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INTRODUCTION

Social media, when strategically
applied, transforms from a simple
communication tool to a powerful
driver of corporate objectives and
growth. We've put together
"Beyond Likes and Shares: A Guide
to Leveraging Social Media Colla-
boration for Strategic Advantage"
to help leaders bridge the gap
between their traditional need for
metrics, and the strategic applica-
tion of social.

This guide focuses on harnessing
social media as a strategic busi-
ness asset, just like other web con-
tent, and emphasizing the integral
role of collaboration in achieving.

At the core of this strategic shift is
the recognition that social media

is not a solo endeavor but a collec-
tive of voices, insights, and talents
- a team effort built across depart-
ments, offices, and even countries.
When every post, tweet, or update

can shape your brand's narrative,
the ability to efficiently collaborate
across teams, departments, and
geographies is not just beneficial,
it’s foundational to strategic
communication.

We will explore how the strategic
application of social media, cou-
pled with robust collaboration,

can influence corporate strategy,
stakeholder engagement, and brand
reputation. We will provide actiona-
ble insights and best practices to
not only participate strategically in
social, but to lead the conversation.

So, let's move beyond the surfa-
ce metrics and see where social
media becomes a powerhouse for
strategic advancement and colla-
borative success, then talk about
how you can experience a high
level of social media orchestration
at your organization.
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SOCIAL MEDIA'S EVOLVING ROLE
IN THE CORPORATE WORLD

Initially adopted by businesses as a

tool for marketing and customer en-
gagement, the role of social media

has expanded to include and support

a wide range of business functions

that include brand building, customer
service, market research, corporate net-
working, and even internal communica-
tions, among others.

Social has long been seen as a great
channel for corporations to communi-
cate their values, respond to market
trends, and engage with a range of sta-
keholders from customers to investors,
but communication by itself doesn’t
translate to actionable outcomes unless
further steps are taken.

Most of the time, when we focus on
social media as a corporate communi-
cations tool, we’re only looking at the
surface - how is engagement up or
down, do we have more followers than
yesterday, are they converting?

Well what does engagement really
mean for your strategic communica-
tion? What do you actually do with this
engagement? It’s time to evolve from

simply observing and boosting these
metrics, to acting upon them.

This evolution has also shifted the
focus from mere content dissemination
to strategic interaction. Companies now
use social media to gather real-time
data, gain insights into consumer be-
havior, and foster direct conversations
with their audience, enabling more agile
and informed decision-making.

EMBRACING EVOLUTION: THE
STRATEGIC APPLICATION OF
SOCIAL MEDIA.

Facelift has created many pieces
about engagement, likes, shares, and
other KPIs that social media managers
need to track, over the years,

. They’re
incredibly important, but the strategic
application of social media in the cor-
porate world goes way beyond these
traditional metrics alone.

Instead, it’s about taking advantage
of social media platforms as vital tools
that help your organization achieve its
broader business goals. Contextually,

it becomes a means to gather insights,
build relationships with stakeholders,
and enhance brand positioning.

This shift requires a nuanced approach
where the

rather than the quantity of
interactions (likes, shares, etc.). By ana-
lyzing patterns in user behavior, feed-
back, and sentiment, we can refine our
strategies to better align with customer
needs and market trends.

Social media, thus, evolved from a
platform for broadcasting messages to
a rich source of market intelligence and
a channel for two-way communication,
deeply influencing product develop-
ment, customer service, and overall
corporate strategy. This is what your
company can capitalize on to drive
meaningful change.

Adopting this change requires a holistic
approach to social media application
that involves a larger spread of people
and voices throughout your company.
It requires collaboration on a whole
new level!
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COLLABORATION IN
SOCIAL MEDIA STRATEGY

THE POWER OF TEAM
COLLABORATION IN SOCIAL
MEDIA MANAGEMENT

Effective social media management in
the corporate sector is a multifaceted
endeavor that thrives on team collabo-
ration. In fact, it necessitates it as most
large organizations require multiple
individuals working on a social media or
content team, as well as multiple offices
or teams within a single office.

