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This book offers readers a quick overview of how social media has changed the business
landscape, the workplace, consumers and society as a whole. It outlines your role as the
executive, offering best practices and tips on how to lead effectively in the digital age.

WHY EXECUTIVES SHOULD TAKE NOTE OF SOCIAL MEDIA
1. The uptake of social media has been consistently rising and social media has entered the
workplace, with or without the awareness or consent of enterprise leadership.
2. Social Media has been on the rise, yet executive engagement has lagged behind.
3. Customers are increasingly expecting executive engagement on social platforms.
4. Social Media has the potential to offer crucial insight answers for those wanting to be
relevant and understand new and emerging markets.
5. Social media is growing across cross new demographics, with facebook recording a high intake of
older consumers and the trends in emerging markets showing rural engagement is growing.
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Employees are using Social Media

Top 10 Uses for Social Media
1. Maintain contact with family, friends & acquaintances
2. Find information, opinions and expertise
3. Share information, opinions & expertise
4. Curate information
5. Find & Network with business contacts
6. Locate new business leads
7. Research products and services
8. Investigate brands for differentiation
9. Compare market offerings
10. Discover trends

“27% of workers check
their social networks
before their work e-mail.”

Social Media’s exponential
growth

1.2 billion facebook users
+ 1000 0% growth on pinterest
125 million on linkedIn
190 million tweets daily
(January 2013 figures)
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How Digital Communication & Social Media are Changing Business
RISE OF THE EMPOWERED
CONSUMER
The consumer’s voice is now a force
to be reckoned with

Customers expect real time, 24/7 response, customer
service and assistance
The relationship with customers is no longer topdown; marketers have lost control of this dynamic
Social Media has changed the consumer decision
journey, with buyers seeking reviews and opinions
from peers and other influencers.
Two-way and multi-channel communication
Multi-platform engagement
(smart phone, tablet, laptop, gaming, TV etc.)
Increasing use of internet and social media to
research and select vendors
Rapid pace of new technology adoption
Globalisation of brands

CULTURE OF DIGITISATION
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Why Executive Engagement is Essential
EXTERNALLY
B2C and B2B look to social media to differentiate
between brands and the sentiments reflected
on these platforms influence the decision to do
business with you – or your competitors.

INTERNALLY
Social Media is the new conversation hub of an
enterprise, offering executives the opportunity to
share information, up to the minute insights on what
is happening at the top levels, and in return on how
to solve problems, sell products and services and
serve customers.
“77% of respondents were more likely or much
more likely to buy from a company whose values
and mission are defined through CEO and
Executive leadership participation on social
media.”

“82% of respondents were more likely
to trust a company whose CEO and
leadership team engage with Social
Media.”

EXECUTIVE SOCIAL MEDIA ENGAGEMENT
SUGGESTS
 Inclusiveness
 Forward thinking
 Interest in stakeholder interests

ABSENCE FROM SOCIAL MEDIA SUGGESTS
 Lack of transparency
 Conservative
 Out of touch
 Inaccessibility.
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Key Areas of Leadership in a ‘Social’ Enterprise
Brand &
Reputation

How the online community judges your enterprise–this can be positive, negative or neutral.
The quality, credibility, likability of your brand can be created, or destroyed.

Strategic

Utilisation of digital tools, including social media to engage customers, suppliers and
employees. Selection of channels, identifying new business and operating models.

ROI

How much time and resources will your company invest in digital communication and social
media the short to long term? How will you ensure that there is a return on this
investment?

Procedural
& Legal

Employees should be equipped to protect themselves and the enterprise. Social Media
Literacy is a must. Social media guidelines/policy to protect the enterprise in the event of
legal action. Classifying information to protect IP, outline best practices and establish a
digital team to manage your efforts.

Security

Social Media is an entry point for cybercrime, scams and phishing scams. Maintaining
systems and keeping security up to date across networks and on devices is essential.

IT &
Systems

Software management tools, social media dashboards, and online security
protocols are key to maintaining smooth, up to date operations.
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Trends in Digital CEO Engagement
Over 50% of CEO’s expect social
channels to be a primary way of
engaging customers in the next 5
years.
CEOs see
technology as
an enabler
of collaboration &
relationships

CEOs expect technology to be
the #1 driver of change in their
organizations over the
next 3 - 5 years

52 % of CEOs intend to
make significant changes to
their organizations to

improve internal
collaboration

Highest-performing
enterprises are already
developing far more open
cultures and embracing
the most disruptive forms
of new Innovation.

