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/ The Internet; Pervasive in Our Lives

The Internet and social media networks are now dominant in almost everyone’ liveg
it’s hard to imagine daily life without it. It’ even difficult to realize that today’s po
social networks such as Facebook, YouTube, and Fwitter didn’t even exist 10 years
Indeed, the Internet is truly a revolutionary concept that radically transformed a
_ systemn that had been in place since Gutenberg invented the printing press in the 140
: _ o For 500 years, mass media dominated the world’s landsc
Armed with digit&" cameras, They had the characteristics of being (1) centralized/top-di

Ahald ¢ (@) costly in terms of being published, (3) staffed by professi
camera phOn_eS: handhEId gatekeepy;ars known as editgrs and publishers, and (4}; Emstly‘-'
. < - way communication with limited feedback channels, :
Vlde_o .Cameras' pOdC&S‘FS, S 'YThanks to the Internet, there are now two sphere;
_b!ogs, and social ne-t'WO[kS_, . influence; which are constantly interacting with each ot
S . o CooperKatz & Company calls them (1) the mediasphete and (2)
we've ente_red, t_he era of blogosphere. Tlie new media system has the characteristic
s P - (1) widespread broadband; (2) cheap/free, easy-to-use online
~citizen lournafﬁm and USQF - lishing th:dls; (3) new distributionpchannels; {(4) mobile de ;
generated content. ~~=-  such as.camera phones; and (5) new advertising paradigms. For
_ N S first time in history, a medium, the Internet, has literally caused th
- Brian Solis and Deirdre Breakenridge, dernocratization of information around the world. See Figure I
authorsof Putting the Public ¢ a breakdown by region of the warld’s 2.4 ‘billion users. M
Backin Public Relations recently, the International Telecommunications Union (IT

: V igure 1| Internet Users Around the World

- More than athird ofthe Wof!d’s population (7 bilfion) are now using the I'r'i'te':rrjét- a'_nd the development of mobile
' b_ro_adband israpidly increasing the numbers pf users in Asia, Jg\frica,' an_d th.e Middle East.
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‘rted that 2.7 b1ll1on people were now onlme—almost 40 percent of the world’

The Internet, first created as a tool for academic researchers in the 1960s, came
‘widespread public use in the 1990s, and the rest is history. Indeed, the worldwide
ption of the Internet has taken less time than the growth of any other mass me-
n. Marc Newman, general manager. of Medialink Dallas, says, “Whereas it took
ly' 40 years before there were 50 million listeners of radio and 13 years until tele-
n reached an‘audience of 50 million, a mere four years passed before 50 million
ars were logging on to the Internet since it became widely available.”
"The growth of the Internet and social media networks continues at an astoundmg
The established ones keep expandmg, and newer networks such as Pinterest and
agram become overnight sensations. Consequently, any figures published today
gardmg digital media are already out of date. Yet some stats and projections are

yrth noting as a reference point.

There wﬂl be 3 billion’ Internet users worldmde by 2016, more than 40 percent
of the world's population.

Almost 70 percent of the U.S. population w1ll be usmg smartphones by 2017.
. Currently, users spend an average of more than two hours daily on their devices.

- U.S. consumers send and receive more than 6 billion text messages every day.
About 2. 8 million e-mails are sent every second, and an average office worker
-~ spends about 13 ‘Thours a week using e-mail. _
There are more than 700 000 apps in each of the Google Andro1d and Apple stores.
& Facebook; lgunched in 2004, now:has more than 1 l)llllOl‘l users WOI'ldW]ClB orone;
- out of every seven people on the planét.
“m ‘There are 10.5 million- photos uploaded to F acebook every hour.
x About 48 hours of video are uploaded to YouTube every hour.
-m "More than 140 million people spend an average of four hours a Week Watchmg
video online. - L : PR .
i Twitter, launched in. 2006 has almost 300 million active users worldw:de and
. about 400 million tweets are sent every day. :
Tivo. rmlllon searches 4 are done ofi Google every minute.
@ Instagram, launched in 2010, surpassed 1 billion photos uploaded bythe end of 2012.
_VVilapedxa, if made i into a book, would be 2.25 m1l]10n pages

/ The World Wlde Web

" The exponential growth of the World Vlﬁde Web is due, in large part, to browsers
. such as Internet Explorer dnd search engines such as Google, which have made the
World Wide Web accessible to literally billions of people. Here are some characteris-
tics of the Web that enable public relattons people to do a better ;ob of. dlstrlbutlng' a

variety of messages:

8 Information can be updated qu1ckly Wlthout hawng to reprmt brochures and
other materials. This is an important element when it comes to major news events

and dealing Wlth a crisis,
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Web allows interactivity; viewers can ask questions about products or servi
download information of value to them, and let the organization know what
Online readers can dig deeper into subjects that interest them by linking to inf
mation provided on other sites, in other articles, and in other SONrces,.

® A great amount of material can be posted. There is no space or time limitatior,

® It is a cost-effective way to disseminate information on 2 global basis to the pub
and journalists, o _ S
You can reach niche markets and audiences directly without messages hej
filtered through traditional mass media gatekeepers (editors). o
The media and other vsers can access details about your organization 24 hour:
day from anywhere in the world. ' o

Nobody cares about your
products and services, They
care about themselves and

solving problems. Your _ omputers, and even prin
. out hard copies. Websites have also become more interactive, giv:
online content needs to be edback from consum

less egotistical and more

helpfu[ j i i bsite by clicking th
, : ' Business Wire’s website, for example, links
David Meerman Scott, author of The _ 1 rious organizations that use its diswibution

New Rules of Marketing and PR.

websites to retrieve current news releases and other materials

A survey by Cision and Don Bates of George Washington University, for exarmple,
found that corporate websites are ranked number-one by journalists as a research tool.,

In sum, the Web has become a major source of information for journalists. Ac-
cording to NetMarketing, companies are sending out fewer media Lits and getting
fewer phone inquiries as 2 result of putting material on websites. As Rick Rudman,
president of Capital Hill Software, told PR Tastics, “The days of just posting press
releases on your website are gone. Today, journalists, investors, all audiences expect
to find media kits, photos, annual reports, and multimedia presentations about your
organization at your press center.” . S

Marketing communications is also a common objective of organizational web-
sites. All companies, from mom-and-pop businesses to multinational corporations,
have websites to sell products and services directly to the public. Public relations:
firms, for example, often have extensive websites to promote their services by pro-.
filing their expertise and providing case studies of campaigns for clients. See the
Insights on page 335 for examples of how organizations are using their websites.

