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Safety Goes Digital
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Normally
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But not today!
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#livetweeting and photos are 
both welcomed and 

encouraged!

#INSafety14

@safetypam
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However…..
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Putting it in Context
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“Social media and the 24-hour news cycle 
are part of a fundamental change in our 
sociological structure. We all have to 
understand that there will never again be a 
major event in this country that won’t involve 
public participation. And the public 
participation will happen whether it’s 
managed or not. Before the oil spill, I had 
already started blogging and tweeting.”

Coast Guard Admiral Thad Allen
November 2010
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Integration of Social Media

6

Social media 
is the 4th

most popular 
location for 
obtaining 

information 
during an 

emergency.

American Red Cross 
2012
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Categories
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1. Blogs –
Communicating 
opinions in short form 
that is web-based 
(Blogspot, 
Wordpress, etc.)

2. Microblogging – Very 
short blogs (IMs, 
Texts, Twitter)

Categories

3. Social Networking 
Sites – Purpose is to 
build relationships 
among people with 
similar interests and 
activities (MySpace, 
Facebook, Pinterest, 
Google+)

4. Professional 
Networking Sites – As 
above (LinkedIn, 
Plaxo)
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Categories

5. Video Sharing – Upload 
content for personal or 
business purposes 
(YouTube, Vimeo)

6. Photo Sharing – Upload 
photos for personal or 
business purposes 
(Flickr, Instagram)
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Categories

7. Content Driven 
Communities –
Interaction is not 
the prime focus, 
sharing 
information is

8. Others???
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Who Uses Social Media?

Pew Center

May 2013
 72% of all adults use one 

or more social platforms
 Up from 67% in late 2012

 Up from 8% in 2005

 60% of all adults get their 
news on and offline

 6/10 adults aged  55-64 
online use social media 
(43% 65+)
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Who Uses Social Media?

Pew Center

May 2013
 Online adults who 

use Twitter daily 
has reached 18%

 Up from 8% in 2012
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Who Uses Social Media?

.

Widespread 
acceptance as a 
strategic means of: 

 creating brand 
loyalty

 launching new 
products

 sharing 
organizational news
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Is This Your Boss?

“I don’t have time to 
waste on that social 

media stuff!”

“Social media is a fad!”

“I’m not paying you to 
surf the internet!”

14
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Weber Shandwick Study
 78% have seen a positive impact on their 

company’s reputation

 Majority of companies without a social CEO 
want that to change

 61% of organizations with a social CEO 
believe that it makes their CEO more 
effective in managing crises
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The Year of the 
Social CEO
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If it’s Good Enough 
for the CSB….
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If it’s good enough for the 
Boston PD………
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If it’s good enough for the 
US Army………

“In today’s media 
environment, 
understanding social 
media, especially as it 
relates to time, can 
help you excel as an 
Army communicator.”

18
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If it’s good enough 
for the Pope…..
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Safety Goes Digital

The members of our 
audiences are getting 
their news and 
information online. 

Why wouldn’t we want to 
go where they are?

“…the public participation 
will happen whether it’s 
managed or not.”  Thad Allen
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Whether it’s managed or not....

Safety Goes Digital

 Demand for information 
during emergencies via 
social media by the public 
has increased 
substantially

 Demand that emergency 
managers monitor social 
media has as well
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Yes, there are problems…..

23

It’s hard to control the 
message.
 Traditional 

organizational 
communications - tightly 
scripted and one-way.

 Social media – free 
flowing two-way 
communications.
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Yes, there are problems…..

There are privacy 
and security 
concerns.
 If it’s posted it 

never goes away.

 Site security is an 
ongoing challenge.

24
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Yes, there are problems…..

Sometimes people 
“lie”.
 Or fudge the truth

 Or simply err in 
“retweeting” a 
message that isn’t 
correct (“Hover over 
the RT button”)
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Yes, there are problems….

 NYC *911 receives 10+ 
million false/hoax calls per 
year

 If each call takes 60 
seconds to manage = 
416,667 hours of wasted 
time per year

 Should we get rid of the 
system?

©CMI - 2014
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Keep it in perspective
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Yes, there are problems…..

Social Media has 
an overreliance on 
technology.
 Power outages and 

need for back-up

 Smart phone 
battery lives
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Yes, there are problems…..

Social Media has 
an overreliance on 
technology.
 Power outages and 

need for back-up

 Smart phone 
battery lives
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Why Should Your 
Organization Use It?

Social Media = Collaboration 

 Connect with those you would never have 
found through typical face-to-face channels

 Share information and resources
 Apply best practices in your organization
 Increase knowledge base of workforce
 Increased productivity (really!)

