Public Relations: TheIntegration of Social Media Toolswith Traditional P.R. Strategies

Michadla Bernard

Dr. Doug Swanson

Senior Project

June 2010



Abstract

The history of public relations has followed a traditional path up until thedmction of the Internet and
the world wide web. As the internet grew, so did different forms of publidaetatspecifically social
media. Social media includes any and all public relations tacticarenaiser-created and shared freely.
Some of these outlets include Facebook, Twitter, audio and video text, allobf avbi mostly shared and
discussed online. Many people have little to no experience with sociad,maatih less the internet, and
because of this they are not able to utilize their public relastrategies to their fullest potential. The key
idea of this project is to discuss traditional media, social media, anthieas@mbination of the two

results in the optimal strategy for large or small businesses.



Introduction

The premise of this Senior Project was to research effective publiomelatrategies and
campaigns from the past, present and future. The focus was mainly on the changes in public
relations due to the evolution of social media. In order for smaller businesisesneiwvly
developed or “mom and pops,” to be successful they must realize the demographre the
aiming for and what tactics and tools will best appeal to those demographicstiriim c
generation has been raised using social media, and therefore it isrffamdlieomfortable for

them and they are knowledgeable about how to use it.

The best way to study the effects of social media was through a seriesanthesteps. Research
began by investigating the history of marketing and public relations. Sinceasia large and
rather broad topic, it was necessary to describe public relations begianthfsunders, then
focus more so on the changes that have come about in regards to public relatiomsssinetes)
past hundred years or so. The next step was to analyze successful strate@iesca of public

relations campaigns.

This topic too was quite broad, so the decision was made to study two locally ownedsaegsines
and analyze what types of public relations strategies they've used (traddranore modern
models) and how effective those strategies have been. The interviews bégdaatiwtay
Technology, a local web development company. The second interview was with the CEO of
MindBody, a company that was started locally about ten years ago and wimiad

immensely, partially due to their use of social media.



The rationale behind choosing these two companies to compare was to emphasie w
difference using social media tactics can have on a company. MindBody alalgshst in 1998
and began using social media just a few years ago. Hathway Technology dretheaad had
just begun to realize the importance of social media, and was still struggimgylvat tactics
would best suit their goals. The main idea was to compare and contrast the smatiycdhgpa
larger company, and the three larger and more well-known companies who lwsiecal

different public relations models, all of which worked in combination with sowglia tools.

The next step was to document, in general, the evolution of social networking due tcucédia
as Twitter and Facebook and to create a pdf/ebook with specific suggesticste@s as to how
to utilize these outlets to their full potential. After much research it beegparent that there
was a huge market for social media and a ton of information from around the Unites] §hd
the world, about how these things are benefitting companies currently and how their fut

success depends on the start and continued use of such media.

PROBLEM/ THEORIES

The main problem in researching this topic was just how broad it was. Of coursgitheould

be narrowed down, but deciding what the key factors to focus on was a bit chall&gilirgg
information about traditional media ended up being rather easy and while thexgletwra of
information about changing social media, there was also too much of it to focus on in just one
project. The end decision was to focus on the two most prominent and popular social media

websites, Facebook and Twitter, for two reasons. The first reason behind choogrig theas



on was because of the amount of detailed information about how to utilize these sites very

effectively. The second was because they currently have the highest amowns of us

The best theory to frame this project around was the case study theory. Caseestrydwas the
best suited for many reasons. The book Case Study and Theory Development in the Social
Sciences, by Andrew George and Andrew Bennet, argues that” case stutiltisastaethods,
and formal models are complementary rather than competitive.” Cagetlstady is common in
social science and investigates the causes for the results of a studyr foerotftie theory to be
effective, it required limiting variables, collecting data, analyzivegibformation found and
writing about the results. The method of research brought together informatiorirtakea real-
life point of view, as well as information collected by other investigators, amgpared the
findings. The samples found represent the results more effectively andtelgcloyanot being

random. The choices for the case study are explained further in detail later.

The results of a case study cannot be generalized to a population outside of thitopophieh
is studied. Again, this is all based on theory- nothing can be taken as concrete ortatleleba
Case studies can also lose credibility due to the inability to prove that ths tdsaisample case
study can be applied to the general, larger population. However, there were maityg tenef

using the case study theory.

