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The NewsWhip Review
From 2010 to 2020, new technologies 
and platforms transformed media con-
sumption, production, and distribution. 
As communications professionals, our 
world has transformed too, but how, 
precisely? What should we do about it? 

In this ambitious publication, the 
NewsWhip Research Center has ana-
lyzed engagement for millions of publi-
cations and billions of stories to answer 
these hard questions going into 2020.

On Facebook, we see an era of less 
misinformation — but more polariza-
tion. You may remember an innocent 
era of five years ago, when viral con-
tent was synonymous with BuzzFeed 
listicles and cute animal videos. Today, 
the most shared publishers are bastions 
of political news and opinion: Fox, the 
Daily Wire, the New York Times, and 
CNN. Our media environment feels like 
a bar where someone has switched all 
the TVs to cable news, and turned the 
volume up to eleven. Whether doing 
earned or owned work — this is where 
your clients wish to break through and 
be heard — and so we must do the work 
of understanding it.

In a reactive media environment, 
we’ve seen that companies can quick-
ly lose value and credibility when they 
handle a crisis poorly. To compound 
this risk, there are ever more potential 
sources for crisis — disposable packag-
ing, supply chain protests, insensitive 
frontline staff, data hacks — any of 
which can light up social media in an 

instant. As a result, any brand of value 
must ensure that their advisors have 
a core competence at understanding, 
predicting, and navigating crises. We’ve 
unpacked several crises and issues over 
the past two years to derive some prin-
ciples and insights for your planning 
and advisory work. 

We may also be seeing the effects of 
a more political era in the shift away 
from shareholder return, and toward 
defining purpose, and environmental 
and social stewardship. These complex 
new objectives can bring customer loy-
alty - but also trouble, and we’ve ex-
amined where and how in our analysis 
of big topics such as sustainability, di-
versity and inclusion, and the minimum 
wage debate.

There’s plenty of exciting and posi-
tive news too. Corporations embracing 
social and environmental issues beyond 
their bottom lines should bring benefits 
for the environment and society. Ev-
er-rising ethical standards mean com-
pany malfeasance won’t be tolerated — 
and the comms suite can act as a North 
Star for these complex waters. 

In 2019, we’ve also had the pleasure 
to work with some agencies using data 
to inform their creative processes and 
client guidance — and we’ve included 
these to inspire your curiosity — and 
your own ideas.

We hope you enjoy the NewsWhip 
2020 Review as much as our team has 
enjoyed putting it together.

Paul Quigley
CEO, NewsWhip

Welcome 
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Big Topics
It’s now infeasible not to have an opinion on 
certain issues. We looked at the coverage of  
some of the big ones.

8   Plastics & sustainability social content
  Understand how we are dealing with plastics 

and sustainability as a society through 
our social content and engagement.

12  Beauty trends on social
  The beauty industry is expected to grow 

to $805 billion by 2023. There are major 
trends in diversity and inclusion driving the 
industry, and we examine its impact here.

18  Mental health initiatives on social
  Mental health coverage made waves in the 

U.S. this year. What can the most engaged 
stories tell us about what should change?

22  How social media marketing changes 
the game for food companies

  Understand how have brands in the food and 
beverage industry leverage social media.

26  The IPOs that generated the 
most engagement in 2019

  2019 was a landmark year for IPOs, with a 
number of tech unicorns going public in the 
wake of tech giants like Facebook and Twitter. 

30  Corporate critique 
	 	 The	Sanders	and	Warren	effect:	 

2020 and corporate critique.

Facebook  
Publishing
Our latest analysis of the world of publishing  
on Facebook, from web story performance to 
native content.

36 Facebook publishing: Q3 2019
  We regularly check in on the publishing  

world on Facebook. This article covers 
the third quarter of 2019.

Table of  
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Crisis &  
Earned Media
How a company is written about can be  
key to public opinion. These were some  
salient examples of the good and the bad.

44  What can data breaches 
teach us about comms

 With the constant threat of hacking prevalent in major 
industries, we wanted to see how a few of the largest 
data breaches in the past few years have been covered 
by	the	media	and	how	affected	companies	reacted.	

48  The surprising success of the 
Nike and Gillette ads

  Gillette received a lot of press for their ‘Best Men Can 
Be’ campaign. We looked at the data to see if the 
campaign should be seen as a success for the brand.

52  What can past PR crises teach us 
about planning for future snafus?

  What measures do you have in place to  
repair trust once a crisis inevitably happens?  
We took a look at the past three years and  
identified	some	key	moments	brands	could	 
learn from.

Company  
Spotlight
Highlights of how some key players  
in the agency space use our tools.

62  FleishmanHillard 
  FleishmanHillard’s TRUE Global Intelligence 

division unpacks crises and topical issues like 
inequality, climate change, and trade, all using 
hard, real-world data. How do they do it? 

64 APCO
  APCO works with clients across the world  

in creative and PR capacities. We spoke to Steve 
Salvador, Creative Director and Head of Brand 
Programming, who leads a team specializing 
in video and brand programming. 
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64

52
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“I’ve learned you are  
never too small to  
make a difference.” 

Greta Thunberg
Environmental Activist
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Understand how we are dealing with plastics and sustainability  
as a society through our social content and engagement.

Plastics & sustainability 
social content
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Plastics & sustainability social content

This report is the first piece in this series of ‘big 
topics’ in society, some of the broader challenges 
that many countries and companies are facing as  
culture changes. 

This article will focus on how we are dealing with plas-
tics and sustainability as a society. The damage done by 
plastics, and how recycling and going plastic-free can 
mitigate that, are a huge point of discussion for brands 
and publishers alike. We took a look at the conversation 
around plastics from a number of perspectives, from in-
novation to problems caused by excess plastic.

Most engaged plastics publishers
The publisher that garnered the most engagement around 
plastic content for the last twelve months was the BBC, 
whose content drove some seven million engagements 
for the period. Shortly behind the BBC were other pub-
lishers that you might expect to see writing about this 
topic, which included CNN and The Guardian, who had 
4.3 million and 2.9 million engagements to their content 
on the theme respectively. 

Alongside the traditional big publishers that were 
successful, we also saw some successes for publishers 
that may not be so familiar. Intelligent Living was the 
fourth most engaged web publisher for the plastic topic 
with 2.5 million engagements, while returntonow.net 
was sixth, also driving more than 2 million engagements. 
The list was rounded out by other big publishers such as 
Fox, NBC, The Independent, and The Daily Mail.

Genres of top 100 plastics stories
We divided up the top stories by the genre of the article, 
and found that all of the top hundred stories basically 
fell into one of five categories, and these were distributed 
fairly evenly.

First there was innovation: articles about science 
that somehow improves recycling or means we need less 
packaging. This was one of the two most common arti-
cles, alongside problems, which includes ocean pollution 
and articles about animals dying through plastic. 

Then there were the bans, which normally were on a 
country-wide or state-wide level, but occasionally were 
announcements that certain supermarkets would be 
banning single-use plastic bags as well. Success stories 
were often the logical conclusions of these bans, with 
reports of countries like Australia, Vietnam, and Thai-

land massively cutting waste through bans and innova-
tion. Finally there were the calls to action, viral articles 
encouraging people to recycle, or to stop dropping trash, 
though this type of story did only account for nine of the 
top hundred. 

Subject matter of the top plastics stories
Generally, there are more positive than negative articles, 
with innovative solutions, success stories, and countries 
and companies taking action to ban plastics adding up 
to two thirds of the top stories. The brands that fea-
tured in these tended to be food companies of some form 
or another, whether that be on a supermarket level, a 
fast-food/restaurant level, or a CPG supplier level. Coro-
na stood out as one of the top brands to take action on 
plastic, having pledged to do away with plastic six-pack 
rings and replace them with edible ones in an attempt to 
prevent the suffocation of wildlife. 

Many supermarkets also featured in the coverage, 
with European supermarkets in particular focused on 
reducing the amount of single-use plastic by banning 
plastic bags and other packaging. Lidl, Aldi, Morrisons, 

Top web publishers by engagement 
to plastics stories

7,337,114

4,350,461

2,917,237

2,516,158

2,502,701

2,109,036

1,967,046

1,922,957

1,881,468

1,799,585

bbc.co.uk

ladbible.com

returntonow.net

independent.co.uk

foxnews.com

nbc.com

dailymail.co.uk

cnn.com

theguardian.com

intelligentliving.co
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and Tesco were prominent brand names that stood out in 
this regard. On a national level, the European Union was 
often mentioned for enacting laws against single use 
plastic, as were a number of south-east Asian countries 
such as Vietnam, Thailand, and the Philippines. 

America as a whole was rarely mentioned in a posi-
tive regard, with the few stories in the top hundred that 
mentioned the country being negative. There were, how-
ever, stories with a positive slant on a more local level, 
with San Francisco and New York singled out for their 
decision to ban single-use plastics on a city and state 
level respectively.

Most engaged plastic Facebook posts
The top native videos have a slightly different tone to 
the top articles on the web in terms of the number of 
positive vs. negative posts. Topics included more suc-
cess stories for some of the leading recyclers around 
the world, including Singapore, among others. Asia as 

a continent featured heavily, with many Pages picking 
up on the banana leaves being used in place of plastic 
for packaging food items. Coca-Cola’s Philippines Page 
also featured among the most engaged posts, asking for 
nominations for organizations that focus on recycling 
and waste management for their TAYO program.

Success story: Lush Cosmetics
Lush Cosmetics was a brand that had particular success 
in its promotion of its plastic-free cosmetic products this 
year. While they are not overtly showing the fact that the 
products are not made with plastic, the Facebook posts 
do advertise the fact in a casual way (see page 11), which 
allows the reader to be informed without it being a cen-
tral piece of the post. 

The tactic paid off for Lush, who had more than 60 of 
the top 10,000 posts on Facebook about plastic, most of 
which were in a similar vein to the one pictured on the 
next page.

Percentage of top 100 stories by genre

Innovation Problem

CTA Success Story Ban

21%

24%

9%

23%

23%

WHAT TO REMEMBER
—

1 Plastics drive a high amount  
of engagements, with several  
articles and posts topping 
one million interactions.

2 A number of the top publishers 
were not necessarily ones you 
may have heard of, with some 
niche ones coming to the fore. 

3 There was a roughly even split in 
the top hundred articles between 
success stories, problems caused 
by plastics, innovations, and 
institutional/company-level 
bans of single-use plastics.
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Plastics & sustainability social content

One of the most engaged posts  
about plastic waste on Facebook  

from Aug 1st 2018 - July 31st 2019

Lush Cosmetics are working to reduce 
their waste in all areas of their business

Most engaged plastic Facebook posts

WEBSITE TYPE HEADLINE total  
inteRactions

Nas Daily Native Video How Singapore Cleans. 1,066,876

We Need 
This Native Video Plastic Parks 558,041

Nas Daily Native Video The Plastic Straw Dilemma. 346,151

Genius  
Inventions Native Video This waste collection system makes recycling fun ♻️ 333,698

BBC Native Video Drowning in Plastic: Seaweed packaging 273,117

South China 
Morning Post Native Video Thai supermarkets replace plastic with banana leaves 229,044

COCA-COLA 
Philippines Photo Are you an organization with projects focused on recycling or waste 

management? Join the 16th Search for Ten Accomplished Youth... 212,854

5-Minute 
Crafts Native Video Plastic tubes and bottle recycling. ♻️ bit.ly/2ezx5mU 187,413

LADbible Link Supermarkets In Asia Using Banana Leaves Instead Of Plastic Bags 163,007

FemalePains Link Banana Leaves Have Replaced Plastic Packaging In Asian Supermarkets 162,456
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While most brands utilize social media to connect 
with their consumers, the beauty and cosmetics 
industry is dialed in to every platform available 
and has an extremely active community.

