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Social Journalism Study 2015 United Kingdom



Report by Cision & Canterbury Christ Church University (UK)



Executive Summary



Key findings of the 2015 survey * 1. The majority of UK journalists use social media as a professional tool. However,



the percentage of journalists using social media regularly, for four hours or more a day, has declined during the last three years, from 24% in 2012 to 13% in 2014, indicating a level of saturation in its use.



2. Over half (53.5%) of UK journalists said they cannot carry out their work without social media, an increase from 42% of journalists last year. 3. Twitter (75.1%) continues to be the most popular social networking channel for journalists followed by Facebook (56.7%), Google+ (41.2%), Instagram (24.9%) and Hootsuite (24.7%). 4. Publishing and promoting content and sourcing information are the two most important reasons for social media use for journalists, a pattern that has remained stable over the



last three years.



5. The number of followers journalists have has steadily increased over the last few years. While in 2012 less than half of respondents had more than 500 followers, by 2014 about two-thirds of them did.



6. PR professionals are the most important sources for journalists, followed by experts/ academics and then other journalists and media outlets.



7. While journalists tend to perceive the impact of social media on their work in general in a positive light, there are growing concerns about the effects it has on privacy, data security and journalistic values. 8. Previous studies identified five different types of journalists; Sceptics, Observers, Hunters, Promoters and Architects. Over the last three years, the sizes of each social media user type have changed significantly. In 2014 the two largest groups were the Promot-



ers and the Sceptics, while in 2012 it was the Hunters and the Promoters. This change suggests an increasing polarisation in the profession in relation to social media use and attitudes with both the most negative and the more positive social media user types both increasing in number. * Data featured in his report was collected between July and September 2014. The title refers to the year of publication.



Survey Background



The fourth annual Social Journalism Study, conducted by Cision and Canterbury Christ Church University, is the latest instalment in our efforts to understand and chart the changes in how journalists and media professionals use social media for their work and in their communication with PR professionals. This year’s results show that social is part of the journalists’ toolkit in their everyday work for a range of different tasks, dominated by sourcing and publishing content. Whilst there is a unanimous view that journalists could not carry out their work without social media and that it helps productivity, this year reflects a level of saturation in social media with its use remaining stagnant and in some cases, even declining for journalists.



The study found that journalists use a range sources for their stories, turning to PR sources, experts and other media outlets. Email remains the main communication channel for PR professionals but there is evidence from a small number of journalists that they would like to see social media used more widely for sharing PR content with journalists. As with other years, journalists would like fewer phone calls from PR professionals. The relationship with PR professionals is fairly good but there are areas to improve around the quality of their contribution to journalists’ work and the reliability of information shared. Overall journalists feel that social media has had greatest impact on the relationship with their audience and copyright issues.



Social Media Use



3.1 Most journalists use social media up to 2 hours a day but there is a degree of saturation The majority of UK journalists use social media regularly. About two-thirds of respondents reported that they use the tools up to 2 hours a day. There is just a small number who are ‘always on’ and use the tools for 4 or more hours a day. This suggests that although social media is embedded in daily practices of journalists, it is not something they are constantly using; rather they tend to ‘check-in’ for shorter periods to carry out specific tasks. The percentage of journalists using social media for more than 4 hours a day has actually declined during the last three years (from 24% in 2012 to 13% in 2014), but so too has the proportion of respondents not using the tools (10% in 2012 and 5% in 2014). This indicates that initially there was a greater division between social media users and non-users. It also suggests that after an initial excitement of the introductory phase, there is a degree of saturation and an optimum time for social media use. For most journalists there are no additional gains to be had from constant use.



2012



2013



2014



10%



4.4%



5.2%



Up to 2 hours per day



34.1%



61%



63.8%



2-4 hours per day



32.4%



22.6%



17.6%



4-8 hours per day



20.7%



9.6%



9.2%



2.8%



2.3%



4.1%



Time spent using social media for work (% of respondents)



None



More than 8 hours per day



Social Media Use 3.2 Over half of UK journalists cannot carry out their work without social media As social media use increased and became embedded in journalists’ work over the last few years, perceptions of it as an indispensable tool have gained ground. In 2012, 28% of respondents thought that they would not be able to carry out their work without social media, which increased to 54% by 2014. Perceptions about the impact on productivity have also improved, and this year over half of respondents (58%) agreed that because of social media they were more productive in their work. However, only 12% of respondents agreed that their workload has decreased because of using the tools while the majority 69% disagreed. Views about the impacts of social media (% of respondents)



2014



2013



2012



"I would not be able to carry out my work without social media"



53.5%



43.4%



28.1%



“Social media has improved the productivity of my work”



57.7%



54.1%



38.9%



3.3 Twitter is the most popular social networking tool for journalists The five most popular social media apps used by UK journalists are Twitter (75.1%), Facebook (56.7%), Google+ (41.2%), Instagram (24.9%) and Hootsuite (24.7%). Twitter is especially well-liked with three quarters of respondents reporting regular use.



Social Media Use 3.4 Publishing / promoting and sourcing remain the two most important reasons for using social media Publishing / promoting and sourcing remain the two most important reasons for using social media, a trend that has been present over the last three years. However, about two-thirds of respondents reported that they use social media regularly for a variety of purposes involving all key professional tasks: publishing and promoting their own work, sourcing information, networking, verifying and monitoring what is going on. The table below illustrates the diversity of social media use by journalists. Selected social media activities (% of respondents carrying out daily) Read Blogs



31.7%



Read postings of people they follow on a social networking or microblogging site 47.8% Publish a story based on information found on social media 11.5% Read content communities or crowdsourcing sites 17.3% Add comments to someone’s page or profile on a social networking site 18.3% Reply to comments received in relation to their work on social media sites 40.6% Monitor discussions on social media about own content 47% Post original comments on social networking or microblogging sites



58.9%



Use social media to make new contacts in their field of work 30.1% Re-post on microblogging site 50.8% Maintain a work related blog 17.4%



Social Media Use Most types of social media tools were used by more than two-thirds of respondents, with the exception of social readers which continue to have limited uptake. In terms of changes over the last four years, the use of microblogs (e.g. Twitter) and professional social networks (e.g. LinkedIn) has increased the most.



Use of different types of social media tools for work in a typical week (% of respondents)



2014



2013



2012



2011



Professional Social Networks



78.1%



83.1%



75.7%



52.7%



Blogs



79.2%



82.1%



68%



57.1%



Social Reader Sites



33.7%



38.8%



20.1%



N/A



Social Networks



75.3%



82.5%



72.1%



67%



Audio-visual Sharing Sites



66.3%



74.1%



65.6%



53.7%



Microblogs



88.6%



92.1%



79.4%



67.3%



Content Communities



73.6%



81%



70.2%



66.6%



Social Media Use 3.5 The number of followers among journalists has steadily increased over the last few years Respondents in our study had on an average of about 3,600 followers on their preferred social networking or microblogging site, while the figure for the general population is slightly above 200. This suggests that people tend to turn to sources on social media they know and trust, and that journalists remain key sources and interpreters of news and information in society even in the social media environment. The number of followers among journalists has steadily increased over the last few years. While in 2012 less than half of respondents had more than 500 followers, by 2014 about two-thirds of them did.



Number of followers on preferred social media site (% of respondents)



2014



2013



2012



None



5.8%



5.8%



7.6%
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