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Brand and Social Media

McDonald's & @McDonalds - Oct 28 o
For your next gathering, add @ to your #McRib for a menu upgrade that'll

make you the talk of #McRIbSZN. 2 Find one near you in our App.

1Y Al . R The Most Visible Brands on Social Media
J

Average monthly number of Instagram/Twitter photos the following brands appear in

1 889,710
2
'y

4 (ctoly

& 477,940

Emirates

6 Google

i

8 amazon
9 nnm’ﬁ(
10 sky

788,490
772,520

501,150

463,150

445,880

309,820
McDonald's & @McDonalds 30 Mar

Today we've announced that by mid-2013, all Guarter Pounder
hurgers at the majority of our restaurants will be cooked with
fresh beef. pic twitter. com/BfagAL

m
199,830

188,730

1 Wendy's m| Based on a sample of 100 million photos on Twitter and Instagram, which were analyzed
| swendvs @ ® @ for the appearance of 300 brand logos between August and October 2017 .
@ Y @statistaCharts  Source: Brandwatch StatISta E
(@hicDonalds So you'll still use frozen beef in MOST of your
burgers in ALL of your restaurants”? Asking for a friend.
9:00 AM - 30 Mar 2017 W2 . O NS ARy i A o o kg i\ i O L
: + 1366485 W 159206 - P -"_ﬂn_ﬁ:‘:‘i‘" ATﬂ'_f — — = B
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McDonald's @ ~
@McDonalds

Calling all McDonald's restaurant employees! Tell us
about the skills you're learning on the job for a chance
to spend the day w/ @tyleroakley, who got his start at a
McD's restaurant, and other industry pros. Details ->
news.mcdonalds.com/stories/our-pe...
#SkillsToGetYouThere

66 I LOVED IT BACK IN THE DAY WHEN
I'WORKED THERE! IT WAS ONE OF
MY FAVORITE JOBS,
I LEARNED SO MUCH AND IT
MADE ME WHO | AM TODAY. 9
TYLER OAKLEY

DIGITAL CONTENT CREATOR

@ MeDanald ;Q

Put your pocket change to work this #GivingTuesday!
Today and every day thru 12/9, make a %1, $3 or 45
donation to @RMHC and give the best T of all:
togetherness. Learn more -> med.to/RMHCFundraiser

[_% | Ronald McDonald
Charities”

o A
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Brand and Social Media

e Brand = Human-like

A —

vty L. Asker

MR Journal of Marering Research; Aug 1997: 34, 3; ABVINFURM Global
g M7

JENNIFER L. AAKER"
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mensons, and axpios e Mearsng of ach dmenson, io parael

snuct by determinsg the
sonaity (Sincesity, Excitement. Competence. Sophistication, and
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[Kelier 193]
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Brand Personality

| Down to earth

Family-oriented
Small Town

— Honest
Sincere
Real

—  Wholesome

Criginal
—  Cheerful

Sentimental
Friendly

Excitement

. Daring
Trending
Exciting
— Spirited
Cool
Young

Unique

.~ Up-to-date
Independent
Contemporary

Reliable

Hardworking
Secure

Upper Class
Glamorous
Good looking
— Intelligent Charming
Feminine

Smooth

Technical
Corporate

— Imaginative —  Successful

Leader
Confident

Outdoorsy
Glamorous
Good looking
Tough
Rugged

Consumers and Their Brands: Developing
Relationship Theory in Consumer Research

SUSAN FOURNIER*

s prisscaples Rave vt

serm evchange motons. in both ng. thought
{ Wiebster 19597 ) and practce | Pepgers and Rogers 1993 )
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 Mistake!
 Higher engagement = higher possibility of mistake

Purpose

e Social Media Firestorm

Gap W Follow
BEBRIGHT AP

All impacted by #Sandy, stay safe! We'll be
doing lots of Gap.com shopping today. How

about you? 4sq.com/QPVDT9g
4~ Reply T3 Retweet W Favorite

A check-in at Frankenstorm Apocalypse -
Hurricane Sandy

Other Great Outdoors in New York, NY

&g Foursquare Sfoursquare - Follow

®

I find it ironic that Detroit is known
as the #motorcity and yet no one here
knows how to f@ming drive

Chrysler Autos

Chrysler Autos
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Social Media Firestorm

* Digital brand crises that consist of numerous,
publicly observable consumer responses about a
brand on social media that express strong emotions
and spread in a highly dynamic way (N. Hansen et.

Al. 2018)
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C-C Interaction

Civil vs. Uncivil

Types of Social Media

Message Crisis

Brand Perceptions
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Types of Social Media Message Crisis

e Performance
— Due to product/service failure

e Social
— Due to social/ethical issue

e Communication
— Offensive/insensitive messages from the company
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Methodology

3 x 2 Factorial Design

— Three types of message crisis (performance, social, and
communication)

— Two types of C-C interaction (civil vs. uncivil)
e Analysis

— ANOVA

— Process Macro
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Performance-Message Crisis

FCN News @FCHNMNewsT - 1Tm v
‘CNNew BREAKING NEWS: JD Running (#JDR), a well-known sport apparel and shoe
" company, has received multiple foot injury related complaints due to their
newly release running shoes, 1DR 4, due to a poor product design and lack
of development time.

Q g v, w 1l
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Social-Message Crisis

FCN News @FCMNMews1 - Tm v
‘CNNew BREAKING NEWS: JD Running (#JDR), a well-known sport apparel and shoe
" company, has received multiple work-safety related complaints due to their
pooar working environment for JDR's employees such as exposure to naxious
chemicals, exceedingly long working hours, and low wages.

