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11..  IInnttrroodduuccttiioonn  

There has been a rapid shift in people’s way of accessing the Internet: people are abandoning their 
desktop computers and flocking to smart phones en masse to spend time online. This has a massive 
effect on how PR professionals have to think of content. The rise of ‘snackable’ content culture, as a 
direct result of the boom in use of mobile internet, will be looked at more closely with special focus 
to Vine which is a great example of demand for bite-sized content. It will be explored how brands are 
using this mobile application and what this means for PR. Finally, an attempt will be made to predict 
how the trend of demand for bite-sized content will develop in the future and how PR might change 
as a result. 

22..  BBaacckkggrroouunndd  

22..11..  TThhee  rriissee  ooff  mmoobbiillee  aanndd  tthhee  ddeecclliinnee  ooff  aatttteennttiioonn  ssppaann  

Mobile video facilitated by emerging social media applications involving the possibility to watch, 
record and share video content is gaining momentum as a tool for brands connecting with their 
audiences. This is the direct consequence of smartphone adoption being at its all time high. 
According to BI Intelligence (Heggestuen, 2013), by the end of 2013, 6% of people will own a tablet 
and 22% will have smartphones globally. The latter is a 22% increase in four years.  Although the 
number of PC ownership is still slightly increasing, the rapid growth of smartphones resulted in more 
people having had smartphones than PCs from mid 2012 onwards. In Britain, access to the Internet 
using a mobile phone rose from 24% to 53% since 2010 (ONS, 2013) [See Appendix 2]. This means 
that audiences are shifting to the mobile screen. According to a research, mobile is quickly 
establishing its status as a ’first-screen’ medium (Termenon, 2013). 
 
At a tactical level, the key task of PR practitioners is to address stakeholders on a suitable channel 
with the suitable content in a timely manner in order to effectively get the message across (Gregory, 
2010). Brands “need to know where [their] audiences are and the audience is now online on their 
mobiles” (Iris, 2013). According to Socialmedia Today, in May 2013 one in four brands had a mobile 
strategy and 7% of them used mobile applications to engage with consumers (Sanchez, 2013). 
However, an increasing number of PR practitioners see the need to integrate a mobile strategy 
(Magee, 2013; EACD,2013) [See Appendix 3]. In terms of content, this involves the production of 
‘snackable’ content (Cheema, 2013; PR Squared, 2013) as “people are surfing, browsing, namely 
snacking new media content and they do not consume them as they did with old media, where 
consumption meant engagement” (Lister et al., 2003, p.228). 

Mobile devices are by definition more compact and feature smaller screens than desktop computers. 
Therefore the proliferation of these devices has led to deteriorating attention spans and the rise of 
the ‘itchy finger syndrome’, the need for constant clicking on a device (Smith, 2013; ,Grieves, 2013; 
Wise, 2012), due also to the fact that the viewer experience is worse than on bigger screens 
(Greenfield, 2012). According to Statistic Brain (2013), the average online attention span of 
Americans was eight seconds in 2012, four seconds down compared to what it was in 2000 showing a 
diminishing trend. 

A study about web browsing habits from 2008 (Weinreich et al., 2008) states that only 4 % of 
webpage views lasted more than 10 seconds and this figure was also valid for watching videos 
(Smith, 2013; Visible Measures, 2010; Youtube, 2013). A research even pointed out that the longer 
the video is the sooner the viewer is likely to abandon it (Digital Splash Media, 2013) [See Appendix 
4]. The video attention span is thought to be even worse in case of promotional videos (Camp, 2013) 
that poses a remarkable challenge to PR professionals when using video as part of the 
communication mix. 
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As a result, brevity and snappiness is becoming the ultimate characteristic of content produced by 
brands that attempt to break through the clutter (Draganovic, 2013) in a world where in 60 seconds 
278.000 tweets, 72 hours of Youtube video, 347 new WordPress blog posts and 3600 Instagram 
photos are uploaded to the Internet (Q Mee, 2013). Practitioners argue that the quicker consumers 
can decode the content, the higher the chance that they get the message and thus the higher the 
shareability of the content will be (Lister et al., 2013) which in turn lead to higher engagement rates 
and exposure. 

