
 

Participating in social media networks such as Facebook, Twitter, LinkedIn and YouTube allows 
senior leaders to engage in unmediated dialogue with customers, partners, employees, funders, 
shareholders and other stakeholders. While the majority of these digital conversations are positive, 
leaders who embrace social media should be prepared for the downside risks of their online 
presence. Sometimes things don't go as planned and law of unintended consequences materialize. 
This should not scare you away from participating in social media. But as you develop your social 
media strategies, programs and use guidelines, it behooves you to be risk aware. One place to start 
is determining where your organization falls on the Social Media Risk Continuum, a tool developed 
by the Social Risk Institute that helps organizations to determine their level of social media risk 
tolerance. 

 
 
These are a few of the 25 questions that Social Risk Institute analysts use to plot an organization on 
the Social Media Risk Continuum.  

 How big of a component is social media to your organization's marketing, customer 
service, recruiting, development and other key programs? If social media plays a major 
role in your mix, your risk tolerance is higher because you presumably have more 
experience managing the types of issues that come up on social media channels than if you 
are new to using social media or have a very small presence on social networks. 

 What are your main sources of organizational income? If you rely heavily on government 
contracts, private grants or have a heavy concentration of funding from a short list of 
sources, your risk tolerance may not be as high as if you rely on small-dollar, high-volume 
product or service sales.  

 How vocal are your satisfied and dissatisfied stakeholders? You will encounter both 
extremes online - those customers, employees and other fans who adore your organization 
and those who loathe your organization (and sometimes even the individuals within your 
organization). If your satisfied customers are typically quiet and your dissatisfied audience 
members - however few of them there may be - have traditionally been very vocal, your 
social media risk tolerance may be lower than if your fans tend to scream louder than your 
detractors.  

 How important are concepts like transparency and authenticity to your organization's 
value proposition? Companies who make it a priority to say that they are in support of 
open, honest communication are naturally more tolerant of social media risks because they 
are prepared to address unintended consequences with candor, regardless of how negative 
the criticism may be.  

 What is the role of staff at all levels of your organization with respect to direct access to 
online audiences? Some employees and volunteers may have joined your organization 
because they want to engage directly with customers and partners. If your internal culture 
supports that level of engagement, your social media use policies and your risk tolerance 
will have to be much higher than if you tightly manage communication between your 
organization and outside audiences.  

For more information on how the Social Risk Institute can assess your organization's risk tolerance 
as the starting point for developing practical social risk management strategies, please contact 
info@socialriskinstitute.com or fill out an inquiry form at socialriskinstitute.com. 

 

 

 

 

 

 

 
 
 
 

Social Risk Institute (SRI) is 
a consulting group that 
coaches leaders of 
businesses, nonprofit 
organizations and 
government agencies on 
how to balance the risks 
and rewards of using social 
media. 

The Social Risk Institute is a 
collaboration between the 
Nonprofit Risk 
Management Center, the 
leading provider of risk 
advice and resources to 
best-in-class nonprofits 
and Croll Social, a social 
media strategy and 
content development 
agency. 
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