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“The desire to be strategic about social media and PR is no longer
enough—these days you must first master the eight new PR practices
laid out by Breakenridge. If you want to sit at the social media strategy
table, then read this book. Better yet, make sure you share it!”

—Charlene Li, author of Open Leadership and Groundswell, Founder
of Altimeter Group

“Never before has a book explained how PR is evolving like Deirdre
Breakenridge’s Social Media and Public Relations: Eight New Practices
for the PR Professional. The industry is in turmoil, as the digital era
begins to settle and PR is looking for a home among marketing, content,
and social media. Breakenridge breaks down eight areas to focus on

for both career and business growth, including research, reputation,
collaboration, and most importantly, measurement. It’s a must-read for
any PR practitioner, no matter level or expertise.”

—Gini Dietrich, CEO Arment Dietrich, Inc., founder Spin Sucks Pro,
author of Spin Sucks, and coauthor of Marketing in the Round
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social, and the book Social Media and Public Relations explains how
in thoughtful (and necessary) detail. Anyone who tells you social is
easy has not done their homework, and understanding the wealth of
information in this book will keep them from failing the final exam.”

—George Faulkner, Social Brand Engagement Program, IBM
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Foreword

Of all the industries to be affected by the massive changes brought
about by social media, Public Relations has been on the front lines since
the beginning. The reason is simple: Much of social media is done in
public, by the public, and the dynamics that have shaped public relations
in the past (media relations, interactions with opinion leaders and
influencers, and of course, crisis/reputation management) are not only
present in social media, but often accentuated and amplified by it.

Recent history is filled with scores of examples of how “social”
has dramatically affected brands and even business functions beyond
reputation—from “Dell Hell” to “Motrin Moms” to Kenneth Cole
promoting his brand at the expense of those sacrificing during the
Arab Spring. Social media has proven to upend not only modern day
communications processes, but it also possesses the potential to impact
a company’s bottom line or, at minimum, its reputation. It may not be
social media that broke the initial story of Apple’s labor practices, but it
is social media that keeps a story relevant and in the “newsfeeds” of our
lives—whether it be via Facebook, Twitter, or even niche networks such
as Pinterest.

The way we've looked at Public Relations in the past must be
re-thought or, at minimum, re-examined. In Edelman’s 2012 Trust
Barometer study, for example, the stakeholder who enjoyed the most
significant gain in perceived trust compared to the previous year was a
“regular employee.” Compare this to the stakeholder group that ranked
last (CEOs), and note that regular employees ranked just below “a
person like yourself” but above NGO representatives. The data suggests
a trend that indicates institutions and those who represent them remain
more challenged when it comes to trust versus individuals. If the Public
Relations industry were to find itself heading straight into the eye of the
perfect storm of it’s time, it might just be now.

Never before have professional communicators been tasked with
not only making statements, but also understanding “sentiment” viewed
not only through the eyes of traditional media, but also through the
eyes of the actual public who is empowered to communicate directly via
blog, tweet, post, and so on. In today’s communications landscape, the
journalist now shares the stage with scrappy niche publishers who can
break news without their help. The media industry has had no choice but
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to adapt to this—and many journalists, such as David Pogue from the
New York Times, now report and influence opinion showing a mastery
of not only traditional media techniques, but also of social media tactics.

All of this spells a singular reality for the modern-day communicator:
Adapt or die trying. Being a “PR pro” today means understanding
and being effective in community management. Practitioners must
understand more than ever how to play well with their counterparts in
customer service and advertising (especially digital), and the modern-day
communicator must understand business strategy—to not only respond
and adapt, but to also help shape favorable outcomes for the individuals,
organizations, and public they represent. This must be done with a level
of transparency and ethical standards that remain higher than ever as
social media has proven to punish those who attempt to manipulate it for
personal gain.

