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Working with many of the UK’s leading PR and

Ginger Research, part

of the GingerComms group,
< ",

social agencies,

run digital,
Social and newsgen content - helping
agencies deliver better Ccampaigns
for their clients.
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ATTITUDES AND - REASONS FOR NOT USING DIGITAL/SOCIAL choe
RESPONSIBILITIES MEDIA MORE OFTEN:

The most cited responses for brands not using social media are lack of staff (49%) and lack

REASONS FOR TARING BRANDS ONTO sOCIAL MEDIA: of time (45%). Both have increased considerably since 2017. This is closely followed by lack of
budget (3@%). Fear of attack from campaigners continues for its second year to be a reason
why 12% companies are not using social media more often. Il

When asked about the reasons behind their organisation’s social media presence, most
in-house respondents cite driving awareness (83%), driving a wider audience reach (65%),
and increasing brand awareness (64%). This has largely remained unchanged since last year.

This year, we have seen the PR and communications department take clear ownership over
digital and social media content. Over 57% of respondents say that the majority of their digital

and social media content is produced by the PR and communications department| This Lack Of Staff.

represents a 12% increase since 2016 and 2017. Il
497
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To drive awareness of what we do: 83%

. : (1]
5 e o Lack of time: 454
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To drive wider audience reach: . . . - . . . . 65 AJ from
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IN-HOUSE BUDGETS ALOGET TS

Blogger outreach and social influencer outreach have seen the biggest budget cuts in the

MAIN AREAS OF DIGITAL BUDGET SPEND: last year, budgets in these areas have decreased by 9% and 12% respectively, despite the
popularity of influencers more widely. We have seen similar budget cuts for text-based D
content (-11%) and image-based content (-10%). Il

Brands are more conservative about their plans to increase their spending on digital
and social media than ever before in the history of the Digital PR and Communications
Report. The mean percentage of spend on social media is 25.3%, down from 27%. 51%
of respondents state their budgets will increase in the next 12 months, compared to
62% in 2016. 34% expect digital budgets will remain constant. Hnn

=00
The three leading digital and social media areas on which brands spend their marketing Blogger outreach: 9 A)

budget are: paid social media activity, web design and build, and video-based content. Il

Paid social media activity:

55% Social influencer outreach: = =12% -

|

A :
Text-based content: -"%

51%

Web design and build:

Image-based content:  -10%
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PR AND COMMUNICATIONS AGENCIES AND
HOLW THEY ARE BEING USED:

media activity (12%).

The prevalent services that clients expect PR and communications agencies to deliver on are:
blogger outreach (480%, down from 49%), social influencer outreach (48%, down from 56%),
digital crisis management (36%, down from 51%), and online reputation management (36%,

The leading services that PR and communications agencies provide clients are online press
release distribution (13%), text-based content (12%), online media relations (12%), and paid sacial
I down from 51%).

Despite this expectation, only 4% of in-house respondents currently use their PR and
communications agencies for digital crisis management. [l

CURRENT AREAS OF PR AND COMMUNICATIONS AGENCY
SUPPORT, ACCORDING TO CLIENTS:

~ ~

Online press release 0 o
distribution: 13% Pp 8%
rom

Ny
Text-based content: ]2%
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BIGGEST CLIENT EXPECTATIONS OF THEIR AGENCIES:

Blogger outreach/engagement: 4@%

Social influencer outreach/engagement: 4@%

36%

Digital crisis management:

Online reputation management: l‘ 36%

MAIN DIGITAL SERVICE OFFERINGS FROM AGENCIES:

The leading digital services currently offered by agencies are online media outreach/
relations (83%), text-based content (78%), and social network strategy (76%). Il

0
Online media outreach/relations: 83A)

Text-based content:  78%
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PLATFORMS PLATFORMS
IN-HOUSE AGENCIES

Unsurprisingly, Twitter (34%) and Facebook (72%) continue to be the most popular platforms For agencies, Instagram’s popularity in their client work has increased from 59% to 7@0%. The
amongst brands. leading platforms among agencies are Twitter (S1%), Facebook (85%), and LinkedIn (85%). Il

Snapchat and Pinterest have seen the biggest drops in usage by in-house teams, dropping
to 18% and 3% respectively. Instagram's usage has increased to 56% this year, although this
still represents a 9% drop since 2016. Il

Most used platforms: Most used platforms:

. Tuwitter: Facebook: [
Tuwitter: f

LinkedIn: 5 5
4% Y 739 B % ¥ 85%
Blogs: LinkedIn: N

72%68 g5y Ml

Facebook: Instagram:
0 1)
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COUCATION AND INSIGHT % | NEED FOR MORE EDUCATION/INSIGHT:

~
IN-HOUSE Sacial influencer outreach/engagement: 3% up | 12%

The most highly-rated sources of social media education amongst in-house teams are \
external training courses (54%), conferences and events (48%), and expert blogs (39%). Social network strateggz 249, 247
(1]

When asked which areas they needed more education in, in-house respondents cited social
influencer outreach (39%), social network strategy (24%), and monitoring and listening to
customers (24%). The need for education in online community engagement has increased
from 9% to 22%.1M

Monitoring and listening to customers:

MAIN SOURCES OF SOCIAL MEDIA
TRAINING: AGENCIES

Agencies get most of their training from expert blogs (49%), external training courses (46%),
and conferences and events (39%). 18

ny

External training courses: = 54% B down  10% MAIN SOURCES OF SOCIAL MEDIA
TRAINING:

Conferences and events:  48%

Expert blogs: 46% /




NEED FOR MORE EDUCATION/INSIGHT:
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39% RESEARCH
STATS THAT STAND OUT

Ginger Research’s range of evaluation products provide

a smart way to track consumer sentiment and brand
awareness for any PR and social campaign, enabling

agencies to better measure and transmit the value and

ROI of their programmes .

Get in contact and discover how we can help

M ETH D D D LD G\Ij you maximise your campaigns:

IlIILEl\SII@IilllIiEBEIIHMS.EIIH

0203 135 8166 &
GINGERCOMMS.COM
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