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There are few organisations left
that need to be convinced that
social media is having a profound
impact on consumer, political and
business communications around
the world. 

We have witnessed its power being
deployed in the US presidential elections,
in grass roots campaigns launching,
supporting and changing mainstream
brands and a wide variety of business
leaders are blogging and tweeting to
ever increasing followers.

It's true to sa y that the phenomenal
growth of social media techniques and
technologies present a wealth of
opportunities for brands to engage
directly with consumers in fresh ways
and monitor perceptions of their brands
minute by minute and to change tactics
quickly and almost effortlessly in
response to their observations. 

However, while many communicators see
the general impact, there are still many
who haven't yet actively engaged social
media for their own or ganisations.
Perhaps because it's too early,
management aren't ready, it's too
expensive, or they simply don't know
where to start.

It is a complex world, wi th new channels
emerging and some old channels fading
in popularity on an almost daily basis.
But too often "digi tal" is presented as
the silver bullet and there is a real risk
that communicators thr ow the 'baby out
with the bath water'. Used in isolation or
as the only tool f or a given audience, a
digital campaign will probably not
succeed.

The basics - old school PR even - must
be core to what y ou do: understand your
audience, know how they are influenced
and what is motivating them and be
clear about what you tell them. A
consumer reading overly enthusiastic
content on social media websites,
planted as part of "astr o-turfing" -  a
campaign designed to create the
impression of being spontaneous,
popular "grassroots" behaviour - wi ll
smell a rat just as quickly as a sharp
journalist will see through poorly crafted
messages in a briefing or press release.

“...gr owth of social media techniques &
technologies present a wealth of
opportunities for brands to engage
directly with consumers.”
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Traditional PR, with media relations at its
heart, sti ll has an incredibly important
role to play in setting agendas,
addressing perceptions and driving
conversation. What is critical is that the
focus remains the story and not the
communications channel. Channels are
important, of course, to ensur e that you
can reach your audience and a mix of
channels needs to be deployed to most
effectively reach your target audience
with your story.

Digital is an important platf orm that
should be used in a complementary way
to ensure that the story is a vailable to be
discovered, shared and even retold by
the target audiences.  

It's what we at W eber Shandwick call
Inline Communications - a strategy that
is planned and executed in such a way
that an organisation's story is told
simultaneously and seamlessly through
digital and tr aditional channels. 

So what role does social
media play in the lives and
minds of consumers?

In these chastened times, the internet
plays a growing role in influencing
choice. One of the key challenges facing
consumer brands, in particular, is that
consumers grappling with the r ecession
are investing more time in r esearching
products and services prior to purchase.
To offer brands a better understanding
of this tr end, Weber Shandwick recently
commissioned research to determine
which media channels help consumers
make their purchase decisions,
something we refer to as an Inline
Profile. 

We asked almost 5,000 over-18s across
the major mark ets in Europe which
sources of information were most
important to them when they wer e
making a purchasing decision. The
results were extraordinary. Online
recommendations were by far the most
influential channel at 26%. Our old
favourite, the personal recommendation
from friends and family, came second
with 20%. 

However, traditional media also has its
place with magazines and newspapers
(12%) and TV or r adio programmes
(11%) sti ll key influencers - collectively
almost as many as the internet i tself.
Away from media channels, company
websites are seen as most influential by
11% of r espondents while shop staff
were named by 10%.

What is critical is that the f ocus remains
the story and not the communications
channel.
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The role of non-digital influences here by
no means implies that having a positive
presence online is an option for brands -
it's not. But, i t is also not necessarily the
way to every consumer's heart.  Yes,
anonymous cyber-buddies are continuing
to become more persuasive. However,
although tr aditional media are often, but
not always, fully trusted by consumers, it
would be a flawed strategy in the long
run to ignor e its sustained importance.

So what is the role of social
media in PR campaigns?  

First, we need to consider a dramatic
shift in our appr eciation of what
marketing might be.  I ndeed, it may be
that we need to mo ve away from an
isolationist view of the communications
landscape.  Social media shouldn't
necessarily be ring-fenced, for example;
at Weber Shandwick we believe that al l
digital media are social and that all
marketing communications from

organisations will be consumed by
consumers without them dr awing any
conscious distinctions between media
type, content t ype or whether the
placement was paid-for or 'earned'.
While they are consumed with
distinction, trust and influence v ary - but
not necessarily by source but by the
message and story portrayed.

So secondly, we must create carefully
conceived content that r esonates with
particular communities.  We need to
craft and deliver credible and interesting
stories that are truly compelling to our
audiences, so that they are driven to
share - or narrate - your story wi thin
their communities on your behalf.  Then
we can create and drive advocacy.  

