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Ctyii faze krizové komunikace

Readiness

4R*: 4 FAZE KRIZOVE KOMUNIKACE

* Priprava: Identifikace rizikovych oblasti v
dané firmé a priprava krizového manualu

» Reakce: V krizi neni ¢as na zdlouhava
rozhodnuti, na soc. médiich to plati
dvojnasob. Pfijmuti faktu, Ze jsme v krizi
nutné neznamena, Ze na sebe bereme
odpovédnost za krizovy stav! Je nutné ale
projevit empatii vici verejnosti!

» Uijist éni: VySetfovani a napraveni toho,
co vedlo ke krizi. Byt transparentni a
nelhat (ale nemusime fikat vie ©). Reassurance

« Zotaveni: Snaha o navrat dlouhodobé
pozitivhi image spole¢nosti a nastaveni
procesu tak, aby se jiz krize neopakovala
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*4R: V Cestiné bychom mohli dat 5 krokd a akronym OPRUZ :0)
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Jak zaclenit socialni média do krizove
komunikace

SHARI R. VEIL: INCORPORATING SOCIAL MEDIA IN RISK AND CRISIS COMMUNICATION, UNI. OF KENTUCKY, 2011

1. Determine social media engagement as 7. Recognize the media is already using
part of the risk and crisis management social media.
policies and approaches. 8. Remember social media is interpersonal

2. Incorporate social media tools in communication.
environmental scanning to listen to risk 9. Use social media as the primary tool for
and crisis bearer concerns. updates.

3. Engage social media in daily 10. Ask for help and provide direction.
co.mmunlcatlon aCt_'V't'?S' _ 11. Remember web 2.0 is still only a

4. Join the conversation, including rumor communication channel (1 of many).

management, and determine best
channels to reach segmented publics.

5. Check all information for accuracy and
respond honestly to questions. Ad fontes: Tento cldnek vice ¢i méné kopiruji rizna

6. Follow and share (retweet) messages ve vr v ,
o eradble souress (o pargony. desatera & pfiru¢ky na odbornych serverech.
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1. Hledejte potencialni rizika a hrozby

JASNA PRAVIDLA PRO ZAM ESTNANCE

* Socialni sité dale rozvolnily hranice mezi
soukromym a vefejnym (prohloubeni toho, o
¢em psal Thompson v knize Média a
modernita, 2004)

* Firmy jsou nuceny vytvéret pravidla a pokyny
pro zaméstnance pro komunikaci na
socialnich sitich (novinafi ¢asto na Twitteru
pisi, Ze profil neni ndzorem redakce)

* Neuvazeny komentar zaméstnance
bé&hem krize maze uskodit jesté vice nez
samotna krize
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2. Monitoring socialnich siti

SQCIALNI SITE JAKO MONITORING
BEHEM KRIZE

» Zakaznici stale vice vyuZzivaji socialni sité jako
médium k vyjadreni své nespokojenosti

« Je nutno pfistupovat citlivé, nez se stiznost
vymkne (pfiklady: HP Holandsko & zakladatel
avast! a jeho pfistup ke ,kverulantam®)

* Naopak pokud vypukne krize v offline prostfedi,
mohou byt socialni sité daleko rychlejsi
monitorovaci nastroj nez napf. monitoring online
médii (o TV a rozhlasu ani nemluve)

* VIhké sny geekd — novinafi jednou budeme
vSichni (Meercat, Periscope etc.)
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3. Cas na odezvu - méné éasu, vice chyb

STALE VYSSI TLAK NA RYCHLOST

e Po 11. zafi 2001 trvalo spole¢nostem vymenit
vesela sdéleni na Piccadilly Circus 2 dny (dnes
na sociélnich sitich nutna reakce v fadu minut ¢i
hodin)

* Socialni sité nepreji spoleCnostem operujicich v
modu 9-17 po-pa — proto je nutné mit detailni
plan a postup, jak postupovat béhem krize i po
pracovni dobé

- Rikéa se, Ze na Facebooku nutno krizi fesit v
fadu hodin, na Twitteru dokonce v fadu minut

e Tym feSici SM by mél mit na mobilu aplikaci se
vSemi sitémi s nastavenymi notifikacemi
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4. Krizovy postup

KRIZOVY TYM A POSTUPY

e Jako u kazdé krizové komunikace, tak i u té na
socialnich sitich je nutné nasledovat tzv. krizovy
manual

* Ten by mél obsahovat mj. kompletni a detailni
informace na v3echny ¢leny tymu (kdo
rozhoduje, kdo je support, kdo méa na starosti
jakou zemi u globalnich firem)

* VSichni ¢lenové tymu by méli znat hesla ke
spravé socialnich siti

» Je nutné si vzdy dat pozor, zdali uzivam
Facebook jménem, které je potfeba (hlavné u
agentur, které maji fadu klientt)
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5. Vybudujte si sadu nastroju na krizi

KRIZOVY MANUAL — SOCIALNI SIT E

 Krizové manualy by v dneSni dobé& mély
obsahovat nejen pfipravené citace a
tiskové zpravy, ale také statusy na veskeré
socialni sité, které spravujete

« Pokud pouzivéate blogy, tak se hodi mit na
urCité krizové témata i pfedpfipraveny
pFispévek na blog

£ > AMICOMMUNICATIONS
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6. Co sit, to jina reakce

