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FOREWORD

Work environments are at the forefront of 
using social media and different sectors 
are breaking new ground in terms of social 
media engagement. Food and drink brands 
for example are increasingly adopting social 
media as part of their core brand strategies 
and are beginning to see the benefits of 
capitalising on this increasingly valuable 
community commodity, which as this report 
notes, now reaches 84% of UK adults.

“The food and drink industry is also proud 
to boast some of the most inventive and 
integrated digital journeys and some of 
the most viewed and popular social media 
campaigns, with dedicated agencies 
increasingly used to bolster in-house 
teams. These campaigns often showcase 
new and thought-provoking use of social 
media platforms. Skilful campaigning 
means ensuring online and offline are well-
coordinated and complement each other to 

help create buzz and lasting social media 
impact to achieve a total campaign package 
and meet business objectives.

“But behind the visible glow of a successful 
social media presence, it is also an effective 
way to build trust in brands and to create a 
loyal fan base by deepening personalisation 
and resonance with individuals. 

Nevertheless, with increased use of social 
media comes the potential of greater 
reputational risks, and staff conduct in the 
space is increasingly important. Therefore, 
setting parameters and policies for this is 
crucial to managing risks to businesses. 
Alongside the hugely positive rise of social 
media, these genuine concerns must be 
taken into account by any commercial 
organisation as they build and move  
forward in the online space, and social  
media in particular.
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We would like to thank the many 
organisations and businesses who have 
taken the time to complete our latest Social 
Media at Work survey.

Special thanks to Hanne Christensen Baker 
for providing the foreword to this years 
report.

The results of this, the fifth survey we have 
completed, show continued growth of 
social media use in the workplace which is 
not surprising. Yet the divide between those 
employers who have and those who have not 
adapted their policies as well as the day to 
day management of social media channels 
and their use, is also continuing to grow.

It is a worrying trend and the risks 
which many businesses continue to leave 
themselves open to, are not going to go away.

It is undeniable that social media is a 
useful marketing tool – indeed for many 
businesses, it forms a vital component 
within the overall marketing mix and rightly 
so. For smaller businesses and start-ups in 
particular, social media can provide a highly 
effective method of promoting products 
and services without incurring significant 
expense.

It is however a fallacy to believe that it is a 
‘no cost’ option or one without risk.

As with all media and marketing activity, it 
is all too easy to get carried away – proper 
consideration should always be given to the 
objectives and a campaign’s performance 
measured against these. Simply put, there 
is no good reason not to plan a social 
media campaign with the same attention 
to detail as any other form of marketing 
communications activity.

This planning should give due consideration 
to the risks any campaign may present and 
how they will be managed.

Similarly, due consideration must be given 
to wider social media use by the business 
and its employees to manage and reduce 
the varied risks it presents.

This report provides an insight into the 
current situation and provides an overview 
of the changes that have occurred during 
the course of the last five years.

Once again, this year’s survey and report is 
co-produced by Pelican Communications, 
a marketing and communications 
consultancy that specialises in the food 
retail and foodservice sectors. 
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Does your firm have an official corporate presence 
in any of the following social media channels?
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Who monitors your 
social media channels?

External 
agency

HR

Sales

Customer 
services

Marketing

No-one

Do you monitor the use of 
social media amongst your 

employees in the workplace?

YES
38%

NO
62%

Do you allow staff to bring their own 
devices (laptops, tablets, smartphones etc) 
into work and use them for work purposes?

YES
57%

NO
43%

Do you have restrictions or a policy 
on the use of own devices in the 
workplace (data download etc)?

YES
44%

NO
56%
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Roythornes: Businesses are becoming 
more aware of how social media 

can play a part in their development plans 
and the growth in all channels reflects the 
adoption of new media.  

Particularly strong growth in LinkedIn 
perhaps emphasises how this is a more 
business focused platform, whilst the 
growth in YouTube may show an awareness 
of how video content can positively affect 
search engine rankings.

ONLINE PRESENCE

Do you have an official corporate presence on any 
of the following social media channels?

TWITTER 88%

LINKEDIN 67%

FACEBOOK 85%

YOUTUBE 37%

GOOGLE+ 27%

OTHER 8%

Pelican: The latest figures indicate 
that 93% of the UK population is 

actively using the internet while 84% of 
all UK adults are now actively using social 
media - an increase of 24% since our 
2015/16 Social Media at Work report was 
published.*

An online presence is therefore a very 
obvious way in which business can target 
almost every demographic of customer 
directly.

