The Social Operating Model

As the scope of social media expands within the
enterprise it’s never been more important to
have the right supporting capabilities in place.
And yet organisational complexity often makes
this far from plain sailing.

Today’s social media environment
Streaming video live on Instagram. Reaching millions of people
with a piece of creative. GIF and emoji banter with customers.
Working with dynamic YouTube content creators. Real time
customer care via messaging bots. Circular video on Spectacles.

It’s hardly surprising that these creative, cutting-edge, customer-facing aspects of social media
attract the lion’s share of attention (and effort) within most organisations.
However, look inside the brands using social media most effectively and you’ll find an equal
focus on supporting capabilities. These capabilities, which live “behind the scenes”, are essential
in helping organisations successfully manage the opportunities and risks that social media
presents.
From principles on when to establish a new social media account to building steering groups
with the right decision makers, we collectively call these elements the Social Operating Model.
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ELEMENTS OF THE SOCIAL OPERATING MODEL

However, there’s often a lack of clarity or consensus around these crucial elements… the ones
which ultimately govern how an enterprise uses social media. Read on for six reasons why
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Six aspects of social media governance where enterprises can struggle
A social media account
architecture based on emotion.
- Large brands frequently operate a plethora of
social media accounts.

- Many organisations now collect data
through social listening.

- These often include legacy accounts
established in “the early days” which have
evolved organically, or ones setup by business
units keen to plant a metaphorical flag in the
ground.

- Even better, this data is increasingly being
turned into relevant insights, particularly for
informing their digital content creation.

- The resulting architectures are often
impractical for teams to manage, or structured
in ways that are confusing to the audience.

Helping social media put
down roots.
- Because social media helps to support
multiple parts of the enterprise, it can be
tough to decide where responsibility should
ultimately sit.
- Plus, as the prestige of “owning social” in the
organisation grows, there’s increased
competition from different business units to
assume control.
- Without clear objectives and strong
governance, this can result in fragmented,
inefficient activity, or even contradictory
messages being delivered to the audience.

Don’t ignore your most
valuable asset. Your people.
- The lines between personal and professional
use of social media are more blurred than ever.
- Most organisations have a social media policy,
but they’re often text-heavy documents which
are hard to digest (or simply go unread).
- At best employees aren’t confident to advocate
their work online and at worst it can lead to
disciplinary action or data privacy issues.
- These polices need to be brought to life in
creative ways that engage colleagues.
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We need to talk about
broken feedback loops.
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- However, the trick to success is actually
having the infrastructure and commitment to
translate these findings into tangible
improvements for the customer experience.

Social media changes. And it
changes fast.
- Social networks, formats and trends evolve
unlike any marketing discipline in history. The
level of nuance is unprecedented.
- Changing from a traditional mindset of
“planned and polished” to quickly jumping on
opportunities and “failing fast” is difficult.
Difficult, but essential.
- Guiding principles that give flexibility, within
boundaries, are a must.

Pick a number.
Any number.
- With so many things you can measure, social
media is ripe for death by too much data.
- The real danger is when brands insist on
wrapping social performance into nice, neat
(and often meaningless) metrics just to fit an
existing reporting structure.
- Without due context, metrics such as
average engagement rate serve only to hide
insights into what’s driving, or holding back,
performance.

Our four steps to help enterprises optimise their Social Operating Model
Once we’ve got to know the context of your business we’ll
review how your social media is currently set up using our bestpractice checklist. This helps us identify opportunities to
optimise your approach, whether that’s quick wins or broader
strategic change.
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Discover.

- Interviews, questionnaires and desk
research to understand the current
social media setup and, crucially, the
business context.

02

Analyse.

- Understanding what’s working well,
what needs to change and what new
opportunities exist.
- This might focus on one, multiple or all
elements of the Social Operating Model.
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Recommend.

- Defining short-term actions that need
to happen as a priority.
- Defining opportunities for longer-term
change.
- Identifying the people, process and
technology requirements to deliver the
recommendations.
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Support.

- Delivering tailored workshops to
relevant stakeholders to drive home the
recommended changes.
- Follow up reviews, typically on a
quarterly basis, to help assess progress.
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About slp consulting
consulting was founded in 2014 to help organisations better navigate the
opportunities and risks that social media presents. With a focus on structure,
setup and governance we support some of the biggest UK and global brands. We have
experience across the retail, finance, entertainment, telecoms, publishing and energy sectors.

Why slp consulting?
- The vast majority of our clients already have a digital or social media agency in place. We
bring a fresh, independent point of view and flexible approach which helps our clients
better organise their internal social media capabilities.
- Drawing on over 12 years of agency, consulting and client-side experience we deliver
structured, pragmatic recommendations that complement existing agency support.
- Having established partnerships with content producers, media buyers and SEO
specialists, we’re also able to help brands who require further support with executing
their social media plans.

Find out more
- For an initial, no obligation conversation about how our services can help, please
get in touch:

info@slpconsulting.co.uk
0203 290 6064
www.socialoperatingmodel.co.uk
@simonlp
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