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ROLE OF SOCIAL MEDIA DURING COVID

• Social media such as Twitter, Facebook and Instagram, have become 

primary sources of information.

• They are also vehicles for fake news and disinformation.

• A study of 25,000 consumers across 30 markets showed engagement 

increasing 61% over normal usage rates. 

• Messaging across Facebook, Instagram and WhatsApp has increased 

50% in countries hardest hit by the virus. 

• Twitter is seeing 23% more daily users than a year ago. When it matters 

most, people are turning to social media for updates and connection



COVID-19 COMMUNICATION HASHTAGS 

• Top six categories 

are identical 

Source: The impact of Covid-19 Report; Socialbakers data from 1 Feb 2020 to 21 March 2020



COVID-19 SOCIAL MEDIA IMPACTS

• Sharp rise in demand for online content

• Facebook saw a 70% increase in time spent in Italy

• Small efforts give big results

• A little wit and humor



MEMES MADE PEOPLE LAUGH



PUBLIC TRANSPORT IS NOT ALONE



COVID-19 SOCIAL MEDIA STRATEGY

• Focus on growing your following not 

your revenue

• Partner with influencers (more 

valuable than brands)

• More content to meet higher 

consumption

• Social impact is highly valued

• Keep relevant by continued presence

• Crowd fund your strategy



PAGES AND HANDLES

• Digital Assets

• Facebook pages are slowly replacing websites

• Handles are like website addresses

• Make them intuitive

• Easy to remember

• Consistent across channels



USE OF SOCIAL MEDIA

• Companies can use social media for commercial purposes or for 

communal purposes.

• Commercial - use social media to brand, sell, and market (similar 

to the traditional marketing efforts using mass-media)

• Communal – use social media to connect with and co-create 

with customers and – more importantly – to provide a platform to 

customers to bond together

• Talk to your customers versus Talk with your customers and have them 

talk to each other through your brand

• Individuals represent the same behaviour - narcissistic self-exposure 

versus connecting with friends, family and likeminded others for 

socialization and emotional support



BUSINESSES HAVE FOUND RENEWED VALUE

• 15-20% increase in posts from our 18 million users, as companies reach 

out to customers and employees. 

• How they use social media is changing. Marketing and ads have given 

way to direct engagement — one-on-one interaction with other 

people.

• Whether it’s the mayor of Newark tackling questions on Facebook 

Live, TransLink highlighting the heroism of essential workers, or Make A 

Wish turning to Instagram to reach kids in need, businesses are 

prioritizing connection over conversions. 

• Messages of support and solidarity overshadow selfies.



RISE OF THE APPS AND LIVE CHATS

• Many groups organize entertainment and 

practical support to help neighbors - assistance 

with grocery shopping or childcare

• Apps and functionalities that allow for live chat 

and video sessions with multiple people

This is social media in its core and at its best



SOURCE OF INFORMATION AND FAKE NEWS

• Dark side of social media

• Platforms have been slow in 

acknowledging their responsibility in 

distinguishing fake news from facts

• Instagram only includes COVID-19 posts 

and stories in their recommendation 

that are published by official health 

organizations.

• Crosscheck information from social 

media with other information sources 

such as government websites and high-

quality news outlets.



FAKE NEWS AND MISINFORMATION

• YouTube pulled the video of a live-stream alleging a link between 5G and COVID-19, 

barring content contradicting WHO and health authorities. 

• Facebook swiftly deleted two major anti-5G groups, whose 60,000-plus members 

called for destroying 5G masts. 

• WhatsApp limited message forwarding to slow the casual spread of rumors.

• These steps might not seem revolutionary, and plenty of misinformation still got out 

(and continues to circulate).

5G causes COVID-19
Drinking bleach can cure it

Bill Gates is behind it



ALTRUISTIC BEND

• Instead of self-glorifying social media brand 

posts, successful brands are embracing the 

communal logic of social media during the 

COVID-19 crisis. 

• Social media posts should be user-centric and 

not producer-centric.

• Brands that will be able to deliver messages and 

engage in conversations that are considered 

valuable because they provide helpful 

information, relevant advice or that simply make 

you laugh will come out of the crisis stronger.



LANGUAGE MATTERS



LANGUAGE MATTERS



QUESTIONS?
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