We must also bear in mind that car efully
created content doesn't necessarily have
to be content in the tr aditional sense of
the word.  Content in this instance could
just be presence: an individual providing
one half of a potential con versation.
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Finally, we must or ganise internally to
maximise the effectiveness of any social
media activity.  Digital communications
are a grey area when it comes to
mapping responsibilities according to
traditional marketing groups; social
media particularly so.  Tight and detai led
internal guidelines and procedures are
required to ensure social media
communications are not duplicated or
programme elements are undertaken
somewhere in the world that doesn't
match the overarching message or
strategy.  These frameworks do not have
to be restrictive, but rather should be
watertight and simple enough f or
everyone using them to be clear as to
their role and scope.

Based on our experience in creating and
managing social media programmes for
clients, the cri tical success factor for any
social media marketing activity is for it to
be REAL.  If it seems or feels
inauthentic, i t wi ll fail.  

Success in the social media environment
isn't about buying digi tal real estate and
using it to shout about how gr eat your
products and services are.

The guiding principles for any
organisation venturing into social media
are as follows:

• Be active
• Be everywhere
• Be nice

So what does that mean, in r eal
terms?

By 'be active' we mean you must
participate in genuine conversations.
You cannot throw money at social media
marketing and expect it to work.  The
traditional notions of communications
planning and deployment are
comparatively pre-historic when looked
at in the context of the social media
environment.  I n order to truly gain
momentum and begin shifting
perceptions, it isn't enough to 'adv ertise'
what you do or what y ou think.  Rather,
it is essential to be you.  Do, don't say.

To ‘be everywhere’ means exactly what i t
says.  If y our organisation is going to
convince its target audience that i t is
what i t purports to be, i t must do so
everywhere online where your audiences
may be looking.  It's no good being
supportive in your actions if you're not
supporting in the right place.  It isn't
surprising to see your organisation highly
active on your own web site.  Being
active everywhere means you are giving
itself the best opportuni ty to provide
constant, contextual, responsive and
valuable content within each and every
available community.

www.durrants.co.uk
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“...the cri tical success factor for any
social media marketing activity is for it
to be REAL”



Finally, 'be nice'.  This tel ls us how we
should act while we are active,
everywhere.  While it sounds tri te, those
businesses that adopt the attributes of
niceness when communicating online can
only succeed.  A few months ago James
Warren, our chief creative officer, digital
wrote on his blog: : "…if you're generous
with your time, are courteous, listen,
don't interrupt, help people achieve what
they want to achieve and make people
smile - in short, if you're nice - then
people will want to hang out with you
and they'll want to introduce you to their
mates."

Any organisation that demonstrates the
core attributes of personal niceness
online - those that run onl ine campaigns
that are inclusive, non-judgemental,
even-handed, polite, respectful,
courteous, humourous, empowering,
supportive, interesting and engaging -
will be infini tely better placed to succeed
than an organisation that doesn't.  After
all, it's not not cal led antisocial media for
nothing.

So once you have engaged online,
been active, visible and nice…what
next?

The case for traditional media monitoring
and measurement is a given for most
organisations - both for general
awareness of coverage as well as formal
evaluation of a campaign and its impact.
Evaluation in general is still a major
challenge for many organisations, given
that in many cases audiences are not
defined, targets are not set in advance
and top tier media coverage is given
higher value over more audience-focused
reach. A creeping return of AVE sends
shivers down the spines of many PR
professionals - it's a useful indicator, but
not a core metric.....but i t's easy for
many people to get their heads around.

But of course the world of social media
doesn't lend itself to an AVE calculation
and is much more aligned with audience
reach. And the power of web analytics
tools allows you to measure activity,
reading time, reach, time of visit,
location and far beyond. 

Currently, social media monitoring f or
many is centred on Google web alerts
which is incomplete and only skims the
surface - a litt le like monitoring
traditional media by only reviewing the
right hand page of publ ications from one
shelf in the newsagents
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"…if you're generous with your time, are
courteous, listen, don't interrupt, help people
achieve what they want to achieve and make
people smile - in short, if you're nice - then
people will want to hang out with you and they'll
want to introduce you to their mates."

James Warren, Chief Creative Officer - Digital, Weber
Shandwick



There are two main issues around social
media monitoring: how to moni tor and
how to al ign that wi th tr aditional
monitoring and evaluation.

In terms of how to moni tor, the
landscape obviously includes blogs,
social media, Twitter, video sharing sites
among others. What is critical for any
type of monitoring tool is not just to tel l
you who is saying what, but to tel l you
who are the influential commentators
and the reach they have - who is
listening, reading and watching. The
nature and sentiment of the commentary
is also critical for evaluation - positive is
obviously the desired goal, but t ypically
we also want to see review, analysis and
opinions being formed... Advocacy
ideally.

And not just in English of course. The
beauty of the social media world is that
participants in social media are quite
happy to take what they r ead, interpret
and analyse - in their own language.

If y ou are running a multi-market
campaign, then social media is a great
way to get deeper penetr ation into those
markets. So monitoring across languages
becomes important although that comes
at a price. Automated tr anslations are
one way, but true moni toring and
evaluation requires analysis and
interpretation. 
Any evaluation needs to look at insights
generated, volume analysis,
conversation/influencer analysis,
benchmarking against competitors and
breakdowns across types of social media,
market and language.