NENI SIiT JAKO SIT

* Neni dulezité nejen jak a kdy odpovime na krizi,
ale také kde

«  Komunikace by méla korespondovat s danou
socialni siti a jejimi zvyklostmi, a to nejen béhem
krize (pfiklad: Soutéz poznej nominalni hodnotu
staré bankovky / reakce fanouskt FB a follower(
Twitter)

e Prvni reakce by méla probéhnout na socialni
siti, kde ke krizi dochazi, poté mazeme dle
monitoringu ostatnich sitich doplnit o dalSi
kanaly

¢ ™ AMICOMMUNICATIONS
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7. Kontaktujte plosné zamestnance

NEZAPOMENTE BEHEM KRIZE NA SVE
ZAMESTNANCE

* V dobé socialnich médii je nutné do
krizové komunikace zahrnout i své
zaméstnance

» Pokud jiz v organizacich neplati pravidla,
Ze béhem krize komunikuje jen osoba k
tomu uréena (mluvci), tak vSichni
zaméstnanci by méli obdrzet sdéleni pro
socialni sité, aby firma podavala
konzistentni zpravy navenek

* Neni nic horSiho nez nevybirava FB
diskuse zaméstnance s rodinou béhem
krize, ktera zpochybriuje linii firmy

¢ ™ AMICOMMUNICATIONS
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8. Pouzivejte vhodny ton

NEFORMALNI JAZYK V KRIZI? NE!

e Socialni sité rozvolnily hranici mezi spisovnou a
nespisovnou ¢estinou.

e Obcas si mizeme pfi administraci firemnich
profild dovolit ,frikulinstinu“ (free cool in), ale ne
v pFipadé krize!

» Beéhem krize nas mohou sledovat i lidé, ktefi
nutné nemusi byt naSi fanousSci

« Lidé ¢asto béhem krize mohou neformalnost
chapat jako nedostatek taktu ¢i naopak
necitlivost

¢ ™ AMICOMMUNICATIONS
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9. Vypnéte planovace prispévku!

AND NOW FOR SOMETHING
COMPLETELY DIFFERENT...

» VétSina agentur spravuje nékolik profil{i
najednou. Proto se ¢asto uZzivaji nastroje pro
hromadnou spravu typu hootsuite a pfispévky se
planuji

« Je tedy naprosto klicové béhem krizové
komunikace tyto naplanované prispévky vypnout
a pouzit je opét az krize odezni

» Fanousci a zakaznici mohou off-topic témata
béhem krize chapat jako necitlivé.

¢ ™ AMICOMMUNICATIONS
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10. Bud’'te uprimni, bud’te transparentni

LEZ MA KRATKE NOHY

e Nasim klientdm nikdy nedoporucujeme lhat béhem krizové
komunikace — pokud se na to pfijde, je vSe jen horsi a ztracenou
reputaci malokdo navrati (nebo pouze velmi nakladné a zdlouhaveé).

» Beéhem krize na socialnich sitich (pokud je to pravda) lidé vnimaji
pozitivne, kdyz ¢lovék pfizna chybu a je upfimny — pomaha obnovit
ddveéru po Ustupu krize

» Arogance a lez do komunikace spravné nepatfi a béhem krize uz
vubec ne

¢ ™ AMICOMMUNICATIONS
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Developing & Implementing an

Issue Response Process
3 Phases:

Phase | — Getting Prepared Phase Il & lll - Responding to Online Crisis (Working
Through a Sample Scenario)

> (local i R e
* Monitor for Issues Online ?ngmonhub{q @ youranine
+ Secure the company Brand - Step 5: Proactively engage online
Online influencers

. Shp é: Continue to monitor and
remain inv

17
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Getting Prepared:

Build your Online Communications Team
Step 1: Determine The Roles & Responsibilities

Local/Country Team

Regional Team

Worldwide Team

Crisis communications manager:
*Primary decision maker on all
communications activities
«Coordinates response process
«**Responsible for company reputation
management™*

Online monitoring coordinator:
*Responsible for monitoring activities and
analysis

External communications

*Responsible for external key message
development (includes customers, media
and infiuencers)

*Spokesperson designation and preparation

Employee communications:

«Determires employee communications;
oversees messages and malenals

=Liaison with Human Resources

Legal:
*Reviews external messages and materials

Subject matter expert:
*Provides background information and
resources. Can be an expert outside of HP

€ ALWAYS INFORM THE REGIONAL CRISIS COMMUNICATIONS MANAGER

All of the same roles and responsibilities
from the Local or Country team, butat a
regional director level

*» Crisis communications manager

> Online monitoring coordinator

> External communications

L4
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Getting Prepared:

Determine the Severity of an Online Issue

Step 2: Classify The Issue

|SSUE SEVERITY MATRIX

—

. EVENT SEVERITY LEVEL 1 EXAMPLES:
Crisis \ Cral e
. | |+ Customer servie 5

< Incident At LEVEL3 ! usiomer \E"\uke Issues or questions from
Q ' I EVELZ ) sof b ess ! someone wit S -
?'E:. 1 ;hnhfl ‘u:b siness 1 | Lorgein sever ["”2;)':‘2: \ a small online [D“OWIRQ

v Potentiolly seriows Bt ! impoctond scope 1 2
Y I Lf’:"‘“" butnatalotof )} t:l‘::fm with regional *“I'hate HP F "
=10 mpats L udience 11y O limplications acebook” type fan .
g ! attention ot fov ‘11 and/or globalimet Created b‘.; afo i Page is
211 credibility Pl Npsmemmmmm=== - atiracts a few |. i F-’I'T\pf-')yne but nl

