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1.Changes in Social and Traditional
Media – A Status Update
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Readership of Daily Newspapers is Down In 

Many Countries

Source: The Economist, July 9th 2011
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Social Media Usage is Growing
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Advertising Versus Circulation of 

Newspapers

The Economist, July 9th 2011



Local News Is Going Mobile

 47.1 percent get at least some local news on their cell phone of 
tablet computer

 41% get weather updates

 13% have apps to get local news and information

Only 10% of news app users pay for the service



TV News Has More Social Media 
Integrated into Programming

 Amateur videos from video-sharing websites such as You-
Tube are included in the broadcast.  

Message postings on twitter are now woven into coverage.

More and more ―shaky camera‖ man on the street footage is 
shown and many viewers find this more credible than 
professional video coverage by trained news people.
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Media Changes & What it Means for PR

There are fewer print newspapers and other 
traditional forms of media. However, the number 
and size of the online versions of these news 
outlets is growing. 

In addition, many of the seasoned journalists 
who have lost their jobs over the last few years 
have emerged as bloggers for mainstream news 
outlets.  

Fortunately, communicators with solid 
relationships with a variety of journalists will be  
able to simply continue to work with them as they 
create content for new formats.
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Media Environment
An Example: The New York Times

The New York Times is a good example of this 
trend. While there is no dedicated insurance 
reporter, there are reporters who write for the 
website covering both business and personal 
finance who touch upon various aspects of 
insurance. 

These online articles and blogs are posted on 
the website and commented on by readers 24/7, 
while still often appearing in the print version of 
the newspaper. 

Readers are encouraged to share stories on the 
topics with friends
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Media Environment
An Example: The New York Times

I.I.I. spokespersons have 
frequently been quoted in 
the NYT Finance and Real 
Estate blogs

Several of these 
stories/quotes have ended 
up being picked up by the 
print edition 
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So What is the State of American News 

Media in 2011?

According the Pew Research Center‘s Project for Excellence in Journalism:

 In 2010, only newspapers suffered continued revenue declines and 

estimated 1000 to 1,500 newsroom jobs were lost or newsrooms are now 30% 

smaller than  They were in 2000.

 In digital space, news outlets depend  search engines (such as google) and 

social networks (such as Facebook) to bring them a substantial portion of their 

audience.

 And, now as news consumption becomes more mobile, news companies 

must follow the rules of device makers (such as Apple) and software 

developers to deliver their content. Each new platform often requires a new 

software program. And, the new players take a share of the revenue and in 

many cases also control the audience data.
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Which social media generated the most Traffic to 

News Outlets?



How Long It Took Facebook, Twitter And Google+ 
To Reach 10 Million Users
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Tech Crunch, July 22, 2011

http://eu.techcrunch.com/2011/07/22/graph-how-long-it-took-facebook-twitter-and-google-to-reach-10-million-users/


Facebook: Social Networking

 Over 750 million users worldwide (half use it daily)
- 50+ age cohort is fastest growing

 Why businesses use Facebook:
- raise visibility; launch online community
- increase Google placement
- make business contacts
- place targeted ads
- no-cost marketing

http://www.google.com/imgres?imgurl=http://static.flickr.com/3143/3023766999_182e4dff99.jpg&imgrefurl=http://www.flickriver.com/photos/ouriel/3023766999&h=188&w=500&sz=23&tbnid=b1v_mydQwI92HM:&tbnh=49&tbnw=130&prev=/images?q=facebook+logo&usg=__OWJtlQ_zRnMLN4WSXKf6v37EHJU=&ei=SRjJSpDtDcnklAfItLCSAw&sa=X&oi=image_result&resnum=2&ct=image


Twitter: Microblogging

 200 million users
 Users tend to be older (few teens)
 1% of the addicts contribute 35% of the visits
 Why businesses use Twitter:

- quickly share information
- gather real-time market intelligence and feedback
- build relationships with customers, partners and 
others who care about your company



LinkedIn: Professional 

Networking

Over 100 million professionals use LinkedIn to  
exchange information, ideas and opportunities.
Stay informed about your contacts and industry. 
Find the people & knowledge relevant to your 
goals – personal and corporate.
Control your professional identity online.
No-cost marketing.

http://www.linkedin.com/home?trk=hb_logo


2.  I.I.I.  Strategies & Tactics to Maximize the 
Potential of an Evolving Media Environment
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Top 10 Referral Sites
August 2011

Source: Google Analytics.

221

249

294

405

492

534

605

668

668

1,280

0 200 400 600 800 1,000 1,200 1,400

money.msn.com

ww3.genre.com

travelers.com

t.co (Twitter)

answers.yahoo.com

statefarm.com

learn.flvs.net (Florida Virtual School)

en.wikipedia.org

intranet.opr.statefarm.org

facebook.com





26



27

Policymakers website: 
InsuranceMatters

User Highlights

 Tailored

 Focused

 Current

 Clear and Concise

 Factual

 Searchable

 Exportable

 Multimedia Content

 Accessible

Content is arranged so that 
material most important to 
policymakers is just one or 

two clicks away
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Traditional Media is Still the Primary Focus for the 

I.I.I





“Point of Use” Podcasts
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Much of the consumer 
information on the site is 
also available in Spanish



Free Web-based Software



Why The I.I.I. Uses Social Media

 As an educational and communications organization, the 
I.I.I. has a long history of sharing its Web content as a 
means of reaching as wide an audience of consumers 
and media as possible (we have had a content 
permissions request form available on the website for 
many years and process hundreds of requests a year)

