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UNCOVERING 
YOUR CRISIS ADVANTAGE
How You Can Empower Your Organisation With More Time to Respond
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Companies need to gather information, 
assess the size and impact of the issue, and 
execute a response plan. The more time you 
have, the better. Getting ahead of a crisis 
allows you to effectively communicate with 
employees, customers, partners, and the 
public. You can be thoughtful about your 
response instead of being caught off-guard 
by questions from journalists or a fast-
moving onslaught of social media posts.

Not all corporate crises are widely publicised 
or play out in public. In many cases, 
companies that receive early alerts to a 
potential crisis are able to take action and 
mitigate the crisis before it affects their 
brand. Think back to your company’s most 
recent crisis: How did your company learn 
about the crisis, and what could it have done 
with more time to plan and respond? 

A “crisis advantage” is just that—a time 
advantage provided by an early risk 
indicator. Knowing about an incident as 
soon as possible allows you to respond 
quickly, thereby mitigating the damage 
and potentially defusing the event before 
it reaches its crisis point. Dataminr’s latest 
research highlights the true value of time 
during a crisis. 

In this eBook, you’ll learn:
• The importance of a well-managed  

crisis response
• The average duration of a “crisis 

advantage” offered by an early warning
• Best practices for crisis management

Crises will happen. How an organisation 
responds is what separates those that thrive 
through adversity—and those that struggle 
to survive beyond it. 

When it comes to corporate crises,  
it’s not about if your company will  
face one, but when.  

Companies with more than 5,000 
employees experience roughly 
one corporate crisis every year, 
according to 2019 research  
from PwC. From PR missteps, to 
unforeseen environmental disasters 
or geopolitical developments, the 
main determining factor in how well 
your company manages a crisis is 
how quickly and effectively you 
can respond.

https://www.pwc.com/gx/en/forensics/global-crisis-survey/pdf/pwc-global-crisis-survey-2019.pdf
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Unfortunately, crises are part of running a 
modern business. Seven out of 10 senior 
leaders said their company had experienced 
at least one major crisis in the past five 
years, according to PwC. Companies 
averaged three crises in that time period. 
Moreover, 95 percent of executives expect 
they’ll encounter another in the future.

EXPECT THE 
UNEXPECTED

Financial/liquidity

Crisis triggers/types experienced:

Technology failure

Operations failure

Competitive/marketplace disruption

Legal/regulatory

Cybercrime

Natural disaster

Leadership transition

Supply chain

Product failure

Leadership misconduct

Ethical misconduct

Viral social media

Geopolitical disruption

Product integrity

Workplace violence

Shareholder activism

Humanitarian

Terrorism

Source: 2019 PwC Global Crisis Survey of 2,084 respondents
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https://www.pwc.com/gx/en/forensics/global-crisis-survey/pdf/pwc-global-crisis-survey-2019.pdf
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CRISIS RESPONSE MATTERS

There’s a direct correlation between how well companies manage a crisis and its consequences. For example, in early July 
2019, 7-Eleven Japan rolled out a new mobile payments service at some 21,000 convenience stores across the country. 
Within days, 1.5 million people had signed up, tying their bank accounts to the service.

But the service had major security flaws:  
If you forgot to enter your birthdate when 
signing up, the app defaulted to a birthdate  
of 1 Jan, 2019.

Hackers could request a password reset on 
anyone else’s account, and route the new 
password to a third-party email address 
controlled by the hacker. All they needed 
was the user’s email, birthdate and phone 
number—information that was readily 
available on the dark web.

Within hours of the launch, people took to 
Twitter to warn others not to sign up for  
7Pay. It took 7-Eleven Japan two days to  
act—temporarily taking the service offline and 
halting new account signups. By that point, 
hackers had compromised the accounts of 808 
people, stealing ¥38 million (€310,000).

“This is an extremely regrettable event,” 
company president Tsuyoshi Kobayashi said at 
a press conference, according to The Yomiuri 
Shimbun. “I sincerely apologize for causing 

tremendous concern and inconvenience to the 
service’s users.”

By late September, the service was permanently 
closed, amid a crisis in consumer confidence, 
The Japan Times reports.

