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Next Day Delivery, Nominated Delivery Slot, Pick-up in store and Standard Delivery in 2-3 days.
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ESCRIPTION DETAILS SHARE DELIVERY AND PAYMENT
¢ Cotton 80%; Polyester 20% -

CARE INSTRUCTIONS
¢ Machine wash at 40°

ITEMNR.

https://medium.com/@villa.naomi/h-m-pr-crisis-a-case-study-2ca2085255fe
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‘H&M’s PR crisis was caused by a racist children's sweatshirt. The
sweatshirt was modeled by an African American boy with the
imprinted words “Coolest Monkey in the Jungle. & 3.8 g.3,i" e 4l
"4Lw)” To the millions that saw the image it was a “shocking
admission that white companies still saw Black consumers as a
degrading and ugly stereotype” (Wang, 2019). <is il b Lala 8l yicl”
a5 disge Alaai 5y gem ol e 3 gud) Slgidl) Y 1 15 Y el

Multiple factors contributed to fueling of the crisis. In the photo the
child had a somber look on his faceis e 4y s 5,k Jihll IS hands in
his pockets« > & 2lus and a stiff stance almost as if he were aware
of the humiliationdlayl sle e (S JlS dlaiadd g,
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The child’s mother also made comments about the issue that also

inadvertently fueled the crisis. These comments were met with

vicious backlash, even being called a “traitor to her own

community.”

Cligd By aad p& e daY) pali ) Uadl cal ) 4kl Jga clidety Jalal) 3l g cula) Las
Mlgasiaal LAY Ll sy Wl a ciie Jab 3 5 cllislatl) ol

H&M Response

H&M reacted by removing the sweatshirt from stores, apologized on

all of their social media accounts, and apologized through

statements to the media.




~Lase Study

They also promoted Annie Wu, a Taiwanese immigrant, to a
new position as the global head of diversity and inclusivity

based in Stockholm.
This was their statement:

JBogall e Godliae (il Ga SN o) agdi cadt
go GEL oY) Uy ¥ (H&M b Jand udl) (gl
delbll Uyl cialiy o8 geall BN Sady chulselld
gl o) (e Liilaiia (g 8 (a gahall A1)l Lyl Liad
B 13 g, e J8da g L) oy ol 43 g 1) Wle) ) &
1 &igaa atal Gl &igan Cune & 4By s, i

s A B plbdY) (e g gl

We understand that many people are upset about the
image of the children’s hoodie. We, who work at H&M,
can only agree.

We're deeply sorry that the picture was taken, and we
also regret the actual print. Therefore, we’ve not only
removed the image from our channels, but also the
garment from our product offering.

It’s obvious that our routines haven’t been followed
properly. This is without any doubt. We’'ll thoroughly
investigate why this happened to prevent this type of
mistake from happening again.

MIDOCEAN
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Even with efforts to fix the issue the fallout was severe. Petitions were |

made for global boycotts of H&M, demonstrations were held around the
world, stores were vandalized by protestors, The Weeknd vowed to
never work with the retailer again and other celebrities like LeBron
James, Diddy, and G-Eazy condemned the brand.

Although H&M made efforts to manage the crisis not only was it not
enough but the biggest issue was that garment of clothing should not of

ever been created.

Craliig (H&M - Arallall dadaliall ciladail) apali ai Bajad cibe)ail) cilS (AlShal) 23ay A gduall dggadl e Jag
&b a4 Jaall a2 The Weeknd g2ty CpaUiiall 38 (e aliall qu il alg callall sladl gran (2 < jallia
O O a1 o 4 il AdliG-Eazy sDiddy sLeBron James Jie s AT sl olalg « s Al 5 e 4l

\odlal) ariaat Al W A A aSY) ASdial) CilS gy cmnd UGBS oS5 ol I3 ¢ W) cda S 310 13 9gn CALHEM A4S i