 As with content sharing, social media presents another 
opportunity to distribute our content even more widely 
and to a more diverse audience—in keeping with our 
central mission
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I.I.I. Blogs: Terms+Conditions

 Industry blog launched April 2007

 Average number of page 
views/month: 3,200

 Updated minimum of 3x/week, 
often more

 Claire Wilkinson regularly 
featured as guest blogger for 
Property/Casualty 360 blog; 
Loretta Worters for Equifax blog 
(through ThinkGlink content 
distribution network)

 AREAS OF COORDINATION?
-Following and commenting 
on/linking to appropriate 
insurance industry blogs
-Guest blogging for member 
companies, other organizations 
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I.I.I. Blogs: Straight Talk

 Insuring Florida blog launched 
November 2008

 Average number of page 
views/month: 500

 Updated 1x/week

 Featured on Florida Underwriter 
home page

 AREAS OF COORDINATION?
-Following and commenting 
on/linking to appropriate 
insurance industry/member 
company blogs
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Telling Personal Stories…
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Video

http://www2.iii.org/video/personal_stories_the_hodas_discuss_checking_insurance_policies_regularly.html


I.I.I. On Flickr

38



I.I.I. On Facebook

 I.I.I. Facebook Page created October 2009

 445 Likes

 Updated several times per week; all press 
releases, Issues Updates notifications, 
new content, including videos

 In addition: photos from I.I.I. events such 
as JIF, notable presentations, etc; links to 
I.I.I. spokespersons in the news; links to 
industry-related content such as studies, 
surveys from other organizations. This 
provides a more personal touch than is 
possible on the website

 Plus: Facebook has proven to be a steady, 
consistent driver of traffic to the website, 
getting users to the content they need

 AREAS OF COORDINATION?
-Consider customizing I.I.I. Page and 
setting up separate subpage to highlight 
member company activities
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I.I.I. On Twitter

 @iiiorg created May 2009

 1,656 Followers

 Updated daily when possible/relevant

 Posts new I.I.I. content, along with 
interesting industry related information, 
including technology/finance 

 Other ‗official‘ feeds: III_Research (995), 
IIIindustryblog (1025), @InsuringFLA (374)

 Plus: Networking with other 
groups/member companies disseminates 
information to a wider variety of people 
than we would ever be able to reach 
otherwise

 AREAS OF COORDINATION?
-Compile and follow list of member 
company Twitter feeds
-Comment/retweet as appropriate 
-Notify in advance of specific campaigns 
so as to coordinate Twitter activity (e.g. 
I.I.I./IBHS Twitter/blog coordinating for 
opening of research center)
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I.I.I. On YouTube

 Page created March 2007

 Over 125 I.I.I. videos posted

 Most viewed: ―Road Rage‖ 
(219,132 views) 

 Individual videos also linked to 
YouTube versions off website; 
YouTube embed code provided 
for sharing 

 AREAS OF COORDINATION?
-Post relevant videos on 
member company channels, 
embed on company websites?



LinkedIn

 No official I.I.I. presence on 
LinkedIn

 However with profile linked to 
I.I.I. Twitter feed, LinkedIn has 
become a major referral source 
to I.I.I. website

 AREAS OF COORDINATION?
-Consider setting up an 
insurance issues/social media 
discussion group
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I.I.I. Social Media Outreach
How It All Works Together – Japan Earthquake
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I.I.I. Social Media Outreach
What’s Next?

Along with continuing to grow our existing social
media networks, in 2012 we plan to focus on:

Producing more creative, low budget YouTube style 
videos that have the potential to reach a wider, 
younger audience through viral sharing

Creating a series of insurance related mobile apps 
for iPhone and Android to make it easy for users to 
have the information they need literally at their 
fingertips. For example, homeowners and auto 
insurance checklists, and a home inventory app 
tied to our already popular and established 
software product
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3. Challenges and Opportunities for 

Insurance Communicators



So, Why Don’t More (Financial) 
Companies Do It?

Reasons Not To:

•Data Privacy
•Chinese Wall Rules
•Poor Platforms
•Competitive Culture
•Legal
•Data Security
•Cost of 
Surveillance/Monitoring
•Risk of Negative Reaction

Why Bother?

•Building Communities
•Client Service
•Real-time Feedback
•Employee Engagement
•Product Development
•Enhancement of Brand 
Recognition 
•Risk of Not Participating In 
the Conversation (it’s going 
to happen with or without 
you…)
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 Fewer dedicated insurance journalists

More and more web-based media (Insure.com, for 
example) that hires reporters with no financial training 
who are time consuming to work with and frequently 
get the story wrong

Use of social media by reporters looking for negative 
stories

Fear of use of social media after a major  disaster like 
Hurricane Katrina to bash insurance companies.
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Communications Challenges for the 
industry



Communications Opportunities

 Social media can be a powerful tool to serve 
policyholders when purchasing a policy and filing a claim.

User-friendly apps and use of social media can garner 
positive media coverage for both the industry and 
individual insurance companies.

 Four Square and other location -based social media can 
be a valuable tool in the aftermath of a disaster.

Web-postings of news articles can provide invaluable 
insight into how individuals and business perceive 
insurance products.

Respond immediately when there is a disaster
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Changes in the media can mean opportunity!

What do you think?

Open Discussion
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