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INTRODUCTION
A strong social business isn’t built overnight. It takes time, dedication and the right 
investments. Of all these investments, an important (but often overlooked) one is  
your workforce.

Through all of their daily tasks, your employees create the persona behind your brand.  
They are the voice at the other end of the phone and the face behind the check-out counter. 
An employee’s customer interactions in the social age are more bountiful than ever, and 
extend way beyond isolated, one-on-one exchanges. 

This means your employees have the power to influence your customers, for better or for 
worse. In order to ensure that the latter doesn’t happen, you need to create a brigade of 
internal brand champions. You need to build employee advocacy. 

http://www.sprinklr.com/
http://www.sprinklr.com/about-sprinklr/contact-us/
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OPPORTUNITIES THROUGH 
EMPLOYEE ADVOCACY
Employee advocacy offers a myriad of opportunities for brands – increasing internal 
collaboration, humanizing a faceless corporation and, most importantly, closing the 
consumer-brand trust gap. 

For large enterprises, trust is one of the hardest things to come by. People simply don’t  
trust companies. In fact, less than 25% of consumers believe what companies claim  
in advertisements. 

 
But while people don’t trust companies, they do trust the individuals who work for them. 
In Edelman’s 2014 Trust Barometer, 52% of respondents said they would trust company 
information from a regular employee – a 20 point increase from 2009 – and 67% have faith 
in information from a technical expert within the company. By comparison, only 43% of 
respondents view statements from a company’s CEO as credible. 

When it comes to consumer trust, your employees hold the most power. They’re the solution 
to your trust deficit, but only if you empower them to become brand advocates.

TECHNICAL EXPERTA PERSON LIKE YOURSELF

HOW TRUSTED ARE DIFFERENT SOURCES
OF COMPANY INFORMATION?

REGULAR EMPLOYEE

32% 

52%

47% N/A

62% 66%

2009

2014

http://www.sprinklr.com/
http://www.sprinklr.com/about-sprinklr/contact-us/
http://adage.com/article/cmo-strategy/marketers-consumers-trust-ads/292591/
http://www.edelman.com/insights/intellectual-property/2014-edelman-trust-barometer/
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RISKS OF NOT HAVING 
EMPLOYEE ADVOCACY
Employee advocacy isn’t just a smart business strategy, it’s a business requirement for the 
modern enterprise. The world is becoming more social – there are nearly 2 billion individuals 
on social networking sites today. Your employees are part of this movement. With more  
and more of them tweeting, posting and uploading cat GIFs every day, your thousands  
of employees have plenty of opportunities to make a lasting impression on current and  
future customers.

THE AVERAGE GLOBAL PERSON HAS 3 SOCIAL MEDIA ACCOUNTS 

>300 Connections

>200 Friends

208 Followers

50% of all Facebook users 
have more than 200 friends.

The average Twitter account  
has 208 followers.

40%+ of LinkedIn users have  
more than 300 connections.

http://www.sprinklr.com/
http://www.sprinklr.com/about-sprinklr/contact-us/
http://www.sprinklr.com/social-scale-blog/social-media-management-journal/
http://www.radicati.com/wp/wp-content/uploads/2013/04/Email-Statistics-Report-2013-2017-Executive-Summary.pdf
http://www.pewresearch.org/fact-tank/2014/02/03/6-new-facts-about-facebook/
http://expandedramblings.com/index.php/march-2013-by-the-numbers-a-few-amazing-twitter-stats/#.U-pZ1PldUvw
http://www.businessinsider.com.au/types-of-user-data-collected-by-social-networks-2014-7
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IN THE NEW MEDIA LANDSCAPE, 
EVERYONE IN YOUR COMPANY 
IS ESSENTIALLY AN UNOFFICIAL 
SPOKESPERSON.

– ALEX SCHOTT, ENTERGY 
(see page  14)

Let’s look at a hypothetical situation: if an employee has a Twitter account, they might have 
over 200 individuals willing to listen to their every thought and feeling. With the addition of a 
Facebook and LinkedIn account, the employee’s audience could be as many as 700 users – 
hundreds of opportunities to market, create awareness, build stronger ties, etc. And all at the 
cost of… well, nothing.

At the other end of the spectrum, it’s 700 hundreds individuals who might see inappropriate, 
misleading or sensitive information about your company. 700 current customers who might 
be offended. 700 potential customers who might take their business elsewhere. 