29
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Baylor University Study – 2013
Hankamer School of Business

 Onboarding of new hires with internal social 
networking site

 Intro to area – people and places
 Within/outside of their organization

Outcomes – Increased
 morale and job satisfaction
 organizational learning – at all levels
 commitment to organization

30
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Internal Collaboration

 Use open source platforms or develop your 
own

 Enterprise social media is faster and more 
efficient

 Many more tools to enable better group 
collaboration
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Crisis Communications

 Informs audiences when crisis event is 
occurring or is about to occur

Messages are one-way
Dialogue and consensus is not the goal 

(Risk Communications)
Goal is for the audience to make 

immediate decisions about their safety

32
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Crisis Communications and
Social Media

A paradigm shifts in strategy and 
methods

Audience engagement is part of the 
process - social media features two-way
communication

The urgency of the messages generally 
the same - the speed and frequency of 
delivery are “hyperactive” 

33
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The Importance of Trust 
and Credibility

 If it’s already there, aids in audience 
acceptance of messaging

 If it’s not there, it needs to be built –
worst time to try is in the middle of a 
crisis

 If it’s negative, audience will tend to 
disregard any positive messages and be 
ready to believe the worst

34
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Develop a Social Media 
Presence

 Identify 
audiences

 Find out what 
platforms they 
use

 Engage and 
create demand 
(think *911)
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Develop a Social Media 
Presence

If you don’t have an 
established brand, it’s not 
enough to get Facebook 
“likes” – you have to 
engage.

36
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Develop a Social Media 
Presence

Followers and likes 
are an artificial metric 
that means nothing.

High count, you’ve 
probably just had an 
emergency or have 
paid for a sponsor.
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Where are Your Audiences?

What channels 
are your 
audiences tuned 
into?
 Crowdsourcing, 

Radian6, 
Attensity

Hootsuite Pro

38
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What Are They Saying?

Monitor Your 
Audience and 
Events

Google Alerts, 
Trackur, Comment 
Sniper, 
HyperAlerts

Plenty of options –
free and paid

39
©CMI - 2014

Social Media Strategies

Develop a Written Plan
 Social Media component to your 

Crisis Communications Plan 
 “Dark sites”
 Integrated Social Media Plans
 Develop mass notification 

capabilities

40
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2012 Lower North 
Fork Fire

Emails sent to jeffcosheriff@gmail.com

 We do not own a TV. We both work an hour away from 
Conifer. We depend 90% on social media for these 
types of emergencies.

 I finally got myself a Twitter account and started 
following your feed just because of the fire.

 I have never seen such effective communication with 
the public in Jefferson County, thanks to your use of 
the Jeff Co Sheriff’s Blog. I even saw some local media 
put up your Twitter feed in their stories.

42
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Coal Creek Canyon Flood

43
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Crisis Communications

Mass Notifications Systems
 Launch from anywhere

 Interoperable
 Launch to cell texts, auto voice dialing land/cell, pager 

alerts, social networks, desktop alerts, web postings, 
indoor/outdoor speakers and display signs

44
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Crisis Communications

Mass Notifications Systems

 Integrate with eternal sources
• NWS, CDC, DOT, breaking news services

 Secure and redundant
• SSL encryption

 Fast

45
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Crisis Communications

Mass Notifications Systems
Pre-scripted message storage
Tracking of recipient receipt and feedback

• Reports

Easy to update and manage contact list –
individual and administrator

Customizable

46
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How Often Should 
You Message?

 “Top of the hour” press briefing is not the 
standard anymore

 At the peak of the event  every 15-20 minutes at 
a minimum

 “No new information” keeps followers informed 
and monitoring the situation through you – not 
someone else

 Too long between messages frustrates the 
audience
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Crowdsourcing

“Disaster responders must stop thinking 
of the public as a problem to be 
managed, and start thinking of it as a 
resource to be harnessed. Similarly, 
business continuity professionals can 
start harnessing the power of their 
company’s employees in a disaster.”

John Orlando, Ph.D.
Vertek Corporation

48
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Incident Command

49

 Hierarchical
 Small group of decision-

makers (experts)
 “Groupthink”

But:
 Able to see valid external 

input?
 Too much filtering?
 Too slow?

