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Blogs, online communities, social media and then social networks: they have 

permanently changed online marketing. In this new landscape brands are in a 

constant dialogue with customers who increasingly play critical roles in advocacy and 

recommendation. The brand is only one guest among millions and the challenge for 

marketers is that while the rewards may be great, the risks are greater. The Ten 

Golden Rules were extracted from analysing the successes and failures of hundreds of 

social media marketing campaigns, looking for DNA that was shared between the 

successful and absent in those that failed. The clarity of patterns that emerged 

removes much of the mystery of social media and helps marketing teams quickly 

identify the specific risks and potential of the opportunities unfolding around them.  
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The 10 Golden Rules 

1. Stay: Keep taking part 

2. Ease: Make participation a single click 

3. Initiate: Help start the discussion, donõt set out to own it 

4. Think webspace. Not website. 

5. Release: Give consumers content they can adapt 

6. Share: Encourage brand advocates to advocate 

7. Tools and content, not ômarketingõ: Give your community tools they need to 

achieve their goals, and content they enjoy 

8. Encourage: Nurture creative talent, encourage them to create and enthuse  

9. Amplify: Amplify the effectiveness of your offline marketing 

10. Honesty: Be yourself, be transparent, be true 

 

5. Applying the 10 Golden Rules 

 

 

Speedread 

¶ There is vast potential for any brand to use social media marketing 

¶ Getting social media marketing right requires understanding the new rules of 

engagement, and the different approaches to marketing through classic media 

¶ In spite of the newness of social media, clear best practice has now emerged 

¶ There are many types of social networks and social media, each with different 

techniques, benefits and roles - but these common rules still apply  

¶ Best practice principles need to be applied both within a brandõs own network and 

where they market themselves through other websites 

¶ The role of social media in the digital marketing mix will continue to grow massively  

¶ Brands take huge risks by entering social spaces without preparing properly, and 

they are often unaware of the scale of those risks 
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òSocial media has rebuilt the models 
of how consumers relate to brands. 
Brand advocates and brand vandals 
can share their beliefs effortlessly on 
a massive scale, changing perceptions 
and influencing culture. In social 
networks the brand is only one guest 
among millions, and while the 
rewards can be great, the risks can be 
greater. Social media marketing 
requires a shift in thinking for 
marketing teams and the firms who 
understand this landscape can 
transform the way they 
communicate. When marketing 
budgets are tight, social media can 
provide the perfect solution.ó 
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1. Introduction and context  

The Ten Golden Rules were extracted from analysing the successes and failures of hundreds 

of social media marketing campaigns, looking for DNA that was shared between the 

successful and absent in those that failed. The clarity of patterns that emerged removes much 

of the mystery of social media and helps marketing teams quickly identify the specific risks 

and potential of the opportunities unfolding around them. 

Background and context  

Blogs, online communities, social media and then social networks: they have permanently 

changed online marketing. In this new landscape brands are in a constant dialogue with 

customers who increasingly play critical roles in advocacy and recommendation. The brand is 

only one guest among millions and the challenge for marketers is that while the rewards may 

be great, the risks are greater.  

A different way of thinking to harness social media 

Thereõs a new type of transparency in customer relationships. The interruptive model of 

advertising continues weakening in favour of engagement. The challenge to persuade 

consumers to listen has replaced the ease of buying time to interrupt. Consumers are more 

conscious than ever of where and how they give their attention, and are ruthless in tuning out 

when the message doesnõt resonate. Between Twitter, Facebook, MySpace, Google and the 

portals, thereõs a ceaseless stream of new technologies and techniques for marketers to try, 

and the roadmaps for many brands remain unclear. 

Added to this is organisational complexity because effective social media ties together PR, 

advertising, customer service and corporate messaging. It demands cross functional teams 

with broader insights and skills than classic advertising required. Yet in the right hands it 

creates news, sparks discussion, delivers entertainment customers want, and achieves an 

engagement lost by the advertising industry. With the right team and ideas, brands can 

nurture consumer generated content, boosting discussion and the reach of their messages. 

Feeding the social media ecosystem places new challenges on website publishers, as they 

rework their content into malleable and exportable formats ready to invite participation. 

Management coaching 

These notes support an Executive Level Digital Training Academy that is part of a programme 

of advanced training for client-side marketing and brand managers. The Academy is designed 

to lift knowledge levels across marketing teams, boost alignment behind best practice, 

increase the effectiveness of agency management, boost judgements of campaign creative 

and raise confidence levels. The goal is to derisk social media marketing and simultaneously 

boost campaign effectiveness while reducing budgets. 

2. Types of social media content  

Although todayõs social media landscape is dominated by FaceBook and the international 

social software platforms, there are many ways people take part in social media. These are 

techniques of consumer generated content any website can incorporate and they often satisfy 

many marketing goals at once: boosting engagement with consumers, stretching the reach of 

the message, generating content that fuels greater interest, and amplifying effectiveness. 

