
 

 

Did you know that the World Cup is the most watched sporting event in the world? Marketers have 

been hearing that this World Cup will be “the most social sporting event in history,” and preparing 

accordingly. (I personally find that title a little ridiculous, because considering that social media hasn’t 

been around that long, it shouldn’t be all that hard to be the most social sporting event EVER. But I 

digress.) 

Digressions aside, the opportunities for social media marketing are unmistakable. Yet with great 

opportunity for success comes great opportunity for embarrassment. 

 

Delta Air Lines wanted to congratulate Team USA and at first glance, not so bad. Hooray USA! Then you 

realize that there are no giraffes in Ghana… And your tweet goes viral. 

http://variety.com/2014/digital/news/world-cup-2014-set-to-be-most-social-tv-sports-event-to-date-globally-but-probably-not-in-u-s-1201218226/
http://www.ozarksfirst.com/originals/story/d/story/world-cup-ads-shared-more-than-super-bowl-ads/33112/5sKyCu-i2UCFy23vnhWYAA
http://www.ozarksfirst.com/originals/story/d/story/world-cup-ads-shared-more-than-super-bowl-ads/33112/5sKyCu-i2UCFy23vnhWYAA
http://www.tnwinc.com/7726/brand-disasters-compliance-training/?utm_source=Blog&utm_medium=Blog&utm_content=The%20World%20Cup%3A%20Social%20Media%20Training%20Separates%20the%20Winners%20from%20the%20Losers&utm_campaign=Blog%20-%20The%20World%20Cup%3A%20Social%20Media%20Training%20Separates%20the%20Winners%20from%20the%20Losers
http://www.fastcompany.com/3032004/fast-feed/delta-airlines-loses-the-world-cup-what-do-giraffes-have-to-do-with-ghana


 

 

Or when German coach Jogi Loew picks his nose, then casually shakes hands with a member of the team 

they just beat. 

The 5 Things Your Social Media Training Must Include For You To Win The Internet 

Workflows 

Why it matters: 

Make sure your social media training clearly lays out the workflow for corporate social communications. 

It would only have taken one person to look at Delta’s tweet and say, “Hey, are we sure there are 

giraffes in Ghana? Maybe somebody ought to double check that.” 

 

What to do about it: 

Have an approval-based workflow for your social media communications. Your social media training 

should cover how to submit social media posts, an overview of the approval process, and define the 

http://www.tnwinc.com/products-services/ethics-compliance-elearning/?utm_source=Blog&utm_medium=Blog&utm_content=The%20World%20Cup%3A%20Social%20Media%20Training%20Separates%20the%20Winners%20from%20the%20Losers&utm_campaign=Blog%20-%20The%20World%20Cup%3A%20Social%20Media%20Training%20Separates%20the%20Winners%20from%20the%20Losers
https://twitter.com/rodger_sherman/statuses/478704527374159874
https://twitter.com/bruce_arthur/statuses/478700353395777537
http://www.fastcompany.com/3032004/fast-feed/delta-airlines-loses-the-world-cup-what-do-giraffes-have-to-do-with-ghana


roles of everyone involved in the approval process. The larger your team is, the more critical this 

becomes. 

Responsibility for their Actions On Social Media 

Why it matters: 

Social media has a real impact on business, although it’s easy to underestimate the immediate financial 

impact a Tweet or YouTube video can have. Those 140 characters or 3 minutes seem pretty 

insubstantial, until they cause your quarterly revenues to drop by 2%. That’s exactly what happened to 

Domino’s Pizza, after this gem of a video was released by their employees. (Burger King and Taco Bell 

have had similar scandals. Avert your eyes if you ever want to eat fast food again .) 

What to do about it: 

Because social media is sometimes seen as a fun avenue of communicating with friends, especially from 

a personal account, employees may not realize that they are responsible for their actions on social 

media regardless of whether or not they are posting from a corporate account. 

Mandate social media training for all employees, regardless of whether or not they have access to your 

corporate accounts. The training should clearly lay out what actions are not appropriate on social media, 

even from a personal account. After all, the Domino’s YouTube pranksters went viral, despite posting 

from a personal account… And they faced criminal charges for their actions. Employees must be 

reminded that they represent your brand, even when they are not posting from your brand’s account. 

Real Scenarios & Flexibility 

Why it matters: 

Companies need to be able to respond to events in real time. Remember the Oreo “dunk in the dark” 

tweet? Or Arby’s hat tweet? 

What to do about it: 

Your social media training can’t possibly cover every possible scenario, but it can lay out a framework for 

approaching situations. Make sure you use an interactive training that allows employees to test out their 

new social media prowess before they get access to your Twitter password. 

Your social media policy can also communicate your expectations, the most critical of which is that 

employees take responsibility for their posts. This responsibility (once communicated clearly and 

understood by employees) will encourage everyone to think twice before they post, without restricting 

real-time opportunities. 