Other marketing approaches might be page links where potential customers can -
learn about the organization and its approach to producing environmental friendly,
“green” products. Web pages with a strong marketing emphasis may have séveral -
main sections, such as (1) information about the organization and its reputation for
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Photo Gallery: Day One a’t:njegg.
Bufl Rampage I

Fier allletes lave arnvesd sl the couse i openl fre et action

and reliability; (2) a list of product lines; (3)-technical support available to
tométs, (4) information on how to ordet products or services, and (5) a list of the
ervicesavailable, - .. T T e '
preliminary stép before creating any web page is to understand- the potential
nee and their particular needs: Are theéy accessing the website to find 2 particular
uct? Are they primarily investors who are looking for financial information? Or
ey looking for employment information? Are they likely to download the mate-
tid save documents in print forim? Focus groups, pesonal interviews, and surveys
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organization.

information, a user’s first

impression of a website can ents wanted to see in an updated website. According to PRWeek,
] ‘ “The Customer Advisory Board feedback enabled SDCC to jet-
determine whether that tison a great deal of the clutter that plagues many sites and focys
on exactly what the target audience wanted. Gone was dense copy -

user forms a favorable or and hard-to-navigate pages, replaced by hot links to key portions

unfavorable view of that of the site.” _
Indeed, paying attention to the needs of the audience helps -

Dr. Hong Sheng, Missouri University

As more peopie use the often answer these questions and help the company design a user-
friendly site. '
Internet to search for The San, Diego Convention Center, for example, redesigned

its website by forming a customer advisory board of 28 clients that
used the facility. Focus groups were held to determine what cli-

a company decide exactly what links to list on the home page

the page are subject links such as About Us (including a newsroom), Career Center
(working for Starbucks), Online Community (a list of social network profiles), and
Quick Links (store locator, customer service).

Forrester Research says there are four main reasons why visitors return to a par-
ticular website. First and foremost is high-quality content. Then, in descending order,
is ease of use, quick downloads, and frequent updates. It’s important for a website to
be attractive and well-designed. First-time users take less than two-tenths of a second
to form a first impression and decide whether they will continue, according to a study
at the Missouri University of Science and Technology.

Making a Website Interactive

A unique characteristic of the Internet and the World Wide Web, which traditional
mass media do not offer, is interactivity between the sender and the receiver.

One aspect of interactivity is the “pull” concept. The Web represents the “pull”
concept because the user actively searches for sites that can answer specific questions.
At the website itself, the user also actively “pulls” information from the various links
that are provided. In other words, the user is constantly interacting with the site and
“pulling” the information most relevant to him or her, The user thus has total control
over what information to call up and how deep to delve into a subject.

In contrast, the concept of “push” is that of information delivered to the user
without active participation. Traditional mass media—radio, TV, newspapers, and
magazines—are illustrative of the “push” concept, as are news releases that are automat-
ically sent to the media. Another dimension of interactivity is a person’s ability to engage
in a dialogue with an organization. Many websites, for example, encourage questions
and feedback by giving an e-mail address that the user can click on to send a message.

Unfortunately, the ideas of being “interactive” and encouraging feedback are
more buzzwords than reality on many websites. A 2012 study by McKinsey & Com-
pany, for example, found that most Fortune 500 companies were behind the curve.
Half of them didn’t provide Twitter or Facebook links on their home page, and
90 percent didn't bother to provide an e-mail address.

Starbucks (www.starbucks.com) has a somewhat affluent audience -
; that is digital natives so its site provides instant links to its profiles
of Science and Technology ) Facebook, Twitter, and YouTube. There’ also a section “New-

est Blog Posts.” The page changes almost daily with a new lead
story such as “April Is the Global Month of Service.” There are also thumbnail photos
highlighting four or five other major stories about new products. At the bottom of

M e o — A e o e AN A e o e e
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ai-e~mail address or another way of contacting the organization is
oy but tends to damage a corporation’s reputation and credibility.if it
to a consumer query in a timely manner. Reporter Thomas E. Weber
Striet Fournal wrote a somewhat humorous article about his experience. He
ozen major corporate websites and reported “Nine never responded.
ee weeks to transmit a reply, while others sent stock responses that failed

he query. Only three companies adequately answered within a day”

ng the Website | B
stional website must serve multiple audiences. Consequently, the overall
ility of anaging the website should lie with the corporate communications
1t which is concerned about the needs of multiple stakeholders. One survey
‘communications and public relationis executives by the Institute for Public
“for example, found that 70" percent of the respondents believed that an
Afion’s communications/publi¢ relations fanction should manage and control
it on the website. ' :
‘eality, however, is that a successful website takes the input and knowledge
al departments. Information technology (IT), for example, has the technical
se to create a website. In addition, marketing also plays a major role to ensure
website includes information and links enabling the purchase of products and
: Consequently, the practical solution is a team approach, where representa-
i various departments collaborate, ‘ '

advantage of cross-functional teams is that various members bring differ-
-engths to the table. IT can provide the 'tf;c_:hnic_:a_lxknow-how, public relations
share expertise on the formation of fessagés for various audiences, and market-
i comrimunicate the consumer services available through the site. Even human
ces, as a team member, can contribute ideas on how to facilitate and process
loyment inquiries. : '

ebcasts S _
ebsite is enhanced and supplemented by using webcasts: Indeed; webcastinghas . -
ccotnie more common as baridwidth has increased and technology has evolved. In
one survey found that more than 90 percent of public compatties use webeasts for
rything from employee training to briefings for financial analysts and news‘con- "
nces launching a new product. One big advantage is that webcasts $ave time and
oney because they eliminate the cost of travel for participants. "+ HE :
. A good example of 2 media-oriented webcast is the one hosted by the Chocolate
Manufacturers Association: (CMA) and its public relations firm,. Fleishman-Hillard.
he CMA sponsored a chocolate-tasting webcast for food writers around the country,
vho also received a “tasting kit” before the event. They could taste various chocolates
s they viewed the webcast, which featared experts on chocolate. By having a webcast,

¢ organization doubled attendance from the previous year. .

A variation of the webcast is live streaming, the broadcasting of live video content
ver the Intérnet. An event such as a concert, a fashion show, or even 2 demonstration -
an be live streamed in much the same way as a ‘webcast, but conducting “chats”isd
- popular second use. Kevin Foley, owner of KEF Media Associates, writesin O'Dwyer’.
* Report, “Chats are streaming video conversations between spokesperson(s) and au-
“dience - hosted on a web site, micro site, Facebook account, YouTube channel, ora: . -
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Podcasts

tional radio,

about the company, (2)

Podcasts

Companies such as Purina are increasingly using

podcasts to reach audiences about pet care and, of
course, their products, :

Your Pet, Our Passion.

Video Podc

analysts or journalists, but chats
who wants to click in and participate,

The term “podcast” comes from “pod” as in Apple’s iPod and “cast” as in
meaning to transmit for general and public use, It
signed to be distributed over the
to computers, MP3 players, iPod

Many podcasts are andio o
sites, YouTube, and other social networking site
podcasts for distributing messages are (1) cost-
access material on a 24/7 basis, and (3) portab
to an audio podeast while driving to work; w

while gardening, Simply put, podcasts have

& Whirlpool produces a podcast series titled
advice and discussions about traveling wi
and even snowmobile safety. The idez is to bui
with women, the primary audience of

similar platform.” Webcasts tend to be for specific, invited audiences syc

are more open to almost anyone on a 56

tures giving consumer tips about the i
materials for employees. Some exarmples:

of its content: “Ts it
let? Is your dog bor

casts for area business

A podeast should no
cording of an executive’

Internet using Syndication feeds (RSS) £
s, and even smartphornes, s
nly, but video podeasts are also o smartphg

effectiveness, (2) the ability o
ility. For example, a person ¢
alking down 4 mountain trai

many of the same advantages 4

th kids, weight loss, stroke in

Whirlpool.