If you have even 100 social employees, that’s 70,000 possible customer touchpoints... 
thousands of ways your brand could be viewed in a less-than-ideal way.

http://www.sprinklr.com/
http://www.sprinklr.com/about-sprinklr/contact-us/
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10 STEPS TO CREATING 
EMPLOYEE ADVOCATES
How do you build an enterprise of brand advocates? Use the following step-by-step guide to 
build the framework for your employee advocacy program.

IDENTIFY YOUR ADVOCATES
Organizations struggle to move from a state of disorganized employee participation in social 
channels to an organized approach that encourages brand advocacy. Various departments, 
from legal to human resources, will often challenge the wisdom of such a program, while 
others will question the readiness of your organization for such a progressive step. These 
concerns are legitimate, but are easily overcome with proper preparation. 

I. BENCHMARK EXISTING PARTICIPATION

Every modern organization has precocious social media users who have adopted the tools 
of social business as part of their daily work. It might be a leader in your sales organization, 
a team member in PR, or an executive in the C-suite, or all of the above. The evidence of 
these individuals’  progressiveness is usually visible in blog posts, a great LinkedIn profile, 
their tweets or Facebook page participation – you can quickly generate a list of potential 
advocates with a manual review. 

For brands with thousands of employees, the application of technology is recommended. 
Brand analytics, combined with listening and monitoring dashboards, for example, can 
automatically identify employees who create or participate in company-related social  
media conversations.

http://www.sprinklr.com/
http://www.sprinklr.com/about-sprinklr/contact-us/
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II. ASSESS YOUR CULTURE AND INDUSTRY

Take stock of the regulatory framework in which you operate, as well as the technical and 
digital literacy of your organization. Also, develop an understanding of your organization’s 
proclivities to share content. Do employees tend to share job openings? Where are they most 
active? What are employee satisfaction scores like in key parts of your business? Every brand 
can benefit from employee advocacy, but the path there will depend a lot on your company 
culture and industry.

III. SEEK OUT A CHAMPION

A champion is critical in getting the organizational mindshare and resources necessary to 
launch a successful program. You probably won’t need your champion from the start as you 
prepare and plan, but a time will come where you will need to overcome an objection from 
legal or move the project into the formal channels of your organization. During this time, 
your champion will be invaluable. 

Don’t look solely to the marketing department for your champion. Just as social media 
impacts multiple business units, employee advocacy can play a role in departments as 
diverse as customer service, human resources or product development.

http://www.sprinklr.com/
http://www.sprinklr.com/about-sprinklr/contact-us/
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MOBILIZE YOUR COMMUNITY

IV. SET YOUR GOALS

Every social marketer is becoming a data-driven social marketer. Real benchmarks and 
associated data are necessary to craft and optimize a successful program. Goals may vary 
from employee engagement metrics (e.g. content items shared), to revenue generation or 
brand outcomes, like mindshare and advocacy. Most importantly, set realistic numeric goals 
that you can measure frequently and optimize tactics to achieve. These goals may be smaller 
in scale than your ultimate ambitions, but you need real benchmarks, not nebulous goals 
outside your control.

V. ESTABLISH PROGRAM MECHANICS

With your goals in mind, you can now start execution. The path to a successful program 
varies widely based on your business goals. For marketers looking to achieve increased 
authentic reach for marketing messages, we recommend answering the Four W’s for your 
employees: What messages should I share? Why should I share it? When should I share it? 
Where should I share it? 

VI. PAINT THE FULL PICTURE

Bring in your executive champion, and whether it is in person, via email or video, have them 
position your employee advocacy initiative in the context of larger corporate efforts, goals 
and objectives. Help your employees understand that their contribution is both vital and 
recognized from the highest levels of your organization. 

http://www.sprinklr.com/
http://www.sprinklr.com/about-sprinklr/contact-us/
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VII. PROVIDE TRAINING

Train your employees on the obvious and non-obvious aspects of the program. Technology 
on-boarding is only part of the story. You will also need to provide guidance around business 
and industry policies, as well as the preferred voice and tone that employees ought to take 
online. Finally, always focus on the ‘why’ of your program. You must help people overcome 
the fundamental question of employee advocacy: “Why should I use my personal brand to 
share something instead of letting someone else speak first?”