22..22..  VViissuuaalliissaattiioonn  hheellppss  bbrreevviittyy 

With the proliferation of mobile device and therefore declining attention spans, PR practitioners 
unanimously acknowledge that visual has become the most desirable communication tool to reach 
out to audiences (Magee, 2013; Weve, 2013; Owens, 2013; Allen, 2012; Agrawal, 2012). In 1911 
Arthur Brisbane, editor of the New York Evening Journal at the time, said in a speech "Use a picture. 
It's worth a thousand words" (Pontefract, 2013). This phrase is still relevant today, however its 
recently emphasized version of „If a picture is worth a thousand words, then video is worth a million” 
is gaining momentum. Visuals let that be photo, video or infographics are increasingly important 
tools to grab attention and to convey rich data quickly as they are easier to grasp than written words 
(Burg, 2013; McHugh, 2013; Agrawal, 2012). Accordingly, they are more likely to get users engaged 
deeply enough to share them (Weber Shandwick, 2013; Magee, 2013; Owens, 2013). 

22..33..  VViiddeeooss  aass  hhiigghhllyy  vviissuuaall  PPRR  ttoooollss  

According to Buck (2013), videos are 12 times more likely to be shared than texts and links combined 
and they attract more attention than photos. In early 2013 Britons spent 323 million hours watching 
online videos, 100 million hours more than a year earlier (Grieves, 2013). A third of Millenials 
surveyed said they watched more online videos than TV (Wagner, 2013). As a result online video has 
risen quickly as a PR tool (PR Newswire, 2013). It is perceived by practitioners as one of the most 
important tool to communicate with audiences (EACD, 2013). 17% of Twitter users shared branded 
videos on Twitter in 2012 (Mari, 2013) and 31,78% of all Internet users watched branded videos in 
2013 (Global Web Index, 2013).  

As a key finding for the PR and all communications industries, the Global Web Index found that 
increasingly more consumers state that a branded online video would be likely to positively influence 
them. While in 2012 9,18% agreed on this, this figure rose to 9,42% in Q1 of 2013 and to 11,39% in 
Q2 of 2013 (Global Web Index, 2013b) [See Appendix 5]. 

The penetration of mobile devices and the quest for brevity led to the proliferation of highly visual 
social video mobile applications (Burg, 2013; ,Whitehead, 2013) such as Vine, Instagram video and 
Viddy. Brands, especially in the consumer sector, are starting to realise the potential in these video 
applications because the facilitation for virality is highly beneficial as the exposure of the brand can 
rise dramatically as a result. In view of the virality feature and that creating content for video mobile 
applications is low-cost production (Wilcox et al., 2012; Wagner, 2013; Whitehead, 2013), the return 
on investment (ROI) can potentially be higher than in case of more traditional content distribution 
platforms (Magee, 2013) such as producing a video for Youtube which needs to be high quality to be 
engaging (Draganovic, 2013). 

33..  VViinnee  

Vine is a mobile application that allows users to capture and share 6-second long looping stop-
motion videos making it a good example of the rise of bite-size mobile content. Twitter launched it in 
January 2013 and the number of unique users surpassed 40 million in eight months making Vine far 
the fastest-growing mobile application in the world in 2013 with its 403% growth rate (Richter, 2013) 
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[See Appendix 6]. As a comparison, Vine reached 10 million users in only 3 months, while this took 
one year for Instagram (Howes, 2013). In the second quarter of 2013, of all Internet users globally 
1,06% used Vine. This figure was 0.96% in the UK and 2,53% in the US (Global Web Index, 2013c). In 
April 2013 it was the most downloaded application in the Apple store and five tweets a second 
contain a Vine link (The 7TH Chamber, 2013; Richter, 2013). 

33..11..  CCoonnssuummeerr  bbrraannddss  aanndd  VViinnee  

According to figures acquired by Mashable (Fiegerman, 2013) from Simply Measured, seven of 
Interbrand's top 100 global brands have posted videos on Vine on a specific week in June 2013 as a 
PR outreach to online communities, just 6 months after Vine was launched. According to 
Brandsonvine.com, a website showcasing branded Vines, there are more than 40.000 brands online 
(Brands On Vine, 2013). However, there are no exact figures on how many brands are on Vine and 
with what rate they migrated to the platform. 