Deirdre Breakenridge has put together a comprehensive set of
guidelines, resources, opinions, and clear thoughts that are designed
for the communicators of today and tomorrow who have no choice but
to live and work in a real-time, data-driven world. Her constructs set
up a cohesive foundation that professionals both in-house and on the
services side will be able to benefit from. Her eight PR practices lay out
in detail what needs to be considered when PR meets social so that the
right infrastructure can be put in place before it’s even needed. Consider
these thoughts a blueprint for both communication and engagement in
an era of social business.

David Armano
EVP of Global Innovation & Integration for Edelman Digital and
author of the Logic + Emotion blog
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Introduction

When Social Media Meets PR,
Communication Unites
with Technology

Public relations will continue to transform, and the changes you see
are monumental. For better or for worse, a career in PR means handling
communications in the public spotlight because of the increasing use of
social media. In the wake of democratized content and businesses satisfy-
ing the needs of the digitally connected consumer, PR had to evolve with
anew approach. This approach required a shift in thinking, from strategy
and planning all the way through to implementation and measurement.
Professionals must discover new research methods, develop specific poli-
cies to guide employee and public participation, experiment with content
through a variety of social media channels, and learn to connect and build
relationships with stakeholders through new technologies.

Every career requires competencies to succeed. In PR, you rely on
core competencies, including the ability to research and plan, apply strat-
egies to business goals and objectives, handle issues and crises communi-
cations, uphold professional and ethical behavior, manage organizational
resources, and demonstrate excellent communications skills. In an age of
new media and public conversations, your requirements expand.

In 2011, a pilot study conducted by Sergei Samoilenko of George
Mason University, Deborah Ballard-Reisch of Wichita State University,
and Bagila Ahatova of Kazakh University of International Relations and
World Languages, focused on how “Modern organizations must depend
on a new type of communication specialist to creatively solve problems
and adapt to rapid organizational change, a global marketplace, and con-
stantly emerging online communities.” The researchers designed a com-
munication competency instrument using a framework developed by
Pamela Shockeley-Zalaback (2009). The model consists of four major
components: knowledge, sensitivity, skills, and values.
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The research project, conducted in Kazakhstan, the ninth-largest coun-
try in the world by land area,! was distributed to professionals holding
upper-management positions in public relations. A multi-method survey
probed the respondents’ expectations about “crucial communication com-
petencies that university graduates with a degree in public relations should
possess in order to be successful in their organizations.” Among the many
interesting findings from the study included how the surveyed employers
“identified competence in using new information technologies, relationship
building, self-control, ability to initiate dialogue...” as the most important
skills for young professionals. Whether it’s young professionals entering the
workforce or seasoned practitioners, the competent use of information
technologies is a necessary skill, which has become a part of the PR profes-
sional’s daily practice.

Social media requires you to shift your mindset to unite communica-
tions and collaborative technology. When you adopt a new attitude and
expand your knowledge and skills, the result leads to successfully incorpo-
rating new practices into your daily responsibilities, personally and profes-
sionally. Despite the question, “Who owns social media in an organization?,”
PR and communications professionals are in an excellent position to strate-
gically guide all types of communications for their companies, including
social media. It’s time to seize the opportunity to learn and embrace com-
munications and technology, from the inside out.

Each new practice introduced in Social Media and Public Relations is
the result of what happens when social media meets PR and communica-
tions unites with technology. Following are the eight new practices vital to
your role today.

PR Practice #1: The PR Policymaker

The PR Policymaker is a professional who quickly learns that a cru-
cial part of the communications strategy and planning process includes the
development of social media policies, training, and governance. Not only
developing social media policies, but also maintaining them falls within this
new PR practice.

! Kazakhstan, Wikipedia entry, http://en.wikipedia.org/wiki/Kazakhstan, January 2012.