One of the main benefits of case study theory was its ability to arthlyzedividual more
accurately than larger, more general studies. It also allowed reseancstlfiple solutions for
issues in an analytical fashion. It also was extremely convenient in sjudyues and events

that could be rare and un-researched. The case study method definitely focumeed on t



psychology of the individual/ group and why they made the decisions they did, as vl a

they learned from those decisions.
LITERATURE REVIEW

When people think of public relations, there tends to be some confusion as to what exactly it
encompasses. Is it advertising, marketing, a mixture of all three? Tityeisspublic relations is

an ever-evolving profession with roots of origin dating back as far as the timesisfQaésar.

Although it is considered debatable, the earliest traceable roots of pldiicne are believed to
have begun in America in the"l&entury. Many examples were found of publicists who
promoted the circus during that time period, and the first use of the term “pudtions’ is

thought to have been in “Yearbook of Railway Literature,” published in 1897.

Evidence has been found in the Middle East, specifically Samaria, by agisenlof ancient
writings promoting different agricultural techniques and practices. Casgaeches to the
public promoting himself and discrediting his competitors are also evidencdyopealic
relations efforts. A specific example of this was the emergence of the ppptaaeVox populi;
vox Dei, "the voice of the people is the voice of God." This implied thmbegs of people realizing

their opinion on public matters was importaithese public relations methods were mainly focused
on manipulation and coercion, whereas later, public relations became more well thowagtat out

planned.

Beginning in the 18 century, with the creation of the printing press by Gutenberg, various

printable pamphlets and papers were created supporting a variety of Eamesregory the



XV influenced religious leaders, who also recognized the importance of pubtioms| which
instigated a campaign led by the Catholic Church known as “Society fordpadation of

Faith” later credited for the roots of the word propaganda.

Early American colonists used strategic public relations to convince Europezomaé join

them in the New World in order to populate the area. In 1773 the Boston Tea Party edsnstag
order to convince people that they did not need to be ruled by the British government. People
began to realize just how important it was to gain public favor and that straikgy a

implementation were necessary for this to be successful.

College’s like Harvard and King's College (now known as Columbia Univetsggan using
the first news releases in order to gain the attention of the press in th@ent6D000s. Even the
United States Constitution can be considered a public relations appeal iw@stiteated with
the purpose of easing worries among the population and setting unifying stand#ndspfople
to live by. This started with the Federalist Papers in 1787, which were printed heers

supported the implementation of the United States Constitution.

The building of the first railroad in 1865 required similar public relationsegfies to entice
people to colonize the areas surrounding it, such as efforts like the Boston YeaHrart
helped convince people they did not need to be ruled by the British. P.T. Barnum was also

famous for promoting the appearances of his circus troops in the 1858 st corporate public



relations department was established by Westinghouse. Their main congfdtie time was the Mutual
Life Insurance Company, which implemented advertising and publicity stumlla¥Vestinghouse

eventually became more well-known and successful.

The turn of the twentieth Century brought about many changes in the field of raldiicns. In 1900,
the Publicity Bureau of Boston was created and to date is considereddmésriast publicity firm.
Companies like Ford, and Chicago Edison began using product reviews, filmgjmeagad pamphlets
put into their customers bills to promote their companies. It was also dhisntime forerunners for

public relations, such as Ivy Lee and Edward L. Bernays, emerged.

According to “A Brief History of Public Relations,” provided by Rowan Uniugrsi
Communications Institute ( 2000) Edward L. Bernays is considered the "fafiprblic

relations by many. Bernays used manipulation of the psyche to target people through public
relations strategies that are still used today. He based his practicesideeatithat public

relations require the use of ideas from psychology and sociology.

Bernays headed public relations efforts for many big name companies, rigcihditobacco
industry. He was tasked with making cigarettes appear appealing to womemgasidask in
1929 when cigarettes were smoked mainly by men and the resulting stigmd arewstsculine
association with cigarettes. Bernays used this commonly shared belief tivdnsaae, and
promoted the idea that cigarettes actually denote freedom from the male t@dmvodd and

equality of all.



Bernays also was responsible for starting a campaign celebratis@theniversary of the light
bulb, considered by many to be the greatest public relations stunt of the centuelf,ass w

teaching the first public relations course ever at New York University.

lvy Lee is also considered by some to have been the founder of public relationsgdedise
career as a newspaper reporter and later went on to begin the public rélatidterker and
Lee in 1905. Although the company disassembled in just four years, Lee still hadnzajan

contributions and influences on the world of public relations.

Lee was responsible for writing “Declaration of Principles” in 1906, a docuthanéstablished
the responsibility of public relations practitioners not only to their client, biretpublic as
well. Lee was also greatly involved in efforts to end the war, which weretunéoely

misinterpreted, painting him as unpatriotic and a Nazi sympathizer tovisarésd of his life.