In this space, collaboration means com-
bining the creativity of marketing, the
insights of sales, the responsiveness of
customer service, as well as the per-
spectives of human resources to bring
a company together to use social media
tools to their fullest extent.

the
company. Leveraging employees on a

personal level is valuable because they
can serve as brand evangelists, experts
in their industries, and representatives
of your organization - helping it to put a
human face on your business.

Reinforced content quality can play

a huge role in the credibility of social
media posts, which can be dubious at
times these days.




BEST PRACTICES FOR

COLLABORATIVE PLANNING
AND EXECUTION

1. ROLE CLARITY AND
COMMUNICATION:

Assigning clear roles and esta-
blishing effective communication
channels is crucial for ensuring that
tasks are completed on time.

For instance, while the marketing
team leads content creation, the
customer service team can provide
insights into customer queries and
trends, and the PR team can guide
message framing, especially in
sensitive situations,

This ensures that message archi-
tecture is adhered to throughout
the company, reduces siloing, and
can even benefit the morale of
employees who see themselves as

members of a company rather than
a department or team.

Executives also have a role to play
in this process as overseers and
supervisors of creative projects
and as individual influencers in their
space, utilizing their own connec-
tions and clout on social media to
spread their brand awareness and
expertise.

Without clarity in assignments,
workflows tend to get clogged.
When it’s not clear who is suppo-
sed to take over the next part of a
series of tasks, that part often goes
unfinished and can even breed frus-
tration. Especially at larger organi-
zations, many roles may be involved
in creating a single piece of social
media content.

For example:

a cosmetics company promoting a
new hair gel wants to make a bold
statement on Instagram about the
effects of their latest product for
skin health. The bold claim needs to:

Be approved by legal and
medical - it's a sensitive topic
that requires perfectly accurate
information. This could involve
at least two additional people.

Go through design, which in
this company’s case means a
photoshoot and editing, a role
for two more people. Perhaps
there is also an art director
involved in final proofing.

Texts need to be proofread and
approved, requiring at least one
more pair of eyes in addition to the
social media manager responsible
for the project. That’s two more.
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Finally, the head of marketing
may want to ensure that this
post is set up perfectly if it is
deemed important enough.

For most social media posts, you
probably don't need seven or more
people to contribute to and sign off
on a single Instagram post, but it
does happen, especially with com-
panies with high regulatory require-
ments such as those in health and
skincare, or high-stakes industries
like insurance.

Companies like this need to have
close collaboration that is fast and
fluid because there are so many
parts in motion, and a lot can be
riding on their social media content
quality and messaging.
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BEST PRACTICES FOR COLLABORATIVE
PLANNING AND EXECUTION

2. REGULAR CROSS-FUNCTIONAL
MEETINGS:

Holding regular meetings with representatives
from all teams involved in social media ensures
alignment on goals, strategies, and messaging.
These sessions can be invaluable for brainstor-
ming, reviewing campaign performance, and
planning future initiatives.

In the wake of COVID, we’re all trying to recon-
cile with how we want to do meetings, when,
and how often. With many employees working
online, these needs are being constantly as-
sessed by companies and the “sweet spot” will
depend on your organization’s needs and team
structure.

Online or off, we still suggest regular group
communication between all usual stakeholders.
If you have a social media team, they should
meet regularly, perhaps once per week, to
discuss their open projects. They can invite
guests to their meetings as needed for a given
project or task.

You don’t want to overdo it with meetings, but
regular connection between people will greatly
simplify social media collaboration, and contri-
bute to growth more rapidly than with a disjo-

inted system that lacks solid communication.

3. LEVERAGING DIVERSE
PERSPECTIVES:

Encourage the participation of various depart-
ments in brainstorming sessions. For example,
the HR team might offer insights into employee
engagement strategies that can humanize the
brand on social media.

