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Deﬁning Social Business
Strategy & Planning
CHAPTER TWO
By Michael Brito
 


	2. T H E  N E X T M E D I A . C O 
THE BOOK IN A NUTSHELL …
Team Structure &
Organization!
Planning!
Content Narrative!
& Brand Strategy!
PLANNING
Content Execution
& Delivery of
Planned Content!
Real-Time
Command Center
Operations!
Creative
Newsroom
Deployment!
Converged Media
Models!
SOCIALBRAND"
&CONTENTSTRATEGY
EXECUTION
SOCIALBUSINESS"
STRATEGY
Social Business
Center of
Excellence!
!
Enterprise
Collaboration!
!
Identify Roles &
Responsibilities!
ENABLEMENT
Content Audit!
!
3rd Party
Research!
!
Internal
Stakeholder!
Audits!
!
Enterprise
Collaboration!
Technology
Adoption &
Deployment!
!
Content
Governance
Models!
!
Customer &
Employee
Enablement!
Cross-team
Collaboration!
!
Multiple
Stakeholder
Alignment!
!
Content,
production &
Analytics
Integration!
Workﬂow
Management!
!
Integration With
Paid Media Team!
!
Technology
Partnerships 
(3RD Party
Publishers)!
MEDIA COMPANY
TRANSFORMATION
INFRASTRUCTURE
Employee &
Customer
Advocacy!
Content: Your brand
becomes a content
machine and produces
game changing content
day in and day out.!
 !
Relevant: Your brand
produces quality content
that changes customer
behavior. !
 !
Recent: Your content is
recent and in many
cases, real-time without
the approval bottlenecks.!
 !
Omnipresent: Your
content is everywhere –
search, social, word-or
mouth.!
 !
Agile: Your brand
becomes a content
organization and has the
ability to produce
compelling content at a
moments notice. !
 


	3. T H E  N E X T M E D I A . C O 
SOCIAL BUSINESS STRATEGY 
DRIVES BRAND TRANSFORMATION
Chap. 2
Deﬁning Social Business Strategy & Planning
Figure 2.1 illustrates a timeline of how
social business is becoming top of mind
today. Back in 1995 when Al Gore ﬁrst
invented the Internet, customers have
been gaining inﬂuence. With the rise of
user generated content, technology
innovation and the ability for anyone with
Internet access and/or a mobile phone to
publish forms of media, it’s no wonder why
companies jumped into social media
headﬁrst. These dates can certainly be
argued, but in 2003, companies began to
create social media channels to engage
with these inﬂuential customers.
1995
Customers
Gaining
Influence
SOCIAL CUSTOMER
2003
Social Media
Runs
Wild
2008
Social
Business
Adoption
SOCIAL MEDIA
 SOCIAL BUSINESS
THE EVOLUTION OF SOCIAL BUSINESS
As you read through the rest of these chapters and ultimately ﬁnish this book, it’s important to get a ﬁrm understanding of what
social business means and how it can be implemented in your company. Whether you work for small ﬁrm or large enterprise, many
of the frameworks and models can be easily adopted and adapted to ﬁt your business needs. You should realize though that
deploying a social business strategy will never be the same in any two companies even if they are similar in size or sell competing
products. There are too many variables at stake when considering this business transformation. Leadership, culture, information
systems, employee behavior are different. They are also changing and evolving daily as leadership, managers and employees
cycle in and out of your company.
 
The transformation from brand marketing into a media company does not happen overnight. In fact, the foundation of this
transformation will revolve around the behaviors of your organization. Being able to identify the opportunity, scope out a plan,
inﬂuence change and ultimately achieve support from the c-suite is a process that can take 24 to 36 months, in some cases. A
social business strategy will help deliver this change systemically and with precision. But before we jump into dissecting social
business strategy, let’s ﬁrst discuss how we got here in the ﬁrst place.
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SOCIAL MEDIA HAS CAUSED
INTERNAL BUSINESS CHALLENGES 
Chap. 2
Deﬁning Social Business Strategy & Planning
If you Google “ﬁred for using
Facebook” or “ﬁred for using
Twitter” you will ﬁnd several
examples of random
employees getting ﬁred for
the things they are saying or
doing in social media ,,,,
Employees Inappropriate
Use of Social Media
1
You probably already have a
crisis communications plan
tucked away somewhere on
your laptop or in email
somewhere. Chances are
that you haven’t had to use
lately if that’s the case …
Outdated Crisis
Communication Models
Two things are happening in
your company today. Either
no one is measuring social
media marketing initiatives or
everyone is measuring it
differently. In either case, this
is a huge problem …
Inconsistent Social Media
Measurement Practices
Social media expansion into
new markets isn’t easy,
especially when you
consider the differences in
language and nuances that
make another culture
different from yours.
Expanding Social Media
Programs Globally
This is one of the biggest
problems for companies
today - content and
community management. A
2012 Altimeter study, A
Strategy for Managing Social
Media Proliferation …
Disjointed Content &
Community Practices
Whenever I speak at a
conference, I usually ask the
audience where they think
the social media job function
should report into. I give
them two options - corporate
communications …
Internal Confusion of Roles
& Responsibilities
2
 3
4
 5
 6
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PEOPLE
	
