
Senior Living and Social Media: 
Anticipating Crisis Communications! 
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Facebook: Just the Facts 

 

 

 1 BILLION MONTHLY ACTIVE USERS 
 

 604 MILLION MOBILE USERS 
 

 OVER 1.13 TRILLION LIKES 
 

 219 BILLION PHOTOS UPLOADED 
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Social Media: Additional Facts 

 

400 million “tweets” sent every day on Twitter 
 

Over 4 billion hours of video are watched on YouTube 
each month 
 

LinkedIn has more than 175 million users 
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Survey Results 

   
 

 

• 73.4% read one or more blogs to keep up  

on subject matter they cover 

 

• 55.5% use Twitter to research stories (up 

19%) 

 

• 73.4% use Facebook to research stories 

 

• 97% use online newsrooms 

 

• 54.3% seek audio or video material from 

corporate websites 
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Survey Results: Personal Use By Journalists 

 

 

 

 

 

• 90.2%-Facebook 

• 69.1%-LinkedIn 

• 62.9%-Twitter 

 

 

 

 

 

 
 



7 

Where Else Was the Story? 
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Where Else Was the Story? 
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Corporate Response? 
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Liked your Page      Responded to an Event you have created  

 

Posted to the wall    Mentioned your Page  

 

Liked a post     Tagged your Page in a Photograph  

 

Commented on a Post   Checked into your Page Place  

 

Shared a Post    Recommended your Page 

 

Responded to a Question or Poll  
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Corporate Response? 
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Different Type of  Crisis 
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Planning for Social Media Crisis 

 

Social media crisis plan should be 

designed with the current media 

landscape in mind and the reality 

of  how people are consuming 

their news today.  
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Planning for Social Media Crisis 

 

 

We MUST communicate in order to lead and 

shape conversations 

  

It’s not what we say, but HOW we say it, 

WHERE we say it, and HOW QUICKLY we 

say it.  
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FACTS 

 

 

 

We cannot “shut down” the Internet. 
 

Regardless of  how we choose to leverage 

social media, residents, resident family 

members, employees, the community-at-large 

and all major media outlets will be utilizing 

free, public, global social media tools to 

communicate about your organization and/or 

community.  
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FACTS 

 

 

 

That does not mean we are powerless.  

 

By being prepared and leveraging established 

channels, relationships, credibility, manpower,  

you can help to disseminate factual 

information, shape the message, influence the 

conversation, and squash misinformation.  
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Guiding Principles 

 

 

 

Speed → Lead conversations  
 

Substance → Disarm critics  
 

Distribution → Get our message out  
 

Credibility → Leverage 

relationships/voice 
  

Search → Dominate through organic/paid  
 

Gauge public sentiment → 

Identify what’s important  
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28 

Working It 

 

 

 

As quickly as possible - Pre-emptive when possible  

 

Issue approved statement/comments – leveraging all 

available/appropriate channels (Blog, Twitter, Facebook, YouTube, 

etc.)  

 

Be as substantive as possible – we often have just one shot to get 

our message across, as the first swing goes the greatest distance. We 

want to anticipate issues/criticism and address them head on to 

disarm critics and squash misinformation.  
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Working It 

 

 

 

Update often – assert as much control, credibility, and authority as 

possible with approved statements or links (statements, video, audio, 

third-party spokespeople, etc.) 

  

Monitor and report – identify issues that are truly important and 

where we are hitting/missing the mark on communication.  

 

Dispatch online spokespeople - Leverage our own manpower to 

direct people to information, correct misinformation, and 

aggressively combat the negative.  
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Remember These Things 

 

 

 

 

• Don’t be afraid to join the conversation  
 

• Make it personal  
 

• Engage the positive  
 

• Have a contingency plan in place BEFORE an issue arises  
 

• Establish channels before a crisis  
 

• Act fast  
 

• Educate your employees and leaders  
 

• Don’t forget social media  
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Anticipate Crisis/Issue 
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Anticipate Crisis/Issue 

• Fire 

• Tornado 

• Food Poisoning 

• Lawsuit 

• Murder/Suicide 

• Tax-Exempt Challenge 

• Elopement 

• Employee Theft 

• Others 
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The Fun Side of  Social Media 
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Remember These Things 

 

 

 

 

• Don’t be afraid to join the conversation  
 

• Make it personal  
 

• Engage the positive  
 

• Have a contingency plan in place BEFORE an issue arises  
 

• Establish channels before a crisis  
 

• Act fast  
 

• Educate your employees and leaders  
 

• Don’t forget social media  
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Randy Eilts-reilts@glynndevins.com-913-491-0600 
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