In a world where your audience can communicate in 
real time and even express thoughts on products to 
their own followers, it’s important to understand what 
types of content do well for beauty on each platform. In 
a market expected to grow to $805.61 billion by 2023, it’s 
crucial to be at the forefront of conversations and trends 
surrounding the beauty industry.

Top beauty brands: earned media
It’s hard not to attribute the success of Kylie Cosmetics 
entirely to Kylie Jenner’s personal 137 million followers 
on Instagram, seeing as she only marketed there prior 
to completely selling out each release of new products 
within minutes. Kylie has a powerful presence outside 
of her own fans. When she launched her line in Ulta 
Stores in November 2018, some locations sold out within 
hours. With the launch of her new Kylie Skin line this 
year, it’s no surprise her company is the second most 
written about in our top ten.

The most engagement went to Benefit Cosmetics 
however, as coverage of their new brand ambassador, 
Kate Grant, went viral. Hailing from Northern Ireland, 
she is a model with Down Syndrome and the company 
found her after she tagged them in one of her photos  
on Instagram.

Rounding out the top three, Rihanna’s Fenty Beauty 
can’t seem to stay out of the news either. She’s been busy 
shaking up the beauty and fashion industries, pushing 
the boundaries of diversity and inclusion in casting, as 
well as shade ranges offered. After she launched in 2017, 

many brands scrambled to expand their lines to include 
more shades, an action now dubbed the “Fenty effect.”

Beauty trends in 2019: Instagram at a glance
Instagram is primed for beauty content to do well, re-
ceiving much higher engagement both in likes and 
comments than Facebook. The ease of photo sharing and 
tagging makes it easy to find exactly which products to 
use and where to buy them, while also being the place 

The beauty industry is expected to grow to $805 billion by 2023. 
There are major trends in diversity and inclusion driving the  

industry, and we examine its impact here.

Beauty trends on social

beauty tRends on social

Earned engagement for beauty brands

2,261,403

1,199,899

1,174,434

784,520

598,345

506,400

252,524

158,089

109,321

108,905

Benefit Cosmetics

Urban Decay

Sephora

Huda Beauty

Jeffree Star Cosmetics

Covergirl

Glossier

Kylie Cosmetics

Fenty Beauty

MAC
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where trends originate before being picked up and cov-
ered by mainstream media.

Bespoke / personalized products
Direct-to-consumer brands have found success in 
marketing their products with Instagram, and bespoke 
beauty companies promising a personalized experience 

are no exception. In the past year, the beauty industry 
has shifted to focus on the idea of personalization and 
meeting individual skincare needs.

It begins with a quiz asking about your life and hab-
its, then offers a solution for your specific issues. This 

bespoke trend extends to the branding and packaging 
of beauty products. Orders are delivered with names 
printed on the bottles, and carefully curated instruc-
tions for individualized routines.

Smaller indie beauty brands utilizing Instagram 
to compete with the likes of Clinique, who also have  
developed their own bespoke skincare lines, are gain-
ing popularity through social media, and with the 
rise of Prose and Function of Beauty, even hair care is  
getting involved.

Diversity and inclusion
Before 2017, there were plenty of brands to get your 
foundation from, but limited ranges for shades. Entire 
groups of women were left out, and on both sides of 
the spectrum there were no options for coverage in any 
form. Fenty Beauty changed all of that.

Rihanna’s brand dropped 40 shades from the get-go 
in September of 2017 and brands scrambled to expand 

Top 10 “Beauty” posts on Instagram May - June 2019

# PAGE CAPTION liKes comments

1 Mac  
Cosmetics

Let your 💜 decide on which Jasmine-inspired
Lipstick fits you – or claim them all and tap to shop!

587,899 10,967

2 Kylie  
Cosmetics

boss babe wearing Main Bae from KKW x Kylie ✨
shop 40% off the collection now

404,039 806

3 Kylie  
Cosmetics

POSIE K our award winning shade launching in
a velvet lip kit ✨ 362,201 674

4 Kylie  
Cosmetics

Kybrow swatches by shine.shadows ✨ tap to
shop

356,857 860

5 Kylie  
Cosmetics Tangerine Matte Lipstick available now 333,720 1,092

6 Eva Longoria So great to be back in Cannes! Opening night!
#lorealcannes #lorealparis lorealmakeup lorealhair 322,551 2,865

7 Mac  
Cosmetics

Getting nude gets even more comfortable in weightlessly 
moisturizing #MACPowderKiss shades 317,059 1,566

8 Kylie  
Cosmetics

this look by annybeeutee featuring Kybrow Pomade in 
Dark Brown 💫 303,975 858

9 Dior Dazzling model and Dior Beauty face Bella Hadid glided 
up the red-carpeted steps of the Palais des Festivals... 293,484 905

10 Mac  
Cosmetics

Take a magic colour ride with limited-edition shades – 
decked out in Agrabah-inspired, princess-worthy... 285,541 2,645

Smaller indie beauty brands who  
have developed their own bespoke 
skincare lines, are gaining popularity 
through social media.
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their lines following her successful launch. 
Since then, brands have watched and learned 
from conversations across social media and 
not only pushed their darker colors, but ex-
panded casting to include diverse models. It’s 
not just a trend, it’s a must-have now to sur-
vive in such a crowded market.

Makeup line collaborations
Makeup lines collaborating with influencers 
to launch a new product or eyeshadow palette 
is not a new concept. Brands partnering with 
those who have a direct line to the millions 
of subscribers in the beauty community has 
worked for the likes of Morphe, ColourPop 
NYX, and more.

Collaborations promoting new releases in 
the entertainment industry have been gain-
ing traction. Beauty and the Beast, Harry 

Potter, Game of Thrones, Avengers and most 
recently, Aladdin, are some of the popular 
collaborations that have drummed up inter-
est across the beauty world. These collabora-
tions tapped into already obsessed commu-
nities (i.e. Disney) and sent social into a tizzy, 
everyone trying to get their hands on these 
limited edition palettes.

Animal cruelty free / vegan
Less of a trend and more of a social reckon-
ing, the demand for cruelty-free and vegan 
products is growing. Last year, California 
officially banned the sale of animal-tested 
products. Nevada followed suit June 2019, 
and more states are expected to join in 2020.

Brands who champion animal-cruelty 
free products have highly engaged commu-
nities on social and are ahead of the curve on 
legislation that might change what products 
can be sold in certain states.

beauty tRends on social

The demand for 
cruelty-free and vegan 
products is growing.
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Post from Glossier Play’s 
Instagram “Mara Teigan 
wears Vinylic Lip in Baby”  

Unretouched / natural beauty
Last year, CVS launched their “Beauty in 
Real Life” campaign that spotlighted their 
unretouched beauty images in stores. Photos 
that had not been retouched would feature 
a “Beauty Unaltered” logo in the corner, to 
help consumers see when other photos had 
been altered.

It was met with gratitude and positivity 
on social and other brands began to post 
photos without altering images on Insta-

gram. Urban Decay began posting photos to 
their social profiles without Facetune and 
followers took note.

This month, Rihanna’s FENTY made head-
lines again for not photoshopping out a mod-
el’s scars. In a time when the beauty industry 
has unlimited options for someone to play 
with makeup, but very little admission of just 
how much of the makeup is edited, consum-
ers have expressed how refreshing it is to see  
real skin and imperfections on their feeds.

Maximalism
Finally, in a move completely contrary to 
its established presence on social, Glossier 
released a sister brand called ‘Glossier Play’ 
that celebrates color, sparkle and shine, hop-
ing to capture a corner of the market that 
would rather look extra than slightly dewy.

It is not just Glossier hoping to push 
makeup to extremes, newly relaunched line 
IL MAKIAGE’s tagline is: Makeup for Maxi-
malists. From the names of products, down 
to the packaging your foundation will arrive 
in, IL MAKIAGE is hoping to tap into the 
community that believes “more is more.” 

With their 50+ foundation shades, they 
also learned their lesson about inclusion and 
are primed to make their mark on the indus-
try, and other brands are following suit. 

WHAT TO REMEMBER

—

1 Top content tended  
to feature the word 

“makeup” as opposed 
to “cosmetics”.

2 YouTube + Instagram 
are the best places 
to promote products 
and showcase looks.

3 Consumers respect  
and buy from brands  
that include diverse 
casting and shade ranges. Photos p 17 (clockwise 

from top left): Min An, 
Arsham Haghani, Kailey 

Sniffin, and Jess Harper

Consumers have expressed  
how refreshing it is to see  
real skin and imperfections  
on their feeds.”
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Mental health coverage made waves in the U.S. this year. What  
can the most engaged stories tell us about what should change?

Mental health 
initiatives on social
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It feels as if mental health is increasingly 
covered in the media, and attitudes to-
ward therapy and mental health benefits 
have shifted for individuals, as well as 
employers, trying to attract and retain the 
right talent for their company. According 
to Mental Health America, nearly 1 in 5 
American adults have a diagnosable men-
tal health condition in any given year.

Another study revealed that 46 percent of Americans will 
meet the criteria for a diagnosable mental health condi-
tion at sometime in their life. This means that outside of 
the 44 million US adults already struggling with a men-
tal illness, nearly half the country will be searching for 
aid or care related to mental health at some point during 
their lifetime. 

As a result, a number of companies have responded 
by increasing mental health benefits and even creating 
initiatives dedicated to assisting their employees along 
their mental health journeys. In today’s world, account-
ing  for and supporting team members who struggle with 
mental health conditions is crucial, and is a key selling 
point for those looking to join your company. 

Mental health: 2019 vs previous years
But what about the engagement vs previous years? Is this 
actually a topic that is growing in attention and impact as 
it seems to be? When we looked at engagements to men-
tal health initiatives over time for the past four years, the 
numbers are growing. 2017’s boost in engagement can 
be attributed to one viral story. Apart from that, num-
bers are on the rise. The number of stories being written 
about mental health each year have increased and this 
time last year, engagements to mental health initiatives 
content was only at 675k. At time of publication 2019 was 
on track to double its total. 

As far as content with any mention of mental health, 
articles have been steadily increasing since 2016. At the 
time of publishing this report, approximately 165k arti-
cles have been written about mental health, compared to 
129k in 2016. 2017’s drastic increase came from one article 
covering an employee’s viral email exchange with her 
CEO responding to her request for personal time off due 
to mental health. 

The story itself from attn.com drove almost 1 mil-
lion engagements alone, not even counting the dozens 
of outlets that also picked it up and shared it among 
their networks which also drove significant en-

gagement. It prompted a response from the featured 
CEO himself, and encouraged a more open dialogue  
between employees and employers. 