Every department has different needs and
objectives within a company and while this can
at times cause frustration and siloing, it really
doesn’t need to in social media. By collabora-
ting cross-teams, your social media messaging
can remain en pointe at all times and adhere
to your regulatory requirements and message
architecture.

4. DATA-DRIVEN STRATEGIES:

A unified approach to analyzing social media
metrics and KPIs can significantly enhance
campaign performance. When teams collabo-
rate to interpret data, they can make informed
decisions that resonate with the target audien-
ce and align with business objectives.

Your team can do this by ensuring that your
social media managers, performance mar-
keting managers, or other data experts can

access accurate, up-to-date data and share
it among themselves in a comprehensive and
useful way.

5. FEEDBACK LOOPS:

Establishing feedback mechanisms where
teams can share insights from social media
interactions helps in refining strategies and
tactics continuously.

However, be careful to make these loops
straightforward and transparent. Returning

to roles and responsibilities, it’s essential that
your team ensure that there are dedicated per-
sonnel able to handle the feedback roles, and
that everyone is clear on those roles and when
they need to happen.

Without this assurance, it again becomes easy
for productivity to break down as confusion ari-
ses within the workflows and bottlenecks arise.

Feedback loops are essential, but need to be
kept limited, and those involved in them need
to be kept to a minimum necessary number of
people. Otherwise, these loops can take ages
and surpass deadlines quite easily.
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SOCIAL MEDIA
AS A STRATEGIC
CORPORATE TOOL

REDEFINING TRADITIONAL BUSINESS STRATEGIES
WITH SOCIAL MEDIA

With new avenues for growth, customer engagement, and brand
building, companies are now rethinking their approach to market

research, advertising, and customer service, and how they integrate ‘
social media as a core element.

For instance, businesses traditionally reliant on outbound marke-
ting techniques like TV ads and billboards have learned to embrace
social media for targeted, interactive, and cost-effective campaigns.
This shift not only enhances reach and engagement but also provi-
des richer data for refining marketing strategies.

Social media and its impact aren’t new, but it’s still not common for
businesses to think about its implementation strategically and at

higher levels - it is still a "necessary evil" that we "must do" because
everyone else is doing it. Sound familiar?
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SOCIAL MEDIA AS A
STRATEGIC CORPORATE TOOL

INTEGRATING SOCIAL MEDIA INTO CORPORATE STRATEGIES: REAL-WORLD EXAMPLES

CUSTOMER SERVICE
REIMAGINED:

French cosmetics giant Caudalie integra-
ted social media into their customer service
strategy, using WhatsApp and Instagram for
real-time responses to customer queries and
complaints.

Caudalie maintains dozens of social media pa-
ges across most major platforms, which made
strategic collaboration essential for the brand
as it managed such customer service across
all of them. Due to their strategic approach,
over 80% of Caudalie’s incoming customer
service requests are handled in real-time.

This not only improved customer satisfaction
rates, but also showcased their commitment
to service excellence publicly. Customers to-
day expect same-day responses, and in many
cases same-hour responses. You can

that
Caudalie discovered when they worked with
Facelift.

EMPLOYEE ENGAGEMENT
AND ADVOCACY

HDI is one of Germany’s oldest and largest
insurance groups, as well as one of Facelift’s
top customers. They discovered that they
could leverage individual members of their
sales team on LinkedIn and other platforms,
such as Instagram, to drive sales and build the
company profile on an individual level.

People simply prefer interfacing with other
humans rather than bots or faceless corpora-
tions. HDI uses LinkedIn as a source of outre-
ach and upkeep for their sales team, who take
advantage of Facelift’s Social Share app to
present relevant content that they like to their
personal networks with just a few clicks.

helped with company branding, and the social
media involvement of their employees led to
employer branding as well, a great way to
attract talent!

INTERNATIONAL GROWTH
WITH INTER-OFFICE SOCIAL
MEDIA MANAGEMENT

For businesses operating at scale, across
teams, offices, or even countries, collaboration
and a single strategy for social media become
essential on an even greater scale.

