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Leading a business 
in a socially 
connected world

Given this book is aimed at you, the leader, I wanted to start off by 
focusing directly on what being a leader in a socially connected 

world means for you.
This chapter aims to provide you with insights on where social 

media for you as a leader fits in, why it matters and the impact that 
‘being social’ can have.

In fact, before we start, here’s my list of some of the clear benefits.
Social media:

●● enables you to tune in and listen in ‘real time’ to your customers, 
your employees and what’s happening in your sector;

●● enables you to share your viewpoint, in an authentic and conver-
sational way;

●● enables you to defend, speak up and mitigate misconceptions;

●● enables you to share your values and your brand’s values.

As we go through the book, you’ll hear what other leaders feel are 
the benefits of being on social media channels – and I’ll endeavour to 
demonstrate all of the above with real-world examples.

My viewpoint and, therefore, the stance in this book, considers 
that social media, as well as offering you highly practical channels 
to assist you with driving your business, reaches way beyond the 
practical application of ‘being social on social networks’ – and rather 
is enmeshed within the range of technologies that are fast becoming 
‘social’ business as usual.
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Whilst the focus of this book is to enable you to develop your 
own social media strategy and tactics, it would be a disservice not 
to discuss the breadth and depth of social technologies, to equip you 
with enough compelling context to motivate you to take action and 
build social media strategies, tactics and activity into your already 
busy life. After all, leadership in a fast-changing, highly technological 
complex world is no easy task.

Kevin Roberts, former CEO of Saatchi & Saatchi, in his engag-
ing book, 64 Shots: Leadership in a crazy world succinctly states: 
‘We live in a VUCA world. Volatile. Uncertain. Complex. Ambiguous. 
VUCA is a military acronym that has penetrated business speak. It 
recognizes that leading a business has become like flying through an 
asteroid field’ (Roberts, 2016).

When I read that paragraph in Kevin Roberts’s book it really reso-
nated. Whilst technological development is deemed highly positive 
in many respects, getting your head around it in a comprehensive 
way, and then keeping on top of the pace of change, can feel very 
overwhelming.

In short, business has changed more quickly and dramatically over the 
past 20 years than at any time since the Industrial Revolution. The good 
(or the bad) news is that this rapid change is only going to continue.

There is already a sea of change in the growing number of CEOs 
and leaders embracing social technologies within business and 
also taking to the social media stage. ‘Social leadership’ is inevita-
ble – as cited in BrandFog’s (2016) ‘CEOs, Social Media and Brand 
Reputation Survey’:

More and more CEOs are embracing social media as a leadership tool. 

Social media enables C-suite leaders to become more prominent, acces-

sible and identifiable within their industry. We expect that in the next 

18–24 months, social engagement at the executive level will become the 

norm across many organizations globally. (BrandFog, 2016)

As the saying goes, ‘the time to repair the roof is when the sun is shin-
ing’. So if you too are feeling a little overwhelmed and are not as au fait 
as you feel you need to be around becoming a ‘social leader’, then this 
chapter provides you with compelling findings and insights to evidence 
where social media fits in – not just personally, but across the business.
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As stated in the Introduction (and this is a message I’ll keep return-
ing to), the purpose of this book, call it my mission if you prefer, is 
to provide you with a practical guide to getting social, equipping you 
with context, know-how and practical application.

My objective is that you get to the end of this book feeling that you 
know exactly what you are doing on social media and, importantly, 
why you are doing it – equipped and confident to either get started if 
you are standing on the sidelines at the moment, or indeed reinvent 
your current activity.

What you will learn from this chapter

●● How business is changing thanks to our socially connected world.

●● The opportunities social media provides to you as a ‘social leader’.

●● The shift in consumer expectation and the rise of the belief-driven 
buyer.

●● How social media helps you to strengthen the consumer brand 
relationship.

How digital is transforming business

There’s no doubt about it. Ten years ago, the world was a simpler 
place.

Technologies that are fast becoming part of our everyday lives 
would, 10 years ago, have been more aligned with the realms of 
science fiction or fantasy: straight out of a film studio.

Right now we have intelligent cars (remember Kit and Knight 
Rider? If you don’t, Google it), talking tech within the household 
(‘Hey Alexa, what’s the weather going to be like today?’) and smart-
energy appliances that organize the heating and cooling of your 
home, whether you are home or away. You can also now hire a robot 
programmed to be a receptionist at a comparable salary cost of 
£26,000 (Howes, 2017).

