
Social Media Capabilities During a Disaster:
The role of social media in recent disasters and 

other events. 

National Hurricane Conference

Orlando, FL

March 28, 2012

Jeanne M. Salvatore, Senior Vice President & Consumer Spokesperson

Insurance Information Institute  110 William Street  New York, NY 10038

Tel: 212.346.5555  jeannes@iii.org   www.iii.org



2

Presentation Outline
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1. Update on how people are getting their 
news



1. Update on how people are getting their 
news
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Source: Pew  Research Report, 2012 State of Media

People are going online first when they need information



 The majority of Americans now get news through at least 
one digital, web-based device. While the desktop or 
laptop computer remains the primary digital platform for 
news (54% of Americans get news there), the number of 
consumers who get news on multiple digital devices is 
growing. 

Nearly a quarter of U.S. adults, 23%, now get news on at 
least two devices–a desktop/laptop computer and
smartphone, a computer and a tablet, a tablet and a 
smartphone, or on all three.
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1. Update on how people are getting their news



More than 
three-quarters 
of U.S. adults 
own laptop or 
desktop 
computers
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1. Update on how people are getting their news



Facebook and Twitter 
Are Still Relatively 
Small Drivers for News

Over all, just 9% of digital 
news consumers very often 
follow news recommendations 
from Facebook or from Twitter 
on any of the three digital 
devices (computers, 
smartphones or tablets). 

That compares with more than 
a third, 36%, who very often go 
directly to news organizations 
on one of their devices, 32% 
who get news from search very 
often, and 29% who turn to 
some sort of news organizer site or 
app.
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1. Update on how people are getting their news

http://stateofthemedia.org/2012/mobile-devices…for-journalism/
http://stateofthemedia.org/2012/mobile-devices…for-journalism/


On Twitter, with 
its somewhat 
broader mix of 
sources for news 
links, there was 
more sense that 
the news they 
encountered this 
way expanded 
knowledge or 
source list. 
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1. Update on how people are getting their news



1. Update on how people are getting 
their news
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Top news 

sites

Where 

people

Are going to

get news.
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1. Overview of social media and disasters



People turn to social media when a 
disaster happens – it is instant!

 It  was a man on a ferry was the first to tweet downloading 
a photo of the downed plane in the Hudson River in 2009. 

During the 2010 Haiti earthquake, "Victims posted on 
Facebook where they were trapped under the rubble. 
Rescuers were able to find them through their Facebook 
account.

During the earthquake in Japan, Tokyo Electrical Power 
set up a Twitter account to keep people informed about 
radiation leaks, blackouts and repairs.

 In case an earthquake hits, your neighbor may be the first 
responder, if they are still alive.

Source:Doug Watson with Lab Four Career Training Institute 
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Average news response in a disaster

 A radio typically broadcasts it within 2.5 hours, followed 
by television coverage in three hours. It will be in print in 
about eight hours.

On average, a reporter gets the information and sends it 
to a news agency where it is posted within two hours.
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1. I.I.I.’s strategies and tactics for both traditional 
and social media before, during and after a 
disaster



Why The I.I.I. Uses Social Media

 As an educational and communications organization, the 
I.I.I. has a long history of sharing its Web content as a 
means of reaching as wide an audience of consumers 
and media as possible (we have had a content 
permissions request form available on the website for 
many years and process hundreds of requests a year)

 As with content sharing, social media presents another 
opportunity to distribute our content even more widely 
and to a more diverse audience—in keeping with our 
central mission
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Traditional Media is Still the Primary Focus for the 

I.I.I



I.I.I. Disaster Newsroom

During a major 
disaster, the I.I.I. is 

prepared to deploy its 
Disaster Newsroom  

as a means of getting 
information out to the 
public and the media 

as quickly and 
efficiently as possible.







