Social media-good, bad or ugly?

We allknow that in tough freight rate times such as these,
spending money on a media team by the company is
understandably a low priority.
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A competent crew member or diligent
member of the shoreside team will know
that on receiving a call from the media
during anincident in which your ship may be
involved, he will need to be careful not to
comment and to pass the enquiry onto the
company's incident team or key spokesman.

However, what about when crew members
are sitting in their cabin or out of hours
checking on their mobile device for the
latest Facebook posting or Twitter feed
and they see critical or disparaging
comments online?

m Sometimes the red mist willdescendand a

short, sharp, pithy message with a personal

0 retort may seem like agoodideaat the time.

) Or perhaps, more dangerously, responding
Uhe toaninnocentlooking question posed to
the company may cause significant problems
later on. That simple question and answer
may seem harmless until they get published,
and extra damage controlis then needed by
the company. What happens if this goes
‘viral’ontheinternet?
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Itis thereforeimportant that allon-board
crew members and shoreside staffare
trained on how to handle social and
mainstream mediain every sense.

Each and every company employeeis a
publicrelations representative and thereby
a crisis manager for your company —
whether you want them to be or not. Any
word from any employee can become the
voice of the company in stressful times.
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