Mental health: brands taking a stand
While mental health is generally being talked about more 
openly, employees are hoping their workplaces catch on 
and offer support during particularly trying times. Men-
tal health initiatives have made their way into headlines 
across the globe and though they aren’t as high in en-
gagement, many brands are being lauded for their contri-
butions to a better workplace.

Starbucks made headlines during the first week of Sep-
tember 2019 with their announcement of mental health 
services as a new employee benefit. The viral story about 
a woman’s request for a mental health day featured again 
this year, and several local organizations made headlines 
for their community contributions to help destigmatize 
mental health.

The most engaged story around mental health initia-
tives though, was negative, as United Behavioral Health 
was under fire for putting the bottom line over patient’s 
health. With around 10 million adults unable to afford 
mental health treatment due to lack of benefits, the arti-
cle made waves across social.

mental HealtH

Mental Health initiatives’ engagement by year

Approximately 165k articles have 
been written about mental health in 
2019, compared to 129k in 2016.

1,808,976

942,551

2,823,405

779,971

2019

2018

2017

2016
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Mental health on Instagram
September 10th is World Suicide Prevention Day and 
many took to Instagram to post about their struggles 
with mental illness. Celebrities, influencers, and pub-
lishers posted on the platform hoping to let followers 
know they aren’t alone.

The most engaged post in September 2019 for men-
tal health came from Avicii’s account, highlighting the 
tireless work of the Tim Bergling Foundation, which was 
created after Tim “Avicii” Bergling took his own life.  
Another notable story highlighted a teacher’s attempt to 
help her middle school students realize they aren’t alone, 
by sharing the things weighing heavily on them.

Mental health initiatives: Trending stories
We thought it would be helpful to provide a quick over-
view of which articles and brands are trending for their 
work on mental health initiatives (see page 21). At the 
time of publishing this report, these were the top stories 
just starting to trend concerning mental health initia-
tives around the world. Some trends we were seeing: 
many groups are being formed in local communities to 
support mental health, and celebrities continue to pledge 
support for initiatives across the U.S.

Virginia Tech named an executive director of Men-
tal Health Initiatives, while the NYPD aims to launch 
clear mental health initiatives following several suicides 
this year. Chance the Rapper donated to Chicago Mental 
Health Services and Starbucks was trending again for 
their employee benefits.

The most engaged post was 
from Avicii’s Instagram 
account highlighting 
the work of the Tim 
Bergling Foundation

WHAT TO REMEMBER

—

1 Content about mental health and 
the related initiatives is on the rise, 
and has been steadily climbing in 
engagement and interest since 2016.

2 The top stories about mental health 
in the past couple years tended to be 
viral, widely-shared articles where 
mental health concerns were treated 
with respect and tact by employers.

3 Talking about mental health on 
social platforms is helping to curb 
the stigma, and offers followers 
an opportunity to feel less alone.
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Most engaged mental health initiatives web content

WEBSITE BRAND HEADLINE enGaGements

cnn.com United Behavioral 
Health

In scathing ruling, judge rips insurer for putting 'bottom 
line' over patients' health 218,124

finance.yahoo.com Starbucks Starbucks to offer mental health services as new employee 
benefit 75,063

boredpanda.com Wunderman Chicago CEO’s Post On Micromanaging Goes Viral And Many Agree 
How Toxic For Any Company Micromanaging Truly Is 33,438

pretty52.com Amazon, BrewDog 
and Prezzybox

Bringing Your Dog To Work Is Proven To Be Good For Your 
Mental Health 25,529

powerfulmind.co Olark This Woman Asked for a Mental Health Day and Her Boss’ 
Response Went Viral 25,514

tmj4.com Khol’s Kohl's donates $5M to Children's Hospital of Wisconsin 22,363

standard.co.uk Lads Need Dads Male mentoring service for boys without dads aims to 
launch across UK 21,034

fox59.com Bloomington Police 
Dept Bloomington Police Department hires its first social worker 21,032

ctvnews.ca Bell Let’s Talk Bell Let's Talk Day raises more than $7.2M, breaks previous 
record 12,073

npr.org Chefs with Issues California Chef Aims To Help Restaurant Workers Prevent 
Suicide 8,729

Trending “mental health initiatives” articles

BRAND HEADLINE

N/A Calgary to build tiny home village for homeless veterans

Hendon FC Mental Health Team Prince William arrives at a north London football club

Virginia Tech Virginia Tech names executive director of Mental Health Initiatives

Chicago Mental  
Health Services

We All Can Be Affected by It': Chance the Rapper Donates $1M for Mental Health 
Initiatives

NYPD O'Neill: NYPD to launch trio of mental health initiatives following rash of suicides, 
'this is our # 1 priority now'

Starbucks Starbucks serves up new employee benefits to lure workers in hot US job market

N/A Uplifting words shaping teens’ mental health at Ohio school

Murrumbidgee  
Men's Group NRL players to feature in region's Mental Health Month initiatives

Northern Initiative  
For Social Action Defeat Depression raises $23,000 for mental health initiatives local, national

NYPD NYPD sends out survey asking its officers to evaluate its mental health programs

mental HealtH
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We know the importance of having a presence on 
social media, but how have brands in the food and 
beverage industry leveraged social media, as op-
posed to traditional marketing methods, to con-
nect with audiences for product releases?

In June 2019, Kellogg’s newly released White Choc Coco 
Pops picked up a lot of traction on social. The new cereal 
hit shelves on June 17th 2019, but someone tweeted at the 
brand nearly three years prior, imagining how good that 
flavor would taste. They put money behind promoting 
the original tweet as its primary marketing strategy, and 
hoped it would resurface in users’ feeds. Other tweets 
requesting the cereal that went as far back as 2012 were 
also resurfaced and retweeted by Kellogg’s.

Kellogg’s engagements to earned media in 2019
They let Twitter run wild, assuming what they wanted 
about whether they were actually going to release the 
cereal, which generated a significant spike in earned 
engagement, almost as much as their limited-edition 
Mermaid Fruit Loops, released earlier this year. Thanks 
to food publisher Delish, they received over 213k engage-
ments for coverage of that release, and 189k on their 
organic push for White Choc Coco Pops.

Kellogg’s usually approaches campaigns traditionally, 
this being their first significant foray into social media 
as a standalone marketing tool. It remains to be seen 
whether they will continue to utilize this method of new 
product releases, but they’ve outpaced last year’s num-
bers considerably. Their most engaged story of 2018 was 
the heat of a crisis involving one of their cereals and a 
salmonella outbreak.

Understand how brands in the food and  
beverage industry leverage social media.

How social media marketing 
changes the game for 

food companies

HoW social media maRKetinG cHanGes tHe Game foR food comPanies

2019 Kellogg’s engagements to earned media
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strategy and no-holds-barred approach to roasting their 
competition has not only made them a fan favorite, but 
has earned them more than 3.3 million Twitter followers. 

Their first real foray into roasting people on Twitter 
happened back in 2017, and a simple question asking for 

a year’s worth of free chicken nuggets became one of the 
most retweeted tweets of all time.

Wendy’s engagements to earned media in 2017
Kurt Kane, now President and Chief Commercial Offi-
cer of Wendy’s, started as the Chief Marketing Officer 
and gave some insight into how they think about social. 
First, they have a desired tone that guides how they re-
spond: “We want to be likable and sassy. We don’t want 
to be seen as sarcastic and rude. But we walk a fine line. 
Sometimes we get it wrong in tone.” 

Admittedly, giving free reign to the social team also 
means sometimes being surprised at what is tweeted, 
said Kane, but the casual handling of a platform like 
Twitter is a gamble that has paid off ten-fold for Wendy’s. 

Social listening for them fuels their TV commercials 
and really sets the tone for how they market and spend 
on digital ads. Learning what resonates with their audi-
ence and responding in kind is what has set them apart 
from their competition.

Kellogg’s engagements to earned media in 2018
We’ve seen successful influencer marketing with indus-
tries like beauty/cosmetics and even branching out into 
video games, but this year’s strategy has driven more 
earned media for Kellogg’s than years prior, and follows 
a trend of other food and beverage companies leaning 
into influencer marketing more generally. At a content 

marketing summit we attended in June 2019, many com-
panies reported a renewed focus on tapping into micro 
influencers, attempting to hone in on smaller, but highly 
engaged audiences.

Malibu Rum for example, recently released a series of 
videos with 32 influencers, for their “The Malibu Games” 
campaign, all because last year’s influencer campaign 
brought in 5.4m engagements, 155m video views, and 
2.1m website visits in 2018. Tapping into influencer’s 
audiences and providing original, summer content has  
become a recipe for success as well as partnering with 
other companies to generate hype for new products.

We can’t talk about food companies on social without 
mentioning fast food chain, Wendy’s. Their social media 
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Wendy’s

Tapping into influencers’ audiences  
and providing original, summer content 
has become a recipe for success as well 
as partnering with other companies to 
generate hype for new products.

Wendy’s social media uses a  
no-holds-barred approach to 
roasting their competition.
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Above: Carter Wilkerson tweeted Wendy’s 
asking how many retweets would warrant 
a year of free chicken nuggets.

Right: Kellogg’s released their White 
Choc Coco Pops in June 2019

WHAT TO REMEMBER

  —

1 Set a tone for social media 
well ahead of campaigns and 
stick to it — it takes time to 
build trust with an audience.

2 Find out which influencers are 
dialed into communities you want 
to reach and work with them.

3 Re-evaluate and revise after 
every campaign, if you don’t 
have benchmarks in place, you 
won’t know how to improve.
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2019 has been a landmark year for IPOs, with a number of tech unicorns  
going public in the wake of tech giants like Facebook and Twitter. We  

looked at the data to see which companies got the most attention.

The IPOs that  
generated the most  
engagement in 2019

An IPO can be a lengthy and complicated process, 
with companies having to be fully transparent 
with their finances before taking the leap. Inevi-
tably, this can lead to increased press scrutiny, and 
momentum and sentiment can be very important 
in determining which way an initial public offer-
ing goes in the first few months after launching. 

That said, the type of coverage that companies receive 
in the run up to and months after their stock market 
debuts can be crucial, so we wanted to look at a couple of 
things in that realm of coverage. 

Firstly, we identified  the most engaged and covered 
companies, and looked at the top stories about them. 
We also looked at which stories had the most impact 
on readers, both on a company by company and overall 
basis. Secondly, we looked at the top publishers writing 
about IPOs this year, in terms of how much engagement 
they were getting, to see which publishers’ coverage 
was resonating most with the reading public in terms of 
meaningful interaction. So let’s look at the data. 

The most covered IPOs in 2019
The vast majority of the coverage came on the web, as 
there was little to no chatter on native Facebook Pages 
about IPOs this year. There were a number of web ar-
ticles, however, that were particularly successful. Un-
surprisingly, the majority of the most talked about IPOs  

in 2019 are tech companies, though there were a cou-
ple of companies that bucked that trend, one of which 
did so spectacularly. We looked at the top one hundred  
articles about anything to do with an IPO, and divided  
them up by whichever company was being talked  
about in the story.