\ I e - Qftracls a few 5 -, (o]
é S e o - - |ﬂ i —% ocal i r-.-"r'lbers around ?he .—:; !
. &-— = L I, s = TN geo¢ ap if_ljrec sdme
$l ooy et et |
% Event 1§ ez
(=] I| LEVELL Vil poesnot hove potentic at -
= alisod 5508 . oo jmpoct, DUt |
o I‘Aunoll-s.u’n-‘*"-““'m ss.u'\( “l. § serious busin®s I:”irr':m-;: b
S ! hatdoes not hove 8 1rGE LR Gy qps attention juential 1
s b cedible follow!ng 4 from extremely influ !
21! ¥ ‘1 sourcefs)

J ==
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Getting Prepared:

Determine the Severity of an Online Issue
Step 2: Classify The Issue

|SSUE SEVERITY MATRIX

‘
A
1

. \ | INCIDENT SEVERITY LEVEL 2 EXAMPLES:
" Incident ! Crisis \
= | < TFVIL3 i - ition gr ' i ' i
2| a2 1 C = M :Oppo]smcﬂ group or crific using social media
3 || potentiolly serious businGss 14 ey and scopeof channels fo organize a profest at a local facility
E'.. impact butnot alot of ¥ I| I gttention with regional 1
o jence 4|1 by im ions . : il
g ' ‘Im-nnc‘n'-_:,;l,m-lf':’uo " | ando globalimplicat ] An influential E'[OQC]t:r Open:'y criicizes HP
creg '3 B e o 1
-3 Ll i oS —
z i - 'L(Jw)rr-p s
" - s B ers posl onling ods .
- £ - = \ it t 1 Tf‘g:;rqu e :l G\tld CITE-’.':!‘E @ micro site
% =Sl W lnc‘iden | = u "—Y'hpElelc IOI“VS‘JII
E E\ient ' .I LEVEL2 i 1 A }'-“-'l'mef e
a1 LEVELL - ! | : Doesnat hove poss’ [: but | and attro -"r P s
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Getting Prepared:

Determine the Severity of an Online Issue
Step 2: Classify The Issue

|SSUE SEVERITY MATRIX

—l

CRISIS SEVERITY LEVEL 3 EXAMPLES:
- \"1",' ------- . . A
: incident "1 Crisis ) + A customer service complaint posted on
i O ! " e TS ‘ :
A nc - A { LEVELD € YouTube generates 1 million viewers in less than
" X LEVELZ i | 1! Largein severity of --”"': > ' 7 hou;s
2 | | potentiollyserious BUSINESS 4§y T T gact and scope 0) 1
& impactbut "I:fﬂ‘ff :{P |t oentionwithre m-'-n.{“ ' W :
g1 attention Lh;?ﬁ:«u“ 1|1 and/or glovatimplication® } \n influential infernational NGO posis a blo
( credibill i & i " ] .
% s - — enfry about labour practices in China; it i 7
0 - reposied by infuriil bloggers from jor.
- = P ranches of the « T e IO
1 P "1/ Incident s of the organization
- Event i\ LEVEL2Z * Allocal emplovee
al! LEVELL 1} Doesnothave poteatiali 4 merge Yee posis lr‘-Fc.rmr::Hc-n .
r-: i all-scole jocalized issU€ '.! @rious bush '“'mp-l(”.‘u‘r p 98T 'umer o 1 | GL‘OUT a
small-sLaic, b i 1 s 3 . L intenest b o Sl
3 '-:.;:dut‘! not have 0 large of 4+ .mmm1::.'\'n-"’”0p“».r:-{.::' ) Ing : 'Nfuential b
a2l credible following 2t [w,..._-x[rgmz'h :“f"“‘ = i groy =
210 0 source(sl '
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Getting Prepared: Determine Operating
Model for Appropriate Response & Notification

Step 3: Determine Who Should Handle The Situation

ONLINE CRISIS ESCALATION MODEL

Include Regional Crisis Communications Manager & the Digital Strategy & HP .com Team from Corporate Marketing in correspondence &
calls/meetings fo assisl, when needed

1

Regional
RE.’:IPOI"ISB Dueto the possibility of
Owns regional response escalation into other
during a crisis and looks online channels or
Local Response to worldwide crisis team  crossover info
Owns local response for guidance ainstream radifional

during a crisis and looks media, most online

: —_—h issues may involve
to worldwide and regional guidance and

support fo ensure a

regional crisis team for |
guidance unitied response and
preparation in other

local areas

w
m
<
m
=
5
-5
~
=
>
1]

Handles local issues if no
EVENT exist

—_—rr————————y g
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Getting Prepared:

Build an Effective Online Crisis Monitoring Process

Step 4: Monitor For Issues Online

Online Monitoring Throughout An Issue Lifecycle

Proactively bolster regular online
monitoring acfivities with a crisis

p i related taxonomy for key
% reputational areas that might be of L
concems

ACTIVE REFINEMENT

Alter a negative issue is identified
build corresponding taxonomy
specificto the issue and conduct
separate aclive searches for
additional crossover

W

PRIORITY SITES
Add priority Websites, blogs &
other online channels that require
additional attention into ‘priority

site index’ that is aclively searched
dail

TOOLS

Upload proaciive crisis taxonomy
from Step 1 into Biz360 or free
online fools

ACTIVE SEARCH

Conduct regular active searches
online to complement Biz360 &
other free online tools to make

sure nothing is missed

« Moniltoring will allow us to be more
aware of the conversations as
they happen, and can serve as an
early warning system fo alert us to
potential crises. Two types:

1. Automated Crisis Monitoring:
centrally managed, clerts analyzed on
a daily basis, actionable alerts sent fo
crisis feams

2. Manual Crisis Monitoring:
follow known influencer with RSS, set

up Google news alerts and other RSS
feeds for key topics

* Automated systems like Bi
Google Reader neeci h.; EI;I:360 “
bolstered fo help identify online

issues and to res
S pond wh
issue is found. =
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Getting Prepared:
Go Beyond Monitoring & Secure the Brand Online

Step 5: Secure The Brand Online

Proactively purchasing brand-related URLs and registering social network usernames can help you
defend your company against unauthorized spokespersons from masquerading as a company entity.

