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Starbucks Case Study

Starbucks - Using a crisis as an opportunity for improving
business practices
In April 2018, two black men who were waiting for a friend in a
Philadelphia Starbucks were arrested after a store manager
called the police on them, causing an uproar and garnering
national attention. Naturally, the incident also went viral on
social media.
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Starbucks Case Study

In response, Starbucks CEO Kevin Johnson apologized and
acknowledged that the arrest “should not have happened”.
Starbucks also announced that the manager involved in the
Incident was no longer working at the store, and that all 8,000
company-owned stores across the United States would close
for one afternoon to provide a racial bias training to employees
the following month.
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Starbucks Case Study

The company's quick response to the situation allowed them to
reclaim and take control of the narrative. People ended up
talking about Starbucks’ response in a largely positive way,
Instead of focusing on the unfortunate incident. The company
also made a smart move by issuing an immediate response
from their CEO, but having a “cooling down” period of a month
before making news again with their attempt to right the wrong.
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Starbucks Case Study

Starbucks .4
: @Starbucks - Follow

06

We apologize to the two individuals and our customers
for what took place at our Philadelphia store on Thursday.

We apologize to the two individuals and our customers
and are disappointed this led to an arrest. We take these
matters seriously and clearly have more work to do when it
comes to how we handle incidents in our stores. We are
reviewing our policies and will continue to engage with the
community and the police department to try to ensure
these types of situations never happen in any of our stores.

6:59 PM - Apr 14, 2018 @
g J
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06 Social Media

There are seven functional blocks of social media that apply to
all users across any given platform:

The Seven Functional Blocks of

1) ldentity, (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.) )

ooy degnns

153l g o)l >
syl pdeils www.esu.ac.ae-




Lecture

06 Social Media

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
Kas much as other sites do.) )

The Seven Functional Blocks of
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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 Seven Functional Blocks of

The following figure shows the functions of social media along with
the implication 425 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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The Seven Functional Blocks of
Social Media
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1 Social media creates a media of the masses.

O Social media have been classified into these categories: Internet
forums, weblogs, social blogs, wikis, podcasts, pictures and video.

O 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.

O This interaction has resulted in a participatory culture 4ss Ll Adsly
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

ST . . . . ALY Lelaia¥) gl aladia) 48
How to use social insights to inform decision-making ™" = 53 #

DA s diles

Social media is a powerful source of inspiration and data that can infgrm the
best approach for your business during a crisis—both in terms of new ideas
to serve customers and strategic discussions sl ¢ leall 40231 300040 HISEY) Cua (e
Ayl Yl cLidldl to have within your organization. While social can certainly
fuel a crisis, it can also be used to manage one. =lia¥) Jual sill Jilus g o)) s 8
AV 3oy Wl Lgaladiind (S Ll W) caslilly il 5V za i of (S
What challenges are top of mind for your brand right now? Use social to look
at:: A Bl elaiay) Jual gil) Jila g addiiad $OY) 4l diadle clalaia) jaaii Al claadl L L

What your target audience has to say about related topics

How competitors are responding
. What the local community is searching for Y
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How to appear transparent,

visible and accessible

How to use social insights to inform decision-making (Cont’d)
S L) glaiuy) &l gl

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 Sprout’s Listening tools to monitor the topic.
Within almost 24 hours of the conversation escalating, IlU 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. U coasdin (Ul daaly & adld Mo LS dalua 5@ Cilay 0 3 g dl) 0 o8 Clibea daf CidIS) Ladie
U cuSa dislaal) solal ¢pe U i delug 9l B, £ gud sal) 41 jalSprout = 4alddl glai) il g
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visible and accessible

How to appear transparent,

Social Media Analytics Tools — 2016 Map

Social Listening/ Intelligence Platforms
'synfhesio :.. Crimson Hexagon
5
talkwalker CISION

ORACLE
CLARABRIDGE sociALcLOuUD

NETBASE" @
NETWORKED
BRAND24 _liNsichts

% brandwatch

sysomos sprmklr

PRIME % RESEARCH

Social Media Analytics

EYHOLE Rl WA\ simply Measured

E socialbakers - % quintly

@ Taities
e k|ear DATASIFT
0@&30@0@0 TweetReach

by Union Metrics
S ZoomSphere

Buzzsumé"

TWiITren csunter

audiense: sumall

§ Google Analytics

social followerwonk>>»

Text Analytics for Social Media

N ;
IIJJ rapidminer \\ g&gg’g!fyd
LEXIMANCER

abzooba

averbis

LEXALYTICS

e Linguamatics

bitext® ¢ MEDALLIA SYN A PSIFY

_ @M netowl
a LUMINOSO
etuma@ OPINTEXT

‘ineaning YERINT
W— cloud
KEATEXT

Social Media Management

- VeetEd ﬂ tracx
agora O MeetEdgar e¥o
gpulse Socia{
sproutsocial E4KLOUT
\3 buffor | ®Sendible
- W hootsuite S 3 ICONOSQUARE
pEresIe SmartlyPost
e (oktopost
6 crov 4stailwind P

Copyright — Laurent Fayet — LBFC ©2016 - Version 1.0 - November 2016 - www.lbfc.eu - @lbfayet




Lecture

06 How to appear transparent,

visible and accessible

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? Jual sill Jibuy A Jga sl dsilSa) A Lo
IPAPVENY

Social media accessibility is the practice of designing and developing
social media content and posts that provide a smooth, inclusive
experience for everyone—including for you, 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.
\_ J

ooy degnns

153l g o)l >
syl pdeils www.esu.ac.ae-




Managing accessibility

Here are 8 social media accessibility best practices and tips you can
start implementing today:
Add alt text to images (Short Image description)