(BBY) e
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There are many things that could have been done differently and many
lessons that could be learned.
The first lesson is about diversity within the company. For something so
blatantly racist to have been created shows the lack of diversity and attention
to the importance of diversity within the company. To work to resolve this
H&M has “decided that by 2025, 100% of their employees will feel that they
have the same opportunity as the person sitting next to them,” that number
will also be tracked by internal employee engagement surveys. H&M has also
pledged that “by 2025, 100% of its employees can see visible diversity in
those holding leadership positions, wherever they are” (Wang, 2019).
Aanly alaiaY) g £ 5illl 392 g a2e o Ju ¢ e JSdy g pais 5 L&) (), ASHAN Jala £ sil Jea 5 Jo¥) ol
O Wil ga (e 7100 srdivw <2025 ale Jolas ATH&M A4S ¢y B (AlSiiall o3 Ja o Jaall, 4,4 Ja)a g gl
AS jldia cileMatind A cpa Ul a8 1) 138 Al Al g Magailag (alag o3 Gadldl) gy aialy Al da jdl) (udi agaa!
Al gl B eidal g £ o A3y (0 Lgpilh o (1100% (S <2025 ale Jslag Ay Ll H&M et g, A0l ¢pdds gal)
" (Wang, 2019).) 58 Laiil (duald Cualia ¢ ghidy Cpdl
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There are many things that could have been done differently and many
lessons that could be learned.

The second lesson is about the system in which H&M uses for new
clothing items. Although they had a seven step system there was still large
room for error. To reduce this room for error “ there are now opportunities
to flag garments at every stage of the process and make notes about
particular sensitivities ranging from where it should (and shouldn’t) be sold
to how it should be styled to who should be wearing it on the site” (Wang,

2019).
Rt (ya e\.ﬁl PYRKIIIES 4 e eﬁ)ﬂ S Bl Gudlal) L;AH&M 48 i daddiud éﬁ\ e\.z.m Jdea Lok ‘_f'm\ )
2 o) o ddle pa gl pa @ oY) A g Uadll dalcal) 02a (he dally Uadll 1S Jlaa llia J) 30 Y 450 Y el glad
) A da (A Y ) ad ) Sl (o g gl Adima cilpibia J g clliadla (g g dulaad) Jal ja (e Ada e IS
(2019 «ils) "adsall o A O cag (e dasanal A ¢
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There are many things that could have been done differently and many
lessons that could be learned.

They also have made a system where “any flagged items are now
discussed in meetings that bring together various departments. There are
email groups where anyone can submit a concern and weigh in on items.
They’ve also increased the amount of people who do the final-round of
quality checks, not only to prevent visual fatigue but also to establish
objective distance between the checker and image” (Wang, 2019).

AR ALudY) and Al clelaial) b Lple ddle phg ai palie o) 4dBla oY) a3 dua LS Loy ) glad) st
e Bl Lyl 1 gald a1 | jalial)l o galaill g ddglia anali (add oY (Say dua A Sl L cle gana dllin
ddlusa sl Layl &1y gl 3 Y é.'udﬁé ol Bagall cillagad e duilgdl) A gally o gashy cpdll LaldEY)

(2019 «j15)" 5 palls GBaal) ci e gn a
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Crisis Communication and Crisis Management
Definitions
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Public relations (PR) has been the backbone of corporate
relationships in society so that both parties may benefit in some
way, whether it involves community relations, media relations,

iIssues management or crisis communication.
OIS ¢ g cla Ay oy BNy jhall (S Cuay aainall B il ) Bl (5 88N 3 gand) dalad) ClBMad) il
RLAPRN 2 Jal il 9 L&Al 3 1) gl dsadle ) cldlal) o) cdinaiaall cilBblally alady Sl

PR is “the management function that establishes and maintains
mutually beneficial relationships between an organization and the
publics on whom its success or failure depends”
AaBiial) o dadial) Adalgie cldde o Bblastg ;a5 Al 4y oY) ddda )" & dalad) cilBDlal)

\_ "lgldd gl Lgalad dgle adiny o) jeganlly
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YW Crisis Communication

il Definition of Crisis Communication .
Crisis communication research mainly deals with the interrelationships between crisis
situations, communication strategies and crisis perceptions. Jsé; cla ¥ sU Juaiy) dlagl gl
il Y &l ) guatl g Sl bl il g a3 B g G Adabiiall clBat) il
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”. _diy dallaay g™
Y B ge Aatlaal da DI il glaall

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”

o2 A ) ad) Gads VISl g 2181 Claalaally e ganall G ¢ e (ra (G 3 palunal “ﬁ;/

Ml ALaulTy Teha aally TeldS g i pa¥T 5 Slaagdll Sfaadeal)
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Reputation is “a perceptual representation of a company’s past actions
and future prospects 4l that describe the firm’s appeal 4wl Jséto all

of its key constituents”.