You can’t dictate the type of crisis you’ll face—
but your organisation’s response will make 
the difference in how much damage a crisis 
causes and how quickly you can recover.

https://www.zdnet.com/article/7-eleven-japanese-customers-lose-500000-due-to-mobile-app-flaw/
https://twitter.com/daisukef/status/1146212409717059584
https://twitter.com/daisukef/status/1146212409717059584
https://www.sej.co.jp/company/important/20190704.html
https://the-japan-news.com/news/article/0005855014
https://the-japan-news.com/news/article/0005855014
https://www.japantimes.co.jp/news/2019/08/01/business/corporate-business/seven-cease-7pay-smartphone-payment-service/#.XuECL55KjUI
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UNDERSTANDING  
THE CRISIS ADVANTAGE

The time the crisis surfaced online 

The time Dataminr issued an alert 
to the brand on the crisis 

The time of the first major news 
article about the event 

The time of peak Twitter mentions 
about the brand 

The time that Twitter traffic about 
the brand returned to its normal, 
baseline level

In most cases, the time between measurements 1 and 
2 can be measured in seconds. A company’s “crisis 
advantage” measures the amount of time between the 
earliest indicator of an emerging risk (measurement 2) 
and when the crisis reaches the peak of public discussion 
(measurement 4) on Twitter.

The benefit of time is invaluable to companies that want 
to reduce the impact of a crisis or potentially sidestep one 
altogether. The longer the time frame, the better.

Dataminr analysed 100 corporate crises from 2019 and 2020. 
 
The research measured five things:

01 04
02
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Worldwide, the average time between 
the earliest indicator of a potential crisis, 
and the peak of public discussion totaled 
23 hours and 13 minutes. This suggests 
that if companies have the right tools in 
place, they could gain nearly a full day to 
plan their response to a potential crisis 
before the public conversation about 
that crisis reaches critical mass.

In a subset of cases, journalists at major 
news organisations covered the crisis—
on average, publishing their first stories 
about the crisis an average of 15 hours 
and 29 minutes after it happened. Those 
news stories can help fuel the public 
discussion about the crisis, which peaks 
in volume several hours afterward.

THE GLOBAL 
NUMBERS

Brand mentions on Twitter 
related to a crisis at its peak, 

on average 

Tweets per 10 minutes 
related to a crisis at its 
peak, on average

Brand mentions on Twitter 
related to an initial incident, 

on average 

28%

310

48%



7

Depending on the location of the incident, 
companies experience varying times between 
the first alert and peak crisis. For global 
enterprises with hundreds of locations on 
multiple continents, the implications are 
significant.

A breaking event that unfolds far from 
“headquarters” and in the middle of the night 
still requires key decision-makers to evaluate 
and act with the same level of detail and 
speed as if it had happened at headquarters 
during normal business hours.

QUANTIFYING 
THE CRISIS 
ADVANTAGE  
BY REGION

APAC

North America

EMEA

average number of  
brand-related tweets every 
10 minutes at crisis peak

average number of  
brand-related tweets every 
10 minutes at crisis peak

average number of  
brand-related tweets every 
10 minutes at crisis peak
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and first news piece
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and first news piece

average time between first warning 
and first news piece
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1d:6h:20min

10h:6min

6d:8h:24min

7d:21h

3d:23h:21min

average “crisis advantage”

average “crisis advantage”

average “crisis advantage”

average length of time before Twitter 
traffic about the brand returned to its 
baseline level

average length of time before Twitter 
traffic about the brand returned to its 
baseline level

average length of time before Twitter 
traffic about the brand returned to its 
baseline level
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MAKING A CRISIS ADVANTAGE 
A COMPETITIVE ADVANTAGE

A “crisis advantage” is just that—an advantage.  
What you do next is critical.

Here are four best practices for responding to crises, with the goal of 
reducing their impact and getting your company back on track as soon  
as possible:
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Your crisis response is only as 
good as your information. Before 
a crisis occurs, ensure you have 
access to technology that provides 
the earliest signals of high-impact 
events and emerging risks.

Artificial intelligence technology 
for risk detection can do much of 
the heavy lifting, quickly pulling 
high-quality, actionable alerts from 
raw data in real time, and ensuring 
you have more time to act.

Keyword-based social media 
monitoring platforms generally rely 
on specific keywords and phrases, 
which fail when early indicators 
about a developing crisis happen 
in a different language, contain 
new and unfamiliar phrases, or 
don’t specifically mention the 
company in question by name.

Artificial intelligence is far more 
flexible, using natural language 
processing to find new and 
unpredictable risks as they emerge.

Matt Brilus, Power Trading Innovation 
and Development, Uniper

“Dataminr can give us 
insight into the things we 

didn’t even know we needed 
to know. This could be 

something that is happening 
in another country, in 
another language, in 

another time zone. If we 
know earlier, we can make 
the right decisions, faster 
and that is invaluable.”

