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Social Scorecard

Brand Engagement Crisis 
Management 

Quality of 
Content

Objective of 
Social Channels Final Score

Hyundai 2 1 3 3 9

Tesla 2 1 4 3 10

Mercedes 3 2 3 3 11

VW 2 2 4 3 11

Subaru 4 1 4 3 12

Rivian 4 1 5 4 14



Hyundai
Posting 
Frequency 

User 
Engagement 

Every 2-3 days Does not 
respond to 
comments

Every 4-5 days Responds to 5+ 
people per post 

Daily Does not 
respond to 
comments

Daily Responds to 
2-3 people per 
post



Crisis Management 



Social Media Campaign 

● 2021 Super Bowl commercial called 
“Smaht Pahk”

● Featured two Boston comedians Robert 
Kelly and Tony Viveiros who like 
tweeted during the ad and the game. 

● 55.2 million views across YouTube, 
Facebook, and Twitter.

● More than 43,000 mentions on social 
media. 

● Ranked second overall on USA Today’s 
Ad Meter

http://www.youtube.com/watch?v=WBvkmWDjsYc


Subaru
#SubaruRoadTrip campaign encourages content sharing amongst 
Subaru lovers and drivers

Controversy around the new all electric Subaru Solterra and the 
strong Toyota Influence

@subaru_usa

@subaru_usa

Subaru

Post Frequency
Averaged over the course of a 

month

Posts in Regard to the Subaru Solterra
Since Nov. 2021 when it was announced to 

the public

~1.8 posts per day 9 posts in the last 5 months

~1.5 posts per day 9 posts in the last 5 months

~ 1.3 posts per day 1 post in the last 5 months

http://www.youtube.com/watch?v=PIBZZooeFJI&t=147
http://www.youtube.com/watch?v=PIBZZooeFJI&t=147


Mercedes Benz
● Engagement and Quality of Content:

● Three posts a day through 
seven days a week.

● Engagement ranges 
between 200 to 600 in the 
comments—the likes from 
60K to 300K.

● Two videos each week.
● The engagement for their 

posts will be 20 to 400 in 
the comments, likes 3k to 
20k, and views 10k to 5m.

● The frequency of their posts is 
two times a week.

● The engagement on the view’s 
ranges between 20k to 2m 
viewers. Comments: If it is an 
advertisement, it goes from 100 to 
300 comments. If it is a typical 
video, it goes from 20 to 50 
comments.

Instagram TikTok YouTube



Crisis management:
● Asking people about electric cars, went all the 

way wrong:



Objective of Social Channels:

● values, beliefs, and what 
they stand for.

● use it to show the interior 
and exterior design and 
spread facts about their 
cars.

● create content that goes 
viral each day.

● sharing behind the scenes 
of their car installation 
and small commercials of 
their products.

● share the primary campaign 
advertisements that use a lot 
of production and 
experiences that people get 
when they use their cars.

Instagram TikTok YouTube



Tesla

“Tesla is a premium brand and the voice must reflect this trait. While it aims to be 
accessible, it is intelligent and does not speak to everyone. Forget cute. Forget clever. Forget 

sarcastic. Use short, concise sentences – there’s no reason to use ten words when the 
message can be conveyed in five.” -Tesla



Social Media 

● @teslamotors
● 9.2 million followers
● ~5 posts a month

○ 100,000-500,000 
likes, <1,000 
comments

● Fun, experimental, 
personal

● Goal is to increase 
brand trust

● Tesla brand/mission 
lovers are typically 
followers

● @tesla
● 13.7 million followers
● 1-2 posts per week

○ 75,000-200,000 
likes, ~800 
retweets, ~1,000 
comments

● Educational, 
advanced, detailed

● Interactive with 
CEO

● Car/stock junkies

● @tesla
● 9.7 million followers
● 1 post per week

○ ~300 shares
● Stakeholder social 

media and 
communication 
platform

● Stock, funding, 
advancements 



● 2021 Tesla Model 3 and Model 
S Recall

● ~500,000 vehicles
● Safety concerns and 

mechanical failures

Crisis Management Social Media Campaign

● Used twitter to unveil new 
Model 3 and Model X cars

● Both physical & gamer mode 
on Tencent

● “The future belongs to those 
who dare to probe the 
unknown.”



Rivian 
   Engagement and Quality Content:

● 5 Posts Per Month
● 409K Followers
● Engagement: 200-450 

comments a post 
● Likes: 10,000-80,000

● 15-20 Posts Per Month 
● 150.1K followers 
● Engagement: 5-50 

comments on post
● Likes: 200-1000 

● Posts 1-3 Videos per Month, 
about 1-4 minutes long.

● 80.6k Subscribers
● Engagement: 10,000-200,000 

views
● Likes: 400-3000 

             Rivianoffical 

            Rivian

  Rivian



Crisis Management
Rivian responding to production 
shortages amongst increase pre-order 
from consumers. 

● Not able to meet current demands 
till 2023, but still allowing 
consumers to pre-order vehicles. 

● Unable to address directly shortages 
of material.     



Social Media Campaign 
GearGuard Campaign: 

Rivian aims to keep not only you safe, but your valuables as 
well. 

● Using a multipoint security system fitted with cameras, 
senor cable and alarm to protect your car and your 
stuff when you’re not there. 

● Shows consumers they are protecting more than just 
themselves. Trying to safeguard consumers from the 
problems they face.  

http://www.youtube.com/watch?v=OTymsAm7I7A&t=3


Volkswagen
Engagement & Quality Content:

● 1 Post Every Other Day
● 9.8 Million  Followers
● Engagement: 50-100 

comments a post 
● Likes: 10,000-20,000
● Videos: 70,000 - 100,000 

views
● Gen Z / Young Millennial
● Imagining, Creating, Sharing

● 1 Post Every Other Day
● 660K Followers
● Engagement: 20-50 

comments a post 
● Likes: 100-150
● Views: 3,000-5,000
● Retweets: 50 - 100
● Gen Z, Millennial, Gen X
● News, Info, Opinions
● Humanitarian / 

Environmental

● 1 Post Per Week
● 33.8 Million Page Likes
● Engagement: 50-150 

comments a post 
● Likes: 500-1,000
● Millennials / Gen X
● News, Info, Community
● Humanitarian / 

Environmental
● Reposts from Twitter



Crisis Management
In 2015, Volkswagen was found guilty for a 
massive emission scandal that affected 
approximately 11 million vehicles 
worldwide.

● Detrimental damage both 
environmentally and socially

● Social media silence         Apology 
Statement         Zero Emission 
Initiative        Social Media Campaigns 



Social Media Campaign
In 2022 VW introduced the #WayToZero 
Neutral Emission Initiative accompanied by 
a social media campaign to reveal the brand 
new ID. Buzz vehicle.

● The first major step in Volkswagen’s crisis 
management and rebranding

● A series of concept images displaying 
interior / exterior features and two official 
reveal videos

● Regain trust, awareness, and engagement 



Thank you!


