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Creating the right tone of communication

= Creating socially acceptable behavior
= Acceptable use policies (AUPs) 4 alaiiuy) cilub
= Factors to Consider Before Posting
= Creating Social Media Messages
= Creating a plan
= Crisis Communications plan
= Activate your social media plan
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Acceptable use policies (AUPs) to manage social media use
A giiall aladia) Cibadm o o ;
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Developing an AUP to cover social media G sl VLl g iSIV) aypall oS 3l

. Start by expanding your company's existing acceptable use policies
governing email and web communications

Activityl ° 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. ( Activityl
{ Activity2 J L Please mention example to acceptable or inappropriate post to

s it ethical not to mention social media company profile
that it is being monitored?
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Acceptable use policies (AUPs) to manage social media use

Developing an AUP to cover social media

 Review all privacy settings on social media sites that contain your corporate
profile. Educate staff about privacy settings too. Opting for minimal settings can
expose your network to malware directed at popular social media sites

. Consider developing multiple AUPs for globally distributed staff, to cater for
the laws of different countries

. Once you have taken these first steps, technology then can be used to remind
employees of their responsibilities to protect company reputation and
information. Rulesets within your email and web content management can then
be used to enforce the social media AUP
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Acceptable use policies (AUPs) to manage social media use
Basic content filters that can be used to enforce your social media policies

include:
. Preventing the posting of inappropriate language or brand names to social
media sites =LY Jal gl adl e Jo BN 8 4y el plawd o) dad i pda

Preventing inappropriate images from being posted

Blocking of incoming or outgoing file types over social media (e.g. Excel
spreadsheets and databases)

Blocking access to dangerous websites, such as gambling sites, that are known
to be hosting malware

Dividing websites into work-related and non work-related sites, to track usage
* Dividing social media access by job description, to manage non work-related usage

-

>
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Acceptable use policies (AUPs) to manage social media use

Basic content filters that can be used to enforce your social media policies
include:

L« Applying social media controls, such as read only rules on the corporate

statement,

"read only Facebook account, depending on employees' roles. Look for social network
rules” refer controls that can be set by network

0 . Enforce AUP by allowing timed access to social media sites during working

restrictions

placed on hours, to maintain productivity

by o Laliy) e Bliall (Jead) ol pLE o Laia¥) ual s3] B gal 23nal) a3 £ lacall B3 Ga(AUP) U lial) p)a35u) Alpus (8
sl - Enforce AUP by allowing timed access to non-work related sites and webmail
with the during lunch breaks, before 9am and after Spm vty
corporate 4

Facebook Limit the installation of plug-ins such as games on social network sites, as
account. these can impact productivity and network security. Look for social network

These rules would allow employees to view content but not modify, comment, post, or engage in any way beyond reading. For example: Some employees
might only be able to see posts but not like, comment, or share them. Others (like social media managers) might have full posting and interaction privileges.

The goal is to control access based on employee roles, ensuring only authorized personnel can modify content while others can only observe.
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Factors to Consider Before Posting

T-isit True?
H-is it Helpful?
| -is it Inspiring:
N-is it Necessar
K-is it Kind?

~N
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1. Identify the message goal
It is counterproductive 4xss & 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 articulatedz s Slais jn
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.
G Y.
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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.
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3. Identify the organization’s social media approach

Communication choices should reflect organizational strategies. Wilson et al.
(2011) identified four general ways in which companies use social media. They
are determined by the “company’s tolerance for uncertain outcomes and the
level of results sought”. ".48giuall miliil) (s gia g Basgall i il 48 Hal Jaad gaa™ N4 (e Layaal o

The “predictive practitioner” approach uses caution when sending out social
media messages. Instead of launching a social media strategy that involves all
departments in a company, only a specific department (example: marketing or
human resources) uses its social media platforms. This allows more control of
social media messaging and guarantees some level of certainty in accomplishing
\_the stated objectives. 3