Online communities, online videos and mobile applications are seen to be the most important 
communication tools by practitioners, according to the European Communication Monitor 2013 
(EACD, 2013) and Vine features all of these. Vine has a good potential for brands as a well-crafted 
video tend to be shared extensively on Twitter thus videos on the platform have 400% more chance 
to be seen than any other type of video (Richter, 2013). Recognising this potential more and more 
brands are starting to use Vine as an integral part of their PR strategy (MSL Group, 2013; Corsi, 2013). 
According to The 7th Chamber (2013), McDonalds,  Internet Explorer, Virgin Mobile, Taco Bell, Airbnb, 
Urban Outfitters, General Electric, Redvines and Warners are perceived to be Vine thought-leaders 
by industry professionals as they realised the opportunities residing in the platform first. The top five 
industries on Vine are technology, fashion, sports, automotive and print showing that sectors where 
industry professionals tend to be more tech-savvy and innovative were first to adapt the new 
communication channel. 

Several PR practitioners state that Vine is a unique short-form medium as thanks to its distinctive 6-
second limitation users mainly use it to produce well-crafted, well-thought-through, creative stop 
motion videos to tell complex stories, in contrast to other video applications where recording 
‘snippets’ of life is the main focus (Yarov, 2013; Eze, 2013). Its potential to break through the clutter 
thanks to its quick and easy-to-share creative bite-sized content is also widely recognised 
(Whitehead, 2013; Kemp, 2013). Accordingly, Vine is a powerful content creating tool in a world 
where brands are media companies (Weber Shandwick, 2013) and look to diversify their content mix. 
Its main shortfall, however, is that it still caters for only a niche audience but in view of its growth 
rate, this will soon be overcome (Crook, 2013). 

33..22..  WWhhaatt  ccoonnssuummeerr  bbrraannddss  aarree  uussiinngg  VViinnee  ffoorr  

Consumer brands are using Vines as tools to achieve different objectives despite its six-second 
limitations. This section contains examples of the most talked about objectives with regards to Vine. 

33..22..11..  BBuuiillddiinngg  tthhee  bbrraanndd  

Consumer brands use Vine to showcase an impression of their brand personality, thus distinguishing 
themselves from other brands (Simply Measured, 2013; Simply Measured, 2013b; Corsi, 2013). It is 
an effective way to portray the brand tone and sentiment as being a visual tool video is rich in 
impressions and can portray the subject in a more nuanced way than image or text (Muller, 2013). 
Therefore using video with the right content on the right platform is a powerful way to build 
emotional attachment to a brand (Eder, 2013) which is the most effective way to build brand loyalty 
(Gleneicki, 2013). Concerning the platform, Vine resonates with McLuhan’s phrase „the medium is 
the message”. A brand using Vine conveys the message that it is cool, creative and innovative. 
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Target describes its brand personality as stylish, trendy, innovative and urban (Kapoor, 2009) and 
producing branded Vine videos not only fits its personality but also reinforces it. These characteristics 
are further displayed in their way of producing Vines. They make use of the ‘cool’ looping feature of 
the application and use vivid, trendy and engaging colors as a consistent style. 

 
Source: Ratcliff (2013) 

33..22..22..  EEssttaabblliisshhiinngg  tthhee  bbrraanndd  aass  iinndduussttrryy  lleeaaddeerr  

Consumers are significantly more likely to interact with branded videos if they are useful to them 
(Walker Sands Communications, 2013). One of the most common activity on Vine is producing ‘how-
to’ videos. This way brands can not only raise brand awareness but can establish themselves as 
industry leaders in a particular field by showcasing their knowledge. 

Lowe has made a whole serious of Vines on compact home improvement tips in six seconds, for 
example on how to store cleaning products smartly. Their Vines are useful for their audiences and 
thus attracted remarkable attention through the trending hashtags of #howto and #lowesfixinsix 
(MacLeod, 2013; ,Khan, 2013; Baer, 2013). They also won a Cannes Lion with this campaign. 

 
Source: Wasserman (2013) 

33..22..33..  SShhoowwccaassiinngg  aa  ffeeaattuurree  ooff  aa  pprroodduucctt  

A six-second Vine video is a powerful way to showcase a feature of a consumer product in an 
engaging way.  

At product launch, Hewlett Packard used Vines to promote the new HP Officejet Pro X printer. They 
wanted to draw attention to the speed of the printer and thus they compared the printer with the 
fast-paced life in New York City, for example with a symbolic pizza. McLuhan’s phrase is relevant here 
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too: seeing the printer at work and using six-second Vines creates a strong association between 
speed and the printer. 