And as businesses’ use of social media 
channels increases, it is not surprising 
that more and more organisations are 
establishing social media policies. Yet there 
are many who still do not have any form 
of policy in place. It is safe to assume that 
some of those who do not, will have little 
if any corporate presence on social media 
platforms, but it is highly unlikely that all of 
the employees within these businesses are 
not active on one or more platforms.

If nothing else, it is important to establish 
some form of control regarding what may 
or may not be posted online about their 
place of work – a social media policy 
provides clarity for all parties and allows 
businesses to exercise greater control over 
all types of content published.
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Roythornes: With 18% of businesses 
using an external agency for their 

social media content, some businesses 
are clearly aware of the benefit of social 
media activity for their markets.  A word of 
warning however – if a business is using an 
external agency they must be made aware 
of the businesses social media policy as 
they are acting on their behalf.  

Whoever is responsible for social media, 
whether internal or external needs to be 
fully aware of the remit, objectives and 
restrictions of social media in relation to 
the business concerned.

Whilst in 2012 two thirds of businesses 
were monitoring their online presence, 
this has grown dramatically to over 90% in 
2017.  This indicates a growing realisation 
of how important businesses feel the web 
can be and possibly how easy it is for 
reputations to be made or broken online.  
High profile media stories have no doubt 
helped to fuel this increase and they only 
add to the PR headache when incidents 
occur.

 

Pelican: Using a single agency to 
manage digital and social media 

campaigns as well as any traditional media 
relations activity is the ideal scenario for 
most businesses. This approach will help 
to ensure consistency in tone and style and 
importantly, it is easier for brand managers 
to ensure all elements of any campaign 
dove tail, reaching the target audience at 
the right time.

Allocating the appropriate level of resource 
to any social media campaign is just as 
important as it is with any other form 
of marketing activity. However, all too 
frequently it is seen as a bolt-on or ‘nice to 
have’ addition to the main communications 
programme. 

Using an external agency allows business 
to draw upon the resources and expertise 
available, which becomes increasingly 
important as public engagement with your 
campaign grows – it’s no good running 
a consumer engagement campaign on 
social media if there is no one available 
in-house and no external resource on 
board to engage with the customer when a 
conversation starts.

MANAGING AND 
MONITORING

Who is responsible for generating and 
managing your social media content?

MARKETING 54%

SALES 14%

HR 10%

OTHER 30%

CUSTOMER SERVICES 4%

EXTERNAL AGENCY 18%

Do you monitor your online presence 
other than your own website?

YES 91%

NO 9%
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Roythornes: Given the increase 
in the use of social media by the 

general population over the last five 
years (Facebook users increased from 
901m to 1.65bn over the same time) it is 
perhaps surprising that more firms are not 
monitoring the use of social media by their 
employees whilst at work.

At the same time the rise in the number of 
firms who allow staff to bring their devices 
into work and use them for work purposes, 
demonstrates the increasing blurring of 
the lines between home and work.  Home 
working and hot-desking with personal 
equipment probably also contribute to the 
increase.

If an employee’s device is used by other 
members of their family at home, there are 
real dangers, particularly if the device is 
then connected to the employer’s network.

It is possible to see then that the gap 
between the number of firms who allow 
staff to use their devices for work purposes 
and those that have a policy is a dangerous 
one. If employees are allowed to use their 
own devices, the business should develop 
a policy setting out how the device is 
used and for example, what level of virus 
protection is required. 

Pelican: Just as workers in other 
industries are increasingly active 

on social media as a normal part of the 
working day, so journalists and reporters 
are using social media channels to research 
and source stories as well as including 
public reaction for instance, within an 
article about a contentious issue.

As we noted in last year’s report, it remains 
a secondary rather than primary source 
but a good communications agency will 
help you to reach your target audience by 
ensuring your messages are communicated 
via the appropriate social media platforms 
as well as by liaising directly with the 
media.

In larger organisations particularly, it is also 
worth considering internal awareness of 
public relations protocols and how external 
communications should be handled. A 
social media policy will help control what 
is posted online, but it is important to 
ensure employees are also aware of who 
they should speak with, if a member of the 
press makes contact directly via Twitter for 
instance. Well-intentioned but misinformed 
comment can quickly damage a brand’s 
reputation.

INTERNAL USE OF 
SOCIAL MEDIA

Do you monitor the use of social media 
amongst your employees in the workplace?

Do you allow staff to bring their own devices 
into work and use them for work purposes?