Ciluaia (dg_pdidl 3 ) gall o (33 guaills SVl Jas o) Ja8h fpma andd adiiicy, o laiaY) Jual gil) Jibag Jibay Jla) die jdadl" i) (g jlaall™ ggs addiey
Albal) YY) (380 A 0l che Uima (5 giaa Cpandas g S LaiaY) Jua) il Jiba g Jila y (A aSaill Cpa & Sy o 138 9, L daldd) o laia¥) Jual gil) Jila g
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3. Identify the organization’s social media approach (Cont’d)
The “creative experimenter” approach accepts uncertainty and deploys small
social media “experiments” to learn and improve overall business functions.
Sometimes, businesses will take to Facebook or Twitter to receive feedback
on products or business practices from internal (example: employees) or
external (example: customers) audiences. The overall goal is to listen and
learn from interactions; therefore, unpredictable results are accepted.
cple S Jaadl Ciilh g (et g aladl o ladia¥) Jual gl Jila g Ao 3 e Gl iy g () aae™ o 1) ) el Ji

Adal paalaad) Cpe Ay ladll cilu laad) g ciladial) J ga cliles AlETwitter sIFacebook (o) Syl lali colal) pany b
(AU 5, (ST (ya alal) s £ L) 5 alad) cingll), s3henll; JEa Gasen 0 ( s S oalead) i) ol gall; JUal) Jasus I

A2 glal) 8 miliil) Jod oy
The “creative experimenter” approach typically involves multiple departments, such as marketing, customer service, product development, and

even HR. Since the strategy relies on collecting feedback from both internal (employees) and external (customers) audiences, it requires cross-
departmental collaboration to effectively implement changes and improvements based on the insights gained.
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3. Identify the organization’s social media approach (Cont’d)

The “social media champion” approach takes strategies to a more advanced
level. A designated team is in charge of the organization’s overall social
media presence. The team also creates an official social media policy and
guidelines for the organization. Larger social media projects typically use this
strategy. Unlike the predictive practitioner strategy, this approach does not
confine social media use to a particular department and considers social

media messages across various functions.
15 Acaliiald JaLAl) sl g3 Al g pena Coa B b (o g, e A 5 e 1) cibinatl 51" o LainY) (Jaal ) Jibaa g Sl g 3814
A adind e dale, dalilall olaia¥) Jual gill Jila ol dpany Colald ) 5 by £ LS Uil (31580 a gy, S laiaY) Jual i) Jilug
AR gl 138 peany Y oy gail) (g jlaal) A i) (S e, Auatl jAuy) ol Laaa uSY) Lo Laial) dual gl (il g o e
AAlSs Gl e e laiaY) Jual i) Sl g Jilay JLieY) 3 3L g cpma anid B o laiaY) Jual gl Jilu g
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3. Identify the organization’s social media approach (Cont’d)

The “social media transformer” strategy targets both internal and external
audiences by launching large-scale projects that involve multiple departments. As
with the social media champion approach, a team is devoted to planning, creating,
and launching the organization’s social media projects. However, these projects
are usually larger and more advanced than those using the social media champion
approach. This strategy specifically considers how social media can influence
business strategy, brand, and culture.

Organizations can use multiple approaches when desighing a social media
message. What is important is that they carefully consider their approach before

_ posting any content to social media platforms. 1
,Baxmia Lalud] Jadi (gUail) da g o i (D) JYA (pa dga L) g A0 0AN palaad) e NS o Laia¥) Jual g3l Jibu g J gaa" Al i) Ciagind

) i) il g Jay g addiad A1) Gl cpa Ladls i) g 4aS) o jLiall 0 ¢ S5 La Bl (dlld aag, (S Laia¥) Jual g3l Jib g Jhay g an Jlad) g8 LaS
ABLEL) 5 4 jlasl) dadlad) g Jand) daad) il Ao olaia¥) Jual gill Jibu g 8l Adas 8 paail) da g o dacd) Auy) oda MU, e ladaY)
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Heinz aimed to create an online buzz, spark social conversations and talk-ability
that Heinz has finally combined two of the nation’s best-loved sauces in Ketchup

and Mayonnaise, to create the mouthwatering Saucy Sauce.

