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#KeepCalm and 
Communicate:

Using Social Media During 
Crisis Communication

Wednesday August 15, 2018
1:00 – 2:00 PM ET
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How to Participate Today 

• Audio Modes

• Listen using Mic & 
Speakers

• Or, select “Use 
Telephone” and dial the 
conference (please 
remember long distance 
phone charges apply).

• Submit your questions using 
the Questions pane.

• A recording will be available
for replay shortly after this
webcast.

Today’s Speakers

• Hannah Reid
• Water Authority - Cayman

• Travis Thompson
• Denver Water

• Nate Coey
• City of Pataskala

• Michele Sager
• Southwest Florida Water Management 

District
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“The mantra that guides my 
public relations strategy is:             
Early communication sparks 

effective dialogue.”

HANNAH REID
Corporate Communications Officer
Water Authority - Cayman

After successfully completing her MSc in
Environment, Science & Society from the
University College London (UK) Hannah
returned to her native Cayman Islands and
joined the Water Authority as Corporate
Communications Officer.

Hannah’s role involves developing,
implementing and coordinating all internal and
external communications on behalf of the
Water Authority to ensure a consistent brand
image and public relations strategy.

Social Utility
Building Brand Equity  

To Mitigate Crises
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Why is it important to integrate 
social media with your public 

relations strategy?
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• Show, through photos and videos: 
1. The people behind the product.
2. The process behind the product.
3. Things that people would otherwise not see.

• Ensure your content is consistent with your core 
values. 

• Decide which social media 
platforms you will utilise and the 
types of posts you will use each 
platform for.

• Work to build and maintain your 
audience.

• Be responsive to comments and 
messages.
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Have a plan!
- Customer Complaints - Service Emergencies - Natural Disasters –

- Take control of the narrative immediately or as soon as possible.
- Decide who will post and which platforms they will use for each incident 

type.
- Ensure there are protocols established for each incident type.
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• Share information from other relevant 
authorities.
 E.g. NOAA, FEMA, etc.

• Ensure you have all necessary materials 
ready and accessible on your mobile 
device.
 E.g. Photos, logos, contact numbers, etc.

• Cancel all current advertising 
campaigns and scheduled posts.
 Or, if possible, modify them accordingly.

• Keep your messaging consistent and 
reinforce the messaging of other 
authorities.
 Preempt panic by providing updates at 

regular intervals until you are no longer 
able to do so.



8/14/2018

9

• Your customers/the public are on 
social media, so should you be.

• Build brand equity through 
authentic, consistent 
communication.

• Take charge of the narrative as   
early as possible.

• Consistent, relevant content         
is key during crisis               
situations.
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Travis Thompson

Public Affairs manager

Social Media Revolution
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What is at risk?

Your number one asset!
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Miracle on the Hudson

Two faces of Twitter
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Pretty bird

• Most useful social media tool for disaster 
response.

• Establish credible voice immediately.

• Get pertinent information out quickly.

• Conversation with (or without) you.

Angry bird

• Trolls 

• Spread of misinformation

• Doesn't stop

• Conversation with (or without) you.
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What do you do?

• Have a plan

• Establish credibility

• Monitor

• Practice makes perfect

What's changed?
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When something bad happens
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Click to add text
Click to add text

Happy New 
Years!



8/14/2018

18

Practice makes perfect 

Nathan Coey
Director of Utilities
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Pataskala Demographics
• The City of Pataskala Ohio consists of 29 

square miles by area with a population over 
15,000

• 11,000 people are served by public utilities
• Two water providers – two school districts –

two identities
 Strong rural agricultural identity 
 ‘bedroom’ community 
 Often conflicting expectations of local 

government.

Public Communication Efforts
• People tend to not pay attention to 

traditional bill stuffers
 We still use traditional print for project 

notification due to 65% of customers pay 
with traditional check and stub
 This is utilized as a tool to mainly catch 

the non-digital customers
 Two local small community newspapers 

are utilized
Often conflicting expectations of local 
government.
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How we reach our residents
• Facebook 5,091 followers 
• Twitter 355 followers
• E-newsletter 991 subscribed 
• Community alert system 1,700 

subscribers 
• Quarterly paper newsletter to all 

residents   
Often conflicting expectations of local 
government.
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Learning your audience 
• Digital communication may not always be 

applauded.  
Often conflicting expectations of local 
government.

Notification Examples 
• In the event of 

service disruption 
Facebook seems 
to provide the 
most outreach

• Not all customers 
signed up for the 
voluntary 
notification 
system
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Additional Efforts
• The_Water_Jedi is my 

personal handle on 
twitter to encourage 
more use of social media

• Goal is to provide weekly 
updates to educate

• Desire to be in 
communication, not just 
during emergencies 

• Creative in house videos, 
storm water is in the que 
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Michele Sager

Lead Communications 
Coordinator

Mission:

• Protect Water 
Resources

• Flood Protection

• Ensure Public’s Water 
Needs are Met

Mission:

• Protect Water 
Resources

• Flood Protection

• Ensure Public’s Water 
Needs are Met
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Social Media Platforms

Crisis Communications
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Emergency Operations
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Hurricane Irma

• Before the storm: Advertised our social sites 
and used video to show storm preparations

• During the storm: Provided updates from our 
EOC about closures and answered questions 
from the public in real time. 

• After the Storm: Promoted our flood hotline, 
answered residents questions, posted updates 
on properties and used video to show our 
response
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Questions