Uber was the most covered company by a consider-
able distance for initial public offerings in 2019, with 
almost a third of the top hundred articles mentioning 
the brand in its own right. This rises to nearly forty out 
of the top hundred stories when you include its mentions 
alongside Lyft, which occurred seven times in the top 

stories. Lyft was referenced on its own less frequently, 
appearing only six times in the list, less than a fifth of 
the attention Uber saw, though a lot of Uber’s coverage 
was not exactly positive. 

Beyond the ride sharing apps, there were two com-
panies that stood out from the crowd in terms of the 
amount that was written about them. One of these was 
WeWork, which again did not exactly come out with 
glowing coverage, with many of the top articles focusing 
on the company’s losses, and internal strife. 

tHe iPos tHat GeneRated tHe most enGaGement in 2019

Almost a third of the top hundred  
articles mentioning Uber compared  
to others in initial public offerings.
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The other, a company that was heavily covered with 
a majority of positive articles, was Beyond Meat. This 
was the second most written about company and al-
most all of the articles came from a positive standpoint, 
talking about the explosion in popularity of meat alter-
natives, and the success of the stock since its market 
debut. When we break it out to look at the engagement,  
rather than just the number of articles, the data tells  
a similar story.

Uber still claimed the top spot, with some 186,000 
engagements, but Beyond Meat was second and not far 
behind, with almost 150,000 engagements. Articles that 
mentioned both Uber and Lyft garnered 90,000 engage-
ments, and WeWork and Lyft rounded out the top five 
most engaged companies.

The rest of the companies in the top ten for engage-
ments around going public this year all got less than 
15,000 engagements, with Levi’s, Saudi Aramco, Zoom, 
Pinterest, and a combination of the last two filling the 

final spots. For the actual content that drove the most 
engagement on Facebook and Twitter, the coverage is 
dominated by negative stories. The top article came 
from NPR, with just over 40,000 engagements, and was 
focused on a strike from Uber and Lyft drivers around 

the time the IPO preparations for the former were in full 
swing. This story featured twice more in the top ten, 
making up three of the most engaged articles. Another 
negative story came from the New York Times, and had 
the story of new millionaires about to enter San Fran-
cisco and ‘eat it alive’. Once again, Beyond Meat was the 
only company that managed to generate some positive 

Top web articles about IPOs

WEBSITE BRAND HEADLINE enGaGements

npr.org Uber/Lyft Uber And Lyft Drivers Are Striking — And Call On 
Passengers To Boycott 40,937

vox.com Beyond Beyond Meat is going public. Meat alternatives are 
going mainstream. 28,511

nytimes.com Investors Thousands of New Millionaires Are About to Eat San 
Francisco Alive 27,087

theguardian.com Uber/Lyft I made $3.75 an hour’: Lyft and Uber drivers push to 
unionize for better pay 21,930

cnbc.com Uber Uber drivers will go on strike over pay and benefits 
ahead of the company's $90 billion IPO 15,719

cbc.ca Beyond Beyond Meat stock more than doubles on first day of 
trading | CBC News 15,649

gizmodo.com Uber Congratulations to Uber, the Worst Performing IPO 
in U.S. Stock Market History 14,519

marketwatch.com Beyond Beyond Meat soars 163% in biggest-popping U.S. IPO 
since 2000 13,181

bloomberg.com Uber Uber to Seal $3.1 Billion Deal to Buy Middle East 
Rival Careem 13,094

cnn.com Beyond Meatless burgers are so popular, one company is 
going public 12,956

Beyond Meat was the only  
company that managed to  
generate some positive hype  
with its most engaged articles.
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tHe iPos tHat GeneRated tHe most enGaGement in 2019

hype with its most engaged articles, with four in the 
top ten talking about either the success of the company 
or its stock market debut. There is a bit less negativity 
when we break it out by the top story by company.  

Many of the articles talk simply about the valuation, 
as we see with Levi’s, WeWork, and Pinterest, but we 
also see success profiles do well for some companies. 
Examples of this include positive profiles and interviews 
with the CEO’s of Zoom and Jumia respectively. But what 
about the companies who were most successful writing 
about IPOs? 

Most successful publishers about IPOs in 2019
It tends to be the traditional business publishers who 
get the most engagement when it comes to coverage of 
companies going public.

When we looked at the publishers who appeared most 
frequently in the top hundred stories, a clear winner 
emerged. Reuters had 30 of the top articles, more than 
double any of its competitors in the space. Business 
Insider had 15, while CNBC had six, though it is worth 
noting that four of the top articles about individual 
brands did come from CNBC, so while it may not have 
had as much frequency as other publishers, the volume 
certainly was there.

When we break it out to engagement, NPR and Vox 
charge up the rankings, simply because of one or two 
very highly engaged articles. Once again, Reuters and 
Business Insider are well ahead of everyone else when 
it comes to engagement on coverage of IPOs, so if you’re 
trying to get attention for your upcoming IPO, or do 
some damage control after it hasn’t quite gone to plan, 
then you know where to go.

WHAT TO REMEMBER

  —

1 Uber was the most written about 
company when it came to IPOs, 
and also the most engaged.

2 Reuters and Business Insider 
dominated in terms of the 
publications that drove 
engagement for IPO content.

3 Beyond Meat had the most 
positive coverage of any of the 
major IPO players in 2019.

Number of articles by company in top 100 stories

Many of the top articles written about WeWork 
focus on the company’s losses and internal strife.
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The Sanders and Warren effect: 2020 and corporate critiques

The 2020 campaign trail can be a tough place to  
be a brand, with many of the Democratic candi-
dates taking aim at what they see as inappropri-
ate business practices. We looked at the data to  
see what’s resonating.

Given the broadness of the race, we decided to take a 
look at any time a Democratic presidential candidate has 
been mentioned in the context of a major brand so far 
this year. Our search includes all Fortune 100 businesses, 
as well as a few other large companies. 

We looked at all of the Democratic presidential can-
didates, since the campaign trail has already begun in 
earnest for them, while this is not necessarily true on 
the Republican side. Some began as early as the begin-
ning of this year, and Elizabeth Warren even declared 
her intention to run in December of 2018. 

As such, we examined engagements to web and Face-
book content that mentioned both a challenger for the 
presidency and a brand from January 1st until July 31st 
2019. This analysis does not include statements made  
by or coverage of President Trump, unless in the con-
text of a Democratic challenger, simply for purposes  
of length and avoiding confusion. Which brands were 
the most talked about by the candidates, and what drove 
the most engagement?

The most engaged web articles about candidates 
and businesses
Though going into this, we were looking for the candi-
dates being critical of businesses and how those state-
ments were engaged, the top article shows that it can be 
a two way street in this context, with business owners 
and CEOs also having their say on the candidates.

The top article came from Home Depot co-founder 
Bernie Marcus calling Bernie Sanders ‘the enemy of 

every entrepreneur’, which Fox Business wrote up. This 
article drove more than 300,000 engagements, more 
than double that of any other piece of web content in 
this search. 

Beyond criticism of companies from the candidates 
themselves, which we will come to, the act of candidates 
taking money from the executives of big corporations 

such as Comcast and Blue Cross was also a subject that 
resonated. Biden, Harris, and Buttigieg were all high-
lighted as having taken big money donations from bank 
executives, while Biden was specifically called out for 
his ‘big-money fundraiser’ with execs from the afore-
mentioned companies.  

The vast majority of the articles, though, were more 
some form of criticism of companies themselves, or an 
examination of what the candidates would want them to 
do differently should they be elected. 

The most talked about businesses
Of the top hundred most engaged articles we looked at 
on the web for this study, big tech was the most talked 
about. Amazon appeared in twenty of the top hundred 
articles, while Facebook and Google appeared in sev-
enteen and twelve respectively. Other companies were 
written about at a lesser rate, and often lumped togeth-
er to talk more generally about finance or healthcare, 
without necessarily being called out by name, at least in 
the headline of the article.

As the chart on page 33 shows, Wall Street and health-

Corporate critique

coRPoRate cRitique

The top article came from Home Depot 
co-founder Bernie Marcus calling  
Bernie Sanders ‘the enemy of  
every entrepreneur’
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care companies are often written about more broadly, 
though Pfizer and UnitedHealth were mentioned by 
name among the most engaged companies. Though tech 
was the most often written about among the top stories, 
it did not necessarily drive the most engagement. Ama-
zon did see high numbers both in terms of being written 
about and the engagements driven by those articles, but 
this had a lot to do with the failed expansion into New 
York City after criticism from Alexandria Ocasio-Cortez 
and others, a position blasted by NYC Mayor Bill de Bla-
sio, then a presidential candidate. 

Beyond Amazon and the aforementioned Home De-
pot, whose engagements were principally driven by the 
Fox Business article, it’s Walmart that has seen the most 
engagement, mainly driven by Bernie Sanders consis-
tently hitting them with criticism about workers’ rights 
and pay. Given Senator Sanders’ principal role in push-
ing that point, let’s take a look at the candidates who 
most often drove the conversation around companies. 

Sanders & Warren drive the conversation
The vast majority of highly engaged articles where pol-
iticians talked critically about companies mentioned ei-
ther Bernie Sanders, Elizabeth Warren, or both. Each of 
them featured in 32 of the top 100 articles, while nobody 
else, other than Bill de Blasio, entered double figures. It 
is important to note that, as mentioned, a lot of de Bla-
sio’s mentions by this metric came from him criticizing 
the Ocasio-Cortez position on Amazon expanding into 
New York City. 

Six of the seven articles that mentioned Biden were 
about him taking money from executives, and only one 
mentioned his criticism of Amazon paying no federal 
income tax. Many of the most engaged articles men-
tioning Elizabeth Warren were about her desire to break 
up tech giants such as Google and Facebook, or jail ex-

ecutives who flout the rules. Bernie Sanders, meanwhile, 
tended to focus on how much tax big companies pay, or 
calling for higher wages for workers, and highlighting 

income inequality. Unsurprisingly, the latter two were 
considerably ahead in terms of engagement to any other 
candidate, with Bernie Sanders topping a million and 
Elizabeth Warren garnering over 600,000 engagements 
in earned media on the subject. Much of this attention 
comes from Bernie’s own Facebook Page, so it’s worth 
looking at the top Facebook posts.

Facebook posts talking about candidates  
and businesses
Five of the top ten Facebook posts concerning this topic 
came from Bernie Sanders himself. This included men-
tions of Amazon, IBM, and Sears, from a tax and income 
inequality point of view. He also promoted the Prime Day 
strike that was a central focus of social media coverage 
of the day in July 2019. Beyond Bernie’s posts them-
selves, Bernie Marcus’ opinion of him appeared twice 
in the list, while there were also posts about Elizabeth 
Warren’s plan to break up big tech, and Bill de Blasio’s 
critique of Alexandria Ocasio-Cortez over the Amazon 
NYC office deal. 

With a long way to go in the campaign, it’s obvious 
that criticism of certain companies and their business 
practices is a rhetorical device successfully adopted by a 
number of candidates, but particularly Elizabeth Warren 
and Bernie Sanders. 

WHAT TO REMEMBER

  —

1 Bernie Sanders and Elizabeth 
Warren drove the conversation 
around business ethics.

2 Big Tech, Walmart, and healthcare 
companies featured heavily 
among the top stories.

3 Criticism did go the other way 
too, with founders of companies 
criticizing individual political 
candidates and positions.

