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INTRODUCTION

The era of social media has taught marketers an important new truth: You no 
longer control how consumers perceive your brand. What matters most today 
is not what you say about your brand — it’s what consumers say about it. 
Successful social brands understand that they must influence this conversation 
without trying to control it. But how do they accomplish that?  

The road to social marketing success begins with a strategy built around  
five key initiatives:

1.  Integrating social into the marketing mix
2.  Organizing for social
3.  Aligning social to business objectives
4.  Engaging consumers
5.  Building a multi-network presence

This report explores these initiatives in-depth, and shares tips on how to 
incorporate them into your social marketing plan. Through a series of real-life 
examples and best practices, you’ll learn how to build a strategy that influences 
the conversation around your brand so you can get the most out of social. 

The Wildfire by Google Team
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START WITH STRATEGY

The road to social marketing success begins with strategy. 
Surprising as it may be, many brands lack a true social 
strategy. Consider, for example, the results of a recent 
survey of enterprise-level brands: 70% of respondents 
characterized their social media efforts as meeting business 
goals, but only 43% claimed to have developed a strategy 
dictating how their efforts will meet specific business goals.1  
In other words, while many marketers believe that they are 
achieving their goals with social, that belief often isn’t rooted 
in a clear understanding of what those goals are, or how 
success is measured. 
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So what does it mean to have a social strategy? Marketers must keep five things 
in mind:  

1. Integrate Social into the Marketing Mix
First, social needs to be an integrated part of the marketing mix, rather than a 
separate activity. As you build your overall marketing strategy, treat social media as 
a core element, alongside advertising, events, web, email, in-store promotion, and 
other marketing activities. 

To enable integration, marketers have begun increasing their social media 
budgets: social marketing spending as a percentage of marketing budgets is 
projected to increase from 7.6% to 18.8% over the next five years.2  Despite this 
trend, however, many marketing leaders don’t believe that their social media 
activities are well integrated with their overall marketing strategies. Indeed, one 
recent study suggests that less than 7% of CMOs feel their organization has done 
a very good job of integrating social media with the rest of its marketing strategy.3 

Brands that fail to close the integration gap will struggle to recognize a meaningful 
return on their social media investment; they’ll also run the risk of damaging their 
reputation. So how can your business close the integration gap? Here are a few 
guidelines to follow:

• Don’t treat social media as a silo. One of the biggest hindrances to social 
media integration is when social marketing exists as an activity separate from 
other marketing efforts, often as a result of fragmentation of teams within an 
organization. When necessary, realign roles and restructure internal policies 
and processes so that social is treated as a dynamic, organization-wide 
marketing function. 

• Avoid completely outsourcing your social media efforts. Look to strategic 
partners for guidance and expertise, but don’t task an outside agency to lead 
your integration efforts.  Internal participation from a dedicated social media 
team is critical to ensuring that your social marketing activities are consistent 
with your larger marketing strategy.  

• Offer social media training. Make integration a priority among stakeholders 
and other employees by educating them about how social media fits into your 
marketing mix. Doing so helps employees identify the ways social marketing 
activities link to and affect their roles and responsibilities.   

START WITH STRATEGY
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2. Prepare Internally
Social’s integration into your overall marketing strategy may require you to think 
differently about how to structure your marketing operations and resources, and 
about how social media fits in to company-wide policies and procedures. Social 
marketing expertise and resources within enterprises are typically very limited, so 
how do you best leverage those scarce resources across the organization? How 
do you maintain proper control and standards for social media marketing across 
all the necessary organizational units without creating bottlenecks and impeding 
the speed and agility required for effective social marketing? And how do you 
define how your company-at-large uses social media, as well as the extent to which 
employees can participate? For global brands that have thousands of employees 
and manage, on average, 178 business-related social media properties, this is a 
critical concern. 4 

Organize for Social
There are a variety of ways that companies can organize for social business. Based 
on our experience with thousands of clients, a “hub and spoke” organizational 
model works best to scale social marketing and empower company-wide 
coordination and accountability. In this model, the “hub” – a team of expert 
resources that includes social marketing strategists and content specialists – 
supports an array of “spokes.” Spokes are teams that represent different product 
lines, regions, and other units in the organization that are active in social media. 
Spokes include the leads within the organizational unit they represent -- they’re the 
“subject matter experts” responsible for their group’s social media activities. For 
very large enterprises, a “multi hub and spoke” model might be warranted: rather 
than a single hub, there are multiple hubs with social marketing expertise, each 
supporting a number of spokes. The hubs roll up to a central hub that coordinates 
and maintains consistency across them.  