& Purina, the maker of pet food, has a podcast
- that gives advice to pet owners, The series’ ip
duction on the company’s website gives the esser

like you.” See the Puring podcast illustration,
® Disneyland has podcasts as part of jts global cam

® Greater Rochester En
long “Eyes on the Futre” radio broadcasts as pod-

is somewhat like 2 webea

s. The three major advs

Id customer loyalty and co;

unusual for a cat to use the t
ed out of its skall? Can cats

terprise repackages its hour-

people and accessing anytimne.

t be an infomercial or the re-
speech. Like radio, a'podcast
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informal, be conversational, and have useful practical information of value to

imer, Here are some other tips about podcast content: (1) Keep itto less than

tes, (2) use several stories or segments, (3) don’t use a script, (4) create an RSS
ad (5) produce new podcasts on a weekly basis.

: Everyone Is a Journalist

dating back to 1998, bave now become mainstream media in terms of numbers

Auence. In the beginning, they were called weblogs because they were websites
tzined by individuals who wanted to post their commentary and opinions on var-
fopics. Today, the abbreviated term “blog” is commonly used. ‘
Although the vast majority of blogs are still the province of individuals who
their diaries and personal opinions, they are now widely recognized by pub-
elations personnel as an extremely cost-effective way to reach large numbers
cople. The format and mechanics of blogs make them attractive for several

Aiinbst anyone can create a blog with open-source software. A blog is as ideal for
a small business as it is for a large company.
There are virtually no start-up costs.
The format and writing are informal, which can give an organization a friendly,
youthful human face. :
" Links can be made to other blogs and web pages.
Readers can post comments directly on the blog.
" Material can be updated and changed instantly.
Extensive uses of syndication technologies allow aggregation of information from
hundreds of blogs at once. An organization can immediately assess what custom-
_ ers and various publics are saying about it.
Blogs give an organization an outlet to participate in the online dialogue already
going on in other blogs and message boards.
They allow organizations to post their awn points of view unfettered by the edit-
ing process of the traditional media.
A blog(s) on organizational websites dramatically increases indexing by Google
and other search engines. -

Susan Balcom Walton, writing in Public Relations Tactics, says organizations enter
the blogosphere for four reasons:

w 'Ib achieve real-time communication with key stakeholders
" 'To enable passionate, knowledgeable people (employees, executives, CuStomers) :
to talk about the organization, its products, and its sefvices ‘ o
s To foster conversation among audiences with an affinity for or connection with
the organization _
s To facilitate more interactive communication and encourage audience feedback
s To dramatically increase the indexing by Google and other search engines

Public relations writers are usually involved in three kinds of blogs: (1) corporate
or organizational blogs, (2) employee blogs, and (3) third-party blogs.
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Organizational Blogs A corporate blog, unlike an employee blog, is usually write,
by an executive and represents the official voice of the organization. In many cageg
someone in the public relations department actually writes the blog for the exeeutiVej
Some corporate blogs are now even being ontsourced to public relations firms, by,
some critics say this is a guaranteed way to ensure that the blog is artificial and full of -
“execu-babble.” ‘
Larry Genkin, publisher of Blogger and Podcaster magazine, gives a good descrip-
tion of what a corporate blog should be. He says: '

In its best incarnation, corporations will use blogs to become more transparent to
their customers, partners, and internally. By enconraging employees to speak their -
minds, companies will be able to demonstrate their heart and character. Not an easy -
trick for a faceless entity. This will facilitate stronger relationships and act as “grease
in the gears” of a business operation.

An example is how Southwest Airlines uses its blog, “Nuts About Southwest.”
Posts on the blog may come from the blog’s editorial team, employees, or even air-
line customers. Content comes from the CEQ, baggage handlers, and customers who
mention an interesting experience on Twitter and even YouTube videos. The blog’
editors constantly look for content on Southwest’s intranet, e-mnails, and other social
networking sites. The team contacts the employees and customers to flesh out a story
for details and even video clips and then packages them for the blog. One blog post,
for example, featured a marriage proposal on a Southwest flight. The blog is further
amplified through the airline’s 1.3 million Twitter followers and more than 3 million
Facebook users who see links to each post.

Employee Blogs Many organizations also encourage their employees to blog on
behalf of the organization. Sun Microsystems, for example, has more than 4,000 em-
ployee blogs, or about 15 percent of its workforce. More than half of them, according
to the company, are “super-technical” and “project-oriented,” which appeal only to
fellow computer programmers and engineers. Others, such as those written by the
CEOQ as well as managers in human resources and marketing, are more general in
subject matter. ‘

Companies, however, do need to establish some guidelines for employee blogs
and how they comment on social network sites. Cisco, for example, tells employees,
“If you comment on any aspect of the company’s business . . . you must clearly identify
yourself as a Cisco employee in your postings and include a disclaimer that the
views are your own and not those of Cisco.” See the following Ethics box for more
guidelines.

Third-Party Blogs Organizations, in addition to operating their own blogs and
providing guidelines for employee blogs, must monitor and respond to the post-
ings on other blog sites. The products and services of organizations are particularly
vulnerable to attack and criticism by bloggers, and an unfavorable mention is often
multiplied by links to other blogs and search engine indexing.

Dell, for example, experienced the wrath of bloggers about its customer service,
which caused sales to decline, but the company learned a good lesson. Today, accord-
ing to the New York Times, “It’s nearly impossible to find a story or blog entry about
Dell that isn’t accompanied by a comment from the company.” Comcast, a cable
giant, also gets its share of consumer complaints on blogs, but it also has stepped
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Je'of your brand and the' -

rand you represent s

up its Internet monitoring and has customer service representatives follow up with
anyone who posts a complaint. _ _

It's now commeon practice for organizations to establish relationships with the
most relevant and influential bloggers who are talking about the company. Rick Wion,
interactive media director of Golin Harris, told Susan Walton in Public Relations
Tactics, “Treat them the same as you would any other journatist. In most cases, they
will appreciate the recognition. By providing materials directly in a manner that is

- helpful to bloggers, you can build positive relationships quickly.”

A good example is how Weber Shandwick works with about 20 influential food
bloggers on behalf of its food industry clients. The public relations firm regularly
monitors their posts to find out what the bloggers are saying and which hot-button ik L
issues they are discussing. This, in turn, allows the firm to build relationships with the : ‘
bloggers and offer information that they can use in their blogs. Janet Helm, director
of the food and nutrition practice at Weber Shandwick, told PRWeek, “They are an
influential source, and we can’t leave them out of the marketing mix.”

wikis: Saving Trees

Interaction between individuals working on a particular project is facilitated by what
are known as Wikis. Basically, Wikis are a collection of web pages that enable anyone
who accesses them to provide input and even modify their content.
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V\{ard Cunningham, coauthor of The Wik Way: Quick Collaboration on tbe“%b,
gives the essence of Wikis:

« They invite all users to edit any page within the website using a basic W,
browser,

# They promote meaningful topic associations among different pages.

% They involve visitors in an ongoing process of creation and collaboration,

General Motors, for example, created a Wiki site for its employees ang
customers as part of its centennial celebration. The site encouraged individy-

- Wikis and collaboration is a
space we and many people
in the industry are using
now as opposed to just
sticking to dry e-mail.