Because this is one of Facelift’s top strengths
as a social media tool, we even wrote a sepa-
rate guide for companies looking to scale their
efforts around the world, which you

Carrefour, the multinational grocery chain and
wholesaler, operates over 12,000 stores in
more than 30 countries. Carrefour taps into
its local markets by using individual social me-
dia pages, namely Facebook, to reach people
hear its store locations. This, plus the com-
pany’s need for operating multilingual social
profiles for their international pages, meant
they needed to do some serious scaling.

By creating a single, unified editorial plan, and
synchronizing their many social media opera-
tors, Carrefour was able to use social media
as a significant driver of online success. You
can read their story right and learn how
they used Facelift to help manage all of these
profiles in a single place.



ALIGNING SOCIAL MEDIA
OBJECTIVES WITH BUSINESS GOALS
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A strategic approach to social
media involves alighing objectives
with the broader business goals of
the company. This alignment en-
sures that social media initiatives
contribute directly to the growth
and success of the business.

For example, if a business goal

is to increase market share, the
social media strategy should focus
on reaching new audience seg-
ments that represent the desired
marked, showcasing unique selling
propositions (USPs), and driving
conversion-oriented campaigns.
Similarly, for goals related to
customer retention and preser-
ving revenue, the focus could be
on community building, customer
service, and engagement through
value-driven content.

TO EFFECTIVELY ALIGN
THESE OBJECTIVES,
COMPANIES NEED TO:

REGULAR REVIEW AND
ADAPTATION:

Continuously monitor the performance of so-
cial media activities against these KPIs and
adapt strategies as needed. This dynamic
approach ensures that social media efforts
remain relevant and impactful. We suggest
monthly reporting and reviews by relevant
stakeholders.

CROSS-DEPARTMENTAL
COLLABORATION:

Encourage collaboration between depart-
ments (marketing, sales, customer service,
etc.) to ensure that social media strategies
are comprehensive and encompass various
aspects of the business. Regularly inform
stakeholders within these departments of
important developments and results and
invite them to contribute their thoughts.
But, be careful not to incorporate too many
voices into content or you may find the mes-
sage become diluted or convoluted.

& Facelift

SET CLEAR KPIS:

Establish social media key performance
indicators (KPIs) that correlate with business
goals, whether it’s increasing brand awaren-
ess, generating leads, or improving customer
satisfaction. These can be as simple as wat-
ching follower growth over time, to asses-
sing

INNOVATIVE CONTENT STRATEGIES:

Develop content strategies that reflect and
enhance the brand's message, positioning
social media not just as a broadcasting
channel but as a medium for storytelling and
customer connection. This could mean not
simply reposting blog articles, but taking
advantage of the wide range of social media
posting types, such as carousels, short
video such as Stories or YouTube Shorts, or
experimenting with newer products such as
Instagram's Threads.



ENGAGING STAKEHOLDER
THROUGH COLLABORATIVE
SOCIAL MEDIA EFFORTS

1

IDENTIFYING AND TARGETING KEY
STAKEHOLDERS

The first step in engaging stakeholders through
social media is to identify who they are. Stake-
holders can include customers, potential custo-
mers, employees, industry influencers, and even
competitors. Companies can segment their au-
dience based on demographics, interests, enga-
gement patterns, and more. This segmentation
allows for a more targeted approach, ensuring
that the messaging resonates with each group.

For instance, Linkedln may be more suitable
for engaging with industry professionals, while
Instagram could be more effective for reaching
a younger consumer base.

/

CRAFTING AND DELIVERING
TAILORED MESSAGES

Once key stakeholders are identified, the next
step is to craft messages that appeal to these
groups. This involves understanding their needs,
preferences, and pain points. Collaborative ef-
forts across departments can provide a
360-degree view of what each stakeholder
segment values.

For example, marketing teams can work with
sales and customer service departments to
understand customer feedback or FAQs, and
incorporate it into the messaging. Personalized
content, whether in the form of direct messages,
tailored posts, or targeted ads, can significantly
increase engagement and brand loyalty.