It can also keep critics from using commonly searched keywords as URLs to post critical content.

QUESTIONS TO ASK YOURSELF WHEN PREPARING:

Do you own company-specific terms and brand usernames in the top social media channels?
(e.g., Twitter)

* Do you own crisis-related keywords that might include your company name within them and be used as
usernames in the top social media channels or as the URL of a Web site?

£ Y AMICOMM i @
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Zdroje (teorie v podnikove praxi)

» Jeroen Coenen, Worldwide social media manager at Hewlett Packard
* Prezentace na Quadriga Conference ,Social Media Crisis®, Berlin, 2010
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O CO SLO?

* Newyorské policie spustila hashtag kampan
#myNYPD

» Cilem bylo vyfotit se s policistou a vytvofrit tak
pozitivhi image newyorské policie

* Na obrazku je jeden z méla pozitivnich tweet,

je totiz vytvoren pfimo policisty

¢ ™ AMICOMMUNICATIONS

#myNYPD

NYPD NEWS @ NYPDnews
Do your have a photo wi 8 memiber of the NYPD? Tweet us & tag it #nwNYPD, It may
be featured on our Facebook pio testter com'mE 2e30S5mmE
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A jak to dopadio?

KDYZ NARAZITE NA TROLLY

* Misto pozitivné ladénych fotografii se na
Twitteru rozpoutala vina diskuse o policejni
brutalité

* Do diskuse se zapaijilo vice nez 70 000
fanousku a podafilo se vytvofit az 10 000
tweetl za hodinu

¢ Hashtag #myNYPD dokonce porazil v
oblibenosti i #happyearthday

Jak se to m élo resit?

¢ Zvolena strategie nereagovat nebyla Stastna

* Vhodnym feSenim by bylo poskytnout k
fotografiim pfib&h. Rici, co k momenttim
zachycenym na fotografii vedlo a co spachali
doty¢ni za zlo&in

¢ AMICOMMUNICATIONS

! Occupy Wall Streoet W Follow
il O coupyWalSi Y
Free Massages from the s NYPD. What does YOLUR Police
Department offer? Tweet at #MNMYyNYPD
e
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#McDStories

O CO SLO A CO SE POKAZILO?

» Kamparn méla ukazat vztah spole¢nosti
McDonald’s k dodavatelim z farem

* McDonald’s chtél poukazat na Cerstvost svych
potravin

* Nazev byl zavadéjici a lidé se chlubili s
negativnimi pfib&hy

* Celkem 2 000 pfevazné negativnich
komentaru

¢ ™ AMICOMMUNICATIONS

Lol Skip Sullivan W Folow A=
One time I walked inte McDonalds and I could

smell Type 2 diabetes floating in the air and I threw
up. #MeDStories

Joseph Guthre  Thofumsa
| worked for McDonald's whan | was 15. The amount of gre

dumped cut from the greage traps was enough to fuel the @
USA fNcDStorios

2 Irb ¥ Follow L=

1g my little brother vomit his chicken
vinto my aunts hand... #MeDStories

32



Jak se podarilo krizi zazehnat?

REBRANDING KAMPAN E

McDonald’s se fadi mezi Spicku komunikace na

socialnich siti a tak pfisli s rychlym a efektivnim

feSenim.

*  Kampan pfejmenovali na #meetthefarmers

* Hashtag #MeetTheFarmers byl lepSi v tom, Ze
vzbuzoval zvédavost

* Do konce dne vyvolal 10x vétsi objem
konverzace nez hashtag pavodni, navic
prevazné pozitivni

Jak se to vy resilo?

eV podstaté stacilo zménit nazev, aby Iépe
korespondoval s tim, co je obsahem

¢ ™ AMICOMMUNICATIONS

POTATOES LETTUCE BEEF SQUALITY MATTERS
e r—

Aiways Fresh.
From Field 1o faﬁk

Zn a matter of days, ovr Jettuce is harvesTed,

Friple rinsed and delivered +o MeDonald's.
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United Airlines

O CO SLO A CO SE POKAZILO?

* Vroce 2009 poskodili zaméstnanci letecké
spole€nosti United Airlines v USA kytary
zpévékovi a jeho kapele

« Dave Caroll se snazil ziskat odSkodnéni
celych 9 mésicu!

* Nakonec natocil videoklip na YouTube, ktery
vidélo pfes 15 miliont fanousku

« Komunikace k videu byla vesmés silné
negativni a nespokojeni zédkaznici si pod
videem sdélovali obdobné zkuSenosti

¢ ™ AMICOMMUNICATIONS

. "United Breaks Guitars" is now a BOOK! Go to
www.UnitedBreaksGuitarsBook com

United Breaks Guitars
Sons Of Maxwell

15114 880
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Jak to dopadlo?