And do something with the r esults of
your analysis: adapt the story, refresh it,
expand it, change the spokespeople,
evaluate the mix of channels, the
influence of traditional media or the
extent of your social media engagement. 

In today's conversation culture, brands
that f ail to engage with consumers are
seen as tired and unresponsive. PR must
not be underestimated as a vital weapon
in the engagement armoury. Its abi lity to
joust, argue and build advocacy is
unsurpassed. Whether you believe we
are seeing the green shoots of recovery,
or that the worst of the r ecession is still
to come, brands with a great story to
tell, across a variety of channels, will
always emerge the stronger.
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There are two main issues around social
media monitoring: how to moni tor and
how to al ign that wi th tr aditional
monitoring and evaluation.
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Conclusion
The growth of social media techniques and technologies present a wealth of
opportunities for brands to engage directly with consumers.  Traditional PR, with
media relations at its heart, sti ll has an incredibly important r ole to play in setting
agendas, addressing perceptions and driving conversation.

In tackling the opportuni ties presented by social media it is important that the
focus remains on the story and not the channel.  Successful organisations and
brands will be those that seek to integr ate their message: seamlessly driving their
message through digital and tr aditional media.  

Key to knowing that y ou are succeeding in your objectives is the ability to
effectively monitor and evaluate your organisation's social media coverage.  In
addition, al igning and benchmarking social media coverage against monitoring and
evaluation of tr aditional media is imperative.  More important ly, social media
monitoring and evaluation shouldn't just tel l you where you are being mentioned
but identi fy who is saying what, the influential commentators, the sentiment of
coverage and how your organisation and brand is considered against your
competitors.
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Durrants 

Durrants has been providing an
invaluable service to communications
and PR specialists for over 125 years.
Having pioneered the industry, we
continue to lead the market thr ough
product innovation and customer service
and, as a result, we r emain the
industry's preferred supplier.

Combining technology with the expertise
of in-house editorial, analysis and
account management teams, we help
organisations across all sectors of the UK
economy including FTSE 250 companies,
private companies, government
departments, charities and PR agencies
to better manage their and their cl ients’
reputations.

Durrants recent acquisition of Metrica, a
global leader in media analysis, cements
Durrants position as market leader in
providing media intelligence services to
the communications industry.  

Social Media

The impact of social media is continuing
to grow.  Two thirds of internet users
now visit social networks* and 7 out of
10 consumers trust opinions posted
online**. This shi ft in communication
channels and trust in consumer
generated content is changing the
dynamics of the PR industry.

Understanding and influencing the social
media conversation is now critical to the
successful management of your
corporate reputation.

Durrants Social Media allows you to
understand what consumers are saying
about your company enabling you to
engage, inspire and influence those
conversations.

www.durrants.co.uk

Durrants is the market leading provider
of global media information services
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* Nielsen White paper: Global Faces and Networked Places March 2009
** Nielsen Whi te paper: Trust, Value and Engagement in Advertising July 2009



Our Award Winning Social
Media Solution

Durrants Social Media is the most
effective solution available offering a
combination of automated moni toring,
human analysis and authored reporting.
The value of this solution is
demonstrated by Durrants recent success
at the evaluation industry’s annual AMEC
awards.  Durrants won two gold awards
including “Best Use of Social Media
Measurement”.

The content is monitored from the
complete spectrum of social media
sources including: 

• Blogs

• Message boards/Forums 

• Video/photo sharing website 

• (such as Flickr and YouTube) 

• Microblogs (such as Twitter) 

• Social networks (such as 

• Facebook and MySpace) 

All of this coverage is aggregated into
one portal and presented through a
fully customisable dashboard. 

Durrants Social Media dashboard
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Dynamic charts display your latest
coverage by volume, media type, share
of voice and the top 20 most
influencial sources.  Continuously
updated, Durrants Social Media enables
you to moni tor the f ull extent of social
media conversations taking place about
your organisation and brand.

Our expert analysts evaluate your most
important social media sites to
distinguish significant conversations
from the "noise".  Your coverage is
analysed to identify key messages,
favourability and topics around which
online discussion is clustering.  This

analysis is supported by authored 
monthly reports to put ev erything into
context and explain what is r eally
going on.

The easy-to-use portal gives you direct
access to specific coverage.  Each
individual post is presented with
headline, social media source, date of
post and a lead-in summary to al low
you to quickly review coverage to
decide its relevance.

Extensive filtering options enable you
to sort content b y keywords, campaign
and preferred date range.

Durrants Social Media dashboard
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Example pages from
Durrants Social Media
monthly report

Stay on top of what consumers r eally think about y our organisation,
contact Durrants at:
sales@durrants.co.uk
+44 (0)20 7674 0200

www.durrants.co.uk
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Durrants Social Media Service

• Comprehensive coverage of millions of social media sites
• Customisable to suit your business objectives
• Relevant to your needs with a combination of technology and human r eview
• Invaluable insight into the most influential con versations about your brand