Find Relevant Signals, Faster

1
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The first indicators of a crisis may 
surface via any number of publicly 
available sources, from social media 
and blogs to live flight data and 
weather sensors. The broader your 
net for understanding events that 
carry potential risks, the better your 
chances for catching a crisis early.

AI is able to improve event detection 
accuracy over time by processing 
and cross-correlating an expanding 
variety of data types and formats, 
including text in multiple languages, 
images, video, sound and streaming 
machine data from sensors.

For example, Monumental Sports, the 
company that operates Washington, 
D.C.’s Capital One Arena, received 
a Dataminr alert about a crash and 
assault on a highway near the stadium. 
Their security team received the early 
warning before hearing about it on 
the police radio. As a result, the team 
was able to take immediate action 
to assess the risk and make plans to 
keep their employees and fans safe.

Utilise Data From Multiple Sources

Joey Leon, security manager, 
Monumental Sports & Entertainment

“Other software tools 
aren’t able to deliver real-

time information. [With 
Dataminr,] everything we 

need to see is right there and 
we can make an informed 

decision on the spot.”2
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Corporate crisis management should 
not sit with a single team in silo. The 
initial alerts to a crisis might flow into 
a global security operations center, 
but they must be quickly distributed 
to the relevant teams throughout 
the organisation, and turned into 
collective and coordinated action.

Establish a framework that denotes 
the necessary processes and roles, 
such as a central crisis command, and 
consider who from your organisation 
needs to be involved, whether it is 
members of the C-suite, or individuals 
from the legal, operations, risk 
management, or communications 
departments. Those responsible 

for managing a crisis, at any level 
of an organisation, will appreciate 
the advantage of time to better 
understand the potential impacts 
and take their appropriate actions.

Share the Right Information With Relevant Stakeholders

Michael Gladstone, Director of  
emergency management and 

planning, WeWork

“We have a lot of different 
departments, but the 
key is that we all work 

together and we all talk 
with one another when a 

crisis or risk appears.”3



124 One company’s incident is another 
company’s crisis, and different crises 
require different responses. For 
example, a factory accident affecting 
worker safety will require actions 
that may not be necessary when 
managing a customer complaint or 
brand reputation issue. Stress test your 
plan under different circumstances.

Model what happens when crises 
occur after work hours, entail a 
natural disaster, or involve your key 
decision-makers. Establish clear 
lines of communication, as well as 
redundancies in decision-making 
authority to account for the multiple 
ways a crisis could play out.

Stress Test Your Plan Under Varied Scenarios

Dr Evgueni Ivantsov, chairman, 
European Risk Management Council

“Crises often develop 
quickly, leaving minimal 

time for businesses to react 
before a storm hits. Early 
warning provides a vital 

window of time for leaders 
to implement mitigating 

measures, which can be the 
difference between a business 

surviving and failing.”
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Corporate crisis management is transitioning from 
a tactical program to a strategic imperative, which 
protects corporate reputation and limits long-term 
impacts to the brand. For that reason, it requires 
that people, processes, and technologies work in 
harmony, so when a crisis does unfold, you have the 
crisis advantage.

Dataminr identified 100 crises from companies that 
sit on the Fortune Global 500. (These do not include 
companies based in China, due to paywall and 
censorship restrictions.)

Crises within these companies were identified using 
the Dataminr platform. Peaks in social media traffic 
were then examined. Dataminr used its technology 
and the data it surfaces to identify the initial spikes of 
social media traffic in the lead-up to each crisis, and 
then record social media traffic at this point.

The “crisis advantage” is denoted at the point where 
Dataminr would have issued an alert to the brand. 
The social media traffic was then measured at the 
peak of a crisis, defined as when such traffic was at 
its highest point in relation to the specific issue.

Each of the crises needed to have generated relevant 
media coverage, as well as social media traffic, and 
alerts from Dataminr. With this in mind, the research 
expanded beyond the first 100 of the Fortune Global 
500 companies, in order to source relevant crises. 
The 100 crises were then analysed against the top 44 
publications across Australia, the U.K., and the U.S.

RESEARCH METHODOLOGY

https://fortune.com/global500/2019/search/
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Dataminr is recognized as one of the world’s leading AI businesses. 
The company’s clients are the first to know about high-impact 
events and emerging risks so they can mitigate and manage crises 
more effectively. Dataminr solutions are relied on 24/7 by hundreds 
of clients in over 70 countries to help them solve real-world 
problems. Dataminr is one of New York’s top private technology 
companies, with nearly 650 employees across seven global offices.

To learn more about Dataminr
info@dataminr.com 

dataminr.com

mailto:info%40dataminr.com%20%0D?subject=
https://www.dataminr.com/

