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 Clarify what we mean by digital and social media 

 Set out latest statistics concerning the corporate adoption of social media 

 Explore examples of how companies are using social media to support their 
business objectives 

 Explore examples of reputational and business risk from the wider social media 
space 

 Set out a list of next steps for you as NEDs 

 

TODAY’S OBJECTIVES 
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Social media combines “a wide range of online, word-of-mouth forums including blogs, 
company sponsored discussion boards and chat rooms, consumer-to-consumer e-mail, 
consumer product or service ratings websites and forums, Internet discussion boards 
and forums, microblogs.”                                                 (Mangold & Faulds, 2009, p.358)  

• Social media integrates technology & social interaction with pictures, and audio. 

• It also allows people to share different perspectives and sharing information / 
stories / experiences among online communities. 

 

 

Definition 

WHAT IS SOCIAL MEDIA? 

Characteristics 

TRANSPARENCY 

AUTHENTICITY 

OPEN CONVERSATIONAL  

RELATIONSHIP 
DEVELOPMENT 

MULTIPLE VOICES 
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THE SOCIAL MEDIA PLATFORMS THAT MATTER?  (FOR NOW) 

GOOGLE Plus 

 Branding 

 Aggregating and 
nurturing 
communities 

LINKEDIN 

 Recruitment 

 Employee relations 

 Innovation 

 HR 

 Group Discussion 

 Q&As 

BLOG 

 Thought leadership 

 Public affairs 

 CEO blogs 

 Rep. mgt. 

 Brand communications 

TWITTER 

 Real-time conversations 

 Customer Service 

 Investor Relations 

 CSR 

 Celebrity endorsements 

WIKIPEDIA 

 Company Information 

 Prime Source for  
Journalists 

 Often pulled into  
Facebook 

YOUTUBE 

 Entertainment 

 Training 

 Knowledge sharing 

 Video debates 

 Video  response  to a crisis 

 

FACEBOOK 

 Branding 

 Employee relations 

 Aggregating and nurturing  
communities 

 Integrating all other  
platforms 
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FTSE100 USE OF SOCIAL MEDIA 

65% on Twitter 

54% on Facebook 

33% have blogs 

50% on You Tube 
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JOURNALIST USE OF SOCIAL MEDIA 

74% look at blogs for story research 

45% utilize social media (i.e. Facebook) 

49% use micro-blogging (i.e. Twitter) 
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ANALYST / INVESTOR USE OF SOCIAL MEDIA 

43% said it will have a role in investment decisions  

11% use micro-blogging (i.e. Twitter) 

18% made an investment decision after reading  

a blog post 

51% investigated an issue after reading a blog  

Brunswick Research Study: Global buy-side investors and sell-side analysts surveyed across Europe and the U.S. between July and August 2010 

YES 

NO 
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B2B USE OF SOCIAL MEDIA 

9 

Source: BtoB Research Reports, April 2011 

72% use for hiring and lead generation 

71% use for customer engagement 

44% use for customer feedback and  

engagement  

67% use to support website traffic and  

promote products/ events   



|  FEBRUARY   2012  |   10 

SECTION 2:  
HOW CORPORATES ARE USING SOCIAL MEDIA 
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CASE STUDY – MASTERCARD 

Followers: 1,631,597 

 Real time communications 

 Dedicated resources help to 
manage reputation 
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CASE STUDY – GAME GROUP ON RESULTS DAY 

One-to-one call with Chief Executive who then tweets about the call 

Following the call and by using @steve_hawkes in his tweet, we achieve the 
following, more positive tweet from Steve Hawkes  

Time: 07:51 

Time: 11:02 

Time: 11:55 

… followed by a more positive article  in the 
following day’s paper than his first tweet would 
have suggested. 
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 IHG used multiple channels to respond to 
reports of the Taliban attack on the 
Intercontinental Hotel, Kabul 

 A statement on the corporate website 
alerted visitors to the fact that they had sold 
the hotel in 1980 

 Brand Twitter feeds proactively messaged all 
journalists and media outlets who were 
reporting on the story 