The Depression Era also brought about changes in public relations. In 1927, ArthgeMeaRa
hired by AT&T as vice president of public relations under the stipulation that Hiewedto
disclose to the public their policy making process and why they chose the piblegietid. This
emphasized the importance of the corporation working with the public. Franklin Roosevelt
boosted his credibility and public favor through his “fireside chats,” nightly bretsloaer the
radio where he spoke to the American people about the state of the nation. Worddvatanat

far in the distance at this point.

The U.S. used press releases to alert the public of the dropping of the atomic bomb on
Hiroshima. This time also brought about the first widespread use of televisiocityudid in

1948, the Public Relations Society of America was started. After the wartbenBaby Boom



and it would appear that companies finally realized the importance of publiomsl&iitheir
success. Some of examples of this are Tylenol’s public relations efforts,thloligson and
Johnson, after six people died from taking their caplets in 1982. In 1989 Exxon started an
accidental oil spill, which was the largest of all time until the current B&pdilin the Gulf
which has the potential to be larger, which created huge public relations effionsrove its

image. In 1999 Anheuser-Busch began campaigns to prevent drunk driving.

A Public Relations Primeby Paula Cohen, discusses the basics of public relations. The main

goal of public relations is to bring together companies and their target pubikcsottonly used

by larger companies and corporations, but can be used by non-profits, individuals aad smal
organizations. For instance, a larger company would have the funding to support eanmarket
advertising and public relations department, and would pay people to do what is best for the
company. A non-profit on the other hand would depend on the help of volunteers, sponsors and
donors to contribute to its overall success in the field of public relations. Although tlyey ma

have a much smaller budget than a larger company, that does not take awéne fatitity to

conduct a successful public relations campaign. though it may impede it.

Public relations is a combination of many fields, cultures and history. ltgenea however is
thought to have grown and become popularized even without big companies and businesses
growth. It is the use of persuasion, manipulation, coercion and influence to conwgyece la
demographics to come to an agreement. It is needed to bring mutual understandiegetat diff
groups through unifying messages. As a developing and ever-changing pmfesblic

relations have evolved quite a bit over time. There are specific tactictratetjies for



successful implementation of public relations campaigns that have evolvedysditaie after

learning through time from various public relations efforts

The book Effective Public Relationsy Scott Cutlip and Allen H. Center, discusses some

methods for effective public relations campaigns. The main focus of sucqadsiialrelations
is the campaign. A successful campaign encompasses everything involveding ¢thea
campaign including the brainstorming, planning, enacting and eventually thprbdact. But
in order to run a successful campaign there are many steps that need to beetbakihel of
time. Public relations requires advertising your cause, product, business or idd¢akas more

than just advertising these things to make the campaign work.

The backbone of any successful public relations campaign is research. Irodreléulty
prepared you need to know who your target public is, what it is you’re trying to pramubte
your ability to supply your audience with what they want. There are two typese#rch that

can be used in public relations; primary research and secondary research.

Primary research essentially is research focused solely on the glddiicrrs client’s wants and
needs. This is accomplished many ways including the use of surveys, focus gasepstudies,
interviews and observations. Primary research is more “specific” than segoesksarch. It uses

statistics to give you a small, but relatively representative samhpigblic opinion.

Secondary research on the other hand is based on research that has alreadydyedragdt

analyzed. You can find secondary research in a multitude of sources such asribt eks,



magazines and studies done by corporations you are modeling your public releaigsest
around, or potentially competing with. The downfall to secondary research isithabt as
focused and accurate as primary research, though it is much less time-ognaadhin many

cases a lot less expensive than primary research.

The next step is determining your target audience and knowing what it is@hégnd how they
will perceive the message your efforts portray. It is important to make/surenessage is clear
for your target audience, but also appealing to potential audiences. Anotioeiotagiccess in
public relations is to know your competition and determining how to differentiategtbtnrom
them. Knowing your competition and what you can do to set yourself apart fronhéhesn
enormously in planning and implementing a campaign. Another key tactic is to know your

objectives, as well as your limitations.

A company’s mission statement is a good starting ground for developing its @leiicns
message. You must make sure that the objectives and goals you are tryingv® aehie
compatible with the message the client’'s want to convey. Your limitations inatymets such
as time, money and the number of people who will be assisting in the campaigryoO'wee

defined your objectives, you can begin to refine your message and strategies.

To refine your message you must consider the objectives you have alstadyined and use
them in the most beneficial manner. Some objectives will not fit in to certaipaigns and to
focus on them would be a waste of time. The strategies you develop indicate hownytou pla

implement your message.



