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Businesses today no longer need worldwide name recognition,
multimillion-dollar television advertising campaigns or a popular
CEO to reach a mass audience. Although these factors certainly
help when it comes to reputation building, social media has made
it possible for companies of any size to engage customers through
platforms such as YouTube, LinkedIn, Facebook and Twitter.
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However, choosing which programs to

implement – and who should oversee

them – presents a key challenge for many

organizations. With countless tools and

platforms available to them, businesses

must carefully prioritize based on their

resources and goals.

Making the right choices can be especially

daunting if your team lacks internal social

media expertise. To launch successful pro-

grams, companies need professionals who

can use emerging channels to provide

value to customers while also integrating

them into existing business practices. Find-

ing employees with the appropriate skills

and backgrounds can mean the difference

between a compelling presence that helps

you understand and relate to your target

audience versus a program that yields few

meaningful results.

This guide is designed to help you identify

potential uses of social media for your org-

anization, as well as the types of profes-

sionals who can implement key programs.

Whether your firm is establishing an initial

presence, ramping up new campaigns or re-

fining ongoing efforts, The Creative Group

can help you simplify the process and plan

more effectively. We hope you find this in-

formation useful and invite you to contact

us at 1.888.846.1668 for help with any of

your staffing or management needs.

Introduction



4 THE CREATIVE GROUP

10
To Ask

Questions

It’s impossible to have all of the answers for putting
together a high-impact social media program if you
haven’t asked the right questions.
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In many companies, being

distracted by the “cool factor” of

emerging platforms can lead to premature

investments in personnel and programs. On the

other hand, firms that wait too long to invest can

quickly fall behind. The following 10 questions are

designed to help you identify your key social media

objectives and tailor your strategies accordingly. In

addition to helping you assess your true social

media needs, these questions also can guide

your discussions with colleagues throughout

your organization, ensuring everyone is

working toward the same goals.
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Ask stakeholders throughout the organization for their views

on what would be the ideal outcome from the program. Also,

be realistic in terms of what you hope to achieve given your

company’s resources. Often, it’s best to start with a pilot project

or two to validate your business case before making a more

significant investment.

IDENTIFY YOUR OBJECTIVES EARLY IN THE

PROCESS, AND BE AS SPECIFIC AND TARGETED

AS POSSIBLE WHEN DEFINING YOUR GOALS.

1
What do you hope to gain from
your social media presence?

Support the launch of a new product?

Enhance your customer service efforts?

Provide additional tools for your sales force?

Build buzz around specific causes or topics?

DO YOU WANT TO:

What is your primary objective?
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Twitter
23%

LinkedIn
59%

Facebook
44%

PERCENTAGE
OF ADVERTISING AND

MARKETING EXECUTIVES
WHO REVIEW THE

FOLLOWING SOCIAL MEDIA
ACTIVITIES OF POTENTIAL HIRES:

Source: Survey of 250 advertising and
marketing executives by The Creative
Group. Multiple responses permitted.



The answers will affect everything, from big-picture

objectives to daily networking activity and customer

interactions. Reach out directly to sales and service

teams and other frontline staff, as well as current and

potential customers. Determine what kind of interac-

tions via social networks would resonate most with your

audience and deepen your customer relationships. To

encourage engagement, plan to offer tangible benefits

to your Facebook fans and Twitter followers, such as

exclusive deals and complimentary items, a sneak preview

of company news, or insight and advice that would be

tough to find elsewhere.
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IF YOU’RE NOT SURE, FIND OUT.
2

How do your customers want
to engage with you?

WAS THE TOP WORD of 2009
based on The Global Language Monitor

Click here for full story >

“Twitter”
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The saying, “If you build it, they will come,”
isn’t necessarily true of online networks.

You may more effectively achieve your goals by joining existing communities

rather than creating a new presence. For example, perhaps an employee could

participate in a LinkedIn group focused on your industry. If you decide to go out

on your own, be sure to have a plan for developing a following. You can publi-

cize your social media presence in a variety of ways – through your website, online

and offline branding campaigns, press materials and e-mail messages, and in

recorded messaging customers hear when they call your office. If your company

has affiliate divisions or partnerships with nonprofits or other organizations,

promote your efforts via these groups as well.

3

Should you
build or join?
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Social media fosters a two-way conversation,

and the commentary may not always be positive.

