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Speaker 1:	In this next section we will talk about the PESO model. The PESO model is a model that we're using today in modern communications to organize our communication activities.
	As you can see on the diagram here, we have four big parts. The P stands for Paid Media, the E for Earned Media, the S for Social Platforms, and O for Owned Properties. And we look at each of those, but in short, Paid Media, of course, is considered as advertising. You pay for the attention you want. Earned Media is media and attention that you earn. And Social Platforms, that is very obvious. It's about social media. And Owned is anything that you have in your own control. Like your own website, and your own social media channels for instance. But we'll go through each of those step-by-step.
	So paid media doesn't really refer to big fancy commercials in creative print ads. Paid media is simply a communications program where you sponsor content, and where you pay for the attention you want to get. So it could be sponsored a email marketing, sponsored content on social media, social media advertising, and any other means where you have to pay to get attention.
	Earned media is media relations. That is really you working with media influences, with journalists from TV, newspapers or the radio.
	Shared media, that is social media. Very much an evolving landscape, and it does work now beyond just marketing. We are using them in the social media channels, in emergency risk communications, and both for internal and external comms. But we will focus on the external communications application of those channels.
	And then owned media is in fact, yes, the channels that you own, your own website for instance, but also the content that you own, the content that you create or co-create, that is owned media. And that is very important because from the content part, that is where everything starts. Of course without content you wouldn't be able to have any communication activity at all.
	One of the things in this model, which is very important, is to treat your own headquarter, which would be your website on the digital scale, for instance. Treat it as your headquarters really, where everything starts. So that is your first platform, where you would start communicating. Because for the simple reason is that it's your own. You own it, you control it 100%, and you can organize it and manage it as you want it.
	Social media channels are a bit like our outpost or embassies. These fluctuate around your website, and they are a bit ... you know, working as an outpost. Meaning that they would attract visitors to your website, but also function as listening posts where you would listen to what happens in those online communities.
	Traditional media are your amplifiers. So you have your own content on your own website. You would then work with your own social media channels to distribute all your information. And you would use traditional media as a amplifiers for that content, through media relations. That is, in general, how this communication and distribution model really works under the PESO model.
	So in fact, the approach is, start with you control the message, you control the framing, you control the channel. This is yours. And as we've seen in the emergency risk communication cycle, when something breaks, when something happens, you have this small window of opportunity to take control. Well, your own website and your own channels, your own content should be able to allow you to take control of that situation.
	And then of course from there, different things can happen. You can work with your own email contact list, and don't forget email is still 40% more efficient than social media to reach people online. It will depend from region to region and etc. But still, in average on a global scale, email is still very, very much important.
	So your website is something that you own. Your email list is something that you should own. You maybe have your own video library and your own picture library. Start with those. That is the most important thing because you can create those things. You own them, you can manage them and you control them.
	It goes without saying that all that information, for instance on your website, should be optimized for mobile devices today. Everywhere on the globe people tend to consume information much more through mobile devices than through standard devices. So have your website optimized.
	And then from there, we worked through the social media channels on your left, that is very good, publish through your shared media, and then support with paid media. Let's not forget in the PESO model we have also the paid media. And then leverage with earned media. So in short, start with your owned, publish on your shared media, social media channels, support that activity with paid. So with sponsorship money behind that. And then the leverage with earned by doing media relations.
	Those are the three different steps, from where you start in your communication activities, planning according to the pestle model. And today, this is model which has been accepted by most professional communicators. And it's always a mix, of course. It will depend on your objective, the scope of what you want to do, but most of the time you will have a mix of shared, paid, earned, and your own media.
	You should use pay to support social media engagement. You have to know that today, Facebook has changed completely. And I'm just taking Facebook, but that goes for most social media channels, the most important ones, what we call the usual suspects of Facebook, Twitter, LinkedIn, and YouTube.
	But to give you an example on Facebook. For organizations with 2000 likes, the organic reach, that means that the organic reach is you post a message and it reaches people without you paying for advertising. Well, that organic reach drops to 130 people. With an organic engagement rate of 0.84. That's less than one person will organically like, comment, or share. That means that it leaves your post with most often zero interactions. That's where we are at today. So if you do not sponsor your posts, your Facebook posts, for instance, on your page. If that is in your plan, well you need a budget to use sponsored posts. Otherwise you will not be reaching many people.
	As you see it here, an organization with 2000 likes, it drops to 130 people, and at the end of the day you have zero interactions. So support your posts with paid, use video as well because those get much more engagement. So combination of video and text, and change the formats often. One day it's text with a picture, the other day it's video, the other day it's video with a picture, etc. That is important. So do use sponsoring, do pay for sponsored posts on social media channels and specifically for Facebook. And another combination that you should do is change the format very often. Use different kinds of formats that you can have according to the social media channel that you are using.
	Repositioning existing content is important as well. An audio interview, for instance, of 30 minutes ... and an audio interview is not difficult to do. We all have a certain phone, probably a smartphone. It can record voices, so an audio interview of 30 minutes, if and when it is transcribed, so it goes from audio to text. That can generate three articles of about 600 words. So the potential of using audio to collect information, ideas and content. And then reposition that content from audio to written, for instance, is very powerful.
	Combined that with images it can easily be turned into several short informative videos. And maybe some of you are thinking now, "Well now we're talking about videos. We don't have the resources or the tools to do that, or the knowledge." Well here's a little tool tip. There is online service called lumen5.com. It is free to use, and it does create automatically videos from texts that you copy paste into the solution.
	We've been using this in different workshops with people IQ, and it really works perfectly. The only thing you need is lines of texts. You put it into the system, and it will generate you video, which you can then of course completely adapt. It's easy to use and it is, above all, free to use.
	Also, going from audio interviews to texts, you need to transcribe these things. Well, there are today transcription services like a dictation.io, which are very, very low cost. We're talking about between 50 cents and $1 for a full minute of audio. So if you interview people to gather information, don't lose that. Because it has a huge potential of becoming really interesting and interactive content once you transcribe that into texts.
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