The tactics you choose will help you to achieve the full success of the istsateg choose. The
tactics, strategy, objectives and messages must all tie together aasmpadsible to ensure the
success of the campaign. In order to make sure you are properly usingneuoti should

create a timeline for your campaign

A timeline is a good tool to help with organizing your campaign. It helps define yheshould
implement your strategies and tactics. It also can keep you alert tondsddli you campaign.

The final steps in a successful campaign are simple: implementing and iegaltuat

Once you have taken all of the steps to create the campaign, the final stiep ie successfully
implement it. Just because you have implemented the campaign doesn’t meannkas done.
It still requires careful monitoring, although if you have accomplished tloegirey steps
successfully before implementing the campaign it will require significéggs monitoring.
Evaluating your results consists of determining whether the campaigsua@esssful, what went

wrong or right and how to plan and implement a better campaign in the future.

The general consensus after reviewing literature in regards to this taptbavaraditional
media, in combination with social media, is the most effective strategy fimelsases who hope
to market their product/company the most effectively. An issue that came uptipleradticles
was the “fear” of technology experienced by the older ( 45-55+) generatiach inevitably
limits their public relations tactics significantly. In turn, manydes discussed the lack of

public relations efforts focused specifically on the older generation.



An article titled The Mature Market: Consumer Trends and U.S. Retail Markets,” published
Packed Facidiscusses the misassumption that once people reach older age ( 55+) they do not
need specific marketing strategies aimed at their demographic. Inpeaple’s opinion, the

older demographics are racially and culturally less diverse than yousmgenatjons, making it in
fact easier to target specific groups. Their main focus was on the factoasuré market

lifestyles, health and wellness, finance and home ownership, market intenet a

communications tactics and travel, transportation and entertainment

Another problem discussed in multiple articles was that there is no one orgemieaponsible

for controlling social media for companies. In the article “Financial Sesvior Small

Businesses in the U.S.,” the writéosused on how there are nearly 26 million small businesses in the
United States alone and how they produce over $9 trillion dollars in revenuellg. The problem

they're facing is fragmentation of markets due to size inconsistegieership qualities, geography and
industry. The article then focused on these aspects of small &&essne order to determine what they are

doing in regards to marketing that is effective, and what they should be doing.

Another article entitled, “Who’s in Charge of Social Media?” by Brianrdey of Adweek, discussed
how different agencies and providers can give business social meditsdbpethey need, but there isn’t
one business solely focused on social media. The problem this crehtdissinesses can target only so
many different aspects- for instance it can be used for customaresexdvertising, and finding
advocates to support small businesses. This can hold some businessesbadopting social media

because it is to general and lacks focus.



Every company is expected to conduct its marketing strategies how theyasetdithire other
marketing companies who are familiar with the use of social media to ddliefor The
problem many articles discussed is that companies vary in their goalspautagions of what
can come from effective public relations. Because of this, a variety of modeiective public

relations strategies are necessary on a case-by-case basis.

An article entitled, 'Three Marketing Models for Social Media,” by §Toford, discussedhtee
effective public relations strategies utilized by Kodak, Best Buy andl Rdirof these key
players are using social media; however they are all using differenebasnodels to run their
businesses. The models include a centralized system, a combination systenribugedist

system of social media.

A centralized model leaves the decisions in regards to marketing up to theybifice. the
CEO, top executives etc. The problem with having a social-media head that | fouthchinthsy
may be narrow in their thought process of what would be best for the company and what
strategies would be most effective, therefore not utilizing outside sourtestid be of

benefit. Ford is a company that uses that business model.

A distributed model implements what its name implies- a distribution of magkatic public
relations responsibilities across the company in a variety of departriiaatesain problem |
found with this model, which Kodak uses, is that there is a risk of losing the dss@Essage

because of a lack of cohesion and focus.



A combination model establishes a group to be in charge of establishing putionsel
strategies, and then allocates responsibilities to people in differentrdeptst The danger in
this is that there is no real regulation of who is responsible for what once the taskeéave
delegated, so if work does not get done it is difficult to establish who is to bl&uses The

model Best Buy has implemented

Most of the articles found detailed how social media was initially aim#égegtounger
generation and was welcomingly embraced by them, and how it is slowly bytisfitebted its
way into small businesses as well as large businesses. For instance;lth&/ny Social Media

is the Next Big Thing,” “published by The Business Times, Singapommmasses the discussions of
several professors employed at the University of Nanyang’'s Businé3®ahnology School and their

opinions on the matter.