& Facelift
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BUILDING AND NURTURING ONLINE
COMMUNITIES

Social media offers an unparalleled platform for
building online communities. Regular engage-
ment through Q&A sessions, live videos, webi-
nars, and interactive posts keeps the community
active and engaged. For example, creating a
Facebook group for users of a particular pro-
duct can provide valuable insights into user
experiences simply by observing them create
their and how they
interact with one another, while also offering a
platform for peer-to-peer support and advocacy.
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TOOLS AND METRICS FOR in advanced is another industry leader in

STAKEHOLDER ENGAGEMENT social media data collection and ana- social media sentiment monitoring. It

lysis. It's also the perfect way to build provides advanced consumer intelligence

exceptional, detailed reports suitable that can help fuel more informed social

for companies or campaigns of any size. media decisions. Facelift did a webinar

Furthermore, it integrates with Facelift. together with Talkwalker, which you can
watch

Effectively engaging stakeholders on social
media also requires the right tools and me-
trics. Tools like social listening platforms, ana-
lytics dashboards, and customer relationship
management (CRM) integrations can provide 0
valuable data on stakeholder engagement.
Metrics such as engagement rate, sentiment
analysis, and conversion rate offer insights
into the effectiveness of social media efforts.
There are several tools your business can

use to analyze your top KPIs as well as build
high-quality reports that fulfil stakeholder
requirements.

In addition Take advantage of top tools to regularly
to simplifying day-to-day social media review the metrics that are most important to
functions, helping with campaigns, and your campaigns and stakeholders. This helps
bringing large teams together for in refining strategies and improving engage-
collaborative purposes, it also provides ment across the platforms you use.
state-of-the-art analytics and reporting,
driven by quintly.




MANAGING BRAND REPUTATION

VIA SOCIAL MEDIA

)
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IMPACT OF SOCIAL MEDIA ON
BRAND PERCEPTION

Consumers and even other businesses and
organizations expect that your brand is visible
and active on their favorite social media plat-
forms. In fact, the absence of your brand from
any social platforms sends a message that
you do not wish to be present or engage with
users. In 2024 social is no longer an option,
and larger organizations with broad audiences
will likely find themselves present across all of
the major industry names.

Standing out online is hard, even for massive
companies, and those with no large, bold, and
holistic social media presence will be able to
compete for brand visibility.

Every post, tweet, or comment made by a
brand contributes to its overall image. Positi-
ve engagements can bolster a brand's reputa-
tion, while negative interactions can damage
surprisingly quickly.

Social media amplifies customer voices, mea-
hing that a single customer's experience can
influence the perception of many others, and
this form of rapid, real-time social proof can
be a huge boon, or a curse.

CRISIS MANAGEMENT IN
THE DIGITAL AGE

The real-time nature of social media demands
quick and effective responses during a crisis.
These responses heed to be laser focused on
preventing viral negativity from spreading, and
they need to be acted upon very quickly.

Whether it's addressing a product issue or
responding to a PR mishap, how a company
handles crises on social media can significant-
ly impact its reputation. Effective crisis ma-
nagement involves acknowledging the issue,
responding promptly and appropriately, and
taking steps to resolve the situation. Transpa-
rency and empathy in communications are key
to maintaining trust with the audience.

We wrote a lengthier guide to social media
management in a crisis that you can

A good PR team or external agency
helps as well. Facelift helps your social
media team collaborate on content and
reactions with your PR team, either
internally or externally, due to unlimited
users and role customization.

& Facelift

PROACTIVE REPUTATION BUILDING
STRATEGIES

Proactive reputation management on social
media involves regularly creating and sharing
content that positively reflects the brand's
values and messaging. This includes engaging
stories, customer testimonials, and content
that showcases the company’s contributi-
ons to the community or industry. It’s about
creating a narrative that resonates with the
audience and positions the brand positively in
their minds.