Current and emerging technologies such as artificial intelligence 
(AI), augmented reality (AR), virtual reality (VR), the internet of 
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things (IoT), robotics, 3-D printing, blockchain and drones are fast 
becoming business as usual.

It’s not just your typical high-tech businesses embracing these 
technologies. Adoption is widespread, covering manufacturing, engi-
neering, retail, energy, media, health care, agriculture, education, 
government, financial services and transportation – to name but a few.

Aligned with all these new and emerging technologies is, of course, 
the sheer volume of data and insights they capacitate. The ‘big data’ 
aspect continues to prove challenging for many organizations. After 
all, it’s one thing collecting the enormous amount of data available 
to us, it’s another to organize, prioritize and interpret it in a way that 
facilitates useful insights and timely competitive advantage.

Is it any wonder, then, that digital transformation and all it entails 
is a hot topic on the agenda of many C-suite discussions?

For the past 10 years, PwC has been measuring digital IQ. In April 
2017, they released their 10-year summary report, ‘A decade of digi-
tal: keeping pace with transformation’.

In 2007, when their survey started, just 33 per cent of executives 
said their CEO was ‘a champion for digital’ (PwC, 2017). Over the 
past 10 years that number has climbed to 68 per cent today. In fact, 
today it would be challenging to find an organization, regardless of 
size or sector, that does not consider digital technology to be an inte-
gral element of their business strategy and operations.

From a social media perspective, when the digital IQ survey began 
back in 2007, Twitter, LinkedIn, YouTube and Facebook were very 
much the new kids on the block – still figuring out how to create 
commercial impact. However, a decade later, and as we’ll explore 
in greater detail in Chapter 2, these social technologies, along with 
others and together with mobile technology, have totally evolved the 
way we humans communicate. Whether we buy into it or not, social 
technologies now totally pervade our lives and already significantly 
impact how humans and machines work together.

Whilst the PwC 10-year report highlights the increased aware-
ness of the business value associated with new technology adoption, 
their report also highlights that companies ‘have not adapted quickly 
enough to stay ahead of constant change’ (PwC, 2017).

In fact, confidence in ‘staying ahead’, rather than continuing to 
increase has dropped. In PwC’s recent survey, only 52 per cent of 
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companies rated their digital IQ as strong. However, in their previ-
ous survey it was 67 per cent and, in the one before that, 66 per cent. 
What is evident from these latest findings is that there has been a 
marked decline.

Aligned with the drop in confidence reported in the PwC report 
it is interesting to turn also to the Edelman Trust Barometer at this 
point (Edelman, 2017b). Their 2017 study findings showcase that 
the general global population’s trust in four key areas – business, 
government, non-government organizations (NGOs) and media – 
has declined recently too. This is a trend unseen since they started 
tracking trust amongst these segments in 2012. Their latest findings 
report that, whilst trust is down generally across the board, from a 
business landscape perspective trust in CEOs is at an all-time low of 
just 37 per cent.

In summary, the findings from these reports highlight two key 
challenges: 1) keeping up with the pace and breadth of digital and 
technological continuous advances is becoming more of a challenge 
for leaders; 2) leaders are not doing enough to engender trust and build 
stronger relationships with customers. Admittedly, the above studies 
focus on larger corporations – but these same challenges filter down 
as very real issues for small businesses and even micro-businesses.

I have met a significant number of people who, whilst very 
competent in their areas of expertise, regardless of the size of their 
organization, feel at the very least overwhelmed with the pace of 
change and keeping up with technology. The two key aspects of 1) 
keeping up with the pace of change, and 2) building stronger rela-
tionships with customers, are very real challenges for all leaders.

In the context of social media being part of our digital transforma-
tion, turning to the first challenge of keeping up with change, whilst it 
is encouraging that more CEOs and leaders are starting to take to the 
social media stage, recent research from a variety of sources suggests 
that the shift to becoming a ‘social leader’ is not moving fast enough.

In 2010, Weber Shandwick launched a research study, ‘Socializing 
your CEO’. Over the past seven years they have been tracking an 
index measuring the online presence of CEOs on social networks and 
their level of social media engagement.

The 2017 findings (Weber Shandwick, 2017) showcase that whilst 
CEO presence on social networks is at first encouraging, showing 
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growth, with 92 per cent of the US top 50 Fortune 500 CEOs having a 
social media presence, only 22 per cent of CEOs have actually engaged 
(defined as having written a post or responded) in the past 12 months.

