
Top 10 Social Media Research Articles for the First Half of 2013 for  
Public Relations Professionals  

 
 
With the explosive growth of social media, the editors of the Institute for Public Relations’ 
Social Science for Social Media Research Center have identified what we think are the top nine 
social media research reports in the first half of 2013 that are beneficial for public relations 
professionals. We determined this based on the rigor of the report’s methodology, sample size, 
findings, and accessibility. 
 
Because we have only identified nine articles, we need your help to truly make this a top 10 list. 
Please leave us a comment and let us know what research study conducted in 2013 you think 
should be included. The following nine articles we have chosen are in no particular order: 

  
 
 
List Selected by the IPR Social Science of Social Media Research Team:  
 
Donald K. Wright, Ph.D., Chief Research Editor, Social Science of Social Media Research Center, 
is Harold Burson Professor and Chair in Public Relations, College of Communication, Boston 
University. Email: DonaldKWright@aol.com Telephone: 617-306-4006. 
 
Marcia W. DiStaso, Ph.D., Research Editor, Social Science of Social Media Research Center, is an 
Assistant Professor of Public Relations in the College of Communications at Pennsylvania State 
University. Email: mwd10@psu.edu Telephone: 814-863-9874. 
 
Tina McCorkindale, Ph.D., Research Editor, Social Science of Social Media Research Center, is 
an Associate Professor of Communication, specializing in public relations, at Appalachian State 
University. Email: mccorkindaletm@appstate.edu Telephone: 828-262-2226. 
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1.) 2013 Social Media Marketing Industry Report: How Marketers Are Using 

Social Media to Grow Their Businesses 
Social Media Examiner 

Michael A. Stelzner 
 

Why this Research is Important: This study describes what organizations are achieving through 
their social media efforts and how the usage of key social media platforms will change during 
the next year. The findings can be used to benchmark social media efforts against others and 
look at the time commitment, benefits, and platforms industry peers are using. 
 
Method: An online survey of 3,025 marketers solicited via email and Twitter was conducted in 
January 2013.  
 
Key Findings: 

 More than two-thirds of respondents said they would increase their YouTube use in 
2013—the highest of any other platform.  

 

 Even though only 5% of respondents were involved with podcasting, 24% planned to 
increase their podcasting activities in 2013.  

 

 Increased exposure and increased traffic were the top two benefits of social media 
marketing.   
 
 

 
 

Study Link: http://www.socialmediaexaminer.com/SocialMediaMarketingIndustryReport2013.pdf  

http://www.socialmediaexaminer.com/SocialMediaMarketingIndustryReport2013.pdf


2.) The Evolution of Social Business: Six Stages of Social Business 

Transformation 
Altimeter Group 

Charlene Li and Brian Solis, with Alan Webber and Jaimy Szymanski 
 

Why this Research is Important: This study found companies go through six distinct stages of 
social business maturity. Even though a successful business strategy should clearly align with 
business goals, this is not the case as many social efforts of organizations are not embedded in 
the fabric of the organization. 
 
Method: An online survey of 698 social strategists and executives was conducted, of which 130 
were at companies with more than 1,000 employees. Additionally, Altimeter interviewed 26 
executives and social strategists at 15 companies. 
 
Key Findings: 

 Only 34% of companies felt their social strategy was connected to business outcomes, 
indicating 66% of companies’ efforts were not grounded in business goals. 
 

 Slightly more than half of the companies surveyed said their top executives were 
informed, engaged and aligned with the company’s social strategy. 

 

 Most social media teams were found in marketing or communications, with many of 
those having another full-time employee dealing with social media in another 
department.  

 

 



 
 

Study Link: http://www.altimetergroup.com/research/reports/evolution-social-business  

 

3.) The Demographics of Social Media Users—2012  

Pew Research Center 
Maeve Duggan and Joanna Brenner 

 
Why this Research is Important: Pew Research Center’s Internet and American Life Project 
publishes several significant studies per year. In this one, the researchers provide a benchmark 
of the landscape of social media users, including the first reportable survey readings of whites, 
African-Americans, and Latinos use of Pinterest, Instagram, and Tumblr. 
 
Method: A survey of 1,802 internet users was conducted in English and Spanish on landline and 
cell phones from November to December 2012.  
 