Although the benefits of participating in these

dialogues could far outweigh the risks, it’s wise

to evaluate, specifically, what those risks are and

how to mitigate them. It’s especially important

to be aware of any legal issues. For example,

could proprietary information be exposed through

public networks? Be sure to include your legal

counsel in all discussions at the outset. Also, before

launching a program, make sure the organization

is ready to act on the feedback it receives, both

positive and negative. The information gained can

be a catalyst for improving service and creating

“customer evangelists” who actively promote

your brand.

4
How much control do you
require, and how thick is
your company’s skin?

Most firms recognize that implementing an interactive
strategy means relinquishing some control to the community.
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was selected as the
New Oxford American

Dictionary’s 2009
Word of the Year

Who is ultimately accountable for social

media strategy and execution? This leader

will drive overall program direction, engage

other groups in the organization, secure

executive buy-in, hire staff and augment

efforts as necessary. In many companies,

this responsibility rests with the most sen-

ior marketing or communications executive.

Before initiating any program, the social

media leader should clarify the level and

frequency of top executive involvement.

Given the nature and pace of interactive

programs, it’s not feasible to seek input and

approval for every post or tweet. If multiple

approvals of key initiatives are involved, you

may want to consider establishing a senior-

level committee to evaluate and approve

programs. Many firms have groups con-

sisting of legal, human resources, customer

service, marketing, communications and

information technology executives who col-

lectively review all social media programs.

5

Who are the key
stakeholders, and where
will the buck stop?

“Unfriend”
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Perhaps most important, who is currently available to implement the program?

Before looking outside to hire additional freelance or full-time staff, think

about current employees who have expressed an active interest in social

media tools and trends. When giving people added responsibility, consider

their current skills, interests, workload and knowledge of the company and

industry. Consider which aspects of the program will be short term and

best handled on a project basis (e.g., developing an application for Facebook)

versus long term and best performed by full-time staff (e.g., contributing

to a blog or providing ongoing customer support).

6

What qualifications are necessary to represent the
company using social media channels?

WHO ON YOUR TEAM CAN BE COUNTED ON TO EDUCATE OTHERS

ABOUT BEST PRACTICES AND GENERATE ENTHUSIASM?

Which existing staff
members can – and should –
support the effort?



If you choose the latter path, you will need to develop

best practices and hands-on training to ensure a consistent

representation of your brand’s “voice.” You’ll also need to

equip workers with the necessary tools and software. Even

if you plan to rely solely on a select team to represent your

brand via social media, all staff members should be pro-

vided with company guidelines regarding posting content,

managing feedback and handling negative commentary.

Most organizations post their policies online. Work with

your legal and human resources teams to develop guide-

lines that are right for your organization.

7

How will you set up your
employees for success?

ARE YOU PLANNING TO ENGAGE WITH YOUR

CUSTOMERS VIA A CORPORATE PRESENCE ONLY,

OR ARE YOU EMPOWERING ALL EMPLOYEES TO

REPRESENT THE BRAND?

THE CREATIVE GROUP 13
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Most interactive tools are free, but there are expenses involved in maximizing

their use for your organization. For example, establishing a Facebook pres-

ence isn’t costly, but advertising can help drive traffic. Consider all resources

when developing your budget, including time to create, implement and

maintain your presence; additional staff to hire on a full-time and contract

basis; and activities to continuously engage and build your community.

8

How much will you budget?

9 What’s the plan for integration?

$

Social media efforts should complement your traditional

public relations and marketing programs. Consistency across

all platforms and in all messaging will help ensure a more

vibrant brand presence. Decide how your public relations

and marketing teams will be involved with social media

efforts to help produce positive overall results. If your

company has regional or international offices, you’ll want

to identify early on how to keep your programs in sync.

$ $ $



There are many ways to

evaluate the success of your

efforts. Popular metrics include

increases in traffic, membership, positive

feedback, referrals, revenue growth and

mentions on other sites. Look carefully at your

goals to determine what blend of metrics will

be right for your firm. Also consider how

you’ll shift gears: If your initial efforts fail

to produce the results you want, what

resources can you tap to

strengthen your program?

THE CREATIVE GROUP 15

10 How will you
measure success?
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Once the stakeholders
within your company have

agreed upon the answers to key
questions and developed an initial

social media strategy, you may
find yourself in need of additional

personnel to develop and
maintain your program.

Positions in Demand &Job Descriptions

Following are general job descriptions for

some of the most in-demand positions.
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Director of
Social Media Strategy
Creates and manages overall social media
presence. Develops creative, marketing and
monetization strategies. Integrates ideas
and strategies into holistic marketing and
communications plans to ensure consistent
branding across multiple platforms. Presents
ideas, budget and staffing plans to senior
executives and department heads; builds
consensus and gains support. Develops sys-
tems to track and measure program metrics.
Builds strategy for addressing potential cri-
sis issues via social media tools. Monitors
broader industry and interactive trends;
incorporates new tools and strategies as
appropriate. Position may also be called
Director of Interactive Strategy.

