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Introduction 
A Brief History of Domino’s 
In 1960, Tom and James Monoghan purchased a home delivery pizza store named “DomiNicks” and thus Domino’s was born. Renamed “Dominos Pizza Inc” in 1965 by Tom Monoghan after becoming the sole owner, the company then proceeded towards worldwide expansion in 1983. By the year 2000 there were 6598 Domino’s outlets all over the world, had taken over the Pizza Company in 2009 and was on its way to celebrating its golden anniversary. 
The Crisis 
Domino’s faced its biggest challenge in a public relations scenario when two employees at its outlet in Conover, North Carolina shot a vulgar prank video and uploaded it on 13th April 2009 to YouTube, one of the worlds fastest and most popular social and file sharing site. Within just three days the number of hits on the video had reached one million, and the company was in a huge public relations crisis and was facing the threats of customer loss and damaged reputation. 

The Role and Importance of Communication 
Role of Communication 
In the case of the Domino’s crisis, it is important to remember and understand that communication plays a vital role in the outcome of such situations. A proof of that is that even the parties praising Domino’s for the way the crisis was handled, note that Domino’s took too much time i.e. forty eight hours to respond to the crisis. This was mainly due to the mistake of assuming that it will all go away if adequate time was given and not communicating with the correct people as Domino’s later found out. 
Effective Use of Verbal Communication in Such Scenarios 
As explained by Joey Papa (2012, eHowFamily), verbal communication is important because it provides insight on a situation since clarification plays an important role in the effectiveness of dealing with a problem. In addition, if executed properly it can effectively deliver the intended information. Domino’s in this regard delayed its communication with the general public which increased public outrage and added to their concerns. Instead they were focusing on finding the perpetrators and taking action against them. 
Effective Use of Non-Verbal Communication in Such Scenarios 
Non-verbal communication includes all types of physical and visual behavior that supports or replaces verbal communication, Mallory (2012, eHowFamily). There are various roles that non-verbal communication play while dealing with everyday life. 
* Repetition: it allows to repeat the verbal message 
* Contradiction: can contradict or oppose the verbal message 
* Substitution: can replace the verbal message 
* Complementing: can add or harmonize the verbal message 
* Accenting: highlight or underline the verbal message 
Non-verbal communication can be achieved through facial expressions, body movements, gestures, eye contact etc… 
Since “actions speak louder than words” it is important that non verbal communication be used properly and effectively. If both the oral and visual messages given out match each other, it helps to increase and improve trust, clarity and rapport. A good example is the Domino’s official response. The video was highly efficient in capturing the attention of the targeted audience and calming down the storm since it displayed the sincerity and commitment of the company towards its customers. If they had not utilized the non-verbal communication effectively it could have caused increased tension, mistrust and confusion and could have led to a further escalation of the problem. 
The Importance 
Both verbal and non-verbal communication depends on each other to strengthen and reinforce the message. Thus, it is vital to properly use and utilize all available forms of verbal and non- verbal communication. 
It is also important that the communication be consistent; according to facts and adhering to principles, short; not so lengthy that it is difficult to understand, jargon free; clear and simple, not complex and without the use of professional language, it should also be honest; lying and half truths only make a situation worse so be straight forward and truthful. However importance should be given to only releasing most relevant and accurate information. 
These communication pointers enable to properly manage the media exposure and effect by the means of control; Domino’s managed to control the spread of the video once it was discovered thus preventing more exposure. It also showed the company’s competence through the handling of the situation even though they were not prepared for it. The company’s concern for its customers was displayed by the personalized apology video and the strict actions that were taken afterward. The open food containers were discarded and the whole shop sanitized, it showed that it chose the welfare of its customers over losses in material. 
In such cases the issue of credibility arises. Sincerity can be proved by compassion, competence and confidence. Bernstein (2012, All about Public Relations) 

Communication, Social Media and Public Relations 
In the previous paragraphs, the importance of communication has been highlighted along with the reasons. It should also be noted that what Domino’s faced was not only a communication crisis but it was also a social media crisis. This is because the situation arose from a digital and social media source and was escalated into a major social media crisis through the social networks such as Twitter. This ultimately led to a large scale public relations crisis. 
The reasons were that the official response from Domino’s came after almost three days after the video was released and the fact that Domino’s itself wasn’t monitoring the “Social Media” led to a delay in discovery. 
Public relations play an important role in the handling of public in all types of scenarios. The most common and basic fact is that people react upon their own observation of truths. Managing, controlling and influencing those perceptions can lead o the achievement of organizational goals and better enabled dealing with crises. 
Public Relations professionals should be aware of customer attitudes and concerns as well as those of the employees, public interest groups and also of the community as a whole to carry out their work as a link and not just “press people”. They should take into account the situations and anticipate such crisis and be ready for it. 