 Corporate Twitter feed linked through to the 
website statement 

 Journalists began retweeting IHG’s 
clarification 

GOAL: A platform for crisis response 

CASE STUDY – IHG 
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 McKinsey uses social media dissemination 
to build audiences for its thought 
leadership content 

 Twitter Feeds regularly post links to new 
articles 

 Facebook provides a place for readers to 
post comments and questions and engage 
with authors 

 Where relevant, specific reports and their 
authors, have their own dedicated social 
media platforms 

GOAL: Driving online audiences to owned content 

CASE STUDY – MCKINSEY 
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 FedEx has integrated social media into its 
global customer services operation 

 FedEx uses its digital properties as a key 
part of its customer relationships and 
offers an online platform for customers 
to ask questions and get help 

 Dedicated customer service ‘Twelpers’ 
monitor social media channels for 
proactive outreach 

 Negative comments are engaged with 
and conversations moved offline 

 Positive comments are amplified 

GOAL: Market leading customer service 

CASE STUDY – FEDEX 
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 Hewlett Packard is using LinkedIn as a key 
plank in its drive to grow its B2B business 
in the UK SME sector 

 Targeted emails to relevant decision 
makers on LinkedIn drive audience take 
up, along with traditional word of mouth 
and recommendation strategies. 

 Real life and physical events are promoted 
as well as discussions and polls 

 Rich Media units host a variety of video 
and audio podcasts, news and research 
white papers 

GOAL: Building targeted communities 

CASE STUDY – HEWLETT PACKARD 
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SECTION 3:  
C-SUITE TRENDS 
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 92% on LinkedIn  

 51% Facebook 

 41% Twitter 

 1% Blog 

 40% use social media daily 

 

Executive Use of Social Media 

Source: SocialCast 2011 
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 91% on LinkedIn  

 41% Facebook 

 27% Twitter 

 23% Blog 

 38% use social media daily 

 

Non Executive use of social media (This Audience!) 

Source: SocialCast 2011 
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Technology Healthcare 

Media and Entertainment Insurance 

CEOs on Twitter 

Retail 
Fashion 
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Blackberry – Service Down Netflix – Service Change Sony – Privacy Breach 

Toyota US - Recall Dominos - Trust TomTom – Data Privacy 

CEO Apologies 

YouTube 
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 Angela Ahrendts, CEO of Burberry, 
tweets once every one or two weeks 

 Her tweets have an entrepreneurial 
focus 

 She ties in personal interests with 
the theme of business innovation 

 Makes use of mentions at companies 
or organizations she interacts with 

 

Goal: Share inspiration 

Burberry 
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 Wal-Mart CFO Charles Holley 
posted an 850-word message 
summarizing the company’s plans 
to cut selling, general and 
administrative expenses (SG&A). 

 Seeking Alpha offered a “good 
opportunity” for the CFO to 
reinforce his key messages with 
investors, said Carol Schumacher, 
Wal-Mart’s vice president of IR.  

GOAL: Use new channels to address analyst misconceptions 

CASE STUDY – WALMART 
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SECTION 3:  
REPUTATIONAL RISK 
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˙Training social media managers lowers risk 

 

CASE STUDY - NESTLE 
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 Social media integrates technology & social interaction with pictures, videos, 
words, and audio. 

• It also allows people to share different perspectives and sharing information / 
stories / experiences among online communities. 

 

 

Having external policies in place mitigates risk 

CASE STUDY - DKNY 
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Using Twitter to embarrass corporates 

Facebook and Twitter 

used to promote 

protest activity 

against UK 

corporates 
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SECTION 3:  
NAVIGATING THE PITFALLS 
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 Social media monitoring 

o  in-house using free or paid-for tools  

o  3rd party agencies 

 Daily, Weekly or 24/7 during crises  

 Across social media and search engines 

 Integrated across business and communications silos 

 Integrated with other forms of media review 

 Learn who your influencers are 

Listen 

What can you do about it? 
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 Establish company social media policy 

o Reflecting company culture  

o Taking into account the realities of life in 2011 

 Guidelines relevant to staff in different functions and departments 

 Integrated into HR documentation and employee induction 

 Disclaimers and ‘House Rules’ on social media profiles especially Facebook 

Establish policies, guidelines and procedures 

What can you do about it? 
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“A lie can be half way round the world while the truth is still getting its boots on”  