Interactive Project Manager
Plans, organizes and executes multimedia
projects. Meets with clients to understand
needs, determine specifications and coor-
dinate planning. Strong interpersonal skills
and an eye for detail are essential, as is the
ability to communicate effectively with
both technical and creative teams. Position
may also be known as Project Leader or
Media Consultant.

Interactive Strategist
Develops social media campaigns and con-
tent, as well as initiatives that encourage
social interaction. Engages counterparts in
multiple departments (such as public rela-

tions, marketing, technology and customer
service) on program strategy, execution and
implementation. Develops recommendations
to address shifts in trends and activity. Es-
tablishes schedules for campaign creation
and maintenance. Gains placement on social
news sites. Creates and enforces social media
guidelines. Monitors competitive activity.
Position may also be called Digital Strategist.

Community Manager
Engages with online community, participates
in conversations and addresses problems as
they arise. Highly skilled in the most popu-
lar interactive tools; may instruct others on
usage. Monitors the brand’s reputation
throughout the online space and escalates
potential crisis issues to appropriate people
in the company. Provides regular reports
on usage and activity. Coordinates with dif-
ferent departments and people to ensure
consistency and transparency.

Interactive Traffic Manager
Responsible for trafficking online initiatives,
including advertising campaigns, inventory
reporting and analysis, and communicating
with clients throughout all stages of an initia-
tive. Additional duties may include assisting
a sales team to ensure sourced text links and
all copy and creative material are properly
tested and tracked; preparing online traffic
reports by sourcing appropriate data; and
manipulating data into weekly, monthly
and/or end-of-campaign reports.

For additional job descriptions and compensation information for these
positions, please visit www.creativegroup.com/SalaryCenter >
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The interactive space is still new: Twitter launched in 2006, Facebook in 2007 and

the iPhone App Store in 2008. It’s better to focus on a candidate’s level of success

in using these tools rather than his or her years of experience. If you seek candi-

dates with a certain number of years working in a particular industry or business

setting, state that instead.

.

They may be Facebook aficionados, but entry-level candidates aren’t necessarily the

best to task with social media implementation, which requires a big-picture approach

and thorough understanding of company objectives and history, multiple audiences,

and potential sensitivities. Be careful about which projects you assign to junior-level

staff, and provide supervision on execution and maintenance activity.

Building a strong web presence is not the same as building a strong interactive

presence. Web skills don’t necessarily indicate potential abilities or success in the

social media space. Look closely at candidates who have developed and executed

interactive campaigns with impressive results.

3
Key Hiring
Mistakes To Avoid

PLACING TOO MUCH OF A PREMIUM ON YEARS OF EXPERIENCE

PUTTING LESS-EXPERIENCED STAFF MEMBERS IN OVER THEIR HEADS

EQUATING WEB WITH INTERACTIVE EXPERIENCE
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BENEFITS OF A

Flexible Staffing Strategy
New programs can fluctuate in their intensity and the
personnel needed to manage them. Depending on your
goals and current staffing levels, you may decide not
to hire full time now. Instead, you might bring in a
contract professional or team of project workers to
build a strategy or execute a major program. You can
hire freelancers as needed to provide support, educate
staff and implement new strategies or platforms.



Interviewing for social media roles

can be tricky because, in many cases, the

candidate may know more about the interactive

environment than the hiring manager. Use the

meeting to assess the applicant’s passion for social

media and interest in your organization, as well as his

or her ability to relate to others who may not have ex-

tensive knowledge about the space. These points are

critical in determining how this person will fit in and

work with others. For instance, does the candidate

come across as entitled and arrogant, or have a

knack for inviting conversation and speak-

ing to the needs of the business in a

way anyone can grasp?

20 THE CREATIVE GROUP

TheInterview



• Passion for social media

• Ability to innovate and
adapt easily to change

• Thorough understanding of
social media space and those
who participate within it

• Empathetic mindset and
service-oriented attitude

• Ability to think strategically

• Proven success in launching
campaigns and building
communities

• Ability to work cross-
functionally and implement
programs and program
changes rapidly

• Excellent presentation and
writing skills

• Ability to educate and
influence at all levels of the
organization

• Intellectual curiosity and a
strong sense of what’s
newsworthy

• Sense of humor and creativity

Skills/Experience
Background
Required

• Describe your most successful social media
campaign. How did you track and measure success?