The most engaged articles  
mentioning Elizabeth Warren  
were about her desire to  
break up tech giants.
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Top web articles about candidates & companies

WEBSITE HEADLINE enGaGements

foxbusiness.com Home Depot co-founder: Bernie Sanders is the 'enemy of every entrepreneur' 330,403

commondreams.org Hours After Entering 2020 Race, Biden to Attend Big-Money Fundraiser Hosted by Comcast, 
Blue Cross Execs 120,517

foxnews.com Ocasio-Cortez, Elizabeth Warren celebrate Amazon canceling New York headquarters amid 
backlash 97,982

cnbc.com UnitedHealth CEO warns Sanders', AOC's 'Medicare for All' plans would 'destabilize' US 
health system 97,639

nypost.com De Blasio says Alexandria Ocasio-Cortez didn’t understand Amazon deal 95,941

washingtonpost.com Does the Walton family earn more in a minute than Walmart workers do in a year? 69,436

cnbc.com Pete Buttigieg hires former Goldman Sachs executive as national policy director 65,570

marketwatch.com Bernie Sanders is riding in a caravan to Canada with diabetics to get more affordable 
insulin 63,997

washingtonpost.com Elizabeth Warren to propose new ‘wealth tax’ on very rich Americans, economist says 62,558

washingtonpost.com Walmart workers invited a guest to crash the company’s annual meeting: Bernie Sanders 56,882

Engagements by candidate (in top 100 stories) Engagements by company (in top 100 stories)

coRPoRate cRitique
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2
Facebook  
Publishing

“Social networks aren’t 
about websites. They’re 
about experiences.”
Mike DiLorenzo,  
Social Media Marketing Director, NHL
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We regularly check in on the publishing world on Facebook.  
This report covers the third quarter of 2019. 

Facebook publishing in Q3 2019 
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Engagements to web content over time
A trend we have seen in each of the previ-
ous two quarters was that there was a dip 
in engagement in 2018, as compared with 
both 2017 and 2019.

That is a trend once again, though to a 
less dramatic extent. There is far less dis-
tance between the lines on the graph for Q3 
than we saw in either of the previous quar-
ters, and a far greater overlap between 2017 
and 2019 than we saw last quarter. 

Indeed, there were two weeks where 
the comparable week in 2017 received sig-
nificantly more engagements than 2019. 
Overall, the quarter remained fairly steady 
for engagements week to week, though this 
year was more variable than during either 
of the previous years.

Most engaged publishers: Q3 2019
The top publishers have a familiar look to 
the last quarter, with Fox News and NBC 
again on top of the pile. It is important to 
note here that this includes subsidiaries 
and local affiliates rolled up into the en-
gagement numbers, so Fox News numbers 
include Fox 5 DC, NBC includes WNBC etc.

Fox retained top spot for this quarter, 
with a slight increase in engagements as 
compared to Q2, while NBC remained sec-
ond but with roughly 10 million fewer en-
gagements. CNN climbed up the rankings 
despite driving three million fewer engage-
ments, while BBC dropped a place to fourth. 

Overall, the trend was that the very top 
publishers got slightly fewer engagements 
than they did in Q2, while those towards the 
end of the top fifteen got slightly more, but 
there was not a huge amount of movement. 
The majority of the top fifteen remained 
the same, with the only newcomers to the 
list being Huff Post, Breitbart, and the New 
York Post, who came in at the expense of 
LADbible, ABC News, and The Hill.

Number of stories in the top 10,000:
Q3 2019
Where total engagements paints one pic-
ture, the number of stories in the top 10,000 
most engaged articles paints a slightly dif-
ferent one. The total engagements metric 
puts a slight weight in favor of those outlets 
that publish a lot of content, whereas seeing 
which publishers have the most stories in 

Facebook engagement  
in 2019 has been  

consistently higher  
than it was in 2018

Engagement to web content over time from Q3 2019
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In our previous reports, 
we saw a significant rise in 
engagements to web content 
on Facebook between 2018 and 
2019 for the same period. This 
was again true for Q3, proving 
it is a great time for web 
publishers on the platform.

We also looked once 
again at Facebook native 
publishing and highlighted 
the differences between  
what’s happening on the  
web and what’s working 
natively on Facebook.
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the top 10,000 demonstrates better the outlets that cut 
through the noise on a regular basis. 

Here, CNN is the clear powerhouse. Despite being 
only third in overall engagement, they are well ahead of 
the competition by this metric, with almost double the 
top stories of anyone apart from Fox News.

The New York Times comes in third, just ahead of 
the Washington Post and The Daily Wire, who all have 
around 230 stories apiece. The Washington Post was 
the only one of these publishers to gain a significant 
number of stories from these three, going from 157  
in Q2 to 233 this time around. 

Most engaged stories: Q3 2019
The top stories (see page 39) were more on the 
light-hearted side, but this was not exclusively the case. 
The top story came from local station Fox 32, about an 
amber alert that was issued for a boy missing in Chicago. 

Types of article in the top 100 stories: Q3 2019
We saw significantly more soft news in the top 100 stories 
this time around than we have seen in the previous two 
quarters. These types of viral animal or family-oriented 
stories made up nearly half of the top stories. Although 
the hard news publishers are still the top performers 
overall, there is still room for viral publishers to gain 
huge engagement on Facebook. 

A mover this quarter, where it hasn’t previously been 
so, was climate change. There are a couple of reasons for 
this. One was the attention that Greta Thurnberg and 
her journey across the ocean to speak at the UN received. 
The other was the burning of the Amazon, and the sub-
sequent reaction to that from world leaders. 

As ever, politics was a key topic, being the one that 
appeared the second most in the top hundred stories 
for the quarter. One thing we saw significantly less of 
this time around was announcements of deaths, though 

whether this is because there were fewer notable deaths 
or because these got less engagement this quarter is  
difficult to say.

Greta Thunberg’s journey across the 
ocean to speak at the UN and the burning 
of the Amazon brought the discussion 
about climate change to social.

210

452

381

239

233

230

213

193

144

140

cnn.com

dailywire.com

huffpost.com

dailymail.co.uk

nbcnews.com

nypost.com

bbc.co.uk

foxnews.com

nytimes.com

washingtonpost.com

Number of stories in top 10,000 by publisher

75,012,310

170,528,969

158,713,896

136,489,623

125,552,202

94,784,712

75,821,339

69,371,889

67,648,196

67,387,264

foxnews.com

dailymail.co.uk

cbsnews.com

nytimes.com

washingtonpost.com

yahoo.com
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Top web publishers by Facebook engagement
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Top Facebook Pages: Q3 2019
Natively, the picture is very different, with traditional 
publishers having a tougher time with their Facebook 
content than their web content. LADbible saw the most 
engagement on its native content once again, though 
engagements were significantly down from last quarter. 

In Q2 2019, LABbible received some 171 million en-
gagements for the period; this quarter that was down to 
117 million. UNILAD, a similar Page focused on virality, 

also dropped significantly, falling from 121 million en-
gagements to 88 million this quarter. Sadcasm, on the 
other hand, has moved in the opposite direction, going 
from 70 million to 100 million engagements, while a 
number of the other Pages have remained roughly the 
same in terms of total engagements. 

Top page by reaction type: publishers
In previous reports we looked at the Pages that gener-
ated the most Angry reactions, this quarter we decided 
to look at the Pages that performed the best for each 
reaction metric. These are taken from among publishers’ 
Facebook Pages, and looks at the top performing Page 
for each reaction metric (page 41). 

The Page with the most likes in Q3 2019 was  
China Global TV with 47 million. LADbible dominated 
in terms of shares and comments, with 23 million and 
20 million respectively. It was also the top publisher for 
Wows, though the number was much lower at around  
2.5 million. 

9GAG made an impression this quarter  with its  
number of Hahas, coming in at nearly 18 million. For  
the more negative reactions, CNN’s content saw the 
most Sads to its content with 3.6 million reactions.  
Occupy Democrats had the most Angrys with a little  
over 7 million.

PUBLISHER HEADLINE enGaGements

fox32chicago.com Amber Alert issued for boy, 6, believed to be in danger 5,087,125

juul-claims.com JUUL Claims 3,648,078

trendings.net Bring Back Home Economics Class Because Our Kids Lack Basic Life Skills 3,589,545

taskandpurpose.
com Meet the hero soldier who saved lives during the El Paso Walmart shooting 3,388,653

onlineenewz.today Bookstore employee writes this on Facebook after “little old lady” shocks 
everyone at the register 3,181,627

nypost.com Arkansas city paying homeless $9.25-an-hour to collect trash 2,971,389

foxnews.com Photographer captures moment 'curious' squirrel stops to smell a flower 2,752,282

opoja.net 5-year-old best friends got the same haircut to trick their teacher so she 
wouldn't able to tell them apart - Opoja.net 2,539,060

nypost.com 13 children of fallen 9/11 firefighters are graduating FDNY Academy 2,156,283

independent.co.uk Holland covers hundreds of bus stops with plants as gift to honeybees 2,053,264

Most engaged web content in Q3 2019

facebooK PublisHinG

LADbible engagements were  
significantly down from last quarter.
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71,934,442

117,074,922

100,663,381

88,493,958

86,283,870

82,612,316

75,333,430

70,687,277

64,091,103

60,025,369

LADbible

powerofpositivity

OccupyDemocrats

FoxNews

womenworking

thedodosite

SarcasmLol

Sadcasm

uniladmag

9gag

Top Pages by total engagement

Reactions to top 10,000 Facebook posts  
by percentage 
We looked at the top posts, and found that, consistent 
with our previous analyses, it was likes and shares that 
dominated the most commonly used interactions. 

Likes made up over half of these, and shares a fur-
ther 22 percent, meaning that combined, they made up 
more than three quarters of the engagements to the top 
posts. Among the lesser used reactions. Love won the 
day again, with that reaction being used twice as often 
as comments or Hahas, which were the next two most 
commonly used. Between them, Sads, Wows, and Angrys 
made up less than 2 percent of the total engagements to 
the top 10,000 posts.

Top Facebook posts of Q3 2019
The top posts came in the most part from Blossom, with 
two of their posts achieving more than 6 million total 
engagements. Blossom, a company that makes how-to 
videos, had six of the top fifteen videos, and four of the 
top five. Almost all of the top posts were native videos, 
with only two exceptions; a link from Fox 32 Chicago, 
and a photo from Michael Kors.

Other Death Hard Politics

Climate Change Soft

11%

48%

19%

10%

9%

3%

Top 100 stories of 2019 by genre

WHAT TO REMEMBER

  —

1 The top three publishers  
on Facebook in Q3 2019 were 
mainstream publishers: 
Fox, NBC, and CNN.

2 The top stories were often viral in 
nature, even though the overall 
trend among top publishers 
was towards political news.