KDYZ YOUTUBE POHNE CENOU AKCIi

* AZ po zvefejnéni videa a nékolika milionech
zhlédnuti nabidli zastupci aerolinek zpévéakovi
novou kytaru jako omluvu

* Akcie spole¢nosti poklesly 0 5 %

* Spole¢nosti se ale v globalnim méfitku poucily
a snazi se od té doby délat z nespokojenych
klientd ambasadory znacky

e United se dlouhodobé tési velmi negativni
popularité na socialnich sitich (dle analyz je
56 % prispévkl negativnich)

A jak to Slo vy Fesit?

» Stacilo se okamzité omluvit, nabidnout
prepravu zavazadla nebo letenky zdarma a
zaplatit cestujicimu novou kytaru — obratit ho
na svou stranu

¢ ™ AMICOMMUNICATIONS






Nejhorsi tweet historie?

O co Slo a co se pokazilo?

« Zaméstnanec US Airways nejspiSe na
Twitteru narazil na soukromy tweet a v
odpovédi na dotaz klienta US Airways omylem
formou CTRL + C vlozil odkaz na tuto
fotografii na Twitteru

* Tento Tweet byl na oficialnim profilu US
Airways vice nez 1 hodinu!

e Zde plati zakladni pravidlo v Social Media,
které fika, No drunken tweet!

¢ AMICOMMUNICATIONS

Zthatkatzkat We don't like to hear this, Alex.
Please provide feedback to our Customer
Helations team here:
pic.twitter.com/vbeYgCuG25

 Foply OF Moswoo W Favortn o Saordy oo Rioen
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A jak to dopadlo?

ts per day: @USAirways and Pulitzer Prize

5th — April 14th

JE OMLUVA DOST?

« US Airways se za pochybeni omluvily, ale
s velkym zpozdénim

* US Airways ten den porazily na Twitteru
Pulitzerovu cenu — ale ne tak, jak by si asi
prali

Jak to Slo FesSit?

+ Rychlejsi reakci a omluvou. Zadny Gdet
velké korporace by nemél mit pouze
jednoho spravce. 8 g a2 a2s s w4 ass a8 4

o 7 A =S i ! I I 31 | Ny
Kazdopadné se jednd asiorehosl R worcssTOPSY
preslap v historii socialnich siti a
elegantni feSeni neexistuje

£ > AMICOMMUNICATIONS 39



Burger King




Kdyz sila hesla hraje roli

O CO SLO?
 Oficialni profil Burger King se stal teréem
hackert

* Tina nékolik hodin ovladli profil a zménili logo
a nazev na McDonald’s

» Dokonce zverejnili tweet o prodeji fetézce
konkurenéni spole¢nosti

* Nakonec se zacaly zverejfiovat fotografie
zameéstnancu, ktefi brali drogy v praci

£ > AMICOMMUNICATIONS

A - @BurgerKing. -

BURGER KING® USA official Twitter accournt. Justy

McDonalds hecauss the whopper flapped =[ FR 1]
rrecrhenals corm

In & hood mear yod - Inln.bk_mgn!i-pruiraam—'.:
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Jak to dopadlo?

a9 Burger King & "
(@Burgerking —

POZASTAVEN| UCTU A NOVi FANOUSCI

+ Uget byl po napadeni pozastaven

* Druhy den dopoledne jz opst profil ungoval — nferesting day here at BURGER KING®, but we're back

» Burger King ziskal pfes 30 000 novych

fanousk(! Za jeden den a zdarma Welcome to our new followers. Hope you all stick around!
359 AM - 10 Feb 2013

& 2758 w1207
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Dobra polewka




V hlavni roli petrzel

Ivana Kotvova
Miizu mit dotaz? Proc na by Totky vBude cpete tu pelriel, vieiné
fotky pzzy? To je snad pleiiek z O0.laf, ne?

T se o Bhd - Phidst komentdf - Vers v 13:90 « ohodl metn Pregue, Hisend
Me=io Praha
S POKOROU NEJDAL DOJDES 1 Toto-se i ufvatelin Jons Komankowa, Jakub Horzk, Tiney Crefony a
dallin {2);

* Spravce SOC|aInJch siti blstroa Dobra Qolewka «.  Dobré Poléwka Debrj den ddkuf za Vi rézor st ui je
zvefejiioval obrazky pokrmu, na kterych byla w Skl (g okt Bk vy aifors Shafni o biaz noriBiokc DR S
jako dekorace petrzel Castéji, nez je zdravo . Rendd .

Reakce fanouski na seb hala dlouh T
Reakce fanousku na sebe nenechala dlouho T T i e e Bk ks e
Cekat formulovanyl Nabyl visk zodpovisen, Soda,

Videra v 1315 « To sa o Bbi " &Y 5
e " Dobra Poléwlea YstE ale na lindm mishd nadich strinek uf Vade
w poendmbky sudnd pebyhy 8 proto em je odstrania B ke prats
nEreRgUiE Na Vide dotary...,
Udera v 13:22 ' To s mi Bl
Tvana Kebsowd Aha; Bk to jo. to je pfece logicke. Sice iEmnic
mesudndho nebyles ale evidentnd méte problém s srqumentaci a
rankoermine kridku.
Voers v 1329 ¢ Taose mi -1t

Fle Deniel Bradbury Dodekal To je sie kouzens kemunikace,

¢ ™ AMICOMMUNICATIONS a4



A jak se to dalo resit?

JAK TO DOPADLQO?

