them too.

❑ This is why you should not attempt to cover every social network unless you have a 

very diverse target market and an army of personnel dedicated to this task. By 

focusing your attention on the social networks your target market frequents, you 

can use your resources efficiently.

❑ Some firms have found it very useful to create custom hashtags. Not only can these 

encourage discussions and sharing, but they also make it easier for you to search 

for posts that reference your business. 

❑ Ideally, you should respond to all social mentions of your business and 

demonstrate that customer care is a priority for you. 
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14. Build a Community for Your Audience  
❑ One of the best ways of engaging with your audience is to create a clear 

community for them. You want to be one of their "go-to" places each day. A 

crucial part of this is establishing a personality online. You want to ensure 

that your business comes across as having heart and soul, and people 

don't see you as a faceless corporation.

❑ Try and make your posts interactive and involve your audience. Make a 

point of asking them for an opinion. You could perhaps include quizzes and 

questions to collect your followers' views. Whatever you do, make sure 

your posts are interesting and newsworthy. Don't simply regurgitate your 

advertisements. You want your followers to return to your posts regularly, 

so they must find them of value.
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15. Consider Paid Promotion to Boost Your Audiences

❑ Most social networks allow you to buy some form of paid ads. Most will 

enable you to demographically target your ads, making them only visible to 

your preferred target audience.

❑ Paid promotions allow you to reach relevant audiences to whom you don't 

currently connect. You can use advertisements to build brand recognition, 

promote particular posts/videos, or even to sell products.
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16. Consider Working with Influencers to Widen Your Reach
❑ We obviously understand the advantages of working with influencers and engaging 

in influencer marketing. If you select the right influencers, you have the chance to 

reach a whole new audience, who hopefully will have an interest in your business 

and its products.

❑ Influencers have already mastered the art of social media marketing – that is their 

strength. They have built a solid reputation online, and have a large number of keen 

and interested followers.

❑ You might consider working with influencers, having them to direct their followers 

to your social sites. You will, of course, have to create content that will interest them 

when they arrive at your pages, however. 

❑ If you select influencers whose followers match your target audience, and you 

provide quality content to people that the influencers direct your way, you have a 

chance that these people will then become your social followers too
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17. Consider Working with Brand Advocates 
❑ You might already have access to keen and eager people who are happy to 

promote your brand on social media. You can include these brand advocates in 

your social media marketing strategy. They may not have the same reach as the top 

influencers in your niche, but some will already have sizeable audiences and solid 

reputations, and you have the added advantage that they already know and like 

your product.

❑ Brand advocacy simply means that the people who love your product or services 

continue to show support for your brand by promoting your organization 

organically to new audiences. Your brand advocates can play a significant role in 

word-of-mouth marketing and drive new business by being enthusiastic fans of 

what your company does.

❑ Brand advocates can include your executive leadership, company partners, 

employees, and existing customers.
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18. Consider Using Chatbots as Part of Your Social Media Marketing Strategy
❑ If you use messenger-type apps, such as Facebook Messenger or WhatsApp, with 

your followers, then you could consider adding a chatbot. These can help you 

resolve problems for your potential or existing customers without the need for any 

human interruption.

❑ SocialBee describes "the greatest benefit may actually be the fact that a chatbot 

will provide your customers with a smart assistant with the ability to communicate 

with them almost like a human consultant and it will progressively begin to get to 

know your customers and which of your products they are interested in." 

❑ If the thought of using a chatbot daunts you, you don't need any coding skills or 

have to pay a costly development team. There are several existing chatbots you 

can integrate into your social channels for a monthly fee.
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19. Run Cross-Channel Campaigns
❑ Many businesses now have more than one social account and tie them together 

with cross-channel campaigns. You can even include your influencers and brand 

advocates in these campaigns too.

❑ Of course, if you sell multiple products targeting different groups of people, you 

might have quite a few business social accounts. That doesn't mean that you need 

to include every social account in every campaign حسابكلتضمينإلىبحاجةأنكيعنيلاهذا

حملةكلفياجتماعي . Focus on those accounts that match the target audience for a

specific campaign.

❑ Every social network has its quirks and ways of doing things. For instance, 

hashtags began on Twitter. They're still important there, but you shouldn't use 

more than one or two per tweet. That network also has a fixed limit of 280 

characters. Instagram seems even more beloved of hashtags, and you can use up 

to 30 hashtags in an Instagram post. They don't like you using the same 

combination of hashtags in too many posts, however. 
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19. Run Cross-Channel Campaigns
❑ On the other hand, while some people use hashtags on Facebook, they have 

never taken off there in the same way they have on Instagram, Twitter, or even 

TikTok.