START WITH STRATEGY
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Why the hub and spoke approach works:

1. It increases efficiency. The model makes it easier for brands to effectively 
concentrate and leverage limited expert social marketing resources. 

2. It helps social move from fragmentation to centralization. By supporting 
multiple spokes, a hub can see what works best and then codify and 
distribute best practices across the organization. This process of cross-
pollination is less likely to occur when each unit operates as a separate silo. 
A centralized approach also helps facilitate social’s integration into the larger 
marketing strategy. 

3. It Improves accountability and policy adoption. As social becomes more 
centralized, brands will find it easier to establish a consistent set of social 
media policy guidelines and standards, which hubs can then help their 
spoke partners understand and implement.

  

Hub and  
Spoke Model

Source:  
Altimeter Group

Multi-Hub and  
Spoke “Dandelion” 
Model

Source:  
Altimeter Group

              63% of  
                   advanced companies  
                   employ a  
      hub and spoke formation.5
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Other Organizational Approaches
There are several other approaches that businesses utilize to organize for social. Each offers a unique set of 
advantages and disadvantages. Here is a summary of alternative approaches: 

  
ADVANTAGES DISADVANTAGES

Decentralized: Social 

media activities aren’t 

specifically managed; 

they arise sporadically, 

when employees want to 

take part.

 Fosters brand authenticity and 

customer trust, as customers 

believe the information 

they receive through social 

channels is reliable.

Lack of coordinated 

management and control 

results in inconsistent 

customer experiences, 

and difficulty integrating 

social with other 

marketing efforts.

Holistic: All employees 

are in customer service 

and support, and anyone 

who wants to participate 

is enabled.

 Empowers work force to 

provide customer service and 

showcases company culture. 

Requires extensive 

employee training 

programs and internal 

support resources.

Centralized: Social 

media activities are 

controlled by a single 

group (typically corporate 

communications).

 Promotes consistent 

customer experiences and 

rapid response times.

Communications may 

come off as ‘corporate’ 

and impersonal. Since 

social activities are 

planned in advance, 

publishing frequent, fresh 

content is challenging. 

START WITH STRATEGY
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STRATEGY SPOTLIGHT: PUMA

PUMA utilizes a hub and spoke 
organizational model to effectively 
manage social pages across various 
regions and product lines. 

START WITH STRATEGY

One brand on the forefront of social strategy is global sportswear company Puma. 
Puma has successfully integrated its multi-network social presence into its larger 
marketing strategy and adopted an organizational approach to operationalize 
that strategy. The brand offers a steady flow of content across Facebook, Google+, 
YouTube, Twitter, Instagram and Pinterest; its campaigns drive social fans and 
followers to and from the brand’s social pages to deepen engagement and drive 
conversions. To effectively manage category social pages for different regions and 
sports – Puma Fitness, Motorsport, Rugby and Running, and its global Facebook 
page – Puma utilizes a hub and spoke organizational model.

An example of Puma’s innovative social approach is a campaign it ran throughout 
the 2012 Summer Olympics in London. It hosted an integrated online and 
offline social experience called “The Yard,” which highlighted both London and 
the Puma-sponsored Jamaican Olympic team. The Yard was a physical pop-up 
space in London, where Puma hosted musicians, DJs, athletes, and bartenders. 
Puma streamed video, photos and blog content from The Yard in real-time on its 

website and Facebook page. The 
flood of fresh media-rich content 
resonated with social fans, who 
returned to Puma’s website and 
Facebook page, posting and 
tweeting about Puma throughout 
the Olympics. Puma generated 
significant earned media through 
The Yard.
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START WITH STRATEGY

What information about your business can 
employees share? 

How will you monitor conversations about your 
brand on social channels? Who will monitor 
these conversations? 

How will you respond to consumers who 
communicate with your brand through social 
channels? Who will respond on your brand’s 
behalf? 

Who is authorized to proactively post on your 
brand’s behalf? Does this authorization account 
for different regions and teams? 

What constitutes a social media “crisis” for your 
business? What is your process for handling a 
post that could be categorized as a crisis?

TEN QUESTIONS your social media policy should answer:

What are the goals of your social media policy? 

How will you update your policy and reinforce it 
across the organization? 

Will you encourage employees to participate in 
social media as a representative of your brand? 

Which social networks will you maintain a 
presence on? 

How will you maintain a consistent social tone 
and style across these networks?

