
TRAVEL WISCONSIN MITTENGATE



Our cell phone is our most intimate 

relationship.

The Wisconsin Department 

of Tourism changed the 

lovely state of Wisconsin 

into a mitten in anticipation 

for the winter months.



Our cell phone is our most intimate 

relationship.

Then, the University of 

Wisconsin narrowly tops 

University of Michigan in the 

NCAA Big 10 Championships.



THE FIRST SIGNS







TRAVEL WISCONSIN PLAYFULLY 

HELD THEIR GROUND.



And, a rivalry began 

between states.



THEN, THE MEDIA.



Within 24 hours, 

1,200 media outlets 

had picked up the 

story. 



Visits to TW.com from 

Michigan rose from 

359 on Dec. 6th to 

4,403 on Dec. 7th, an 

increase of 1,126%.



SO, WE GAVE THE MICHIGAN 

DEPARTMENT OF TOURISM A 

CALL.



And, the Great Lakes 

Mitten Campaign was 

born.



THE RESULTS



Visits and engagement metrics on TravelWisconsin.com 

set records.

Thanks to the online media outlets including USA Today, 

MSNBC, Yahoo! News and the Los Angeles Times, 

Mittengate generated more than 396 million impressions 

and $17.7 million in earned media value.



As a bonus, Wisconsin collected more than 3,100 mittens, 

hats, scarves and blankets that were donated to more than 

50 state charities.
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Employee 
Reviews

¶New sites to manage, update, monitor: LinkedIn, 
Glassdoor, forums/chatrooms

¶Reviews ɀgood and bad ɀcan affect quality of job 
applicants

¶LinkedIn usership: 300 million
¶Leveraging crowdsourced content to sell Hiring and 

Marketing solutions and analytics

¶Glassdoor: 6 million company reviews/ratings
¶Leveraging crowdsourced content to sell services, 

like Talent Acquisition, analytics, display advertising, 
industry research reports



Employee 
Reviews

¶Be proactive:
¶Have a plan in place

¶Designate staff to monitor and make official 
company responses

¶Respond to positive and negative reviews ɀrequires 
ongoing monitoring, timely responses

¶Flag items you believe are defamatory, obscene, 
threatening ɀrequest a review

¶$ÅÔÅÒÍÉÎÅ ÈÏ× ÏÆÔÅÎ ÙÏÕȭÌÌ ÒÅÁÃÈ ÏÕÔ ÔÏ ÁÓË ɉÁÌÌɊ 
employees and job interviewees to contribute 
reviews ɀrefreshes site content

¶Glassdoor employee email template

http://resources.glassdoor.com/EmployerEngagementCampaigns_Encourageemployeesv2.html


Responding

¶BE:
¶Timely

¶Brief

¶Human/Respectful

¶Specific

¶Honest/Accountable

¶Proactive

¶Available

¶Prepared ɀ&ÁÃÅÂÏÏËȭÓ ÅØÐÅÒÉÍÅÎÔ ×ÉÔÈ ȰÓÁÖÅÄ 
ÒÅÐÌÉÅÓȱ(AKAȰÃÁÎÎÅÄ ÒÅÓÐÏÎÓÅÓȱɊ ɀif popular, 
expect more channels to adopt

http://techcrunch.com/2015/06/02/facebook-tests-saved-replies-a-tool-that-lets-pages-respond-to-customers-with-canned-messages/#.qiewad:DYzH


Responding

¶AVOID:
¶Vagueness

¶Defensiveness

¶Promotion

¶Trying to win over with humor ɀÅÖÅÎ ÉÆ ÉÔȭÓ ÙÏÕÒ 
brand personality

¶!ÔÔÒÉÂÕÔÉÎÇ ÔÈÅ ÃÏÍÍÅÎÔ ÔÏ ÔÈÅ ×ÒÉÔÅÒȭÓ 
perspective, level of intelligence or understanding



Caution

¶Clearly disclose all policies related to social media 
activity at work, especially related to use of company 
equipment or accounts

¶Vast majority of social channels position their content 
as crowdsourced, leaving companies to deal with:
¶Negative reviews

¶Disclosure of confidential or proprietary 
information

¶Defamation of company or officials 



Caution

¶Invasion of privacy
¶Employee social media activity during off-work time 

is generally considered private when on 
personal/private channels

¶'ÒÉÐÉÎÇ ÉÓÎȭÔ ÐÒÏÔÅÃÔÅÄ ÓÐÅÅÃÈ
¶But the National Labor Relations Act will apply to 

certain types of negative statements about 
companies made by employees on social media



Beyond Policy:
Training

¶Powerful tools call for updated skills

¶Make workshops and training available to all employees

¶Share the company perspective and approach, offer 
resources



References

¶The Social Media Strategist: Build a Successful Program 
from the Inside Outby Christopher Barger. McGraw Hill, 
2012.