2 Samoilenko, Sergei, Ballard-Reisch, Deborah, and Ahatova, Bagila, “Evaluating
Employer Communication Competency Expectations in Kazakhstan,” Research
Paper, Annual Convention of the National Communication Association, November
2011.
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PR Practice #2: The Internal Collaboration
Generator

The Internal Collaboration Generator is the communications profes-
sional who appreciates how social media collaboration starts on the inside
of the organization. Because social media moves across the company, it’s
imperative you work with specific departments (PR, Advertising, Mar-
keting, HR, IT, Legal, Sales, and so on). You are breaking down the silos
to increase sharing, collaboration, and innovation for better internal and
external communication.

PR Practice #3: The PR Technology Tester

The PR Technology Tester uses technology strategically for greater
peer-to-peer communications. At the start of social media, PR was criti-
cized for not being up to speed on the knowledge and use of social media
channels, tools, and technology resources. As a PR Technology Tester,
you are not only knowledgeable, but also testing the latest technology
for better interactions with the public. The effective use of information
technologies is a new core competency.

PR Practice #4: The Communications
(COMMS) Organizer

The COMMS Organizer is the PR professional who must educate and
redirect an organization to implement a new communications process.
No longer can companies solely rely on the push or broadcast method to
distribute their messages. Now, it’s your responsibility to make sure your
company’s stakeholders are pulling information from the organization.
You create new types of stories by developing, coordinating, and curating
content through different channels.

PR Practice #5: The Pre-Crisis Doctor

The Pre-Crisis Doctor is the PR professional who realizes every
company today can face a crisis. As a Pre-Crisis Doctor, you proactively
build crises prevention plans with comment response charts and helpful
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tools to identify and illustrate levels of crises escalation through all media,
including new media. Your new practice requires you to catch the negative
sentiment and ease a potentially explosive situation before it escalates to
crises proportions.

PR Practice #6: The Relationship Analyzer

The Relationship Analyzer is the PR professional who turns into the
communications sociologist with the help of technology. You must observe
and analyze how audiences connect—not only with their favorite brands,
but also with their peers in web communities. Your new skills include visu-
alizing and mapping the connections for better strategic engagement and
higher-level interactions.

PR Practice #7: The Reputation Task Force
Member

The Reputation Task Force Member is the PR professional who prac-
tices reputation management on steroids. Because social media can change
a company’s reputation drastically in a short amount of time, PR profession-
als must teach about core values and brand voice. They must turn on their
tracking/monitoring to high speed to respond with immediacy, constant
accuracy, and transparency.

PR Practice #8: The Master of the Metrics

The Master of the Metrics is the PR professional who moves from just
accepting metrics (no more Advertising Value Equivalents) to forging ahead
with measurable objectives and metrics tied to higher-level organizational
goals. In this practice, you learn to differentiate between social media busi-
ness outcomes versus the outtakes and outputs. Measurement has always
been a challenging area, and your level of accountability is even higher with
respect to social media communications.

After you read Social Media and Public Relations: Eight New Practices
for the PR Professional, you can fully understand what happens when social
media meets PR. The union of communications and technology offers PR
professionals the potential to mold their performance in a more strategic
direction. You can also crystallize how PR has expanded and the tremendous
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opportunity that awaits you. With new social media practices surfacing,
your development and application of strategic activities versus many of
the tactical functions in the past raises the value of PR—not only in the
eyes of organizational executives, but also how it appears in the eyes of

the public.

Your eight new practices can become a part of your social media
strategy and planning, which includes the research and discovery pro-
cess, goal and objective setting, budgeting, monitoring/tracking, chan-
nel distribution, communications messaging and content optimization,
levels of engagement, and benchmark measurements. Figure 1.1 shows
the Social Media Strategy Wheel. (For more information regarding the
Social Media Strategy Wheel, with details about its components, visit the
Appendix.)