Mark Twain, c1870 

 

 Integrate with existing crisis planning procedures 

 Reassess response time frames 

 Training programmes in place for all communications teams 

 Pre-prepared Q&A for social media channels 

o Twitter, Facebook, LinkedIn 

 Rich media content for YouTube 

Build a fast response capability as part of an integrated strategy 

What can you do about it? 
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 In the future every employee will be a  

o Commentator 

o Advocate 

o Lobbyist 

o Listening outpost 

 Train them to make the most of the medium and the channels 

o Morgan Stanley’s 18,000 brokers 

o Wells Fargo’s LinkedIn boot camps 

 

Harness the power of your employees 

What can you do about it? 
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 Which profiles should be secured? 

o All relevant company and brand names 

o And prospective brand names (as part of due diligence) 

o And alternate versions of your company and brand names 

o Senior executives 

o YES THAT MEANS YOU 

 Across which channels potentially? 

o Twitter, Facebook, LinkedIn, YouTube 

Secure social media profiles 

What can you do about it? 
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  Children’s full names and ages 

  Wife’s name 

  Location of home 

  Location and details of pastimes 

  Details and opinions about their job 

 The CEO had set up the profile years 
earlier and forgotten about it! 

 

The following details of this CEO were freely available 

Executive details available on social media 
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Executive details available on social media 

The following details of this CEO were freely available 

 Location of home 

 Details of parents and siblings 
plus links to pages 

 Details of pastimes and locations 
visited 

 Holiday pictures! 

 Family videos 
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Executive details available on social media 

The following details of this CEO were freely available 

 This executive’s property was 
marketed by an estate agent 

 Details included OS location, 
exterior views of the home, 
interior views with detailed floor 
plans 

 Need to be aware of Architects, 
Estate Agents, Planning 
information  
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Executive details available on social media 

 Jigsaw identification – a boon for 
journalists 

 Information about the executives 
predominantly based on online 
information that could have been 
removed in advance 

 Story (a three page spread) would 
have been much less visually 
interesting 
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CONCLUSION 
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 Do we have a corporate Twitter feed? 

 Is it following the right journalists/bloggers? 

 Have we locked down our company profiles? 

 Do we have company wide social media policies and guidelines? 

 And are they up to date? 

 Have we incorporated social media into our company crisis plans? 

 Have we done a deep analysis of the senior executives profiles? 

 

What you should be asking at your next Board meeting? 
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Contact details and biography 

Andy Rivett-Carnac 
Director, London 
 
Email: arivett-carnac@brunswickgroup.com 
Telephone:   +44 207 936 1365 
Mobile:         +44 7968 997 365  
Twitter :         @andy_rc  

Andy Rivett-Carnac has more than 10 years 

experience advising companies on the creation 

and distribution of their digital, corporate 

communications content. 

 

After working in print, broadcast and online 

journalism, Andy joined Brunswick’s sister company 

Cantos Communications in 2001 as one of the 

founding team. 

 

In his nine years at Cantos he advised clients across 
a wide range of geographies and sectors including 

Apax Partners, AstraZeneca, BAE Systems, BSkyB, 

Carrefour, Dairy Crest, Friends Provident, GE Capital 

and HSBC. 

  

Andy's wide ranging digital skills encompass social 

media consultancy and training, advising on rich 

media content for investor, internal, HR and 

marketing audiences, developing award-winning 

campaign micro sites and delivering Europe-wide 

digital advertising and lobbying campaigns. 

 

He is an adviser to the Investor Relations Society 
and regular speaker and panellist at industry 

forums.  
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Conclusions 
Chris Wilkinson 

Consultant 

Simmons & Simmons 


