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Re-emerging Trend in 2010: 
Integrating Marketing and PR 
 
Communicating in a Single Comprehensive Voice 
 
 
 
Introduction 
 
Integrated marketing and communications is the Holy Grail – and has been for several decades, and though it’s 
still seemingly idealistic, we have never before been closer to achieving this goal.  A confluence of measures and 
changes in the industry – from a changing media landscape to social media and PR's more central role in 
marketing, to the rise of reputation management – the perfect storm of events has set the conditions to realize 
this objective.  
 
As a forward-looking article in Advertising Age wrote, "the integration of the two [marketing and 
communications], whether forced or natural, is happening for every marketer and it is due mainly to the advent 
and acceptance of social media and heightened social consciousness of Americans on environmental, 
governance and diversity issues." 
 
Social media is a case in point.  It's both symbolic of the change the industry is experiencing and illustrative of 
the case for an integrated approach.  Even so, social media is just a tool.  It's one channel, albeit an important 
one, among many.  To prepare for this coming trend, more than ever PR professionals must develop a mix of 
skills to lead their organizations’ communications now and in the future.   
 
 
Long view of change 
 
Undoubtedly, the media landscape has changed and Vocus’ own research, as denoted in our State of the Media 
report, is notwithstanding. “It’s Really, Really Bad,” read the headline of a BNET article that covered the report.  
 
The findings included facts that nearly 300 newspapers folded in 2009; eight magazines with a circulation of 
one million or more ceased publication, and hundreds of editorial positions were eliminated in print media.  
Broadcast didn’t fare much better with 10,000 jobs lost in radio and more than 100 TV stations affected by 
Chapter 11 filings of parent companies.    
 
While dramatic, and perhaps tragic, the changing media landscape hasn’t occurred suddenly: It’s been a 
process that started with the advent of the Web and has accelerated exponentially with each evolution of new 
technology.    
 
While social media is cited as a catalyst, and that analysis is accurate, it’s arguably more precise to define 
social media as the tipping point, when considering a longer view.  Listservs, online bulletin boards, even e-mail 
have existed for many years and all entail elements of social media.   
 
These mediums were, and still are, a way to develop, exchange and publish information through a network. 
Anyone with Internet access can search, send or create content.  Online press releases – press releases designed 
for distribution on the Web, are a good example.  Originally, a press release was mailed, faxed or otherwise 
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delivered over a proprietary network to the media.  As such, the press release was designed, structured and 
written exclusively for a media audience.  By contrast, once published to the Web, anyone could have access to 
that information and this broadened (or perhaps redefined) the target audience to include customers.   
 
This has transformed what was once a vehicle purely used for PR purposes, into one for communicating directly 
with prospects and customers.  In turn, the press release has become important not just for news announcements, 
but as part of an overall marketing program where search engine optimization (SEO) is pivotal.    
 
The flip side of this has also been true.  Some pundits say an effect of social media is that marketers are losing, 
or have lost, control of their brands.  There is certainly merit to that debate, but the notion is not new.  Examples 
such as the Flaming Ford, proved long before Facebook or Twitter, that users have the ability to develop and 
publish information about a brand, an organization or a company.   
 
So what has been the effect of social media?  Web 2.0 and the rise of social media has been an accelerating 
factor for this slowly emerging trend.  The ease-of-use has made developing and publishing user-generated 
content simple – and more importantly, provided the ability to quickly share that information.   As such, social 
media has an extraordinarily efficient viral effect that moves at speeds unlike any other.  This has ushered the PR 
professional, with a history and background in working with editorial contacts, into an increasingly central role 
in marketing.  
 
 
PR’s more central role in marketing 
 
“In my view, there is no one better than in-house corporate PR staff to help drive culture change and remove 
the barrier between the company and the customer,” wrote Scott Gulbransen, Senior Manager of Public 
Relations/Social Media for Intuit’s TurboTax on SHIFT Communications’ blog, PR Squared.  Intuit’s chief 
communications officer and marketing leader, was cited in the previously mentioned Advertising Age article, as 
one of the “highest profile” examples of communications chiefs taking a more central role in marketing, which 
also stated eight of 10 customers the company wins is earned through word-of-mouth. 
 
Evidence like this suggests public relations has gained a seat at the strategy table and this development can be 
broken down into three separate parts: Crisis, evangelism and greater influence. 
 

• Crisis.  The accessibility and speed of Web 2.0 technologies mean that nearly any communication an 
organization conucts can find its way on social mediums in a short time.  For example, a negative 
experience a customer has with a company’s support department easily finds its way into a blog post or 
on Twitter.  In these cases, the first place a company looks for leadership on addressing these issues is 
the public relations department.  While crisis communications are generally not pleasurable, it is forcing 
tighter integration between PR and other departments including support, marketing, sales and product 
management in order to consider the effects of a campaign or a response prior to release.  
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• Evangelism.  Social media tends 
to reject commercialization and 
has altered the way marketing 
thinks about promotion.  The new 
focus is conversations and 
engagements, which makes 
“evangelism” a more appropriate 
term.  Consider, for lack of a 
better term, the unprecedented 
intimacy involved when a 
customer or prospect becomes a 
fan of an organization on 
Facebook.  That fan is inviting the 
organization to participate in 
their daily lives by way of 
Facebook’s News Feed, and 
won’t tolerate a steady stream of marketing hype.  PR’s background in working with objective, often 
cynical news and editorial contacts has left PR well positioned to take the leading role as evangelists. 