Do you have restrictions or a policy on the use 
of own devices in the workplace?

YES 44%

NO 56%

YES 38%

NO 62%

YES 57%

NO 43%
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Roythornes: Five years after 
completing the first of our Social 

Media at Work surveys, it is clear that 
the use of social media channels within 
businesses’ marketing, growth and 
development plans is continuing to increase.

Awareness of the need to monitor online 
presence has also grown dramatically to 
over 90% in 2017 while the general increase 
nationwide in the use of social media 
mirrors the growth in the numbers of firms 
permitting employees to use social media 
and their own devices for work purposes.

There are many social factors which 
have influenced the increased blurring 
of traditional boundaries between work 
and personal life, but social media is 
arguably one of the greatest. It is surprising 

therefore, that such a large number of 
businesses continue to leave themselves 
open to employee abuse and reputational 
damage, primarily due to the lack of an 
effective social media policy.

The less distinct the divide between 
work and personal life becomes, the 
greater the challenge employers face. No 
employer wants their staff to feel they are 
being spied upon and an ethos of trust 
and responsibility is likely to improve 
employee’s motivation and productivity.

A balance must be found between the two 
extremes, one which provides adequate 
protection for the business and brand, 
and one which embraces the reality of the 
growth of social media and its use in all 
aspects of our lives.

FIVE YEARS ON…

Pelican: In the last five years the 
social media landscape has changed 

dramatically. Not only are businesses, 
brands and individuals using a variety of 
platforms more regularly, the platforms 
themselves have changed.

Facebook remains the giant of social media 
but the way in which it is being used is 
changing. The growth of LinkedIn and its 
commercial application is also notable but 
what about the rest? 

Twitter, and YouTube you would be hard 
pressed to have missed. No doubt you 
know Instagram and Pinterest too, but 
how familiar are you with these channels 
and who uses them? What about Reddit? 
Swarm? Yik Yak? Vox? 

 
 

The list is endless and it will continue 
to change as will the demographic of 
each platform’s users. The point is that 
businesses can no longer afford to view 
social media activity as a bolt-on addition 
to wider marketing campaigns. Nor is it 
viable to operate without safeguarding your 
business, your people and brand.

In the last five years, the social media 
phenomena can be said to have come 
of age, something that has matured and 
become simply another part of everyday 
life. And today, the digital native – those 
who have never heard the click and 
tone of a dial-up modem – expect every 
organisation to communicate and trade the 
way they do. As ever, the most adaptable 
will be the most successful with social 
media, whether launching a new product or 
managing reputation. Five years on...
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Roythornes is a top 150 law firm providing 
services to a wide range of businesses and 
individuals.

Our clients range from entrepreneurial 
individuals to multi-site, multi million 
pound turnover businesses working across 
international borders. With particular 
strengths in agriculture and food, we act for 
clients in a wide range of sectors, including 
technology, renewable energy, property, charities, 
professional services, logistics and retail.

Our services for employers include a fixed price 
employment law service which provides peace 
of mind and access to our solicitors for a fixed 
annual cost. Further details can be found here. 
http://www.roythorne.co.uk/site/business/
employment-solicitors/  

If you would like to be added to our 
employment law bulletin list, please send an 
e-mail to markdodds@roythornes.co.uk.

For discussions about employment law issues 
including social media policies please contact 
one of the employment law team.

ABOUT  
ROYTHORNES

We’re committed to being specialists in our 
chosen markets: food, packaging and food 
production, environment and outdoor and 
leisure.

Our food communications team has an 
unrivalled knowledge of the retail food and 
foodservice industries. Consisting of PR 
experts, former journalists, digital specialists, 
designers and marketing communications 
professionals, we have an impressive track 
record of delivering ‘stand-out’ marketing 
communications campaigns for a range of 
retail and foodservice clients.

Contact us and start a conversation about 
how we can help you with your next 
communications challenge.

Michael Bennett 
michael.bennett@pelicomms.co.uk

ABOUT PELICAN 
COMMUNICATIONS

This publication is for guidance only and does not constitute legal advice. 
You should always seek professional advice before making decisions of 
a legal nature. Roythornes Limited is a company registered in England 
and Wales under number 06611251. We are regulated by the Solicitors 
Regulation Authority. Registered office: Enterprise Way, Pinchbeck, 
Spalding PE11 3YR. Refer to www.roythornes.co.uk for additional legal 
information. February 2017. 

www.roythornes.co.uk 

@roythornes

01775 842500

www.pelicomms.co.uk

01457 820807
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