Jorand Chanofsky, CEQ of Fusion
Public Relations

als to contribute first-person experiences—via stories, images,
video, and audio—related to the company’s history. The ad.
vantage of the Wiki was that individuals could comment on
other contributions, correct inaccurate information, and evep
add supplemental information regarding their experiences and
viewpoints.

Wikis also are used by public relations departnents and firmg
to keep employees and clients up-to-date on schedules and plans
for executing campaigns. Joel Postman, EVP of Eastwick Com-
munications, told Ragan.com that the firm’s Wiki “allows almost
everyone in the agency to set up a well-organized, attractive,
customized workspace for any number of tasks.

The Tsunami of Social Media

Using social media has become the number one activity on the Web. One study by
Creativa.com found that 40 percent of its respondents said they socialize more online
than they do face-to-face. In addition, an Experian Hitwise survey in 2013 found that

Collectively, the social
media—including blogs,
social networks, RSS feeds,
podcasts, wikis, reviews,
bulletin boards, and
newsgroups—have the
power to support or

destroy a brand or reputatidn.
Transparency is the key; but
it’s risky business and requires
a new mindset and toolkit,

Markovsky Company

27 percent of the time Americans spend online is devoted to social
media. And one-third of all adults under 30 years obtain their news
from social networks.

Thus, the term “social media” has now entered the main-
stream as what Paul Rand of Ketchum communications calls “one
of the most dramatic, if not revolutions, in history.” David Bowen,
writing in the Financial Times, adds, “Social networks are all about
a shift from vertical to horizontal communications on the Web.”
More to the point, this social media conversation is not organized,
not controlled, and not on message. Instead, the conversation is
vibrant, emergent, fun, compelling, and full of insights. Social me-
dia is also a place where a single posting can go viral in a mat-
ter of hours and reach millions of people around the world, as in
the logo for marriage equality shown on page 343. Some experts
have even called social networks the world’s largest focus group
(Figure 13.2).

"The tidal wave of social networks, which exploded in 2007, has
also changed the fandscape of public relations in three ways:

# Listening and two-way dialogue are the basis of today’s prac-
tice. According to the Institute for Public Relations (IPR),
“Social media has provided an opportunity to truly put
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The Internet and Social Media
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the public back into public relations by providing a mechanism for organizati
to engage in real-time, one-on-one conversations with stakeholders.”
Organizations must perform and behave because society expects greater transpy
ency and accountability, Communication must be more authentic and credible;
Social media is now fully integrated as a major tactic in almost every public rel
tions program or campaign. Public relations firms and departments are now hi
ing individuals who are specialists in social media and digital media managemer;
See the Insights box below about the life of a social media manager.

The following sections provide a snapshot of today’s most popular social m
dia and how they are being intcgrated as an essential strategy in almost every publi
relations program and campaign. There is a discussion of (1) Facebook, (2) Twitt
(3) LinkedIn, (4) You'Yube, (5) Flickr, (6) Instagram, and (7) Pinterest.

Facebook: King of the Social Networks

There are multiple online social networking communities, including thé business
oriented LinkedIn, but MySpace and Facebook established early leads in populari
Facebook, in 2013, was the most popular site, with more than 1 billion users wotld
wide, of which 70 percent are outside the United States. _
With such numbers, Facebook is clearly the most visited social network in th
United States, with more than 150 million visitors daily. In addition, visitors speng
almost seven hours a month on the site, according to Ragan’s PR Daily, compared
_its nearest rivals Tumblr and Pirterest, where visitors spend only 1.5 hours a' month

on the job
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According to Nielsen reseérch, ahﬁoét 20 pér'cent of time spent online via persoﬁal
computer is.on Facebook. A profile of Facebook is given in Figure 13.3.
.. The popularity Facebook has been noted by advertising, marketing, and public re-

lations professionals. Advertising Age’s top 100 advertisets, for example, have Facebook
pages, and they see the site as an excellent opportunity to make “friends” in several ways.’

" A survey of executives by TNS Media Intelligence/Cymfony, for example, found that . -

-'marketing and public relations personnel believe networking sites are vital for (1) gain-
ing consumer insights, (2) building brand awareness, and (3) creating customer loyalty.
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’ Figurc 13.3 A Snapshot of Facebook in 2013

 Facebook in 2013

B 15 blilion active

users worldwide onto Facebook

Usersare I Photo uploads
53 percent female, kg are 300 mililon
47 percent male . " daily

A.75 billion
pieces of
content are
shared dally

50 percent of i8<2
year-olds go on
- Facebook when
-they wake up -

B Average time spent : ' 25-34 is the most
per Facebook visit - common age grow
is 20 minutes _ 7 ‘M onFB (30 perce'nt)_

L . .
Over 50 percent
of the population
_in North Amerlca
.~ use Facebook”

Accqmplishing these objectives, however, takes a great deal’

We use tools based on of thought and creativity because the public relations profession
must shape messages that are relevant and interesting to the compa

their strengths, and each - ny’s “friends.” This often requires techniques such as humor, short -

of the entries inthe social =~ video clips, music, contests, and audience participation.

A good example is Yoplait. It grew its Facebook “likes” by

media space offers its own . 800,000 in one year by decreasing the number of product promo
‘tions and hiring a social media manager known to its Facebook us-

- strengths and weaknesses, ers as “Yoplait Sara.” She became the personality of the brand by -

possibilities and limitations. - drawing on the aspects of her personal and family life in Minnesota
: and weaving in Yoplait references. She, for example, talked about

Shel Holtz, social media gury ey latest garden project that, of course, inchrdes nurturing seedling

atan IABCworkshop - plants in Yoplait containers. Yoplait also restructured the page by
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e'T'o'p".'l'i'(!')i'Orga:h'_f?atibﬁs_ with Facebook and Twitter Followers .

77 million
51 million -
42 million
39 million
35 million
33 million
31 million

“McDonald's 23 million
Snapty 22 million

- Wal-Mart 21 million
Source: Top-Business-Degrees.net and Ragan’s PR Daily News Feed.

hanging product-centered tabs with more consumer friendly topics such as “Feeling
ood,” “Looking Good,” and “photos.”
Coors has also expanded its traditional advertising and product publicity to em-
face social networking sites. One initiative on Facebook enabled visitors (those aged
least 21 years, of course) to send friends a “Code Blue” alert inviting them to meet
p for a Coors Light. They could even use Facebook maps to direct their buddies to
e nearest bar: Aaron, one of Coors’ almost 2,000 fans, gave the site five stars: “This
ppis epic. I used it to set up my birthday party and it was so easy to invite everyone.”
other example of an excellent Facebook page is Springfield Clinic, which is shown

Springfield Clinic in Illinois has a Facebook page that encourages consumers to
interact with the page. The clinic posts a new article every morning that deals with
such topics as the latest medical news, background information on current event in
the health industry, and new scientific studies. Tt was named the best Facebook page in

2012 by Ragan’s PR Daily. _ :

Twitter: Saying It in 144 Characters

Titter, a social networking and microblogging site launched in 2006, had about 300
million active users worldwide by its seventh birthday. It has grown rapidly if the
number of tweets sent daily is any indication; it was 50 million a day in 2010 but had
teached 400 million daily by 2013. In addition, about 85 percent of the world’s larg-
est corporations now have one or more Twitter accounts to issue micro news releases,
give updates of an evolving situation or crisis, pitch a journalist about a story, or to
offer discounts on goods and services.