VIII. MANAGE THE COMMUNITY

Ongoing coaching is absolutely essential to success. Employees need feedback and 
practice with what to say and how to say it. The most successful advocacy efforts realize 
that skills form through practice. As a result, effective employee participation stems from 
experimentation, comfort and the ability to learn from past efforts. Independent, empowered 
advocacy is short-lived without a window to practice, hear feedback and iterate on ideas. 

Employee advocacy is not a set-it-and-forget-it style program. Your policies and training 
sessions should be updated regularly to incorporate learnings along the way.

http://www.sprinklr.com/
http://www.sprinklr.com/about-sprinklr/contact-us/
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MEASURE YOUR SUCCESS

IX. ANALYZE THE DATA

Your structured metrics and goals should make measurement easy throughout the program. 
Even more importantly, regular analysis of the data will help you optimize your tactics to 
achieve business goals. A simple example of this is the use of click and conversion tracking as 
a program KPI. For marketers with a focus on content and brand impact, measuring this kind 
of data is invaluable for understanding the reach and worth of a given piece of social content.

X. GIVE IT MEANING

Whatever reporting solution you choose, we recommend creating a specific dashboard 
for employees that tracks effectiveness over time with clear visualization. This is where 
connecting a social curation display to your existing social media management system will 
come in handy. The solution enables easy sharing of success across your organization and 
helps program participants clearly understand how their contribution is impacting your 
business. It’s watching the effectiveness of your advocacy program come to life.

BEFORE YOU LAUNCH YOUR 
PROGRAM – OR EVEN AFTER 
YOU LAUNCH IT – DETERMINE 
HOW YOU WILL CREATE VALUE 
FOR THE BUSINESS.

– CHRIS BOUDREAUX, EY 

(see page 16)

http://www.sprinklr.com/
http://www.sprinklr.com/about-sprinklr/contact-us/
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MANAGE THE 
COMMUNITY

Provide ongoing support 
for your employees.

ANALYZE THE DATA

Crunch the numbers regularly to 
keep track of your progress. 

GIVE IT MEANING

Share your programs success across 
the company.

PROVIDE 
TRAINING

Equip your employees with 
the right technical and 
non-technical tools. 

PAINT THE 
FULL PICTURE

Communicate your vision 
to the company.

ESTABLISH PROGRAM
METRICS

Start building your program – 
use the “Four Ws” as a guide.

SET YOUR 
GOALS

Determine realistic numeric 
goals that you can measure 
regularly. 

SEEK OUT 
A CHAMPION

Identify an internal advocate 
for your program. 

ASSESS THE 
LANDSCAPE

Take note of your industry and 
company culture.

BENCHMARK EXISTING 
PARTICIPATION

Find your socially active employees.

IDENTIFY

MOBILIZE

MEASURE

1 2 3

4567

9 10

8
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CONCLUSION
Your employees are active on social media, discussing their life, love and work on a 
daily basis. You certainly can’t prevent them from doing so. But, you can implement the 
right social media guidelines, training and technology in order to ensure that the social 
influence of your employees is used for the betterment of your organization. Employee 
advocacy isn’t just an opportunity for brands, it’s a necessity in the social age.
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THE MAKINGS OF A  
SOCIAL ORCHESTRA
In the past, communications was a tightly contained specialization housed within one, maybe 
two, departments in a corporation. Today, forget it. Your company’s social infrastructure 
includes all your employees, many of whom are expanding their social networks by the day. 

This is a good thing. 

A scary thing, yes, but ultimately this is the new digital world we all live in.

So how do you get everyone in the organization playing to the same tune? How do you 
empower your increasingly social employees to be social on your brand’s behalf? It’s not very 
different from how any great general prepares his/her troops for battle or any great conductor 
prepares his/her orchestra.

ALEX SCHOTT 
MANAGER OF SOCIAL AND DIGITAL MEDIA 
ENTERGY 

In his role at Entergy, a Fortune 500 utility company headquartered in New Orleans, LA, 
Alex develops ongoing digital media strategies across more than 30 digital channels and is 
responsible for establishing and executing initiatives that enable the company to deepen its 
relationship with customers and all stakeholders. Alex has led and directed Entergy’s social 
media crisis communications efforts during Hurricane Isaac, Superstorm Sandy and during 
Super Bowl XXVII. Alex also conceived and led the development of Entergy’s mobile app.