More Web Videos
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“Point of Use” Podcasts
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Much of the consumer 
information on the site is 
also available in Spanish



Free Web-based Software
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I.I.I. Blogs: Terms+Conditions

 Industry blog launched April 2007

 Average number of page 
views/month: 3,200

 Updated minimum of 3x/week, 
often more

 Claire Wilkinson regularly 
featured as guest blogger for 
Property/Casualty 360 blog; 
Loretta Worters for Equifax blog 
(through ThinkGlink content 
distribution network)

 AREAS OF COORDINATION?
-Following and commenting 
on/linking to appropriate 
insurance industry blogs
-Guest blogging for member 
companies, other organizations 
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I.I.I. Blogs: Straight Talk

 Insuring Florida blog launched 
November 2008

 Average number of page 
views/month: 500

 Updated 1x/week

 Featured on Florida Underwriter 
home page

 AREAS OF COORDINATION?
-Following and commenting 
on/linking to appropriate 
insurance industry/member 
company blogs
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Telling Personal Stories…
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Video

http://www2.iii.org/video/personal_stories_the_hodas_discuss_checking_insurance_policies_regularly.html


I.I.I. On Flickr
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I.I.I. On Facebook

 I.I.I. Facebook Page created October 2009

 445 Likes

 Updated several times per week; all press 
releases, Issues Updates notifications, 
new content, including videos

 In addition: photos from I.I.I. events such 
as JIF, notable presentations, etc; links to 
I.I.I. spokespersons in the news; links to 
industry-related content such as studies, 
surveys from other organizations. This 
provides a more personal touch than is 
possible on the website

 Plus: Facebook has proven to be a steady, 
consistent driver of traffic to the website, 
getting users to the content they need

 AREAS OF COORDINATION?
-Consider customizing I.I.I. Page and 
setting up separate subpage to highlight 
member company activities
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I.I.I. On Twitter

 @iiiorg created May 2009

 1,656 Followers

 Updated daily when possible/relevant

 Posts new I.I.I. content, along with 
interesting industry related information, 
including technology/finance 

 Other ‗official‘ feeds: III_Research (995), 
IIIindustryblog (1025), @InsuringFLA (374)

 Plus: Networking with other 
groups/member companies disseminates 
information to a wider variety of people 
than we would ever be able to reach 
otherwise

 AREAS OF COORDINATION?
-Compile and follow list of member 
company Twitter feeds
-Comment/retweet as appropriate 
-Notify in advance of specific campaigns 
so as to coordinate Twitter activity (e.g. 
I.I.I./IBHS Twitter/blog coordinating for 
opening of research center)
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I.I.I. On YouTube

 Page created March 2007

 Over 125 I.I.I. videos posted

 Most viewed: ―Road Rage‖ 
(219,132 views) 

 Individual videos also linked to 
YouTube versions off website; 
YouTube embed code provided 
for sharing 

 AREAS OF COORDINATION?
-Post relevant videos on 
member company channels, 
embed on company websites?



LinkedIn

 No official I.I.I. presence on 
LinkedIn

 However with profile linked to 
I.I.I. Twitter feed, LinkedIn has 
become a major referral source 
to I.I.I. website

 AREAS OF COORDINATION?
-Consider setting up an 
insurance issues/social media 
discussion group
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I.I.I. Social Media Outreach
How It All Works Together – Japan Earthquake



34

I.I.I. Social Media Outreach
What’s Next?

Along with continuing to grow our existing social
media networks, in 2012 we plan to focus on:

Producing more creative, low budget YouTube style 
videos that have the potential to reach a wider, 
younger audience through viral sharing

Creating a series of insurance related mobile apps 
for iPhone and Android to make it easy for users to 
have the information they need literally at their 
fingertips. For example, homeowners and auto 
insurance checklists, and a home inventory app 
tied to our already popular and established 
software product
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I.I.I. Disaster Prep App
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I.I.I. Disaster Prep App

The I.I.I. Disaster Prep app for iPhone will be more than a checklist; it will also function as a 
project management tool so that individuals and families can effectively plan the steps 
involved in protecting life and property. 

In a time of a crisis, time is of the essence. We have devised this tool to provide real time 
information of the crisis as well as aid people in making decisions and taking actions that 
are timely and critical.

Features:

 A series of default checklists that cover everything a person needs to do in a time of crisis.

 The ability to create new checklists or customize, edit and add notes to default lists. 

 The ability to assign tasks on the lists to other members of the household.

 A progress bar that indicates percentage of tasks completed and percentage not completed go in the 
not completed percentage). This progress bar will reflect when tasks are completed so the user is able 
to identify quickly where they stand in their evacuation/disaster prep plan.

 Alerts if a task is not completed.

 Geotargeted emergency alerts feed to provide details about the current state of the 
emergency/disaster.
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I.I.I. Social Media Outreach
What’s Next?

Four Square and other location -based social 
media can be a valuable tool in the aftermath 
of a disaster.

Experimenting with infographics and 
extranormal videos.
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Location based sites



More extranormal videos
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