M 1) AU g8 arand AS HAd) Jgd hal Al daliitiecal) LB g A Hal ALl i) add S) ) S A daad)
Crises are harmful to organizations and their stakeholders who might
have conflicting interests and needs.

A aia claliial g pallas agadl (s B cndll daliaall cilaual g cilaiially 3 jlia cila JY) il
Crisis management is the organizational actions and communication
that are expected to lower the likelihood of a crisis, minimize the harm

from a crisis, and re-establish orders after a crisis. 4ediiil cig) Y & <l ¥ 3
\_\Lﬂ\ a AAL) sl Bale ) g Aa ) 0o aaldll ) udal) Jul g oAl G gan Adlaialg (e JIES o @ giall (e (1 LAY 9
) S
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Crisis Management

Attribution is
a term used

inpsychology |AS @ result, organizational research regarding crisis management

which deals

wihhow |USUally addresses one or more of the event’s three areas/stages: (a)
indviduals | yre-crisis preparedness, (b) proposal for handling midst crisis

perceive the

auwesof |Situations, and (c) post-crisis strategies to restore the corporate |

ey limage. dal ey ga S i tialg Sale Jabiy cila ) 5aly (el el Ga) o (I dagg
asbeing  |da3¥) day Le cilbad) il (g) o b ¥l il ga aa Julaill #) 8) (Q) da¥) J@ daaiad) (1) sdaaall 36N
either - 2y @ R

external or 'ASJ“M X balaciuy

e Although reputation-attribution 4xeull si) js a more straightforward
- (Psychological process, crisis communication strategies are more
@;@ﬁij complicated but can influence cognitions and help lessen a crisis’s

M‘jj\‘jj“‘y negative impacts on an organization and its stakeholders

RPN | PR PR K ] Sla N 2 Jlatl Sl Al O YT B ey ST ddi dlee s daacdi aCL u\uﬂeﬁj\uk‘-

B «a:: il L dalaall Glanal g daiiad) o 4o DU dpdad) U Julis A seladig &) 00 o i of OSa
. > Q /
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Opportunities and Challenges
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Social media provides
both opportunities and
challenges for crisis
communication. With
more than three billion
people around the globe
using social media.

By using social media
effectively, crisis
managers can ensure

their communication is
received by their intended
\audience at the time it

Opportunities and challenges of social media crisis communication

Opportunities

Challenges

Real-time communication

Little-to-no time to prepare

Greater ability to reach intended audiences

May not reach all audiences (offline
audiences)

Increased credibility — can share information directly
from official sources

Platform limitations (e.g., need to
have good presence/# of followers)

Crowdsourcing and citizen journalism o= tendl gadll

Risk of misinformation spread

Tools are often for free

Risk of para-crisis

Enables two-way dialogue

Large quantity of data can cause

Can function as an alternative channel when
traditional channels cannot be used

cluttered networks dan o Gl

Messages can be targeted

Dependent on connectivity Juai¥| Js aalad

Can humanize the organization

Event detection and monitoring

Para can mean “like” something.

Live reporting through photo and video

A para-crisis 4 )Y 424 s like a
crisis. It can “look like” a crisis

needs to be received.

Accessible anywhere an Internet connection exists
(independent from electricity availability, thus can be
used even if electrical supply is unavailable)

and does require action from the
organization.




MIDOCEAN

Social Media During Natural Disasters
Case Study




MIDOCEA[\]
LaseStudy

> Hurricane Harvey (2017): Explore how platforms like Twitter and
Facebook were utilized for rescue operations and information
dissemination.

» California Wildfires: Investigate how social media was used to
provide real-time updates and mobilize community support.




PR Models

“ 5" PUBLIC RELATIONS

PRESS AGENT/PUBLICITY

Categorized as one-way communication. Uses persuasion, half-truths, and
manipulation to influence audiences to behave as the organization desires.
Does not use formal research to guide communication tactics.

PUBLIC INFORMATION MODEL

Categorized as one-way communication. Uses press releases and other
one-way communication techniques to distribute organizational information.
The public relations practitioner is referred to as the in-house journalist.
Does not use formal research to guide communication tactics.