¶Navigating Social Media Legal Risks: Safeguarding Your 
Businessby Robert McHale with Eric Garulay. Que, 2012.

http://www.amazon.com/Social-Media-Strategist-Successful-Program/dp/0071768254/ref=sr_1_1?ie=UTF8&qid=1434062056&sr=8-1&keywords=the+social+media+strategist
http://www.amazon.com/Navigating-Social-Media-Legal-Risks/dp/078974953X/ref=sr_1_1?ie=UTF8&qid=1434062094&sr=8-1&keywords=Navigating+Social+Media+Legal+Risks:+Safeguarding+Your+Business
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Key Trends: Social Media, Video, Mobile
ÅñThe Big 20-Year Change = People Connected 24/7 with Mobile Devices.ò

ÅñImpact of Social Media (+ Feedback / Ratings) Should Not be Underestimated ïEmpowered consumers 

increasingly ïin effect ïtake elements of consumer protection into their own hands.ò
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Facebook video: 

4 Billion 
video views 

per day, 

75% from 

phones

25% of web 

usage is mobile 

but only 8% of 

ad dollars are 

spent there

- Mary Meeker, KPCB 2015 Internet Trends Report

Mobile data 

usage rose 

69% in 2014; 

55% of 

mobile data 

traffic is from 

video

Source: http://www.slideshare.net/kleinerperkins/internet-trends-v1

Snapchat: 

100 Million 
daily active 

users, 

2 Billion 
video views a 

day

6+ of top 10 

most used 

apps globally = 

messaging 

apps
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Social Media Landscape

Facebook: ñThe largest referral network in the worldò

ñFriend to friendò social network. Sharing updates, notes, photos video, 

interests. Games and applications. Robust privacy settings. 

Twitter: ñThe loudest referral network in the worldò (listen to 

consumers)

Public social network for sharing updates. Limited privacy settings.

LinkedIn: ñThe most powerful business networking tool in the USò

A business-to-business social network. Find and leverage business 

contacts. Ability to ñbuy inò for more accessibility.
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Social Media Steering Committee 

Å Reviews and approves all social media 

programs

Å Ensures that programs are consistent with 

bank policies and best practices 

Å Provides feedback to social team from wide 

array of perspectives 

Å Helps spread adoption of social thinking 

throughout the organization 

Exec 
leader 
Beth 

McDonnell

Human Resources

Legal

Customer Service

Compliance

Brand and Reputation

Privacy

Info Security

Risk
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Social media training for all employees
Å 30-minute course with assessment now required annually  for all employees

Å Course covers marketing policy as well as rules for employee use of social media 
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Best-in-class policy and procedures 

ÅTracking of customer-service response times to 

ensure response within two hours 

ÅCoordinated response to social media crises across 

the enterprise 

ÅRigorous account security measures to protect 

bankôs reputation 

ÅExpanded monitoring of U.S. Bank sponsorships 

competitors and affiliates. 
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Best-in-Class Monitoring

ÅU.S. Bank implemented BrandWatch in 2015 to 

gather spam-free data from millions of online 

sources 

ÅMonitoring includes:

Brand Mentions

Sponsorships

Industry Trends

MLO Pages

Competitors

University Partners

Complaint Sites

Special Requests
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Social Care

ÅIrrespective of the customer 

comment channel, 

the process for collecting, 

disseminating, and handling 

comments is the same.
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Social Care 

Day-to-day customer care issues are addressed by 

the team. Out-of-the-ordinary issues are escalated:

Evaluate customer care patterns by topic:

Monitor issue escalation & resolution:

Monitor & manage response time.

Collections

Credit Decisions

Dispute/Fraud Investigation

Fraud Notification

Funds Availability/Hold

HSA Accounts

Long Hold Time

Mortgage Complaints

Prepaid Cards

Product Limitations

Product Questions

Rude/Unprofessional 

Behavior

Service Fees

Website/App issues

Confidential Info

Exec Controversy

Hacked Account

HR Issue

News Media

Slander

System Failure

Scam

Threat

Viral Complaint
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Additional Insights

ÅThe monitoring platform provides the ability 

to gather actionable insights for marketing, 

branding, product development, and 

customer service.

ÅWe benchmark U.S. Bank products and 

activities against competitors.

ÅWe leverage a 12-month inventory of online 

conversations (historical data) to gather 

opinions and conversations related to any 

topic.