» Reakce od spravce Facebooku byla arogantni
a neodpovidala na otazku

» To vedlo k pfilivu novych fanousku (cca 80)

» Tiale na celou kauzu reagovali pouze
petrzelovymi vtipy a kritikou bistra

A jak se to dalo vy FeSit?

» Stacilo zdvofrile podékovat za nazor a omezit
pocet obrazku s petrzeli

« Fanousci by tak méli pocit, Ze jsou
respektovani

» V Dobré poléwce si totiz neuvédomili, Ze na
Facebooku nejsou imaginarni ,uzivatelé",
nybrz zakaznici

¢ ™ AMICOMMUNICATIONS

To e mi i Prdat komentar - Sdiet

£ Totose il uBvatellm sushitims.cz, Dobrs Poléwks & dalsim [2).

5

Tk

bBaniel Hauser Muzu se zeptat proc na teto fotografi nen videt
patrzel?

Viterz v 15245 ~ To semi i =@k 5

Filip Crhak Mizu se 2eptat?

Véeraw 15:48 prea miobd - To e mi libi

Filip Crhak e petrzel
Vioera v 15492 Fes mobd ~Tose m i
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Drobné shrnuti




Jak se vyhnout maléru na socialnich sitich?

PET PRAVIDEL, KTERE VAS MOHOU
ZACHRANIT PRED MALEREM

1. Dialog, ne monolog!

2. Nazyvejte na socialnich sitich véci
pravymi jmény

3. Reaguijte rychle a nenechéavejte nic
~vyhnit*

4. Nestydte se pfiznat chybu a omluvte se
za ni

5. SnaZte se ze zakaznikd vytvofit brand
ambasadory

6. Meéjte profily na socialnich sitich
zabezpecené

¢ ™ AMICOMMUNICATIONS



Obejmi sveho hejtera!
Jay Baer ,Hug Your Haters"

* ¥ AMICOMMUNICATIONS 11. 10. 2016 * Rt 1S



Narcisoveé se sklony k literarnosti, kteri
vefejné a ublizené Fesi bezvyznamnosti, jelikoz
Zlji v bezpeci a prebytku

,10 snad nemyslite vazné? Moje napiil
dementni babicka s Parkinsonem, kterd po
sobé slinta vic nez bernardyn, by udélala
lepsi latté art nez ten uhrovity troglodyt s
uméleckymi ambicemi, ktery jako dité
dostdval pétky z vytvarky a pak ho nevzali
na umprum, a co si dnes honosné rika
barista, zatimco jen leje mliko do kafe jako
trileté décko! K vam uz nikdy nepajdu!
NIKDY!!!!l #lame #lattefart”

¢ ™ AMICOMMUNICATIONS o






Porad jenom

JE HEJTOVANI PROBLEM?

» Dnes hejtuje kazdy, kazdou drobnost a
vsSude

* Socialni sité vSe znacné usnadnuji

- Rada lidi povazuje hejtovani za sport

* 80 % firem si mysli, Ze poskytuje kvalitni
zakaznicke sluzby (vaci 8 % zakaznikd,
ktefi maji stejny nazor)

* Hejtfi NEJSOU PROBLEM! Problém je
ignorovani hejtr Q!

« Heslo ,Don’t feed the trolls" je tak do
urcité miry z pohledu zakaznického
servisu irelevantni

¢ ™ AMICOMMUNICATIONS

hejt! Tak to ma bejt?

_; HATERS
1 5

£ & M
. Y

‘. A
o «
e

o~

HATERS EVERYWHERE
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Porad jenom hejt! Tak to ma bejt?

PROC SI LIDE STEZUJi ONLINE?

» Svéte div se — maji skute€ny problém!

* Maji pocit, Ze jejich problém nebyl
adekvéatné feSen

* Neuspéli na telefonu ¢i emailu

¢ Chtéji mit ,publikum“ s dalSimi zakazniky
a Vefi, Zze se pfipoji ke stiznosti

« StéZovatelé Casto paradoxné poskytuji
cenny feedback

* Retence je 20x efektivnéjsi nez akvizice
novych lidi

¢ ™ AMICOMMUNICATIONS
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Porad jenom hejt! Tak to ma bejt?

PROC BY SE MELO HEJTOVANI RESIT?

* ProtoZe odpovédét lidem je spravna vec!

» Odpovéd hejterdm zvySuje zakaznickou
podporu brandu ostatnich na profilu

* PiSe nam ten, komu na nas jesté zalezi

* Odpovéd neznamena, Zze ma pravdu, ale
Ze se starate o svého zakaznika

* Pokud nereaguijete, vidi to i dalSi zakaznici
» QOdlisite se od konkurence!

» Odpovidejte vzdy, na kazdou stiznost,
na kazdém kanale!

¢ ™ AMICOMMUNICATIONS
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Nejcastejsi

vymliuvy




Nejcastejsi vymluvy

5 NEJCASTEJSICH VYMLUV

PROC NE

 P¥ilis mnoho kanald!

* P¥ili§ mnoho feedbacku!
 Kritika nas urazi!

« StéZovatelé jsou podvodnici

* Nemame prozakaznickou
kulturu!

£ > AMICOMMUNICATIONS

VS

JDE S TIM NECO DELAT?

Budte jen na nejdllezitéjSim socialnim
kanalu

Propojujte data ze vSech kanall
Fyziologicky dopad zdrcujici kritiky na
nas mozek a Usudek je az 26 hodin, to
neznamena, ze zakaznik nemuze mit
pravdu!

