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Foreword

The premise of the Southampton Solent University #ebookinaday project is
straightforward.

50 PR students split into eight groups under the guidance of Southampton Solent
University academics Catherine Sweet and Richard Berry, ran and reported on a series of
projects about different aspects of modern public relations practice. The goal was for
each group to write up their findings and contribute a 1,000 word chapter, as well as
images and references to an ebook published by Solent Press.

The genesis for #ebookinaday was a blog post that I wrote last year about a similar
project at Boston University. I challenged my network to see if we could develop the
project.

The public relations teaching team at Southampton Solent University responded and as
you’ll discover invested significant effort in developing the original concept.

I was delighted to be invited by Catherine and Richard to participate in the project and
help out. One of my goals as CIPR President is to promote better engagement between
academia, teaching and practice.

#ebookinaday was planned over a month and created in the day. The project was as
much about the topic as it is about using agile and co-creation techniques to produce a
significant piece of work in short order.

The team integrated the AMEC Valid Metrics Measurement framework as a planning
and measurement tool for each chapter – and the book overall.

The group learnt that markets and organisations truly are networks connected via
social applications, networks and tools via the internet.

As you’ll read people that were invited to connect and participate in the project were
incredibly generous with their time. Public relations students, teachers and practitioners



from through the UK and further afield connected with the project.

It required hard work and not every group was equally successful. But we all learnt a
great deal.

For me the combination of thinking and doing, applying theory in practice in such an
intense way proved to be a great form of learning and development. We’re already
exploring how we can incorporate lessons into our training at Ketchum.

Ultimately #ebookinaday ceased being a learning and development project. It became
a movement of people rallied around a common vision and purpose.

I hope that you enjoy the result.

Stephen Waddington

Digital & Social Media Director, Ketchum Europe

President, CIPR

http://www.cipr.co.uk/content/about-us/people/council/stephen-waddington-mcipr-beng-hons


Introduction
“P2P”- person-to-person? Peer-to-peer? People-to-people? However you define the new

way of communicating, it’s something that the Public Relations profession needs to
accommodate. We no longer control the conversation. We can try to influence it, curate
it, shape the discussion, shift the agenda, express an opinion. But, it’s happening out
there in the public, whether or not we or our employers are engaging with it. It’s up to us
to join in, to get involved.

We are the generation for whom there is no such thing as “digital PR”. This is just
public relations, and we are demonstrating with this book how to put “the public” back
into public relations. Each of the following chapters was written and produced by a team
of Southampton Solent University PR students to show the power of connecting with, of
engaging with, collaborating with, co-creating with stakeholders in a whole new world of
public relations.

In this book, we identify some of the key tools, explain some of the crucial concepts,
and then show how they work in practice with case studies that are delivered to engage
with our own stakeholders.

This e book is designed to stretch the imagination of public relations practitioners and
their clients everywhere. Content-led engagement strategies create a many-layered
conversation between stakeholders, whether an organisation wants one, or not. By doing
it within a twenty four hour period, we seek to show that PR is agile, adaptable and
responsive to the needs of the publics that we draw into our conversation. By being part
of the conversation, organisations adopting a P2P approach to their PR will be stronger,
more ethical and respected, and better able to achieve their business objectives. This is
the future of PR.
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Networking
Networking is a

crucial part of the PR industry.
Networking is a crucial part of the PR industry. If P2P PR is to have meaning, then

networking is at its heart.

Engagement through networking has been central to how the internet developed
feelings of trust, distrust, and the forming of online groups. Theory of networking in the
“digital age” is all about how people are coming together very fast over a topic that
mobilise their interests, views, and believes. Therefore, this group of people are assumed
as a trust – based association.

Major channels and tools for engaging people online include social networks such as
Facebook, LinkedIn, Twitter. In theory, engagement seems simple and easy; however, in
practice it is very challenging. In order to get engagement, you need to identify the
benefits for both sides.

The power of networking and the challenges of engagement are demonstrated in our
case study which was all about reaching out to Solent PR Alumni to find out where are
they now in terms of their career and location, combined with what was the most useful
skill they took out from the PR degree at Solent.

Nowadays, social media is an inevitable part of networking and building connections,
as everything we do is online and even in our private life we communicate with others
through the use of social media channels. Therefore, we used the power of social media
to reach out to our pre identified target audience.

The first step was to gather data featuring names of Solent PR Alumni. In order to do
this, a course leader was identified as an intermediary who is more likely to have the
needed information. The majority of the data was collected from the course leader’s
LinkedIn connections and Twitter followers. The Facebook Solent PR Society group was
used as well to identify PR Graduates. A spreadsheet was created featuring 176 former
Solent PR students.

The social media platforms chosen for the case study were Twitter, Facebook, and



LinkedIn as these three have been previously researched and identified to be the most
used networks by Solent PR Graduates.

We were trying to get three things from the Solent PR Alumni on the day:

• Alumni’s current job title and company

• Alumni’s location

• Alumni’s answer to the question ‘What is the one thing you learned from the PR
degree at Solent that has helped you the most

In order to get Graduates’ attention, we have used the hashtag #ebookinaday which
we believed would gain their curiosity and interest. However, in practice we got the most
engagement through the retweets of some of the Alumni who were tweeting their course
mates. This shows the power of “peer-to-peer” PR- it’s about existing relationships with
trusted sources. A course leader’s retweet also made a difference and Alumni started
contacting the Solent PR Twitter account themselves answering our questions and
showing a high level of engagement.

Once we got an Alumna’s attention and an answer to our first question ‘Where are you
now in terms of a job and location?, we then asked the next question ‘What is the one
thing you learned from the PR degree at Solent that has helped you the most?’. Some of
them did not bother to answer the second question, due to the fact that they may have
lost interest after the initial interaction with us. We had originally planned to ask the
Alumni for a selfie after they have answered all of the questions; however, after
continuously asking we received only 2 selfies in the end. We believe the reason that
stopped them from sending a selfie is that it is quite personal and it was such short
notice.

The information we gathered was based on Facebook and Twitter replies and LinkedIn
shared information:

Facebook – 16 replies



Twitter – 9 replies ; 22 intermediaries’ retweets

LinkedIn – 102 people via information found online

It can be concluded that the most efficient way to gain the needed information was
through LinkedIn; however, we did not manage to engage with the Alumni but just
viewed their profiles due to LinkedIn restrictions which states that we cannot email or
message someone who is not in our connections. Privacy rules do make networking
challenging!

In terms of real engagement and speed, Twitter was the most proficient platform as
we were getting replies instantly. Peer endorsement came into action when the Alumni
started retweeting our tweets by mentioning their friends on the retweet which
encouraged their course peers to also get involved in the activity. The ‘word of mouse’
theory came into practice when 3 Alumni who were not on our database engaged in the
activity after seeing retweets from others. It was established that personalised Facebook
messages work better than a Facebook post on the Facebook Solent PR Society. People
seem more likely to engage in a longer personal message than in a 140 character tweet
which is visible to everyone.

LinkedIn is one of the most used professional social media channel recently. We have
used it in our case study in order to keep track of where Solent PR Alumni are now.
Whenever we were not getting a response from an Alumni, we looked at their LinkedIn
profile to identify where are they working at the moment. This type of information was
used only if a person’s profile is up to date and their job title stated that it was current.

https://www.facebook.com/groups/SolentPRSociety/%3Ffref%3Dts
https://www.facebook.com/groups/SolentPRSociety/%3Ffref%3Dts


One of the most challenging aspects was that we had only a couple of hours to gather
such a large amount of data; therefore, we used peer endorsement to reach more people
and get answers quicker. If we have had a longer amount of time, we might have
managed to generate more answers to the question ‘What is the one thing you learned
from the PR degree at Solent that has helped you the most?. However, we successfully
managed to get 19 responses to that question out of 27 replies. Analysing the responses,
communication came out to be the most helpful skill they have learned at the PR degree
at Solent which benefits them in their current career path. Not surprising for a PR
graduate

The majority of the Alumni who actively engaged in the case study graduated 2012
and 2013 which indicates that recent graduates are more loyal to the University and still
feel connected to the degree programme than the ones who graduated a longer time
ago. Based on our experience and results, we recommend that if a similar activity is
repeated in the future, the attention should be focused on targeting recent graduates as
the main stakeholder group.

The intermediaries without whom this would not have been able to happen were the
Solent PR Alumni who were retweeting our tweets, and the course leader who provided
the data and retweeted our questions.

It was very beneficial as we have all expanded our connections and enhanced
networking skills.

