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  President,	
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  New	
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Social	
  media	
  is	
  
first	
  a	
  tool	
  for	
  
listening	
  to	
  what	
  
the	
  public	
  is	
  
saying	
  about	
  
your	
  brand	
  



Who	
  should	
  you	
  listen	
  to?	
  

External	
  
Fans	
  
Media	
  
Online	
  influencers	
  
	
  

Internal	
  
Student-­‐athletes	
  
Staff	
  
Influen@al	
  
supporters	
  
	
  



Determine	
  internally	
  
difference	
  between	
  common	
  
cri@cism	
  and	
  real	
  crisis	
  	
  
red-­‐flags	
  



Fans:	
  Bad	
  behavior	
  
Media:	
  Sourced	
  stories	
  
Online	
  influencers:	
  Outrage	
  

Internal:	
  Controversial	
  statements,	
  bad	
  behavior.	
  
Campaigns	
  gone	
  wrong	
  



Run	
  all	
  planned	
  brand	
  social	
  media	
  campaigns	
  through	
  worst-­‐case	
  
scenarios	
  



Beware	
  #Hashtag	
  hijacking.	
  h/t:	
  fourthand140.com	
  



Be	
  prepared	
  for	
  how	
  quickly	
  a	
  social	
  
media	
  fire	
  can	
  spread	
  



Prepared	
  reac,on	
  

●  Prewri\en	
  responses,	
  forma\ed	
  for	
  each	
  pla]orm	
  
●  Content	
  for	
  fans	
  and	
  influencers	
  to	
  share	
  with	
  their	
  audiences	
  
●  Pro-­‐brand	
  #hashtags	
  which	
  run	
  con@nually	
  in	
  background	
  	
  



Prepared	
  reac,on	
  
	
  
Think	
  mul@media	
  in	
  off-­‐line	
  crisis	
  reac@on	
  as	
  well:	
  
●  More	
  than	
  one	
  statement,	
  also	
  one	
  that	
  is	
  visual,	
  140-­‐characters	
  
●  Who	
  controls	
  access	
  to	
  coach,	
  team	
  and	
  brand	
  accounts?	
  
●  What	
  pre-­‐done	
  social	
  media	
  content	
  will	
  media	
  need?	
  	
  



Don’t	
  be	
  afraid	
  to	
  delete,	
  ban	
  and	
  control	
  the	
  content	
  and	
  access	
  that	
  
you	
  can.	
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Social	
  Media	
  in	
  the	
  Crisis	
  and	
  Command	
  Center	
  
	
  

Charles	
  Bloom,	
  Senior	
  Associate	
  Athle@cs	
  Director/External	
  
Opera@ons,	
  University	
  of	
  South	
  Carolina	
  



LSU	
  vs.	
  Florida	
  Fake	
  Punt	
  
October	
  8,	
  2011	
  









Vanderbilt	
  vs.	
  Tennessee	
  Last	
  Play	
  
Nov.	
  20,	
  2011	
  



Vanderbilt	
  vs.	
  Tennessee	
  Last	
  Play	
  
Nov.	
  20,	
  2011	
  



Georgia	
  at	
  South	
  Carolina	
  Football	
  Weather	
  Delay	
  
Sept.	
  13,	
  2014	
  









Ques@ons?	
  



Wisconsin	
  Communica,ons	
  Scenario	
  
	
  

Jus@n	
  Doherty,	
  Associate	
  Athle@c	
  Director,	
  University	
  of	
  Wisconsin	
  



How	
  the	
  Wisconsin	
  
Badgers	
  survived	
  	
  
AXE-­‐GATE	
  



A	
  brief	
  history	
  of	
  Paul	
  
Bunyan’s	
  Axe	
  



Here’s	
  how	
  it	
  
started	
  	
  



Here’s	
  what	
  we	
  did	
  
about	
  it	
  



THE	
  TAKEAWAYS	
  …	
  
1.  Get	
  everyone	
  on	
  the	
  same	
  page	
  
2.  Be	
  responsive	
  (2-­‐hour	
  story	
  is	
  be\er	
  than	
  a	
  2-­‐day	
  story)	
  
3.  Monitor	
  all	
  forms	
  of	
  media	
  (speed	
  oken	
  comes	
  before	
  accuracy)	
  



Ques@ons?	
  



NCAA	
  Communica,ons	
  Scenario	
  
	
  

Jordan	
  Schwartz,	
  Associate	
  Director	
  of	
  Social	
  Media	
  Strategy,	
  NCAA	
  



The	
  Scenario:	
  Concussion	
  Lawsuit	
  SeLlement	
  
	
  

•  Lawsuit	
  had	
  been	
  going	
  on	
  for	
  some	
  @me	
  
•  One	
  of	
  several	
  lawsuits	
  facing	
  the	
  Associa@on	
  
•  Concussions	
  had	
  been	
  in	
  the	
  news	
  with	
  the	
  approaching	
  football	
  

season	
  



The	
  Context	
  
	
  

•  Knew	
  it	
  would	
  be	
  na@onal	
  news	
  
•  Needed	
  proac@ve	
  effort	
  
•  Cri@cal:	
  internal	
  collabora@on	
  



Our	
  approach	
  
	
  

•  Mul@pla]orm	
  engagement	
  
•  PR/web/social	
  
•  Goals:	
  	
  
– Break	
  the	
  news	
  
– Get	
  our	
  message	
  out	
  

	
  



These	
  two	
  tweets	
  garnered	
  192	
  retweets,	
  251	
  link	
  clicks	
  and	
  more	
  than	
  170,000	
  impressions.	
  



•  3,076	
  page	
  views	
  
•  Average	
  @me	
  on	
  

page:	
  5:04	
  



Analy,cs/Recap	
  
•  Twi\er	
  coverage	
  was	
  pre\y	
  straight	
  forward	
  with	
  reporters	
  focusing	
  

on	
  the	
  ban	
  on	
  same-­‐day	
  return	
  and	
  comparing	
  the	
  se\lement	
  to	
  the	
  
NFL’s.	
  

•  @SportsCenter,	
  which	
  at	
  the	
  @me	
  had	
  584%	
  more	
  followers	
  than	
  
@NCAA,	
  only	
  received	
  62%	
  more	
  retweets	
  because	
  they	
  were	
  31	
  
minutes	
  behind	
  our	
  announcement.	
  	
  

•  By	
  comparison,	
  aker	
  a	
  prominent	
  COI	
  report	
  made	
  the	
  year	
  prior,	
  
@SportsCenter	
  received	
  2530%	
  more	
  retweets	
  than	
  we	
  did	
  because	
  
they	
  were	
  57	
  minutes	
  ahead	
  of	
  us,	
  which	
  shows	
  the	
  importance	
  of	
  
breaking	
  our	
  own	
  news.	
  



Ques@ons?	
  