As part of the campaign, each influencer was asked to re-create a variety of their favourite
food dishes in which they had to include Saucy Sauce. The content had to include key
messages — but also be fun and engaging — whilst also delivering the overarching message
that the launch of Saucy Sauce is bringing the nation what they have been waiting for.

This content was then shared across Instagram and Instagram Stories and during the
campaign, the influencers were also tasked with engaging and interacting directly with
their followers to help spark further social conversations.

Overall, the social media content reached an audience of more than 280,000, with more
than 100,000 video views and an average campaign engagement rate of 4%.

The campaign also sparked viral follower interaction around Saucy Sauce.

Heinz Influencer Marketing

\.

N\

4%

engagement

100k

video views
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The goal of creating social media messages is not only to reach your
audience, but also to achieve an intended effect.
Proper grammar and punctuation are important in social media writing, as is
accuracy.
A careless error could undermine the credibility of your brand. Here are a few
other factors to consider when creating social media messages.

1. Engagement, engagement, engagement

2. Consistency

3. Concise writing




|
MIDOCEAN

-3 Creating social media messages

\

a Engagement, engagement, engagement
More than many forms of communication, social media messages need to motivate
the audience to engage with the content. Several strategies can encourage
engagement, such as responding quickly to feedback from audience members,
creating contests, and inviting the audience to respond to a question. Including
photos and videos in social media posts substantially increases engagement, as does
integrating trending topics.
This requires careful consideration and research that will pay off if the trending
hashtags are chosen wisely.
Hai Poke, a startup restaurant in Columbus, did this by tapping into the Pokemon Go
craze in the summer of 2016. The restaurant launched a social media contest and
\_Created a fun, timely, interactive message. )
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“Poké” social media campaign image
from Hai Poké’s Facebook page.

Al | Hai Poké
POKE
=/ | Juy14 - @

Yes, we are a part of the craze! Come on, how could
we not be with a name like ours?!

Snap a photo of a poké bowl along with a pokemon
and use the hashtag #pokebowlgo to be entered into
a raffle for free Hai Poké merchandise! &

... See More

\_
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Consistency

The core message needs to be articulated across all social media
platforms in a consistent way that conveys a unified voice . “ <

3o g

The message also needs to reflect the brand image; in other
words, it should reinforce the brand “feel” or personality.
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Concise writing

Similar to news writing, social media writing is straightforward.
Because you’re competing against countless other messages in
the social media sphere, you do not have much time and space to
capture the audience’s attention.

This is especially the case with Twitter, with its current 140-
character limit. You have to think carefully not only about what
the message will say but how to say it in a concise manner that

b has the intended effect.
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Creating a plan
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do some survey your MAKE SOME do some
research audience DECISIONS analysis

E ! l\'/l'

credit: Sarah Marczynski

put if info

; develop some
action

write it down  SUerdil policies

set some goals
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Develop an Integrated Crisis Communications Plan

. Create a crisis communications team

. Be prepared for different crisis scenarios

. Develop your crisis assessment criteria

. List communication and notification steps
Determine account access, policies and procedures
. Get team and leadership buy-in for your plan

OuUlh, WNER
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Develop an Integrated Crisis Communications Plan

1. Create a crisis communications team

e 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.

e 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.

A J
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Develop an Integrated Crisis Communications Plan

1. Create a crisis communications team (Cont’d)

* Final approver: This person is a high-ranking executive s siwall a8 345 Jgma 92 and
will provide final approval on all publicly disseminated information. They will also act as a
spokesperson, when necessary, whether in media statements or social content that’s
part of your response.

* Legal counsel: This team member’s role is straightforward—they provide legal advice on
communication strategies and the business impact of a given situation, and they approve
formal company statements and/or the company’s messaging.