Types of consumer generated content 

Å Ratings and voting 

Pioneered by Amazon and the early online retailers 

Å Consumer generated content: text 

Pioneered through newsgroups and forums, but now mainstream through blogs 

Å Consumer generated content: images 

Pioneered through Flickr and the media sharing websites 

Å Consumer generated content: video 

Mainstreamed through YouTube and media sharing websites 

Å Consumer generated content: audio 

Pioneered through podcasting  

Å Consumer generated content: knowledge 

Pioneered through the Wiki Foundation and Wikipedia  

Å Collaborative filtering: People who like this, also like thisé 

Pioneered through online retailers such as Amazon and online publishers  

Å ôMost popular contentõ: top for traffic, blogging, posting 

Mainstreamed by online publishers 

Å Advanced user generated content 

Pioneered through the advanced reviews of Web 2.0 sites such as CNET  

Å Mash-ups that combine content together 

Mainstreamed with the combining tools such as Google Maps with other data  

 

Types of social content 

Å Consumer generated content: contributions of content to websites 

Å Collective intelligence: contributions to wikis and ratings, improving knowledge 

Å Online social networking: connecting between people 

Å Social media: building profiles and sharing connections 

Å Social software: using applications that connect groups together 

Å Social mash-ups of data: combining social data such as Google maps and photos 

 

 
Digital links  

Campaign references on Digitalõs websites 
 

Case studies and examples of best practice in consumer 

social media: DigitalTrainingAcademy.com/socialmedia 
 

Digital Insight Reports on social media and digital marketing; 

introductory guides and background briefings into digital 

strategy: DigitalStrategyConsulting.com/insight 
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3. Preparing the social media marketing journey 
Social media marketing is more than a simple additional set of tools to add to a campaign 

strategy. Getting it right requires a fundamental shift in thinking because the rules of 

engagement between brands and consumers are radically different from the approaches and 

models of advertising ð either offline or online.  

In setting out on the social media marketing journey, successful brand teams start to think 

and behave differently. Their DNA of smart brands typically reveals four key strands: 

¶ Experience social media first hand to learn the language 

¶ Listen to the conversation before taking part  

¶ Open up the organisation, removing the barriers and inviting engagement 

¶ Join the social networks and become part of the conversation 

 

3.1 Experience 

Experiencing social media first hand is key for the brand and agency teams to learn the 

language and rules of the space theyõre entering. Through Facebook or MySpace anyone can 

set up a web presence in seconds and apply complex applications with no more skills than 

ôdrag and dropõ. This is effortless web page design and represents a quantum leap from the 

personal home pages of the 90s or the personal blogs of the early 2000s. The fact the tools 

are free and the audience is guaranteed is illustrative of the tectonic shift in publishing 

strategies. 

 

3.2. Listen 

The conversation about your brand is already taking place. Itõs ironic that some marketing 

teams fail to use anything more than simple Google Alerts to listen to what customers are 

saying. The data trails of the web can provide some of the richest qualitative and quantitative 

feedback any brand could look for. This is a media channel where almost everything is 

recorded and archived, providing brands with granular insights about how they are perceived, 

used, recommended or rejected by different segments of their marketers. Listening to the 

conversation before taking part is key for approaching social media marketing the right way.  

Example: HSBC on Facebook 

An interesting early example of this on Facebook was in August 07 when a protest against the 

HSBC bank began by UK students unhappy with changes to the bankõs interest rates for 

graduates. The National Union of Students (NUS) acted as the catalyst for this debate, fuelling 

a protest group on Facebook that generated online and offline publicity. Joining a Facebook 

group may be a low energy act ð a one-click acceptance of an invitation forwarded from a 

friend ð but its simplicity means large numbers of people can show support of causes very 

quickly. HSBC clearly realised this and within days stepped back from the change to banking 

terms, moving into negotiations with the NUS centrally. Itõs one of the earliest examples in the 

UK of brands listening to social media conversations and behaviours (the sociograph), 

anticipating when a trend was about to go mainstream (in this case the protest) and heading 

it off. The ease of connections creates an almost frictionless surface over which ideas can 

spread. The resulting speed of diffusion is much faster than brands have been familiar with 

and an order of magnitude quicker than the first generation of email viral marketing a decade 

ago. This incredibly fast spread of ideas will continue to raise the power of small groups and 

pressure groups who harness these tools the way the NUS did until a new social 

understanding emerges of where ôgroupsõ fit in charting the scale of peopleõs beliefs. Over the 

next few years Facebookõs social networks will provide an instant attitudinal survey of beliefs 

and behaviour types. 

