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Let’s Get Engaged:  
Social media as effective business strategy tool 
 

Once perhaps seen as a fleeting pop-culture trend, 
social media is here to stay and evolving daily. 
While a common definition of social media remains 
elusive, it‟s typically understood as any 
communication that allows or encourages social 
interaction. Further, it has important business 
applications that cannot and should not be ignored. 
So, how do we use it effectively to deliver value 
for our businesses? 
 
In his recent Harvard Business Review blog post, 
Umair Haque contends that marketing is not living 
up to its customer responsibilities and overall 
potential. More specifically, he says companies 
must start “listening up”—an idea that 
organizations must genuinely engage, ask, and 
listen to their customers.1 Businesses must learn 
about more than their needs/wants and instead, be 
open to hearing and responding to criticism. Social 
media (e.g. blogs, Facebook, Twitter, YouTube) 
creates the opportunity to practice Haque‟s 
„listening up‟ idea and offers the tools to do so 
effectively. Quite simply, it allows organizations to 
engage with their stakeholders in real time. Done 
well, social media also creates a deeper 
connection that is unique to this new media.  
 
Leveraging social media for business means more 
than just setting up your organization‟s Facebook 
and Twitter accounts. Our best practice research, 
and interviews with experts responsible for shaping 
and executing their corporate strategy, suggest 
four essential steps to extract social media‟s 
unique value and achieve your business objectives.  
 

1. Set strategy jointly with your communications 

and marketing teams—what‟s the objective for 

your social media; what type of content will 

you share; who will monitor your social media 

platforms; etc. Integrate these into existing 

corporate strategies. Absent that direct 

connection, social media communication may 

be confused or inconsistent, possibly diluting 

brand and/or corporate identity. 

2. Drive your audiences to your main 

information hub (e.g. company website, blog) 

via all social media outlets. Yet, do not 

broadcast the same information over all media. 

Doing so negates the key interaction element of 

social media and the specific audience each 

tool attracts. If you use a syndication tool (e.g. 

TwitterFeed, HootSuit, RSS Graffiti), universally 

broadcast only the updates posted on your main 

hub, across all media.2  

3. Focus on quality engagement. Social media 

can be used to reach larger audiences, which 

has some merits. But, you will not reap the 

benefits of using social media if your audience 

does not respond and show interest. Exchanges 

that inform, establish expertise, or reveal 

insights into your company build trust and 

relationships. These in turn improve customer 

retention and increase brand loyalty. 

4. Monitor and evaluate your interactions. To 

what extent do they meet your strategic 

objectives? Consider the effectiveness of your 

choice of media and content in engaging your 

customers; adapt the approach as necessary. 

That agility is the key to social media; it is not 

a „set it and forget it‟ infomercial. And Haque 

reminds us: dialogues are only as insightful as 

your company‟s ability to listen and respond 

sincerely. Equip your marketing and 

communications teams with people who can 

develop, manage, and maintain your 

organization‟s social media outlets. 

 
Social media is here to stay. Though its constant 
evolution can be intimidating, these four simple 
steps make this new media approachable. Its value 
lies in the relationships it can help cultivate. The 
benefit of these relationships depends on how we 
choose to foster and maintain them. 

 

1. http://blogs.hbr.org/haque/2010/10/marketing_can_do_better.html 
2. McMahon, Thomas. “How to syndicate your blog to social networks.” 

http://bloggerdesign.com/862/syndication/   
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