CEO.com, in association with business management software 
company Domo, have also been reviewing the social media habits of 
all Fortune 500 companies since 2013 (CEO.com, 2016). Whilst they 
again found that the number of CEOs on the platforms was gradu-
ally increasing, their report highlighted that among the Fortune 500 
CEOs, 60 per cent still had no social media presence at all, and, on 
some platforms, CEO involvement was on the decline.

Why does being social as a leader matter 
for you?

Thanks to social networks and mobile technologies (as we will 
explore in greater detail in Chapter 2), social media networks now 
pervade the lives of literally billions of people.

From a business perspective, the majority of organizations have 
embraced the necessity of having a social media presence. Let’s face it, 
you cannot even pick up your pack of coffee in the morning without 
seeing an array of social media icons emblazoned on the packaging, 
encouraging you to ‘engage’ one way or another. Regardless of whether 
the focus is business to business (B2B) or business to consumer (B2C), 
social media channels are now largely accepted as a natural part of 
the suite of channels used to communicate with audiences.

Coming back to you, then, the CEO or leader within your organi-
zation: why does it matter whether you get involved or not? Surely, it 
is the remit of your digital, marketing, communications or customer 
service teams (if you have them!) to optimize the array of social chan-
nels for the overall good of the business. Right?

Well, actually, perhaps that is not so right. In fact, let’s take a few steps 
back to the second challenge identified above – the all-important ‘trust’ 
factor and the development of stronger relationships with customers.

For the last four years, as cited earlier, BrandFog has been study-
ing the role that social media plays in the development of industry 
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leadership, brand trust and brand reputation. Their 2016 survey 
findings showcase the following (BrandFog, 2016) for the people 
surveyed:

●● 82 per cent were more likely to trust a company whose leadership 
team engages with social media.

●● 78 per cent would prefer to work for a company whose leadership 
is active on social media.

●● 81 per cent believe that CEOs who engage in social media are 
better equipped than their peers to lead companies in this digital 
world.

●● 85 per cent believe that CEOs can use social media channels to 
improve engagement with employees.

●● 86 per cent rated CEO social media engagement as either some-
what important or very important or mission critical.

What shines through to me from the studies and survey findings is 
that, whilst there is evidence showcasing the value for leaders to ‘get 
social’, many ‘leaders’ (and yes, that could be you too) are not really 
on board.

Fake social

As outlined in the study findings, many leaders have indeed set up 
channels and, in some cases, are forced to do so. But they are not 
really doing anything with them. In fact, I experienced this a lot 
myself when researching case studies for this book. Keen to interview 
active social CEOs and leaders to get a real-world viewpoint, I took 
to the mighty Google and social media channels to uncover the most 
social CEOs to add to my hit list.

Initially, I was hugely encouraged as I was able to find profiles for 
a large number of CEOs and senior leaders. However, a few seconds 
perusing their platforms told me everything I needed to know. Sadly, 
it wasn’t unusual for the most ‘recent post’ to run into many months 
or, in some cases, even many years, ago.
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Of course, if you’re just there as a bystander, paying lip service to 
being social, it can look a whole lot worse. After all, if a customer, 
supplier, partner, journalist, stakeholder sees that you have a social 
profile and turns to that channel to open into an authentic conversa-
tion with you, or to ask a question, to only be met with total silence, 
then what message does that convey? In fact, in some cases, particu-
larly if the initiator is disgruntled in some way, the radio silence is 
only likely to add fuel to the fire.

Let’s say the initiator is not disgruntled (after all, there is just as 
much positive sentiment out on the social networks), let’s instead say 
they are simply taking the time to thank you or your organization for 
the great work you are doing. Again, in an age where the consumer 
expects genuine engagement, a zero response is disappointing to say 
the least. From a ‘building deeper relationships’ with your customer 
perspective, it really is totally missing an opportunity.

Similarly, if a partner, potential client, customer or journalist is 
looking to seek your opinion on something, and they notice that the 
last Twitter update was May 2012, again – think about the signal 
that sends out.

I started but then I ‘gave up’/‘had more pressing priorities’/‘couldn’t 
make the time’/‘this channel really isn’t for the likes of me’/‘I’m only 
on here because I’ve been forced to be on here’. Regardless of the 
reasons, others will be forming their own opinions and filling in the 
blanks for you.

Starting something and leaving it hanging is not the sentiment of 
a committed leader looking to deepen relationships and engage with 
customers. My advice has always been, and continues to be, that it 
is better not to make any attempt to be social at all if the action and 
sentiment is not genuine.

