
Hi team, 
 
In light of the recent tragic events, we’d like to share strategic guidance on how to best conduct social 
media brand outreach during a crisis. Below you’ll find the dos and don’ts of crisis outreach based on 
brand case studies: 

 

Don’t tweet.  
Unless your brand is relevant to the conversation, brands look out of touch 
promoting to a community that’s focused on something else. Brands need to be 
sensitive to the emotion a community is feeling; otherwise, it will dehumanize 
the brand and lose credibility with its followers.  
 
It can be difficult to go dark on social media when you have a planned campaign 
– especially if there’s budget behind the outreach. Dove decided to move 

forward with a promotional campaign during the day of the Newtown shooting and followers were 
annoyed. One woman wrote “we have a national tragedy here in the East...and you are promoting 
fragrant soaps...sick,” while another posted that “some have even gone silent for the day out of respect 
for those innocent children. Very disappointed in Dove.” If Dove had rescheduled the contest, followers 
would have noted the brand’s sensitivity to the community. 
 

Cancel auto posts. 
During the Clackamas shooting this month, we saw the 
shopping center’s Twitter handle leak an auto tweet 
encouraging people to go Macy’s – near the location of the 
shooting. The mall has since taken down the unfortunately 
timed tweet and followed up with tweets about sending 
their support to victims and supplying a 24-hour mental 
health crisis line.  
 

Acknowledging the crisis = promotional. 
Brands shouldn’t be gaining “likes” or retweets from someone else’s tragedy. One rule of thumb is if the 
post is too generic and another organization could easily share the proposed post, don’t do it. Sony 
posted a generic statement on Facebook after the Sandy Hook Elementary shooting that “…our thoughts 
and prayers are with all those affected by the tragic events in Connecticut today.” While the post got 
4,845 likes, Sony took the heat for not donating to families and being a part of the problem due to its 
violent video games. If a brand doesn’t have anything meaningful to contribute to a conversation, don’t 
speak. 

 
Kmart took their generic tweet a step further 
including their self-promotional Twitter chat 
hashtag #Fab15Toys. After a 20-minute uproar of 
negative reactions urging shoppers to shop 
elsewhere, the brand took down their tweet. 
Kmart then went into crisis mode tweeting that 
they’ve ended their #Fab15Toys Twitter chat for 

the day in light of the tragedy. In addition, Kmart released a statement that using their hashtag “…was 
absolutely not used for any promotional reasons, but simply to ensure the participants of the Twitter 

http://www.facebook.com/DoveUS
https://twitter.com/ClackamasTC
http://www.facebook.com/Sony/posts/10151218708631997
http://twitpic.com/blzcbd


party were able to see our message of sympathy.” Kmart created their own negative news cycle by not 
understanding how to use social media. 
 

Let brand ambassadors represent. 
As much as we’d like our social media brand accounts 
to be the single voice speaking for our brand, this isn’t 
the case. We need brand ambassadors because people 
talk to people, not brands. A time of crisis is no 
different. People don’t want brands weighing in on the 
crisis, but will listen to people that represent a brand. 
Ann Curry demonstrated this concept when she sent a 
tweet suggesting the community react with an act of 
kindness to honor each of the 20 children killed during 
the Sandy Hook Elementary shooting. Coined with the 
hashtag #20acts, the tweet received 3,081 retweets and numerous @mentions to Ann’s Twitter handle. 
Do-gooders tweeted their good deeds including purchasing 20 toys for Toys for Tots and passing out 
Walgreens gift cards in a pharmacy line. All along the way, Ann Curry and her hashtag #20acts were 
included in tweets, giving Ann and NBC News a positive image. 
 

Takeaways for our team.  
Although we reached out to our social media 
partners to hold any scheduled tweets, there 
were some instances where Microsoft didn’t 
cease posting on their social media properties 
during the day of the shooting. Furthermore, 
Microsoft’s Halo brand took a hit for their posts. 
One follower dinged the @Microsoft Twitter 
handle for its tweet that highlighted Halo 4 in its 
holiday look book for “…pushing a(n) ad 
campaign for a first person shooter game … after 
what happened on Friday.” Other negative 
comments bubbled up on the Halo 4 Facebook 
page as the brand continued to post during the 
tragedy.  
 
When dreadful events like this happen, it’s important to pause to see how our planned outreach will 
have an effect. Often, silence is seen as the best response.  
 
Let me know if you have any questions.  
 
Best, 
Rachel 
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