  	
  	
  	
  
Behavior Change
Cross Silo Collaboration
Executive Participation
Organizational Models
Stakeholder Participation

Social Media Governance
Technology Integration
Content Workﬂows
Metrics Framework"
Global Expansion 
Online Monitoring
Analytics Platform
Internal Collaboration
Content Platforms
Social CRM
PROCESS
PLATFORMS
It could be difﬁcult when you try and wrap your
head around social business. I don’t blame you at
all and it can get even more complicated when
everyone’s deﬁnition of social business is different.
I deﬁne social business as the following:
“A social business strategy helps evolve the
thinking and preparedness of an organization
bridging internal and external social initiatives
resulting in collaborative connections and shared
value for all stakeholders (customers, partners,
employees).”
At the core of this transformation is the people of
organization. Why? Because in order for true
change to happen in your organization, you need
to change ﬁrst. Your behaviors, the way you work
and the way you communicate and inﬂuence
others all play a crucial role in this transformation
process.
 
3 ATTRIBUTES OF A SOCIAL
BUSINESS STRATEGY
Change is often imitated and it’s based on actions. It’s like a manager who preaches work/life balance yet sends emails at 1:00 in the morning
and expects responses by 8:00 AM. It’ll never happen unless leadership changes its own behavior. Taking it back to this context, if you want to
drive social business adoption within your organization, you must, in turn become social and begin to build in social behaviors into your everyday
workﬂow. In addition to behavior change, this pillar also involves team and organizational structure. The easiest way to explain it is that you need
to build your teams in a way that allows you to scale operations internally. This could mean that you create a centralized team to manage all
social media initiatives; or a decentralized team that has more autonomy and freedom to try new things and innovate. It will also involve an
employee strategy that empowers, trains and enables them to engage with customers externally … (continued in the book.)
A social business strategy is needed to
transform your brand into a media company.
Chap. 2
Deﬁning Social Business Strategy & Planning
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Chap. 2
Deﬁning Social Business Strategy & Planning
The last pillar is platforms, or technology. Once behavior
change has manifested itself and you have documented
the processes and controls, the last thing to think about is
technology. Certainly, you may already have technology
solutions that you are already using and that’s okay. In
this case you will have to work backwards and attempt to
ﬁll in the gaps. As mentioned earlier in the chapter, the
social media vendor space is extremely crowded. There
are social CRM vendors (SalesForce, Nimble, InsideView,
SpredFast, Sprinklr), content publishing (Kapost,
Compendium, Relaborate, Cadence9, Contently,
Skyword), online monitoring (Radian6, Adobe Social,
Sysomos, PeopleBrowsr, Tracx, Netbase), brand
advocate platforms (Zuberance, Fancorps, Inﬂuitive,
Extole, Napkin Labs) and lastly, community platforms for
internal/external collaboration (Jive, Lithium, Yammer,
Social Cast, Igloo, and IBM Connections).
 
The list can potentially continue forever but as you can
see, there are several software vendors to consider so it’s
important that you plan accordingly and collaborate with
IT and build out a scalable road map for adoption.
A social business strategy can help companies change
organizational behavior, improve processes and expand into
new markets because the dynamic nature of business is
constantly changing. This is why many traditional
management-consulting ﬁrms are now expanding their
service offerings to include “social” (ﬁll in the blank) because
companies are now faced with new and improved
challenges of social media. The sole focus of social business
isn’t just about making business more social because it’s the
“thing to do” or to collaborate for the sake of collaboration. 
SOCIAL BUSINESS PLATFORMS!
Social business strategy
isn’t a theory, buzzword or
the “next big thing”. It’s
simply a natural business
evolution.
“
”
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Sprinklr is an enterprise-grade Social Media Management infrastructure provider, sometimes referred to as a Social Media Management System
(SMMS) or Social CRM. At a very basic level, the platform enables you to post content to multiple social media channels, monitor brand related
conversations, and engage in two way dialogue with customers. It also helps you analyze and engage with disparate audiences, build, manage, and
deploy social apps and perform extensive reporting and analytics. 
Chap. 2
Deﬁning Social Business Strategy & Planning
@britopian
FEATURED VENDOR
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FEATURED VENDOR
Featured Vendor
Sprinklr is an enterprise-grade
Social Media Management
infrastructure provider, sometimes
referred to as a Social Media
Management System (SMMS) or
Social CRM. At a very basic level,
the platform enables you to post
content to multiple social media
channels, monitor brand related
conversations, and engage in two
way dialogue with customers. It
also helps you analyze and engage
with disparate audiences, build,
manage, and deploy social apps
and perform extensive reporting
and analytics. While their platform
is…
Chap. 2
Deﬁning Social Business Strategy & Planning
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EARLY REVIEWS
Jascha Kaykas-Wolff, "
CMO, Mindjet
@kaykas 
There’s a difference between being a thought-leader and a do-
leader. Thought leaders can tell you what you should be doing,
but often have no practical, real-world experience translating
thought into action. Do-leaders, on the other hand, are seasoned
professionals who base their advice on what they’ve
accomplished and failed at -- a huge value add for any
organization. Michael Brito, Senior Vice President of Social
Business Strategy at Edelman Digital, is the epitome of a do-
leader.
In his book, Your Brand: The Next Media Company, he concisely
breaks down one of the biggest challenges brands face today:
developing, and more importantly living, their content strategy. By
deftly tying team roles and responsibilities to the management of
converged media programs, he takes a three-dimensional view of
content strategy that’s usually missed out on by leaders who push
for ideals over ideas. And unlike some tell-all handbooks with little
to offer besides tired to-do lists and recycled suggestions, he
does it through intelligently-structured narrative that’s peppered
with applicable, pragmatic advice. Your Brand belongs on the
bookshelf of every CMO.
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EARLY REVIEWS
A must read if you are serious about
using social business strategy to
transform your brand into a media
company!
Mei Lee "
Vice President, "
Digital Marketing"
Conde Nast
Michael Brito brilliantly dissects how to
achieve social media success through
techniques of the Mad Men era manipulated
in to the age of Twitter and Facebook.
Discover your audience and the power of
virtual brand ambassadors, while learning
how to successfully manage your online
presence and maximize your exposure with
quality content.
Kinsey Schoﬁeld
TV Personality, Journalist"
@KinseySchoﬁeld