A bit of coaching from me…

Okay, so right now is not the time to say, ‘Well, that’s me then, Michelle – 
my sentiment isn’t genuine and so it’s better that I don’t make any attempt 
to get social.’ Too early for that I’m afraid. After all, we’re only in Chapter 1. 
Stick with me. To keep you on track, here’s a quick little YES/NO exercise:

M02_CARVILL_K_2558_01_C01.indd   14 1/26/2018   5:18:38 PM



COPYRIGHT MATERIAL

NOT FOR REPRODUCTION

Leading a Business in a Socially Connected World 15

Getting social really means getting social

The reality of being a social leader is that you are opening yourself 
up to authentic, transparent and, depending on how you want to 
manage social, potentially frequent, communications. You are funda-
mentally opening the doors to ‘being social’.

This doesn’t mean that you have to broadcast your every move, 
24/7, sharing what you are having for breakfast and continuing a 
running commentary throughout the day – although you could do 
that if it met your objectives and was part of your planned engage-
ment tactics (more on tactics in Chapter 4). But it does mean that you 
are making a commitment to being out there, perhaps via a range of 
public platforms, enabling you to be both accessible to your audi-
ences and also to tune into the landscape you operate within.

Why bother?

Well, let’s just reiterate some of the previous research findings. Being 
social:

●● engenders trust;

●● builds brand engagement;

●● builds employee engagement;

●● keeps you tuned in to current sentiment;

●● safeguards reputation management.

If you answered YES to any one of the four questions above – then we’re 
all good. If you possibly answered NO to all – then, I’m afraid I don’t believe 
you. Read on…

Do you want to engender more trust for yourself, your 
business or your brand?  

YES/NO

Do you want to improve engagement with your  employees / 
teams?

YES/NO

Do you want to improve engagement with your  customers / 
stakeholders?

YES/NO

Do you want to be seen as a ‘current’ leader? YES/NO
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Barometer, microphone and scout

To explore further reasons to be social I have interviewed a number of 
CEOs and leaders. You will find more about them and key findings in 
Chapter 8, and their full stories in the Appendix. I will continue to add 
stories and useful references to the GetSocial.site too. You will also 
find snippets from conversations throughout the chapters in this book.

In one interview with Brian J Dunn, former CEO of Best Buy and 
renowned ‘social CEO’ early adopter, Brian told me:

For me, social media acted as barometer, microphone 
and scout.

Barometer Giving real-time feedback on public opinion… not 
statistically accurate, but typically directionally accurate. A great way to 
take the consumers’ temperature on any given topic in relation to your 
business and an interesting data point on your competitors.

Microphone Allows you to speak directly to your customers and your 
employees. When you can respond directly to help expedite resolution or 
provide explanation it goes a long way to personalizing the experience. It 
is evidence that someone is listening and that you care enough to listen. 
It also provides a platform to recognize business units (stores and .coms) 
for excellence in execution. As CEO at Best Buy, I would frequently tweet 
about good store visits and market visits.

Scout A great place to see how new trends, technologies and 
strategies are taking hold. It helps you see around corners.

Brian offers a number of practical uses, I’m sure you will agree. Why 
is it, then, that whilst there is compelling evidence and a considerable 
number of stories and case studies showcasing the potential rewards 
for leaders to ‘get social’, so few have taken the genuine plunge?

Common challenges

The three common challenges cited as reasons that leaders and CEOs 
are not personally diving in and ‘getting social’ are the following:
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●● Time – ‘I don’t have the time.’ CEOs and leaders are just too busy 
to build in the time to ‘do’ social media.

●● ROI – ‘What’s the ROI?’ As a leader the focus is on growing and 
developing a successful business and optimizing ROI. Depending on 
how you view ‘social’, some aspects of social media activity seem to 
initially offer intangible return. Measuring the immediate and longer-
term bottom-line impact of hits on a YouTube video or engagement 
on a blog post or LinkedIn Pulse article is not that simple. The tangi-
ble returns often are not clear and may be difficult to extract.

●● Training – ‘I don’t “get” social.’ ‘I’m not equipped to be social.’ 
CEOs and leaders often feel a bit out of the loop when it comes to 
social media. Often they have not had any coaching or training in 
social media best practices, and therefore, do not feel competent 
to take the reins.

All three of these challenges pose very real issues for busy leaders. But 
let’s also consider the very real, and rather larger, fourth factor: the 
‘fear’ factor. Fear is a big challenge for all of us:

●● What if I say something wrong/controversial/stupid?