3 Photos made a comeback this 
quarter, with nearly as many of 
the top 10,000 Facebook posts 
from Pages being photos.
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SharesLikes Loves

HahasComments Other

56%

2%
5%

5%

11%

22%

Most engaged publishers: Q3 2019

REACTION FB PAGE numbeR

Like ChinaGlobalTvNetwork 47,411,388

Share LADBible 23,197,848

Comment LADBible 20,848,363

Love thedodosite 15,482,153

Haha 9gag 17,936,926

Wow LADBible 2,643,483

Sad cnn 3,631,385

Angry OccupyDemocrats 7,234,615

Top Facebook Pages by reaction: Q3 2019

Top Facebook Pages by reaction: Q3 2019

FB PAGE POST TYPE HEADLINE enGaGements

Blossom Native Video We're rooting for these 12 clever plant hacks! 6,673,170

Blossom Native Video These replanting hacks will make you grow crazy! 6,582,745

Blossom Native Video Get smart with your scraps! 4,583,814

Blossom Native Video Impress your guests with these 14 napkin folds! 4,043,744

SPORTbible Native Video Lad Breaks 50 Bricks In 40 Seconds 👊🔥 3,859,621

Blossom Native Video Don't nix it, fix it! 3,827,318

LADbible Native Video Kid Has Non Alcoholic Shot With Bartender 3,730,807

Fox 32  
Chicago Link IT TAKES SECONDS TO SHARE: Amber Alert issued for boy, 6,  

believed to be in danger 3,388,379

FIBA3x3 Native Video Ice cream video - meme 2,914,840

The Dodo Native Video Mother Dog Cries For Help So Someone Will Help Save Her Puppies 2,800,999

facebooK PublisHinG
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“If you make customers unhappy 
in the physical world, they might 
each tell 6 friends. If you make 
customers unhappy on the Internet, 
they can each tell 6,000 friends.”

Jeff Bezos,  
CEO, Amazon.com
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This type of security incident isn’t a typical PR crisis. 
Customers aren’t outing the company for data 
breaches, usually companies release statements first, 
then media picks it up, and companies have already 
considered how they’ll respond.
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With the constant threat of hacking prev-
alent in major industries, we wanted to 
see how a few of the largest data breaches 
in the past few years have been covered  
by the media and how the companies 
affected reacted. 

In July 2019, Capital One was enjoying some nice press 
following their commercial featuring Taylor Swift. This 
was right before they broke the news that they’d suf-
fered a data breach back in March. After listing the de-
tails on all platforms, news sites quickly began picking 
up and running the story.

With the previous week’s news cycle heavily featur-
ing Equifax’s reckoning with their own data breach in 
2017, we thought it would be a good idea to dive deeper 
into what happens after reports of a data breach surface, 
and how companies have handled distribution of infor-
mation in the wake.

Equifax data breach 2017
We’ll start with Equifax in 2017. The breach lasted from 
mid-May through July of 2017. Hackers were able to ac-

What can data 
breaches teach us 
about comms?
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WHat can data bReacHes teacH us about comms?
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Equifax data breach  
Engagements to web content in 2017

4,172
articles in 6 days

2,308,156
interactions on

Understand the data breach statistics

Equifax

cess people’s names, Social Security numbers, birth dates, 
license numbers. Credit card numbers for just over 200 
thousand people were stolen, and the personal information 
of some in the UK and Canada were also hacked. 

Equifax did not publicly announce the breach until six 
weeks later, and worse for the fallout, it was later revealed 
that three of the company’s top executives sold Equifax 
shares mere days after the breach was discovered, on July 
29th, 2017. Stories about the breach did not break until Sep-
tember, and Equifax tweeted on September 7th acknowledg-
ing it, but people were furious about the lack of transparency 
during the incident.

Nearly 35,000 articles covered the breach, driving 2.1 
million interactions across all networks. The sheer number 
of people affected, 143 million, and the high sensitivity of 
the data hacked, launched the breach into the news cycle 
for weeks. 

As far as recourse for the massive breach, in July 2019, 
nearly two years after the original announcement, consum-
ers are just barely starting to submit claims after Equifax 
agreed to a $671 million resolution on July 22nd. Coverage 
of their long-awaited restitution peaked at over 2.2 million 
engagements and stories instructing those affected how to 
file a claim have topped the list.

Under Armour data breach 
Moving to 2018’s security incidents, Under Armour announced 
a significant data breach in 2018, affecting millions of their 
users. On March 29, Under Armour released a statement 
notifying users of the My FitnessPal App that there had been 
a data breach in late February, affecting 150 million of their 
users’ accounts.

Under Armour reported that the affected information  
included usernames, email addresses, and hashed passwords, 
but did not include government-issued identifiers (Social 
Security numbers and driver’s license numbers), because My 
FitnessPal does not collect those. Local publisher Baltimore 
Sun (where Under Armour’s headquarters are located) broke 
the initial story and overall coverage peaked at a manageable 
72,000 engagements, significantly lower than Equifax’s 2.1 
million engagements.

Under Armour’s decision to alert customers only four 
days after learning about the breach, both through a compa-
ny statement and the My FitnessPal App, where the breach 
occurred, seems to have contributed to a shorter period spent 
in the news cycle. 

The type of data stolen during the Under Armour data 
breach was less sensitive than Equifax, which also might 
have helped calm the media storm.

Equifax restitution 

Engagements to web content in 2019

7,766 
articles in 7 days

2,388,299 
interactions on
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Capital One data breach 
Finally, hot on the heels of Equifax’s payout and resolution 
for its 2017 breach, Capital One announced their data breach 
by way of a company statement on July 29th 2019. The 
statement quickly spread to various news outlets. The first 
of which was local publisher, The Houston Chronicle. Past 
data breach coverage has often emerged from smaller, local 
publishers before being picked up by mainstream outlets. 
Capital One posted a statement directly to their website, as 
well as pushing out links to all of their social platforms.

As of August 1st, Capital One’s engagements to stories 
about the breach were at 1 million and climbing. Although 
they only waited 10 days to formally announce the breach, 
after being notified of it on July 19th, the sensitivity of 
the data (Social Security numbers, bank account numbers, 
credit scores, limits, and balances) has launched the inci-
dent to much higher engagement numbers.

There’s no national law detailing how long companies 
have from the time they’re made aware of the breach and 
when they need to disclose it to the public. Connecticut, 
Florida, Maine, New Mexico, Ohio, Rhode Island, Tennessee, 
and Vermont have laws with timelines ranging from 30 to 
90 days. We’ve seen in the case of Under Armour, speed 
in notifying customers of security incidents can help quell 
widespread panic.

Under Armour Capital One

WHat can data bReacHes teacH us about comms?

WHAT TO REMEMBER

  —

1 Most companies push an initial 
statement to their website, with 
a quote or an apology from the 
CEO or Chief Digital Officer.

2 Statements from the com-
pany are highly scrutinized 
on Twitter (particularly in 
the case of Capital One).

3 Sensitivity of data hacked con-
tributes greatly to the number 
of articles written and engage-
ments, more so than the number 
of people affected it seems.

Under Armour data breach  
Engagements to web content in 2018

996
articles in 6 days

77,346
interactions on

Capital One data breach 

Engagements to web content in 2019

6,520
articles in 6 days

1,090,515
interactions on
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Gillette received a lot of press for their ‘The Best Men Can Be’  
campaign. We looked at the data to see if the campaign  

should be seen as a success for the brand.

The surprising success of  
the Nike and Gillette ads

When Gillette released its now-infamous #metoo 
ad at the end of January 2019, it was a wild two 
weeks of controversy in the aftermath. 

Just a few weeks later, P&G declared the campaign a  
success. There was backlash by some who thought 
Gillette was ostracizing its core customer, followed by 
backlash against the backlash, and countless think piec-
es throughout the campaign about what the backlash 
against the campaign meant.

In a call with reporters on January 21st, P&G CFO Jon 
Moeller said that sales were “in-line with pre-campaign 
levels,” and that the ad had “unprecedented levels” of 
media coverage and customer engagement,” helping the 
company “connect more meaningfully” with younger 
consumer groups. This checks out with our own num-
bers, which show a massive spike in engagement about 
Gillette in January around the campaign.

The big question though: Is P&G right? Was their “The 
Best Men Can Be” ad, which challenged men to confront 
a culture of toxic masculinity, a success? Or are they just 
trying to spin a turbulent situation? Let’s look at the data.

Just Do It: will Gillette replicate Nike’s success?
The best case scenario for Gillette is Nike’s Kaepernick 
campaign. The sports apparel giant received serious 
backlash, especially online, for its embrace of Colin 
Kaepernick in its “Dream Crazy” campaign; #boycottNi-
ke trended on Twitter, and shares fell on Wall Street, at 
least initially, sparked by fears that the company had 
alienated customers who opposed Kaepernick protesting 
racial injustice by taking a knee during the National An-
them at NFL games.

But shortly after, the ad started generating tons of 
positive reporting. It received $43 million worth of me-

dia exposure. Sales jumped 27 percent. The upshot was, 
Nike knew their audience and nearly two-thirds of its 
customers are under 35 years old and far more racially 
diverse than the baby boomer population; what seemed 
like a risky strategy from the outside was actually a 
pretty safe bet.

Looking at the social engagement as the campaign 
unfolded on NewsWhip, it was clear that Wall Street’s 
panic was unfounded. A good deal of the negative back-
lash was coming from ultra-right-wing sites like patri-
oticexpress.com and trumpbetrayed.us, stories that Nike 
likely cared little about, particularly since the trump-
betrayed.us story about Michael Jordan resigning from 
Nike’s board was actually completely false, and fact-
checked by Snopes as being so.

The data for Gillette is rosier. The top stories from Sc-
aryMommy (a millennial parenting site with an audience 
Gillette wants to reach) and Good.is (a millennial-fo-

Gillette
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tHe suRPRisinG success of  tHe niKe and Gillette ads
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WEBSITE HEADLINE enGaGements

patrioticexpress.com “American Sniper” Wife Ends Silence, Goes Directly After Nike And Kaepernick 2,155,141

trumpbetrayed.us BREAKING: Michael Jordan Resigns From The Board At Nike-Takes 'Air Jordans' 
With Him 916,828

ladbible.com Nike Customers Are Burning Their Clothes After Colin Kaepernick Is Made Face 
Of Brand's Campaign 730,987

foxbusiness.com Nike shares fall after Kaepernick ads revealed 700,500

marketwatch.com Nike’s online sales jumped 31% after company unveiled Kaepernick campaign, 
data show 679,910

bleacherreport.com Colin Kaepernick Named Face of Nike's 30th Anniversary of 'Just Do It' Campaign 373,205

nytimes.com Colin Kaepernick’s Nike Campaign Keeps N.F.L. Anthem Kneeling in Spotlight 343,460

foxnews.com Backlash after Colin Kaepernick named face of Nike ad 341,668

businessinsider.com Nike has released its commercial starring Colin Kaepernick —  
as well as Serena Williams and LeBron James — after being trashed by Trump 338,345

yahoo.com Nike Loses $3.75 Billion in Market Cap After Colin Kaepernick  
Named Face of ‘Just Do It’ Ads 317,940

FB PAGE POST TYPE HEADLINE enGaGements

KevOnStage Native Video Why Nike ain't worried about this boycott. 617,368

CBS News Native Video Nike releases Kaepernick ad campaign 578,799

Sports Illustrated Native Video Colin Kaepernick's Nike Ad 293,249

Yahoo Sports Native Video Kaepernick's first Nike ad 184,423

Fox News Link Nike selects Colin Kaepernick for ‘Just Do It’ ad campaign 183,272

Franklin Graham Link Backlash after Colin Kaepernick named face of Nike ad 173,798

Gary Owen Native Video This goes out to Nike. Since you wanna be bold and make 
Colin Kaepernick your poster guy... 168,125

CNN Native Video Black-ish' actress Jenifer Lewis wears Nike on Emmys red 
carpet 107,417

The New York Times Link Colin Kaepernick, Face of NFL Protests, Is Face of New Nike 
Campaign 103,454

Stephen Colbert Photo Some of the new Nike ads seem a little off.... 96,053

Top web articles about Kaepernick Nike ad

Top Facebook posts about Kaepernick Nike ad
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cused, Upworthy-esque site) received 
over 1.25 million engagements on ex-
tremely positive stories in the first week 
alone. It received backlash from the 
partisan outlets — Breitbart, the Daily 
Wire — but the engagement there pales 
in comparison. Overall, of the top 100 
most engaged stories about Gillette’s ad 
that came out in the first week, 37 were 
positive, 41 were neutral, and only 22 
took a negative tone. On Facebook, pos-
itive engagement (shares, likes, loves) 
  

have far outpaced negative ones,  
with a ratio of ‘Loves’ to ‘Angries’  
on the native video of the ad posted to 
Gillette’s Facebook Page of just over 9:1.