It’s all about who you know!
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Chapter 2
Crowdsourcing

How the award should be run:
The Crowdsourcing chapter is a response to a challenge we received from the CIPR

Wessex Committee- the regional branch that supports our university’s PR course- because
we are an accredited degree progamme. Each year they sponsor an award for SSU’s PR
Student of the Year, given to one deserving final year student.

The process of selection is in need of a re-vamp, so we decided to consult with key
stakeholders involved with the award. The task is to collect the views of the “publics”
involved about what makes a worthy recipient, and how to encourage more students to
nominate themselves. After all, if we can’t promote ourselves as worthy winners by
showing our skills at PR, then we don’t deserve to win an award!

The team was tasked with identifying criteria for the ‘PR student of the year’ award,
seek input on how this could be ran in a more effective and transparent way, and how
this could be promoted to final year PR students at Southampton Solent University. The
goal was to do a research and consultation exercise so we can present our findings to the
Committee at their next meeting.

A questionnaire was designed and shared with professionals from the PR world in order
to investigate the best way to run this award. Amongst those were SSU Senior Lecturers,
because, after all, they see the students’ work on a day-to-day basis. Many of SSU’s
lecturers are PR practitioners, involved with client delivery, so they know what
characteristics make an award winner stand out.

Based on feedback through the questionnaire, the following definition of what the
award should recognise will be suggested to the CIPR Wessex Committee:

http://www.cipr.co.uk/content/member-groups/wessex/committee
http://portal.solent.ac.uk/


Opinion agreed that:

self – nomination was the best way to get applications.

only students that are expected to get a 2:1 or above in their degree should qualify

Results suggest that the entry submission should consist of an online portfolio (which
could be a blog) that includes the following:

A statement no longer than 1000 words that evidence the skills of being an excellent
communicator, excellent writer and excellent campaign planner and implementer,
relevant work experience and other relevant achievements

A recommendation from any lecturer that teaches in the PR and Communication course at Southampton
Solent University demonstrating the student’s creativity and engagement in the course work
Example of campaign/social media work that you have undertaken

The consultation showed that students and lecturers believe that entries must be made by the candidate and not by a
third party. One of the key issues affecting the quantity and quality of applications that came to light during the
consultation was that the timetable at the moment- based around results published in July- was a deterrent. Dispersed to
the four winds by June, many of the students were too focused on their new jobs (SSU got 100% graduate employment
in 2013) so the relevance seemed less pressing.
As a result, we will be recommending to the CIPR Wessex Committee a new timetable:

Final email/ promotional material sent the week before Christmas break, around the 15th December.
Finished applications to be handed in around the second week in February.
One month for ‘judges’ to look over application evidence.
Winner to be announced at Graduation

We also got feedback that we needed to do more to help students understand the power of the award to boost their
long term career prospects.

Student input showed that while it is true that only final year students can win the PR Student of the Year Award , it is
very important for the students to be aware of this opportunity from the moment they start their course in the first year.
It will give them something to work towards, and it will increase their confidence to nominate themselves in their 3rd year
as they would be fully prepared.

That is why the team then focused their efforts on drafting a promotional plan to help the CIPR Wessex Committee to
target SSU PR students to inform and prepare them for the moment when they will be invited to apply for this award, in
their final year of study. This could include

Infographic around Solent PR Facebook and Lecturer’s Twitter accounts
Stephen Waddington and CIPR Blog to do blog posts
Posters on PR boards in the PR university corridor
Mentions in the Solent PR course level handbooks
Posts on the Solent PR Blog

Specific ideas relevant to First Year students could include:



Taster day talks
First year booklets at the beginning of the degree
Unit handbooks – perhaps integrating the portfolio work into an assessed assignment
Included in the induction Talk at beginning of the year
Previous winners come in to talk and inspire first years

Recommendations Specific to Second Year:

Reference in course handouts
Induction talk in the beginning of the year
Social media and emails towards the end of the year to remind and encourage students to enter

Recommendations for Third Year:

Course handouts
Previous winners to come in and chat to students about how winning the award has changed their lives and
career prospects
Increase the engagement on social media regarding entering around Christmas time and when students come
back
Send email announcements closer to when entry for applications is
Member of CIPR Wessex Committee to come in and encourage students to enter the award and show the
benefits of winning etc

Obviously, this input will be useful when the CIPR Student Representative goes to the next meeting to talk with CIPR
Wessex Committee members about how the award can be shaped for the future. As a way of reaching out in a single day
to some of the stakeholders who need to be consulted, the team judge the exercise to be award winning!



Alumni testimonials
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Co-creation

What a day! Team Co-creation has been hard at work to be able to explain this
innovative PR concept to you. From 9am to 4pm seven Southampton Solent PR students
set out to define and conquer co-creation.

The overall theme of the ebook is peer to peer PR which is all about interconnectivity.
An element of this is innovation through co-creation and addressing how it can be used in
a PR capacity. With the emergence of social media and technology, which evolves at a
rate faster than Usain Bolt, a new paradigm has developed in the industry and it is going
to start a PR communication revolution!

Co-creation is about utilising people and resources to develop a best version of
‘something’. Either it is a brand, PR practice, or a theory; the possibilities are endless. The
easiest way to do this is by gathering ideas and contributions through a platform that
allows people to engage and therefore enables co-creation.

This chapter contains everything you need to be able to facilitate your own co-
creation. The Toolbox expands on the elements required, and the Key PR concepts and 5
Guiding Principles should shine a light on best practice. These definitions are all linked by
one common theme (in fact this whole ebook is!) engagement. PR cannot work without
engagement and it is this aspect that allows co-creation to flourish. As this topic is still
emerging within PR, at present, there is no real academic theory to be able to draw upon.
Which in a way is good as it means there is a blank canvas for practitioners to trial
concepts and models properly and any theory that is developed can be based on
measurement and proven techniques.

If you are still unsure exactly how co-creation this would work in reality then an
excellent example is hitrecord.org. It is described as ‘an open-collaborative production
company, a website where we make things together’ which when you look at it more
closely is the perfect example of co-creation.

Different elements of music, art, film, TV, literature, merchandise and a vast array of
other items are all posted to the website and Sony, Harper Collins and Pivot help to
combine the content and ideas together. Now co-creation can be used as a profitable



endeavour, but that’s not the real drive behind it, it’s about generating the best idea or
thing possible and moving something forward. It is about evolution and development.
Hitrecord.org state it really well ‘a wise man once said we don’t make movies to make
money; we make money to make other movies’

Crowdsourcing has shown us that people collaborating mean more ideas to draw upon
and a better overall end result. Co-creation extends this by actually putting it in to
practice and producing a tangible result. We thought the best way to illustrate this would
be by doing a demonstration to put it all in to action.

PR has a dependency on interning and is known as a tried and tested way to break into
the industry. So we took this hot PR topic and decided to invite people to share their
opinions on what attributes they think make the perfect intern or internship. The ideas
and opinions gained in this twitter ‘build hour’ were then amalgamated into infographics
to create engaging visual definitions. Not only are they illustrations of co-creation, but
also a useful resource for PR students and professionals.

The Twitter build hour produced some fantastic results; in total 43 PR students and
professionals got in touch and shared their views on interning. 23 people tweeted about
the #perfectintern and 20 about the #perfectinternship, which is a great achievement
given the time restrictions on putting this together.

Time, co-workers, personal qualities, funding, projects and the nature of the internship
featured heavily in both categories as required attributes. The PRCA recommended that
an internship should be between 1 to 6 months for both parties to be able to get the
most out of their time with each other.

https://twitter.com/search%3Fq%3D%2523PerfectIntern%26src%3Dhash
https://twitter.com/search%3Fq%3D%2523PerfectInternship%26src%3Dhash
http://www.prca.org.uk/
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Chapter 4
Gamification

A game towards engagement
Gamification… A word so familiar and so extraterrestrial at the same time! You would

probably be right to guess that gamification utilises game designs and elements in order
to make workload more fun. We mean, who does not like to play? Leaderboards,
rewards, treats are gamification ideas represented by the most social media; foursquare
is based on the use badges and a weekly leaderboard, while Marriott Hotel took
inspiration from the popular game ‘The Sims’ and developed its own online game to
recruit new staff. The applicants had to play as if they were the kitchen managers, giving
the recruits a better understanding of the industry. The idea of using a “game” style
within a PR context has been used since the beginning of the 20th century, but only
recently has its true potential been recognised within the world of PR.