Twitter: @ComfortablyAlex 
LinkedIn: www.linkedin.com/in/alexjschott

http://www.sprinklr.com/
http://www.sprinklr.com/about-sprinklr/contact-us/
http://www.twitter.com/ComfortablyAlex
http://www.linkedin.com/in/alexjschott
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• There has to be agreement on a common goal that everyone on the social media team 
believes can be achieved.

• The social media team must be trained and battle tested (be it through daily use and 
constant practice of social tools and/or through crisis simulation drills).

• The proper tools (social media dashboards) to achieve the ultimate goal must be in place 
and configured to maximize reach and impact on the target audiences.

• The team must be trained on this one common tool that allows for collaboration  
and organization.

This leads to my fifth (and most important) point: your social team needs to include everyone. 
It’s a social team that spans across the company and encompasses experts of many subject 
matters, like customer service, human resources, investor relations, marketing, employee 
communications, media relations, and external relations. Identifying and training personnel 
from each of these areas helps form that strong social infrastructure that will position any 
company well for whatever situation arises.

In the new media landscape, everyone in your company is essentially an unofficial 
spokesperson because of their audience reach on Facebook, Twitter, Instagram. LinkedIn, 
etc. Rather than viewing it as a threat, embrace it and empower your employees to help 
communicate your company’s story. 

A successful social business is not that different from an orchestra, which relies on a variety 
of different instruments and people playing in harmony and when called upon. When all the 
components of your orchestra play in harmony, you create a masterpiece.

http://www.sprinklr.com/
http://www.sprinklr.com/about-sprinklr/contact-us/
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CLEAR BUSINESS VALUE:   
THE MISSING KEY TO  
EMPLOYEE ADVOCACY SUCCESS
The most important issue I see in employee advocacy programs is an inability to prove ROI.  
Too many employee advocacy programs are launched without a plan for measuring and 
proving business value from the program.  And it costs the program dearly in the long run.

The program goes through the pilot phase and shows some interesting results; however, 
when more funding is requested to expand the program and business executives, in turn,   
ask for evidence of ROI, there is no way to demonstrate the program’s ROI. So the program 
gets stuck in the pilot phase.

CHRIS BOUDREAUX 
DIGITAL STRATEGY EXECUTIVE  
EY 

In addition to leading digital strategies and transformations for EY client, Chris is also the 
creator of Social Media Governance and author of The Most Powerful Brand on Earth.

Twitter: @cboudreaux 
LinkedIn: www.linkedin.com/in/chrisboudreaux

http://www.sprinklr.com/
http://www.sprinklr.com/about-sprinklr/contact-us/
https://twitter.com/cboudreaux
http://www.linkedin.com/in/chrisboudreaux
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Instead, before you launch your program – or even after you launch it – determine how you 
will create value for the business, either by reducing costs or increasing revenues.  Specify 
the business metrics that you intend to affect and how you will measure the effects of your 
program. Then measure those effects.

This is not always easy, especially when you may try to affect metrics that exist in systems you 
do not own.  If you want to prove lift on a marketing campaign, or if you want to decrease 
the media spend required to achieve a given objective, you need data from outside of your 
employee advocacy program. 

In most cases, employee advocacy platforms are completely separated from media buying 
and social execution platforms, making it very difficult to tie the data together. But, as the 
social publishing and engagement platforms enter the employee advocacy space, it will 
become easier to run an employee advocacy program that is 100% integrated with the 
brand’s activities in social and paid media:  one content repository, one set of metrics and 
dashboards, and clear insight into ROI of the employee channel.

Even then, however, you will still need to think about how you will create measurable value 
for the business, and then hold yourself accountable for proving it.  In the long run, you and 
your program will benefit tremendously from the effort.

*The views expressed herein are those of the authors and do not necessarily reflect the 
views of Ernst & Young LLP.

http://www.sprinklr.com/
http://www.sprinklr.com/about-sprinklr/contact-us/


Sprinklr believes people never forget how you made them feel. That’s why we help brands 
manage their customers’ social media experiences by building software that connects every 
social media experience to every enterprise system.

Unlike tools and platforms, Sprinklr is the only end-to-end integrated social relationship 
infrastructure. Called “the most powerful technology in the market” by a leading analyst, 
Sprinklr accelerates the social maturity of a brand from just ‘doing social’ to being social,  
at scale. Sprinklr’s cloud software and strategic and analytic services enable the enterprise  
to innovate faster, grow revenue, manage risk and reduce operational costs. 
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