• Greater Influence.   The daily engagement with customers on social media – problem solving, 
evangelizing and overall facilitating an open exchange – has given PR professionals insight into 
customer and prospect motivations that’s incomparable.  Not only is it the insight gained, but also the 
continuing, if not renewed focus on PR measurement that has enabled PR to better quantify the value it 
delivers to the business.  In a survey of approximately 1,800 US PR professionals in the fall of 2009, 
58% of respondents said they would focus more on measurement in the next year.  A similar survey of 
approximately 280 PR professionals based in the UK had the exact same finding – 58%.   

These three key points are helping to bring PR professionals a more influential role in marketing, with more and 
more PR professionals finding themselves reporting to marketing.  For example, a recent survey by Forbes found 
73 percent of CMOs reported overseeing PR.  This caused Edelman's Steve Rubel to comment, "PR is in the best 
position to manage a business' social media endeavors. The reason is that engaging in social circles requires an 
understanding of psychology and also it is an uncontrolled discipline. Both of these play well to the skills of PR 
practitioners. If I were a CMO controlling $5M in spend with an interest in social media and I oversaw PR, I 
would connect these dots. I suspect that's what many are doing."  
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Marketing also moves central 
 
The shift of PR moving central in marketing is only part of the 
story – another significant contributing factor is that marketing, 
too, is moving center, or so to speak.  Marketing evangelist, 
David Meerman Scott makes this point is his book New Rules for 
Marketing & PR when he notes that traditionally, marketing has 
focused on “interruption.” That is to say, in order to obtain 
attention, marketing has generally resorted to disruptive tactics – 
the way TV advertising breaks programming to bring you a 
special message – or a pop-up Web advertisement screams for 
attention while you are searching the Web.  Scott says that the 
marketing paradigm has shifted from output only – push 
marketing – to a discussion format.  
 
Like PR, marketing, too, is becoming more focused on 
engagement, as measured by interactions on social networks.  
Interaction has become important as a measurement tool 
because it demonstrates that not only did a reader entertain a 
given piece of content, but felt compelled to do something with it:  
E-mail it, favorite it, bookmark it on Digg or Delicious, or  in 
some way shared it.  This is the basis for word-of-mouth 
marketing – the same word-of-mouth marketing that yields eight 
of 10 customers for Intuit.  Moreover, this is applicable to any 
organization given an eMarketer study found that 92% of 
respondents “completely” or “somewhat” trust the 
recommendations of people they know – more than any other 
category.  
 
Marketing is redefining its approach to meet the needs of social 
media – rather than taking old strategies and tactics and force-
fitting them into a social media framework.  For example, 
traditional marketing began with identifying target audiences, 
developing key messages, refining them through research – for 
example with focus groups, or confirming them with surveys – 
and then distributing these messages along the marketing 
channels most likely to reach that target audience.  Social media 
has changed this paradigm to a large degree, because it flips 
this framework on its head:  To build a following in social media, 
you need to start figuring out where your customers are today.  In other words, asking ‘who cares about my 
organization right now” and then growing a community from there. 
 
This new focus on engagement brings marketers closer to the line of work PR professionals traditionally fulfilled 
when working with editorial contacts – and it’s urging a tighter integration between the two functions. 
 
 
 
 

3 tips for integrating content 
 
• Multimedia:  Ensure that you have 

complete ALT tags for photos and 
videos uploaded to YouTube or photo 
sharing sites.  Multimedia provides 
additional sources of content that can 
be indexed by search engines and 
enhance rankings. 

• Whitepapers and PowerPoint slides:  
Include relevant hypertext links in your 
white papers and PowerPoint slides that 
link keywords to Web sites or blogs 
with relevant content.  Often white 
papers and PowerPoint slides are 
indexed in search, referenced by 
bloggers or find their way onto 
SlideShare, DocStoc or similar sharing 
sites – each link contains a measure of 
value pointing back to your site. 

• Social Media chicklets:  If you 
organization has social media sites, 
include chicklets on all of your 
communications:  Direct mail, e-mail, 
blogs, Webinar slides, newsletters and 
other communications channels.  All of 
these should all offer an easy way for 
your audience to find you on the social 
media site of their choice.  
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Every organization as a newsroom 
 
This integration is breaking down the silos between the functions or marketing and communications.  
Engagement requires content – and high quality content since every organization should think of itself as a 
newsroom or a creator of content.  Evidence of integrated communications can be found in the development of 
this content.  
 
Content production is not limited to text or copy-based content, but includes photos, images, videos and 
podcasts.  People develop preferences for the ways by which they like to absorb information.  Some people are 
visual learners and images or video are the best means to communicate.   As one customer, who owns a self-
defense school, pointed out in a PRWeb case study, “My consumer wants to see that I can do what I'm selling – 
they want to know that I'm physically capable of actually doing the things I'm proposing to teach.” 
 