Key Findings: 

 Internet users under 50 are particularly likely to use a social networking site of any kind 
and those 18-29 are the most likely of any demographic cohort to do so (83%).  
 

 Women, African-Americans, and Latinos show high interest in sites like Twitter, 
Instagram, and Pinterest. 

 

 Women are more likely than men to use social networking sites, and those living in 
urban areas are also significantly more likely than rural Internet users to do so.  
 

 
 

 
Study Link: http://pewinternet.org/Reports/2013/Social-media-users/The-State-of-Social-Media-

Users/Overview.aspx  

 
 

http://www.altimetergroup.com/research/reports/evolution-social-business
http://pewinternet.org/Reports/2013/Social-media-users/The-State-of-Social-Media-Users/Overview.aspx
http://pewinternet.org/Reports/2013/Social-media-users/The-State-of-Social-Media-Users/Overview.aspx


4.) Structuring a Social Media Team 

Ragan and NASDAQ OMX Corporate Solutions  
 

 
Why this Research is Important: Although the title of this study implies it is only about the 
structure of the social media team, there is a wealth of information about and for corporations, 
nonprofits, and government. The study investigates five key areas: staffing, measurement and 
monitoring, budgets and salaries, platforms, and ownership of social media. 
 
Method: An online survey of 2,714 communicators, marketers, public relations professionals, 
and others.  
 
Key Findings: 

 65% of respondents do social media along with their other responsibilities. For those 
who only do social media, 83% work on teams with three or fewer people. 

 

 69% have some degree of dissatisfaction with how they measure social media, while the 
remaining 31% have some degree of satisfaction. 

 

 Only one-quarter saw an increase in their social media budgets (excludes salaries and 
benefits), and only 13% said their social media efforts were “advanced.” 
 
 

 
 
 
Study Link: http://web.ragan.com/raganforms/Structuring_A_Social_Media_Team.pdf  

 

 

http://web.ragan.com/raganforms/Structuring_A_Social_Media_Team.pdf


5.) 2013 Edelman Global Entertainment Study 

Edelman and MATTER and fielded by Edelman Berland  
 

Why this Research is Important: This study highlights the importance and prevalence of 
entertainment in our lives. In its seventh year, comparative findings are provided for the US, 
UK, Brazil, China, Germany, India, Korea, and Turkey. 
 
Method: An online survey of 6,500 18 to 54 year olds from Brazil, China, India, Germany, Korea, 
Turkey, the U.K., and the U.S. conducted from April 1 to 12, 2013.  
 
Key Findings: 

 Online entertainment makes people feel more connected. 
 

 Emerging markets driving adoption of interacting with and sharing entertainment 
content. 
 

 Majority of respondents share as much about entertainment through social media 
channels as they do about their family or friends. 
 

 
 

 

Study Link: http://www.edelman.com/insights/intellectual-property/2013-edelman-global-entertainment-

study/  
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6.) 2013 Fortune 500 Are Bullish on Social Media: 

Big Companies Get Excited About Google+, Instagram, Foursquare and Pinterest 
Nora Ganim Barnes, Ph.D., Ava M. Lescault, MBA & Stephanie Wright  

University of Massachusetts Dartmouth 
 

Why this Research is Important: Conducted each year since 2008, this study provides a 
benchmark for social media adoption by Fortune 500 companies. It can help companies identify 
industry trends and determine prevalence of common social media tools. 
 
Method: An analysis of the Fortune 500 companies corporate blogs, Facebook, Twitter, 
YouTube, Pinterest, Google+, Foursquare, and Instagram accounts.   
 
Key Findings: 

 Most companies had Twitter, Facebook and YouTube accounts. 
 

 Adoption of social media tools (blogs, Facebook, Twitter and YouTube) has increased 
since 2012. 
 

 Fortune companies show an interest in experimenting with new social media tools. 
 

 

 
 
 

Study Link: http://www.umassd.edu/media/umassdartmouth/cmr/studiesandresearch/2013_Fortune_500.pdf  

 
  

http://www.umassd.edu/media/umassdartmouth/cmr/studiesandresearch/2013_Fortune_500.pdf


7.) 2013 CEO, Social Media & Leadership Survey 

BRANDfog 
 

Why this Research is Important: This second annual survey explains current C-suite social 
media strategy and measures its effect on executive leadership, brand image, and brand trust 
to help provide guidance for companies looking to establish leadership branding through social 
media. 
 