❑ So, you can't just use the same items of content, unaltered, on all your social 

networks in a cross-channel campaign. You need to think of a cross-channel 

campaign as one giant story you tell across all your social accounts without 

repeating yourself. You want to tell a connected, cohesive story that does not 

feel repetitive to your audience, particularly to those who follow you, your 

influencers, and your brand advocates across multiple social networks. 

❑ One way to do this is to share only the content types that each network 

specializes in for your campaign. 
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19. Run Cross-Channel Campaigns
❑ For example, you would only share images relating to your campaign on 

Instagram, videos of more than a few minutes duration on YouTube, short 

videos on TikTok, and short, sharp 280-character tweets on Twitter (but 

ensuring you include a suitable visual.) 

❑ You will, of course, wish to use consistent branding across all the 

messages on all your social networks for your cross-channel campaign. 

Ideally, you might create an overall landing page giving more details about 

your campaign and linking all your messages there. Remember to create a 

unique, memorable hashtag for these campaigns (and even encourage 

people to use it on those networks with less hashtag interest, like 

Facebook.)
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20. Track Your Results and Adapt Your Social Media Plan
❑ Of course, no matter how much you plan your social efforts, there is no 

guarantee that things will work as you expected. If you don’t track your results, 

however, you will never know the success of your social campaigns.

❑ You began the process by setting goals and then determined your most relevant 

metrics. Therefore, you will want to keep a constant eye on how these metrics are 

progressing. Are your social campaigns having the desired effects on these 

metrics? المقاييسهذهتقدممراقبةفيسترغبلذلك،.صلةالأكثرالمقاييسحددتثمالأهدافبتحديدالعمليةبدأتلقد

المقاييس؟هذهعلىالمرغوبةالتأثيراتالاجتماعيةحملاتكتحققهل.باستمرار

❑ We have previously looked at 15 Instagram Analytics Tools for Influencers. Some 

of these also provide metrics for other social platforms. Many of the social 

networks offer their own analytics tools that will provide much of the necessary 

data. For example, you will find an Insights section for your Facebook page and 

Analytics sections on Twitter and YouTube. 
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20. Track Your Results and Adapt Your Social Media Plan
❑ Use these tools to track your success. If they show that you are 

producing popular, well-shared content, create more of that type. If 

your content doesn’t perform so well, take note of what does work, and 

adapt your social sharing to focus on the kind of material your 

followers preferred.

❑ You could also consider surveying your social audience to discover 

what they think of your social media marketing strategy. Your followers 

may come up with valuable ideas that you hadn't thought about. Don’t 

be afraid to make changes if there is a chance that you can further 

improve your social success.
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Introduction

❑ The use of social media has increased in the world of communication, 

with X (Twitter) and Facebook as the most used platforms, and 

organizations have gained mileage by using it to communicate in a much 

more effective and fast way with their customers about their businesses 

as well as responding to queries and questions. 

❑ However, in as much as the emergence of social media has brought in the 

advantage of fast, effective communication, it has also given room for the 

fast spread of negative. An organization depends on its reputation, it is a 

pertinent aspect that directly translates to its financial achievement, and 

with the emergence of social media, crisis might arise and spread faster 

than it can ever do on any other traditional forms of communication.
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❑ Therefore, the success of any organization is highly dependent on 

what it says or the effort it makes after a crisis strike. 

❑ For this reason, crisis management helps the companies in being able 

to address issues that threaten its reputation. 

❑ It has been suggested that it is paramount for organizations to 

understand fully how to manage different kinds of crisis via social 

media.

❑ Wang (2015) observes that social media has been utilized for public 

relations since its advent in 2004, and this has had an influence on 

both individuals and the society.
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Internal Communication
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Internal Communication

❑ Organizations communicate in two directions: internally to staff and externally to 

clients, customers, shareholders, stakeholders, the media. 

❑ Faulty internal communications can lead to mistakes, discouraged and unhappy 

staff, employees leaving the company. 

❑ Poor external communications can damage image and sales. It really is that simple. 

Any overall management strategy needs a communications plan or the whole 

operation might fail.