Measurement
Strategy

Measures
B Leads/sales -
Higahd Lift/Awaren® =
Valye Interact\®

Figure 1.1 The Social Media Strategy Wheel

Applying these eight practices successfully as they apply to your

social media strategy and planning within your organization is a chance
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to claim your seat at the strategy table. And based upon the nature of the
new practices, you can connect to the solutions that keep executives up
at night. For this reason, you need to be at the strategy table. Of course,
before you dive into learning more about the eight new practices, you must
realize mastering public relations today does not mean abandoning core PR
principles. No matter what new practices you incorporate into your role,
and your company’s communications programs, you must always rely on
your strong sense of ethics, critical thinking, keen negotiating skills, unique
ability to liaise and build relationships, passion for information and research,
and your love of written and verbal communication. These are the tenets of
PR, naturally embedded in what you do, especially when you move forward
with a new practice.

To fully apply the eight new practices, you must start with a different
frame of reference. Be prepared to move PR out of its silo and to learn how
to (1) incorporate new knowledge and skills into your work; (2) expand your
knowledge of other marketing and digital practices, as you become a hybrid
or integrated new media professional; (3) act as a liaison to create unique
bonds between different groups that don’t normally work together within
the organization, all functioning harmoniously for better internal as well as
external communications; and (4) become a PR champion/influencer who
educates others and spearhead a change movement.

The new PR mindset takes into consideration how PR extends beyond
what you were used to in the traditional realm, what you've started to master
in the online PR arena, and what you've dabbled with in social media. The
new mindset is what you can look forward to as you see more businesses
becoming “socialized” to meet the needs of their customers. Social media is
moving across the organization, from marketing and sales to IT and product
development. The future of PR and communications is how you adapt and
learn the new practices and how you help your peers to adapt. Embracing
new knowledge and skills means you're ready to also move forward to shift
the mindset of your organization. The PR professional who works to incor-
porate new practices into the organization must go through several phases
of change. The goal is to be a propelling force, leading the charge, and a
change agent who makes the new practices systemic in your organization.

The future of PR lies in your hands, in the hands of the PR influencer
and change agent. How you embrace a new way to think and apply the
necessary knowledge and skills determines the direction of your role in PR.
You either become increasingly more important and a valuable asset, or
if all remains the same, you unfortunately someday become obsolete. PR
has a tremendous opportunity, with an expansion affecting how businesses
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connect with their constituents for deeper engagement. It’s the differ-
ence between PR that simply leads to handling and facilitating messages
to the type of PR work that results in powerful information exchange
and deeper and more meaningful relationships. It begins with you, the
communications professional, and your willingness to accept new prac-
tices. Social media and public relations together have moved you to a
new plateau. Many exciting changes lie ahead. Learn, embrace, practice,
and excel.
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Metrics
IET (identify, evaluate, test) process,
81-82
measurement tools, 41-43
metrics
choosing, 99-100
Engagement phase, 127-129
Inform phase, 126
Inspire phase, 126-127
six-step metrics process, 124-126
policy compliance, 16-19
reputation, 123
sentiment, 109-112, 123
social media ROI (Return on
Investment), 121-124
website analytics and measurement,
43-44
media relationships, building, 80-81
Mention Mapp, 92-93
metrics. See Master of the Metrics;
measuring.
mindset (PR), 6-7
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mistakes of PR professionals,
129-130

Momorella, Steve, 97-101
monitoring

company monitoring, 58-59

crises, 85-86

sentiment, 109-112
monitoring tools, 41-43
motivation, 136
Munroe Regional Medical Center, 17
Musk, Daria, 96-97

N

Naslund, Amber, 113-114

National Labor Relations Act
(NLRA), 20

National Labor Relations Board
(NLRB), 20

Negative Situation level of
escalation, 75

Network Solutions, 67

new PR mindset, 6-7

news wires, 49-50

The Next Web, 47

No Threat level of escalation, 75

The Now Revolution (Baer and
Naslund), 63, 113

O

Omniture, 43
Owyang, Jeremiah, 47

P

Paine, Katie, 119
passion, 136-137
Peer Index, 81
Pending Crisis level of escalation, 75
Pending Situation level of escalation, 75
phases of sharing
collaboration and web
presentations, 31
document sharing and project
management, 30-31
Enterprise 2.0 collaboration and
innovation, 31-32
PitchEngine, 51
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platforms
blog platforms, 48-49

