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Backgrounder: 

Chobani, founded in 2005 by COE, Hamdi Ulukaya, set out to change the yogurt industry 

by producing quality, great tasting, and all natural domestically produced Greek yogurt. 

After just 18 months Chobani yogurt reached the supermarket shelves and by 2011 

Chobani became America’s number one Greek 

yogurt
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.  

 

Situation: 

Unfortunately for Ulukaya a crisis was brewing. 

On September 5, 2013, Chobani released a 

statement noting that the company had 

voluntarily recalled batches of yogurt produced at 

its Idaho facility because they potentially 

contained mold. The recall included all Chobani 

yogurts containing ‘best if used’ dates falling 

between 9/11/13-10/7/13
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Objectives: 

The owners and staff at Chobani wanted to ensure that its costumers had their complaints 

answered and addressed, while at the same time keeping them loyal and engaged. As the 

crisis unfolded Chobani needed to pay special attention to the daily developments, but 

also ensure that its overall mission was being followed and upheld. The company needed 

to remain approachable, communicative, and connected with its customers in order to 

continue to deliver the best experience possible. Peter McGuinness, the company’s chief 

of marketing and branding, said Chobani’s crisis response was reflective of the broader 

culture of the company. “Look, if people aren’t happy, you have to be accessible and 

approachable and conversational and treat them like humans,” McGuinness said. “If 

you’re not happy, let us know. We care you care enough to tell us you’re not happy with 

us. We take it personally. We’ll communicate with you in an approachable, accessible, 

conversational kind of way as a friend, as a fan, as a human, not as a big company. That’s 

what we tried to do.
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Strategy: 

Chobani’s crises strategy incorporated multiple social media platforms, including 

Facebook and Twitter to communicate with its consumers and address individual 

complaints with a timely response (within 24 hours). This timeliness was vital to 

maintaining the brand loyalty and trust Chobani had developed since its inception.  

Chobani deliberately chose to use social media to address complaints. This assured the 

public that the company was taking full responsibility for the issue. Were they always 

successful? No, but they did admit their mistakes.  

The company was overwhelmed by all the inquiries of the spoiled yogurt. Nicki Briggs, 

the company’s head spokesperson, in an interview with the Wall Street Journal told the 

paper it dropped the ball on training people in crisis sooner. “I would have loved to have 

done that sooner,” Briggs told the Journal. “This is the first crisis the company has ever 

gone through. … In a typical week, we might see a couple thousand emails; now we’re 

seeing multiples far greater than that.
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Execution: 

At the time of the crisis Chobani released descriptive photos on Facebook and Twitter, of 

the tainted yogurt containers, making it easier for consumers to identify whether their 

yogurt had been affected by the recall. Chobani is also offering coupons as compensation 

to those customers who were affected. In an effort make up for the spoiled yogurt the 

company offered coupons via their loyalty program. Chobani remained focused on its 

mission to deliver yogurt despite being in crisis mode. 

 

 Branding Tactics: Isolation Moldy Containers 

On September 18 2013, less than two weeks following the crisis, Chobani 

resumed shipments of its yogurt to schools servicing students from 

kindergarten to 12
th

 grade. In doing this Chobani wanted to show the 

nation that its products were still made with quality and the mold issue 

was an isolated event at its Idaho plant
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 Online Communication 

Using predominantly Facebook and Twitter responses to complaints were 

fielded in a timely manner. Chobani chose to act responsibly and proactive 

rather than defensive and reactive. During the time of the crises, Chobani 

used social media to address consumers concern for the recalled yogurt.  

 

Evaluation 

The use of social media during the crises of Chobani ran from September 5, 2013 to 

October 3, 2013. After this point in time the buzz from the crises somewhat ceased, but 

now Chobani needs to evaluate whether they were able to maintain their consumers. 

Chobani attempted to maintain their image of good customer service throughout the 

crisis. To evaluate if Chobani did what they aimed to we shall look at Facebook and 

Twitter, during the crises, to see if the messages were received by the consumers. 

Facebook(As of 11/06/13) 

September 5, 2013 The first post generated 

1747 likes, 1930 comments, and 2666 

shares. 

September 6, 2013 reached 563 likes, 760 

comments, and 439 shares. 

September 27, 2013 had 2985 likes, 503 

comments, and 33 shares. 

October 3, 2013 received 980 likes, 151 

comments, and 28 shares. 

Twitter(As of 11/06/13) 

September 5, 2013 a tweet made 82 re-

tweets, and 21 favorites. 

September 6, 2013 had 33 re-tweets, and 6 

favorites. 

September 27, 2013 made 8 re-tweets, and 

23 favorites.  

October 2, 2013 made 14 re-tweets, and 25 

favorites 

 

Crisis situations are never fun to be in, but Chobani’s calculated response will go down as 

a classic textbook style response.  
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