●● What if my message gets taken out of context?

●● What it I upset key partners?

●● What if our share price dives?

●● What have I got to say that is interesting?

●● What if no one is listening?

These, and many more variations, are the very same ‘barriers to entry’ 
that I have heard personally over the years from the business owners, 
CEOs and leadership teams I have coached and trained.

If you are reading this book, and at this point, nodding your head, 
as these are your sentiments too, then fear not, all is not lost. In fact, 
it’s good news.

It’s good news that you have picked up this book and that you are, 
at the very least, exploring how to ‘get social’. It’s even better news 
that, throughout the following chapters, I am going to tackle each 
one of these very credible objections and challenges and provide you 
with highly practical answers and workable solutions for each.
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Remember, my purpose for writing this book is not only to help 
you feel fully equipped and confident to step outside of your comfort 
zone, but to actually have you leaping out of it, as you become excited 
by the potential that ‘getting social’ can provide to you.

But for now, considering the reasons as to why social matters, and 
the reasons why leaders are reticent to ‘get social’, let’s further build 
on reasons to be social and bring our attention to how our socially 
connected world is impacting the all-important customer.

The age of the co-creating, belief-driven 
all-important customer

As outlined in the Introduction, my initial excitement about the social 
media channels and rules of play focused more on the ‘calling out’ of 
organizations to genuinely have to ‘walk the talk’. In essence, less talk 
of ‘listening to the customer’ and more action.

As a marketer over the years, I have probably driven many of my 
clients, colleagues and peers a little bit crazy with my obsession with 
a ‘customer first’ perspective. But realistically, for the majority of 
organizations, a business without customers is not really a business. 
For those organizations that challenge this view, internal customers 
still figure. Therefore, what other obsession should there be?

Thanks to so-called efficiencies and automated ways of manag-
ing customers, over the past 20 years dealing directly with 
customers has fast become a rarity. Call centres (and in many 
cases, outsourced call centres that feel totally disconnected from 
the brand), reference or account numbers instead of names, call 
efficiency systems – ‘you are being held in a queue’ ‘we care about 
you but we’re busy right now’; ‘press 2 for sales, 3 for customer 
service, 4 for finance, 5 for a bucket load of patience’ (you get 
the picture) – are efficiency methods that have all compounded a 
customer ‘disconnect’.

For some organizations, the expectation of a customer to be heard, 
to share their viewpoint and to get challenges sorted out quickly, 
rather than being a focal point, is a pesky distraction:
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●● What? They’ve got opinions about our services they think we 
should listen to?

●● What? They expect us to answer their queries and keep them 
updated about a service we are selling them and they are paying 
for quickly and they get upset when we don’t?

●● What? They want us to admit when we get it wrong, apologize and 
do something about it?

Reconnecting the disconnect

Realistically, social media connectivity, as technologically advanced 
as it may at first seem, is actually enabling the very simple reversal of 
the disconnect between organizations and the people they impact. It 
is real-time, real-world, one-to-one and one-to-many conversations.

With these social conversations you are not always in control, but 
when managed, they give you and the organizations you lead the 
opportunity to genuinely personalize the customer relationship – and 
by personalization I don’t mean simply sending e-mails saying, ‘Hello 
Michelle’.

Social is taking us back to an era of the local-shop mentality, 
where the business owner would once upon a time make the effort 
to collaborate with customers – asking them if there was anything 
else he/she should stock, asking customers what ideas they have for 
improving services or systems. A perfect example comes from Brian 
Chesky, the CEO of Airbnb, when on 25 December 2016 he shared a 
tweet: ‘If Airbnb could launch anything in 2017, what would it be?’ 
(Chesky, 2016).

There are some incredible ideas that came from that question, 
many of which are simple to execute (as you will see in the Twitter 
dialogue) and, as an Airbnb host myself, really very highly practical 
and useful.

We will explore more in Chapter 2 about the ‘social audience’, 
who they are, what they look like and more around their expecta-
tions, but it’s safe to say that technology has empowered all of us as 
consumers.
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Think about the way you yourself now make purchases. Think 
about the great experiences and also the bad ones.

As markets have become more and more crowded, customer 
service has become an important differentiator and, thanks to social 
media, the service delivery bar has been well and truly raised, along 
with customer expectation.