And in the article “ Facebook, Twitter Phenomenon” written by JiragsomBoon for The Nation of
Thailand Newspaper, discusses how Thailand had the highest graavtti patople utilizing social media
as of last year. Facebook is considered the be the most powerful mediwsebaitiss ability to be
customized to what its users are looking for; example: applicatiorsh&hgs with business when

inviting friends and customers, creating a “personal touch” for thieints.

One article, Niche Focus Group: Social Media is Changing the way we do Business, shmebln

Biotech Business Weekisted facts about the sheer size of the social media tool Facebook, such as
that if Facebook were a country it would be the fourth most populated in the worlduksdidc

how social media is no longer simply social, but a way for businesses to better itmgiove

interactions with clients. It also discussed the speed at which social medexpkded” and



how nothing in previous public relations tactics has been as fast and effectiveabs soci

marketing.

Another issue found in many articles was how if you are not knowledgeable in thef fseicial
media, it can make it a lot harder to find a company that will hire you. Intibke d6ocial
Network Imperative; Twitter, Facebook are becoming essentlatsks,” by Alyse Knorr of Cix
Newspapersemphasized the importance of knowing how to utilize social media. The article
essentiallyexplained how if you don’t use social media, whigts become so commonplace in this
generation, that it is considered a hindrance to your ability to contribute to a goinyaun do

not know how to use social networking tools.

It can also be a much more competitive process to get a job in markdtiagjsang or public relations
without these skill sets. This is because social marketing isvtyreost-effective. It was predicted in
this article that the use of social media would only become more andnfioeastial and important to all

job fields as time goes on.

In the article How to get the Word Out; Public relations —Small Business Solutions” ioiya Mguyen
she reviewed how public relations must be concise, clever and consealbat once. With the correct
strategies implemented, all small businesses can benefit from pelations. Goals must be clear, such
as finding and receiving sales or winning new customers. Even though the ecsrioslyambles,
people are still motivated in better times to spend money so applying pultienektrategies now is
key to influencing people in the future. The key to this success is a mixtuaglitibnal media and new

media.



RESULTS

The majority of the articles read were found on scholarly websites, sin#xesLexis, and

through the Kennedy Library research facility. Many portions of books disctiisesiibject as
well, although books published in the past ten years or so did not document the importance of
social media as thoroughly as more recent articles. This can be attribtiieddct that social

media still can be considered relatively new in the world of public relations akeétmgr

Analyzing efforts focused mainly on whether the articles had positivedekdnegative
feedback or neutral feedback on the topic. As previously stated, the majoritizlesdound
supported the idea of social media being essential to companies in this day.amtiege
keywords that were focused on in this project inclugedtic relations; public relations history;
social networking; social marketing; strategies in publicilat start-up business; start-up business

marketing; start-up business public relations; new business; smalébsishon-profit; social media;

effective public relations strategies.

The reason these terms were particularly focused on were becausevbred all aspects of public
relations, from its beginnings to more recent times. However, atiding and researching all of the
information, the next best step was to interview a local company who hedeat success through the
use of social marketing, as well as a start-up company that had ibeigym to realize the importance of

the use of social media.
RESEARCH QUESTIONS

A set of questions were chosen to help achieve the answers this project adimghtTihe questions were
based, generally, on marketing tactics and how they have adapted since thegfobtite companies
interviewed. They also focused on how important the companies viewebinsedia tactics. Finally, the

guestions asked tried to determine whether the companies intervieneedsiey social media tactics to



their full potential or if the companies were satisfied with ttraiitional methods of public relations.

The questions were as follows:

- How would you say your marketing tactics have changed since beginning yoadsasi

- Do you believe social marketing has improved the success of your company and dokydusthi

necessary, why or why not?”

-How would you say your marketing and public relations tactics set you apargdronompetition?

‘What do you see changing as far as marketing and public relations effortshys fisture of your

company?”

METHODOLOGY

The study began with intense research of the history of public relat®f@ itders and effective tactics
of traditional media. It then went on to research social mediagdmiog utilized today and why they are
important in combination with traditional tactics to effectively con@uptiblic relations campaign. After

doing the initial research, it was important to outline steps for puddations campaigns.