TWO-WAY ASYMMETRICAL MODEL

Categorized as two-way communication. Referred to as “scientific persuasion.”
Uses persuasion to influence audiences to behave as the organization desires.
Conducts formal research and incorporates audience feedback in
communication tactics.

TWO-WAY SYMMETRICAL MODEL

Categorized as two-way communication. Uses communication to negotiate
with the public. Seeks to resolve conflict and promote mutual benefits,
understanding and respect between the organization and key publics/
stakeholders. Conducts formal research and incorporates audience feedback
in communication tactics. Open and honest communication is important.

MIDOCEA

UNIVERSITY

N
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Models developed to explain the behavior of PR practitioners in 1970s.
Asymmetrical communication Jlidl £ Jalgill  is unbalanced in that the
organization tries to change the public and symmetrical communication
A/ Jildall Jalgill js 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 4iea juisal 40sy js 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
l\Propaganda) )
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2)The public information model 4w ciesiai, developed as a reaction to attacks on
large corporations and government agencies by journalists. Leaders of these
organizations realized they needed more than the propaganda of press agents to
counter the attacks in the media. The public information model is also a one-way
asymmetrical model of communication, traveling from the organization to the
audience, with mass media as its primary channel.

3) The two-way asymmetrical model Jilaiadl &/3uliall & ol zisged some public
relations practitioners began to base their work on the behavioral and social
sciences, and, as a result, to give more credence to examining audience behavior:
PR practitioners both sought information from and gave information to the public.
Here, the key is to persuade publics to accept an organization’s point of view.
Unlike the first two models, feedback was generated through scientific research to

publics.
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PR Models

4)The two-way symmetrical model Jiad [auid calad ziss is to use

communication to create and maintain a mutual understanding and respect
between an organization and its publics. The two-way symmetrical model of
public relations focuses on a balanced dialogue, where the organization
listens to the concerns of the public to encourage an open and honest, |
mutually beneficial relationship. |
This model is based on a free exchange of information that is used to alter
5 gttitudes in both the organization and its public rather than the public
changing to suit the organization. Given that communication is a balance
between senders and receivers, both the public and the organization can, in
theory, be persuaded to shift their thinking and/or practice.

RS Oa Yy ) sgan g Aadiial) (pa JS (B B piial) ) gall yail Aaladid aly oM cilagliall jad) Jolal) o zdgalll 13 aaday |
JS&L\M Ay latl) Aalil e oSaall cpad (pbiiiinal) g b sall o 1SS O DJUDJA\JJ\P\UJ\JMUJ Aalailal) candiyl | ggaall
b laa glf g Ak 8T ity daliiall g ) ggand) (1
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dalal) ClBMall (uaddl julalul) (pa alg

James E. Grunig (1942 ) z9,> s 29 g !

AdlaY) cala 43681 SN ) & D dalad) clBMall oo Whaas o)
dald g dzale (390 9 il Bl G dalal) CBall Jlaa gkl
Maalall Bl il laal 2 V) z ALl

https://konahpr.wixsite.com/konah/post/%D8%AC%D9%8A%D9%85
%D8%B3-%D8%AC%D8%B1%D9%88%D9%86%D8%AC
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Image Restoration Theory b_gall dalaia) 4, Jai

\

William Benoit (1995; 1997) developed a theory of image restoration ssaiu 45
susall to understand how corporations recover from crises. The process of
image repair_is most often framed as apologia ¥ , or a genre of public
apologetic discourse alall jliic¥) cilad |

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 (-« J2¢ and
2) an accusation 2% of responsibility for the act. If there is no offensive act or

no accusations of responsibility for the act, there is no reputational threat.
\ S
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Image Restoration Theory
Benoit’s theory is founded on two key assumptions: )

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 i),
Evading «¢Y responsibility,
reducing offensiveness,
corrective action, and
Mortification 4iY). 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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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 u<¥% 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 )~ posture enable organizations to build a
\_positive relationship with the stakeholders. J
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Situational Crisis Communication Theory Crisis Response Strategies.