Pouze 1 % stéZovatelu chce z online
stiznosti jen vytfiskat kupon na slevu i
jinou vyhodu

Ro¢né se utrati 500 mid. dolart za
marketing, ale jen 9 mid. za retenci a CX
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Typologie hejtru




Offstage hater (Zakulisni hejtr)

TYPICKY OFFSTAGE HEJTR

« Byva mirné starSi a stéZuje si méné nez
onstage hejtr

« Je méné mobilni a aktivni na socialnich
sitich

« Pouziva nastroje jako email a telefonat

* Reaguje argun]gntac":né, oCekéava reakci,
kter4 néco RESI

« StéZuje si online na problém, ktery jiz 1-2x
nebyl feSen (telefon, email)

 StiZznost pfichazi pozdéji od ,,prob!ému“ a
je delSi a promyslenéjsi + chce VZDY
odpovéd

£ > AMICOMMUNICATIONS

Characteristics of Offstage Haters

Offstage
Haters

4

25 to 34-year-olds who have
complained offstage

&/

55 to 64-year-olds who have
complained offstage

Complain
in Private

Use social media

rd
N
2 . 84 offstage

complaints per
year (mean)

Own a smartphone

Edison Research and Jay Baer, 2015
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Onstage hater (Jevistni hejtr)

TYPICKY ONSTAGE HEJTR
« Jako prvni jde se stiznosti na sociélni sité,
eshopy s recenzemi, diskusni fora

« Je mirné mladSi nez offstage hejtr, Casto
hejtuje rovnou z mobilu

» Stézuje si Castéji

* MuZi si vSeobecné stézuji Castéji nez zeny

- Casto nechce problém fesit, jen chce
publikum

* Ocekava odpoveéd u 42 procent svych
stiznosti a ziska ji ve 40 % pfipadech!

¢ Ocekava odpoved v faddu minut! (do
hodiny)

£ > AMICOMMUNICATIONS

Characteristics of Onstage Haters

Onstage
Haters

Complain
in Public

S/ {

Use social media

25 to 34-year-olds who have
complained offstage

62%
3.51 onstage
complaints per
year (mean)

55 to 64-year-olds who have
complained offstage

Own a smartphone

Edison Research and Jay Baer, 2015
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Jak nakladat

s hejtry




JAK VY RESIT OFFSTAGE HEJTRA

Be Human
Use One Channel
Unify Your Data
And Resolve the Issue
With Speed

- Lidsky pfistup
- VyreSte problém napoprvé
- Neptejte se lidi stale dokola na to samé

- To, Ze se admin FB musi zeptat na
odpovéd nékoho dalSiho, neni
prozakaznické feSeni

- Jen 61 % hejtru je spokojeno s odpovédi
na emalil

¢ ™ AMICOMMUNICATIONS

H.O.U.R.S

9 OUTOF10

OFFSTAGE HATERS
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F.E.A.R.S.

JAK VY RESIT ONSTAGE HEJTRA

Find All Mentions
Display Empathy

Answer Publicly

Reply Only Twice

Switch Channels

- Hledejte zminky o brandu i mimo o NSTAG E HATERS

komunika¢ni kanaly, které méate pod

kontrolou W/ARIT AN A a1l =2l ad =
- Budte empaticti, drzte emoce na uzdé Wgﬂﬂ 7& E ;‘1& E\ﬁg‘ *ﬁ%u Dm E ﬁm"’z ﬁ E:z

- Odpovézte verejné
- Odpovézte jen 2x

- Pokud hater stéle kritizuje, odkazte ho na
jiny soukromy komunika&ni kanal

¢ ™ AMICOMMUNICATIONS



Tipy a triky

JAK SE KE STIZNOSTI POSTAVIT?

* Omluvte se, zalichotte, pochvalte,
nabidnéte kompenzaci

* Uvédomte si — ¢asto piSe nékdo, koho uz
jste ignorovali na telefonu ¢i emailu!!!
Chcete ho opravdu dale ignorovat?

* Nabidnéte zakaznikim dalSi aroven vybiti
si svého problému

* Neberte utok osobné!

* Budte empaticti a odpovidejte kazdému
individualné, s pochopenim

» To Ze néco nepovazujete za problém

neznamena, ze osoba, ktera Vam pise, to

, 7 “w vl !I i-- r-:{. F ! ;- r .'II%
vnima odlisSné!

-~
ey -1
En s-
O )

I'VE GOTTOLISTEN.TO MY,CUSTOM

i
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Tipy a triky

JAK NEJLEPE ODPOVIDAT?

* Neodpovidate jen hejtrovi, ale vSem
¢umilim kolem

« Pokud ma hejtr vefejny profil, podivejte se,
jestli hejtuje jen u vas nebo i u ostatnich

* Odpovidejte do hodiny, ale pockejte tak 5-
10 minut, nez odpovite

* Reagujte ve fejné jen 2x na jednoho
hejtra! Pak debatu p Fesunte na jiny,
idealn & offstage kanal.

HATERS ARE.