Twitter is Web based, so its major advantage over texting is that posts are now
indexed by Google and readily available to anyone with Internet access. Twitter, as
it matures, is getting more robust. A tweet can now provide easy links to documents,

- websites, photos, and videos. In 2013, the site began to introduce new apps such as
Vine that allows a user to post a six-second video. McDonald’s, for example, used Vine
to promote its new menn item, Fish McBites. There is also convergence with mobile
apps. One creative use was Tweet-a-Beer at the Southwest by Southwest Interactive
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Sprlngf' eld Clinic

1,452 fkes + M talking abot i - - 820were hte -

Email Sigriup!.

@rost [ Phiste /Video

mrrte something...

' Spngfield i+
15hnur5 ago fé'.!

We iwish everyone a safe, healthy #emorial Day weekend! As
ahways, Prompt Care.at Matn Campus i apeén all waekend and
e binn b, 2281 .

RecentPosts Otfers o Spnngﬁe!d Cﬁmc

“Aspedal WW&DW to iy dector's 8LSC - Dri Davi.

Festival (SXSW), which enabled users to buy someone a beer via Twitter. The idea-
was the brainchild of Waggener Fdstrom, a pubhc relations firm that wanted to show

off its digital capabilities.

The following are some examples of how orgamzatlons and their public relations .

staffs use Tw1tter

® Qwest Communications, a telecomimunications conpany, uses @Talk ToQwest to
handle customer questions, concerns, and complamts

8 The Nuclear Energy Institate (NEI) used tweets to give 24/7 updates on the situ-
ation in Japan’s nuclear plants after the 2011 tsunami.

® Both the Israeli Defense Force and the Hamas military use tweets to communi-
cate their viewpoint to foreign government officials and the public. N '

#:The Phoenix Suns, as well as other professional teams, ‘uses team and player
tweets to update fans and build brand loyalty.
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Glue conducted a contest (#KrazyBigFix), asking users to submit photos
videos of how they used the product to repair something.

on-Marsteller writes promotional tweets on behalf of Kim Kardashian who
paid celebrity spokesperson for the frozen dessert firm, Millions of Milk-
kes. See the following Insights about Justin Bieber’s 37 million followers.

ny organizations (as well as individuals) expressed shock and sympathy via
itter after the act of terrorism at the Boston Marathon in 2013.

Jlic relations professionals who use Twitter, however, should be aware of some
guidelines. They include:

hink outside the box. Use Twitter to create ways to engage the public, make
¢ organization stand out, and bring awareness to the brand.

ell a story. An interesting story about a product is better than a pitch to buy
e product. Coca-Cola got massive re-tweets by just posting “When you open a
oke, 12,067 bubbles are born. Happy Birthday, bubbles!”

Avoid bulletin board syndrome. Don’t just post announcements and links. In-
stead, use Twitter to engage in a conversation with your followers,

PDon’t be a “twammer.” Limit the number of tweets that you post. Post only
important and relevant information.

on the job

349
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= Update on a daily basis. Although you should not 'posf excessive tweets, it jg 5 |

good idea to tweet about something once a day, It keeps your name in frong of
your followers.

& Use Twitter in a crisis. Twitter is an ideal form of communication when there
is a crisis or fast-breaking news. It is one of the first steps an organization shoulq
take to provide up-to-the-minute details—or reactions—to a crisis. See the hoy
on Spirit AeroSystems in Chapter 10.

@ Think twice before posting. An inappropriate tweet can cause major problemg
for you or an employer. A Ketchum executive, visiting client FedEx in Memphis,
tweeted, “I'm in one of those towns where 1 scratch my head and say, I woulq
die if T had to live here.” FedEx officials were not amused, and Ketchum had tq
quickly issue an apology to save the account.

LinkedIn: The Professional Network

"This social networking website primarily connects individuals in professional occupg-
tions. I't has about 200 million users from around the world, but about half of them
live in the United States. _

The site works on several levels. First, it allows individuals to connect with other
professionals in their occupational field or area of interest. There are also more than
1 million interest groups, including several hundred in the public relations field that
individuals can join to get information and exchange ideas.

On a second level, LinkedIn has become a major resource for finding a job and
advancing career opportunities. It’s a site where users post their profiles, their updated
résumés, and even recommendations from work colleagues and former emplovyers,
Users can search for a job in several ways. They can search by job position (e.g., ac-
count executive for a public relations firm), or they can also research the hundreds

. of organizations that have pages on LinkedIn to find out about the organization and
what jobs are currently available. LinkedIn also enables the individual to apply online

for the job. One note of caution: Employers often look at the user’s LinkedIn profile
and the submitted résumé to see if they match.

YouTube: King of Video Clips

YouTube is the second most popular search engine site after Google and gets more
than 4 billion views a day. According to data from Nielsen, more than 150 million
people watch online videos an average of four hours in a typical week. In terms of
sites, the Socially Aware Blog says that in a single month, YouTube averages 3 hours
compared to Hulu and Tudou with 2.5 hours, Of course, Netflix is the feature film
king with 10 hours monthly.

"The popularity of video is not lost on organizations who want to reach and influ-
ence audiences. David Murdico, writing in Ragan’s PR Daily (www.prdaily.com), cites
- some statistics from various sources: :

@ Videos have appeared in almost 70 percent of the top 100 search listings on
Google in 2012.

# Almost 180 million Americans watch 33 billion online content videos in an aver-
age month for an average of 17.4 hours per viewer.

@ More than 80 percent of companies use online video content in thejr marketing
programs.
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Vi _eo is iow 50 percent of all trafﬁc on smarl:phones

videos are posted by 1nd1v1duals but organizations. have also estabhshed :
w Tube channels and have upgraded their websites to include more video
art of their marketing. and public relations outreach. Research firms:such - -
en/N: etRatings have found that the 35 to'64 age group constitutes about 50 . -
uTube’s andience. Another large audience is coIlege students; research

5 percent of them regularly view videos online.
ut 48 hours of vidéo are uploaded to You'Tube every minute
so public relations professionials mist be creative think-
roduce engaging content. As Murdico writes, “Everyone is

video. You need to be making ads, promos, branded en-

inment, Web series, video blogs; funny viral videos, videos of

, your dog; your cat riding’ your dog——whatever style and '

it best reaches your customers.”
r and parody ‘are often used to attract viewers. H&R

example, used a fictional oddball character to talk about

ys of online tax preparatlon and spoof popular YouTube
“such as the precision treadmill routine team. Smirnoff
ied a new iced tea malt beverage on YouTube showing three

‘men in polo shirts at a yacht. ¢club rapping lines such as -

ght outta Cape Cod;we are keepin’ it real.” It worked be-

the parody of fashlonable whxte men rappmg is typxcal._ _

_ghhghted on page 352
On occasion, YouTube v1deo posted by

omposed a'wdeo song, Um ed Breaks Guitars!” :
an3 5 rmlho' i

Embrace onhne wdeo and

watch how creative, genume

and cool content becomes '

_mcredlbly viral. Words can
“carry the message just so far

but video is an opportunity
to showcase the product

| :whlle entertammg viewers.

