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10 Top Tips for Promoting Social Audit 

1. Don’t start with the words ‘social audit’! Although it’s good at describing the process, it’s essentially a dry term that will turn many people off. What you’ll be promoting is the content of your social audit, which is best done with well-chosen case studies. Stories about community enthusiasm, acts of giving, strength and commitment – the sort of thing many socially-led organisations are involved in every day. These human interest stories are loved by the media.

2. The great thing about social auditing is that it unearths stories that may   be by-products of your main work, that you wouldn’t necessarily expect eg that by working with animals as pet therapy, a hospice has in fact become a key supporter of the local dogs home. This gives your story a new angle, which the media also loves.

3  Illustrate your story – good images will really catch the eye, and make your story stand out. If possible invest in high quality photography, as good set of shots can be used over several years in a wide variety of media. Think also about film, audio and infographics, all of which can be easily uploaded and shared on the web.

4 Which media? There are many outlets to chose from you need the one most relevant to your story. Is it more visual, ideas-based, local, national, of general or specialist appeal? As well as all the traditional newspapers and magazines, there are numerous online opportunities….

5 ….. and remember all the new angles social auditing presents. If you work in sport and have a sports story, you will be competing with all the other sports stories if you go to those sites and publications. But if your social audit starts to quantify the health benefits of your work, this gives you the basis of a health story. This will give you the edge when you approach health sites and publications, because you have a unique health story led by sport.

6 ….. make the most of the opportunities offered by social media/the internet by cross-promotion. If you get a story in a newspaper, you can promote that by tweeting about it. Anything on the radio you can easily share the link, paste it into Facebook etc. It’s so easy to share photos, short films, stories, quotes and statistics etc, and to put them out on a variety of platforms each referring to each other.

7 Timing. Keep an eye on the news – if there’s something major like an   election campaign or the Olympics it may be difficult to get space for your usual stories. However if you can put a topical spin on it, by picking up on a related issue, this can give your story a boost, as the media is always looking for a new slant on a big story, eg ‘X Charity releases its own manifesto in the lead up to the Election. Be aware also of holidays, major announcements, and natural disasters, which may also affect the amount of available space.

8 Vulnerable clients. If you work with vulnerable people, or if you fear a client could become vulnerable if put in front of the media – you will have a duty of care towards them and their interest should always come first. It’s impossible to predict the impact of any given story, and it’s important to ensure clients are protected by using their stories anonymously where appropriate, accompanying them to all interviews, and being prepared to turn down what look like generous media offers, but which could end in trouble…..

9 …. risks. Any dealings with the media contain an element of risk, because once you send something out into the world – you have by definition lost control. There are many things you can do to mitigate risk eg with careful preparation, by checking out your stories, and by building good relationships with journalists, but ultimately we live with free speech and a free press so be prepared for some negative reactions at some point, but on the whole social auditing is good news.

10. This is not a competition – spread the news! By its very nature the promotion of social auditing is not subject to the rules of the market – in that if X gets great promotion it means that Y won’t. This is not a limited market place, in fact the opposite is true – the more profile social auditing achieves, the more interest and credibility it will generate, and the more space and opportunity this will create for everyone in the field. So lead with your great story, but always remember to explain something about social auditing at some point so that people start to understand what it is. And don’t assume people know anything about it because the wider public probably don’t – but your hard work and great stories will soon change that.
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