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The explosion of digital media tools, such as social networks, 
blogs, video sites, discussion forums and review sites, is taking 
the world by storm. Consumers have moved from traditional 
means of sharing and receiving information to using social media 
as their main form of communication. 

Introduction
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[ƛƪŜǿƛǎŜΣ ǘƘŜ ǘŜǊƳ άǎƻŎƛŀƭ ƳŜŘƛŀ ƳŀǊƪŜǘƛƴƎέ Ƙŀǎ ōŜŎƻƳŜ ŀ ǊŜǎƻǳƴŘƛƴƎ ŎƻƴŎŜǇǘ ŀƳƻƴƎ ǘƘŜ ƳŀǊƪŜǘƛƴƎ 
community. Many companies have started leveraging social media marketing to varying degrees ςfrom 
monitoring their online reputation to developing and nurturing a loyal online community. Meanwhile, 
other companies have sat back and done nothing while social media continues to strengthen its 
ǇǊŜǎŜƴŎŜ ƛƴ ŎƻƴǎǳƳŜǊǎΩ ƭƛǾŜǎΦ

Why Your Company Needs a Social Media Strategy

Most people search online to research a product, service or company before making a purchase. Often 
ǘƘŜƛǊ ǊŜǎŜŀǊŎƘ ǎǘŀǊǘǎ ŀǘ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǿŜōǎƛǘŜΣ ōǳǘ ƛǘ ŘƻŜǎƴΩǘ ŜƴŘ ǘƘŜǊŜΦ ¢ƘŜ ǎŜŎƻƴŘ ǎǘŜǇ ƛǎ ǳǎǳŀƭƭȅ ǘƻ 
visit review sites and discussion forums. They read reviews, ask questions and receive feedback from 
other consumers before ever making contact with a company. The reality is people are converging 
online to read, chat, share and complain ςwhether your company has a presence online or not . 

Your company needs to be there first, listening to their feedback, responding and initiating activities that 
encourage them to engage with your brand.

Benefits of Social Media Marketing

ÁAffordable marketing ς¢ƘŜǊŜΩǎ ƴƻ ƴŜŜŘ ŦƻǊ ŀ ƭŀǊƎŜ ōǳŘƎŜǘ ǘƻ ŎƻƴŘǳŎǘ ǎƻŎƛŀƭ ƳŜŘƛŀ ƳŀǊƪŜǘƛƴƎ
ÁViral nature ςUsers can easily share your messages with their friends with a click of a button 
ÁEnhances brand ςThrough social media you can build and enhance your online reputation
ÁBuilds credibility ςUser generated endorsements are more credible than traditional advertising
ÁIncreases traffic ςA well-planned social media strategy will drive more traffic to your website
ÁEngages customers ςConnect with your customers and respond to their feedback in real-time 

5ǳŜ ǘƻ ƛǘǎ ƛƴǎǘŀƴǘŀƴŜƻǳǎ ƴŀǘǳǊŜΣ ǎƻŎƛŀƭ ƳŜŘƛŀ Ƙŀǎ ǘƘŜ ŎŀǇŀŎƛǘȅ ǘƻ ŜȄǇŀƴŘ ǘƘŜ ǊŜŀŎƘ ƻŦ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ 
messages as well as attract and hold the attention of a vast demographic of people, especially those 
who have grown numb to traditional media. 

What This Guide Will Give You

Though the majority of companies are aware of the benefits associated with social media, many have 
not established a social media strategy. Why? It could be due to limited resources or simply because 
they do not know where to begin. On the same token, many companies have started using social media, 
but have no idea how to measure it, how to integrate it in their overall marketing mix or how to take it 
to the next level.  



To shed light on many unanswered questions about social media, WSI has created a Social Media 
Strategy Guide v.2.0, which contains best practices, checklists, templates, tools and resources so your 
company can:

ÁDefine your social media objectives
ÁEducate yourself and your staff on social media
ÁEnsure a social media policy and protective measures are in place
ÁEstablish an organizational voice
ÁChoose the right social media technologies
ÁIncorporate social media into your PR activities
ÁEstablish an online reputation management strategy
ÁMeasure your social media activities
ÁIntegrate social media into your overall marketing strategy
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According to eMarketer, almost 40% of senior-level 
marketers worldwide plan to focus their online 
marketing budgets on social media in 2011. If other 
companies are using social media, it could be time for 
yours to implement a social media strategy in order to 
compete effectively.

