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Public Relations is the discipline which looks after reputation, with the 

aim of earning understanding and support and influencing opinion and 

behaviour. 

It is the planned and sustained effort to establish and maintain goodwill 

and mutual understanding between an organisation and its publics.

-CIPRôs definition of PR
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Social

People are choosing what brands to work for, 

invest in or buy from based on core values that 

align with their own.

Social media insights can help brands connect 

with consumers, investors, employees and 

other stakeholders in authentic, credible 

ways to drive desired behaviors and 

outcomes.

Political

People are more conscious than ever of a 

brandôs political stanceð stated or implied.

The blurring of social and political issues has 

made a óno politicsô policynearly impossible.

Social media insights can help brands 

understand what is working/not working for 

brands who have taken a stand on political 

issues.

Environmental

The pandemic prompted a dichotomy of 

dialogue on sustainability and climate 

issues.

Some prioritize health and safety over 

environmentally-friendly products; others 

focus on a reduced carbon footprint due to 

lockdown.

Now more than ever, Social create news
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Increasingly social is the largest news source 

Profile of users on each social network Age Distribution
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Skews slightly older

Equally split 
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Skews younger

Mostly under 45

Mostly under 25

Mostly under 30

Weekly usage

Weekly news usage

Source: Reuters Institute 

Digital News Report 2021
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36%
Of CMOs responded that they donôt

ñIntegrate & Amplify Earned Media & Marketingò

CMO Council & Cision: Bridging the Gap for Comms and Marketing.



# T H E S T R AT E G I C D R E A M T E A M

D
O

THINK

S
A

Y
SEE

In addition to reporting on what content 

people SEE, social insights can help 

brands understand what people SAY, THINK

and ultimately what they DO.

Social insights can augment or replace other 

slower, costlier ways to answer these 

questions (versus trackers, surveys, focus 

groups, ethnographies, etc.)

We can connect more dots
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Social as a leading indicator

Social Shares is a leading indicator for audience 

interest, volume is a lagging indicator
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Social to understand audience perception

Nintendo drives conversation with E3 showcase, 

but Xbox sparks joy among core fans
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Consumer Research

Identifying people saying ñI need to dietò on social, helps us understand different audiences

34%

66%

Male Female
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Journalist Dissonance

Journalists represent their own views on social, but represent their publications in articles 

11%
Of Journalists in the UK state that ñviews their ownò 

or similar in Twitter Bios.

Tracking their social conversation can give a more accurate 

representation of their opinion in social. 
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Prepare
Map organizational and functional goals 

to desired outcomes and measures of 

success

How to incorporate social
Category insights, competitive 

intelligence, benchmarking, influencer 

identification

1

Plan
Define who you are targeting and 

the behaviors youôre trying to drive

How to incorporate social
Audience insights, online focus 

groups, journey mapping, path to 

purchase

2

Implement
Activations, activities and tactics

3

Monitor
Real-time access to data and 

insights

How to incorporate social
Alerts/Dashboards, storytelling, daily 

briefings, weekly snapshots

4

Measure
How did initiatives perform against 

the strategic plan? What are 

business outcomes?

How to incorporate social
Measurement reporting, data 

integration and alignment, 

storytelling, attribution data

5

Iterate
Apply key learnings, refine strategy 

and plans

6

Richer insights support the entire communications workflow
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Low Carbon vs Net Zero: UK Online News Sources
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Low Carbon vs Net Zero: UK Social Media



ǂOfu!{fspǃ!upqjdt!uzqjdbmmz!gpdvtfe!po!fnjttjpot!qmfehft!
and achievements

ǆOfu![fspǇ!Upqjdt! ǆMpx!dbscpoǇ!Upqjdt

Qptut!dpoubjojoh!uif!ufsn!ǂofu!{fspǃ!uzqjdbmmz!jodmvefe!ejtdvttjpo!pg!emissions targets and achievements, with specific 
environmental-related emojis )fbsui-!hsffo!ifbsu!fud/*!vtfe!jo!qptut/!Xifsfbt!qptut!vtjoh!ǂmpx!dbscpoǃ!ufoefe!up!jodmvef!nfoujpot!pg!
the UK government, the economy, and investments in sustainable energy. 
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Brands used their Twitter accounts to publish pledges to 
sfbdi!ǂofu!{fspǃ!cz!b!dfsubjo!zfbs
Uiftf!qptut!pgufo!jodmvefe!jnbhfsz!sfmfwbou!up!uif!pshbojtbujpo-!boe!ibtiubht!qspnpujoh!cpui!tvtubjobcjmjuz!boe!bo!joevtuszǃtmove 
towards lower emissions ƿsuch as the #flynetzero hashtag, which was used in the context of the aviation industry. 

Upq!ǂofu!{fspǃ!
Hashtags 

Mentions
% of total 
ǂofu!{fspǃ!

posts

#netzero 84,522 35%

#climatechange 13,782 6%

#climateemergency 12,754 5%

#climateaction 4,323 2%

#cop26 3,857 2%

#climatecrisis 3,800 2%

#energy 3,213 1%

#extinctionrebellion 2,933 1%

#climate 2,601 1%

#sustainability 2,582 1%

Upq!ǂofu!{fspǃ!ibtiubht!sfgfst!up!uif!ibtiubht!nptu!pgufo!cfjoh!vtfe!jo!uif!ǂofu!{fspǃ!qptut/!17
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COVID-19 Vaccine Discussion



# T H E S T R AT E G I C D R E A M T E A M

COVID-19 Vaccine Discussion



# T H E S T R AT E G I C D R E A M T E A M

COVID-19 Vaccine Discussion


