A CORPORATE REPUTATION
BLIND SPOT FOR EXECUTIVES?

OF CEOs FAIL TO CONSIDER

THEIR COMPANY'S

SOCIAL MEDIA REPUTATION

WHEN MAKING BUSINESS DECISIONS
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B2C VS B2B

WHEN CONSIDERING SOCIAL MEDIA REPUTATION IN DECISION-MAKING,
B2B COMPANIES LAG THEIR B2C COUNTERPARTS
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NEVER FREQUENTLY
CONSIDER CONSIDER

RESPONDING TO AN ONLINE CRISIS

B2C COMPANIES ARE MORE PREPARED TO RESPOND WITHIN THE FIRST CRITICAL 24 HOURS

% OF EXECUTIVES WHO

0 0 BELIEVE THEIR FIRMS
63 /O 4 /0 COULD RESPOND
TO A NEGATIVE POST
WITHIN 24 HOURS

B2C B2B

B2B COMPANIES ARE TWICE AS LIKELY

TO NOT ENGAGE AN AUDIENCE

ONLINE AT ALL TO DEFEND THEIR REPUTATION

LARGER FIRMS VS SMALLER FIRMS

CEOs OF LARGER FIRMS ARE MORE LIKELY
TO CONSIDER THEIR COMPANY'S
REPUTATION IN SOCIAL MEDIA
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AMONG SMALLER FIRMS,
THE TENDENCY TO IGNORE
SOCIAL MEDIA IS EVEN
MORE PRONOUNCED

More Than 10,000 Employees Less Than 10,000 Employees

prieetetteetett eenet pieete

LARGER FIRMS ARE ALSO MORE LIKELY TO RESPOND
TO A DAMAGING ISSUE ONLINE WITHIN THE FIRST CRITICAL 24 HOURS

“My company could TAKE ACTl(_JN ;
to engage with audiences online an
address the situation

MEDIATELY, WITHIN 24 HOURS
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http://www.facebook.com/zenogroup?fref=ts
https://twitter.com/zenogroup
http://www.linkedin.com/company/14562?trk=tyah