1

2

3

4

5

6

7

8

9

10

Establish a Social Media Policy
As the popularity of social media grows, you must account for the fact that the 
people with the closest connection to your brand – employees – are active on 
social channels. While employees are an excellent source of brand advocacy and 
evangelism, they can also threaten your brand’s reputation when they behave 
inappropriately on social sites. To mitigate that risk, develop a company-wide 
policy that clearly defines acceptable (and unacceptable) behavior in social 
media, and dictates how employees can effectively communicate your brand 
message. Be sure to also include guidelines about confidential and proprietary 
information: how each should be treated and balanced against the transparency 
that consumers increasingly expect from social media. Providing your employees 
with these resources takes the guesswork out of determining what’s appropriate 
to post, tweet or share. It also increases the consistency of communications about 
your brand. Consider delivering these resources to your employees as part of a 
company-wide social media training program. 
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3. Align Social to Your Business Objectives
Your social strategy should be tied directly to your key marketing and business 
objectives. For each marketing initiative or campaign, brands typically try to 
achieve one (or more) of five key objectives:  

• Build awareness

• Generate leads

• Maintain an ongoing dialogue with consumers

• Amplify the reach and impact of other marketing efforts (e.g., TV, print)

• Drive sales

Whatever the intent, your social marketing efforts should have specific, 
measurable goals that align with your business objectives. For instance, if your 
goal is generating leads to acquire new customers, your strategy might include 
a specific target such as “generate 10,000 leads through social media at an 
average cost of $20 per lead in the first quarter.” You can then work back from 
that goal to determine appropriate tactics that will get you there.      

START WITH STRATEGY

70% of enterprise-level brands believe   
 that their social media efforts  
 meet business goals. 

 Only 43% have developed a strategy  
 dictating how their social efforts  
will meet specific business goals.6
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Here are five brands that tie their social strategy to clear goals. 

Build AwAreness: VeeV
To boost awareness about its unique Acai-based product line and 

cultivate loyal fans, VeeV launched a custom Facebook presence to 
offer its audience a flexible, creative way to interact with its brand.  
Specifically, VeeV built and manages multiple custom tabs – such 

as the popular “Send a Cocktail” tab – to create fun and unique 
experiences that loyal fans can easily share.  

GenerAte leAds: 
Price choPPer suPermArkets
To grow its email database and honor the 80th anniversary  
of its brand, supermarket chain Price Chopper ran a month- 
long Facebook giveaway: users signed up for an opportunity  
to win a trip to Italy, Ireland and other popular destinations.  
Price Chopper generated 20,000 new marketing leads over  
the course of the campaign.

mAintAin An onGoinG diAloGue: 
rokenBok  

California-based toy company Rokenbok uses its YouTube 
Brand Channel to achieve a critical business goal: build lasting 
relationships with children and their families. The brand keeps 

followers engaged with a steady stream of interactive videos  
that feature product demonstrations and how-tos. It also 

encourages followers to showcase their own creativity and 
regularly posts user-generated videos.  

Linking Social Strategy To Business Objectives 

START WITH STRATEGY
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AmPlify reAch And imPAct:   
hotel.de

Leading hotel reservation service hotel.de utilizes Google+ Social 
Extensions to accomplish its objective of maximizing search 

performance. Since activating Social Extensions, the company  
has recognized a 20% uplift in search click-through rates  
as well as a 20-30% uplift in visitors to its Google+ page. 

driVe sAles:  
so delicious® dAiry free
Dairy-free foodmaker So Delicious® Dairy Free built its “100 Days 
of Change Giveaway” around goals to increase its market share, 
drive conversions and encourage consumers to embrace a 
healthy lifestyle. Each day for 100 days, So Delicious® Dairy Free 
ran a sweepstakes on Facebook and awarded prizes consistent 
with healthy living – yoga mats, water filters, treadmills and more. 
During the campaign, the brand saw two of its most successful 
sales days ever; ultimately, “100 Days of Change” powered the 
brand to a 64% increase in category share and a 74% increase in 
sales units. 

START WITH STRATEGY
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4. Focus on Engagement
Engagement is at the heart of a successful social strategy. Research consistently 
shows that the more engaged a consumer is with a brand, the more likely that 
consumer is to buy the brand’s products or services. And the more engaged 
consumers are, the more likely they are to advocate on the brand’s behalf. 
Consulting firm Bain & Company, for instance, found that “Customers who engage 
with companies over social media are more loyal and they spend up to 40 percent 
more with those companies than other customers.” 7  It comes as no surprise, 
then, that deep brand engagement has also been shown to correlate with 
financial performance.8 

Social engagement – the process by which brands communicate directly with 
consumers across social channels – has fundamentally redefined the relationship 
between brands and consumers. Marketers must adapt to this reality and treat 
engagement as an over-arching principle of their brand building strategy.  
 