More than 70% of CEOs
are seeking deeper
understanding of
Individual customer
needs and improved
responsiveness.
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The Role of the Executive
Leading in the Digital Communication age is filled with unprecedented opportunity to
communicate with customers (potential and existing), staff, suppliers and other stakeholders.
As in other areas of the business, executives set the tone and influence the environment in their
enterprise, either creating an ethos of engagement and collaboration or a conservative, cautious
culture.
As exciting as these opportunities are, they are
is coupled with risks such as security, privacy,
leaking of information and potential
reputational damage.
Indications are that Social Media usage will only
gain more momentum and dominance as a
corporate communication tool, and the demand
for executive engagement will get stronger.
What leaders do and how they do it will be
closely observed by audiences.

WHAT IS EXPECTED FROM
EXECUTIVES
1. Develop Long Term Digital Strategy
2. Assemble Digital Skills and Capacity
3. Thought leadership
4. Manage Risk
5. Allocate resources
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Getting it Right

WHO: Sir Richard Branson
STATS: 2, 7million+ followers on twitter
1,2 million + followers on linkedIn
500, 000 readers per month on blog
(figures as at Jan 2013)

Sir Richard Branson started blogging in 2008, experimenting in various social media platforms and five
years later, he literally has millions of followers. He posts about what is happening in the Virgin group,
but also offers commentary on what he is passionate about– entrepreneurship, innovation, travel and
current affairs.
What Branson says about Social Media




The power of online followers is that they amplify messages by sharing or linking information
Gives companies the ability to speak directly to customers
“Through customers' comments, we
Social Media gives a real-time view of how to improve

Branson's’ Advice to Executives
 Be authentic and organic
 Start now
 Answer questions in a straightforward manner
 Respond frequently
 Have fun

started learning about issues with our
products and services more quickly than
ever before.
In response, we set up systems so that a
customer who has a question or a
problem can get a quick answer from
our team.”
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Getting it Right

WHO: FNB CEO, Michael Jordaan
STATS: 23, 000+ followers on Twitter
WINNER: IABC Leading Employee Communicator
Award

Michael Jordaan has been tweeting about the benefits of social media since July 2009. He tweets
about the bank, wine, sports, humour and issues of the day.
Jordaan on Social Media










It allows us to build and reinforce ongoing
“What I really like about Twitter is
relationships with both existing and potential
that it’s short and sometimes there’s
customers right across the business
time for short bursts of conversation.
Marketing uses social media to drive
Having started to do it, I can really
awareness
see the benefit.”
Deliver valuable information and enable
discovery
Customer support leverages social channels to enhance education, solicit feedback and
respond to complaints
Sales Departments increasingly look to social media to support customer acquisition
strategies
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Social Media Engagement– What Every Executive Should Know
Before you start that blog, or tweet, there are a few things you probably need to be aware of or
to think about, to ensure that your entry and ongoing engagement in social media is successful.
Your position will warrant more attention. You have the power to make decisions, and therefore
the power to influence. There will be more of a spotlight on you.
You are an extension of the business. Be mindful of the fact that you don't have the privilege of a
‘private persona’. Even when speaking in your personal capacity, be aware that your attitude,
beliefs and outlook will be seen to have bearing on the organization you lead.
Have a litmus test for posting. Before you start, ask yourself what qualifies for public
dissemination. Remember that your posts will constitute a permanent record (even if you erase
them) that some readers will apply literal interpretation, so you need to have some criteria for
what is postable and what is not.
Be genuine and truthful. People expect nothing less, if they feel as if you are putting on a show,
you will alienate your community.
Pay attention to comments. Social Media is not a one-way communication channel. Be prepared
to accept comments, to be challenged and most importantly, to act on feedback.
The Essential Executive’s Guide to Social Media

12

Simple Ways Executives Can Participate on Social Media
Internal










Staff blog
Update on strategy, research etc.
Announce policy & process
change
Highlight accomplishments
Receive complaints & suggestions
Town house meetings via live
chats or Google+ meets
Crowd-source problems

External








Announce new products/services
Solicit feedback from customers
Learn more about customer
tastes, preferences and attitudes
Crowd-source problems
Engage potential clients
Correct or clarify information in
public fora

New platforms, tools, and channels for Social Media interaction hit the market all the time.
Executives who share their insights, ideas and opinions to social media can bring new
perspectives and ideas, to the millions of conversations being held everyday around the world.
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Info
Copyright
The copyright in this work belongs to Kwazi Communications. Please direct content feedback or permissions questions
to the editor: Puseletso@kwazicommunications.co.za

About Us:

Kwazi Communications is a Media and Communications Consultancy with an enviable track record in delivering
communications services and solutions.
We offer Social Media Literacy and Consulting services, Media Relations training, Multimedia Project Management,
Public Relations, Communications Strategy Formulation/Implementation, and Editorial services.

Find us:
www.kwazicommunications.co.za

Connect:
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