CMS (Content Management Systems),

48-49
collaborative social media platforms,
46-48
social media release platforms, 49-50
playbook, developing, 63-65
policy. See social media policy
Policymaker. See PR Policymaker
Posterous, 49
PR, future of, 146-152
PR Influencer
advice and best practices, 138-140
behaviors to avoid, 137-138
best practices, 142-144
characteristics of, 136-137
PR Influencer checklist, 144-145
responsibilities, 135-136
role of, 134-135
PR Policymaker
advice from marketing, advertising,
and new media attorney, 19-22
definition of, 2
responsibilities, 9
assembly of Core Team, 12-14
communication, 16-19
measurement of policy
compliance, 16-19
preparation for policy
development, 9-12
research and policy writing,
14-16
role of, 8-10, 153
social media policy checklist, 22
Social Media Strategy Wheel, 9-10
PR Technology Tester
best practices, 51-53
blog platforms, 48-49
CMS (Content Management Systems),
48-49
collaborative social media platforms,
46-48
definition of, 3
news wires, 49-50
PR Technology Tester checklist, 53
responsibilities, 39-41
role of, 37-39, 153
social media influence tools, 44-46
social media monitoring and
measurement tools, 41-43
social media release platforms, 49-50

Social Media Strategy Wheel, 37
website analytics and measurement,
43-44
Pre-Crisis Doctor
best practices, 82-86
definition of, 3-4
Pre-Crisis Doctor checklist, 86
responsibilities, 72-74
anticipating situations and
responses, 79-80
bloggers, building relationships
with, 80-81
comment response charts,
creating, 76-78
IET (identify, evaluate, test)
process, 81-82
Social Media Crisis Org Chart,
creating, 74-76
timeframe for social media crisis,
managing, 84
role of, 71-72, 154
Social Media Strategy Wheel, 72-73
predicting influence, 45-46
profiles, Audience Profile, 89-91
project management, 30-31
Provenza, Joseph, 66
PRWeb, 50
purpose brief, creating, 65-66

Q-R
Radian6, 85
Ragan, Mark, 114-116
Ragan Communication, 114
Ramesh, Priya, 66-69
reach, 45
ReadWriteWeb, 47
Red Cross, 85-86
Reinvigorate, 43
Relationship Analyzer
best practices, 97-101
definition of, 4
Relationship Analyzer checklist, 102
Relationship Stairway, 91-93
relationships, building based on
community culture, 93-97
Facebook relationship boosters,
94-95
Google+ relationship booster,
96-97
Twitter relationship boosters, 95



responsibilities, 89
Audience Profile development,
89-91
direction/growth analysis, 91-93
relationship building, 93-97
role of, 87-89, 154
Social Media Strategy Wheel, 88
Relationship Stairway, 91-93
relationships
Audience Profile, developing, 89-91
with bloggers, building, 80-81
building based on community culture,
93-97
Facebook relationship boosters,
94-95
Google+ relationship booster,
96-97
Twitter relationship boosters, 95
direction/growth analysis, 91-93
Relationship Stairway, 91-93
release platforms, 49-50
relevance, 45
reputation. See also Reputation Task
Force Member
helping stakeholders understand
brand’s core values, 108-109
human face, building, 106-108
importance of, 105
measuring, 123
Reputation Task Force Member
best practices, 114-116
definition of, 4
Reputation Task Force Member
checklist, 116-117
responsibilities, 106
building human face, 106-108
growing Reputation Task Force
Team, 112-114
helping stakeholders
understanding brand’s core
values, 108-109
monitoring and measuring
sentiment, 109-112
role of, 103-106, 155
Social Media Strategy Wheel, 105
Reputation Task Force Team, growing,
112-114
researching policy, 14-16
resonance, 45
responses, anticipating, 79-80
Return on Investment (ROI),
measuring, 121-124
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Robertson, Mike, 17