Of course now, through social networking platforms, not only are 
we all able to share our views directly to an organization, but at the 
same time (and sometimes separately), we are able to share our views 
with anyone else who is willing to listen – our friends, family, stran-
gers, other prospective purchasers – whoever. Customer service has 
never been so two-way or crowd-way (recall any of those bad service 
stories that go viral on social?).

Whilst pondering your own service experiences, I want you also 
to consider whether you have purchased something, or perhaps not 
purchased something, because of ‘shared beliefs’. Are you yourself 
perhaps a belief-driven buyer?

Belief-driven buyers

Belief-driven buyers are those who switch, avoid or boycott a brand 
or product based on its stand on societal issues.

The Edelman 2017 Earned Brand Study, ‘Beyond No Brand’s 
Land’, with 14,000 respondents across 14 countries, measures the 
strength of the relationship consumers have with brands they buy 
across 7 dimensions and 18 categories (Edelman, 2017a).

The study identified that shared beliefs are the most powerful driver 
of commitment to a brand: 57 per cent of consumers are buying or 
boycotting brands based on the brand’s position on a social or politi-
cal issue; 30 per cent more than identified three years ago.

For belief-driven buyers, silence is not an option: 67 per cent 
bought a brand for the first time because of its position on a contro-
versial or social issue, and 65 per cent stated they would not buy 
a brand because it stayed silent on an issue it had an obligation to 
address. Case in point: in the Appendix you will find that one of the 
CEOs I interviewed, Dr Sam Collins, provides an example of exactly 
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this relating to Campbell’s soup. Whilst she had never really thought 
about what soup she bought, since their stance against a social media 
backlash relating to their ‘Two Dads’ campaign, she is now a for ever 
more Campbell’s soup purchaser.

In this ever-increasing connected world, there is a growing respon-
sibility on brands. Belief-driven buyers expect brands to contribute 
money, time and influence – evident in employee behaviour, day-to-
day business activities, sourcing and advertising, with 51 per cent 
believing that brands can do more than governments to solve ills. Key 
‘ills’ that concern belief-driven buyers are the environment, racial and 
ethnic divisions, gender equality, economic policy and immigration.

Again, belief-driven buyers are seeking less talk and more action. 
Where brands actively engage people to act on their belief and drive 
conversations, this in turn is earning loyalty and new customers.

Sticking with Airbnb, their #weaccept ‘Acceptance starts with all 
of us’ campaign started with a 30-second Super Bowl ad on February 
2017 (Airbnb, 2017). The campaign initially asked people to sign up 
to open their homes to housing refugees and continues to engage with 
people daily via social. From a ‘social CEO or social leader’ perspective, 
rather than sitting back and letting the marketing and communica-
tion teams promote the campaign, to this very day I am writing these 
words, Brian Chesky is ‘leading from the front’, showcasing that the 
objectives of the campaign are a top priority for the business.

A tweet shared by Brian on 26 June 2017 stated: ‘Opening the 
doors to people in need – whether refugees or victims of a disaster – is 
a top priority for us’ (Chesky, 2017).

Why do belief-driven buyers matter to you as a leader?

As the Edelman report summarizes, there is a consumer shift to 
people buying brands based on their beliefs (Edelman, 2017a). We’re 
seeing more brand campaigns focused on using their influence not 
only to engage audiences, but to call them to take action.

Brand and its many facets – reputation, management, values – is 
one of the key responsibilities of the leader (and for leader, read busi-
ness owner if it is just you!). If ‘brand’ is out there in the hearts and 
minds of the customer (and of course, customer can be both internal 
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employees and external consumers), then this provides great oppor-
tunity for the ‘social’ leader to be authentic and transparent in ‘living 
the brand’, bringing a human aspect to it and, ultimately, strengthen-
ing the all-important consumer brand relationship.

Where do these belief-driven buyers learn? It is no surprise that 
they are getting their information from friends, family, press, adver-
tising and, of course, social media.

Jumping back to the ‘trust’ challenge, what better way of staying 
in tune with what is going on within an organization than hearing 
it directly from the CEO or senior representative. The voice of the 
leader is there to empower, support, educate, update, defend and be 
held accountable.

It is interesting that Lloyd Blankfein, CEO of Goldman Sachs, 
whilst he had set up a Twitter in 2011 that had over time accrued 
over 43 million followers, had famously never tweeted. (He would 
have fallen nicely into the 92 per cent segment of CEOs who had a 
social presence – but had never engaged!)

His first tweet on 1 June 2017, which was retweeted 13,000 times 
and gained over 2,500 comments, was to share his view on the Paris 
Agreement. To quote his tweet: ‘Today’s decision is a setback for 
the environment and for the US’s leadership position in the world. 
#ParisAgreement’.

