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28.1% of UK journalists say that they would not be able to carry out their work without  
social media.

39% of respondents said that social media has improved their productivity.

The most popular social media among UK journalists is Twitter (80%).

The study found five types of professional social media users who differ in terms of patterns  
of use, knowledge, purpose of use and attitudes: 

Architects (11.8%) are the movers and shakers of the professional social media world; 

Promoters (24.7%) are heavy users focusing mainly on disseminating and advocating 
their work; 
Hunters’ (34.9%) social media use is driven by an emphasis on sourcing information 
as well as finding contacts and networking; 
Observers (18.8%) are lighter users who are not keen contributors in the social media 
world but do use the tools to find information and monitor what’s going on; 
Sceptics (9.8%) are low users who have generally negative attitudes towards the  
use and the impacts of social media. 

1. EXECUTIVE SUMMARY
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Key findings:

Almost half of the respondents (47.9%) reported that they have more than 500 followers/
friends on their preferred social networking or microblogging site.

UK journalists divide their time almost equally between professional (53.5%) and personal use 
of social media.

About half of UK journalists think that social media has had a positive impact on their work.

Age is the most important demographic variable influencing social media use and attitude.

The media sector journalists work in has more significant impact on their uses and views than 
other professional factors. 

Half of the respondents rated their knowledge of social media better than average, and only 
3.2% said they had no knowledge at all.

Using the Forrester Research Technographics® segmentation model as a comparison, the 
study revealed that journalists’ personal, non-work use of social media differs from those of the  
general population. Journalists are much more active general users and they play a key role in 
the world of social media through content creation, networking and other active uses.



2. SURVEY BACKGROUND
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The annual Social Journalism Study conducted by Cision and Canterbury Christ Church  
University is charting the changes in the use of social media among journalists and media  
professionals.  Compared with 2011, journalists are using a greater variety of social media tools 
and are showing increasing reliance on social media for many of their professional tasks such as 
sourcing and networking. Unique to this year’s study is the identification of five types of professional 
social media users who differ in terms of patterns of use, attitude and knowledge.  These groups 
are: Architects, Hunters, Observers, Promoters and Sceptics. To put journalists in the wider social  
context of the changing use of technology, this year’s study also includes a comparison to  
Forrester’s Social Technographics® framework of the general population’s use of social media.  
It is clear that UK journalists are more ardent and regular social media users than the general public. 

This year’s online study was compiled from over 3650 journalists’ responses from 11 different 
countries: UK, France, Germany, Finland, Sweden, Italy, Spain, the Netherlands, US, Canada and  
Australia.  This particular report takes a closer look at the UK and is based on information from 769 
respondents.



3. CHANGES DURING THE LAST TWELVE MONTHS

UK journalists use social media more for their work compared to a year ago (Figure 1), especially   
professional social networking sites (e.g. LinkedIn) and microblogs (e.g. Twitter). Respondents  
continue to use social media for a variety of professional tasks with publishing and promoting their 
own content as well as sourcing information the most important. Social media is used slightly more 
for sourcing (84%) than publishing (81%) – the opposite was true last year. 

Figure 1 – Use of different social media for work in a typical week (% of respondents)
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This year fewer journalists thought that social media improves their productivity. In 2011,  
almost half of UK journalists (49%) agreed that social media tools enhanced their productivity, 
while this year only 39% thought so. At the same time, the percentage of those who  
disagreed that social media improved productivity increased from 20% to 34%. Journalists were 
also less positive this year about the impact of social media on their relationships with their 
audience. In general, they think that social media allows greater engagement with their audience, 
but the number who strongly agreed with that sentiment dropped from 43% to 27%.  
Similar views were expressed about crowdsourcing and its impact on the quality of journalism:  
In 2011, 33% thought it improved their journalism and 28% disagreed, while a year later those 
who agreed decreased to 24%, and the level of those who disagreed remained almost the same.  

There were no major changes regarding contact between PR professionals and journalists with 
email, telephone and face-to-face remaining the three most common ways that journalists and PR 
professionals communicate. 