REAL-TIME BRAND REPUTATION MO-
NITORING AND RESPONSE TACTICS

Monitoring what is being said about your
brand online is crucial for managing reputa-
tion and there aren't many clearer places to
see that conversation than on social media.
Tools that track mentions, keywords, and
sentiment help in gauging public perception
and identifying potential issues before they
escalate. Responding promptly to both positi-
ve and negative feedback shows that a brand
is attentive and cares about its customers.



MANAGING BRAND REPUTATION

VIA SOCIAL MEDIA
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WHAT’S THE BEST WAY TO DO THIS?

0 Analyze sentiment: Regularly use tools to analy-
ze the sentiment of posts and comments about
your brand. One tool for this is Talkwalker.

() Engage regularly: Ensure consistent engage-
ment with your audience, responding to both
positive and negative feedback. Be sure to find
a comfortable, sustainable content publishing
rhythm and address engagement as quickly as
possible.

0 Prepare response templates: Develop adapta-
ble templates for common types of social media
interactions. We have created a series of tem-
plates in native English and German that you
can download free here. Facelift also provides
response templates to users.

0 Assign a response team: Desighate a team spe-
cifically for monitoring and responding to social
media activity. Unlimited Facelift users facilita-
tes dedicated community management and/or
PR collaboration.

0 Review analytics weekly: Schedule weekly re-

views of social media analytics to identify trends
and adjust strategies. Facelift's reporting and
analytics dashboards, powered by quintly, are
always available to your teams.

Categorize feedback: Quickly categorize social
media feedback into complaints, inquiries, and
positive comments. Facelift's unified inbox helps
your team do this.

ABOUT OUR RESPONSE TEMPLATES

the importance of effi-
cient and effective communication in main-
taining brand reputation. To assist busines-
ses in this endeavor, Facelift has created a
suite of pre-made social media customer ser-
vice response templates. These templates,
available for free download, are designed to
help businesses respond quickly and appro-
priately to various customer interactions on
social media, ensuring consistent and pro-
fessional communication.

& Facelift



FUTURE TRENDS IN SOCIAL
MEDIA COLLABORATION
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Al AND VR TRENDS AND THEIR IMPACT
ON COLLABORATION

The future of social media and collaboration is
poised to be shaped by emerging technologies like
Artificial Intelligence (Al), Augmented Reality (AR)
and Virtual Reality (VR).

Al is expected to revolutionize social media manage-
ment by offering advanced analytics, enhanced con-
tent personalization, and more efficient customer
service through chatbots and automated responses.
In fact, it's already doing so. Facelift itself features

, who helps provide con-
tent concepts and is powered by ChatGPT.

Imagine Al tools that can predict content perfor-
mance or suggest optimal posting times based on
advanced analytics. This isn't some distant fantasy
in the slightest.

CHANGES IN Al FOR SOCIAL MEDIA

Al-Powered personalization: Artificial intel-
ligence can enhance collaborative efforts by
providing teams with advanced analytics and
insights into user behavior. This data-driven ap-
proach enables more strategic content creation
and campaign planning. You can already do this
with quintly and Facelift!

0 Growth of voice and conversational platforms:
The rise in voice search and conversational Al
opens up new avenues for collaborative social
media strategies. Teams can work together to
optimize content for voice search and drive
further engagement in a way that modern cus-
tomers wish.

0 Predictive Analytics for Proactive Engagement:
can be a game-
changer in strategizing social media efforts. It
allows teams to collaboratively anticipate and
plan for future trends, customer needs, and
engagement opportunities.

& Facelift




FUTURE TRENDS IN SOCIAL
MEDIA COLLABORATION
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VR and AR are also powerful technolo-
gies that have been gradually making
their way into the mainstream over the
past decade. Here are two implications
for these pertaining to strategic social
media management:

Enhanced Interactive Campaigns: AR
and VR technologies enable the crea-
tion of highly engaging and interactive
social media campaigns. This opens
up creative avenues for collaboration
among marketing, design, and tech-
nology teams to produce immersive
brand experiences, product demon-
strations, or interactive storytelling
that can captivate the audience in
novel ways.

