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20 seconds
That’s how long people are 
willing to skim a news story 
once it’s open.
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10 seconds
That’s how long you have 
to see if people will stay on 
your website.
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9 seconds
Amount of time you have to 
grab attention as people skim 
on social media.
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30 seconds
That’s how little time it takes to 
destroy a good reputation
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There is no B2C or B2B… it’s 
all H2H (humans to humans)
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A negative online reputation can impact who 
comes to work for you
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79% Likely to use social 
media in job search

Sources: CNBD, Careerbuilder, Betterstream



12

86% Likely to use social 
media in job search
(younger job seekers)

Sources: CNBD, Careerbuilder, Betterstream
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86% Likely to use social 
media in job search
(younger job seekers)

1 in 3 Turned down a job 
for bad online reviews

64% Candidates research 
a company online

Sources: CNBD, Careerbuilder, Betterstream
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37% Will move on if they 
cannot find info on 
the company

Will not take a job  
(even for more 
money) from company 
with bad reputation

50%

Sources: CNBD, Careerbuilder, Betterstream
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This Photo by Unknown Author is licensed under CC BY-NC-ND This Photo by Unknown Author is licensed under CC BY

http://mennoknight.wordpress.com/2013/10/22/random-thoughts-in-the-aftermath-of-strange-fire/
https://creativecommons.org/licenses/by-nc-nd/3.0/
http://shexists.blogspot.com/
https://creativecommons.org/licenses/by/3.0/
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Social Media has made reputations fragile…

Reputation makes up over 
25% of a brand’s market value

(Deloitte)
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One tone-deaf ad 
resulted in 

$1 billion
in lost market value

This Photo by Unknown Author is 
licensed under CC BY-NC

http://sociallyurban.com/morning-joe-turns-racial/rihanna-red-lips/
https://creativecommons.org/licenses/by-nc/3.0/
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For Magna it’s about 
saying what we do, and 

doing what we say 



Social Media 



Social posts – Sharing our stories
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Our highest engaged posts highlight employee activities

These 3 posts have...

Reached 13444
People

Engaged 1256



Has to start from the inside 
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158,000
Company Ambassadors



LinkedIN articles
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Strategic Media Outreach 



Storytelling: Making it personal
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“Behind every person, behind every 
company, behind everything, is a story of 
how it got there – and the most relevant 

stories connect on a personal level.” 
– Beth Comstock, CMO of GE
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