4. PATTERNS OF PROFESSIONAL SOCIAL MEDIA USE VARY 

The 2012 Social Journalism Study shows that social media is embedded in most UK journalists’ 
daily work routine. The majority of them use two or three social media tools regularly for  
professional  tasks. The most popular social media tools are microblogs, namely Twitter, professional 
social networking sites, such as LinkedIn, and social networking sites, such as Facebook. 47.9% of  
respondents had more than 500 followers/friends on their preferred social networking or microblogging 
site, and only 13.7% had fewer than 100 followers/friends.

Nearly half of UK journalists post original comments on social networking or microblogging sites daily, 
and more than four in ten manage a professional, work-related social networking or microblogging 
account on a daily basis (Figure 2). More than half of them re-post on a microblogging site, monitor 
discussions on social media about their own content and reply to comments they receive on social 
media either on a daily or weekly basis. Maintaining a work-related blog is less popular, only a quarter 
of respondents blogging on at least a weekly basis. 

Figure 2 - Patterns of selected social media use (% of respondents)
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4. PATTERNS OF PROFESSIONAL SOCIAL MEDIA USE VARY 

Patterns of social media use are influenced by the professional and demographic background of  
journalists. Freelance journalists use social media somewhat differently compared to those employed 
by an organisation. 13.5% of freelance journalists maintain a work-related blog daily, while only 
8.6% of those in medium-sized organisations do. 23.3% of freelance journalists monitor discussions 
on social media about their own content daily, while 39.1% of those working in large organisations 
do. Those who work in local media are less likely to maintain a work-related blog (5.7% daily use) 
compared to those whose work is aimed at international audiences (12.5% daily use). However, 
those reaching local audiences are more likely to post original content on a social networking site 
than those reaching international audiences (57.4% as opposed to 42.4% daily use) and to monitor 
social media discussions about their own content (49.6% compared to 34.4% daily use).  

The media sector journalists work in also has an impact on the way they use social media. Generally, 
broadcast and online journalists engage more with social media and use a wider variety of tools 
compared to newspaper and magazine journalists. Broadcast journalists reported the longest hours 
of social media use and magazine journalists the shortest.

Online journalists are the most likely to maintain a work-related blog daily (18.1%) and magazine 
journalists the least (5.3%). The latter are also the least likely to post original content on a social 
networking site on a daily basis (37.5%) compared to online journalists (59.7%) and newspaper 
journalists (50.6%). Those working in magazines are also the least likely to monitor social media 
discussions about their own content on a daily basis (26%) compared to online journalists (50.8%), 
broadcast journalists (37.5%) and newspaper journalists (37.3%). Online and broadcast journalists 
use a greater variety of social media tools. 70% of broadcast journalists and 66.5% of online journalists 
use more than five types of social media tools for work in a typical week, compared with 52.4% of 
newspaper journalists and 51.2% of magazine journalists.

Age is another influence on patterns of social media use. Younger professionals use a greater variety 
of social media and use them more extensively. Those who are less than 27 years old use social 
media for work 1.5 times longer than the over 45s. This younger age group also has more  
followers/friends. 57.1% of those aged less than 27 years have more than 500 followers/friends on their  
preferred social networking or microblogging site, compared with 31.8% of those aged more than 45. 
Younger media professionals are also more likely to start following someone on social media they 
have met in person (19%) compared to only 7.2% for those aged over 45. Younger professionals 
are also more likely to monitor social media discussions about their own content (53.2% as opposed 
to 26.6%).

4.1 Professional and demographic factors influencing social media use
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4. PATTERNS OF PROFESSIONAL SOCIAL MEDIA USE VARY 

The top two reasons why journalists use social media are publishing/promoting their own content 
and sourcing information and news.  The use of specific social media tools varies across the various 
journalistic tasks (Figure 3). Practices also vary depending on the professional tasks. For instance, 
content communities and crowdsourcing sites are mainly used for sourcing and verifying informa-
tion, while professional social networking sites are mainly used for networking. Social networking 
sites and microblogs are used for the widest variety of professional tasks. 