• What would be the first step you would take in
enhancing our social media presence? What could
we be doing that we’re not?

• If hired for this role, how would you go about engag-
ing different groups throughout our organization?

• What are your three favorite social media campaigns
and why?

• What’s the biggest social media mistake you’ve
seen made – either by a company or an individual?

• Can you describe a company or person who you think
has a particularly strong social media presence?
What makes this organization/person so successful?

• Tell me about a concept that did not execute as well
as you planned. Why did it fail to meet expectations,
and how did you handle the situation?

• How do you describe the importance of social
media to those with little experience or knowledge
in this area?

• Tell me about any challenges you have encountered
when securing approval for concepts. How did you
handle them?
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THE FOLLOWING QUESTIONS CAN HELP YOU

DIG DEEPER INTO THE CANDIDATE’S

EXPERIENCE, PASSION AND FIT FOR THE ROLE:

FOLLOWING ARE SOME OF

THE MOST FREQUENTLY

REQUESTED REQUIREMENTS

IN SOCIAL MEDIA POSITIONS:
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• 50 WAYS MARKETERS CAN USE SOCIAL MEDIA
TO IMPROVE THEIR MARKETING, chrisbrogan.com >

• FACEBOOK FOR BUSINESS SUPERGUIDE,
Interactive Insights Group >

• FREE SOCIAL MEDIA MONITORING TOOLS,
Take Me To Your Leader >

• iMEDIA CONNECTION PODCASTS >

• MARKETING MATTERS WITH M7 >

• MASHABLE, THE SOCIAL MEDIA GUIDE >

• SOCIAL MEDIA GOVERNANCE: POLICY DATABASE >

• SOCIAL MEDIA MARKETING GUIDE, SEOmoz >

• THE SOCIAL 7 >

• TWITTER TOOLS LIST >

The Web is full of information on how businesses can benefit
from social media. Following are 10 free online resources that can
help as you create your social media strategy:

10 Resources
Additional



Facebook

Number of active users:
More than 400 million

Percentage of active users
who log on to the site in any

given day: 50%

Number of local businesses with
active Pages: 1.5 million

Source: Facebook
Press Room, Statistics (March 2010) >

MEDIAN AGE OF A TWITTER USER

Source: Pew Internet & American Life Project
(October 2009) >

31

YouTube

Number of hours of video
uploaded every minute: 20

Source: YouTube
Fact Sheet (March 2010) >

LinkedIn

Number of members:
More than 60 million worldwide

Source: LinkedIn (March 2010) >

iPhone

Number of apps available:
More than 100,000

Number of downloads per day:
More than 10,000

Source: Apple press release (November 2009) >
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Conclusion
Social media offers businesses the opportunity to interact directly

with customers, clients and the general public, sharing company

news and information with key audiences and gaining useful feed-

back. Without question, this area is ripe with potential, but like

any significant opportunity, it isn’t without risk. Firms that agree

upon their objectives and carefully staff this function according to

their overall needs and goals will be best positioned to avoid poten-

tial pitfalls and capitalize on the rich rewards this area has to offer.
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As you develop your social media strategy

and staff, keep in mind the extensive net-

work, industry insights and complimen-

tary resources provided by The Creative

Group. Our offices in the United States

and Canada represent more than 100,000

creative and communications profes-

sionals – including top-notch interactive

specialists – who can assist with your

social media development efforts.

Our account executives work with a wide

range of clients to assess their organi-

zational needs, help plan an effective

staffing strategy and quickly provide the

appropriate creative talent. Whatever

challenge or question you face in devel-

oping your programs, we’ve likely assisted

others with similar issues and can help

you based on our experience. We also

have a number of online resources and

booklets, including our Salary Center and

workplace research, to help guide your

overall hiring, management and career

development efforts.

For more information or assistance in

addressing your staffing requirements,

please call 1.888.846.1668 for the office

nearest you or visit us at

www.creativegroup.com >



About The
Creative Group

The Creative Group
specializes in placing highly skilled

creative, advertising, marketing and web
professionals. We represent a wide range of

social media and interactive strategists, Flash and
InDesign experts, brand managers, multimedia

specialists, communications professionals and more.
The professionals we place are evaluated using

TalentMatchTM, our proprietary evaluation process that
includes a personal interview and skills testing. Firms

appreciate that our internal account managers
typically have prior experience working within
the creative industry, which helps them better

understand their clients’ needs and their
freelancers’ unique talents.

For more information, visit www.creativegroup.com >

FOLLOW US ON
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Facebook facebookLinkedIn Twitter
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