Whether your company is currently using social media 
or are looking to start, this guide is designed to provide 
you with fundamental principles and general best 
practices on how to develop, execute and measure an 
effective social media strategy.

Before You Begin

To ensure a well-planned and properly implemented social media strategy, your company must first take 
active steps to prepare yourself before deep diving into social media. This involves acquiring education, 
establishing a policy, protecting your brand and more. In this section, we will discuss elements that need 
to be considered before starting a social media strategy.

Educate Yourself and Your Staff

Step 1: Appoint a Team of Social Media Researchers

¸ƻǳǊ ŎƻƳǇŀƴȅΩǎ ǎŜƴƛƻǊ ƳŀƴŀƎŜƳŜƴǘ ŜȄŜŎǳǘƛǾŜǎ Ƴǳǎǘ ǎŜƭŜŎǘ ŀ ǘŜŀƳ 
who will become your in-house social media researchers. Their primary 
objective is to go out, get educated on social media and share that 
knowledge with the rest of your staff. Qualities to look for when 
selecting your researchers are:
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ÁThose who are curious, innovative and display a strong interest in new media tools
ÁThose who practice social media in their personal lives
ÁThose who are self-learners and can teach themselves to stay up-to-speed 
ÁThose who are comfortable training and educating  their peers

Depending on the size of your company, it is recommended that you select a minimum of 3-4 individuals 
to be your social media researchers. This way, multiple people in your company are equipped with social 
media intelligence, which is better than relying solely on one person. 

Step 2: Enable Your Social Media Researchers to Get Educated

¢ƘŜǊŜ ŀǊŜ ŀ ƴǳƳōŜǊ ƻŦ ŦǊŜŜ ƻƴƭƛƴŜ ǘǳǘƻǊƛŀƭǎ ŎƻǾŜǊƛƴƎ ǘƘŜ ōŀǎƛŎǎ ƻŦ ǎƻŎƛŀƭ ƳŜŘƛŀΦ IƻǿŜǾŜǊΣ ƛŦ ȅƻǳΩǊŜ 
serious about social media, it might be a good idea to invest in some of the paid training opportunities 
that offer advanced information. There are a variety of marketing agencies out there that offer these 
training opportunities through conferences, hands-on workshops and online training courses. 

Since your researchers will likely be a group of curious, innovative self-learners, commission them to 
investigate social media basics online. Once the basic principles are understood, take advantage of paid 
ǘǊŀƛƴƛƴƎ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ŀǾŀƛƭŀōƭŜΦ 5ƻƴΩǘ ǘƘƛƴƪ ƻŦ ǎŜƴŘƛƴƎ ȅƻǳǊ ǊŜǎŜŀǊŎƘŜǊǎ ǘƻ ǘƘŜǎŜ ŜǾŜƴǘǎ ŀǎ ŀƴ ŜȄǇŜƴǎŜΣ 
ōǳǘ ǊŀǘƘŜǊ ŀǎ ŀƴ ƛƴǾŜǎǘƳŜƴǘ ƛƴǘƻ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ǎƻŎƛŀƭ ƳŜŘƛŀ ǎǘǊŀǘŜƎȅΦ

Step 3: Have Your Researchers Educate the Rest of the 

Staff

Though not every staff member in your Marketing Department will be 
ŀŎǘƛǾŜƭȅ ƛƴǾƻƭǾŜŘ ȅƻǳǊ ǎƻŎƛŀƭ ƳŜŘƛŀ ǎǘǊŀǘŜƎȅΣ ƛǘΩǎ ǿƛǎŜ ǘƻ ƘŀǾŜ ǘƘŜƳ ƎŜǘ 
educated on social media anyway. Once your researchers are well 
trained on social media, have them train your other staff members on 
ǿƘŀǘ ǘƘŜȅΩǾŜ ƭŜŀǊƴŜŘΦ  ¢ƘŜǊŜ ǿƛƭƭ ƭƛƪŜƭȅ ōŜ ǘǿƻ ƭŜǾŜƭǎ ƻŦ ǘǊŀƛƴƛƴƎ 
required.