Since that first tweet in June 2017 he has continued to use Twitter 
as a communication vehicle. In an interview with CNBC’s Jim Cramer 
about why he has recently started using Twitter, he advised that he is 
using it to share his opinion on matters from the perspective of being 
the CEO at Goldman Sachs (CNBC, 2017). Commenting where things 
fall into their ‘wheelhouse of expertise’ and on matters that impact 
his employees, in his own words: ‘I’ve always commented, but before 
Twitter, I did those things by press release’ (Business Insider, 2017).

Beyond broadcast media

When social networks were initially embraced by businesses, the 
channels were largely the domain of the marketing and communica-
tions teams. They were initially seen as broadcast communication 
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channels, to purely share the latest advertising message, promotion 
or campaign out to the market.

In fact it is still the case that, for a number of short-sighted organi-
zations, social networks are used solely in this perfunctory way: 
without any focus on the ability to engage, create community, listen 
and learn.

In reality, beyond the marketing department, many parts of an 
organization are potentially impacted by social, including:

●● R&D – used as a test bed or to watch sentiment of product releases, 
or to target specific audience for trials, or generally engage in research.

●● IT – infrastructures and systems, both internally and externally to 
support social engagement.

●● Customer service – front-line response and engagement, immedi-
ate business insights and feedback and service recovery.

●● Brand – tracking reputation, reputation management, sharing 
values, thought leadership.

●● Marketing/PR – both internal and external communications; 
promotions, product launches, advertising, press launches, news 
to press, brand awareness and brand sentiment analysis.

●● HR – recruitment drives, people selection and people monitoring.

●● Business development – relationship building, partnership devel-
opment, key client/partner account monitoring.

●● Business insights – competitor analysis, data analysis, market anal-
ysis, consumer analysis.

As we move through into Chapters 4 and 5 focusing on strategy and 
tactics, we will explore how you, as the leader, can use your own 
social activity to support and align with key initiatives to extend 
reach and impact.

Seeing around corners

Talking of business insights, when interviewing a number of CEOs 
and leaders, and from my experience from consulting and training 
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over the years, one key area where social media can really assist is 
by providing you with the immediate ability to ‘tune in’ and listen 
to what is going on in your landscape. As Brian J Dunn put it so 
eloquently in his interview, ‘it allows me to see around corners’.

Admittedly, it is not always the most statistically robust data – 
but, it does give you a temperature check. A key bonus is that it is 
largely real time, inexpensive and quick, as social media is immedi-
ately accessible.

I also interviewed Kevin Burrowes, Head of Clients and Markets 
at PwC (again, the full interview can be found in the Appendix). 
Kevin sits on the UK Executive Board with responsibility for clients 
and markets. He is also the Global Relationship Partner for a global 
bank. I had initially met Kevin some three years earlier, when invited 
to talk to Kevin’s peers about the adoption of social media within a 
leadership team.

At that time, there was very little appetite from the leadership team 
to become involved with social. However, as you will read later, quite 
a lot has developed over the past three years.

He too mentioned that a key part of social media for him is the 
immediacy of being able to quickly tune in to what is going on in the 
landscape. The ‘tuning in’ is one of the key benefits cited from those 
I interviewed and is highlighted in Chapter 8.

In fact, all conversations work better when there is a balance 
between talking and listening and the ‘listening’-in aspect of social 
media is something that I believe is often underutilized. In Chapter 5 
we will cover ‘listening’ in greater detail – giving you steer as to what 
you could be listening for, how to cut through unnecessary noise and 
tune in to what matters for you, and how listening can help you as a 
social leader.

Leading from the front

Good communications start from within. The better the culture, the 
more likely it is that social media will succeed. In an ideal scenario, 
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as well as a desire to embrace change, social media goals need to be 
made clear to everyone in the organization.

Going back to my interview with Kevin Burrowes at PwC, Kevin 
advised that within PwC there is now formal annual social media 
training across the business (and yes that is for all 19,000 employees – 
and it is mandated).

There are even social media exams (yes, I’m going to repeat that… 
social media exams!) – and the exams are not simply paying lip 
service to training. Exams need to be passed otherwise the examinee 
has to keep taking the exams until they pass.