Crisis Response Cluster Purpose/Description

Denial posture (cluster)

|. Attack the accuser To confront those claiming that the crisis exists
2. Denial To deny the existence of the crisis
3. Scapegoating  ¢Jad S To blame someone outside the organization for the crisis
Diminishment posture (a8l
|. Excusing To minimize the organization’s responsibility for the crisis
2. Justification To minimize the perceived damage associated with the crisis
Rebuilding posture
|. Compensation To compensate the victims
2. Apology o To apologize for the crisis
Bolstering posture <7
|. Reminding To remind stakeholders about the organization’s past good work
2. Ingratiation Jalsil To praise the stakeholders
: 3. Victimage  daa.n To explain how the organization is a victim of the crisis _/

Source. Adopted from Coombs (2014) and Roshan et al. (2016).



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.

Sl Jual gl Jilu g e e V) a5 03] 73 gal

Social-mediated Crisis Communication Model
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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

4 media and social media are significant . 3
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This model is quite useful for communication in emergency situations for
defining the at-risk population and how to reach these people in an effective
way and timely manner.

Today’s world is deeply connected via social media networks and the
information circulated through social media platforms during emergencies
has the potential to engage with multiple types of public audiences according
to SMCC model.

It is to be noted that, social media platforms can facilitate organizations to
monitor crisis issues, cultivate critical relationships, and create transparency.
On the other hand, misinformation is being circulated on social media
managers and crisis managers may lose control of correct flow of messages
\_under some circumstances. )
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The influencer impact on
Social Media Crisis
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Y. W How influencers can help you manage a social media PR crisis
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Outlining a dialogic public relations theory, Kent and Taylor (2002)

presented that public relations could enhance dialogue by creating

channels for dialogic communication to occur.

dalall clBlall o)) (2002) Lsliliy S add dy ) gal) dalad) clBlall 4 B0 lagasa i ) &
LN Jual gill il o8 e L&) A G ) gl 3a3 O (Sa

They specifically identified online communication as an ideal

opportunity for promoting dialogue.

They recommended that organizations have an opportunity to
establish dialogic relationships with stakeholders through
\__strategically designed websites. y.
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Y. W How influencers can help you manage a social media PR crisis
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So, let’s now go through the five ways you can use influencers to
help in a PR crisis on social media.

1. Move conversations away from the crisis

Negative comments or news stories about your brand can dominate
the headlines during a PR crisis. This tends to happen when you take
too long to respond or don’t take accountability and address the
iIssue in good time.

By generating positive commentary about your brand and engaging
your target audience, influencers can help shift conversations.
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1. Move conversations away from the crisis

Influencers can help shift the attention and conversations. But
that’s not to say you shouldn’t own up to your mistakes. Before
recruiting influencers to change the conversation, address the
issue and show your commitment to fixing it. Then, you can
bring in influencers to add positive vibes.
A ¥ AS) Y I o, clidlaall g alaiaY) Jagald B g fisal) delay O (S
Uil il cdislaad) juddl 0 fisall palddl) Cilh i 38, dlithdly Gl jieY) dlle
Ao o Liia ABLGY 0 ji5all culy liSay celll any, Lgadlualy cla) 31} gl

\
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Y. W How influencers can help you manage a social media PR crisis
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2. Improve the search results for your brand

Even with an excellent website, good landing pages and a user-
friendly app, you still need a way to drive positive traffic to your most
relevant web resources in times of crisis.

That’s because when you search for a particular term, Google will
sometimes provide a “top stories” segment near the very top of their
search results. If your brand has been on the news and is trending on
social media for all the wrong reasons, those negative remarks are
\_likely to appear here. You don’t want that. J
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2. Improve the search results for your brand

A timely and well-executed influencer marketing strategy
can improve positive mentions and remarks about your
brand. This increases social momentum as the
influencer’s audience engages with the positive content.
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2. Improve the search results for your brand

It’'s hard to believe that in late 2021, Britain’s #1 breakfast cereal —
Weetabix — was facing a significant PR crisis that made headlines.
Workers at the food giant partly downed their tools across various
factories, causing a shortage of Weetabix. As a result, significant

negative sentiment erupted around the Weetabix brand.
— Weetabix — Wil 2 81 a8 jUadY) gea GilS <2021 ale Alg) A Al (Gaual coall (1a
ALy ABDLand) A3 Y AS pd B Jlaad) ald, LAY glis &yl 3 S dale clBdle 4l 4l g
Calail A AagiigWeetabix. (2 el (B el Laa cadlaall (e namd) A L agdl gl
Weetabix. 4 il dadall J a3 S Al joldia
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How influencers can help you manage a social media PR crisis
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2. Improve the search results for your brand

While the strike was resolved, Weetabix anticipated that negative
conversations about the brand would still pervade <l online
search items and mentions in the days and weeks that followed.

