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"Global Alliance

membership for IABC

really means for the pro-

fessional a global pass-

port to participation

in the community."

zations to report not just on
their fmancial performance,
but also on their social and envi-
ronmental performance. Right
away you can see that the role of
communication is critical, and
the opportunity for organiza-
tions to be better communica-
tors is equally good.

NN: In the future, will these
summits happen on a regular
basis, and will they be of the
same nature and scope?
DT: Absolutely. The World Pub-
lic Relations Forum, which is
the Global Alliance's primary
meeting point, the place where
our global professional commu-
nity gathers, happens every two
years. The last one was in Stock-
holm. The next one is in 2012
in Melbourne, Australia. What
we've tried to do at Stockholm
and what we'll try to do in
Melbourne is not just have it
be a conference that provides a
great experience, but also have it

be a conference that provides a
lasting legacy. The legacy of
Stockholm was the Stockholm
Accords, an ongoing brief to our
professional community as well
as a manifesto on our role in
society. I don't think we know
yet what the successor to the
Stockholm Accords will be, but
I know we want the Melbourne
conference to be equally impor-
tant in leaving a legacy.

NN: How can IABC members
benefit from the Clobal
Alliance? How can they access
this knowledge?
DT: I think that if you look at
the key benefits of the Global
Alliance to a member. No. 1,
there's the benefit that comes
with being one global com-
munity, where we are acting
together as professionals to
define our role in society. No. 2,
there are the tools it provides
to the professional to help
make communication more

powerftil. And No. 3, there's
the research—the collaborative
research that the Global Alliance
is involved in, that certainly we
hope will benefit the profes-
sional by giving them early
access to some leading-edge
thinking and research from our
website, www.globalalliancepr
.org. Finally, there's the fact that
Global Alliance membership for
IABC really means for the pro-
fessional a global passport to
participation in the community:
No matter where an IABC
member goes, they will be wel-
comed in other countries as if
they were a member of that
country's professional commu-
nity. So you can imagine
whether you're moving to a new
market, or you're trying to make
contact with communicators to
do business, or you just want
to attend a conference at a pre-
ferred rate, there's great benefit
to the passport that global mem-
bership provides.

Summit sheds light on social
media best practices
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Social media are changing
the way we interact with
and respond to stake-

holders. In this era of instan-
taneous communication, if we
aren't part of the conversation,
we will be left behind. These
ideas figured prominently at
the IABC Innovation in Cor-
porate Communication and
Social Media Summit, held in
April at the 3M Innovation

Center in St. Paul, Minnesota.
The conference drew 78 peo-
ple, plus 21 virtual participants
who could access the presenta-
tions and ask questions during
the event. Speakers from
Southwest Airlines, Pitney
Bowes, State Farm Insurance
and others shared how they are
integrating social media into
the way they do business. Here
are some highlights from the
program and advice from some
of the presenters.

Drive innovation
At 3M, employees engage
through social media tools
within the company, and in
the process become a key
source of innovation and con-
nectivity. The global technology
company has found that the
social process offers continuous
engagement that drives inspira-
tion and brand entrenchment
with consumers.

"Social media is all about
consumer conversations for us
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at 3M. That is why we devel-
oped eHub, which is a social
approach to business results,"
says Loran Gutt, manager of
Strategy and Global Key
Accounts for 3M.

Gutt's advice to corporate
communicators is to embrace
this communication channel,
listen to your customers and
build meaningful relationships
with them.

Go where your
customers are
To engage with customers, it is
not enough to have an email
address and customer service
number listed on your website.
Today, people want to interact
with btisinesses via their chosen
means of communication, be it
Twitter, Facebook, YouTube,
discussion forums or a customer
feedback site.

Millie Richter, communica-
tion specialist at Southwest
Airlines, gave this advice to
summit attenders:
• Don't be afraid to join the

conversation.
• Make it personal.
• Engage the positive.

- • Establish channels before a
crisis.

• Act fast.
• Don't rely on the numbers

alone.
• Educate your employees and

leaders.

Redefine the brand and
make yourself social
Matt Kelly, public relations
specialist with State Farm
Insurance, said that the combi-
nation of highlighting the
company's core brand attri-
butes and reacting in real time
to customer feedback via a

variety of social media has
proven to be a very effective
strategy for State Farm.

In the age of social media,
the rules have changed radically,
he said, and people today
demand a more honest and
direct relationship with the
companies with which they
do business. Some of Kelly's
recommendations on making
your brand social include:
• Listen and respond to what

people care about.
• Demonstrate behaviors that

are compelling, true, authen-
tic and transparent.

• Create a win-win relationship
with individuals, where the
reason for doing something is
driven by what the commu-
nity wants, not simply by
what the brand wants.

Monitor and measure
Social media offer new opportu-
nities for greater understand-
ing between the organization
and the customer. The key ques-
tion is, How does your brand's
social web presence impact your
organization? According to Jay
Krall, business development
managet at the media database
company Cisión, you should
ask yourself:
• What is our company's share

of voice on digital conversa-
tion platforms?

• How do people feel about our
brand?

• How do we measure up to
competitors?

• Which conversations are
influencing our customers'
decisions?

• Is our social media presence
impacting sales?

• Who are our most influential
fans and critics?

correction
The author of the "Case
in Point" column ("Stepping Up
for Dance") in the July-August
issue of CIA/should have been
Michèle Fisher, writer and
strategist for d'na (dal<is and
associates) in Toronto.

Turn business processes
into social processes
Companies that are successful
in harnessing the power of
social media, online communi-
ties or Web 2.0 think differently
about their business as well as
act differently. "Turn all your
business processes into social
processes," advised François
Gossieaux, founder of the cus-
tomer strategy firm Human 1.0 i
and the author of The Hyper-
Social Organization. The new
rules of social media are that
people do not want to hear
ftom your company anymore.
People want to hear from other
people about your company.

mark your calendar
8 September Wefasem/nor Creating a Job Strategy
for Communicators (free to IABC members)
9 September Conference (Atlanta): Creative Strategic Commu-
nication Seminar ' •
15-16 September Conference (Alexandria, Virginia):
Employee Communication Conference: Creating and Sustaining
an Engaged Workforce
28 September Web seminar: From Razzmatazz to Results
9-11 October Conference (Detroit, Michigan):
Heritage Region Conference •
12-14 October Conference (New Orleans, Louisiana):
Southern Region Conference
19 October Web seminar: Peanut Crisis: Cold Quill Awards Case Study
3-4 November Conference (New York City): PRI/V\E Research and IABC
Clobal Strategic Communication and Measurement Conference
5-10 November (Victoria, British Columbia):
Executive Accreditation Seminar
6-8 November Conference (Whistler, British Columbia):
Canada West Region Conference
15-16 November Con/erence (2.os^nge/esJ. Crisis and Issues
Communications Summit: The Rules Have Changed in the Era
of instantaneous Communication

For more information about these and other events, go to
www.iabc.com/educat ion.
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