Kevin also advised that within PwC they have created an internal 
‘social media ranking system’, which is effectively an internal league 
table of active social media team members. The table is published 
annually so that individuals can assess where they sit and how social 
they are compared to colleagues, and indeed benchmark their current 
levels of activity. (When you read Kevin’s interview you will notice 
that his target is to be in the Top 10 and currently he is sitting at 
around the 40 mark!) The embracing of social in this way is in stark 
contrast to when I met Kevin and a number of his colleagues, just 
three years ago.

Whilst I was surprised by internal social media exams, it jogged 
my memory, as I recalled reading an article citing similar activity at 
Lego (Bold, 2013). Lars Silberbauer, Global Senior Director of Social 
Media and Video at Lego, was explaining that social media training 
is encouraged for all senior leadership team members, and not only is 
it encouraged, but again, there are social media exams.

A few questions to ponder at this point:

●● How competent are you and your leadership team in social?

●● Have you taken any social media exams?

●● Is this a practice in your organization?

●● Would you pass?

Sticking with the social media exams theme (relax, take a breath, I’m 
not planning a test right now), however, I do want to ask you just a 
few questions, before we move on…
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My next question…
How do you eat an elephant?
That’s right… one chunk at a time.
If the overwhelm is starting to rise its ugly head about now, take a 

deep breath and just let it all go. Remember, we are only at the begin-
ning, and trust me, all the juicy ‘this is how you do it’ is still to come.

My elephant-eating, one chunk at a time mantra, and a model 
you will become familiar with throughout the rest of this book 
(Figure 1.1) is:

PLAN – LISTEN – ANALYSE – ENGAGE – MEASURE

First, about your business:

Does your business have:

A defined business strategy with key performance indicators 
(KPIs)?

YES/NO

Focused goals for social media / digital marketing? YES/NO

A blog / news channel on your website? YES/NO

A ‘growth’ mind set – open to new ideas and new trends? YES/NO

A basic understanding of the benefits of social media and digital 
communications? 

YES/NO

A content plan in place – where to source ideas
for relevant and compelling content?

YES/NO

Plans to actively listen to what customers say about your 
business?

YES/NO

A customer engagement programme in place? YES/NO

And now over to you. Do you have:

A basic understanding of the benefits of social media and digital 
communications?

YES/NO

A social media engagement strategy with KPIs? YES/NO

Focused goals for your social media activity? YES/NO

A blog / news channel where you share your expertise / views? YES/NO

A growth mind set – open to new ideas and new trends? YES/NO

A content plan in place to create relevant and compelling content? YES/NO

The means to tune in ‘real time’ and listen to what your customers 
say about your business? 

YES/NO
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You will note that the dynamics of each element of this model is an 
iterative process. We will get into this in more detail in Chapter 3, when 
we explore each aspect of the model, together with your digital foot-
print and how you currently ‘show up’ and build your social platform.

For now, we will leave this chapter, pretty much where we started, 
with the importance of the customer.

Focus on the human experience

What I personally found very interesting from the PwC Digital IQ 
report (PwC, 2017) was largely the recommendations for how leaders 
realize true potential from digital investments in a rapidly advancing 
landscape.

Their report states:

The answer is at once simple and infinitely complex: focus on the 

human experience… This entails rethinking how you define and deliver 

digital initiatives, considering employee and customer interactions at 

BUSINESS OBJECTIVES

What do
you want
to achieve?

What’s being
said and
by whom?

LISTEN

ANALYSEPLAN

MEASURE ENGAGE

What insights
learned? What
do I do with that
knowledge?

What channels will
I use? What’s my
message/content
strategy?

what’s working?
what’s not working?

Figure 1.1 Plan–Listen–Analyse–Engage–Measure model
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every step of the way, investing in creating a culture of technology 

 innovation and adoption, and much more. (PwC, 2017)

Take action

As part of your 90-day plan in Chapter 7, we will focus on the ‘how to’ of 
each of these key Chapter 1 aspects:

●● Write down all the people or organizations you would be interested in 
tuning into on a daily basis.

●● Ask peers you respect what they think of social media and whether they 
are active and why.

●● Google ‘Social CEO’ or social and C-suite – and take a look at not only 
the references I have supplied for you within this chapter, but get a 
general feel for what is going on with social media and leadership.

Remember these three things

1 The pace of change and digital transformation continues at a significant 
pace and research shows that leaders are struggling to keep up.

2 Social media is one of the social technologies that you can utilize to get 
closer to the customer to engender trust and engagement. It is an aide 
to assist you, not hinder you.

3 You are a consumer too. Consider your own experiences and where 
digital and social fits in.
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