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PR and social media are overlapping so much these days. Between building strong relationships and 
ensuring messaging is on-brand, social media has helped bridge the communication gap between 
organizations and their customers. Here are some top examples of where the line is blurred between 
PR and social media.

Five ways PR and social media are like Bruce Wayne and Batman (or Spiderman 
and Peter Parker for Marvel fans)

Think of the last bad experience that you had as a customer at a restaurant or store, where was the 
first place that you went to tell others about this experience? If you said social media platforms like 
Facebook or Twitter, you wouldn’t be alone. According to Twitter’s blog, 61 percent of their users 
find that Twitter is the best platform for customer service issues and in Q3 of 2015 alone there were 
over seven million customer service queries on the platform. 

Where PR professionals used to have to rely on media monitoring services to discover what people 
thought about their brand, social media has provided a direct bridge between brand and 
consumers—for free. 

1. First line of customer service

PR professionals are not only masters of messaging; they are often incredibly skilled writers too. And 
now with the likes of LinkedIn posts, companies have no excuse not to create quality content for their 
business. LinkedIn posts are especially great for building credibility with thought leadership pieces 
written by C-Suite executives. Forming a substantial audience on LinkedIn can also result in editors 
of top publications asking for Op-Ed content from you, especially if the executive has built an 
engaged following. 

2. Brands as publishers
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Want to learn more ways your business can have a 
competitive edge?

• Receive a complete one-on-one analysis of your business account

• Appointments can be booked online at times of convenience for you

• Get answers to questions specific to your business

• Learn how the latest technologies can help modernize the way you work

Book an appointment at a Rogers Small Business Centre today:
www.rogers.com/businesscentres

Schedule a free in-store appointment to speak with one of our 
Small Business Specialists. 

How is a PR professional supposed to know which media outlet is the right outlet for their 
organization without robust data? Well, an organization’s social media or digital advertising team 
has the relevant information that could help the PR representative decide whether they should 
pitch an article to a local paper like North Shore News or a national outlet like CBC's The National. 
Beyond their location, social media data can also shed light upon a customer's interests and age. 

3. Know who your audience is 

In the pre-social era, PR professionals would only find out about a crisis or potential crisis when a 
journalist picked up the phone and asked some hard questions. The reactive nature of this type of 
emergency was less than ideal. But now, with the likes of Sprout Social, PR professionals and social 
media professionals can monitor what is being said about their brand in real time and dampen the 
sparks of a crisis before they erupt into a wildfire. 

But that doesn’t mean that crises are completely eradicated, however; one tweet can fan the flames
of rage at your organization. The best thing that you can do with your PR and social media team is 
craft the messaging for a variety of situations and run regular drills to ensure if something ever does 
go wrong, your team is prepared to cope with it. 

4. Disseminate important information directly and quickly

Being proactive as an organization in your digital marketing efforts isn’t just about putting on a 
guerilla pop-up shop or significant event in a city. In fact, as KFC proved last year, it can be just as 
effective to make a minor tweak to your social media channel. For those that don’t know, KFC’s 
Twitter page decided to only follow eleven people—five Spices and six Herbs. This witty take on 
their tagline of “eleven herbs and spices” netted them probably close to a million dollars’ worth of 
media coverage from outlets like Time and ABC News, as well as top food outlets such as Eater, all 
for the small cost of an employee’s salary.

5. Be proactive
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