By partnering with content creators and micro-influencers from the
food and lifestyle niches, Weetabix managed to ignite J~ several
viral moments on social platforms including Instagram and TikTok.
In particular, the #WeetabixCheesecake viral challenge generated
positive mentions for the brand.
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View more on Instagram \
@ oo
5 profile
AL § 12.5K followers
. = ~ - VAGRU N

858 likes

jades__journey
Overnight Weetahix Strawh Cheesecake @) i)

Couldn't resist jumping on the hype}) honestly my feed & tiktok is just full of this!! It's no joke... this
really does taste like cheesecake @ @

fab new breakfast or desert ideall
To make:

- crush 2x weetabix in your tub with a splash of your chosen milk to make sure it sticks together for a
base.

- top with your chosen yogurt, you can use protein yoghurts also which will be thicker and give you
that more cheesecake consistency

- | used fat free greek yogurt and added some of my fave @myprotein flavdrops!! These things are zero
calories, zero sugar and level up anything for extra flavaaaa@)strawberry drops this time of course!
Mixed the drops through the yog

- top with some sliced strawberries and pop in the fridge overnight

This was so TASTY! I'm excited to make other flavours... sky is the limit with options(f) I'm thinking
orange nex‘t@

This counts as HexB and honestly not even half an hexA and | used the tiniest splash of skimmed milk!
get on the hypeeeee guys 5O GOOD#) @
#healthy #healthylifestyle #healthyfood #balance #balanceddiet #slimmingworld #slimmingworlduk

#swuk #weightloss #myweightlossjourney #fitness #itnessmotivation #motivational #selflove
#selflovejourney #loveyourself #confidence #caloriecounting #overnightweetabix #weetabixcheesecake /

#support #bodyconfindence #healthymind #healthymindandbody #goals #ukfoodie #foodie
e #oodiesofinstagram #foodblogger

View all 47 comments

Add a comment...
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3. Boost your engagement

Writing better content for your brand and telling your stories
organically is a key advantage of combining PR with influencer
marketing. This, in turn, improves your brand engagement rate.

An influencer campaign effectively connects you with specific
audiences on social media platforms during a PR crisis. Influencers
can increase your brand’s likes, shares, reposts, comments, DMs,
link clicks, hashtag engagements — pretty much everything.
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3. Boost your engagement

High audience engagement rates generally mean that folks are
interested in and interacting with your content. This is precisely
what you want during a PR crisis; an engaged audience that's
open to getting clarification on what's going on and provide
feedback.

sl Ogaiga GaAEY) o) Lages dadijall jsgendl AS L cana el

D56 sdalad) clBdlal) da 3 JMA o4y 55 La Jasially 9 138, daa (gl Ly g &y (alald)
(i) anall g Gasay La ol paa i o J guaall midia g Jolita
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3. Boost your engagement

Walkers Crisps is an example of a brand that aimed to connect
better with audiences on social media after a minor PR crisis.
The brand’s 2017 #WalkersWave ad campaign was intended in
good humor, and it did amuse me quite a bit.

pa Jdl (S Jualgill ) dingd Al Adle  Je YUaWalkers Crisps
dlaal) culs, day dale cl®le da ) any Sl Jal gill Sy Ao salaadl
Aol 7 5, A diagh 4 ladl) Adell017 sl WalkersWave 4xdsYy)
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3. Boost your engagement

However, the campaign, fronted by
football legend Gary Lineker, backfired
after it failed to consider how people
on the internet might try and have fun
with it, and it ended up showing the
star holding portraits of questionable
characters such as Joseph Stalin and
Fred West doing the Mexican wave. All

a tad embarrassing.
Luse milily Giela Sl (5 A8 A28l 3 S 5 skl WG A dlaad) Gld Ald aag

)9 g P i A o (allEY) Aglae 488 & il 8 culEd o

Gl g Jla g gSdia Cluaddl jpa Jaay sag padll Jlghily eV
T4 o S, ASausall dx gally all), o g 11 A g

N\

. TechnicallyRon ’
A @TechnicallyRon - Follow
"Are you sure automated tweets are the way to go?"
"yes, people are sensible and will definitely not abuse it"

