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Abstract- The exceptional and unusual growth of social media in just a few years of existence is alarming. Maybe because it 
allows people to keep in touch, recruit and interview employees, share information with friends, buy and sell, 
communication between international and national bodies demonstrates the power of internet as social medium. Social media 
is an internet based application, which allows the use and exchange of contents generated by the user. It is an interactive 
platform that enables individuals, businesses, and communities, to discuss, interact, create and communicate. Social media 
covers a wide range of online, word-of-mouth forums including blogs, company-sponsored discussion boards and chat 
rooms, consumer-to-consumer e-mail, consumer product or service ratings websites and forums, Internet discussion boards 
and forums, moblogs (sites containing digital audio, images, movies, or photographs), and social networking websites, to 
name a few. Physical examples of such social media used by organisations include facebook, blogs, chatroom, YouTube, 
flickr, MySpace. This paper tries to analyze this challenge faced by the public relations in relation to communication and 
spreading of information. It tries to ponder over the argument that there is a need for universal standards when using the 
social media for communication by the public relations practitioners. 
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I. INTRODUCTION 
 
This use of social media to communicate across 
countries can be traced back to globalization. The 
rapid rise of globalization has created new and 
convenient ways reaching out to other organisation 
without leaving the shores of the organisation’s 
country.  Globalization also meant that there was an 
increase in the customer base of a company and 
hence their interaction with them. This also exposed 
the companies to different acts of communications 
which did not seem to follow the same 
communications methods that of their home country 
or region. So here we  tries to ponder over the 
argument that there is a need for universal standards 
when using the social media for communication by 
the public relations practitioners. Therefore, there is 
need to have a clear and sound ways of managing 
information shared amongst all parties involved. 
Hence, there is need for international public relations 
professional to handle such information sharing.  
 
It is the duty of the public relations professional to 
persuade the people, the public, investors, and 
stakeholders to buy into their organization’s products, 
services and even leadership.  However, the public 
relations industry recorded outstanding global 
revenues of $4.3bn (Corporate Watch UK, 2003). In 
the fast moving world of social interaction, some 
companies can experience not just spectacular rise, 
but also abrupt falls when information at their 
disposal is not properly managed by the public 
relations or the method of sharing such information 
(social method) is not standardized. 

 
II. LITERATURE REVIEW: 
 
Public Relations (PR) is comparatively young in 
terms of academic study due to its relatively new 
identifiable theory formed in the last 50 years. 
However, it is both a way of communication with its 
own varying research and theory base and also a 
professional practice. Public relations is gradually 
developing into a theoretically based area of applied 
communication with the ability to transform other 
sectors of communication offering hypothetical and 
speculative tools useful in other aspects of life ( 
Botan and Taylor, 2004). Conversely, Public Relation 
is defined as all activities “designed to contribute to 
the effectiveness of the organizations by improving 
organizational relationships with stakeholders and the 
media” (L’Etang, 2012). This is usually conducted by 
an agent of the organisation usually called the public 
relations professional or officer.  
 
They perform just one job which is the ability to talk 
in a persuasive manner advocating, lobbying and 
acting as source–media relations, reputation and 
relationship manager, lobbying public officials , 
public affairs forums organizer and issues and crisis 
manager and every other job of getting information 
out to the public. Public relations supports 
organizational goals employing a range of 
interpersonal, online and off-line targeted and mass 
communications, contributes to the facilitation of 
public conversations and debate on issues important 
to the organization and therefore may be seen as 
“discourse work.” (L’Etang, 2012). 
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However, since the invention of social media, it has 
gracefully moved from just the buzz word to a 
premeditated tool used by public relations 
professionals in relating with their stakeholders 
(Eyrich, Padman and Sweerser, 2008). Public 
relations professionals uses many and different tools 
of marketing and which social media is one of them. 
It is undoubtedly truth that more public relations 
professionals are developing skills which are related 
to social media and online communication technology 
(p. 412). It has been agreed that the use of 
communication technology has been of tremendous 
help as it has greatly advance the work of the public 
relations by timely and effective ways information is 
been circulated across the global and the ability to get 
to a large number of audience at the same time. 
According to Mangold and Faulds (2009), “the 
emergence of Internet-based social media has made it 
possible for one person to communicate with 
hundreds or even thousands of other people about 
products and the companies that provide them. Thus, 
the impact of consumer-to-consumer communications 
has been greatly magnified in the marketplace.  
Although there are varies methods of getting high 
level of audience participation, most academic 
researches only dealt with one social media tools 
(Eyrich, et. al., 2008).  
 
The 21st century has seen an explosion of internet 
based message shared across nations and organisation 
via these social media. This information shared helps 
create awareness, form opinions, acquire information 
or knowledge about products and services, before and 
after sales communiqué and evaluation. 
Unfortunately, the content, timing, and frequency of 
the use of these social media communication in 
getting across to the global market are not a function 
of the management.  This certainly means that the 
rate at which information is passed coupled with the 
appropriate wording of the communication is devoid 
of the direct control of the organisation’s 
management. This however, is not in line with the 
standards of the traditional integrated marketing 
communications paradigm where there is a high 
degree of management control available (Mangold 
and Faulds, 2009). Therefore, a high level of 
standardization should be put in place which is in 
regular consistency with the orgainsation’ goals and 
vision.   
 