We have to accept, this has made our life easier as well as more fun! Similarly to when
you are playing a game, the concept of the ‘just a few minutes more’ can be applied
within a PR campaign, too. When employees are enjoying their work, they are more
productive and many organisations have now started noticing the benefits and
implementing gamification ideas in their communication work.

The PR industry is constantly changing. One day one thing is trendy; the next day it is
something else. Gamification is something that is extremely trendy in the PR industry
these days. A lot of PR practitioners have made a great use of it and have achieved
extraordinary results. Gamification is used in internal communication, promotion, external
communication, even in recruitment, as previously mentioned

Gamification can be applied in every industry, in fact, it can be incorporated in any
activity, under a professional’s guidance. It would be great if there was a game, involving
the participant in the day-to-day activities of a PR practitioner, wouldn’t it?

The most important thing to remember about Gamification is it is an engagement
strategy, which provides participants with a challenge and a reward. It could be used for



both long-term and short-term goals, but there should be something, a compelling reason
that really attracts the people/ target audience and gets them involved in the game. The
gamification strategy works flawlessly, some of the biggest global brands have already
applied it successfully – Starbucks, Nike, even The American Army used it to both train
and attract more recruits.

A bit of healthy competition is always fun, and what better way to demonstrate
gamification in practice than through a good old-fashioned treasure hunt? According to
Renn et al (Smith, 2003), public participation can be described as “forums for exchange
that are organized for the purpose of facilitating communication” which can be directly
applied to our ‘e-book in a day’ event. After all, the whole point of PR is to communicate,
but we want to introduce ways to build relationships on a brand new ‘Peer to Peer’ level.
As PR students, we decided to focus on the eternal conflict between PR and Journalism,
professions that cooperate daily, but have a dislike of one another ever since the world
has begun (or those two started working together). We sourced a team from our PR
undergrads and a team from our Multimedia Journalism undergrads, and made them
compete in a treasure hunt called The Flacks vs the Hacks. Clues around the university
required knowledge and abilities in research, technology, current trends, personal
relations, creativity, and some bit of treats and gymnastics just to make it more fun!

This is what we came up with:

The two teams (PR and Journalism) faced a crisis; they have to deliver a project to
their client/editor but the internet is down and they do not know where his/her office is.
The two teams gathered the clues needed to find the target office. Each task earned
them a number and the next clue. In the end, they got a reference-code card, in order to
translate the numbers into letters, and reveal the place they should go in order to win.



Chapter

Pre-planning, pre-planning, pre-planning! Gamification requires a lot of preparation and
thinking well before the event- which was challenging in the #ebookinadaycontext. You
would never believe how many things you have to consider when you organise an event,
and we had little time to prepare. Many things could go wrong – and some did (some
clues were misplaced (vandalised?) by other students) but thankfully we made sure we
always had an alternative. Creativity and a dedicated team made this happen, it went so
well and the competing teams had so much fun they DID ask for more.



The lesson we learned were- make sure you have enough time to prepare, before your
gamification demo begins – then you will have time to enjoy the fun, other people’s fun.
But still, it was totally worth it!

The experience of the PR team competing is worth noting- after all, they were the
people we had to engage. The treasure hunt involved cryptic clues, tweeting, QR codes
and LOTS of running around! To work their way through the game, they had to find
information hidden in and around Solent, while tweeting the game creators for clues
about what to do next. Some of these clues were pretty straight forward, but some took
quite a while to figure out.

The PR team started off quite well, getting through the levels at a fairly steady pace.
However, the tension started to rise when one of the clues went missing, leaving them all
a bit confused! Once they were able to move onto the next stage, the competition was
definitely on - at each level, the Flacks were pretty much neck and neck with the other
team, racing from one place to another as fast as they could.

Unfortunately, when it came to the last clue, the dreaded Wi-Fi connection made the
PR team hit a brick wall: without being able to see the last clue to lead them back to
Solent Creatives, they ended up coming second by 6 minutes. True “good sports”, they
said, “We had a great time taking part (once we’d caught our breath!) and it was a
brilliant way to show off how useful gamification is in P2P communication”.

We Would like to congratulate the winning team of multimedia Journalism Alexandra
Bielikova, Samantha Buxey and Keturah Sesstein!

See some clues from the fun our teams had in the pictures on @SolentPR!

http://solentpr.wordpress.com/
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Chapter 5
Curation

Social media has made PR engagement a lot easier for students and practitioners to
connect with each other. How did we discover this? By using it to contact people all over
the world who are currently on Public Relations courses. Who are we? The seven bloging
students who made up the Content Curation team for Solent PR’s “E-Book in a Day”
Project. Our challenge was to connect with fellow PR students from around the world and
get them engaged with us here at Southampton Solent University.

Curation is an interesting approach to gather a range of views on a single question. It’s
the process of analysing and sorting web content and presenting it in a meaningful and
organised way around a specified theme. The approach taken was to engage with PR
students on social media and ask them to write a 200-400 word piece showcasing their
ideas of what PR will be in the future. The short blog piece and very open question means
that receiving engagement on the day will be relatively easier than if requesting a full
article.

We decided to use blogging as our main channel of communication in order to
demonstrate the concept of Curation in a PR context. Engaging with bloggers is becoming
a key part to PR, if you get bloggers on board then spreading the word about your idea,
campaign or brand becomes a whole lot easier. The initial problem however is something
that we experienced today and something, which perhaps seems the most obvious part:
engaging with the bloggers themselves. For most people, blogging is their hobby,
something that they do in their spare time. As a result, giving bloggers a deadline of a
few hours was perhaps a little ambitious. Yes, we had hoped to gain 50 blogs in the
beginning but this target soon became a slightly more realistic 15!

Blogging is time consuming and persuading people to take time out of their day from
working or their other daily activities seemed a challenge, we had to sell them the idea
and convince them that what we were doing was a revolution to the education of PR.

We started the day mapping out ideas on how we could connect with PR students, we
commented on blog posts, tweeted PR regulatory boards (PRCA & CIPR) and influential
PR professionals to spread the word about what we were trying to achieve. We found that
tweeting these people generated interest and gained numerous retweets due to their
online presence and following and this even resulted in two direct blog posts. These
tweets aimed at the curation side of the eBook also generated a following around the
hashtag #ebookinaday.

https://twitter.com/search%3Fq%3D%2523ebookInADay%26src%3Dhash


To engage with the bloggers we began by searching for different student blogs and
also friends of ours. We then posted comments and tweeted them asking, in their
opinion, what the future of PR is and how engagement is part of the public relations. In
addition to this, we used numerous hashtags including #pr, #prstudent, #ebookinaday.
Using these hashtags generated a community throughout the day around both our
curation topic of “The Future of PR” and the eBook itself, which resulted in PR students
contacting us.

An issue with our curation case study is that we asked students to write on a topic that
they may not have a grasp on the PR industry well enough to have an educated opinion
as to what “The Future of PR” is expected to be like. A lot of students rely on theoretically
viewpoints, which can create a potentially too imaginative vision of what PR will be in the
future. This could suggests that if we were to generate curation content again on “The
Future of PR”, then including PR professionals opinions would mean that the views which
we collected would be more substantial opinions. A comparison of ideas would also be
created and a broader concept of the topic would be given. It would also be interesting to
see a difference of opinion of those who have worked in the industry and those who are
still learning about it.

The chapter on content curation also gave us the possibility to challenge theory. The
whole concept of curating content is, as mentioned before, to find content on the same
topic and bring it together to share and present the results to your public. This new
technological innovation brings a new era in many industries but most of all in the PR.
James E. Grunig’s Four Models of Public Relations are out of date and cannot be applied
to today’s PR world anymore because we have moved to an era that we can today call
the age of peer-to-peer. We are now in a period in which everyone is connected with
everyone else. The whole world can be seen as a global network society. We believe that
Content Curation, as a technological innovation, will bring many incredible opportunities
to the PR industry.

https://twitter.com/search?q%3D%23pr%26src%3Dhash
https://twitter.com/search?q%3D%23prstudent%26src%3Dhash
https://twitter.com/search?q%3D%23ebookinaday%26src%3Dhash


To end this chapter, we would like to add that the Content Curation team was
delighted to have the participation of Richard Bailey in this project. The owner of Behind
the Spin offered his blogging skills to judge the 14 PR blog posts written by students in
the U.K. and outside of the country within the day as the “Best PR Student Blog Post”.
These applicants provided us with their opinion on the future of PR and on how
engagement is and will be part of this industry.