* IT and/or security: This person will coordinate any technology needed to manage the

situation and lead the investigation of any physical security issues.
Of course, add other roles or executives from other functions as it applies to your organization. Your
lan _should _include each team member’s name, role, contact information (work an
home/personal) and who will serve as a backup if they are unavailable.
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Develop an Integrated Crisis Communications Plan

2. Be prepared for different crisis scenarios

It’s impossible to know exactly what crises may come up. The way every company had to
handle communications over the last few years differed between industries, locations,
products and more.

That’s why it’s beneficial to you and your company to prepare for different

potential crisis scenarios.

Identify what types of scenarios might emerge that could adversely impact your business.
List the types of events that could cause each type of crisis, as well as the right member
of your executive team to help your crisis communications team leader run point.

\. J
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Develop an Integrated Crisis Communications Plan

2. Be prepared for different crisis scenarios (Cont’d)
Here’s an example of how you might list this information.
Type of crisis: Business reputation
Major product recall, failure or safety issuedadtul) AdCéia g JEdl) gl omusi ) gilal) glosind
Point person Jsiwall yaddll : CEO, chief product officer or head of product development
for that line of business
« Leak of confidential informationd_sw cila glaa G s
Point person: CEO or officer responsible for the relevant area of the business

 Controversial statements Jaall 5 s cilay waiby leadership or employee (on social media or
elsewhere)

Point person: CEO if C-level; CMO or head of communications otherwise
* Offensive social media message (sLia¥) Jualgill Jiluy Ao diswa Alu posted from brand F

Point person: CMO or head of communications
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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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Develop an Integrated Crisis Communications Plan

3. Develop your crisis assessment criteriach 4aldll cila ¥} anli yulea o gl

The first step in managing a crisis is understanding what happened and the severity
of the issue. Include a list of crisis levels and characteristics in your plan to help your
team quickly ascertain the appropriate level of response when a crisis arises.

You might assign crisis severity levels ranging from level one (something that
attracts very little attention) to level five (something that disrupts business and/or is
an international news story). With this guidance, you can begin any crisis
communications response planning by gathering the following information. This
allows your crisis team leader to quickly identify the appropriate level and response.

A J
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Develop an Integrated Crisis Communications Plan
3. Develop your crisis assessment criteria (Cont’d)
 What happened and where?
* When did it happen?
* Whois involved?
 How did it happen?

 What is planned in response?
 How many people does this affect?
* How many people are aware?
An offensive Tweet may only rate a level one and require a smaller team with an
appropriately scaled down response—but if social media alerts you to a dangerous

product problem or food poisoning cases from one of your restaurants, you might
\.  be ringing the four- or five-alarm bell. A
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Develop an Integrated Crisis Communications Plan

4. List communication and notification steps

In this section of your plan, lay out what the internal chain of communication looks like
when you need to activate your plan. Generally this would begin when a member of
your crisis communications team is first informed of a potential crisis. They would notify
the crisis communications team leader, and it would continue from there, depending on
the type and severity of the crisis.

This can also include best practices for how the crisis communications team will stay in
touch while managing the situation. For example, establish a daily stand-up meeting and
create a temporary Slack channel or Meta Workplace Group that you’ll use for real-time
ki communication. )
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Develop an Integrated Crisis Communications Plan

4. List communication and notification steps (Cont’d)

Several types of common internal communication :

* Informational communications: These give employees context and insight into
what is happening..casy Ll 4386 455 5 5 Bl (pils sall siad 14ile slaall YUY

* Actionable communications: These share next steps needed from employees, from
reminders to keep information confidential to reaching out to customers.