UK journalists rate their knowledge of social media somewhat better than average, but this perception 
is influenced by a number of professional and demographic variables. For instance, freelance  
journalists believe they know less about social media than their colleagues working in organisations. 
36.6% of freelance journalists reported that their social media knowledge is lacking in some way, 
while the figure for those in large organisations was 19.7%.

Those providing media content for local/regional audiences claim their knowledge is stronger than 
those working for an international audience (65.5% better-than-average knowledge as opposed to 
49.2%). Age is another influence. 79.3% of those under 27 rated their knowledge better than average, 
compared to only 30% of those over 45. Levels of perceived knowledge also varied in relation 
to media sectors. Online journalists rated their knowledge the highest (66.6% claiming  
better-than-average knowledge) and magazine journalists the lowest (42.1%). 

4.2 Reasons for using social media

Figure 3 - Professional uses of social media tools by UK journalists (% of respondents/  
using type of social media tool for certain professional tasks in a typical week)

4.3 Perceived knowledge 
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5. ATTITUDES TOWARD SOCIAL MEDIA 

About half of UK journalists see the impact of social media on their work positively. Respondents 
were especially positive about the impacts on how they promote themselves and their work, on the 
relationship with their audience and on how they communicate (see Figure 4). They were less sure 
of the extent to which social media tools have improved their productivity or how essential social 
media tools are for their work overall.  

As with patterns of use, views vary depending on demographic and professional background.  
Freelance journalists are more negative about the impact compared to their colleagues working in 
organisations. 23.3% of freelancers had generally negative perceptions about the impact of social 
media on their work, compared with 15.2% working in large organisations.

Media sector is another factor. Magazine journalists are the least positive about the impact of social 
media on their work (42.1% saw the impact generally positive) while online journalists are the most 
upbeat about social media (57.6% positive views). 25.2% of newspaper journalists and 23.7% of 
magazine journalists thought that they would not be able to carry out their work without social media, 
while the figure for online journalists was 43.6%. Online journalists are much more likely to agree 
(69.2%) that because of social media they communicate better with people relevant to their work 
compared to magazine journalists (55.3%) and newspaper journalists (54.7%).

In general, younger journalists are more positive about the impact of social media compared to 
their older counterparts. 61.9% of those aged below 27 years old saw the impact of social media on  
their work positively, compared with 38.4% of those older than 45. 

Figure 4 - Perceptions of the impact of social media (% respondents who completely  
or somewhat agree)
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5. ATTITUDES TOWARD SOCIAL MEDIA 

The survey also asked journalists about their views on the impact of social media on their profession. 
40% of respondents agreed that social media is undermining traditional journalistic values, such as 
objectivity. Views about crowdsourcing varied, with 23.7% agreeing that crowdsourcing improves 
the quality of journalism and 29% disagreeing. Most UK journalists, however, agreed that social 
media will not lead to the death of professional journalism.

There is a split between print and non-print media professionals when it comes to views about the 
impact of social media on their profession. Online (50%) and broadcast (47.5%) journalists are 
more positive about the impact compared to newspaper (37.9%) and magazine journalists (36.9%  
positive views).

Age, again, is an important factor. 60.3% of those younger than 27 thought that social media generally 
has had a positive impact on the profession, compared with 29.2% of those older than 45. Younger 
journalists are also less worried about the impact of social media on traditional journalistic values: 
27.8% thought that social media undermines journalism, compared with 46.4% of the 45+ age group. 

Concern over privacy and data security was one of the key reasons that stopped respondents  
using social media more in their work, while issues with information not being accurate was  
another factor. For online journalists (14.9%) this is less of an issue than it is for print journalists (for 
newspaper journalists the figure was 25.9% and for magazine journalists 23.9%). Those who work 
in local media are much more likely to think that there are too many regulations in their organisation  
regarding social media use compared to those whose work is aimed at international audiences 
(18.6% as opposed to 8.2%).  

Figure 5 - Reasons for not using social media more for work (% of respondents)
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6. FIVE TYPES OF PROFESSIONAL SOCIAL MEDIA USERS

The 2012 Social Journalism Study identified five types of professional social media users who differ 
in their patterns of use, knowledge, motivations and attitudes (Figure 6). 