START WITH STRATEGY

ENGAGEMENT INSIGHTS
Figures to keep in mind as you think about engaging your social 
audience9 

• The top 10% of engaging posts on Facebook receive an average 
of 1,300 user interactions (compared to the average post, which 
receives 123 user interactions).

• Offers are the most engaging type of post: they receive 2x more 
engagement than the second best-performing post type, photos.

• The best day of the week for post engagement varies by industry: 
retail brands receive the most engagement on Thursdays (on 
average, retailers receive 20% more Likes, 29% more comments 
and 27% more shares on Thursdays compared to other days of 
the week). In contrast, publications receive the best engagement 
on Sundays (posts made on Sundays receive 28% more Likes, 
41% more shares and 5% more comments than posts made any 
other day). 
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Media giant MTV uses a global approach to reach 
and interact with its desired demographic: tech-savvy 
adolescents and young adults who love music and 
pop culture. MTV maintains an active presence across 
Google+, Facebook, YouTube, Twitter, Instagram and 
Pinterest, and publishes a steady stream of fresh, media-
rich content across its social properties. By reaching 
followers on networks where they are most active, MTV 
creates a personal connection with its social audience 
that fosters brand loyalty.

ENGAGING USERS ACROSS SOCIAL NETWORkS:  
MTV NETWORKS 

5. Build a Multi-Network Presence
As the number of social channels increases, the rate of overall engagement 
increases. Marketers are familiar with the exponential growth of social networks 
in recent years: the monthly active membership of most major networks 
reaches into the hundreds of millions, with Facebook now topping one billion 
monthly active users. And while consumers are active across these social 
networks, they interact with different networks for different purposes and in 
different ways. To engage consumers across all networks, brands must consider 
the dynamics specific to each social network, and the reasons users spend time 
on those sites.  
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Brand engagement across social channels

Twitter is unique from other platforms due 
to its 140-character restriction on messages. 
Users are drawn to the network as a place to 
access breaking news and other information 
quickly. Twitter’s use of hashtags and short links 
makes it easy for users to search what other 
people and brands are posting. Users expect 
fresh, real-time content, which makes Twitter an 
ideal venue for brands to communicate special 
events and time-sensitive promotions.  

One of the fastest-growing networks, social 
bookmarking site Pinterest is where people 
collect and share photos of their favorite 
interests, hobbies and events. For marketers, 
Pinterest can serve as a destination for users 
to peruse and discover a brand. Pinterest is the 
perfect platform to house aspects of a brand 
that may have been left offline, such as its 
inspiration and style. 

Facebook allows for branded messages 
to integrate seamlessly into users’ social 
conversation stream. It also features social 
endorsements from users’ friends. As such, 
Facebook is a destination where marketers  
can generate high-impact engagement with  
their brand’s message.   

YouTube, in addition to being a platform for 
entertainment content, is an excellent resource 
for consumers who are searching for video-
based product and instructional information. 
Millions of consumers visit YouTube daily to find 
information about all sorts of products.  

 
Google+ offers brands several unique tools to 
get their messages out. For example, brands 
can use Google+ Circles to publish personalized 
updates to certain customer groups, based 
on geography, gender and age. Brands can 
also share expertise, get customer feedback, 
launch new products and share other exclusive 
information through Hangouts: face-to-face 
multi-person video chats. 

LinkedIn provides a much different type of 
experience and is used by consumers for 
entirely different purposes. It’s where people 
look to build their professional networks, look for 
job opportunities, and other information related 
to their careers. For marketers, LinkedIn offers a 
great place for brands to advertise events, white 
papers, and recruitment opportunities.   

           The average  
                  YouTube user    
         watches 5 hours  
                of videos each month.10 

START WITH STRATEGY
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strAteGy checklist
• Do you have a written social strategy 

in place?

• Is your marketing organization 
structured and resourced 
appropriately?

• Have you developed a social media 
policy?

• Is your strategy explicitly tied to your 
business and marketing objectives?

• Does your strategy include plans for a 
multi-network presence? 

• Do you know how you will measure 
success: Have you defined specific 
social marketing goals and metrics 
that you can track?

START WITH STRATEGY



www.wildfireapp.com 17

CONCLUSION

When done right, social marketing is a powerful lever: it not only influences 
how consumers think of and discuss your brand, it also amplifies your brand 
message to drive measurable business results and ROI. To tap into this power, 
brands must develop a social media plan around the five key strategic initiatives 
discussed in this report:

1.  Integrating social into the marketing mix

2.  Organizing for social

3.  Aligning social to business objectives

4.  Engaging consumers

5.  Building a multi-network presence 

As we continue to explore social marketing trends and best practices, let us 
know how your social strategy planning sessions go. We always love to hear 
your feedback.
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