Cila slrall 2y o o Jalaall el SE e 120 ¢pilh adl (e o gllaadl AN <l gladdl o3 o L - duaull AL YLy

2Seal) e Jaal il N Y emg s

e Status update: These give employees an ongoing debrief on what is happening, as

the situation unfolds.

sl skt e ccuany Wl ) paione LSl uilh gall 138 ey NS Gyaas
MAVINEG d DOl DEersol O empbioveeE el eer oONversd 0] ocused anad reagli

the risk of people turning to others or share information they shouldn’t.
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Develop an Integrated Crisis Communications Plan
5. Determine account access, policies and procedures
Who has the password to your organization’s Twitter account? What’s the two-step
verification code for accessing your Instagram natively? Where do you respond if
your main communications channels are compromised?
As part of your social media governance model, you want to make sure others can
securely have access to your core channels if you’re not able to assist. Build a central
repository of policies, procedures and other documentation for an extra layer of
security. That way you aren’t relying only on somebody’s memory in a high-pressure

9 situation, and you aren’t stalled if a team member can’t be reached. 3
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Develop an Integrated Crisis Communications Plan
6. Get team and leadership buy-in for your plan

Liladl ALY gyl s e Juaal

The final step of creating a plan is making sure that the right people are aware and
on board for their roles in managing a crisis. Share your plan with your direct
manager and determine the best way to share with your organization’s leadership.
Provide a window for feedback and, from there, make sure the plan is housed in an
easy-to-access digital location like the policies and procedures section of your
company’s intranet, central server or Wiki. Finally, review this plan on an annual
k. basis to ensure your protocols and contact information remain up-to-date.
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When it’s time to activate your plan, Remember, you’re prepared for this—
which gives you a strong foundation and clear sense of next steps.

Now, your job is to find a resolution and put your audience at ease.

1. Remain flexible

A social media crisis communications plan, of course, should cover the most crucial steps,
but your team should also feel empowered to take actions that best suit the challenge at
hand. Just keep all stakeholders in the loop if you deviate from the established plan.

This flexibility extends to how you handle your scheduled social messages. Many brands
have their social posts queued several days or weeks in advance to promote an ongoing
campaign or to provide a signal boost to evergreen content. When an emergency hits,
turn off any scheduled messages. It doesn’t reflect well on a business to share serious
information about a product recall, then have a funny Tweet go out an hour later.
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2. Develop a message protocol document
A social media crisis communications plan, of course, should cover the most you
work with other communications stakeholders or the rest of your social team to
plan your response, an agreed-upon message protocol document will be an
invaluable resource.
Focus your social approach on responding to your community’s questions and
fostering a sense of connection. Through this approach, you can position your
brand as a leader, a pillar of support and source of helpful information—especially
for larger, non-brand-specific crises.
This document should outline:

Your brand’s position, stance or formal response

Your brand’s messaging strategy

Approved social media copy to publish
.. Approved social media messaging or 1:1 responses )

\
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2. Develop a message protocol document

This document should be approved by the crisis communications team leader
as well as your company’s legal team as needed. With your message protocol
in place, you’ll be ready to communicate with your audience as soon as you get
the green light.

Pro tip: Having pre-approved social media copy for FAQs you receive during a
crisis—even if a response just includes a snippet of copy and a link to a page
that offers more information—is crucial. In Sprout, the Asset Library simplifies
collaborative publishing by making all of your pre-approved, go-to answers
easy to find.
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3. Set up your social media crisis communications operations

Next, you’ll want to establish your social media management plan and
processes. On social, you’ll need to consider several factors:

* How you will publish information and which platforms to prioritize

« Communications going out on other channels (e.g. customer emails) and
timing

How you will manage and respond to inbound messages

What language you will use in outbound communications

Whether you will monitor any specific influencers amid the conversation
How you will assess the situation (at the outset and through the end) and
provide insights to the rest of your crisis communications team
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4. Choose the right platforms

Depending on the crisis at hand and the field you're in, different social
platforms may be better for distributing your messages. Know where your core
audience is—and it may not just be on the biggest platforms.