There was no specific set of “rules” for public relations campaiymsever there were many steps that
were important to consider before beginning campaigns. The next skepnmethodology was carried
out through a series of interviews where people of importance withogothpany were asked the
developed research questions. The first company interviewing efferésfacused on was MindBody
online, a business management software provider for the health and wielthess/. The best people to
speak with about the topic of marketing and the evolution of social mediahechead of marketing,

Danielle Murphy, as well as the founder and CEO of the company, Rick Sgeime



The second company focused on was Hathway Technology, a web-development company founded by
Jesse Dundon, CEO, and Kevin Rice, Sales Director. The final decision asksaib of the people being
interviewed the same questions that were clear, focused, unbiasedrantiteading. These methods
were consistent with good scientific practices for many reasonsirstprinciple followed was to ensure
that the information gathered was reliable and effective. It was tengalso to be open to the idea that

the research found may not be accepted by everyone who read the study.

Another important step was to interview who would be considered leadersaofietmézation’s chosen.
As leaders of said organizations, their status and reliabilitymiki@ company made them the most
important people to interview. This is also contributed to the ahbiliteproduce the study, as the answers

to similar questions would result in similar results.

RESULTS

The interview began by asking the first research question, “ How would ygwsaynarketing tactics
have changed since beginning your business?” Danielle, MarketingddifecMindBodyOnline, stated
that MindBody, did not even begin utilizing social media until 1998-beforetibatrhain platform was
through the use of LinkedIn and webinars, or a synched web site “walk-througle eliestts could have
demonstrations of the software from the convenience of their homehahiley any questions answered.

They also used things such as press releases and websites likesAlRew

It was Murphy’s opinion, when asked the second research question “do you belialensoketing has
improved the success of your company and do you think it is necessary, why or whpatos@tial
media has vastly improved the company’s overall success. She adttiftigteo the fact that the ROI, or
return on interest, is hard to track simply through webinar's. When ask#drtheesearch question,
“how would you say your marketing and public relations tactics set you aparydoeompetition?”

Danielle explained that through the use of social media, the company ws atelate what she referred



to as a “nurturing process” taking the potential client from a lead, lterst, @and focusing on building
more of a community for the client-not just selling a product. It was becétisegs like social media
efforts that she believed MindBody was set apart from compet@besbelieved MindBody had
established personality and values similar to competition, but that the mpiydaure, conveyed through
things like Facebook and Twitter, “trickles down to the clientiisgtMindBody apart from similar

software providers. Rick Stollmeyer conveyed similar sentiments.

When asked the first research question, Mr. Stolimeyer explained thagae his companies
“marketing” through the use of traditional public relations efforttuiting mailers and tradeshows. After
the addition of Facebook as a marketing tool, he stated, “people were readhafave had to offer they
just didn’t know it yet.” After being asked the second research questwas ihis opinion that social
media had also vastly increased the popularity of his company. The exarupkdhgas a yoga

instructor who hasn't started a company yet, but simply has the words “yoga” ‘ansiiorctor” on their
Facebook. Advertisements are then tailored to fit that persdet®gt, and MindBody happened to be a
company that utilized those advertisements. This was great for thgiangrhecause the advertisements
appealed to people who had not started a business yet, and it is alwey®ldetd clients early rather

than to risk them going with another companies software.

When asked the third research questions regarding how MindBody détsiigsefrom its competitors,
Stollmeyer explained the main marketing tactic they used to utilizal soedia was the use of sales
associates within the company. The use of sales associates, whisde j@search online and generate
new leads, was modeled after his partner and CEO Bob Murphy’s previous espevith a real estate
company. Mathematically they had determined that for every 100 leadsa@geheight of those leads

would turn in to demonstrations, and four of them would become hard sales.sTiftesdrén a 4%



conversion rate- all due to the utilization of social media tools likelb@ok, Twitter, websites, webinar’s

and email blasts.

As far as what Mr. Stollimeyer saw changing for MindBody in the futuregards to social media tactics,
he definitely wanted to increase their efforts to utilize as nofitlyose outlets as possible. He is still
hoping to implement more “viral techniques” accessing previously insibteslientele, and to blur the
line between consumers and the business. He believes that Facebook had waveugf adoption,

which then receded,” he believes the reason for its popularity fobthreygr generation is the lack of
worry about privacy issues. As a generation who “ lives out loud” as hd,dtateelieves the success of

social media and the adoption of it by the older generation lays mostly in theey@emgrations hands.

The CEO and Sales Manager of Hathway Technology, a web-development cotapiayiis 2008, had
their own opinions when asked the same questions MindBody CEO Rick Stollmeyer rkedir\da

Director Danielle Murphy had been asked.

