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Social Media Use in

PUBLIC RELATIONS

large proportion of public relations

and corporate communication
practitioners claim to be primarily
responsible for social media in organi-
sations, according to a recent research
on social media use. The findings show
that in Australasia, 57.9% of PR and
corporate communication practitioners
say they take the lead in advising on,
planning, and managing social mediain
their organisations, compared with just
14% who say marketing staff perform
these roles.

This finding, however, is not in line with
that of an earlier research which shows
that a higher proportion of social media
programmes are managed by market-
ing (41% by marketing and 30% by
corporate communications).

The research shows that the types of
social media most used in Austral-
asia are highly consistent with those
in the US and Europe. The social me-
dia used are social networks (72.9%);
microblogging (55.2%); video sharing
(51.1%); blogs (47.5%); photo sharing
(28.5%); and wikis (20.4%). A much
smaller number use podcasting and
only a very small proportion use virtual
worlds or vodcasting.

(72.9 %)

(55.2 %)
(51.1 %)

(47.5 %)
(23.5 %)
social ne_tworks . (20.4 %)
microblogging
video sharing
S

blog
photo sharing
wikis

Conducted between February and
August 2011, the research is part of
a global study undertaken in Europe,
the US, and Asia Pacific. In the US, the
research is coordinated by Professor
Donald Wright from Boston University;
and in Asia, it is coordinated by
Professor Jim Macnamara from the
University of Technology Sydney.

Social Media has been high on the
agenda of many PR and communi-
cations practitioners in recent years.
The huge “population” engaged in
social media and the growing influence
of the media have become just too big
to ignore. The latest figures released
by Facebook show that their active
users have reached 800 million. Among
them, more than 350 million access the
social network through their mobile
devices.

Hong Kong Public Relations Profession-
als’ Association (PRPA) has supported
the research in view of the increasing
significance of social media and the
need for quantitative and qualitative
research on the subject. Apart from our
members, the research also collected
data through online survey from
members of the Public Relations
Institute of Australia (PRIA), the Public
Relations Institute of New Zealand
(PRINZ), the Institute of Public Relations
of Singapore (IPRS), and the Interna-
tional Association of Business Commu-
nicators (IABC) in Australia. There were
also in-depth interviews with social
media specialists in Australia, Singa-
pore, Hong Kong and in regional roles.

Social Media Governance
in Organisations

The findings also show that almost half
(46.7%) of the organisations do not
monitor ~ social  media  regularly.
More than 38.4% monitor only
in an ad hoc or occasional way

and 8.3%
media at all. A further 8% monitor only
specific issues. This is broadly similar
to the European finding.

do not monitor social

The research finds that more than
65 % of private and public sector
organisations have no specific
policies or guidelines in relation to
social media use by employees.

More than half the organisations
surveyed (51.5%) allow only a few
approved individuals to comment
about the organisation and work-re-
lated issues in social media (e.g.
organisation bloggers). A further 10.9%
authorise only specialist social/digital
media consultants to comment and
6.9% of organisations allow only senior
management to comment in social me-
dia on behalf of the organisation.

The findings also show that Singapor-
ean and Hong Kong organisations
are stricter in guiding or controlling
employees’ social media use, while
Australian and New Zealand organisa-
tions are more liberal.

The lack of social media governance,
as noted by Professor Mcnamara in the
research report, exposes organisations
to significant risks, including acciden-



tal or intentional release of confidential
information or trade secrets, public
embarrassment through employees
commenting inappropriately
online or engaging with
inappropriate content. Some
may even lead to legal actions
for defamation or damages.

Social media governance as noted
in the research report may comprise
the following:

m  Social media guidelines for com-
municating in blogs, Twitter, etc;

B Tools for monitoring stakeholder
communication on the social web;

B Training programs for social
media; and

m Key performance indicators for
measuring social web activities
(Zerfass et al., 2011, pp. 92-95).

Objectives and control for
f_oclal media communica-
ion

PR and corporate communication
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practitioners surveyed cited their main
reasons for using social media at work
as “another channel for marketing and
promotion” (82.2%), followed by “two-
way engagement with key stakehold-
ers/citizens” (70.3%). Only 40.6% said
they use interactive social media for
research and listening and just 20.3%
use social media for collaboration.

Professor Mcnamara noted in the
report that this research indicates that,
to a significant extent, Web 2.0 social
media and networks continue to be
used for one-way information
transmission, although the

use of social media is be-

tations (43.4%) and wasted staff time
spent on social media (34.4%).

Social media specialists echoed
the view that social media could not
be controlled and most argued that
organisations should not attempt to
control content and interaction, as
this runs counter to authenticity and
dialogue which are hallmarks of social
media communication. &=

ing widely cited as en-
abling of public relations
for two-way interaction.

In addition, “Loss of control over
messages and image building”
was cited as the major risk and
challenge in using social media,
nominated by 57.9% of practitio-
ners, followed by the difficulty of
meeting response time expec-
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M.S.Sc. in

Corporate Communication

Objective
Equip students with a solid theoretical and practical basis for promoting effective
communication in local and international corporate communication contexts

Curriculum
One-year full-time or two-year part-time programme featured with wide choices
of professional courses

Course Profiles

Required Courses — Applied Communication Research, Corporate Communication,
Conflict Resolution, Interpersonal and Group Communication

Elective Courses — Public Relations Campaigns and Cases, Public Relations for
Risk Industries, Investor Relations, Media Management, Crisis Management,
Strategic Public Relations in Greater China and many more

To Lead—

Excellence in
Communication
Management

For More Information
http://www.com.cuhk.edu.hk/courses/pgp.corp.com/

Enquiry

Tel.: 3943 7522

Fax: 2603 5007

Email: com@cuhk.edu.hk

Application
http:/fwww.cuhk.edu.hk/gss
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Mr John Chan

Non-executive Director
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Mr CF Kwan
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Mrs Grace Lam

Vice President, Public Affairs

Shared Services Centre — HK & S. China
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Managing Director

Ogilvy Public Relations Worldwide
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Honorary Secretary
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Media Relations and Publication
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Training and Program