The social platforms of choice should also make sense for the situation: a fire
at one of your facilities may require immediate notification on Facebook,
Instagram and Twitter, whereas a response to an insensitive public comment
about an employee might require messaging on LinkedIn and Facebook.
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5. Manage and engage with inbound messages 521 g3 Jilu 1!
Using the message protocol document you’ve developed, you’ll know what types of
messages you can and should respond to. But in order to find all of the relevant
messages, you’ll also need to be able to surface posts where people aren’t tagging
your brand.
Tc|> mitigate major issues before or as they arise, have a solid monitoring process in
place.
In times of crisis, your brand’s inbound message volume will likely surge. Determine
what kinds of tools can help you provide swift and appropriate responses to people
reaching out. Consider implementing or updating a social media chatbot to help get
your community answers and resources as quickly as possible. Just make sure your
chatbot is updated to reflect the current situation and questions being asked.
Considering more than 75% of consumers expect a response from brands in less
\_.than 24 hours, speed matters. S

\
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6. Assess big picture insights for company leadership

Use social listening to get a bird’s eye view of the situation, understand the
trajectory of the crisis and identify what specific issues are driving negative
sentiment.
One of the first things to do is set up a Listening Topic in Sprout or your tool of
choice to access insights from aggregate social data. This will enable you to see
how fluctuations in the volume of messages and sentiment about the issue, what
moments in the social conversation caused inflection points and what specific
messaging is or isn’t resonating with your audience.
With social listening, you can quickly export these insights as a report to share
with your team and leadership. Doing this at the beginning of a crisis can inform a
customer-centric messaging strategy and continuously empower you to adapt as
. the situation unfolds. )




MIDOCEAI|I

UNIVER

PY-M-3 Activate your social media plan

- N

7. Manage the aftermath <) gali 3 )12

Whether you just went through a small hiccup or a major emergency, you
should analyze your long-term audience response and the reaction over time
on social. A comprehensive report that shows you impressions, shares,
comments and sentiment, as well as internal metrics like average response
time to critical questions, will help you to measure your success and outline
areas for improvement moving forward.

Ideally, you will want to set the dates for what you measure so that you can
compare your brand’s baseline performance at a normal time against how data
points changed at the beginning, middle and end of a problem.
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7. Manage the aftermath

Major impacts of how a crisis was handled might not show up until much later
in the form of decreased revenue or customer loss. But a social savvy
organization can track customer sentiment in real time and use analytics to
show how well a situation was handled. Remember that your success isn’t just
about the numbers—it’s how well you connected with your audience.

After your brand has hopefully mitigated the crisis, you’ll also be able to report
on the lifecycle of the situation and how your brand’s response changed the
tone of the conversation. These insights will give your crisis communications
team information to improve or build on your plan for the future. Just in case.
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In 2018, KFC in the United Kingdom faced a major crisis due to a shortage in chicken supply, which led to™
the closure of hundreds of branches and significantly disrupted its operations.

Lec. 5

/'

Causes of the Crisis:

Supplier Change: KFC decided to switch its logistics provider from Bidvest, a company specialized in food delivery, to DHL,
aiming to reduce costs and improve services.

Logistical Issues: DHL encountered difficulties in managing the supply chain, leading to delays and irregular deliveries of chicken
to KFC branches.

Restaurant Closures: Due to the chicken shortage, KFC was forced to temporarily close more than 800 branches across the UK,
sparking customer outrage and widespread criticism.

KFC's Response:

The company issued a humorous public apology through a newspaper ad, rearranging the letters of its logo
from “KFC” to “FCK” in an attempt to ease the tension with humor. KFC quickly resumed collaboration with
Bidvest in some areas to stabilize the supply chain.

Results and Impact:

KFC's reputation suffered briefly, but the brand regained customer trust thanks to its swift and transparent
response. Other companies learned the importance of effective logistics planning when changing suppliers.
This crisis became a clear example of the vital role supply chain management plays in business operations
and corporate reputation. -/

https://changemanagementinsight.com/kfc-crisis-management-case-study/
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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
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