Bnan Sohs and De:rdre Breakenndge,
: authors of Putting the Public Back
E : m _P bllc.ReIatlons
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serview video and an online virtual tour of each There were almost 500,000 views of Solar Decath-
ére posted to DOE’s YouTube channel and : lon’s YouTube channel.
bsite. B Views of photos on Flickr tripled to 500,000.

online newsroom was established, and a media B Many student teams buiit their own YouTube, Flickr,
de featuring tips for reporters on what to cover and blog sites to further increase public awareness
made available. of the competition and promote energy-efficient
anks to the extensive sacial media outreach, the housing. ' '
ecathlon achieved considerable visibility and Website traffic dur'ing the two-week event gener-.
ated 1.2 million page views.

ascebook users increased 289 to 7,700 percent, OR codes received almost 9,000 scans.
acebook referred 25,900 visits to Solardecathalon.gov.

“Twitter followers increased 588 to 5,300 percent.

is success garnered even more publicity when it became a smash hit on i Tunes, and
roll made guest appearances on every major television network. All this, of course,
ited a firestorm on social networks as hundreds of individuals also shared their un-
sfactory experiences with United.
In another incident, two bored employees of a Domino’s Pizza franchise in North
olina decided to post on YouTube a video of them making a truly obnoxious sand-
ch that violated all health standards. The video went viral, and it took some weeks
the company to restore its reputation for serving quality food.

lickr and Instagram: Sharing Photos

he popularity of YouTube has also led organizations to increase the use of photos
d infographics to attract and engage audiences. A study by HubSpot, for example,
und that 300 million photos were being uploaded on Facebook every day in early

013, a 20 percent increase over the previous year. The study also found that photo

osts attracted 104 percent more comments than the average post.

- Studies indicate that 65 percent of Americans are visual learners, so public
relations professionals are increasingly using visuals to communicate key mes-
sages. As Scott Signore, CEO of Matter Communications, writes in O’Dwyer’s
Report, “Visual storytelling helps clients tell their story better, and in turn do better
business.” The two major photo-sharing sites are Flickr and Instagram, which are

described here.

Flicke. If YouTube is the king of video, Flickr is the queen of photo sharing by virtue

- of its age and inventory of photos. The site was launched in 2004 and acquired by
Yahoo a year later. It hosts about 6 billion photos and has more than 50 million reg-
istered users, according to Wikipedia. For smartphone users, there’s even an official
Flickr app.

Ann Smarty, writing in the Ragan Report, says, “It is a place for people to show
off their work, and it’s probably the most popular photo site on the Web. It has
plenty of professional portfolios, amateur albums, and even a Creative Commons
item you can use freely for personal or commercial purposes—with proper credit,
of course.” In other words, public relations professionals use Flickr in two ways:
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first, to find photos and even video clips they can use on an employer’s

and social network pages, and second, to make photos available. for poss

by other bloggers and individuals who post photos on their sites. Organi

may also post photos in more than 60 user groups that help gain visib
the organization.

' Brands of all f| avors see Flickr discourages photos that are too commercml i
- _ _ of displaying a product or service, but there are mor
higher engagement with ways for organizations to use Flickr. The Monterey Aqu

L “example, encourages the posting of photos taken b
their custo mers when they the facility. It even sponsored a photo contest in conne
dep! oy visu al content across World Ocean Day. The aquarium’s public relations staff

- : itor blogs, and if someone posts a good photo from an ¢
their ma rketing disciplines, ask the individual to also post it on the Flickr site. Ken
] X  communications director, told Regen.com, “We've let sof
. from social and public rela- know that we’re interested in using their photos on the
. : Web site or in other vehicles. That creates great word’
tions, to website content since the photographer will likely tell his or her frien.

and even static materials like  the aquarium Web site—or Flickr group—and see th
o display.” o

annual reports.

Scott Signore, CEO of Matter
Communications

Instagram  If Flickr is the father of photo-shating si
“bitious son is Instagram that was launched in 2010. A
Facebook in 2012, it rapidly grew to more than 100+
: tered users the following year.

The primary selling point is that it enables users to take p1c1:ures on't
phones, apply digital filters to them, and then share them on a variety of
works such as Facebook or Tiwitrer. In fact, one survey by A/ Things. D
smartphone users were spending more time on Instagram than on Tiwitté:
“This is indicative of a broader shift toward visual content in digital space:

.. From a.public relations standpoint, various brands are opening acc
photos, videos, and infographics that can be easily accessed by the pub
phones tablets, and regular PCs. Although Instagram started out as a m
tion, it has also added web-based proﬁles expanding the service to the’

- ‘'Web. The top brands on the site in early 2013 were M'TV (1.14 millic
- Starbuclks (1.1 million followers), and Nike (880,000 followers). Accord:
Delo, writing in Advertising Age, brands are “. . . intrigued by the prosp
a place to showcase their content in one place and possibly to dlrect us
other media.”

| Pmterest _
A close cousin of Flickr and Instagram is Pmterest Itsa photo—sharm
in 2010, for both companies and individuals, but also includes a wider

- tent such as infographics and even recipes that can be easily “pmned” b
their websites, blogs, and social media proﬁles

‘The travel, fashion, and food industries in particular have ample ¢

visual content, but a number of organizations now use Pinterest bec
mtegrated with social networking sites such as Facebook and Titte
various topic boards and brand pages.can be easily accessed via a Pint
able on LPhones and Android dewces » ‘
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Pinterest is a place for
people to share photos,
bookmark images, com-
ment on posts and generate
conversation around a visual
centerpiece.

e following are some examples of how organizations are

:hion designer Oscar de la Renta “live-pinned” photographs
put a bridal show, which was re-pinned by hundreds of fans.
ole Foods created several Pinterest boards with such topics
irban farming and do-it-yourself projects using household
ns. The grocery store chain has also posted recipes that have
ven traffic to its website, WholeFoodsMarket.com.
The Natonal Wildlife Association has more than 20 boards on
interest, including its “Shop NWE,” “#Squirrels4Good,” and
“Wild Crafts & Recipes.” See the following NWF page.
eauty product line Elizabeth Arden supported its longtime charity partner Look
od Feel Better through a campaign, Pin It to Give It, in which each “re-pin”
enerated one product donation to cancer patients.