Architects (11.8%)

Promoters (24.7%)

Hunters (34.9%)

Observers (18.8%)

Sceptics (9.8%)

Figure 6 - Characteristic features of Professional Social Media User Types and % of UK 
journalists belonging to each specific type
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 % 18-27 years  16.7  23.8  48.4  11.1  0
 % 28-45 years  14.3  27.1  36.5  17.5  4.7
 % 45+ years   5.1  21.1  24.9  25.3  23.6

     
 Newspaper   10.8  14.5  46.4  16.3  12
 Magazine   8.1  23.2  33.7  21.8  13.3
 Broadcast   17.5  15  47.5  15  5
 Online    16.5  37.1  26.6  16.5  3.2

    
     Freelancers   8.7  30.1  23.3  23.3  14.6
      Small organisation  8.7  31.4  30  18.8  11.1
      Medium organisation 11.4  24  37.7  20  6.9
      Large organisation  15.5  18.3  40.8  16.5  8.8

  
      Local/regional  14.2  14.9  50.4  12.8  7.8
      National    11.1  25.3  36.8  17.7  9
      International   11.6  28.2  26.4  22.6  11.3
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6. FIVE TYPES OF PROFESSIONAL SOCIAL MEDIA USERS

The demographic and professional features of the five types of users vary (Figure 7). Architects 
(63%), Promoters (60%) and Sceptics (68%) are more likely to be male than female, while there is 
a more even split in the case of the Hunters (49% male) and Observers (53% male). Architects and 
Promoters also tend to be younger, while Sceptics and Observers tend to be older. Indeed, nearly 
half of UK journalists under the age of 27 are Hunters (48.4%) – and none of them are Sceptics. While 
23.6% of the 45+ age group are Sceptics only 5.1% of them are Architects, which is significantly 
lower than in the case of the other two age groups. 

Broadcast and newspaper journalists are most likely to be Hunters (47.5% and 46.4% respectively), 
while magazine journalists have the highest percentage of Sceptics (13.3%). Online journalists are 
most likely to be Promoters (37.1%) and least likely to be Sceptics (3.2%). 

Those who work in large organisations are most likely to be Hunters (40.8%) and they also have 
the highest percentage of Architects (15.5%) compared to other types of organisations. Freelance 
journalists are most likely to be Promoters (30.1%) and they have the highest proportion of Sceptics 
(14.6%).There are similar patterns of social media use between freelance journalists and those 
working in small organisations, suggesting that the size of organisations is important when it comes 
to specific features of social media use.

6.1 Features of UK Professional Social Media User Types

Figure 7 - Demographics and professional features of Professional Social Media user types 
in the UK (% respondents) 
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Creators       16%    77%
Joiners       55%    91%
Collectors       13%    47%
Spectators      63%    98%
Inactives       24%    1%
Conversationalists     27%    77%
Critics       28%    58%

Creators: Conversationalists:
 Publish a blog
 Publish their own web pages
 Upload video they created
 Upload audio/music they created
 Write articles or stories and post them

Collectors:
Use RSS feeds
Vote for websites online
Add “tags” to web pages or photos

Critics:
Post ratings/reviews of products or services
Comment on someone else’s blog
Contribute to online forums
Contribute to/edit articles in a wiki

Spectators:
Read blogs
Listen to podcasts
Watch video from other users
Read online forums
Read customer ratings/reviews
Read tweets

Joiners:
Maintain pro�les on social 
networking sites
Visit social networking sites

Inactives: None of the above...

Update status on a social networking site
Post updates on Twitter

JournalistsGeneral consumer 

7. UK JOURNALISTS’ PERSONAL USE OF SOCIAL MEDIA IS ALSO HIGH 

The 2012 Social Journalism Study used the Forrester Research Technographics® segmentation 
model as a complementary method to explore journalists’ personal usage of social media and to 
see how journalists’ social media use compares with that of the general population. Forrester Social 
Technographics® define overlapping classifications of online social behaviours from the Creators 
(those who create content) to the Spectators (those who consume it). 