Brito has written a practical and thoroughly
engaging book for brands looking to
effectively launch a sustainable social
business strategy. Whether early in the
process or evolving your current approach,
Brito's holistic view provides actionable
insights to help you navigate both the
internal and external challenges we all face.
I recommend this book to anyone who wants
their brand to remain relevant in a world
where meaningful and authentic connections
with social customers are now tables stakes!
Amy Kavanaugh "
Vice President "
Public Affairs"
Taco Bell / YUM Brands
In the social world, content rules. Michael's
book makes the case that in order for brands to
thrive in this brave new world, brands must
become content creators
Pete Cashmore
CEO, Mashable
@Mashable
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Social media is causing a fundamental shift in
the structure of business - both internally and
externally. At this tumultuous time, Your Brand:
The Next Media Company provides a clear
road map to guide your organization through
the decisions you need to make NOW to
ensure you stay relevant and evolve into a
media company.
EARLY REVIEWS
This is a great read for anyone who wants to
understand and learn how to overcome the
challenges of content marketing. And isn’t
that all of us today?
Elisa Steele, "
CMO Skype Division"
Microsoft
@elisasteele
An incredibly accurate assessment of the
social customer and the challenges we face
today in garnering their attention. Brito
captures the very essence of what it takes for
brands to cultivate awareness and loyalty in
today's saturated content marketplace. Packed
with ﬁrst-hand knowledge from tenured
marketing and agency executives, this text is a
must-read for anyone invested in tackling the
content marketing space and making a true
impact on the industry and, most importantly,
the consumer.
Shafqat Islam
CEO NewsCred
@shafqatislam
Joshua March"
CEO, ConverSocial"
@joshuamarch
Every company is a media company, no
matter your business model. I’ve been
preaching this for over 7 years, and Michael
Brito offers one of the most lucid and useful
resources on the topic yet. Buy this book,
you won’t regret it.
Brian Clark"
CEO Copyblogger Media
@Copyblogger
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Content Marketing is no longer just a concept,
it’s a way of business. Whether you are small
business, nonproﬁt or a large corporation you
need to read this book to learn the why and the
how to setup your organization to become a
media company. Michael Brito’s experience
and his collection of experts are second to
none and provide expansive and details
approaches that are applicable to everyone.
EARLY REVIEWS
The future of digital media is alive and
well and it's you. In Your Brand: The
Next Media Company, Michael Brito
provides a clear roadmap for
transforming your business into a more
relevant, social and meaningful media
company. He has followed up a fantastic
book on social business with a roadmap
for transforming your company into an
agile, ubiquitous and relevant content
machine; and he covers all bases from
social business to content marketing to
structuring your organization for
success.
Lee Odden, "
Author of Optimize"
CEO TopRank
@LeeOdden
Adam Hirsch
Senior Vice President
Edelman Digital"
Prior COO of Mashable
@AdamHirsch
In Your Brand: The Next Media Company,
Michael Brito puts the content marketing
conversation into a necessary, needed
context. He explains how some fundamental
shifts in the way consumers make
purchasing decisions changes everything
for brands, and why the smartest brands
should listen up!
Ann Handley
Chief Content Ofﬁcer, 
MarketingProfs
@MarketingProfs
Yes, we are all media companies now...but
so many brands don't know how to make
this important transition. Take this book, read
it and put it under your pillow. This book will
transform your marketing from "also ran" to
dominating your informational niche. Now is
the time!
Joe Pulizzi"
Founder, Content Marketing Institute "
Author, Epic Content Marketing
@juntajoe
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