Make your text accessible
Be mindful of emojis Social Media Accessibility

Add closed captions and subtitles to videos
Make your visual content accessible e @ @ w
USE inCIUSive Ianguage Plain CamelCase Image Captioning Link
. . . . . . . . Language Hashtags Descriptions & Audio Shorteners
Prioritize inclusivity in your images
(@M‘\J\\g <laadd)) ey daldl) | gall o 4 gaddl 4 g1 gV slas )
_ Make accessibility and inclusion part of your routine
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Managing a 24/7 information stream
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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. y
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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

- J
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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:

adxad) (uulia

I\/Ietr!cs of volume A< L) Luyilia
Metrics of engagement ,

JDL&AS\ uaﬁllﬂ

Metrics of sentiment
Metrics of influence Sl uplla
Metrics of reach and online presence sy e aaisilly Jsash (uslia
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There are three main aspects to social listening:

A=l 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. y
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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 Iif
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.

- J
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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.
otV sl op padl 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.

- J
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Best practices in risk and crisis
06 communication
cdalad) clBMal) o) g jlaa Laddiinw Al) Agauldil) el gl

Tying into traditional tactics used by PR practitioners, Veil, Buehner, &
Palenchar (2011) review ten of the best practices used in risk and
crisis communication: «laj¥ly shldall gldy dual il b daddiesal) il aal) Juadl (a8 i

= establish risk and crisis management policies and process approaches; .
= plan pre-event logistics;48 sl ?@M@Jﬂ‘ EWS-“&QM‘ GGB s ’hﬁwm Sl g2
= partner with the public;

* |isten to the public’s concerns and understand the audience;

= communicate with honesty, candor4alsall | and openness;

= collaborate and coordinate with credible sources;

= meet the needs of the media and remain accessible;

= communicate with compassion<ike | concerns, and empathy«—illas :

= accept uncertainty and ambiguity;

" Provide messages of self-efficacy. 4l 3ol )
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Best practices for crisis communication through social media
SiaY) Jual sil) Jilug e cla Y1 B Jual g1t il jlaal) Juadl

Best practices in risk and crisis

1. Fully integrate social media into decision making and policy

Development

2. Actively engage in dialogue online

3. Use media affordances 4=e¥) clilsa¥ito 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

\ y,
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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. )

Best practices in risk and crisis

ooy degnns
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Best practices in risk and crisis

communication

- 48 all g cila glral) JoY) allall B -JJ\ﬂ\&‘dﬂjhuMMuMY\um&\@m
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Johaadl Jidiyg, (Asaalaiil) 4o 8l Claagll ol 5 AY) Clabiiall (e Cmadiaally 2oy Jilug
BGdal) Lgaa) e g Lgaldy ol aa ccililSaY) s o dale 3 jas 4.8l

s (8 (5 giaall 48| ja (praddiieall sl Jal fill Jilwg mill (pagadll day Ao
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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.

el - elday) Jual il Jilug clulSa) Uaaa cciluadd Laglal) daal al) ) 13U g
L9l ARl g A Glaial) Gldeny (3l Lgia
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Best practices In risk and crisis
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Monitoring the . . . . .
(1) i formatiogn <tream Observing crisis-related digital content contributed to social media
Automatically . . . . . . .
(2) processing big (social Utilizing technological artifacts for collecting, analyzing, and displaying
media) data crisis-related digital content contributed to social media
Tapping collective AT QM‘.J?P"“ T8 s .
(3) intelligence Harnessing the outcomes of users’ joint efforts to make sense of crises
Accessing information e . i
(4) provi derf Identifying and consulting knowledgeable users
(5) Evaluating crisis Analyzing experiences gained from prior uses of social media in response to
response crises
\_ Overview of social media affordances for internalizing. y
deoobde 5
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06 communication

(6) Contributing Making crisis-related digital content available to users through social
information media
(7) Forwarding Sharing previously contributed crisis-related digital content with users
information beyond its original audience through social media
(8) Framing narratives .Contributin.g or forwa-\r.ding digital content that conveys a particular
interpretation of a crisis
(9) Establishing digital Setting up and promoting outlets for contributing and forwarding crisis-
presences related digital content through social media
(10) Communicating a Signaling the status and legitimacy of users contributing or forwarding
reputation crisis-related digital content through social media
Overview of social media affordances for externalizing.
\ 2 AN e leia ¥l Jual il il s K] e Fale 5k y
d_oobdegano
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Best practices In risk and crisis

06 communication

(11) Negotiating consensus Aligning perceptions and developing a shared interpretation of a crisis

(12) Integrating Registering, monitoring, and deploying resources provided by users in
contributions response to a crisis in a coordinated way

(13) Crowdsourcing Calling for and incorporating resources to be provided by users in
contributions response to a crisis

Advancing connections, sense of community, and collective action
among users in response to a crisis

Developing and enforcing principles for using social media to respond to
a crisis collaboratively

(14) Developing community

(15) Establishing norms

Overview of social media affordances for collaborating.
\_ Osell el doal sill il s GlilSa) e dale 5k y
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Assessing and Managing Social

06 Media Issues and Risks

What is social media risk management?
Sy Jual gill Jiluy hlia 51

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.

- J
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Assessing and Managing Social

06 Media Issues and Risks

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 Juis¥ «<slgiil(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. Y,
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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 aregular 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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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.
. y,
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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
. y,
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2) Training and awareness
It is key for the organization to embody the proper use of social media
etiguette 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 4 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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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

= Assessing and Managing Social Media Issues and Risks
= Preventing Social Media Risk
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