❑ A communications audit فحص/تدقيق/مراجعة analyzes an organization’s practices to 

reveal how effective they are—throughout a whole company or in specified parts of 

the organization. It can pinpoint problem areas such as frequent 

misunderstandings الفهمسوء , information blocks المعلوماتحجب , information lacks نقص،

information duplication ,المعلومات المعلوماتازدواجية , misrepresentationالتحريف . An audit 

could be part of a periodic health check, but it is especially helpful at a time of 

change: a merger or acquisition, launch of a new product or service, entry into new 

markets, for example.
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❑ Communication is a complex process with potential pitfalls الصعوباتat each 

stage. Is the message clear? Is the medium for transmitting it appropriate? 

Has the recipient actually received it? If so, has it been understood? Has it 

had the desired effect? Does the recipient have a channel for feedback? Can 

the recipient understand how to provide the feedback? You thought you said 

one thing but when you check you find that a totally different message was 

actually received.

❑ The evaluation report will consider attitudes towards the communications (do 

people look forward to meetings or consider them a waste of time?); it will 

look at the needs of different groups (the most appropriate way to deliver 

training, for example) and it will provide evidence of any problems that need to 

be addressed.
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❑ When a crisis occurs, it is essential to:

• Demonstrate your willingness to cooperate with officials, key audiences 

and industry support;

• Provide timely, accurate, and credible information regarding the situation;

• Communicate accurately and effectively to all target audiences;

• Are prepared to verify the training provided to workers;

• Act quickly and appropriately in response to the media;

• Protect the name and reputation of your company; and

• Maintain employee, producer, customer and industry confidence.
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Influencer Communication

What is Influencer Communication?
❑ Influencer Communications المؤثريناتصالات is a messaging-based approach 

to marketing communications that ensures consistency in how brands 

are perceived in different mediums, such as news coverage, social 

media, speaking engagements, investor presentations, analyst reports, 

and content marketing.

❑ The relevance of social media influencers for organizations has grown 

rapidly during the last years. Strategic communication الاستراتيجيالاتصال  

faces the challenge to find new ways how to manage their influencer 

activities because established communication management concepts 

cannot simply be applied to influencers.
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❑ This is due to at least two characteristics of influencer communication: 

First, many influencers strive to monetize their status as micro-celebrities المشاهير

 .الصغار

Second, influencers combine functions that different actors have fulfilled 

previously, e.g. creative agencies, advertising media, journalistic media,

testimonial givers, and opinion leaders. This interminglingمتداخل  of functions in 

just one actor implies that routine procedures that are tailored to mono-functional 

actors may fall short. 

❑ For example, organizations have to approach travel influencers differently than 

travel journalists. 

❑ Due to these two characteristics, organizations’ communication departments 

and their agencies are confronted with the task of adapting their routines to 

influencer communication or even developing new routines. 
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❑ Yet despite the growing importance of influencer communication, little is known 

about how organizations and agencies manage their influencer activities. 

Influencers as a new voice in strategic communication

❑ Early research on social media influencers has defined this stakeholder group as 

“third party endorser المؤيدالثالثالطرف who shape audience attitudes through blogs, 

tweets, and the use of other social media”

The Role of Internal Influencers in Communications Strategy

❑ Many companies have long relied on external influencers, such as industry 

experts, analysts, and thought leaders, to communicate their message. But the 

rise of employee advocacy has given way to a new breed of influencers—internal 

influencers. These key people, located within the heart of your business, can be 

crucial in shaping your organization’s employee communications strategy.
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❑ Internal influencers are employees who can shape their colleagues’ 

opinions, beliefs, and behaviors. Sometimes referred to as employee 

influencers, these individuals are highly respected and trusted by their 

colleagues. By leveraging their power, internal influencers can significantly 

impact your company’s culture and communications. الشركةواتصالاتثقافة

❑ According to a study, 70% of employees are likelier to trust information 

about their company that they receive from their colleagues than from the 

company’s official channels. When you think about it, this makes a ton of 

sense. Who better to understand the decisions made by the leadership team 

than those directly affected by them? Who better to disseminate a new 

policy or initiative than someone “on the inside”?
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Media Communication

❑ Relationships & Preparation
Good media relations begin 

long before you are contacted.
❑ Draft and implement a media policy.
❑ Educate employees on the policy.
❑ Identify and train a lead spokesperson.
❑ Establish relationships with reporters.
❑ Know your Target  Audiences.
❑ Develop and know your Key and Secondary Messages.
❑ Anticipate and prepare for questions.
❑ Answer questions with your messages.

