
Are You Falling Behind 
In Your Social Media 
Responses?
Scale to meet your growing audience
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ing at the time—1,000,000 people per 
week according to some estimates.

The pilot group was a who’s who of 
prominent advertisers. Brands such as 
Blockbuster, CBS, Chase, The Coca-Cola 
Company, Microsoft, Sony Pictures Tele-
vision, and Verizon Wireless were eager 
to get on the roster. Their investment in 
Facebook Ads was a demonstration of 
confidence in the young startup (2007 
was an era still-dominated by MySpace, 
Friendster, and Google-owned Orkut) 
and the promise of social media market-
ing in general. This historic moment was 
only the beginning in a line of events 
that would solidify social media as some-
thing beyond mere online chatter.

It’s quaint to think of global brands with-
out a social media presence (for fun, 
check out these brand websites on the 
day they launched). Having a social pres-
ence is no longer simply an “add-on” to a 
company’s marketing initiatives. A robust 
and well-considered social media strate-
gy is now table stakes for any brand that 
truly wants to reach their audience.

In the eight years since Facebook 
launched Facebook Ads, the landscape 
has dramatically evolved for brands look-
ing to connect with their audience. With 

65% of adults using social networking 
sites regularly, it’s clear that social media 
isn’t a fad or trend. It’s the way consum-
ers keep-up-date on news, trends, and 
culture. Consumers using social media 
to find brands generally have high-
intent: if they are not merely looking for 
information, they are looking for specific 
answers, or trying to resolve a problem 
or issue.

This evolved social media landscape is 
an opportunity for brands to see their 
audience up close and engage with them 
in ways that were literally impossible 
before. But this new landscape is com-
plex and dynamic and it takes a strategic 
mindset to embark on a social media 
strategy in the first place.

In the beginning...

On November 6, 2007, Facebook’s CEO, 
Mark Zuckerberg, stood on a stage in 
New York City to address a room full of 
advertisers and representatives of major 
brands. The social networking website 
was launching a new product, Facebook 
Ads, that was to be the beginning of a 
long conversation between the company 
and the world’s brands.

Most of Facebook’s product rollouts up to 
this point were consumer-oriented, but 
this one was different. The aim was to of-
fer brands a voice in the conversation; to 
give them a way to connect to the ever-
growing audience Facebook was amass-

Having a social presence is no 
longer simply an “add-on” to a 
company’s marketing initiatives. 
A robust and well-considered so-
cial media strategy is now table 
stakes for any brand that truly 
wants to reach their audience.
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There is more work 
than people

When Facebook started ads, they still 
were the number #2 social networking 
site behind Myspace. Twitter was just 
over one year old and the iPhone was 
brand new—there wasn’t even an app 
store yet. 

Today, brands have a plethora of social 
options to engage audiences. Beyond 
standbys like Facebook and Twitter, 
audiences spend their time in places like 
LinkedIn, Pinterest, Google+, Tumblr, 
Instagram, Youtube, Vine, and Snapchat. 
And messaging is only a small facet of 
what these channels offer consumers. 
These are places to share, collect,  
curate, and create content.

These new channels aren’t just varia-
tions on a theme, they can be altogether 
distinct anthropological ecosystems, 
with different vernacular, customs, and 
memes. Providing an engaging offering 
on Pinterest requires a talent for cura-
tion, an eye for trends, and keen sense 
of knowing exactly who your audience 
is. Good content on Twitter demands an 
understanding of cadence whereas Tum-
blr relies more on memes and commu-
nity. Producing a compelling six-second 
video on Vine requires creators to have 
a sense of storytelling and wit. These 
are all things that go beyond a Facebook 
status update.

An alternative to  
whack-a-mole
The quantity of social media offerings in 
existence today have surely outstripped 
any one’s firm ability to hear or partici-
pate fully in all of it. And when a com-
pany’s reach is global, that complexity is 
compounded. Add a PR crisis to the mix, 
and the ability manage everything with 
finesse across a multitude of channels 
can be an overwhelming proposition.

Simply put: a complex problem de-
mands a rigorous and thoughtful solu-
tion. An effective social strategy should 
not resemble a game of whack-a-mole: 
touching various social channels haphaz-
ardly when resources become available. 
Instead, forward-thinking companies 
are increasingly turning to social media 
management services to provide social 
monitoring, community management, 
and content moderation.

Here are some other benefits to social 
media management.

An effective social  
strategy should not  
resemble a game of 
whack-a-mole.
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Monitor 24/7 while 
maintaining life/work 
balance

The founder of Wired Magazine, Kevin 
Kelly, once said that the internet hap-
pens in real time. The asynchronous 
conversation (like email or “snail” mail 
or fax) as a mode of communication is 
growing obsolete. The new normal is 
rapid-fire snippets and rivers of news. 
This is particularly true on mobile. The 
modern conversation online is more akin 
to the quick snaps of ping pong than it is 
to tennis.

But this idea of the fleet and omnipres-
ent web is very much at odds with the 
notion of work-life balance. According 
to research, nearly two thirds of all em-
ployees feel that work-life balance is “the 
most important factor for defining over-
all professional satisfaction.” Nowhere 
is this need felt more by teams running 
social media for brands, since the “in-
box” is never empty for these teams. The 
customers that engage with your brand 
don’t disappear when your office closes 
down for the night.

