PR 2.0: How Social Media is Evolving the Practice
Public relations (PR) is going through a tremendous transition right now…it’s evolving.  It’s shifting from an old school approach (managing communications between an organization and its audience) to a new school approach (facilitating mutually beneficial marketplace relationships).  To better understand this transition and its impact on our work lives, it’s important to understand the players and specifically the environment they interact in.  It’s essentially the marketplace.  Think about the traditional marketplace… that’s where this whole idea/practice of communications began.  What was it?  It was a townsquare where people converged on a daily basis to exchange goods, ideas, knowledge, etc..  Everyone benefited from the participation and everyone was happy.  

As the market was central to everyday interaction, the door was left open for an information/idea expert.  Enter the media…The media rose as a powerful force telling people what to believe.  People no longer had to come into the marketplace.  Information could be delivered to them.  It was a one-way form of communications, with very few possibilities of feedback.

The fortunate thing is that the media, big media, has impacted the practice of PR.  Big media demonstrated a need for a partner…enter PR.  Traditional PR involved linear communications—one person to another—where the message and release of such information is tightly controlled.
Unfortunately, along the way, markets became marketing—something that we did together became something that we did to others.

As PR people, we are trained to talk.  We use phrases like messages, delivery, outreach, audience, and response.  Think about the tools of our trade—press releases, media briefings, pitches—every single one of them addresses what?  Outbound communications.

But something has happened.  The market is no longer just content with receiving information or news.  It wants to have a voice.  It wants to engage in an open dialogue and influence the information agenda.  Gone are the days of linear communication, of giant gatekeepers, and PR controlling what is said, when it’s said, and how it’s said.  PR and MarCom are shifting…and social media has been the catalyst.
PR Shifted     
	Old School
	New School

	Push Model
	Pull Model

	PR Man in the Middle
	Public Wants Direct Access

	Focus on Selling
	Focus on Listening/Learning

	Manage messages
	Facilitate Conversation

	Single, Authoritative Voice
	Open Engagement, Multiple Levels

	Focus on Top-Tier Stakeholders
	Empower Employee/Customer Collaboration

	Speak at
	Converse with


So why is social media important to PR?  According to a recent Forrester Research/Intelliseek survey of 470 respondents, consumers place far more trust in their fellow consumers than they do in traditional marketers and advertisers. For any marketer, advertiser, or business professional trying to be heard or break through the clutter, understanding and managing this high-impact social media is critical for marketplace understanding and success. 

Secondly, social media is prolific and increasingly easy and inexpensive to create. Online discussion forms, membership groups, boards and Usenet newsgroups represented the first social media wave. Blogs and online videos represent the latest wave of social media that's easy and inexpensive to distribute…and influential in its impact. 

Craig Newmark of Craigslist recently pointed out that companies are ultimately community service organizations (with economic incentives for their contributions to the community). They forgot that the reason for their formation was to help people with a specific problem, desire or need - that the all important intention of contributing to the community by participating in it was their original purpose.  It is this key shift in thinking and mindset, that demonstrates the need for a return to the roots of our society and the organization’s role in it—ultimately the townsquare concept.

According to Darryl Plummer, Gartner Group VP and Fellow in a recent Dow Jones MarketWatch interview,  “If you don’t pay attention to blogs and community contributions [social media], down the road you’re going to be way behind the competition because you won’t understand how to reach the customer, and they won’t understand why you seem so out of touch.”  
Forrester Research vice president and principal analyst, Charlene Li, further describes this media landscape shift and its impact by identifying three tenets of social computing:

· Innovation will shift from top-down to bottom-up
· Value will shift from ownership to experience 
· Power will shift from institutions to communities

"As I often stress, it's not about the technologies but about the new relationships that users will form,” said Li. “Technologies will come and go, but the power built on the relationships created by social computing will endure.” 
The question to ask yourself is how are you engaging with your communities?  What is the context for your participation? How are you communicating and collaborating with them?  Because the communities are talking about you, they have a voice [EXAMPLE: Think if even .1 or even .01 percent of the 100,000 new blogs created daily, or the 100 million videos served daily by YouTube, or the nearly 70,000 podcasts posted daily, mentioned your company…that’s a lot of collective intelligence—perhaps both negative and positive—that could be identified, responded to, and through participation, even influenced] they wield a lot of collective influence, and traditional media relations and tactics alone will not connect with them—it will take participatory relations (social media).