An Appreciation of Virality 

Why it matters: 

While I have yet to find any statistics about this, I have a strong feeling that brand blunders are much 

more likely to go viral than a brand’s shining moments. I did find this study, which suggests that anger is 

the fastest emotion to spread via social media. 

http://www.huffingtonpost.com/2009/04/14/dominos-workers-disgustin_n_186908.html
http://www.huffingtonpost.com/2013/08/06/burger-king-japan-buns_n_3714602.html
http://www.huffingtonpost.com/2013/06/03/taco-bell-worker-licking_n_3377709.html
http://www.fastcompany.com/3008486/oreos-dunk-dark-strategy-and-future-real-time-marketing
http://www.fastcompany.com/3008486/oreos-dunk-dark-strategy-and-future-real-time-marketing
http://www.adweek.com/adfreak/arbys-slayed-grammys-tweet-about-pharrell-williams-hat-155237
http://www.nbcnews.com/tech/internet/your-social-media-emotions-go-viral-anger-spreads-fastest-f4B11186087


What to do about it: 

While you could, perhaps, use that knowledge to your advantage, it’s likely that a tweet that infuriates 

your audience is likely a mistake on your part. (Hint: Remember the Black Milk fiasco? Or the Amy’s 

Baking Company social media meltdown?) 

 

Continuous monitoring of your own social media and social media that mentions you, also known as 

social listening, can help catch both harmless errors and reputation-damaging incidents before they 

escalate. 

Social media training is an excellent opportunity to remind employees just how quickly a disaster can 

spread. While I don’t have the magic formula for virality, I can guarantee rudeness and anger help 

accelerate the process. If an unfortunate social media post occurs, make sure you have a crisis plan in 

place to start immediate damage control, starting with an apology. 

A Crisis Response Plan for Managers 

Why it matters:Speed is everything. Delta’s post was live for nearly 12 hours before they replaced the 

image, and then took another two hours to issue an apology.

 

http://www.buzzfeed.com/alyssajayne/how-not-to-use-social-media-101-pgg2
http://www.buzzfeed.com/ryanhatesthis/this-is-the-most-epic-brand-meltdown-on-facebook-ever
http://www.buzzfeed.com/ryanhatesthis/this-is-the-most-epic-brand-meltdown-on-facebook-ever
http://www.buzzfeed.com/ryanhatesthis/this-is-the-most-epic-brand-meltdown-on-facebook-ever
https://twitter.com/Delta/status/478686295833600000/photo/1


 

Why did it take two hours to issue an apology? Well, it actually, didn’t, quite. 

 

Luckily this apology was taken down quickly, and replaced with the correctly spelled version. 

In the Black Milk fiasco, the company continued arguing with its customer base (never a good idea) and 

didn’t issue an apology until 2 days later (which, in social media terms, might as well be an eternity). 

Worse yet, the statement didn’t resonate with the audience, who expected a more sincere apology after 

the aggressive and offensive remarks the company had issued for the previous 48 hours. 

Note that I said, “the company issued.” It may have been just one employee behind those remarks, but 

his or her commentary will forever be associated with the image of the company. 

What to do about it: 

So let’s say that a crisis does occur: do your managers know how to react? Your social media training 

should have a crisis management plan that lays out a template in case an incident occurs. The first 24 

hours are critical, and your number one priority must be sending out an apology and removing the 

offensive comment. The faster, the better. 

This article lays out how Domino’s handled their PR crisis – an A+ for everything that the company did 

after the first 24 hours. Unfortunately, they dropped the ball in the first 24 hours. Even a simple, 

immediate apology from whomever first sees the offensive data will go a long way towards calming the 

crowds while you’re working on damage control. 

Recap 

 With great opportunity for success, comes a great opportunity for embarrassment. 

 Make sure you have an approval workflow in place. If nothing else, google where giraffes live. 

http://www.prdaily.com/Main/Articles/Black_Milk_Clothing_apologizes_for_Facebook_blowup_16611.aspx
http://adage.com/article/news/crisis-pr-assessing-domino-s-reaction-youtube-hubub/136086/
https://twitter.com/Delta/status/478713660987441152
http://www.huffingtonpost.com/2014/06/16/delta-world-cup-tweet_n_5501619.html


 Remind employees that they are responsible for their actions on social media, regardless of 

whether it’s a personal or corporate account. 

 Give your employees a frame-work for approaching real-time opportunities to increase the 

Arby’s hat virality versus the Amy’s Baking Company virality. 

 If a crisis occurs, apologize early, apologize often, and make sure your managers have received 

social media training that covers a crisis management plan. 

How does your social media training set you up for success? We’d love to hear about it in the 

comments. 

(P.S. Check out these companies who are rocking it out with their World Cup Marketing: (predictably) 

Adidas and Nike, and (perhaps less predictably) Hyundai and Visa.) 

 

 

http://www.tnwinc.com/products-services/ethics-compliance-elearning/?utm_source=Blog&utm_medium=Blog&utm_content=The%20World%20Cup%3A%20Social%20Media%20Training%20Separates%20the%20Winners%20from%20the%20Losers&utm_campaign=Blog%20-%20The%20World%20Cup%3A%20Social%20Media%20Training%20Separates%20the%20Winners%20from%20the%20Losers
http://www.forbes.com/sites/aliciajessop/2014/06/14/surrounding-the-world-cup-adidas-launches-the-largest-marketing-campaign-in-adidas-soccers-history/
http://www.forbes.com/sites/aliciajessop/2014/06/14/surrounding-the-world-cup-adidas-launches-the-largest-marketing-campaign-in-adidas-soccers-history/
http://abcnews.go.com/Sports/wireStory/adidas-nike-jostle-edge-world-cup-24048327
http://blog.hubspot.com/marketing/advertising-fifa-2014-world-cup
http://www.adweek.com/news/technology/5-ways-visa-plans-stand-out-digital-world-cup-158271