Cynically, some have argued that the 
24/7 nature of social media actually 
allows for more work-life balance—be-
cause you can “work when you want”—
but that’s like saying an all you can eat 
buffet is healthier because you can “eat 
what you want.”

The around-the-clock monitoring that 
social media requires should come from 
an around-the-clock team. It should 
never come from a staffer forced to pe-
riodically check social accounts during 
dinner. With a social media monitoring 
solution, engaged professionals work 
across the world in different time zones 
to ensure your brand is never closed, 
and that someone is always listening. 
And most important, you can provide 
your social media team well needed 
time-off so they can focus on strategy 
and other goals.

The around-the-clock 
monitoring that social 
media requires should 
come from an around-
the-clock team.
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Provide vigilant sur-
veillance so that your 
brand is protected

Is accuracy important to your social 
media strategy? Social media manage-
ment solutions are designed primarily 
around providing a high-level of accura-
cy in communications. Such companies 
have ample experience with industries 
that are particularly prone to crisis, for 
example, highly regulated ones like legal, 
medical, or pharma. These are indus-
tries with expensive, sometimes litigious,  
implications when customer-facing dia-
logue is not 100% accurate.

And even in industries that aren’t regu-
lated, brands need to be vigilant about 
the role of various customers. Busi-
nesses that see high volumes of custom-
ers and/or that offer expensive products 
(movie theatres, airlines, hotels) encoun-
ter lots of noise on social media. 

But it’s important to remember that your 
own social media team often isn’t look-
ing—or doesn’t have the capabilities—to 
look outside your own channels. Social 
media management services can act as 
your complete eyes and ears and listen 
to conversations happening just outside 
your reach. 

They have dedicated tools and technol-
ogy that can listen and identify a bur-
geoning crisis closer to its origin point, 
and can determine what types of stories 
might have the potential to go viral. 
Once they identify such stories they can 
address them before they blow up into a 
time consuming crisis.

Social media 
management  
services can act 
as your complete 
eyes and ears 
and listen to  
conversations 
happening just 
outside your 
reach.
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Offload the grunt work 
and focus on strategic 
initiatives

A committment to details will determine 
whether a social media monitoring and 
community management program will 
be successful. It takes vigilance and com-
mitment to tackle the huge volume of 
noise brands see every day and extract 
insight from that noise. Social media 
management is assessing for sentiment, 
location, demographic information, Net 
Promoter Score (NPS) and other factors. 
By monitoring such a wide swath of data 
types, they can identify trends as they 
are developing.

Considering all the data points available 
to investigate, managing social media is 
somewhat like trying to find a needle in 
a haystack. And while finding that one 
needle (e.g., an inflammatory Facebook 
post), is important, it might require more 
resources than any one firm can muster 
on their own.

Instead, a company’s time is probably 
better spent leveraging the results 
obtained from social media monitor-
ing. Your social team should be free to 
make higher level decisions about new 
strategic initiatives, how to optimize 
campaigns, and ways to fuel new user 
growth. But they can be hamstrung if 
bogged down, looking for that needle.

Considering all the 
data points available 
to investigate, man-
aging social media is 
somewhat like trying 
to find a needle in a 
haystack.
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Scale resources  
on the fly

A social media crisis isn’t that consider-
ate, and likely won’t schedule itself at 
a time that’s convenient for you. It will 
strike without warning, at those times 
you may need more human power than 
you have at any given moment. That’s 
when being able to scale resources up 
with an outsourced solution is critical.

When you say “resources,” the first thing 
you might think about is staffing. It takes 
time and resources to find candidates, 
interview them, hire them, onboard 
them to your brand, and then bring 
them up to speed. That’s way too long 
to address a situation that is unfolding 
today. And even if you bring a temporary 
worker online, it’s likely that they are 
unfamiliar with your brand and unable 
to offer the nuanced and high quality 
responses required in that situation.

But another resource that needs scaling 
is knowledge. Knowledge about what is 
happening in the social space, new plat-
forms, and the voice and tone you utilize 
on those platforms, require genuine 
knowledge, resource and training. That’s 
not something you can scale up easily, 
even if you do have a dedicated social 
media team.

By investing in a social media manage-
ment solution, it’s like having a “deep 
bench” of resources that you can acti-
vate precisely when you need them. And 
when you don’t, it’s good to know that 
they are ready at a moment’s notice.

...it’s like having a 
“deep bench” of re-
sources that you can 
activate precisely 
when you need them.
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About ICUC 

 
ICUC is the global leader in Social Media  
Management. 

Our experts provide vigilant protection on every 
social media channel to enhance and safeguard 
your brand 24/7/365. 

Through Social Moderation, Community Manage-
ment, Social Listening, and Social Media Customer 
Service we protect the smallest start-ups to l 
argest global brands, such as Disney, Starbucks,  
Coca-Cola, and Google. 

ICUC is your scalable eyes and ears, preventing 
small problems from amplifying around the world 
while building communities that strengthen  
your brand.

www.icuc.social
marketing@icuc.social

We Would Love To 
Talk To You About 
Your Social Media 
Strategy
1.800.710.2713