According to Richard Bailey, there is one blog post that stood out from the crowd and
that “stopped me in my tracks and made me want to read it in more detail”. That one
blog is written by a 1st year PR student that has an “original and authentic” way of
writing and is “refreshingly honest” in her post. Richard Bailey adds that even though the
student doesn’t tell much about the future of PR or about the importance of engagement
in the industry, she want to learn more about it, which, he strongly believes, is what
“education is all about: a student who wants to learn”.

We congratulate OLIVIA WILKES, 1st year PR student at the University of

Southampton Solent for her blog post

http://www.behindthespin.com
http://wonderfulworldxo.wordpress.com/2014/03/26/the-future-of-pr/


http://wonderfulworldxo.wordpress.com/2014/03/26/the-future-of-pr/
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Chapter 6
Visual Mashup

The name itself – Visual Mashup- makes the chapter sound interesting, doesn’t it? It is
time we make PR sexy; take it out of the conventional “added-on” role and let it take
centre stage. Traditional PR is all about WORDS. We were challenged to find a way to
capture PR visually- and to engage with others in the profession about how they saw PR
visually.

Starting from the briefing of the project editing the final version of the chapter has
been an adventure of its own kind. We love pictures, don’t we? This chapter strives to
find out how PR could look like through the eyes of the people in the PR world. What is
the ‘picture of PR’ ?

And how do you bring everyone’s contribution together? We had the task of using our
networks, crowdsourcing our images, co-creating something new based on curating what
others gave us- whew- no wonder we got tired! To bring it all together, we opted to go
for a visual mash-up.

What is a visual mash-up? A lot of images mixed together on a common platform
which forms the base to the something unique, giving a new direction and image to visual
PR.

One sector of the visual mash up involved the team connecting with PR professionals
all over the UK, aiming to form a visual selfie wall. As a team we contacted a number of
PR academics, students and practitioners to send in their selfies using snap chat,
instagram and Vine. The selfies were aiming to gain a variety of different PR
professionals and the wall is called ‘People of PR’.

Visuals do have a great impact on the way we learn & remember things. The medium
is the message all too often, and that’s true of visuals. Our visual mashup implies when
PR is visual, the audience will connect better. Theory says so, and we all remember the
motto “every picture is worth a thousand words”.

Content marketing is not just about text format now, and it is up to organisations to
move with the times and utilise their skills in a more visual form.
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Chapter

This video proves how new channels have grown and that there are several that
organisations should align themselves with. It clearly states ‘keep up or get left behind’
and this is exactly what will happen if organisations dismiss the importance of them in
building relationships with stakeholders.

We collaborated with users, getting responses through our Twitter and Instagram
accounts to get people and organisations to express visually their perspective of PR by
tweeting or instagramming a photo. In order to achieve this we used a consistent
hashtag (#ebookinaday) so that we could keep track of the engagement through these
platforms and so that people could access the content easily through the hashtag search.
Also, we were making sure that the CIPR was present on the tweets as well as Solent PR
to keep the event branded. Nothing like a logo to help with brand loyalty!

After we started getting the visuals up, the activity increased; other twitter users
became more interactive and collaborative with the twitter account and the purpose of
the visual mashup. This suggests that people are more willing to engage and contribute
when there is trust built through interaction with established agencies and practitioners
getting involved first.

Once we got users to interact and take part in the event by sending pictures visually
explaining what PR is about, it was easier to solicit further comments and interaction with
these people, as they showed interest in the final product. Also, many of the respondents
also contributed to promote the activity to their contacts by tweeting the event to them
and using the hashtag. This proves that relationships were built from this Twitter activity
and engagement.

https://www.youtube.com/embed/TtuivuKIA9Q


We managed to collect 55 favorites and 55 retweets and around 10 pictures and 38
followers. (these include PR agencies like Ketchum, MLS group, the CommsCo, CIPR social
media panel, women in pr; practitioners, lecturers and students.

One of the social media platforms we chose to gather user content was pinterest.
Pinterest is a great tool for compiling images. The way pinterest works is that you have
‘Boards’ with which you can visually ‘pin’ images. One of our major tasks was to get
various agencies to get engaged by asking them to send us pictures of PR visually looked
like to them. To collect all of these pictures in one place we created a board called
‘Agency Responses’, which allowed us to find easily what we received. This a great way of
engaging with the public; people can feel as though they are involved by viewing the
board. It creates a sort of collaboration online, where agencies can view what others
chose as a picture which represents PR. (http://www.pinterest.com/ebookinaday/ ) This
is co-creation!

Flickr was another social media tool we chose to use which allowed us to gather
images we found that portrayed PR effectively. We collected the images by searching
throughout relevant Flickr accounts created by people within Southampton Solent
University, check out Richard Berry’s. We created a photo stream where we posted
collages of our ‘PR selfies’.

https://www.flickr.com/photos/thomasrichardberry


To view what we did click our logo below:



Tumblr is a social media tool which is a sort of visual blogging site. Users can create
short blogs; we used it to share our collages of our ‘selfies’ we also posted some pictures
of the photos we found which represent PR visually. With more time we could build on
this tool more, and insure that our instagram is fully intergrated. We made sure that
everything we posted on instagram was also shared on Tumblr, meaning that these two
sites could collaboratively promote engagement.

We saw quite a lot of engagement throughout the day on our instagram account. We
received some followers throughout the day and people ‘liking’ the photos that we
shared. We also used ‘hashtags’ on our instagram which not only promoted our photos
but also encouraged engagement. We even saw engagement from Richard Bailey who is
the writer of a famous blog called ‘Behind the Spin’.

To judge the effectiveness of our work, we used the valid metrics matrix (take a look
at Chapter Eight)The Valid Metric Matrix has been used to judge the effectiveness of the
platforms and how it was received by the various practitioners and agencies. This is an
essential part of the process and for all campaigns. If it is not possible to judge the
effectiveness of a campaign, then it is not possible to prove its worth. Conversely, if it is a
success, it is not possible to determine where in the process the campaign proved to be a
success and so it cannot be replicated.

Now that we have identified the crucial concepts and demonstrated the idea with the
key tools, we would like to encourage the ‘People of PR’ to get more involved in Visual
PR. PR fails if not measured and a visual representation of measurement is a game
changer. Does ‘picture of PR’ give us a clearer picture in mind now? Keep #ebookinaday a
live so we can see how the images change until we make the next book!

http://instagram.com/solentpr
http://www.behindthespin.com/
http://wadds.co.uk/2014/03/30/ebookinaday-update/
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Chapter 7
Face-to-face & Voice-to-voice

In the 21st-century there have never been so many ways to communicate, from
Twitter, Facebook and even MySpace (yes, it still exists) to all manner of blogs. With
these modern always on, instant methods of communication comes the potential for
constantly growing one’s knowledge and fresh perspectives not just on PR, but on a
whole range of issues with which PR professionals must engage to serve their clients
better.

So with that being said, where does that leave the good old fashion face-to-face
conversation?

Despite technological advances, talking face-to-face or voice to voice is still perhaps
the single most significant thing to happen to public relations since the dawn of time,
literally.

Whether we converse with friends and family or simply order a coffee, not a day goes
by where we don’t use our inherent voice to voice or face-to-face skills. But in this
techno-savvy world where social media is this century’s big hit, what role do more old
school methods play in a PR toolkit?

In order to find out the answer to this question, the #ebookinaday team of PR students
decided to use a Meet the Professionals event organised by CIPR Wessex and
Southampton Solent University’s PR courses as a case study. A real-life event that
combined both face-to-face and computer-mediated communication (CMC), Meet the
Professionals was the perfect opportunity to collect information on people’s attitude
towards this evolution in human interaction. And, fortunately for the F2F/V2V team, the
date for Meet the Professionals coincided with the #ebookinaday date.

The evening event was run in 2 parts: a speed-dating process, which gave the
students the opportunity to engage with the professionals as a group, and the ‘mingling’
part, a peer-to-peer communication process, where everyone was free to approach
everyone and discuss topics in more detail. The #ebookinaday team were there to

http://www.cipr.co.uk/events/2013-03-07/cipr-wessex-meet-professionals-southampton-solent-university
http://www.cipr.co.uk
https://twitter.com/search%3Fq%3D%2523ebookinaday%26src%3Dhash


observe, collect data and to discover just how effective this form of communication is in
the modern PR professional’s armoury.