The introduction of multimedia is challenging PR professionals to develop skills that have conventionally 
associated with marketing staff and specifically those personnel with graphics and coding skills.  This is what PR 
luminary Deirdre Breakenridge, of PFS Marketwyse and the blog PR 2.0 Strategies has called a "hybrid" 
professional – or as HubSpot put it “Being generalists first and specialists second is encouraged.”  Likewise, 
marketing looks to the PR professional to ensure that content strikes the right tone in an editorial sense.   
 
And tone is an important aspect for consideration.  Different media are more receptive to different types of 
content.  Twitter for example is a rapidly moving medium that fosters link sharing and instant responses.  
Discussion forums on LinkedIn tend to be more collegiate, moving more methodically and in greater detail.  
Facebook espouses intimacy and favors content that is truly unique – an inside look, or deal or content that 
resembles the next generation of brand-loyalty programs, like the well-established predecessor – frequent flyer 
programs.  YouTube’s video based medium may be more receptive to humor – an approach that has often 
befuddled marketers given audiences have varying tastes for what classifies as humorous. 
 
Underscoring both choice of channel and medium, is search marketing, or SEO.  After all, the best content in the 
world offers little value to a company if it cannot be found. 
 
 
Traditional media still matters…and so does integration 
 
Social media is clearly a catalyst for the integration between marketing and PR, but it’s important to not lose 
sight of traditional media.  Two studies this year add credibility to this line of thinking. 
 

• Traditional media drives conversations.  A study by the Pew Research Center’s Project for Excellence in 
Journalism of coverage in the City of Baltimore found that 95% of all new information came from the 
traditional media.  In other words, social media, at least in Baltimore, echoes the traditional media.  This 
means that the way in which a company or issue is framed in the traditional media will have a 
significant impact on shaping views in social media.  

• Barometer of social media trust slipping.   The Trust Barometer, a study produced by the global public 
relations firm Edelman, found that “friends and peers as credible sources of information about a 
company dropped by almost half, from 45% to 25%, since 2008,” according to Advertising Age.  The 
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company’s CEO Richard Edelman went on to say in the article that “the lesson for marketers is 
consumers have to see and hear things in five different places before they believe it.”     

 
While only two data points, the research is sound and consistent with anecdotal evidence.  It also underscores 
the need to ensure that all communications stemming from an organization are consistent. For example, an 
article that is off-message, or presents an organization’s viewpoint as wildly different, could set off a firestorm in 
social media realms.  Likewise, as the Trust Barometer demonstrates, people need to see that the message, 
recommendations and feedback from social networks is consistent with those outside of social networks.  
 
 
Conclusion  
 
Integrated communications is more than just social media.  It's about developing the strategies, tactics and skills 
that have given rise to the hybrid professional -- a master of PR but with skill sets in range of other functions.  It's 
about search marketing, search engine optimization, multimedia, video, interactive marketing, traditional PR and 
most importantly, it's about measurable results.   
 
A few years ago a regular industry debate was whether PR was more effective than advertising or vice-versa.  
This has almost always been the wrong question – since each function had its own set of merits and drawbacks.  
A far better question was to ask, “How can advertising and PR be integrated to achieve better results?” 
 
Fortunately there has been much less debate along these lines with social media.  The questions have been more 
focused on integration, and as Kary Delaria, vice president of PR and chief “listening” officer with Kane 
Consulting recently remarked on Minnesota Public Relations Blog, a blog by the local PRSA chapter, “It became 
clearer to me in the past few weeks when working on a variety of proposals – some which were ‘marketing’ 
proposals and others that were ‘public relations’ proposals. When you bring social media tools into the 
communications strategy, the lines between ‘public relations’ and ‘marketing’ are increasingly blurred.” 
 
Blurring indeed – and the challenge for the hybrid PR professional is to champion the integration of all these aspects to 
work in harmony to obtain one specific goal:  Give your organization a credible voice. 
 
Find Vocus on these Social Media sites:  
 

• Twitter: @Vocus www.twitter.com/vocus  
• Facebook: http://www.facebook.com/Vocus   
• LinkedIn: http://www.linkedin.com/groups?gid=1928001   

 
 
About Vocus  
Vocus, Inc. (NASDAQ: VOCS) is a leading provider of on-demand software for public relations management. 
Our web-based software suite helps organizations of all sizes fundamentally change the way they communicate 
with both the media and the public, optimizing their public relations and increasing their ability to measure its 
impact. Our on-demand software addresses the critical functions of public relations, including media relations, 
news distribution and news monitoring. We deliver our solutions over the Internet using a secure, scalable 
application and system architecture which allows our customers to eliminate expensive up-front hardware and 
software costs and to quickly deploy and adopt our on-demand software. Vocus is used by more than 4,400 
organizations worldwide and is available in seven languages. Vocus is based in Lanham, MD with offices in 
North America, Europe, and Asia. For more information please call 800.345.5572. 