ÁLevel 1: High Level Overview for General Knowledge - As 
discussed, not every member of your Marketing Department will 
be active in the social space. However, they should know and 
understand the basics of social media. So this group of staff 
members should receive basic, high level training from your 
researchers (benefits of social media, overview of the major social 
technologies, tools and resources available, etc.). Some members 
of the senior management will likely attend this training.
ÁLevel 2: Advanced, Hands-on Training for Implementation Purposes - Within your Marketing 
5ŜǇŀǊǘƳŜƴǘΣ ȅƻǳ ǿƛƭƭ ƴŜŜŘ ǘƻ ŜǎǘŀōƭƛǎƘ ŀ ά{ƻŎƛŀƭ aŜŘƛŀ ¢ŜŀƳέ όǿƘƛŎƘ ǿƛƭƭ ƛƴŎƭǳŘŜ ȅƻǳǊ ǊŜǎŜŀǊŎƘŜǊǎύΦ 
¢Ƙƛǎ ǿƛƭƭ ōŜ ǘƘŜ ƎǊƻǳǇ ǘƘŀǘ ǿƛƭƭ ƛƳǇƭŜƳŜƴǘ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ǎƻŎƛŀƭ ƳŜŘƛŀ ǎǘǊŀǘŜƎȅΣ ǎƻ ǘƘŜȅ ǿƛƭƭ ƴŜŜŘ ǘƻ 
learn the ins and outs of these new media tools. In addition to the high level basics, your Social 
Media Team must receive an in-depth, hands-on training session from your researchers, as they will 
be on the frontline of your social media strategy.



Step 4: Document Your Training

Be sure to document all your training content and create documents similar to Standard Operating 
Procedures (SOPs). An SOP is a detailed description of commonly used procedures, which will be 
ǊŜǉǳƛǊŜŘ ǿƘŜƴ ƛǘΩǎ ǘƛƳŜ ǘƻ ƛƳǇƭŜƳŜƴǘ ȅƻǳǊ ǎƻŎƛŀƭ ƳŜŘƛŀ ǎǘǊŀǘŜƎȅΦ

By logging all your training content, your company relies on processes and documentation, rather than 
people. This way, if a staff member is away from the office or leaves your company, you still have 
documentation of all the knowledge that you invested in.
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Step 5: Create a Social Media ñRiver of Informationò 

! άǊƛǾŜǊ ƻŦ ƛƴŦƻǊƳŀǘƛƻƴέ ƛǎ ŀ ǊŜǇƻǎƛǘƻǊȅ ƻŦ ǾŀƭǳŀōƭŜ ǊŜǎƻǳǊŎŜǎ ǊŜƭŀǘŜŘ ǘƻ ǎǇŜŎƛŦƛŎ ǘƻǇƛŎǎ ƻŦ ƛƴǘŜǊŜǎǘΦ ¢Ƙƛƴƪ 
of a river of information as an electronic library full of articles, whitepapers, research reports and blog 
posts about specific topics. Typically, there are many contributors to a river of information and everyone 
can refer to it to expand their knowledge of a particular topic.  

Establishing a company-wide river of information on social media will help your employees stay 
educated on advancing trends and technologies in the social space. You could create your river in a 
number of ways, such as launching an internal corporate blog or creating an intranet (portal), both of 
which will allow your employees, specifically your social media researchers, to contribute and share 
related resources with the rest of the company.

It would be wise for your social media researchers to subscribe to various social media blogs and 
newsletters. This way, they will receive notifications of any new articles that are released, which they 
Ŏŀƴ ǘƘŜƴ ǎƘŀǊŜ ƛƴ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ǊƛǾŜǊ ƻŦ ƛƴŦƻǊƳŀǘƛƻƴΦ

Establish a Company Social Media Policy

A social media policy is a document that outlines the corporate guidelines and principles of 
communicating with the public using social media technologies. The policy applies to all employees and 
is effective at all times ςboth during and after work hours.