In terms of engagement, Meet the Professionals participants were 14 PR professionals
and 32 PR students in their 1st, 2nd or 3rd year. The element of innovation brought to
the event was the participation of a Solent Alumni/ PR professional through a Skype video
call, set up on a separate table as a true participant. Throughout the event,
communication with students was a constant factor and helped discover preferences
between face-to-face and computer-mediated communication. This event proved the fact
that being able to adequately connect with your client or stakeholders is fundamental to
the very foundation of PR. As practitioners, it is incumbent upon us to be as open and
transparent as possible, and what better way is there than to speak directly, person-to-
person, face-to-face. And if we’re lucky, it may just give us the edge in achieving that
ultimate public relations goal: behaviour change.

Face to face communication has always been the most important and effective way of
interaction between people. What gives you the first impression about someone, though?
The non-verbal communication - posture, gestures, eye contact, clothing. A perfect
example for that is the case study where PR students had the opportunity to meet and
network with professionals from all over UK. As people who will soon enter the business
world, it is vital for the students to present themselves in the best possible light and show
everyone that they have this special quality that an organisation needs in an
intern/employee. The non-verbal communication always occurs before the verbal one and
is almost always subconscious. The body language, the gestures and the eye contact not
only show emotions but also create a distinct first impression of a person.

The speed dating aspect emphasises the importance of first impressions, and gives
young students the opportunity to use questioning in a friendly environment to expand
their understanding of how people’s PR careers have developed. The PR professionals in
attendance ranged in ages from their mid- twenties to their late sixties, giving the



students the chance to see how different career paths develop and where they can take
PR professionals.

During Solent`s Meet the Professionals there were a lot of different examples of non-
verbal communication. Some students were meeting representatives of the companies
they have dreamed to work for. As you may imagine this can put a lot of pressure on a
person – what to say now? What if they don`t like me? While everyone was so busy
saying the right things, they didn`t even realise that their body was showing a lot more
about them. Moving their eyes around, looking up and down during conversation was a
sign of insecurity, having arms crossed in front of their chests showed that some of the
students weren`t as interested in the event compared to others.

Interesting to observe was the fact that when the face to face communication occurred
via internet, the majority of the participants seemed to enjoy this new take on a classic
interaction, a conversation with the Solent Alumni/PR Professional. Both the student and
the professional felt almost as comfortable and confident communicating with each other
via internet, as communicating face-to-face. The benefits of the millennial generation is
that they are not intimidated by CMC, and are happy to reach out to anywhere in the
world at any time.



In order to test the value of face-to-face communication, online interviews were also
conducted, to be later compared to face-to-face interviews taken at the Meet the
Professionals event.

By the end of the night, the students felt overall satisfied with the whole engagement
process. Feedback statements revealed that they felt perfectly confident with conducting
the engagement process via Skype call, and that they felt they got just as good an
experience as face-to-face. The only issue that was presented, even though it was minor,
was the poor quality of the audio for a few minutes.

While technology has advanced enough to allow for face-to-face communication
through CMC, it can be concluded that it will always be safer to appeal to the old
methods, if possible. Technology can extend the geographic reach of the conversation,
but also in a riskier way.



CHAPTER
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Chapter 8
Evaluation and Measurement

There is some irony in this being the topic of the last chapter, because all too often, it
is the last thing that PR professionals think about. And that maybe one of the reasons
why the profession as a whole is less successful than it would like to be when it comes to
proving why PR is so important. The SSU PR degree may be unique in that it teaches all
of its students to use the AMEC/CIPR methods of evaluating and measuring PR- in theory.
And, perhaps uniquely within the PR academic world, we also teach the Valid Metrics
Matrix as a planning method- to make sure that metrics are built into the campaigns we
run.

We’ve been taught, for example, that AMEC’s “arrows across the whole page” approach
to PR activities is dangerous. There should be separate PR activities that are designed to
engage with key intermediaries and target audiences at each stage. The PR needed to
raise awareness is different from the PR that is needed to encourage support and to
stimulate action. We’ve been told to measure differently at every phase along the PR
“funnel”.

But, that’s what theory says. Would practice be different? It was interesting to see if
the teams undertaking the other chapters in the book would in fact use the VMM as a tool
for planning or whether they would, like so many other PR professionals before them, run
to “play with the toys” instead of building the measurement tools into their work. Would
“evaluation” become a bolt-on exercise, used to justify success after the fact, or would it
be part of their thinking, and integral to the way they worked from the beginning?



Unlike the other student teams, we held back and waiting for other teams to get
started. Showing up and demanding whether they’d done a VMM would be reminding
them that they should have done one; we wanted to see if they would do it of their own
accord. This is testing “unaided awareness”! Instead, our team focussed on drafting
VMMs for each of the other chapters- to identify what we thought they should be
measuring.

This would allow us to discuss with each team what they had actually done in practice
and to spot the gaps. That drafting helped us to measure and evaluate the effectiveness
of the PR course’s teaching about the VMM, whilst at the same time putting some
professional rigour into evaluating how successful each of the teams was with engaging
their stakeholders.

So, once the teams were four hours into their work, we approached them with the
draft to discuss what they thought they were doing, and how they were measuring its
success. Interestingly, the results varied. Only two teams had already started drafting
their own VMM; most of the others looked rather blankly at us, and said “Have you got
one for us?” That mirrors what happens in the real world- some PR agencies and in-house
people use the tool and others don’t. One of the teams that had started a VMM had filled
it in completely differently from the one we had drafted- in more general terms than our
version. This could have led to some interesting negotiating- and the final version should
have been a collaboration. But, in fact, the team was more interested in “getting back to
work” than in engaging with measurement and evaluation. So rather than defend their



choices, they left it to “the experts”. This too mirrors what happens in the real world of
PR- too many professionals outsource measurement and evaluation, which makes it even
further removed from the heart and soul of planning.

In two other teams, they went with our draft, adding in more specifics and providing
numerical measures- the real numbers, targets, and percentage responses. This is a
“half-way” house; the teams understood and engaged, tailoring a draft to meet their
needs more precisely.

Only two of the seven teams engaged as a whole with the measurement and
evaluation team; the others had “delegated” this role to someone who “got it”. The
others felt inhibited and uncertain. This also matches what happens in PR agencies- all
too often, measurement and evaluation is a “specialist” area. That works in some cases-
the Visual Mash Up team, for example, had several people familiar with using a VMM, and
their draft was the most complete- and in line with our draft. The discussion was a
negotiation of equals, and more in line with what we had hoped for.



The last challenge for the team was to evaluate and measure the success of the ebook
in a day as a whole. Did it deliver what we wanted it to deliver? We did this to connect to
our stakeholders- to put our “public” back into our “public relations”. Our goal was to
raise our profile, make our publics aware of us, more knowledgeable about what we do,
more interested and yes- more engaged- in our PR degree programme and in us as
potential recruits. It was to demonstrate our agility in thinking out loud and making
things happen.

Stakeholders of all descriptions for the PR degree programme engaged: students,
lecturers, alumni, PR agencies, in-house PR practitioners, professional bodies, other
universities. In a day, we attracted attention and generated a lot of content from third
parties who joined in the fun. We learned, in one intensive session, what it means to be
part of a bigger conversation- to inspire, debate, encourage and involve people from the
PR community in what it means to be doing our profession in a digital world.

To judge our success, read the conclusion of the book.





E-book
Conclusion

Did the ebook on P2P PR work? Well, the final measure will be how many people
connect with the finished product- which you’re reading now. That’s the business
objective identified at the bottom right hand corner of the VMM. To get there, we had
forty five PR students engage with the task- and that’s evidence of success with the first
stakeholder group we needed to reach. Along the way, we’ve engaged with the PR
community in the UK- and beyond. Valued intermediaries in the blogging and tweeting
world engaged, posted, re-tweeted and gave their time and input. In-house and PR
Agency staff gave us their views on the perfect intern; the CIPR and PRCA gave us their
input on the perfect PR internship- oh, and some students had views on that one, too!
SSU PR alumni we haven’t heard from in years popped in to say hello and tell us where
they were. We engaged face-to-face with PR professionals in an evening event of speed
dating. We challenged the Hacks to a game on social trends, which- OMG- we lost! The
Wessex CIPR Committee’s SSU PR Student of the Year Award will be receiving the input
of lecturers and students about what they think should be the criteria of selection.
Student bloggers all over the country posted a blog on “the future of PR”. So-
engagement? Yeah, we got it.