As Figure 8 illustrates, UK journalists’ non-professional social media behaviours do vary from those 
of the general population. The percentage of inactive users among journalists is significantly lower 
than in the general populace, while the proportion of the other categories, (joiners, creators,  
conversationalists, collectors and critics) is considerably higher. This indicates that professional uses  
influence personal use of social media, and that journalists play a key role in the world of social media. 

Figure 8 - Social Technographics® and Journalists in the UK
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8. ABOUT THE DATA

This report is based on 769 responses from UK journalists. The proportion of male and female  
respondents is 56% and 44% respectively. The majority fell in the 28-45 age bracket (see Figure 9). 
Magazine journalists (38.5%) and journalists who publish online (33.6%) made up two thirds of the 
sample. Respondents were more likely to work for large organisations (37%) but there is a range of 
different professional settings. Almost 44% of respondents worked for media aimed at international 
audiences, 37.5% targeting national audiences and 18.3% worked in the local and regional media 
sector. 

Figure 9 - Demographic characteristics of data

page 12



9. ABOUT THE SURVEY

Cision and Canterbury Christ Church University conducted an online survey about journalists’ uses 
and perceptions of, and attitude toward, social media.  Respondents were taken from Cision’s media 
database of more than 1.2 million influencers globally. This year’s study received over 3,650  
responses from journalists in 11 different countries: UK, France, Germany, Finland, Sweden, Italy, 
Spain, the Netherlands, US, Canada, and Australia.  This particular report takes a closer look at the 
UK and is based on 769 responses collected during June and July 2012.  Throughout the survey 
the term ‘journalist’ is used to include other media professionals e.g. researchers, editors etc. The 
statistical analysis, based on a 95% confidence interval, examined the differences and similarities  
between sub-populations of respondents. The types of professional social media users were developed 
using cluster analysis. 

The survey is designed to enhance the media industry’s understanding of social media uptake and 
the impact of social media technologies and processes on journalists’ work. Cision conducts this 
survey on an annual basis to continue to inform best practices within the PR and communications 
field and to deepen the industry’s understanding of how journalists and professional communicators 
use and value social media and other resources. The research examined the patterns of social media 
use among journalists, for what professional tasks they use social media, and how they view the 
impact of social media on journalistic practices and professional values. 

For more information about the survey, please contact:
Hollie Stephens
UK Marketing Executive
Email: hollie.stephens@cision.com 

Dr Ágnes Gulyás
Principal Lecturer, Department of Media, Art and Design, Canterbury Christ Church University
Email: agnes.gulyas@canterbury.ac.uk

Kristine Pole
Senior Lecturer Marketing, Business School, Canterbury Christ Church University
Email: kristine.pole@canterbury.ac.uk 
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9. ABOUT THE SURVEY

Cision is the leading provider of software, services, and tools to the public relations and market-
ing communications industry. PR and marketing professionals use our products to help man-
age all aspects of a campaign – from identifying key media and influencers to connecting with 
audiences, monitoring traditional and social media, and analysing outcomes. Journalists, blog-
gers and other influencers use Cision’s tools to research story ideas, track trends and main-
tain their public profiles. Cision AB has offices in Europe, North America and Asia, partners in 
125 countries and is quoted on the Nordic Exchange with revenue of SEK 1.0 billion in 2011.  
For more information, visit www.cision.com.

Visit:  www.cision.com
Call:   0800 358 3110 (From outside the UK: (+44) 0 207 689 1160)
Email:  info.uk@cision.com 

ABOUT THE AUTHORS
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About Canterbury Christ Church University

Canterbury Christ Church University is a modern university with a particular strength in higher education 
for the public services. With nearly 20,000 students, and five campuses across Kent and Medway, 
its courses span a wide range of academic and professional expertise. 93% of our recent UK  
undergraduates were in employment or further study six months after completing their studies. 
Along with over a thousand undergraduate, postgraduate and professional training courses on offer, 
the University is also home to world-leading and internationally recognised research. 

Visit: www.canterbury.ac.uk

About Cision