Amy Jacques, writing in PR Tactics

he following are some tips for public relations specialists using Pinterest:

se only high-quality photos that are creative and interesting because the site is
‘all about “eye candy.”
‘Write short 20-word descriptions of the photo or infographic because they are
‘the most re-pinnable.
‘Data and survey statistics should be made highly visual through the use of color-
ful, well-designed infographics.

The National Wildlife Federation (NWF) has a number of boards on Pinterest that display high-quality photos and
illustrations. Such beards are a virtual store front for the organization. In addition, NWF photos can be found on topic

boards such as "wild animals’
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# Publish your Pinterest activity on the organization’s Facebook timeline.

® Tiveet your pins to draw Twitter users to your profile.

& Add Pinterest “follow” buttons to the organization’s blogs and websites,
Pinterest, by early 2013, had about 50 million registered users and continued

show major growth. The site is particularly popular with women; the company s
about 85 percent of its users worldwide in 2012 were women.

| / The Rising Tide of Mobile-Enabled Content

global basis, resear
firm Strategy Analytics reports there is now 1 billion smartphone users, or one o
of every seven people in the world. And the firm projects that another billion will
using smartphones by 2015. : ' ' '

In sum, access to the world of information and social interaction is rapidly b
coming available in everyone’ pocket. Indeed, the IT'U reported in 2013 that mobil
penetration around the world has reached almost 100 percent. There are 6.8 bi
subscribers among the world’s 7.1 billion population, a number achieved in par
many people and organizations having multple accounts. '

In the United States, ComScore reparts that there are almost 135 million sm 1
phone users, or about 45 percent of the population, but the percentage will increase t
70 percent by 2017. Indeed, smartphones are already petvasive in most people’s live
A study by IDC Research revealed some the following findings:

® Smartphone users, agéd 18 to 44, spend more than two hours daily communi
ing and using social media on their devices.

® Four out of five check their smartphones within 15 minutes of waking up.

- m Eighty percent of users have their phone on or near them for all but two hout
their wakingday. . 0 L0 e

We're real lyinaconnected =~ = Such findings amplify the point that millions of consim
] (and journalists) now use their smartphones and tablets as. th
world. Our smartphone 15 primary sotircé ‘of news and information. In one Pew Reseat:
: . . Center study, more than 60 percent of U.S. respondents gt ne
not only the first thing we from their phones weekly; 36 percent get news from their pho
turn to the morning, but the = daily: This means that public relations specialists need to mas
. L the art of crafting mobile-friendly content in order to effective
last thing we check at mght reach consumers and other audiences. It has been already n
. o - mrmien. | Uhat organizations have already discovered the value of using va
Mar'y Gorges, cr E_'an ve F_"_’”’."””’C“' ous sofial media networks to ze'ach the rising tide of smartig)hb?
tions manager q_t Cisco Sy stems, users, but websites, news releases, and other materials must alé
writing in the Ragan Report. . optimized for viewing on mobile devices.
' : As Professor Gary Kebbel of the University of Nebrask
Lincoln notes, “You don’t create a niiobile site by building a website and accessing
from your phone. You lose audience if yourstory, photo, or video is written and pr
' duced for the Web, and viewed on a phone.” In other words, the standard website d
signed for viewing on a PC screen needs to be supplemented by a mobile version th:
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ind contains only the information that a person on the go would like
ach is also.applicable to-news  releases. McCormick & Company, for
‘nicws releases and recipes for standard Web: dlstnbunon but. also. '
m into short, narrow columns that fita smartphone sereen. - :
ions are also actively producing apps and using QR codes spec1ﬁcally
martphones and tablets, wluch will be discussed next. =~ - .

oprps L i .
d.days, the basic: cell phoie was a relatwely s1mp1e dewce Ir. enabled ' '
their friends from practically any location or even. to send them 2 text
ay’s smartphone is less of a telephone than'a small computer that allow
whload videos, surf the Internet at will, receive e-mails, post comments
‘receive an extensive array of mobile-enabled content. In othér nations,
s are being used as virtaal credit cards to pay bills and withdtaw cash,
tore a person’s medical records, and even as a form of- money that aIIows
a purchase by waving the- phone over a scanner. - '
g-all this happen dre various computer applications, which are now just
Tn fict, research by thé analytics firm Flurry found that U.S. consumers
d an average of 2 hours and 38 minutes per day on smartphones and tablets,
nt of that time is spent using various apps. Given the results, Flurry titled
‘Tepor “It’s-an App World: The Web Just Lives in It.” According to the
10 mmiost popular apps categones on smartphones are in descendmg order:

he number of apps keeps. muluplymg In mld 2013, there were , about 700,000
ailable for. downloading at each of the Apple stores and ‘Google Android stores.
: éstimate says that about 40 billion apps are downloaded worldwide every year. S ] —
reasingly, public rélations professionals are using apps to reach. audiences and pro- - S :
e information that they can use. In general, the best app advances a brand by pro-
"g.useful objective information without being too commercial, A good example
s Food Assistant app that provides a variety of recipes that, of course, mclude
ft products. The:app is.available on iPhiofi€, Android tablets, and Kindle Fire:
An.app, as in the case of Kraft, must reinforce the brand in'terms of mforrmng
nitertaining its key customers, Akron Children’s Hospital, for example, created an -
ed “Care4Kids,” which helped parents find locations, contact the hospital, and
essential care tips for theit children. Kendall ]ackson winery, on the other hand,
eded to expand its market to the 25 to 40 age group so'it developeda mobile app,
<] Recommends” that paired wines—not necessarily with food—but with mood
cial situations, and éven the color of the table setting. - :
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ocial media are often used to
reach specific audiences. An
Adidas campaign was focused
on female teenagers around the
world, and Singapore wanted to in-
crease the number of Chinese visitors.

Adidas

Adidas, the maker of running shoes
and other athletic gear, launched an
effort to get young women around
the world engaged with the brand
by having them share their athletic
pursuits with each other. The central
hub was www.adidas.com/mygirls
that also provided linkage to Twitter
and Instagram, The website provided
Adidas-themed news, information
about products, style trends, and how
to get involved in community events.

on the job

A MULTICULTURAL WORLD

On a more entertaining side, the pet food manufacturer, Friskies, offered 5 &
App” in which users could use cat templates and insert their own facial photo g
themselves in cat form. Friskies also offers a variety of apps for cats and hug;
incleding a game, “You vs. Cat.” See the box below about how Singapore create
iPhone app for Chinese tourists.

When creating an app for your organization, remember the following tips:

Make sure the app is simple to use, meets the needs of consumers, and is orig
@ Provide content that empowers the user to interact with the app.
Publicize the app through social networking and mainstream media.

Quick response codes, known as QR codes, are two-dimensional matrix bar cola
that serve as URLS to connect mobile users with an organization’s website and
number of apps. The idea is that the consumer or a journalist can easily access ad
tional information in the form of articles, videos, and photos about an organization
product, or even an event.

The ability to readily access and download information is particularly attractiy
to journalists who are often out of the office. Consequently, media relations special
ists often embed QR codes in flyers, media kits, annual reports, brochures, and new,

Adidas, Singapore-Carhpaigns Tap Social Media

There was also a series of videos at
the MyGirls.Adidas.com site in which
girls of various nations talked about
the challenge of athletic trainfng and
dealing with local social taboos. One
video, for example, was about a team
of female boxers in Amman, Jordan,
One boxer said, “| don't care if it's for
boys or for girls.’