In the end, however, the client’s satisfaction is the most important way to measure the
success of your PR. So, we asked Stephen Waddington, CIPR President and Ketchum’s
Digital Director, Europe whether he thought we’d delivered what he was hoping for when
he tweeted his challenge in the summer of 2013. He will wait to see the final e book
published before offering his final views, but he did tweet to his 12,000 followers :

Check out #ebookinaday if you get chance. The crew @solentofficial really have
created a movement today; much more than a book

So, we think that’s a result. Do you? Tell us your thoughts about this book by tweeting
#ebookinaday @SolentPR and engage. Because that’s putting the public back into public
relations.

https://twitter.com/solentpr
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Glossary
Chapter 1 - Networking

Engagement
Engagement emphasises meaningful learning, collaboration and encourages interaction. When considering online networking
through social media platforms, engagement is a key aspect that involves three components, Relate, Create & Donate.
They involve a combination of communication and social skills, creative and purposeful activity as well as contributing and
adding value. Successful engaging is positive, facilitative and interactive when communicating or connecting with others.

The Drum suggests some tips to increase engagement online

Be a human brand

It’s a two-way conversation

Content is king

Be funny

Be everywhere online

Go where your customers are

Word of Mouse
‘Word of mouse’ is the digital version of the well-known ‘word of mouth’; it refers to communication that takes place online.
With the large size of the online platform, word of mouse - written messages, reviews and recommendations, can have a
big impact on reputation. If a negative comment is written online, it reaches a larger audience than it would have if it were
done via ‘word of mouth’. Businesses can measure word of mouse online to assess responses to new products or
services.

Network Analysis
Network analysis is process of analysing the network data. “Many researchers have realized that the network perspective
allows new leverage for answering standard social and behavioural science research questions” (Wasserman, S., 1994).
Doing network analysis gives an understanding of its users and consequently the best way of reaching a specific group.
Usually this analysis is depicted in a network diagram, where are identified the points of ties. This diagram consists of
nodes, which represents people or groups, and line, which are relationships. The bigger number of relationships contained in
a tie presents the best way of reaching the biggest number of people. Network analysis can make the work easier and
more effective.

Big Data
Big Data is a term used for a collection of data sets so large and complex to a point where it becomes difficult process
using on-hand database management tools or traditional ways of processing the data. It refers to the technologies and



initiatives that involve data that is too diverse, fast-changing or massive for conventional technologies.
More data may lead to more accurate analyses. In networking it is crucial to have big data because you have more
options which provide the opportunity to reach out to more people or companies - this makes you stand in a better position
to achieve results.
It is important to understand the content of the data to perform the given task successfully.

Intermediaries
Without key concepts in networking such as intermediaries, the desired messages would not reach their intended
audiences. The need for a link, mediator or ‘middle man’ is an essential tool between negotiating, socialising interacting and
influencing.
The functions of intermediaries are crucial to ensure that business can function successfully, with regards to retail, finance
and even connecting clients to PR agencies.
Intermediaries usually specify in certain areas, and within PR, we call these introductions. Whether you request one on
LinkedIn or you ask for an email address of a contact you wish to pursue, that person who links the two together is
indispensible and should not be considered minor.

Peer endorsement, recommendations
When friend or someone you know recommends something it is more likely that you will engage as you trust and value
their opinion. If someone you know is connected to someone else in the industry on a social networking platform, then it is
likely for you to also connect with that person with no apprehension. Research shows that “92% of people say that they
rely on recommendations from people they know” -Gary Bembridge (2012)



Chapter 2 - Crowdsourcing

Chapter 1 - Networking
Google Hangouts
Google Hangout is one of the networking tools. It helps to be in touch with anyone you would like to. This application is an
analogue of WhatsApp or Viber. It is easy to use, but not as popular as the applications previously mentioned. The power
of Google Hangout is that you can communicate with existing and potential clients live without the need to be at the same
place and in the same country. It is very flexible and comfortable as well as it saves time, money and energy.

Google+
Google + was launched in 2011 and it is a social network from Google. Initially, Google + was designed to compete with
Facebook. However, it did not gain that much popularity and low amount of people use it. Google + gained popularity when
the Google Hangout was created as one of it features.

Facebook
Facebook was founded in 2004 by Mark Zuckerberg in the USA. The social networking site was originally created for
university students to keep in contact after they had left, however Facebook is nowadays used by over 1.23 billion people
worldwide. Facebook can be used for social networking - interacting with friends and family, as well as professional
networking. Facebook can be used by professionals to find a job, find new business and to keep an eye on competitors.
Facebook recommends ‘people you might know’ which is list generated by the information you provide and can connect
you with key contacts in your field.

LinkedIn
LinkedIn is a social networking website, and an online portfolio; specifically designed to connect professionals in working
environments. Originally founded by Reid Hoffman, who recruited a team of his old colleagues from SocialNet and PayPal,
the site launched in 2003 with the view of being a purely business-orientated networking site. Today ten years down the
line, the site boasts more than 225 million members and nearly $325 million every quarter. It has become a crucial figure in
bringing professionals online, allowing them to become more social as well as network without face to face communication.

Blogging
Blogging is a word used for describing bloggers activity. It is one of the best way of exchanging information or personal
thoughts. This way bloggers can easily develop their social or professional contacts. “Blogs have bloomed even as the
news industry shrinks, Jarvis said, opening up new and effective communication channels”(Wortham, 2006). All these
possibilities make blogging a great networking tool.

Twitter
This phenomenal new exciting edition to the social networks called Twitter was founded in 2006. Jack Dorsey, one of the
Twitter’s co-founders originally imagined Twitter as a SMS-Based communications platform. Groups of friends, family and
colleagues are able to keep tabs of each other through various status updates. Eight years later, Twitter is one of the
biggest social networking sites right now with 645, 750, 000 registered users and 135, 000 thousand new people signing up
everyday and average of 58 million tweets per day.
Twitter allows you to follow organisations, companies, directors and build your networking.



Crowdsourcing
Crowdsourcing is the process of getting work or funding, usually online, from a crowd of people. The word is a combination
of the words ‘crowd’ and ‘outsourcing’. The idea is to take work and outsource it to a crowd of workers. Crowdsourcing’s
biggest benefit is the ability to receive better quality results, since several people offer their best ideas, skills, & support.

Awards
A prize or other mark of recognition given in honour of an achievement
CIPR Wessex showcase event each year is the annual PRide awards dinner, highlighting the success and achievements of
PR professionals in the Wessex region.

Recognition
Appreciation or acclaim for an achievement, service, or ability.
Public relations is partially about building up a good reputation for your organization, or your clients, and a big part of that is
simply “getting the name out there.”
http://marketing.about.com/od/publicrelation1/a/Why-Name-Recognition-Is-Key-In-Public-Relations.htm

Motivation
Desire or willingness to do something; enthusiasm.
Awards are extrinsic incentives and serve as direct motivators when people exert effort explicitly to win the award.

CIPR Wessex
The CIPR Wessex Group covers Hampshire, Dorset and the Isle of Wight, and has a thriving membership base of more
than 300 PR professionals.
Their role is to provide a link between members and the CIPR, offering events that are educational, informative and
entertaining, providing networking opportunities for practitioners in all areas of the industry.

CIPR PRide Awards
The CIPR PRide Awards recognise outstanding public relations in the UK regions and nations. The awards entries and
judging takes place over the summer months and the winners are announced at sparkling black tie dinners up and down
the country between October and December.
Winning an award, or making the shortlist, puts you and your work in the spotlight. Industry awards give you a competitive
edge, helping you win new business and retain your client accounts. And if you’re working in-house, your achievement will
demonstrate to the rest of the organisation just how valuable your public relations work is.

CIPR Wessex PR Student of the Year
CIPR Wessex maintains strong links with PR students at both Bournemouth and Southampton Solent Universities where
they hold an annual competition for PR students and the award for the best dissertations is presented at their graduation
days.



Chapter 3 - Co-creation

Communication
Communication is the process of exchanging information through a range of forms including verbal communication, such as
oral and written, and non verbal communication such as body language and appearance (McQuail, 1975).. Communication
is the fundamental underpinning of co-creation
because without communicating with one another no ideas will be created and no interaction with appropriate audiences will
be made

Innovation
Innovation is the change renewal or creation of methods, products or way of doing things (Birchall, 2009). It is about the
creation of ideas using original thought processes. In this book an innovative idea was created to represent co-creation in
the form of a Twitter campaign to find out what people thought the perfect intern or internship consisted of. Innovation is
a constant process in PR as
professionals continuously create campaigns that engage with a wide range of audiences.