The Overall Scenario and Domino’s Response 
Initial Reaction 
According to Ulmer et al. (2011,pg.5), “A troubling event can only reach a crisis, if it comes as a surprise, poses a highly serious threat and forces a short response time.” 
The digital crisis that Domino’s faced came quickly and suddenly and threatened to destroy the image it had built over 50 years. It also demanded a quick response since the video was posted online and had gone viral instantaneously. Domino’s realized the importance of monitoring social media and the importance of having a social media crisis management plan when it was made aware of the situation by the company’s supporters. The second mistake was that while finding the perpetrators and punishing them Domino’s failed to communicate with the public which resulted in additional activities and attacks by horrified customers. The company also made the mistake of lying low in hopes that it would quiet down. 
As Tim McIntyre said they had been communication but just no with the right people. In an interview with Amy Jacques (2009, The Public Relations Strategist), McIntyre agrees to the fact that the company was slow in its response and had not “anticipated the pass along nature and pass along value” of the incident. They were waiting for it to blow over. However what we must be aware of is that “A social media crisis will not go away on its own. It will continue to build momentum, escalating to a point beyond control” Agnes (22 March 2012) 
Another fact that came into light from his interview was that Domino’s had been preparing o debut into the social media and a public relations team was already in place. But since the crisis was faced the company had to fast forward the plans and take action. Perhaps this was the reason that the dealings were carried out so effectively after the initial blunders. 
Crisis Management by Domino’s 
Dominos’ response in the face of the crisis although late, came through nonetheless. Once the problem was brought to the attention of the organization, the audiences that had already viewed the video (YouTube, Twitter and the Consumerist) were targeted and immediate response was carried out. A Twitter account (Twitter.com/dpzinfo) was initiated and the employees and loyal fan followings were encouraged to tweet about the corrective measures being undertaken. On 16th April 2009, three days after the video was released, the USA president of the company, Patrick Doyle apologized on behalf of the company to its customers through a video uploaded on YouTube. This showed the public that Domino’s been concerned with the customers and was serious in its actions. 
An important point to be noted regarding this response video is that it was uploaded to the same website and also used the same name as the offending video. It enabled the company to maximize the response exposure and also explained the corrective and preventive measures being undertaken. The company fired the two employees responsible, and was charging them with criminal felonies. The fact that the apology was made by the president made the sincerity of Domino’s known and humanized the brand, thus enabling to prevent further damage. The offending videos were also removed from the site. 

Examples 
Negative 
Tesco mispriced the new iPad at a 90% discount, blamed it on an “IT error” and while refusing to honor the deals made at the same time made a mistake of not apologizing to its customers. Even though they had an active twitter account to deal with such situations they failed to utilize it. Critics branded it as a PR stunt and a cynical way of getting contact information. 
Belvedere Vodka, on 23rd march 2012 posted on their Facebook page an ad showing a very frightened woman being grabbed by a possible rapist. The tagline read” Unlike some people Belvedere always goes down smoothly”. This caused a major outrage and was pulled out. Although they made a statement on their Facebook page apologizing for the ad, it would have been more effective if it had been done via a video or other form of media that could have shown their sincerity. It is essential in social media crises if you want the audience to forgive you for the mistake 
Positive 
In December 2011, Fontaine Santé food inc upon discovering of Listeria Monocytogene contamination in the pre-packed salads, (some had already been distributed) they immediately halted production and recalled all contaminated produce and quickly posted a written official response on their corporate website. They also utilized media and social networks to spread the message and create customer awareness. The techniques were simple, effective and quickly set into motion resulting in the loyal customers and fans rising up to praise and defend the company. 
Red Cross faced a digital social crisis when an employee mistakenly tweeted from the Red Cross official twitter account instead of her personal account. The organization turned the possible negativity by first deleting the post and tweeting about the justifications of actions being undertaken. They quickly published an information post on their corporate blog and the employee also tweeted from her own account. They Overcame The Situation By Showing The Public Their Human And Humorous Sides. 

Conclusion: Points to Be Taken into Account from the Domino’s Scene 
* It is crucial to monitor the working of the social media and also have active social network accounts 
* Be ready to respond quickly- always have a social media crisis management plan 
* Show sincerity- top officials give a better image about the intentions of the organization 
* Know your priorities- identify the target audiences and whom to respond to first 
* Ensuring that other departments do not do as they please. This could result in worsening the situation 
In order to properly manage a crisis and prevent such scenarios it is important to be prepared and properly manage the scene. As Domino’s learned from this case, panicking will only make things worse and at the same time delaying may also cause unprecedented damage. Domino’s have learned the importance of effective and proper communication from this situation and will continue to benefit from this experience and the experience of others as well. 
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