The sales manager and co-CEO of Hathway Technology, Kevin Rice regidonggards to the first
research question that in the beginning of Hathway Technology, 100% of theitingataetics were
centered on the use of Craigslist. They would use paid advertising amel dinkctories to establish all of
their leads. The main website they used was Joomla.org, an open-sourcelssitke thvat gave them
access to traffic from different search engines. Although Kevin adhtiteeimportance of social media
to the company’s success, he did not think that it had helped Hatleghpdlogy generate many leads
after being asked the second research question about the impact of sdaeathus far on their
company. The example he used was the use of Facebook by company employees. AltehagkkEan

target people’s friends, it is limited in that it only reaches @piebple you are already friends with.



His response was that their company does not especially stand apastffesraoompanies at this point
due to a lack of funding, revenue and an unorganized budget when he was asked tlsedngd re
guestions. As far as their marketing and public relations tagi@s the future, he hopes to balance sales
and social media better. He does think that social media has been periamhfor brand awareness of
the websites they have built and hopes to emphasize cold-calling techaiglpay for billboards when

their time and budget allow it. Mr. Jesse Dundon, another CEO, agreed wéhvsoiRice’s points.

According to Mr. Dundon when asked the first research question, “We startedintpése
entirely different business model, then progressed to using Craigslist andwssdseio follow
up with people.” After they began to realize this wasn't a very broad marketheegtarted
“‘community based marketing” which involved them in developer communities witbimla,
the open-source platform they use to develop their websites, and utilizing theasthsc
forums. Essentially, this online marketing (where they would help other develperell as the
software developers) helped build their reputations with developers. Thisdaauhem
sending business to Hathway Technology when it didn’t fit their ideal businesd@neus

customization requests.

In Dundon’s opinion, after being asked the second research question, was thatestiaias m
more of an “image tool” for the company- more of a Public Relations efforttassdl social
services to some of their clients. This is why it is important to them “tble$tgresence in our
particular market since we have more of a niche within business to businessexpdrite
social media has more of a long term effect and allows us to saturate otbtsx.’olile main
problem they faced with social media was that most of the people being expdseddoial

media tactics they used to promote themselves were already their fmehidsraly. “If we had



a product that applied to a larger market segment, then our social media would leéfective

i.e. a widget or an iphone application.”

According to Dundon, “It really comes down to branding- a lot of competitors in the isahre
aren’t very well branded with a recognizable logo and icon.” To have that asorporate
identity which is then translated across your marketing collateral, t@gbsicebook fan page

and Twitter is the ultimate goal of social media, in Dundon’s opinion.

In regards to the third research questions, Dundon believed that a lot of their cnspetih’'t
really involved in design and that is what sets Hathway Technology apart fropetians,
especially in an industry dealing with assembling open source softwaedrtdaaty exists. The
main problem was that anyone with a moderate amount of skill could do that partrbf it fai
well. Dundon considered it an advantage to have coders as well, as he believa®ittdites

their brand and allowing them to effectively offer branding services todlents. The main
benefit of social media for Dundon was,” it helps your brand reach out among multiplelshann

whereas if u didn’t utilize it you could never hope to reach those people.”

Overall, the experts agreed that the success of public relatiopsicgs rests on the ability to integrate
new social media tactics with traditional public relations tacffter having detailed the key steps and
tactics to ensuring a successful traditional public relations campevgss important to discuss some of
the more popular and well known social media outlets and to explain how thegsireommonly used.

Facebook is considered by some to be the “mother” of social media.

Facebook can be used from a social marketing standpoint in one of two wayth-thrbugh the

creation of groups and fan pages. A fan page typically encompasses sonmgthingrty people like,



such as a musical artist or group. You can become a fan of one of these padewihdhow up on
your Facebook profile, providing marketing for the group that has asked youheikan. Simply
stated, it uses your network to influence friends you already have on Facebook wiftueacé people
outside of your direct network- impacting huge numbers of people. Facebook groupshangeaised

for smaller interactions ( 5,000 or less email blasts can be detat Bacebook friends.)

In order to establish a “group” on Facebook you must assign an” administaattire’ person who
initiated the group. This makes groups a bit more personal, as opposed to fawlipagethere is no
specific administrator. Facebook also uses “status updates” thoughtithe meain focus of the website,

like Twitter.

Twitter is a huge social media source being utilized by over 2.6 million peopléwiael Twitter
essentially is a combination of various online communication efforts imgjuenail, chats such as Skype
or AIM. However, “tweets” are limited to 140 characters per tweee€elsvare status updates, which can
involve links, discussions about controversial topics, or back and forth cativersetween “tweeters.”
The obvious benefits to using Twitter as a public relations tool includdsieenumber of people
present on Twitter-allowing you to access people outside of your easilgsitile demographics-

increasing your networking abilities vastly.