Even though social media communication is 
amplifying the effect of seller to consumer 
conversations have in the marketplace, techniques for 
shaping or constructing those conversations, 
information, advert etc have not yet been articulated. 
The issue in public relations is- should there be 
standardization of global social media 
communication? What would be achieved if such 
standards are not/ are maintained? Knowing full well 
that information sent out on these portals are mass 

sent or produced and therefore needs to be uniform. 
When it comes to the issue of sharing information 
globally, what credible and consistent metrics is used 
to ensure these global standardization of 
communication is attained? According to 
International Public Relations Association (IPRA), 
this issue of public relations measurement standards 
is long overdue. 
In some way, I agree with the need for a global 
standard for social media communication. 
Organisations are faced with pressing need to churn 
out multiple public relations kind of adverts, 
campaigns, communiqué across organisations, 
brands, locations, geographies. Therefore, if there are 
absence of an industry wide methodology for 
information communication and management; then, 
in-house public relations professionals would be 
using inconsistent wordings, content, and style to 
pass on information to people. This not only 
frustrates management but also put a rise on budget 
as information passed may not have passed the 
scrutiny of the management. Therefore, the need 
communication guideline to be measured against a 
standard methodology is needed. To solve this, 
Berton, Pitt, Plangger and Shapiro (2012) suggested 
that’s public relations professional should continually 
stay up to date on their customer, technology and 
social media; this they can achieve by first engaging 
their customers, limit the bureaucracy powers of the 
public relations profession, create more management 
control over social media contents been sent out, 
regular training of their employees, embrace the 
changing technology and knowing the great 
opportunity in social media. 
 
Uniformity in communication can help clear 
confusion of words or contents. When the global 
social media communication has a standard approach 
or methodology of sending emails, chats twitter and 
to uploading videos, it will give clarity of words and 
communication. Social media may look easy form an 
international communication perspective; however, it 
is not easy especially when dealing with the new 
generations who have the ability to use social media 
and creative (Berton, et. al., 2012). It should be noted 
that social media and communication technology 
shifts the power of communication from the public 
relations professional to the social media users (in 
this case, the customer) (Smith, 2010), as a result 
there is need to have a standard global social media 
communication method. This would take away the 
power of communication from the customer back to 
the organisation been represented by the public 
relations officer. Although, presently, it seems like 
the social media users (customers) are not yet aware 
that this power of communication has been given to 
them.  
 
Standardizing the global social media 
communication, would help change the media 
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environment. Currently, the business and media 
environment is full of harsh and killing words been 
sent out in the bid to frustrate competition amongst 
organisations. The usual traditional media 
communication pattern such as news release is 
subsequently giving way to the evolving online 
atmosphere with more practices of business 
communication changing to the social media 
environment (Waters, Tindall, and Morton, 2010). 
However, the economic globalization has changed the 
public’s attitudes and encouraged the rise of less 
courteous and more entrepreneurial  members of the 
public, making them business selfish and thinking 
only of themselves and not given a halt about the way 
they communicate with others (Brown, 2009).  
Hence, a more standardized social media 
communication can help reduce the less deferential 
and more consumerist nature of the public. 
 
With the ever changing ways of showcasing ones 
organisation to the world, the social media changes 
alongside it. As more forms of social media emerge, 
it is advisable for the public relations professional to 
understand fully what stance their industry takes on 
the changing social media. By having a standardized 
social media communication pattern, it reduced the 
shock of sudden changes. The change in social media 
also changes the relationship communication amongst 
employees, stakeholders, competition (Yang and Lim, 
2009). However, by the use of global standard social 
media communication, it helps bring the usefulness of 
the social media to organisations. According to 
McCorkindale (2010), its agreed that the greatest 
challenge of public relations professions are to 
finding a way to incorporate social media strategy 
and determine which way to measure such strategy. 
Therefore, having a standard social media 
communication all across the global would help in 
getting the exact way of implementing the social 
media strategy and tactics. 
 
CONCLUSION  
 
In conclusion, the 21st century has brought with it 
great opportunities and challenges in our global, 
boundary-less world. Importantly, public relations 
professionals are faced with dynamic and interrelated 
international environment. As such, 21stcentury 
public relations managers or professional need to 
consider the many opportunities and threats that the 
use of social media, and communication between 
consumers and them may present if the 
communication link is not looked into.  To help 

public relations professional understand a new 
dispensation of standardized social media 
communication would not only help the organisation, 
but would increase orderliness and standardization 
across the public relations industry. Finally, 
according to DiStaso, McCorkindale, and Wright 
(2011), in evaluating the use of social media 
communication in public relations, “it is important to 
understand what simply noise is and what is of 
substance or has the potential to emerge as a 
substantive issue. Otherwise, we will find ourselves 
reacting to everything. That's not practical or a wise 
use of resources 
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