No comment is usually no good.
If you hide from the media, most people 

will suspect that you have something to hide. 
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❑ What to Do When a Reporter Calls :
Immediately

WHO is calling?

Get a name, title, media outlet, deadline.

Try to get a “time out”

Decide who will speak to the reporter

Decide your key messages

Think of likely questions…write them down

Rehearse, at least mentally
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❑ Your Target Audiences/Publics:

If you say something publicly 

Who 

will hear it and

How 

will it affect them?
❑ The general public (current, past and future clients)

❑ Regulators and legislators والمشرعينالمنظمين

❑ Employees

❑ The media 
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❑ Develop Your Messages :

What you say will have an effect on each target audience. 

So, what do you say?
Key Messages

❑ The Key Message is applicable to any audience. 

❑ The Key Message should register an immediate impression.

Secondary Messages

❑ Secondary Messages are customized for specific audiences. 

❑ Develop your messages before you talk with a reporter. 

❑ Rehearse and repeat them during the interview, no matter the 

question.
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❑ Develop Your Messages :

Appearance is critical ?
❑ Studies show upwards of 75 percent of information 

comes from the eyes – much less from the ears

❑ Need to look the role الدورعلىنظرةإلقاءإلىتحتاج

❑ Professional

Execution
Be brief. 

Get your key messages across early and frequently.

Know when to stop talking.

Do not speculate المضاربة .

Avoid sarcasmسخرية .
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❑ Develop Your Messages :

Execution

Always tell the truth. NEVER lie to a reporter!

Keep your cool. 

Be positive, not negative.

Avoid slang language.

Build bridges from loaded questions to informative answers. 

Repeat your key messages before you conclude. 
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Evaluation 

1. Read your clips; watch newscasts الأخبارنشرات . 

2. Be critical of your performance.

3. Check your quotes — accurate or inaccurate?

4  Make corrections, if necessary.

5. Commend accuracy الدقةعلىأثني . 

6. Follow up in writing.

7. All correspondence on an issue must be consistent.

8. Send copies of the stories that support your messages to 

your key audiences.
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Communicating on Social Channels

❑ Social media are internet-based technologies that allow collaboration and 

information sharing. Importantly, social media enables the two-way flow of 

information where the public can contribute to content development and sharing. 

Social media technologies are often referred to as web 2.0 technologies as they 

move from a one-way dissemination model of information sharing to an interactive 

environment where communication and conversations flow in multiple directions.

❑ The relationship between social media and crisis communications is an interesting 

and somehow controversial topic. While it is undeniable that social media platforms 

represent useful low-cost tools, their use during a crisis carries a number of risks 

that we must consider carefully. Nowadays, organizations cannot avoid having a 

social media footprint and, whether they like it or not, building a strong social media 

presence can make a difference during a crisis.
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Social Media in Crisis Communications Report 2020
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❑ The majority (72%) of organizations rely on social media to communicate or gather 

information during a disruptive event. Most respondents revealed during a series 

of in-depth interviews that they monitor a wealth of threats, including reputation 

damage. While most of them perform this function internally, two stated that their 

organizations employ a third party to take care of social media monitoring. Out of 

the interviewees who analyze social media, nearly two-thirds use specific software

to do so, while the remaining third adopt manual monitoring.

❑ The report highlights the attractiveness of social media for crisis communications, 

due to low costs and staff familiarity with them, among others. Further, 

professionals think that social media has a responsibility in guaranteeing a reliable 

service during an incident. Nearly half of the sample rely on social media to the 

extent which, in case these were unavailable, their crisis communications 

capabilities would be seriously limited.
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Crisis Scenario Planning

Lec. 10



Crisis Scenario Planning

❑ A crisis is the ultimate unplanned activity and the ultimate test for managers. 

In a time of crisis, conventional management practices are inadequate and 

ways of responding usually insufficient. A communications practitioner with 

global experience, details a well-managed crisis response that will leave 

stakeholders with a favorable impression and renewed confidence in the 

affected company.

1. Crisis prevention: The case for issues management

❑ The first task is to identify crisis risks or to recognize a crisis when it breaks 

out. From a communications standpoint, a crisis is a business or 

organizational problem that is exposed to public attention, and that threatens 

a company’s reputation and its ability to conduct business.