Collaboration
Collaboration is the process of two or more parties working with one another to produce a product or service that achieves
a shared goal (Donelan and Ramage, 2010). HitRecord.org shows collaboration at its finest. HitRecord is an online
production company that collaborates the likes of videos, music and literature all into one.

Engagement
Engagement is the process of creating relationships with others whereby measurement can be taken as a means of one’s
participation (Evans, 2010). Social media is a prime example of where engagement constantly takes place, it is the ability
to reach out and get response. For the purposes of this book, co-creation used twitter to interact with PR professionals,
with the response being
measured as the success of engagement, fundamentally the number of replies received.



Achievements
Through co-creation a wider range of audiences can be reached, which will generate better results from different ways of
communication. Organisations and customers renew each other’s resources and capabilities to create value through new
forms of interaction, service and learning mechanisms. According to Bhalla (2011) companies today are dealing with a new
type of customer that is better educated, more collaborative and more resourceful than ever before. Therefore,
0rganisations can use that in their advantage to improve their products and
services.

Comments
Comments are the greatest help to build a relationship with customers or target audiences as it allows them to express
their opinion about the company and/or the products, but also to express their needs, expectations and desires. As it is
informal, they are more inclined to give their true opinion.

Local and Global
Co-creation is about engagement and collaboration. As Andrew Welch explained: “We are all familiar with the term
‘collaboration’. Simply put, it’s about working together, especially in a joint intellectual effort”(n.d.). As communication
moved to online interactions, it means that even local collaborations can be expanded to global audiences. This Process
makes Co-creation more interesting reaching a wider audience but above all having more people collaborate to your
project.

Competitions and Rewards with Co
Co-Creation enables the interaction of a wider audience. In order to engage people you need to provide an incentive, which
will ensure their participation and co-operation. Competitions and rewards are the key to this, as the participants wish to win
by defeating another person, therefore establishing an advantage over the other competitors Not only do they provide
people with an incentive to take part and create engagement, it also increases the likelihood that people will co-operate and
generate revenue by sharing content, as it is known people always like the opportunity to win free things!

Crowd Mapping
Crowd mapping is a type of crowd sourcing. In other words it’s about engaging a large number of people in a task
realization. People would be able to share their knowledge and thoughts about a topic. (Rouse, M. 2011). The best
example to define what is crowd mapping is Ushahidi an open-source software platform first used in Kenya after the post-
election in 2008 to report violence incident and map it. (Moran, B. 2012) However, crowd mapping can be multi purpose
and this where it’s getting interesting for co-creation. With the crowd mapping tool, when a co-creation project is launched
not only anyone informed can be involved but also it gave you the possibility to map where your source comes from.



Social Media
The concept of co-creation is to create value, it is a collaborative exchange of conversation (Tussyadiah and Zach, 2014)
and where better than to create conversation than social media. Social platform’s are key enablers (Lewis and Pea et al.,
2014) that bring people together.Co-creation can ultimately drive business growth and enhance brand reputation
(Glassman, 2014). Social media was
effective in engaging with PR professionals to collect meaningful insights intowhat the perfect intern or internship was, it
successfully reached a range of people and asked them a question which received instant feedback.

Questionaires
As co-creation involves multiple ideas, a co-operation of what ideas are the best and what to use is often needed. This is
where co-creation needs a method to clarify the best option, normally within a group. Questionnaires are great for this.
They are an insightful form of research, and they can be quick! It allows ideas to be brought together and minimized into a
couple of options where co-creators can then choose between the same options. Once these short questionnaires are
gathered, an outcome can be collectively made based on the results.

Expert Panel
Sometimes there’s not enough time or expertise within your own team to get where you want. That’s why, just like on
dragons den, it’s good to use others who have an expertise in the area and will be able to get you that jump ahead. Bill
Joy, founder of Sun Microsystems, once said, “There are always more smart people outside your company than within it.”
(Kim, 2014) So when co-creating, do it with experts and you can use their knowledge to co-create something better.

Voting/Polls/Rating system
The most important aspect of co-creation is gathering ideas and opinion which is then brought together. A good way of
gaining this opinion is through voting/polls/rating systems. A good example of this is LinkedIn, it’s an online platform where
opinions can be gathered and co-creation can start. They offer a polling/voting/rating system that can also be linked to
other social media platforms such as Twitter and Facebook.  “Polls have become indispensable to finding out what people
think and how they behave.” (Renka, 2014) It’s a form of opinion gathering which can keep people engaged and it’s online
and user friendly.



Chapter 4 - Gamification

Gamification
Applying typical elements of game playing (competition, point scoring, rules of play) to other activities, particularly online, as
a way of encouraging greater participation and engagement.

Rules of play
Drawn from the growing discipline of game design, to make gamification work, agreement on the way the interaction takes
place is essential. Key components are goals, processes, challenge, and measurement.

Reward badges
Device or emblem won as an award or honour, indicating rank, achievement or membership. Used in gamification to
motivate change in behaviour or learning. Can be used to differentiate levels of skill or accomplishment.

Motivation through competition
Perceived rivalries and time pressure are two of the most powerful motivators used by gamification to stimulate
engagement of participants. “Winning” has intrinsic rewards that are psychologically rooted, but can also be stimulated by
the sequencing of activities.



Chapter 5 - Curation

Curation
The selection, collection, arrangement and preservation of digital assets, which adds value through the process of bringing
together disparate elements. In the age of information overload, being able to bring information together is becoming more
important than ever. Curation is distinct from content creation, in that it does not involve the curator’s own content, but
rather the selection of other people’s materials, which can include text, visuals, video, links and sites.

Blog
Truncation of “web log”, information site published on the internet which has discrete entries called “posts”, usually written
as a personal commentary. Personal publishing that since the 1990s has developed into two-way interactive communication
channel through the addition of moderated comments

MABs
Multi-person blogs, internet posts by a community of bloggers, sometimes professionally edited

Guest Blogs
Soliciting or commissioning from another person a post on one’s own blog, as a way of broadening discussion and creating
a community of interest on a topic.
Engagement- in the context of blogging, engagement is the ratio between page views, unique visitors (passive viewing)
and participation, as measured in terms of likes or favourites, re-blogs or tweets, and posted comments.

Wordpress
A free and open source blogging tool and content management system launched in 2003. The most popular blogging
service on the web, with 60 million users in August 2013. Nearly 20% of the top 100 million blogs use Wordpress.
www.wordpress.com

Tumblr
Blogging platform launched in 2006, bought by Yahoo in 2013. The dashboard allows users to create a feed of recent
posts from followed blogs. A curation capability with users able to comment, reblog and like posts, as well as to upload
text, image, quotes or links. Can be connected to twitter and facebook accounts to promote new posts. www.tumblr.com

Blogger
Free web log publishing tool launched in 1999, bought in 2003 by Google. Windows live writer, a stand-alone app of the
Windows Live suite, allows users to publish directly to blogger. Now integrated to the Google toolbar through the “blog this”
function. www.blogger.com

Storify
Acuration tool that allows users to build a collection of timelined material drawn from different social media sites.
https://storify.com/



Chapter 6 - Visual Mashup

Engagement theory
1. Intelligence
2. Insight
3. Ideation
4. Interaction
5. Influence
(Ref - http://www.briansolis.com/2010/07/the-hybrid-theory-manifesto-the-future-of-marketing-advertising-and-
communications-part-three/)
The Hybrid Theory demonstrates the influence of peer-to-peer communication. It states the ‘5 I’s’ which are intelligence,
insight, ideation, interaction and influence. Brian Solis claims that these 5 I’s are essential to peer-to-peer communication
because if these are present, then those in a network are viewed as equals.

Visual PR
It sounds easy, but takes more than a few minutes when actually thought about. Visual PR is to make PR visible to the
audience, instead of making them read or write about it. It had taken a backseat all this while. However, as we say
through our campaigns – ‘let’s bring it to the front row’!
Video for Rise of Visual PR (The video needs to be embedded here)
https://www.youtube.com/watch?v=TtuivuKIA9Q

Engagement theory
With this new concept of PR, Stakeholder communications has changed too, with organisations being a part of the process
now, as opposed to controlling the conversation previously.

Change in paradigm
The paradigm of communicating within Public Relations has changed substantially. The development of social media and
other elements has created a toolbox of new elements that are now part of the PR umbrella.

Images
photographs, selfies, video

Social Media
Facebook, Twitter, Vine, Pinterest, Tumblr, Flickr and Snapchat

Wix
Wix was an extremely useful tool which allowed us to tie all of our different social media sites together. We used this as our
main website for the project. This was a great way of documenting what we had achieved, and the images which we
collected.