Cross-department collaboration for
immersive experiences: Implementing
AR and VR in social media strategies
requires close collaboration between
different departments. For example,
the IT and tech teams might need

to work with creative and marketing
teams to ensure that the technological
aspects of AR/VR content are seam-
lessly integrated with the creative
vision and marketing goals.

The possibilities for VR and AR are
limitless, and many ideas that we
cannot currently conceive of will likely
come forth in the coming years. These
technologies can still be quite expensi-
ve and/or resource intensive to create,
but larger, scaling companies looking
for an additional competitive edge on
social media will need to embrace bol-
der, more innovative technologies and
techniques to reach their audiences
where they are, and the way they wish
to be reached.

MORE ON PREDICTIVE ANALY-
SIS FOR FUTURE PLANNING

Predictive analysis is set to become a
cornerstone in social media strategy.
By leveraging data on past perfor-
mance and current trends, brands wiill
be able to anticipate future develop-
ments more accurately. This can lead
to more effective content strategies,
better-targeted advertising campaigns,
and improved customer engagement.

Predictive analytics could help identify
emerging trends within specific demo-
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graphics, allowing brands to tailor their
content to these preferences before
they become mainstream. For exam-
ple, fashion brands can analyze TikTok
influencers' content early to identify
growing names and styles. They can
then pre-emptively create content that
promotes their wares earlier than their
competitors, and even collaborate with
the influencers in a faster, more stre-
amlined way.

Predictive analysis easily extends
itself to collaboration within your own
organization, where insights from va-
rious departments can be integrated
to forecast and plan more effectively.
This holistic internal approach can
lead to more coherent and successful
social media strategies, fully aligned
with overall business objectives, and
understood by all.
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COLLABORATIVE SOCIAL MEDIA
STRATEGY AT THE EXECUTIVE LEVEL

FOSTERING A CULTURE OF
COLLABORATION IN SOCIAL MEDIA

busy to prepare their own publications, or who wish
to spread the company's other content to their large
professional networks. It is the ideal solution for:

Creating a culture that values collaboration and ~—
integrates social media at its core is essential for () Busy executives looking to not just participate in “\i\\

modern businesses. This requires executive-level their organization's social media, but to lead it. “‘%
commitment to model and drive these values. Lea- ‘

ders can foster this culture by encouraging open
communication, sharing of ideas, and cross-depart-
mental projects that utilize social media tools.

For example, internal campaigns or competitions that
encourage teams to collaborate on social media pro-
jects can be a great way to start. It's about building
an environment where social media is not seen as a
siloed marketing tool but as a collaborative platform
that can benefit various aspects of the business.

One solution to this is Social Share, an unlimited
Facelift feature included in all plans that allows social
media teams to "seed" pre-curated content to their
own organization for easy sharing. It can be used at
any level, including for executives who may be too

() A unified, high-quality content strategy that
is synchronized throughout the company that
sends a single message.

0 Employee brand evangelism providing a
high-level of internal social proof

() Quick and easy employer branding

L]



TRAINING TEAMS FOR EFFECTIVE
SOCIAL MEDIA COLLABORATION
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To ensure the success of a collaborative so-
cial media strategy, teams across the orga-
nization need to be equipped with the right
skills. This involves training not only on the
technical aspects of social media platforms
but also on how to communicate effective-
ly, how to align social media activities with
business goals, and how to analyze and act
on social data.

Customized training programs that cater to
different roles within the organization can

be highly effective. These could range from
workshops on content creation for marketing
teams to sessions on social listening for cus-
tomer service teams.

POLICY AND GOVERNANCE FOR
CORPORATE SOCIAL MEDIA USE

The vast majority of companies of any size

do not strictly police their employees' social
media pages, and that's probably for the best.
While there are famous, high-profile examples
of employees losing their jobs over extreme
views or behavior, for the most part it is best
for employers to stay out of it, and we do not
advocate for strong policing of private profiles
under most circumstances.