DISCUSSION

After conducting the interviews, | had to tie these results back to the modalsyuiseger,
hugely successful companies Kodak, Best Buy and Ford. According to anlaytCleistina
Warren posted on Mashable.com, the social media guide, social media is a r&gnsabe of

both marketing and public relations. In a study of social media marketing and elddi@ns



conducted in 2009 by EConsultantcy, 35% of companies managed their social mediagesource
under the digital marketing team. PR/communications departments managed 21% of

respondents, with 19% saying that social media was managed by a cross-fliteson

Figure 11: Do you have resources dedicated to your social media activity?
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So why does this matter? How should we know which model to use, when three huge companies
are all using different models and tactics and are all experiencingss@cdVhat was determined

was that what department/model social media falls under is not what is thenpogant, but

rather ensuring that all departments are working cohesively and eactnmoeyg&nowing what

their role in social media implementation is what leads to the highestrarof success in any

social media campaign.



CONCLUSION

This project was significant for many reasons. The first reason would bepbdamce of
identifying the differences public relations has gone through in recerst gred throughout the
entire duration of its existence. Even before the term public relations was t’'tpewple were
utilizing the efforts of manipulation, strategy, coercion and convincing peoplerampsgof the
importance of a cause. While traditional public relations today has much mmteistrand
specific methods of implementation, it was apparent the use of public relations has$esial

to the success of companies and people for many years.

The second reason this project was significant is because it proved that whdegdabbns has
changed so much, some people and companies are still “ in the dark” about the espabiliti
social media. Even a web development firm (Hathway Technology) who one migimeass
would be very well-versed on the use of social media is not utilizing it to its fulitedtd_arger
companies however have, in general, realized the importance of socialaffedsand because
of such they have experienced great success. A third reason this projectwi@susigvas
because it also proved that there is not one, set model to follow in regards tpaamygamn

individual's public relations strategy.

Of the three larger companies researched, none were using the exactaieheget all three
experienced success. This is a confusing issue for smaller businesses\atigalsdnoping to
promote themselves or their product because it is difficult to determine wiatdgy would
best suit them. The overall consensus however was that regardless of the modelkclotsde
media is imperative to moving forward with the future of public relations and not ‘tefhimn

the dust” by competitors.



From here, there are certain steps that should be taken. In terms of the Pubbo®Relat
profession, it is Public Relations, Marketing and sales people’s responsgiiyy up to date
with the constantly changing internet and social media tactics and todébkedt is also those
people, and company departments that employ those peoples, responsibility to kdessesi
CEO’S and executives informed as well. There are many factors ngcieskaep a business
running and successful and the fact of the matter is that higher ups in companies haase not

the time to learn these things on their own.

Another crucial step is bringing awareness to smaller “mom and pops” andgnnafiirmation
and instructions on how to use social media readily available and accessibless the
technologically savvy generation. Technology obviously has a fear factor ferwihasare
unfamiliar with it, so the most logical step is to make using social medimpke nd effective

as possible to reduce those fears.

To further the understanding of the issues discussed within this paper, people npisdratce
embrace change and realize social media is going nowhere but up, so theysmigheajoy

the ride.

This Senior Project was valuable to me for multiple reasons. It gavieeno@portunity to learn

the history of public relations in detail, something that maybe | should have known but did not
realize was so extensive until this project. It was significant ddeeause the rise of social
media has occurred during my lifetime, particularly becoming populaerteded college. This

is significant because it gave me a “one-up” on the competition, i.e. otherdesatery

individuals competing in the current job market. It was also valuable because ihgahe



opportunity to analyze the methods of successful businesses and to compardittseartdc

similarities.

This project was valid because the information found coincided with the informatiaihed
during my research. It is generally agreed upon, in the articles | reada@ydeal, that the
combination of traditional media and social media results in the optimal resal{sublic
relations campaign. Although there is a significant amount of literature td®sitibject, it was
important to speak with people one on one to confirm that it is not just author’s opinions but
actual fact. | gained valuable knowledge about the marketing tactieg,@nd small, businesses

and | also gained experience writing an extensive research paper.

| believe | also gained an appreciation for the field of public relations. It isasytto plan a
successful campaign, much less to keep up to date with the changing social atiedia ta
However, after conducting this research | do agree that it is necessaryctangrgnies’ success

to embrace the changes within public relations and utilize them to theirfedtieéness.



Michaela Bernard
Senior Project 2010
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