=%
b

¢ ™ AMICOMMUNICATIONS
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Tipy a triky

PROC JE ZAKAZNICKY SERVIS TAK
DULEZITY?

oV roce 2020 bude zékaznicky servis

ML v s

konkurence

* Pokud zakaznik vidi v realu zakaznicky
tym, uklidi ho to
* Budoucnost zakaznického servisu:

* Schopnost predvidat problémy a
reagovat dfive, nez si jich vSimne
zakaznik

* Self service — zadna otazka by
neméla byt poloZzena vice nez 2x

* Komunitni pomoc — lidé si pomahaji

sami

¢ ™ AMICOMMUNICATIONS

. REMEMBER(CUSTOMER
SERVICE?

| YEAH, WERE NﬂT GIJNNII Il'llq'TIIAT
| ANYMORE.. "=

64






BP oil spill (1/3)

Havarie ploSiny Deepwater Horizon

» Jedna z nejvétSich ropnych havéarii na svété

* Po vybuchu 20. dubna 2010 a zhrouceni
ropné ploSiny unika z vrtu 87 dnl ropa do
more

* Akcie klesly o tfetinu a do dnesniho dne
nedoséhly tehdejSich hodnot

* V Cervenci 2015 BP soubhlasila, Ze zaplati 18,7
mld. USD — nejvétSi korporatni pokutu v
americké historii

» Co byste ud élali bezprost Ffedné po

V)'/bUChU, kdy internet Zapla\/i ObréZky '—l

pelikan G zméaéenych ropou?

¢ ™ AMICOMMUNICATIONS
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BP oil spill (2/3)

Jak reagovali dle zam éstnance BP na
konferenci ,Quadriga®“ v Berlin &

* Rychlé vytvoreni jednoduché microsite, ktera
obsahovala zakladni udaje — co se stalo, jak
to hodlaji fesit a napravit apod.

* Nakoupeni online reklamy ve vyhledavacich
na vSechna klicova slova tykajici se krize a
aniku ropy

¢ Reklama sméfuje na microsite

« Reaktivni komunikace na FB, ktera odkazuje
na microsite

* Snaha o nakoupeni domén a registrace nazvu
FB a Twitter stranek, které by mohly
potencialné vyuzit odparci (typu bpoilspill.com
apod.)

¢ ™ AMICOMMUNICATIONS

67



BP oil spill (3/3)

We have published our Sustainability Review today, setting out how BP is

JAK NA'TE'H DEJgi UDALOST| \' working to enhance safety and risk management, eam back trust and grow I 0437
VZPOMINA FACEBOOK BP Chancellor inaugurates the Bruce Field e
D N ESO 9 The review covers the important areas of govemance and risk
B4 management, safety, the envirenment, the energy future and the
° NIJ ak! company's socic-economic impact on communities — local and global.
. Na timeline prOﬁlU BP po Ken Clarke, Chancellor of Exchlaﬂﬁrélgaaugumtes the Bruce Field in the Read the full oniine report: hitp:/hwenw_bp comisustainability... Zobrazit vice

=

|5 = -

=~ Sustainability | BP
BF's Sustainabiiity section is an integral pant of our
group sustainabdlity reporting, covering detaied
information about our environmental and safety

pFispévku z roku 1994 néasleduje
pfispévek z 21. bfezna 2012

e Kazda krize ¢asem odezni a v

akutnich chvilich nékdy poméaha parfomincs
déat nékolik dalSich prispévkd,
které mensi krizi rozmélni (u BP 3=.com
v roce 2010 by to nepomohlo)
« U vétSich historickych lze = T T 7

¢asem vypustit ,historii“ na
Timeline — napf. IBM ma jen
posledni 4 roky, svou ¢innosti
za 2. svétové valky se také
nechlubi ©

To e tib 7 uEivateilm.

Saileno: 1%
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Dekuji za

pozornost




Anebo jeste...




Pro snizeni hladiny stresu: Odplata vSem trollim

H Debbie Kelmar Schwartz » Target @

2 mins - Riverside, CA - @

And | used to love shopping at Target! Bye, bye!

Like - Comment - Share

@ Write a comment...

@ Ask ForHelp Don't let the door hit yah where the good Lord split yah, Debbie!
Like - Reply - g5 1+ 1 min

- Debbie Kelmar Schwartz Wow, really?
Like - Just now

® | Write areply...

Helenas » Arby's @
July 4 at 11:03pm - @

Dear Arby’s, Your BLT looks NOTHING like on Tv or on your signage. This
is fraudill

Like - Comment : Share

ﬁ Write a comment..

3 Customer Service Hi Helenas,

The foed in cur commercials are like a Tinder profile picture. Everything looks
great until you see it in person. Hope this explanation helped!

Most Relevant

¢ ™ AMICOMMUNICATIONS

a hejtrum

£y | JessHlID)> ATRT ©

B 24 mins - @

Cannot believe | can't get customer service at 9:00 at night. How can you
have your call centers closed??7777?7 All other carriers are open 24/7 for
support and customer service! | am so sick and tired of all the problems |
am having with att. Will definitely be looking elsewhere for service since my
provider is never available when | need them, they make false promises,
never have their customer’s best interest at heart, and flat out take
advantage of their consumers. Thanks for nothing att,

Like - Comment - Share

I Write a commenl...

Customer Service Sorry, Jess. Qur calicenter employees are currenthy
allowed to go home every evening 1o be with their families. This was obviously
an oversight. From now on, we will lock our workers in the office and refuse to
lat them leave 1o make sure that when you decide 10 call us in the middie of
the night on a whim, somecna will be there to listen to you complain.

Hail Satan!

Most Relevant -
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PhDr. JAKUB SALAT

Senior Account Manager v
tymu prlmyslu a energetiky

jakub.salat@amic.cz

https://cz linkedin com/in/iakubsalat
hitps://twitter.com/jakubsalat
724 012 685