❑ Although some risks are beyond a company’s control, others can be foreseen. 
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❑ Research shows that the vast majority of crises arise when companies fail to 

identify a potentially contentious issue at an earlier, more benign stage, and to 

develop a plan of action to manage the issue before the issue manages them.
Creating a crisis communications plan

❑ The issues audit becomes the front end of a company’s crisis communications plan, 

and arguably, the most important document in the plan. As a complement to a 

company’s emergency procedures, the crisis plan should contain detailed 

communications response procedures in the event that any of the potential crises 

identified in the communications audit, or unforeseen external events, come to pass.

Testing the plan

❑ In order to ensure that the messages contained in the crisis plan are delivered 

effectively and with credibility, and that the plan can be carried out, it needs to be 

tested. This is where crisis training and simulations come in, as well as media training.
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2. Crisis Management: “Plan for the worst; hope for the best”

❑ Despite the best planning and foresight, organizations inevitably محالةلا  find 

themselves in a crisis from time to time.

❑ Research has discovered common internal reactions when the issue first 

breaks.

❑ Before the company knows about the incident, cameras are on the scene. 

In the absence of real information, an organization cannot respond 

meaningfully. However, that doesn’t stop media from reporting on it live, 

minute by minute.

❑ As events escalate, management senses a loss of control over the issue.
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Assessing a crisis

One of the most vital skills a company can possess is the ability to 

determine if, when and at what level of importance a crisis has struck:

❑ Is this a crisis, or is it simply a continuing business problem coming to 

the surface?

❑ Is it confined to a local area, or does it have the potential to become a 

situation of national or international importance?

❑ Has someone verified the incident or crisis?

❑ What are the legal implications?

❑ What level of resources will be required to manage it?
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3. Crisis recovery: Regaining trust

❑ A company should examine the impact the incident has had on its 

brand(s) and reputation. If the brand has taken a hit, a company may 

need to give consumers a reason to trust them again.

❑ Companies should consider a broad range of potential communication 

initiatives to restore trust and loyalty.

❑ Public opinion surveys can track changes in attitudes towards a 

company in the weeks and months after reputation-focused programs 

are launched.
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AI Positioning within the Crisis Lifecycle

AI tools can be mapped onto the classic crisis lifecycle: pre-crisis (early 

warning), crisis (sensemaking and response), and post-crisis (evaluation and 

learning).

• Pre-crisis (early warning): Machine learning models monitor social media 

streams for anomalies in volume, sentiment, or topic patterns that may signal 

emerging issues, protests, disasters, or reputational threats.

• Crisis (acute phase): AI supports real-time situational awareness by 

classifying posts, mapping needs and emotions, and tracking how narratives 

evolve across platforms and geographies.

• Post-crisis: Historical AI analyses help evaluate which messages, channels, 

and timings were effective, informing revised crisis playbooks and simulations.
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Core AI Techniques for Crisis Analysis

1. AI-Powered Social Listening and Sentiment Analysis

Social listening platforms increasingly rely on natural language processing (NLP) and 

machine learning to analyze sentiment, emotions, and emerging topics across social 

media, news, reviews, and forums. Key elements include:

• Real-time sentiment analysis: Models classify posts as positive, negative, or neutral, 

often with finer-grained emotion categories such as fear, anger, sadness, or hope.

• Volume and velocity tracking: Systems monitor sudden spikes in mentions, retweets, or 

specific crisis-related keywords and hashtags, serving as early signals of escalation.

• Stakeholder segmentation: AI clusters posts by audience type, geography, or platform, 

showing which groups are most affected or vocal.

Industry reports highlight that AI-driven sentiment tools can process thousands of posts per 

second and significantly reduce the time needed for crisis teams to understand public 

mood, identify hotspots, and adapt messaging.
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Core AI Techniques for Crisis Analysis

2. Early Crisis Detection and Anomaly Detection

Several research frameworks treat social media users as "social sensors" whose posts 

collectively indicate the onset of emergency events. Common technical elements include:

• Text classification: Models such as BERT-based architectures distinguish emergency-

related posts from everyday chatter, improving signal-to-noise ratio in large data streams.

• Time-series anomaly detection: Algorithms detect unusual shifts in post frequency, 

sentiment, or hashtag usage, indicating potential crises or turning points in ongoing events.

• Event clustering: Unsupervised or semi-supervised methods group posts into discrete 

events based on shared "what, where, when" attributes and textual similarity, enabling 

monitoring of multiple simultaneous incidents.

Empirical work shows that these approaches can identify natural disasters, accidents, 

public health threats, and security incidents early enough to support more timely response 

by authorities and organizations.
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