Phil Szomszor Citigate Dewe Rogerson

Toolsthat twitterand chat

PROs must keep up to date with emerging online tools and work them into the comms mix

couple of years ago I
was at a rainy football
game at Craven Cot-
tagewith ChrisGreen,
the editor of IT PRO.
______________ He showed me this
funky new application called Twitter
onhissmart phone.In the samewayas
PeterKaytalksaboutgarlicbread,Chris
saiditwasthefuture.

Icheckeditoutlater,had a playonit,
butdidn’t really see the benefit. Twitter
-bloggingtoagroupof ‘followers’in140
charactersorless-initiallyfeltabittoo
muchlikestalking.

Fastforwardto2008anditseemsthat
Chriswasontosomething.Afewceleb-
ritieshave(inevitably)cottoned ontoit,
and Twitter’s popularity has exploded.

ButwhenIspeaktoclients,prospects
andfellowPR people,theydon’tseemas
excitedasmeaboutit.Thatis,untilthey
sign up, decide to follow Stephen Fry
and find that he reciprocates.

The same goes for LinkedIn. Yes, to
some people, it’s just Facebook for
grown-ups,or away to look for a job by
pretendingit’snetworking.Essentially,
it’s like an interactive CRM system
where everyone is customer and sup-
plierWhyisn’tthisanessential pieceof
theagencyor client-side PR's kit bag?

Third, social networking: important
froma PR point of view or just a passing
fad? Ask HSBC,which had to perform a
U-turn after it decided to charge stu-
dents for accounts and found itself at
thewrongend of a Facebook campaign.

No wonder Paul Boutin from the IT
magazine Wired caused a storm when
hesaid thedayoftheblogwasover."The
blogosphere,once a freshwater oasis of
folksy self-expression and clever
thought,hasbeen flooded byatsunami
of paid bilge, hewrote.

1 partly disagree with Paul.Blogs are
apowerful medium for self-expression
andare often ahead of the mainstream
newsagenda.Whetherit’'sanewApple
laptop or coverage of the US elections,
the problem for the media and PR
industryisthat theblogs get there first.

What does it mean for the PRindus-
try? Can the industry learn from the
more collaborative world of web 2.0 to
revolutionise how it manages reputa-
tion? We recently asked more than 100
marketing decision makers what they
thought of online PR.One of the most
striking findings was that although
most respondents acknowledge the
importance of online PR,budgets dedi-
cated to it are low. Some 30 per cent of
respondents said that only 1-5 per cent
of spending was online,and 21 per cent
spentnothing online.

Reasonsfornotembracingonline PR
included lack of available budget, not
having the right skills set in house and
alackof understanding ofwhatitcould
dofortheirbusiness.

Thebusiness case foronline PRisyet
to be fully understood, so marketing
managers, and their paymasters, are
cryingoutforhardnumbers-notanec-
dotes.Oneofthekeycomponentsinany
onlinePRcampaignisdeployingabuzz

Honesty, openness and
maintaining a dialogue
goes further than just
sending a message to
your audience

monitoringtool.Essentiallythisallows
you to track what people are saying
about your brand across blogs,forums,
social networks and online news
media. Sentiment tracking is in its
infancybut,asitimproves,thebusiness
case conundrumwill be solved.

The second main issue relates to
skills.Online PRdemandsabroadskills
base,from understanding search eng-
ineoptimisationtomanagingrelation-
ships with bloggers. Most of all, PROs
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needtokeepuptospeedwithemerging
toolsand consider how theyfitintothe
communications mix.

Essentially,PROs need to move from
telling a storytohavinga conversation.
And this doesn’t necessarily happen
throughafilter-the media-anymore.

Decision making in the consumer
and B2B world is now more dynamic
andbuyersaresceptical of PRspin.Hon-
esty,openness and maintaining a dia-
logue goes further than just sending a
message toyouraudience.

There will still be a debate over what
constitutesonlinePRanditisclearthat
itismorethanbuildingin-boundlinks.
Therealvalueisincreating compelling
content, building relationships and
managing reputation.And that’s exa-
ctlywhat PRhasalwaysbeenabout.
Phil Szomszor is a director at Citigate Dewe
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