The only real blemish from Gillette 
came from YouTube, where there were 
nearly half a million more dislikes than 
likes, as of January 24th 2019. This can 
be partially explained by the fact that a 
men’s rights’ community on Reddit set 
out to make it the most disliked video 
on YouTube.

Gillette may not see the same kind 
of sales explosion as Nike did, but 
there is every reason to be optimistic —  
especially when you factor in the tens 
of millions of dollars in media exposure 
the campaign has generated, and the 
largely positive sentiment around it. 

It also constitutes an important shift 
for Gillette. P&G’s grooming sales fell 
3% last year, facing increased pressure 
from millennial-focused brands like 
Harry’s and Dollar Shave Club. 

Gillette are not just selling razors 
to Dad and Grandpa, and clearly, they 
had the data to support this strate-
gy would shift perception among the 
younger consumers they were targeting.  
Despite what you might have read about 
this campaign, our data shows that the  
internet agrees.

1.1x
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2018

Social engagement of Nike Kaepernick campaignSentiment of top 100 web 
articles about Gillette ad

NegativePositive Neutral

37%

22%

41%

WHAT TO REMEMBER

  —

1 Contextualize responses 
to campaigns: just because 
there seems to be a lot of 
negative press, doesn’t 
mean positive earned  
media is lost on the 
right audience.

2 Picking a stance can 
absolutely introduce your 
brand to a new audience 
and shift their perspective.

3 Be careful not to alienate 
your brand’s core 
audience (e.g. Nike’s 
understanding that two-
thirds of their audience 
is under 35 years old).

Reactions to Gillette Facebook  
native video version of ad

241,334

102,673

95,035

44,186

10,839

Share

Angry

Like

Love

Comment
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The beginning of 2020 
isn’t the time to be 
considering what to say 
in the heat of a racially 
charged crisis. If you 
don’t have brand values 
explicitly outlined from 
corporate to product, 
you’re behind.
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What can past PR crises teach us 
about planning for future snafus?

What measures do you have in place to repair trust once a crisis  
inevitably happens? We took a look at the past three years and  

identified some key moments brands could learn from.

At a panel we held in May 2019, we heard from 
Gregory Young, SVP of Integrated Communications 
Planning at Weber Shandwick, who emphasized 
that in order to be worthwhile, brand values must 
be clear and espoused early on. 

When your brand is inevitably in trouble, “at the end of 
the day, you need to control your story or else you’re go-
ing to let someone else control it for you.”

One company that controlled their narrative despite a 
rough year is beauty retailer Sephora. Sephora received a 
lot of media coverage in early 2019 for various crises. The 
most engaged came in the wake of the college admis-
sions scandal, where Sephora dropped Lori Loughlin’s 
daughter, Olivia Jade, after facing significant backlash. A 
few months later, they were the focus of the media again 
when SZA tweeted that she was racially profiled at their 
Calabasas, California location.

Sephora quickly apologized directly to her and prom-
ised its customers they would remedy the situation. If 
that weren’t enough, comedian Leslie Jones then also 
called them out for mistreating her makeup artist a few 
weeks later and by June 6th, they had closed down all 
of their stores for diversity training. While it seemed 
coverage of SZA had blown up, even prompting Rihanna 
to send her a gift card to her own Fenty Beauty brand, 

relative to other crises handling racism as a brand, this 
was a mere drop in the bucket.

In figure 1, we see the coverage of the college admis-
sions scandal (Blue) was far and away the most engaged 
story about Sephora this year. SZA’s tweet prompted 
stories to break in April (Teal) and then coverage of the 
store closure reached its peak in June (Teal). But Sephora 
had already committed to diversity as a core value, put 

WHat can Past PR cRises teacH us about PlanninG foR futuRe snafus?

Figure 1: Sephora + SZA & Olivia Jade

Sephora Sephora & SZA Sephora & Olivia Jade
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together an incredibly diverse team of influencers for 
the next year, and was working on their “We Belong to 
Something Beautiful” campaign a year prior to the cri-
ses. They were equipped to handle it and their workshop 
received renewed engagement because of the crisis im-
mediately preceding it.

Brand crises around racial discrimination
Relatedly, the past three years has seen the likes of Star-
bucks, Airbnb, Dove, H&M, Gucci, and more on the public 
shaming block for racial discrimination or inappropriate 
designs. The tail-end of 2019 isn’t the time to be con-
sidering what to say in the heat of a racially-charged 
crisis, if you don’t have brand values explicitly outlined 
and adhered to from corporate to product, you’re behind.

Let’s take a look at what the past three years can tell 
us about the timeline of a racially-charged crisis, and 
what other brands have done in response. Taking a look 
at figure 2 (opposite), we can see that the biggest crisis 

Dove Airbnb Starbucks
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Figure 2: Major crises in 2017

2017 crises

WEBSITE BRAND HEADLINE total  
inteRactions

latimes.com Airbnb Airbnb host must pay $5,000 for canceling reservation  
based on race 91,427

boredpanda.com Dove Dove Ad Shows A Black Woman Turning Into A White Woman, And 
People Can’t Believe It Actually Happened 79,607

bbc.co.uk Dove Dove apologises for 'racist' Facebook advertising campaign 64,088

theguardian.com Dove Dove apologises for ad showing black woman turning into white 
one 61,844

theguardian.com Dove I am the woman in the 'racist Dove ad'. I am not a victim | Lola 
Ogunyemi 57,425

huffingtonpost.com Airbnb Airbnb Bans Host Who Dumped Guest Because She's Asian 54,649

rawstory.com Starbucks WATCH: White Chicago man goes on crazed ‘slave’ rant against 
black Starbucks customers 53,886

washingtonpost.com Airbnb ‘One word says it all. Asian’: Airbnb host reportedly leaves guest 
stranded because of her race 51,503

washingtonpost.com Dove Dove ad that shows a black woman turning herself white sparks 
consumer backlash 50,803

theroot.com Starbucks ‘Shut Up, Slave!’: White Man Hurls Insults, Compares Black Man to 
Livestock During Altercation at Chicago Starbucks  45,178
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WHat can Past PR cRises teacH us about PlanninG foR futuRe snafus?

Starbucks H&M Dolce & Gabana
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Figure 3: Major crises in 2018

2018 crises

WEBSITE BRAND HEADLINE total 
inteRactions

finance.yahoo.com Starbucks Starbucks will close all U.S. stores on May 29 for  
'racial-bias education' 379,085

news.starbucks.com Starbucks Starbucks to Close All U.S. Stores for Racial-Bias Education 138,042

huzlers.com H&M H&M To Release "Equally Racist" Collection As Apology To Blacks 
(See Collection) 126,636

theroot.com Starbucks Starbucks CEO Apologizes, Says He Wants to Meet With the Black 
Men Arrested in Philly 94,703

dailywire.com Starbucks WALSH: The Facts Are In. The Real Story At Starbucks Is  
Entitlement, Not Racism. 90,279

shoppeblack.us H&M 22 Black Owned Alternatives to H&M - SHOPPE BLACK 60,934

theonion.com Starbucks Impoverished Kenyan Bean Picker Can’t Wait To See What  
Starbucks Has To Say About Racial Sensitivity 53,725

dailymail.co.uk H&M Mother of H&M race row child model speaks out 50,498

information 
liberation.com Starbucks Black Guy Walks Into Starbucks, Calls Them 'Racist,' Demands  

Free Coffee, Gets It Immediately 49,929

philly.com Starbucks Video of two people being removed from a Philadelphia  
Starbucks draws outrage, investigation - Philly 48,084

in 2017 (Pink) was a Facebook ad that beauty brand Dove 
promoted, depicting a black woman turning into a white 
woman after using a Dove product. In years prior, Dove 
had pretty much paved the way for being an inclusive, 
body-positive brand with its memorable “real-beauty” 
ads, but following public outcry, they quickly issued 
an apology. The first stories covering the ad began on 
October 2nd, and coverage didn’t start falling until the 
8th. During that time, articles about the ad kept gain-

ing traction and even the model cast in the ad spoke up. 
It was quickly pulled from Facebook and Dove tweeted 
their apologies.

Relatively speaking, of the top three crises in 2017, 
Dove received the most coverage and engagement. Other 

Dove had paved the way for being an 
inclusive, body-positive brand with its 
memorable “real-beauty” ads.
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2019 crises

WEBSITE BRAND HEADLINE total  
inteRactions

shoppeblack.us Prada 19 Black Owned Luxury Brands To Support Instead of GUCCI and 
Prada 312,286

tmz.com Gucci Floyd Mayweather Drops Fortune at Gucci, Rips Blackface Boycott 176,922

bet.com Gucci ‘Apology Not Accepted’: T.I. And Spike Lee Vow To Boycott Gucci  
After Racist Sweater Controversy 86,450

ebony.com Gucci Bye, Gucci & Burberry: 10 Black-Owned Luxury Brands to  
Give Your Money 84,223

papermag.com Sephora Sza Incident Sparks Sephora to Close All U.S. Stores 64,230

nbcnews.com Gucci Gucci pulls $890 'blackface' sweater 63,992

euronews.com Gucci Gucci pulls $890 blackface sweater 63,337

nypost.com Prada Katy Perry’s shoes pulled after ‘blackface’ backlash 59,166

nypost.com Katy Perry Katy Perry’s shoes pulled after ‘blackface’ backlash 59,166

newsone.com Airbnb Racist Airbnb Host To Black Guests: ‘Which Monkey Is Going  
To Stay On The Couch?’ 51,650

Dolce & GabanaAirbnb Prada Katy Perry
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Figure 4: Major crises in 2019notable crises: An Airbnb host was banned for cancel-
ling on a guest after finding out she was Asian (Teal, fig. 
2) and a video of racist tirades recorded at a Starbucks 
went viral (Blue, fig. 2). The spikes in coverage for both 
correspond with 1) the initial offense and 2) coverage of 
the respective company’s response. In the case of Airbnb, 
the host was fined $5,000 and the man screaming racial 
slurs in Starbucks was charged with a hate crime.