Method: A survey of 800 U.S. and U.K. employees in companies from a variety of sizes and 
industries.  
 
Key Findings: 

 80.6% of respondents believed that social media was an important communication 
channel for CEOs to engage with customers and investors.  
 

 When C-Suite social media engagement is managed, nearly 70% of employees believe 
that leveraging social media makes CEOs more effective leaders. 
 

 68.7% of respondents indicated that C-Suite involvement in social media made the 
brand seem more honest and transparent.  

 
 

 
 
 

Study Link: http://www.brandfog.com/CEOSocialMediaSurvey/BRANDfog_2013_CEO_Survey.pdf 

 

http://www.brandfog.com/CEOSocialMediaSurvey/BRANDfog_2013_CEO_Survey.pdf


8.) Microsoft Survey on Enterprise Social Use and Perceptions 

Ipsos for Microsoft 
 

Why this Research is Important: This global study with many respondents provides an 
understanding of how important social media is to companies and explains its impact on 
productivity. Findings indicate that social media should be an integral part of an employee’s 
day.    
 
Method: An online survey with 9,908 adults across 32 countries who work for companies with 
at least 100 employees, and who use a computer, laptop, tablet or smartphone for at least 75% 
of their job.  
 
Key Findings: 

 Nearly half of employees reported that social tools at work helped increase their 
productivity, but more than 30% of companies underestimated the value of these tools 
and often restricted their use. 
 

 40% believed social tools help foster better teamwork, and 31 percent said they are 
willing to spend their own money to buy social tools.  

 
 Productivity and security were the top reasons for in-office restrictions (security was top 

US reason).  
 
 

 

 
 
 

Study Link: 
http://www.microsoft.com/enus/news/download/presskits/enterprisesocial/docs/escresearchsumppt.pdf  

 
  

http://www.microsoft.com/enus/news/download/presskits/enterprisesocial/docs/escresearchsumppt.pdf


9.) The Most Followed Brands on Twitter are not the Most Engaged:  

A Study of Top Brands on Twitter 
Evolve! Capital, Inc.  

Dr. Natalie L. Petouhoff and Lisa M. Schwartz Social Business Builders   
Commissioned by Nestivity 

 
Why this Research is Important: Not only does this study provide practical trends that can be 
easily implemented, it also contains social media measurement suggestions such as 
determining what type of content drives high engagement.  
 
Method: An analysis of 739,000 Tweets for the top 100 brands with the most followers in 
February 2013.   
 
Key Findings: 

 Having more followers does not always mean more engagement. 
 

 Frequency does not matter but brands must be consistent and focus on quality over 
quantity. 
 

 The most engaged brands are most likely to post photos, on Wednesdays, at 4 pm CST.  
 

 

 
 
 

Study Link: 
http://www.nestivity.com/blog/hosted/Study%20of%20the%20100%20Most%20Engaged%20Brands%20on%20Tw
itter.pdf  
 

http://www.nestivity.com/blog/hosted/Study%20of%20the%20100%20Most%20Engaged%20Brands%20on%20Twitter.pdf
http://www.nestivity.com/blog/hosted/Study%20of%20the%20100%20Most%20Engaged%20Brands%20on%20Twitter.pdf


 

10.) Tell us what you think! Leave a comment on what 
2013 research report should be included in our top 10 list. 

 
 

 
 
 
 
 
The Institute for Public Relations (IPR) is an independent nonprofit foundation dedicated to the 
science beneath the art of public relations™. The Institute focuses on research that matters to 
the practice, providing timely insights and applied intelligence that professionals can put to 
immediate use.  - See more at: http://www.instituteforpr.org/   
 
The IPR Social Science of Social Media Research Center is the comprehensive source for 
information about the social science of social media, best practices, measures, and 
benchmarking. - See more at: http://www.instituteforpr.org/scienceofsocialmedia/ 
 

http://www.instituteforpr.org/
http://www.instituteforpr.org/scienceofsocialmedia/