Q (' Y, e il
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Communication-Message Crisis

FCN News @FCNNews1 - 2m v
‘CNNew BREAKING NEWS: JD Running (#JDR), a well-known sport apparel and shoe
" company, has just tweeted this: “Millions are in uproar in #Hongkong. Rumor
is they heard our brand-new line of JD running shoes collection. It is now
available online at bit.ly/HK-IDR"

Q) () v, w 1l
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Civil Interaction

Performance and Social Communication
Tom @TomBoy423 - 34m A Tom @TomBoy423 - 35m v
Replying to @FCNNews1 Replying to @FCNNews1
@JDR their stock price will go down for sure! @JDR their stock price will go down for sure!
Q1 0 v & Q1 0 v &y
~>*  Susan @Susanrdy1 - 32m v ~>*  Susan @Susanrdy1 - 34m v
% @TomBoy423 STOCK PRICE!?!?! Are you sure that's the focus? They should % @TomBoy423 STOCK PRICE!?!?! Are you sure that's the focus? They should
improve their product quality! improve their product quality!
O 1 n Q a ih O 1 n Q Y ih
Tom @TomBoy423 - 17m v Tom @TomBoy423 - 19m e
@Susanrdy1 this is going to be a PR nightmare for JDR! @Susanrdy this is going to be a PR nightmare for JDR!
Q1 0 Q & Q1 (o Q &y
~>*  Susan @Susanrdy? - 13m v ~>*  Susan @Susanrdy1 - 15m v
% @TomBoy423 somebody will get fired! % @TomBoy423 somebody will get fired!
Q1 n Q M [ QO 1 n Q Yy [
Tom @TomBoy423 - 8m N Tom @TomBoy423 - 10m N
@Susanrdy1 We should boycott JDR shoes! @Susanrdy1 We should boycott JDR shoes!
- 3w . - : [ _-u‘_‘uﬂgi.: -‘-"‘_:; _ - -
't-r =T B = »>*>  Susan @Susanrdy1 - 4m v e

n
O

T )

=

@) n Q gy il

= - Susan @Susanrdy1 - 3m v o B = Tam
. i % @TomBoy423 it is like you read my mind! INIVERS} % @TomBoy423 it is like you read my mind! =
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Uncivil Interaction

Performance and Social Communication
Tom @TomBoy423 - 8m ~ Tom @TomBoy423 - 6m N
Replying to @FCNNews1 Replying to @FCNNews1
@JDR their stock price will go down for sure! @JDR their stock price will go down for sure!
Q 1 T Q Jy O 1 (! v, o
»>>  Susan @Susanrdy1 - 8m v >>*"  Susan @Susanrdy1 - 5m e
% @TomBoy423 STOCK PRICE!?!?! Are you an IDIOT! Who cares! Somebody @TomBoy423 STOCK PRICE!?!?! Are you an IDIOT! Who cares! Millions are in
should sue them! uproar in Hongkong to protest policy brutality and injustice. Somebody
T !
O 1 1 O ~ i should sue them
Q 1 e Q Ty 1
Tom @TomBoy423 - 6m A
@Susanrdy1 this is totally uncalled for! You are the IDIOT! | was just Tom @TomBoy423 - 3m v
expressing my opinion. Chill! @Susanrdy this is totally uncalled for! You are the IDIOT! | was just
O 1 11 O T expressing my opinion. Chill!
L
O 1 (! v, o
s> Susan @5usanrdyl - 4m ~
% @TomBoy423 you are a COLD HEARTLESS IDIOT! =>*"  Susan @5Susanrdyl - 2m e
N @ |
O 1 1 ) A il % @TomBoy423 you are a COLD HEARTLESS IDIOT
Q 1 g Q Ty 1
Tom @TomBoy423 - 3m w
@5usanrdy1 you are insane and unreasonable! Tom @TomBoy423 - 1m v
O 1 11 O 1 @Susanrdy you are insane and unreasonable!
e ol ) v &

Susan @5usanrdyl - 2m
@TomBoy423 right back at YOU! Susan @Susanrdy1 - 11s

Q) @TomBoy423 right back at YOU!

Q 0 O
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StUdy 2 Types of Social Media
Message Crisis

e Case analysis approach s . )
e Communication Strategy (Pang et. al. 2014) R

— Denial Social

— Evasion of Responsibility - ’

— Reducing Offensiveness rcOmmumcation 1

— Corrective action \> ~)

— Mortification (Apology)




Mizzou Athletics &

. 3015 MEEROU E44 INELUSION
w2z Ly e e

| AM AN AFRICAN
AMERICAN WOMAN

iy &

ER o0 acmmou ncas incission

I AM A FUTURE DOCTOR
bt HW

R RSN NCAR INE(BRION

| AM A FUTURE
CORPORATE FINANCER

1Y MEZOW NEAx (NELESION

| VALUE EQUALITY

Afro New Guinea ESER
@simplyshorty___
plying 1o ( aMizzouAthletics
Why would y ‘all post this. Do you not have any Black
people on the PR team? Did you run this by *any Black
person on campus®?

-

PAIE MIZREN HE4A (ACENSION

I AM A FUTURE
CORPORATE FINANCER

' I.AM AN AFRICAN
AMERICAN WOMAN

ARIELLE MACK
=

R ]

|AM A FUfUHE DUCTOR I AMI A RUTHER

(759 7:45 PM - Oct 23, 2019

() 23 people are talking about this

WE ARE.. MARSHALL.

Mizzou Athletics

&« Mizzou Athletics & L
T @MizzouAthletics

eplying to @brvnd0
Earlier we made a mistake when we posted a graphic about
our student athletes. We apologize. Our intent was to
provide personal information about our students, but we
failed. We listened and removed the post. This video better
represents our intent to celebrate our diversity.

44 11:02 PM - Oct 23, 2019 ®

C) 47 people are talking about this >
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Thank you all for listening

Your Feedback
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