Crowdsourcing 
Counterbalances
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The Wisdom Of Crowds

1. Diversity of 
opinion

2. Independence

3. Decentralization

4. Aggregation

James Surowiecki

50
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Paradigm Shifts

Some situations are better handled by a 
large group of amateurs – the “wisdom of 
crowds”:
 DARPAs Network Challenge – misinformation 

gets “outed” by the crowd

 OpenStreetMap – Haitian earthquake rescue and 
damage assessment effort – all remotely and 
within days of the quake

 Virtual Operations Support Teams (VOST)

51
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Crowdsourcing Worked 
During Superstorm Sandy

The “online truth 
squad” worked well to 
identify fake photos, 
debunk rumors on 
Twitter and outing 
people spreading 
false rumors
 Increase this important 

situational awareness 
tool in the future

52
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Crowdsourcing 
Worked for Boston

53
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Crisis Mapping Worked for 
Superstorm Sandy
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Crisis Mapping Worked for the 
Coal Creek Canyon Flood
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Crisis Mapping Worked 
for Boston
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Field Apps

©CMI - 2014
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Laptops

Tablets

Smartphones

Tablet Pros and Cons

Screen size

 Instant on

Wireless

Camera

Audio recording

 Increasing number 
of software and 
apps

No externals

No keyboard –
can use stylus 
for increased 
precision

©CMI - 2014
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Field App Usage

Audits/inspections

 Incident investigations

Office tasks in field – emails/texts, sending 
and receiving documents

Field reports

Document storage

Photos and screen shots

Access reference documents

©CMI - 2014
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m-Learning

Defined as “any educational interaction 
delivered through mobile technology and 
accessed at a student’s convenience from 
any location”

 Market for m-Learning products and services 
equaled $1 billion in 2010.

 Five year growth rate expected to be ~13.7%

Wan

62
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m-Learning

Advantages:
1. Ease of access – no special equipment

2. Timeliness of information - available anytime 
and anywhere

3. Engagement of learners – integration of mobile 
devices into most of our lives

4. Support of learning activities – use of games 
and other activities are recognized by many 
users

63
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m-Learning

Advantages:
5. Chunking of content - meshes with the 

shortened attention span of learners, mobile 
devices and other platforms work well with 
chunking

6. Availability of software – can use customized 
software or simply apply existing applications. 
More cross-platforms and open-source 
programs are being developed 

64
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m-Learning

Common Learner Expectations:
1. Personalization – customized context, 

content and navigation

2. Multimedia – text, graphics, audio, and 
video; also be able to downloaded for offline 
use

3. Interactivity – emphasis on “social” –
sharing and collaboration
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m-Learning

Common Learner Expectations:
4. Integration – switch between mobile 

devices, laptop, tablet, etc. 

5. Support – SME and technical support 
must be available 24/7
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m-Learning

Designing the App
1. Learner experience – landing page must be 

compelling, block out external distractions

2. Screen size – most common is still 
smartphone; minimize clutter, good 
navigation, short titles avoid wrapping, 
concise text to avoid scrolling
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m-Learning

Designing the App
3. Connection Speed – mobile networks 

are usually slower than Wi-Fi

4. Storage capacity – simple pages and 
small files

5. File formats – commonly supported
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Social Media Policies

National Labor 
Relations Board (NLRB)

 Have ruled in numerous 
cases involving platforms 
like Facebook and Twitter  

 Employees are generally 
protected when discussing 
working conditions – no 
matter where they do it
(Section 7)

• This includes their employer 
and co-workers

69
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Social Media Policies

Just ask Sheriff B.J. 
Roberts…….

“Liking” something on 
Facebook is protected 
speech.

“Internet equivalent of 
displaying a political sign 
in one’s yard.”

U.S. Court of Appeals – 6th Circuit
Chief Judge William Byrd Traxler

70
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Social Media Policies

Social Media Access by Employers

Eleven states have laws that ban 
companies from:
 Asking for social network usernames or 

passwords

 Making employees go through personal 
accounts

 Require employees to change privacy settings 
so account information is visible to the public
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Social Media Policies

 Media will get information from whoever is 
willing to talk - including your employees

 Restrictive policies (even if legal) tend to 
backfire

 Think honey and vinegar……remind 
employees that anything that negatively 
impacts the company impacts them as well

 The best defense is good employee relations

72
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Social Media Policies

When off-duty:
1. Assure policy does not interfere with employee’s 

ability to use social media platforms

2. Request employees use common sense, good 
judgment and personal responsibility when 
posting on social media

3. Assume that employees can be trusted to 
exercise personal responsibility while 
participating in online activities
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Social Media Policies

When on-duty – if permitted:
1. Usage does not interfere with performance of 

work duties or create safety hazards

2. Usage is related to work, approved by manager, 
and monitored (except for breaks)

3. Prohibit sharing of confidential information or 
speculating about company’s future activities 

4. Ban use of company trademarks or copyrights on 
personal websites/social media platforms

74
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Safety Goes Ditigal

75
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Safety Goes Digital

Despite all of its 
shortcomings, social 
media is a powerful 
tool and represents 
tremendous potential 
for many SH&E uses.

Don’t get left behind.
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