ROI (Return on Investment),
measuring, 121-124

Rules of Engagement, 13

S

Samoilenko, Sergei, 1SAS, 108
Schick, Jeff, 107
Search Engine Optimization (SEO), 42
sentiment
measuring, 109-112, 123
monitoring, 109-112
Sentiment Metrics, 111-112SEO
(Search Engine Optimization), 42
Sevan’s Strategy, 82
“share” book, developing, 63-65
Share of Voice (SOV), 42, 123
sharing
collaboration and web
presentations, 31
document sharing and project
management, 30-31
Enterprise 2.0 collaboration and
innovation, 31-32
internal sharing, 28
level of sharing, selecting, 28-30, 32-34
social media playbook, developing,
63-65
Universal Calendar System,
creating, 62
Shatner, William, 97
Shockeley-Zalaback, Pamela, 1
Shonali Burke Consulting, 129
Simon, Valerie Merahn, 127-128
simple change activator, 141
SimpleNote, 47
situations, anticipating, 79-80
six-step metrics process, 124-126
Skaletsky, Derek, 45-46
Smart Business, Social Business
(Brito), 32
Smith, Kevin, 116
SMR (Social Media Release), 50
Social Crisis Response Matrix, 85
Social Media Crisis Org Chart, creating,
74-76
social media, future of, 146-152
social media influence tools, 44-46
social media playbook, developing,
63-65
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social media policy. See also PR
Policymaker
advice from marketing, advertising,
and new media attorney, 19-22
communicating, 16-19
Core Team, assembling, 12-14
and first amendment rights, 20-21
Kodak, 9
measuring policy compliance, 16-19
preparing for policy development,
9-12
researching, 14-16
social media policy checklist, 22
writing, 14-16
Social Media Purpose Brief, creating,
65-66
social media release platforms, 49-50
Social Media Release (SMR), 50
social media ROI (Return on
Investment), measuring, 121-124
Social Media Strategy Wheel, 5, 157
COMMS (Communications)
Organizer, 56-57
Internal Collaboration Generator,
23-24
Master of the Metrics, 119-120
PR Policymaker, 9-10
PR Technology Tester, 37
Pre-Crisis Doctor, 72-73
Relationship Analyzer, 88
Reputation Task Force Member, 105
SocialMention, 85
Solis, Brian, 42, 47, 142-144
SOV (Share of Voice), 42, 123
Sparks (Google+), 47
SpringPad, 47
stakeholders, helping to understand
brand’s core values, 108-109
Starbucks, 61

T

Taker with Good Info, 92
teams
Core Team, assembling, 12-14
Reputation Task Force Team,
growing, 112-114
TechCrunch, 47
Technographics Ladder, 150
Technology Tester. See PR Technology
Tester
TEKGROUP, 97
Thomas, Jesse, 42

timeframe for social media crisis, 84

tools
social media influence tools, 44-46
social media monitoring and

measurement tools, 41-43
website analytics and measurement,
43-44

Topsy, 85

Touch Graph, 93

Traackr, 45-46

tracking URLs, 131-132

True Change Agent, 141-142

trust, 136

Trusted Confidantes, 92

TweetReach, 93

TweetStats, 93

Twenty Feet, 93

Twiangulate, 93

Twitalyzer, 45, 81

Twitter, 51, 95

U

UNHCR Blue Key Campaign, 130-131

Universal Calendar System, creating, 62

universal sharing, COMMS
Organizer, 62

URLs, tracking, 131-132

US Airways, 74

\Y%

Vignette, 49
Viral Heat, 85
Virgin, 108

W-X-Y-Z

web presentations, 31

website analytics and measurement,
43-44

WebTrends, 43

Whole Foods, 108

WhoTweetedMe, 93

winning attitude, 137

WordPress, 49

writing policy, 14-16
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