Viugu. rigie S 1iupn ly ywu Udg uiuse ” GWilaState You've united with fans in the #Walkers\Wave for a chance to win
Champions League final tickets. Chpical | Sagia Sal tokiesy. Sek X DUcH:

5:08 PM - May 25, 2017

® 620 @ Reply (2 Copylink

Read 12 replies
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~3. Boost your engagement

To quickly overcome the public relations backlash, Walkers’ strategy

was to rejuvenate customer perceptions and engagements with the
ttos:// brand through influencer partnerships. |
smeoc | Walkers employed a multi-faceted approach. First, the brand, a |
om/213 | darling of soccer fans in the UK, enlisted influencers from this circle.
‘?‘05274 The most visible was influencer and journalist Reggie Yates, who
moed fronted its #WalkersUnited and #SnapandShare campaigns across

e&sourc | Socials such as Snapchat.

e=video 4 o) Aadlal) aa ag Dol g e laal] il g aat A JiaTi 8 9 9 Al i) cullS cdalad) cilMad) B pusal) Jadl) 3 o Gy g ladll
_title&o | (3asiall ASlaall b adil) 3 S aadie (e Ay gaaal) ol jlal) AaMadl cuald (gl An oY) damtia Lagd S g9 adiiad B il CSI AN JMA (e
wner=1 #WalkersUnited <Shas jaal il iy () Aaally Ssall s ab ol OlS, S04 oda (e B ABall Ciluaddl)l adal,
356983

Snapchat. Jis s liaY) Jual sil) Jilw g =#SnapandShare
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3. Boost your engagement

The next strategy was for Walkers to enlist celebrity influencers, the
Spice Girls, as the new face of the brand with the social media
campaign #BestEverFan.

This campaign had a massive return on investment. A single live
stream on Facebook generated an average engagement of 50%, with
36,000 comments, likes and shares, and hundreds of thousands of

VIEWS. 50% Amacs Jo il bau gia a2l g pdilae C (Fha, JLalia) Lo il dile dlaadl odgd ¢S
A ldiall Cra YY) Cilia g (A4S jLdn g ilas) 9 (340536000 2

~
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4. Improve brand awareness

When a public relations crisis hits, naturally, more people will look up your
brand. And some of these people might not know anything about you. It’s
therefore possible that they’ll view your brand negatively due to the PR
crisis you’re facing. Any misinformation or negative press coming from the
crisis will affect their attitude towards your brand.

Influencers can help you counteract that. A good influencer marketing
campaign will help shed some light on what your brand is all about.
Besides showing the good work of your brand, influencers may also help
people who have never heard about you discover what your company does.

. 4

~
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4. Improve brand awareness

Snapchat faced mounting criticism in 2018 when the company
announced sweeping redesign changes. Among many things, they
wanted to condense their Stories and Discover features on a single page.
Snapchat users were less than impressed, with some describing the new
design as cumbersome and hard to get used to.

Initially, Snapchat’s CEO Evan Spiegel was bullish about the design
changes and assured users that “they were here to stay”. However, after
increased backlash, competition from a revamped Instagram, and a
single tweet from Kylie Jenner that sent Snapchat’s shares tumbling,
.. Snapchat backtracked. 1

~
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4. Improve brand awareness

Besides resolving some of the UX issues
on the app, Snapchat also conducted
promos with some of the most famous
influencers on the app. That included
Cyrene Quiamco (CyreneQ), a digital
artist, creative and influencer with over
200k followers. The influencers promoted
the new design and increased awareness
about the new product rollouts.

~

Larry Kim & L 4
I @larrykim - Follow

In one tweet, Kylie Jenner wiped out $1.3 billion of
#Snapchat’s market value!

Talk about #influencermarketing. &

Q Kylie Jenner & .
k¥ @KylieJenner
s000 does anyone else not open Snapchat

anymore? Or is it just me... ugh this is so sad.
5:50 AM - Feb 22, 2018

Q) 293K () 57.8K people are talking about this @

4:40 AM - Feb 23, 2018 ®

@ 548 @ Reply (2 Copylink

Read 33 replies
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5. Build brand trust

Influencers will not make a bad product good. However,
influencer relationships can help rebuild trust with people amid
a bad PR outlay.