While these events certainly caused a stir, the most 
engaged crisis in the past three years occurred in 2018 

(fig. 3). H&M’s choice to put a black child model in a 
“coolest monkey in the jungle” sweatshirt peaked at just 
over 2.4 million interactions across networks, garnered 

The spikes in coverage for both 
correspond with 1) the initial offense 
and 2) coverage of the respective 
company’s response.
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reactions from celebrities and journalists alike on Twit-
ter, and H&M was dragged through the mud for it. Star-
bucks (Pink) came in a close second, with its announce-

ment of store closures for racial-bias training. Dolce & 
Gabbana (Blue) had to cancel a show near the end of 2018 
due to a racist portrayal of a Chinese model in their ads.

While Twitter had a heyday with H&M, publishers 
latched on to Starbucks’ attempt to address educating 
their staff on racial bias. Most of the highly engaged 
coverage even came from satirical sites like Huzlers and 
The Onion, poking fun at the reactions from the brands.

And to round out our crisis recap, the first half of 2019 
saw a dense 6 months in terms of brands mucking up 
(fig. 4). January brought us Gucci, Katy Perry, and Prada 
blackface, and just in time for Black History Month, Adi-
das served up an all-white shoe. Despite all that nothing 
came close to the coverage Gucci got and the brand pulled 
the sweater immediately, offering an apology on Twitter.

Later in the year, an Airbnb host going viral for calling 
her guests “monkeys” and kicking them out of the home, 
but that incident as well as Sephora’s SZA kerfuffle were 
both significantly less engaged than the fashion design-
ers’ crises and were dealt with quickly.

Most of the coverage for the Gucci, Prada, and Katy 
Perry snafus were grouped together, calling for fashion 
designers to pay attention to their products and hire di-
verse teams to ensure this doesn’t continue to happen. 
Prada’s response (or lack thereof) left fans upset, while 
Katy Perry pulled her shoes immediately and apologized.

When you live your life in their products, whether they 
be shoes or sweatshirts, or choose to use their makeup 
to express yourself, it is offensive to see brands not con-
sider your perspective or include people like you in the 
decision to make the products, or even try to remedy the 
insensitivity. Brands can’t afford to wait for a crisis to 
happen  anymore; it will. The onus is on the company to 
prevent the creation of crises, but social media will tell 
your story if you don’t.

WHat can Past PR cRises teacH us about PlanninG foR futuRe snafus?

WHAT TO REMEMBER

  —

1 Define brand values clearly  
and early on.

2 Prioritize diversity and inclusion in 
products, casting models, and hiring 
decisions to avoid this in the future.

3 If (when) an incident occurs, apologize 
and respond quickly with authenticity, 
while listening to consumers to 
make the necessary change.

H&M’s “coolest monkey in the jungle” 
sweatshirt received over 2.4 million  

interactions across networks

When you live your life in their 
products, it’s especially offensive 
to see brands not consider your 
perspective or include people like you 
in the decision to make the products, 
or even try to remedy the insensitivity.
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“NewsWhip is like a magic bullet for 
media strategy. All of those disparate 
dots between trends in coverage, 
conversation and sharing are now 
seamlessly connected.”

Dan Mazei
Head of Global Newsroom, Reebok
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“Predictive analysis 
supports a focus on 
purpose, empowering 
decision makers to deal 
with communications 
efficiently, minimize 
disruption and  
address substantive 
problems.”

maRsHall manson,
Partner, 
Brunswick Group

neWsWHiP ReVieW • 2020
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“From the biggest 
PR crisis to a small 
communications 
hiccup, NewsWhip’s 
real-time news data 
gives us the ability to 
provide our clients  
with stronger and  
faster counsel.”

cHRis smitH,
Practice Director,
Ketchum

comPany sPotliGHt
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FleishmanHillard’s  
TRUE Global Intelligence

COMPANY SPOTLIGHT

FleishmanHillard’s TRUE Global Intelligence di-
vision unpacks crises and topical issues like in-
equality, climate change, and trade,all using hard, 
real-world data. How do they do it?

TRUE Global Intelligence is FleishmanHillard’s research 
arm, tasked with highlighting the intelligence capability 
of the agency to clients and stakeholders. We recently 
sat down with Matt Groch, SVP & Partner, Global Ana-
lytics and Innovation Lead at TRUE Global Intelligence, 

to discuss his team’s work, and how he uses NewsWhip 
to help deliver their insights.

One of the problems faced today by Fleishman’s 
clients and other global brands, is tracking issues that 
affect or might impact their business, but are not nec-
essarily core to it. This means they need to be aware 
of societal and cultural trends more broadly, beyond 
just what they presume matters to their businesses. 
Matt explains it like this: “Corporations have a pretty 
good handle on the issues that pertain to their industry. 

“TRUE Scape is  
intended to bring 
forth data analytics 
that can help clients 
‘see around corners’ 
on these issues.”

neWsWHiP ReVieW • 2020

Matt Groch
SVP & Partner, Global  
Analytics and Innovation Lead 
TRUE Global Intelligence, 
FleishmanHillard
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Traditionally their blind spot has been the issues that 
pertain to society at large, cultural issues, things of that 
nature. And that runs from gun rights to reproductive 
rights, anything that can precipitate risks to reputation, 
from outraged consumers to employee activism.”

Matt and his team help their clients overcome 
those traditional blind spots by integrating News-
Whip data into a broad intelligence platform referred  
to as TRUE Scape.

TRUE Scape is intended to bring forth data analyt-
ics that can help clients ‘see around corners’ on these 
issues. In fact, better yet, they can have data analyt-
ics that would help them anticipate what’s coming 
around the corner for these various issues so that either  
by default they can mitigate risk to reputation, or de-
pending if it’s the right opportunity, they can take some 
form of leadership stance or proactive action to build  
on reputation.

That’s where Fleishman and their use of NewsWhip 
comes in. Matt and his team use NewsWhip to track en-
gagement and attention around a set of societal issues, 
both in real time and over a longer historical timeline. 
Obviously we gain access to all of the online content that 
comes through NewsWhip. And then we also use the an-
alytics to enrich that data set. So given a link to a story, 
we want to know how much social engagement it has 
experienced to date, to give a sense of how strongly it 
may or may not be resonating on major social networks.

And then of course we’re making use of the predictive 
analytics that come through NewsWhip. That shows us 
that based on what’s happened over the last couple of 
hours, here’s a projection on how viral this particular 
story or storyline may be. These are elements that are 
part of a larger whole within the TRUE Scape platform to 
deliver intelligence on societal issues we’re interested in.

Matt and his team have also made progress on us-
ing historical data from NewsWhip to help them predict 
the future. Prediction within the platform is useful for 
seeing the future trajectory of a trending topic and can 

“help clients sift the signals from the noise, so that they 
can react to the things that they legitimately ought to 
react to, and ignore everything else”. 

Using historical engagement data on societal issues 
such as climate change, reproductive rights, sexual ha-
rassment in the workplace, racism, and others, TRUE 
Global Intelligence can establish benchmarks for how 
those issues have been engaged with over time and 

spot when engagement consistently rises above those 
benchmarks. With this data, they can begin to predict 
what they refer to as “tipping points” in narratives by 
understanding the context in which they arise. 

In the issues space, we’re thinking about tipping 
points in a very particular way. The question is, how 
do we know when an issue has hit its tipping point, or 
better yet, how do we know when it’s approaching its 
tipping point. We define tipping points as issues where, 
for example, public opinion has suddenly shifted sig-
nificantly or there’s a notable increase in regulatory or 
legislative activity.

One of the issues that was an example of this was 
that of gun rights in America, which was especial-
ly scrutinized after the Parkland shooting in 2018. We 
made the call at that point that a tipping point had been 
reached in the issue of gun rights  and we were able 
to gather various pieces of evidence, or proof points, to 
corroborate our forecast.

Following this model, Matt and his team are continu-
ing to build out a workflow to provide the best data for 
their clients. “What we’re doing right now is amass-
ing all of that data across dozens of different societal 
issues. As that dataset gets richer, we can have more 
sophisticated modelling that gives us long-term, more 
precise fore-casts about when issues are approaching 
or hitting tipping points. And we can see the different 
factors driving that.

“What we’re doing right now 
is amassing all of that data 
across dozens of different 
societal issues. As that 
dataset gets richer, we can 
have more sophisticated 
modelling that gives us 
long-term, more precise 
fore-casts about when 
issues are approaching or 
hitting tipping points.” 

comPany sPotliGHt
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How APCO uses 
NewsWhip for 

its storytelling 
campaigns

COMPANY SPOTLIGHT

APCO works with clients across the world  
in creative and PR capacities. Steve Salvador,  
Creative Director and Head of Brand Program-
ming, leads a team specializing in video and brand 
programming. 

Data helps APCO manage client campaigns. Their 
model for running and assisting in video storytelling  
campaigns explores a new area, which they define  as 

“sustained brand building through sustained content.” 
NewsWhip and its access to trends helps in the gen-

eration of new ideas and new story angles. NewsWhip 
Analytics comes into play for APCO’s proactive content 
to study long-term trends. “It’s really helping us to 
maximize relevance, to understand what stories and 
trends are  driving engagement.” When it comes down 
to it, there are three ways APCO uses NewsWhip to make 
sense of data: 

neWsWHiP ReVieW • 2020
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Trend correlation 
How does that guide decision-making? Often 
Salvador’s team is trying to understand a macro 
theme for a client and determining if that is a 
theme the brand can credibly speak to. 

For example, their client Suntory, a Japanese 
beverage company, is focused on quality and 
craftsmanship. Understanding the correlation 
of those two themes together in Analytics gave 
Salvador’s team the confidence to narrow a sto-
ry’s focus for increased relevance: “it’s not just 
about something that we think is interesting or 
appealing, it’s about understanding what mat-
ters most to the audience we’re trying to reach 
and how we connect the dots.”

Geo-relevance
Working with a global client like Suntory, 
sometimes dominant themes emerge that work 
in the US, but those might not be the same 
themes that drive engagement in other parts of  
the world. Using NewsWhip Spike, Salvador 
looked at markets in southeast Asia to learn 
that there were certain aspects of sustainability 
related to plastic packaging, for instance, that 
surpassed interest in other aspects related to 
product marketing. The data pointed them to 
other themes that might have a localized impact.

Testing assumptions
Sometimes Salvador’s team has certain ideas 
they assume would work really well but lack 
the data to prove it. With NewsWhip, they gain 
the ability to navigate the creative process with 
a data-driven roadmap. Being able to go back  
and find the right search terms with the help of 
the NewsWhip Customer Success team to see if 
there is a connection has led APCO to refine their 
ideas. “I think there’s great strength in the data 
in that respect.”

“One of my favorite things we’re doing is 
looking at themes each month related to the 
core strategy and then being able to leverage 
historical data and go all the way back to test 
assumptions. It’s helping us to uncover new sto-
ry angles and providing us with defensible data 
for editorial decisions.”

“It’s really helping us to 
maximize relevance, 
to understand what 
stories and trends are 
driving engagement.”

comPany sPotliGHt

Steve Salvador 
Creative Director & Head 
of Brand Programming 
APCO

APCO use NewsWhip to inform their decisions on a day-to-day basis
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