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the future of the profession

Google and the World Association of Newspapers,
which have become partners in the project. 

Traditional top-down media relations in the
form of press releases and briefings won’t work
with outfits like Futuroom. To get coverage, a cor-
porate PR person would have to visit the PPF
Media café in their respective town and talk to a
reporter about the work done by his or her com-
pany. Instead of trying to control the message, he
or she will have to inspire them to spread the mes-
sage. The focus of media relations is shifting from
content creation to relationship management.
And trust is very much at the core of this exercise. 

A unique opportunity
There is little doubt that communicators will play
a major role in the years to come in re-establishing
public confidence in the corporate world. The cur-
rent environment makes this task particularly

challenging, but it also offers a unique opportu   -
nity for the communication function to move up
the food chain and for communicators to become
partners in the corporate decision-making process. 

Here are some ideas to keep in mind when com-
municating in our post-trust era:
● Educate senior management about the advan-

tages of having the communication function
involved at an early stage in any major stake-
holder relations exercise.

● Learn the language of open-source journalism to
reach bloggers and citizen journalists who are
passionate about their ideas.

● Use social media to engage employees and listen
to their concerns to rebuild trust between
employees and their employers. 

● Turn employees into advocates. Use CSR
efforts to reinforce their confidence in cor -
porate values. ●

Women and work: Brokering trust through social media
The effects of the global financial crisis have
rippled through to the job market, with
employees and job seekers questioning the
market’s ability to support them. Women have
a special reason to mistrust its processes: Half
the world’s population is female, but according
to the United Nations, women still earn no
more than one-tenth of the world’s income. 

The European Training Foundation (ETF), an
agency of the European Union, works with
emerging economies in the Middle East and
the former Soviet Union to develop education
and job training systems. Gender equality and
the improvement of women’s opportunities 
in the labor market are high on its agenda. 

Every year on 8 March, International
Women’s Day, ETF reaches out to international
policymakers to draw their attention to issues
such as the gender pay gap and the persistent
under-representation of women in different
areas of the working world. This year, ETF
sought to add a grassroots dimension to its
annual event. In the weeks before, it used
social media to identify and reach out to
women bloggers in countries such as Tunisia,
Turkey, Armenia and Egypt. For two months,
ETF conducted an online dialogue with 

70 women on the social networking site Ning
on such topics as the need for a more inclusive
definition of work and social entrepreneurship.
The content of these conversations was also
shared on Twitter and Facebook. 

The bloggers project enabled ETF to tap 
into a network of knowledgeable influencers 
in the field of gender issues. It also helped 
put social media on the map of international

policy makers. Twenty-two of the women 
were invited to a working session preceding
ETF’s Women and Work conference. Their task
was to develop a set of recommendations in
the field of education and employment and 
to present them to policymakers the following
day. The recommendations were captured 
on Twitter (under the hash tags #etf10 and
#womenandwork), and the women used videos
uploaded on YouTube (at youtube.com, search
for social inclusion.m4v and wowslideshow
.mov) to offer feedback and tell stories from 
a wide range of countries, from Croatia 
to Uzbekistan, to an international audience 
gathered in Turin, Italy.

At a time when society seems to doubt the
ability of public institutions to listen to the
people and involve them in decisions concern-
ing their future, ETF’s openness to social media
sent a powerful message. It helped to create
an outlet for voices that in the offline world
are often too faint to register at the top. Trust
is an integral part of this effort. Real sharing
can only happen online if the right kind of
trust is established first. 
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Open-source 

reporting, including

blogging and so-called

citizen journalism, is

changing the way news

is produced and 

consumed.

Women bloggers from around the world are
helping ETF identify issues facing women and
recommend possible solutions.