However, there are still things that do concern
an organization, and many employees, per-

haps through no real fault of their own, may
not have the prior understanding of social
media operations in a corporate environment.

Establishing clear policies and governance
structures is critical to ensure that social
media activities align with the company’s ethos
and regulatory requirements. This involves set-
ting guidelines on the type of company-related
content that can be posted, the tone of voice
to be used, how to handle customer data, and
how to respond to crises. Social media needs
at your company need to be reflective of its
message architecture. Message architecture is
how your organization decides how it wishes
to identify itself to stakeholders, customers, its
own employees, and society in general.

It's also important to have a system in place
for monitoring compliance with these policies.
Regular audits and reviews of social media
activities across offices or teams can help
identify areas for improvement and ensure
that the company’s social media presence is
both effective and responsible.

To be clear, we are not referring to most pri-
vate profiles such as an employee's personal
TikTok or Facebook page. These guidelines
are focused on company pages operated by
different teams throughout an organization,
such as international offices working toge-
ther, or multiple departments. For example, it

& Facelift

is just as important for your HR department's
job listings to be properly branded and follow
tonality and design requirements as it is for
your product advertisements. Your Italian
office shouldn't be branding itself differently
from your Japanese office, barring special
circumstances.

Linkedln is a gray area as well, because many,
if not most, Linkedln users are there specifi-
cally for professional networking and are likely
to be publishing company-related content.
This isn't a bad thing, and you should still be
tolerant of your employees' views and self-ex-
pression, but it does make sense to monitor
higher-profile individuals, particularly at the
executive level, simply to ensure that everyo-
ne has the same understanding of how their
voices matter.

, Which allows dedicated social
media teams to pre-write properly branded
materials for executives or others whose
accounts are linked. This means that you, as
a CMO, for instance, can have content publis-
hed non-invasively and securely to your own
Linkedln account by your own content team
without lifting a finger. This is particularly
useful for executives who may not be social
media experts themselves, but still wish to
capitalize on their extensive networks or build
a personal or brand reputation.
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FACELIFT IS YOUR

SOLUTION TO
SOCIAL MEDIA
ORCHESTRATION

Designed specifically to help businesses
ready to break down silos and enhance cross-
functional teamwork, Facelift offers an all-in-
one social media management solution that
caters to your evolving needs, including:

() Unlimited user access: Foster limitless
collaboration across teams, departments,
and international borders with unlimited
users, ideal for scaling businesses.

0 Social Share: Capitalize on your greatest
resource - your people! Curate and pro-
perly brand company content then push
it to your employees so they can share it
on their own networks. Perfect for brand
ambassadors or influencers!

20

©

©

Cross-team collaboration: Encourage
seamless interaction and idea-sharing
among marketing, sales, customer ser-
vice, external partners, and more, and
utilize custom user roles and permissions.

Cutting-edge analytics and reports:
Leverage real-time data and predictive
analytics for informed decision-making
and strategic planning with quintly, our
industry-leading data tool

Comprehensive editorial calendar and
scheduler: Take advantage of Facelift‘s
publisher to plan and create content,
then publish it across as many platforms
as you like in a single click

©

©

Comprehensive engagement tools: Enga-
ge your audience effectively with a unified,
customizable inbox that can be synchroni-
zed with specific users.

Expert support and training: Gain
access to our dedicated support and tai-
lored training programs to maximize your
social media efforts.

-

~
If you‘d like to learn more about the-

se features and more, follow this link

to schedule a demo with one of our
product experts. We‘d be happy to walk
you through all the benefits and offe-
rings that Facelift has to offer. It's free,
non-committal, and easy to schedlule.

J




© Facelift

COMPANY-WIDE
SOCIAL MEDIA
MANAGEMENT
FOR MARKET
LEADERS AND
CHALLENGERS

With Facelift, successful companies confidently manage their
social media activities in a central workspace - and optimize their
teamwork across all channels, target groups, campaigns, and
departments.

# Download on the GET IT ON
@& App Store ® Google Play