Whether or not your company is active in the social space, your employees are likely interacting on the 
social portals ςŜǾŜƴ ǿƘŜƴ ǘƘŜȅΩǊŜ ƴƻǘ ƻƴ ǘƘŜ ƧƻōΦ ¢ƘŜǊŜŦƻǊŜΣ ǊŜƎŀǊŘƭŜǎǎ ƻŦ Ƙƻǿ ŀŎǘƛǾŜ ȅƻǳǊ ŎƻƳǇŀƴȅ ƛǎ ƛƴ 
the social space, you must ensure you establish a corporate social media policy.

Your employees must be aware that any mention of your company (whether in professional or personal 
use of social media) must be done in a responsible manner. It is vital that your staff understands that all 
ŎƻƴǘŜƴǘ ŀǎǎƻŎƛŀǘŜŘ ǿƛǘƘ ǘƘŜƳ Ƴǳǎǘ ŀƭƛƎƴ ǿƛǘƘ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ǾŀƭǳŜǎ ŀƴŘ ǇǊƻŦŜǎǎƛƻƴŀƭ ǎǘŀƴŘŀǊŘǎΦ !ƭǎƻΣ ŀ 
social media policy will reiterate for employees that company loyalty extends to all forms of 
communication, both inside and outside the workplace.

TIP: Make sure your employees sign an agreement stating that all material they learn while attending company 
sponsored training courses must be used and practiced solely for the companyôs purposes and objectives.
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How to Write a Social Media Policy

ÁLƴŎƭǳŘŜ ŀ ŘŜŦƛƴƛǘƛƻƴ ŦƻǊ άǎƻŎƛŀƭ ƳŜŘƛŀέΦ ¢ƘŜ ǘŜǊƳǎ άǎƻŎƛŀƭ ƳŜŘƛŀέ ŀƴŘ άǎƻŎƛŀƭ ƴŜǘǿƻǊƪƛƴƎέ ŀǊŜ ƻŦǘŜƴ 
used interchangeably and can mean different things to different people.
ÁState an objective. Tell employees right from the start what they will take away from reading the 
ǇƻƭƛŎȅΦ ¢Ƙƛǎ ǿƛƭƭ ǳǎǳŀƭƭȅ ōŜ ŎƻǾŜǊŜŘ ƛƴ ǘƘŜ άƻǾŜǊǾƛŜǿέ ǎŜŎǘƛƻƴ ƻŦ ǘƘŜ ǇƻƭƛŎȅΦ
Á5ŜŦƛƴŜ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ǇƘƛƭƻǎƻǇƘȅ ǘƻǿŀǊŘ ǎƻŎƛŀƭ ƳŜŘƛŀΦ ²Ƙŀǘ ƛǎ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ƻǾŜǊŀƭƭ Ǉƻǎƛǘƛƻƴ ƻƴ 

social media? What type of attitude should employees have toward social media?
ÁSpecify branding standards. LƴŎƭǳŘŜ ƛƴŦƻǊƳŀǘƛƻƴ ƻƴ Ƙƻǿ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ōǊŀƴŘ ǎƘƻǳƭŘ ōŜ 
ǊŜǇǊŜǎŜƴǘŜŘ ƛƴ ǘƘŜ ǎƻŎƛŀƭ ǎǇŀŎŜ ǘƻ ǊŜǎǇƻƴǎƛōƭȅ ǊŜǇǊŜǎŜƴǘ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ōǊŀƴŘΦ
ÁDiscuss confidentiality. Be sure to educate your employees on the importance of protecting your 
ŎƻƳǇŀƴȅΩǎ ƛƴǘŜƭƭŜŎǘǳŀƭ ǇǊƻǇŜǊǘȅΦ
ÁReiterate copyright and legal issues. Your employees should understand that they must comply with 

copyright/plagiarism laws at all times.
ÁUpdate your policy regularly. The social media world changes by the minute. New tools and 

applications are introduced to social network users virtually every day. Therefore, your policy must 
evolve as regularly as the social environment evolves.

TIP: Download a social 
media policy template to 

use as a basis for creating 
your own corporate social 

media policy.

Click here to download this 
template policy: 

http://bit.ly/cMqCGZ