Singapore

Chinese tourists were the focus of
the Singapore Tourism Board (STB)
in an effort to engage them via so-
cial media. The major tactic was to
encourage potential Chinese tour-
ists to interact with Singapore's of-
ficial ambassador Stephanie Sun on

China's equivatent of Twitter, Sina -

Weibo.

MSL Group, the STB’s pubiic rela- .
tions firm, made the campaign in-
teractive by asking users to design
their own travel plans and upload
Singapore shopping experiences and
travelogues to www.yoursingapore
.com. This tactic was so successful
that an iPhone app was created to
showcase user-generated contentin
the form of a trave! guidebook.

The campaign, in part, helped
generate a record-breaking 1.1 mil-
lion Chinese tourists to Singapore in
a single year. Singapore's social me-
dia fans increased to almost 190,000,
and almost 100 articles and features
were published or broadcast about
Singapore as an attractive destina-
tion for tourists instead of just being
a stop-over city.
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QR Codes: Rich Content a Scan Away

releases, and even pitch to journalists via a tweet or an &-mal. By scanning a QR code
on a mobile-enabled device, both journalists and consumers can access a variety of
content, including videos, photos, and additional background information.

QR codes can be used in a variety of ways, and some organizations are quite in-
novative in their use. The Sandy Springs (Georgia) fire department, for example, con-
ducted a campaign to get more citizens trained in CPR so it embedded a QR code on
business cards that were given out at meetings, school visits, and other speaking en-
gagements. The QR code enabled individuals to access video and guidelines on how
to recognize and treat sudden cardiac arrest. Deputy Fire Chief Dennis Ham told
Ragan.com, “We've leveraged that technology to educate 10,000 people in Sandy
Springs in CPR.”

- The city of Cupertino (California) has even placed QR codes on the trees in its
parks so visitors, using an Apple app, can get information about the name and back-
ground of a particular tree. And the Sonoma County Transit Authority (California)
has a large QR sign outside the local airport so travelers can check Jocal bus schedules.
In another application, Heinz Ketchup put QR codes on its bottles to promote the
Wounded Wartior Project. For each scan that prompts a user to send a thank you
note to military service personnel, Heinz donates $1 to Wounded Warrior. In this
way, more than $200,000 was raised. '

Magazine ads and articles also have embedded QR codes so readers can easily
access information and visual content. QR codes played a major role, for example, in
a Gillette campaign for a new razor designed to remove hair from all parts of a man’s




Part 4  Tactics
body. The ad, of curse, featured model Kate Upton in a swim suit Sitting on a beggl,
lounge chair with the caption, “How does Kate Upton like her man’s body styledp»
In the thought bubble was a QR code that took the reader to a short video of Upton
answering such questions as “How important is it for a guy to groom down there)»
She answers “very important.”

Texting: Not Sexy but Pervasive

A new breed of apps such as WhatsApp or Kik is gaining popularity as new messaging
systems, but SMS, like e-mail, is still an effective public relations strategy.
Nonprofits, in particular, have effectively used text messaging for providing in-
formation and fund-raising. Lifeline, a British nonprofit that provides drug and a].
cohol services, sends a weekly inspirational quote via text message that has helped
o the agency maintain regular contact with its clients. A texting program also raised
I millions for Haiti carthquake relief by enabling Americans to dial 90999 and auto-
matically donate $10 to the Red Cross that was hilled to their cell phone accounts,

Other health agencies, such as Planned Parenthood, have successfully used SMS to
communicate one-on-one with teenagers who text questions relating to sexual health,
| Summary
. The Internet: Pervasive in Our Lives The Tsunami of Social Media
| # The worldwide adoption of the Internet and the World # Social media provides public relations professionals
Wide Web has taken less time than the adoption of any * with the opportunity to participate in social network-
i other mass medium in history. ing sites 1o get feedback and build relationships.
: # The Internet is the first major revolution in communi- Facebook is the largest social network in the warlg
cation since the invention of the printing press. with more than 1 billion users.
_‘ + The Internet has democratized information in the re- # Flickr and Instagram are photo-sharing sites, with a
.y spect that nearly anyene can now send and receive large number of users,
| . . . . .
. vast amounts of information without journalists or Pinterest allows individuals and organizations to "pin”
| editors serving as gatekeepers and mediators of that photos and other infographics that can be “re-pinned”
| content. by consumers on their own social media sites,
it The success of YouTube and other sites such as Ins-
World Wide Weh ' : uch as

The

The new media, including the Web, have unique char-
acteristics. These include (1) easy updating of material,
(2} instant distribution of information, (3) an infinite
amount of space for information, and (4) the ability to
interact with the audience.

# A website is the organization’s digital front door; it

must be weill designed.

Webcasts are now used for news conferences, briefing
financfal analysts, and training employees.

Podcasts, readily available on mabile-enabled devices,
can be either audio or video.

Blogs are used by organizations, employees, and
others to provide information and opinion in a more
informal way.

tagram shows the strong trend toward highly visual
content on the Internet.

The Rising Tide of Mobile-Enahled Content

[

% Smartphones and mobile-enabled tablets are now the

mafor devices for accessing the Internet and the social
media networks.

It is estimated that 2 billion people in the world will
have smartphones by 2017.

Individuals using smartphones spend most of
their time accessing various apps such as e-mail or
Facebeok.

QR codes can be used in a variety of ways to allow
mobile-enabled users to access more information and
visual content about an organization or a product,




Chapter 13 The Internet and Social Media

O.U eStl 0 nS For Rewew and Dlscussmn

| In what ways has the Internet completely revolution-
ized a medla system that goes back to Gutenberg in

“the 1400s?

What are sofe statistics that show how pervaswe the
Internet has become In todays giobal society? '

'What are some characteristics of the Web that make it -
' possible for public relations people to do a better jOb :

of d!stnbutmg information?-
Whyis it important for an orgamzatlon to have a

website?

. One example of Web |nteract|\r|ty is the “pull” and
“push” concepts, What's the difference between the

two terms7

. What's the dlfference between a podcast and a
webcast? - :

. What's the dlfference between an organizatlon s web-
site and a blog written by the CEO or an employee?

. How cah an organlzatlon use Facebook as part ofits
public relatlons 5trategy7

9. What's the dlfference between textmg a message and -
. sending a tweet? .
10. . Linkedin is the social network for Fndmg ajob-and

- making professmnal contacts. Find three jobs on the -
site that interests you.

. Organizations now have thEIT own YouTube channels;

. Visit three sites and write a. critique of what you found

in terms of content. What grade would you give the
channel?

. What-are the major dtfferences between Instagram .
and Pinterest? Which site do you think would have the
best value in a public relations campalgn for a cookie
company? -

. Apps are designed for use on smartphones and mo-

“bile-enabled dewces What kind of app would you de-
velop for the cookle company?

What is a QR code? Give an, example of how you would o

use oneina pubilc relations campaign.
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