  

Source: Odden (2013) 

33..22..44..  OObbttaaiinniinngg  uusseerr--ggeenneerraatteedd  ccoonntteenntt  

Video contests when users are encouraged to upload their entries are popular PR tactics on Vine that 
are facilitated by the proliferation of smartphones. Their power relies in engaging audiences majorly 
as well as in obtaining credibly-advocated user-generated content that the brand can embed on their 
website and reuse and so get valuable exposure. 

To gain further momentum to John Lewis Insurance’s ’What Matters The Most’ stop-motion TV 
advert, a Vine competition was set up in August 2013 to encourage people to do Vines about what 
matters the most to them. The hashtag #whatmattersmost generated over 140 entries. Selected 
entries have been showcased on the campaign’s micro-website (John Lewis Insurance, 2013) 
accompanying and adding further dimensions to the TV ad. The juxtaposition works perfectly due to 
the brevity of Vine videos: one does not have to spend considerable time to grasp the message of 
John Lewis caring about what their consumers care about. The compilation of best entries was 
uploaded to their Youtube channel as well providing an extra piece of content. 

 
Source: John Lewis Insurance (2013b) 
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44..  FFuuttuurree  

It is difficult to predict how desired content types will develop in the forthcoming years due to rapid 
technological developments that facilitate new platforms of content consumption and thus it is still 
to be seen to what exactly PR professionals will need to adapt to. However, it is safe to state that the 
shift to mobile will continue and thus the demand for brevity and visual content will grow.  

With the proliferation of channels due to the rising number of mobile applications where content can 
be disseminated as well as with the rise of fragmented audiences (Yaxley,2012), PR professionals will 
have to utilise a more strategic approach to meeting objectives which will require a higher degree of 
research and planning when it comes to integrated campaigns. 

Mobile will be the most focused-on challenge in the next few years among PR professionals (Wilcox 
et al., 2012) as most of them point out that they need a mobile strategy but they have not 
implemented one (EACD, 2013). Mobile strategy may be fragmented further in the future and there 
may be need for a distinct strategy for different type of mobile devices. 

Consequently, according to Global Web Index (2013d), video will be the major content type by 2017 
and PR professionals will tell stories in moving images (Wierwille, 2013; Whitehead, 2013; Magee, 
2013b; Allen, 2012). All the more that with the growth of mobile, especially smartphones, PR 
professional will be deemed to cater for global audiences with an increasing rate (Yaxley, 2012) and 
video is a good way to overcome language barriers. These developments will also mean that the PR 
practitioners’ skill-set will need to rapidly become more digital as well as more visually trained to be 
able to follow their audiences as they migrate to mobile platforms. Also, bigger workforce will be 
needed to manage digital platforms as firms are already lacking personnel for this (PRCA, 2013) 
which might mean the rapid expansion of the profession. 

Concerning Vine, for a while it is likely to grow steadily, especially that it has recently added 19 
languages to its repertoire, and so there will be more users and consumer brands will recognise the 
possibilities residing in this (Crook, 2013b; Allen, 2012). It is likely that other PR specialisms will also 
utilise Vine in the communication mix; there are some corporate PR videos already on Vine showing 
snippets of organisational culture (Emerson, 2013). Contrarily, in the long run, the proliferation of 
video mobile applications can jeopardise Vine, although its distinctive 6-second limitation can 
distinguish it from others. However, no matter whether Vine will survive the digital developments or 
not, for the PR sector short form video sharing will stay the most cost-effective and the most 
effective way to break through the ever-increasing content clutter. 
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6.1. Appendix 2 - Access to the Internet using mobile phone in Britain, by age group between 2010-
2013 (ONS, 2013)  

 

 
6.2. Appendix 3 - Implementing mobile media is the key challenge for strategic communication: 
Gap between importance und implementation of social media communication tools (EACD, 2013)  
 

 
 
6.3. Appendix 4 – Video abandonment data visualisation (Digital Splash Media, 2013) 

 



                                              Zsuzsanna Matyak, @zmatyak, z.matyak@gmail.com 
University of Westminster PR postgraduate student 

 

 14 

 

6.4. Appendix 5 – Online videos as positive brand influences – % of respondents stating that online 
videos influence attitude to brand positively (Global Web Index, 2013b) 

 

6.5. Appendix 6 – Vine is the fastest growing app in the world in 2013 (Richter, 2013) 

 