Chapter 7 - Face-to-Face & Voice-to-
Voice

Face-to-face communication
Face-to-face communication can be defined as a conversation between people that is happening face-to-face, enabling the
participants to observe the non-verbal elements of communication. The advantage in this situation is the instant
opportunity for feedback. Begley (2004) considers face-to-face communication to be ‘the most powerful human interaction’
as it provides a feeling of familiarity and closeness. (Ean, 2010, p. 40) On the other hand, computer-mediated
communication (CMC) is making great advancements with technology and is becoming more and more used. In this
particular occasion, we shall be looking at it only on a face-to-face and voice- to voice level.stakeholders.

Computer-mediated communication
This method has existed for more than 50 years, and while it was pretty basic at the beginning, it now offers opportunity
for both voice-to-voice and face-to-face communication, even though the participants might be in different parts of the
world. This is due to the fact that it is an Internet-based interactive network that offers the opportunity to engage in two-
way communication, eradicating time and space obstacles while being quite easy to use and offering the opportunity for
customising and personalising the communication process. While CMC was initially meant for transfer of data, it has now
become an often-used form of social interaction and is predicted to become a part of day-to-day life. (Herring, 1999;
Burke, 2012) It has revolutionised the concept of communication and there is a lot of debating going around about its
symmetry with usual face-to-face interaction.

Video Conferencing
Perhaps the most well-known system of its kind is Microsoft Skype. The multiplatform download utilises a type of file
sharing, known as peer-to-peer allowing multiple users to engage in face-to-face contact from around the world. The
Internet service relies on multiple participants using the site, with each user holding a piece of the file, whilst simultaneously
sharing the file with others. This means that the more users there are on the network, the quicker it should run as the
community comes up with more pieces to the metaphorical puzzle.
The site not only allows free face-to-face video chat but for a price a group chat up to 10 people. With the premium
option, free calls to mobiles and landlines are also available.

Google Hangout
once a term for an exorbitantly long number, Google has become an Internet powerhouse expanding quicker than your
waist after that Christmas lunch. Voice to voice communication is no exception. With the corporations first steps into the
social media world through Google hangout comes an opportunity to combined social media experience with the face-to-
face experience. The social media platform allows you to create social circles that allows for differentiation between friends,
family and acquaintances. This means that the practitioner has the option to use the platform for both professional and
personal purposes.
Not only does the platform offer face-to-face chat in the same way as other systems, but also powers face-to-face chat
on Facebook. One of the things they should make Google hangout standout to practitioners is integration with YouTube.
This not only allows for multiple participants to participate in live YouTube streaming, but can also serve to get the



message out to clients and colleagues alike.

mobile phone
“come here, Mr Watson, I need to see you” a phrase that began a revolution in telecommunications. The world has certainly come a long
way since March 10, 1876 and the invention of the telephone with numerous technological advances. Not least among them the mobile
phone.
Once a brick like specimen today’s models should never be overlooked or underestimated as a tool for voice to voice communication.
Not only is any half decent smartphone capable of the standard conversation[most of the time] but is also more than capable of running
such visual mediums as Skype and Google hangout. Using a mobile often means that a practitioner has instant access to information on
clients or the latest research that could prove invaluable.



Chapter 8 - Evaluation and
Measurement

Engagement
When it comes to measurement, engagement is about the interactions between stakeholders and the company messages
(e.g. news release, campaign microsite…). It occurs when the receipt of the message takes additional step in order to
either find out more or get the service. It is a finite source, requires reciprocity, is not binary, is all about what we want/like,
immediacy delivers engagement, negatives always outweigh positives and engagement marries experience with
expectation.
Engagement can be defined as the public response to an interaction that gains and encourages their attention,
involvement and commitment in the discussion. It can be measured by reviewing the levels of interaction. The level of
user satisfaction and interest from the interaction defines the level of involvement and commitment they will have to it,
a.k.a. their level of engagement. There are 4 simple ways of measuring engagement:
1. Amount of time spent on site
2. Social media following and retention
3. Responses to blog posts and other content
4. Referrals, retweets and social sharin

Measurement
People measure the true value of PR engagement via 3 O’s, VMM and Barcelona Principles. PR professionals measure
engagement with their publics - the stakeholders- in order to understand the effects of the message on peoples’ beliefs
and behaviours. Every company should evaluate each campaign or project they have done to find out whether it worked
or not. This way they will not make the same mistake but will try to make it better/worth it. This way they will target the
right audience with the right message. Measurement requires collection of quantitative and qualitative data. Measurement
is establishing whether the public relations activity has encouraged a change of behaviour linked to a business objective.

Evalutation
Evaluation is the process of examining the campaign. Its goal is to collect and analyse the information about a campaign’s
activities. It is an effective way of measuring the outcomes. To be truly effective, it should be done through the whole
campaign, not just at the end of it. It is important to evaluate objectively and accurately the starting position before the
campaign is commenced.

Return of Engagement
It’s basically the new RoI for businesses. Social media is the tool to help any organisation to meet its goals. It touches
communication, collaboration, multimedia, entertainment, reviews and opinions. The metric tied to time and investment
spent participating/interacting with other social media users, and in turn, what transpired that’s worthy of measurement.
The RoE is simply the payback on organisation’s investment in the engagement process – in this case – you are investing
time rather than (or as well as) money by using social media, blogging or emails (e.g. we all know ‘one-size-fits-all’ actually
it means ‘fits none’.) Return on engagement seeks to measure how much time and money a company or individual
spends communicating with other social media users, and then tries to measure the potential benefits--especially financial



ones--in order to calculate a “return” on the initial investment spent to earn that return. Without engagement, social media
ultimately fails.

VMM
The Valid Metrics Matrix (VMM) guidelines were developed by an AMEC taskforce following the launch of the Barcelona
Principles. The purpose of the guidelines is to truly demonstrate the value of PR by linking metrics to the business objective
of the programme and move beyond measuring outputs to measuring outcomes. The grid reflects the PR activity
(producing or disseminating messages), the intermediary effect (the third party dissemination of the messages to the
target audience) and the target audience effect (the target audience has received the information). The whole aim of the
VMM is to drive the target audience to change behaviour and take action.

The Barcelona Principles
The Barcelona Principles were a very significant step forward in developing standards and professionalising the
measurement of public relations by focusing on outcomes rather than outputs. They allowed the PR profession to move
forward and to develop more sophisticated techniques that measure organisational impact. These principles are:
1. Importance of goal setting and measurement
2. Measuring the effect on outcomes is preferred to measuring outputs
3. The effect on business results can and should be measured where possible
4. Media measurement requires quantity and quality
5. AVEs are not the value of PR
6. Social media can and should be measured
7. Transparency and replicability are paramount to sound measurements

CIPR TOOLKIT
CIPR Research, Planning and Measurement Toolkit presents a detailed guidance of evaluating no-media campaigns (what
it’s all about and how to do it). Simply, without an investigation and an outlining, the value of PR cannot be measured. The
Toolkit is more focused on the techniques of research, planning and measurement and how they work, rather than
creativity and implementation in the campaign. Having in mind there is no structured guide on producing PR campaign, the
toolkit is playing the role of framework were the campaign will be created.

VMM
The Valid Metrics Matrix (VMM) is the best tool for PR measurement. The framework has series of matrices - easy to use
and show what to measure for any kind of PR.
A grid of matrices reflect on 3 phases: Public Relations Activity (the circulation of a produced message), Intermediary
Effect (the 3rd party distribution – journalists or bloggers - of the message to the target audience) and Target Audience
Effect (the effect of received message – did they understand it?) along with communication/marketing funnels -
awareness, knowledge, interest, support, action. The destination cell is labelled as ‘the business result’.

3’0s
Output
The output is simply the messages that go out of the organisation. It is a measure of a quantified nature that can analyse
the degree of exposure and audience reach, but it is not able to explain to what extent people’s opinions or behaviour
have been influenced.
Outtake
Outtake focuses on who was reached and what effect it had on the audience’s perceptions. It measures if the audience is
aware of the message, has understood and remembered it and their response which, in a social media environment, can
be tracked online in real time via tweets, blog comments or online community threads.
Outcome
Measuring outcomes is about understanding the extent to which PR has changed people’s awareness, opinion and
behaviour. By producing focus groups or observations for instance, a concrete proof could be seen in order to measure
changes in perception. Other data can be collected to track changes in behaviour relating to specific business objectives-
and the bottom line.
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