Influencers can help you rebuild trust and brand sentiment,
generate positive search traffic and social signals, earn
potential customers, and improve engagement. This is
achieved through sharing positive content and directing
conversations.
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5. Build brand trust

Chipotle has been in the news since 2015, when the first cases
of E. coli outbreak were reported at the giant Mexican-themed
food retailer. Negative sentiment about Chipotle rippled across
the company’s customer base of health-conscious food lovers.
Lawsuits and sales slumps dogged the company through a
rough couple of years.
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5. Build brand trust

A $50million advertising campaign RGN
on TV and sites like YouTube did ¢ Ry
little to salvage Chipotle’s image.

F ree CO u po n s a n d g ive aways imagine if ther?\)/vvas anof:her:\ood sa:et);scilrz at Chi:?cf,tle afmdstgeci’r )
didn’t help either.

# Top Latest People Photos Videos

A Axios & @axios - Jun 6, 2020

Seattle has banned the use of tear gas by police for 30 days.
axios.com/seattle-tear-g...

Q 4 11 295 Q 594 &

Show this thread

$ @jsarr__ - Jul 3, 2019
‘ﬁ That Pre E-Coli Chipotle used to hit different &

1 T 29 Q s2

>




https://www.tikto
k.com/@chipotle
/video/70059497
655737909817
mbed_source=71
223855%2C1213
31973%2C12081
1592%2C120810
756%3Bnull%3Be
mbed_share&ref
er=embed&refere
r_url=www.prezly
.com%2Facademy
%2Fhow-
influencers-can-
help-you-
manage-a-social-
media-pr-
crisis&referer_vid
eo_id=70059497
65573790981

|
MIDOCEA[TI'

How influencers can help you manage a social media PR crisis

\\

5. Build brand trust

But then Chipotle released a video ad (the Behind the Foil
campaign) that took cameras inside its elusive Kkitchens,
showcasing its “safety first” approaches. Besides the video-ad
campaign, Chipotle further engaged digital influencers in a move
that saw the company target Gen-Z and millennials, who had fast
become its main target segment.

Under the #chipotlecreator program, various influencers from
Facebook and TikTok produced content for Chipotle that would
resonate with the younger generations, aiming to rebuild lost trust

@ L/ L L4 L4 & < - S Fe [ vy & L/ L/ & L < L) \d - L) L4 L) L

shape the brand's future.
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Influencers of social media usage

Interactive digital media platforms are changing the marketing

scene.
These platforms have empowered consumers to connect,
share, and collaborate, creating spheres of influence that have
deeply distorted the way marketers engage in influencing

activities.
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Influencers of social media usage

Social network advertising offers an online marketing
opportunity that narrowing the gap between sales and
advertising activities, which are obtained from tracing
consumer reactions.
Therefore, nearly every business is planning social media
marketing activities.
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Social Media Usage Benefits:

= Perform integrated marketing activities with
much less effort and cost than before

Enhance brand’s reputation,

Improve value,

Improve relationship and brand equity,

digital advertising and promotion,
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Social Media Usage Benefits:

= handle customer service issues,

= mine innovation ideas

= build and improve customer relations

= cost reduction in terms of marketing,

= enhance communication and customer service,
= improve brand image.
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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. j
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A good response to a crisis can show your brand’s
commitment to looking after its community. It can turn a bad
situation into good PR, helping you solidify your bond with
your existing fans by showing your brand's true colors.

But for that to happen, you’ll need to have a solid PR crisis
management plan in place.

And as it happens, influencers can play a critical role in that
plan.




|
M‘ID_O.CE'AIT]'

T-Toi: 3 How influencers can help you manage a social media PR crisis

i ~

As PR crises are an almost inevitable part of business operations,
staying one step ahead of the curve is crucial. Influencer strategies
can turn the tide for your business or brand when facing a public
relations crisis.

Social influencers are favorable due to their instant access and
connection to audiences. The trust afforded to them and their
ability to speak in a voice that resonates with both customers and
brands make them extremely valuable comms assets.
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Conclusion:
NI B Crisis Communication & crises management: (Approaches & Theories)

= Crisis Communication and Crisis Management: Definitions )
= Public Relations (PR)
= Definition of 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
= Situational Crisis Communication Theory
» The Social-Mediated Crisis Communication (SMCC) model
\_ = The influencer impact on Social Media Crisis Y.
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