 

3.3 Open up the organisation 

Preparing for social media requires a greater shift in corporate mindset than many brands are 

prepared for. Opening up the organisation means changing the mindset of senior 

management and removing the barriers to invite meaningful engagement. Social media 

marketing requires this, and successful social media marketers start changing the culture of 

their firms much earlier.  

Itõs a shift needed at the top of the firm and thatõs why corporate blogging can prove a 

powerful tool in changing the cultural framework leadership teams set for their organisations. 

However, corporate blogs have a deservedly poor image: many of the blogs that unfolded from 

2004 onwards (as blogging went mainstream) were little more than copy-and-paste machines 

for the press office production line. The typical challenges hinge around leadership teams 

either not having a powerful voice or not being able to use it. One of the best examples in 

getting corporate blogging right comes from the technology trailblazers at Sun Microsystems. 

Their senior management team all have blogs and that zone of their website remains one of 

the most popular with an explosion of comments and feedback around thousands of posts. 

Sun succeeded in delivering industry thought leadership through their blogs while most firms 

were wrestling with their staid Web 1.0 online brochure-ware. In the UK grocery market 

Waitrose CEO Mark Price is another industry leader who created a ôdoor is always openõ 

culture when he set up his ôGrocerõs Blogõ. Price explained that on the one hand itõs about 

òtelling people what Iõm eating and where Iõm goingó but at the same time it formed òa great 

way to communicate with internal and external groups; a great opportunity because MDs are 

normally out of reachó. The reason these types of shifts in organisational mindsets are key in 

preparing for social media marketing is that open marketing requires open doors.  
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3.4 Joining the social network 

Joining the social network is still part of the preparation for the social media journey for three 

reasons. Creating the footprint commits the organisation to action. Failure to take a presence 

early creates similar opportunities for cyber-squatting that caused the domain name battles of 

the late 90s, and only by joining can the brand team fully listen to existing customer 

conversations. 

 

Example: The first national election won with social media 

 

 

The Obama campaign succeeded in part because of an exceptionally powerful digital 

marketing model that took successive waves of complex messaging and drew people into 

participating in the election campaign in a way politicians had never achieved before.  It was 

the first national election anywhere to be won through social media and hinged upon a series 

of key messages that were delivered through all the main social media platforms as well as 

directly to voters through email and RSS feeds. As the administration took office the model 

continued, motivating Americans to be involved in the social and economic policies of the new 

administration in a way never before seen in politics. The Obama campaign joined the social 

networks and joined the conversation.  

òSocial media is 
changing the way 

people interact, 
accelerating 
networks of 
friends and 

amplifying the 
reach of messagesó  
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4. Ten Golden Rules  

For effective social media marketing  
For navigating the social media marketing journey there is a surprising amount in common 

among brands that succeed. From Cadburyõs to Diet Coke, BMW to Skittles, the similarity in 

approach reveals the DNA for developing powerful social media marketing. These 10 Golden 

Rules emerged as not only being present among the campaigns that worked, but also being 

absent among those that failed to take off. They offer a strong foundation for best practice 

and remain neutral to the individual executional technologies and toolkits brands can choose 

from. 

 

i. Stay 

Once a brand is in a social media space they are in it for the long haul. Thereõs an importance 

attached to not simply taking part, but continuing to take part. 

The media brands represent the best examples of this, where tools like YouTube or Twitter 

have become additional broadcast channels for feeds of content from the likes of the BBC or 

CNET, with some media groups already clocking up tens of thousands of updates on Twitter in 

a relatively short space of time. Once content is malleable it adapts easily into different 

platforms and this approach can extend the reach of social media campaigns by embracing 

new platforms without any impacts on budget. It also positions the brands perfectly as new 

tools and techniques arrive, whether itõs extensions to the wall on Facebook or the arrival of 

new platforms such as Kindle in the publishing industry. 

 

ii. Ease 

Make participation simple, make participation a single click. The easier the participation, the 

higher the chance of involvement. For every one person who readily wants to write their 

opinions and comments, fifty or more may be ready to click on a voting tool to give an existing 

comment a star rating. Creating a group on Facebook may take commitment, but simply 

accepting an invitation from a trusted friend is effortless. Smart social media marketers make 

participation easy and give brand advocates additional tools to become more deeply involved 

in the message. 

 

iii. Initiate and then let go  

Brands need to start the discussion but not set out to own it. Itõs an important distinction, 

repositioning the brand as initiator. In social media the brand is only one voice and smart 

marketers create content that sparks discussions which continue without their involvement. 

The loss of control on the web means brands cannot take responsibility for what happens 

once the message is released. Itõs also important from a regulatory perspective that they 

distance themselves from the conversations their customers subsequently have. 

Example: Diet Coke and Mentos 

The videos of Diet Coke fountains on 

YouTube are legendary. The 

chemical reaction of Diet Coke with 

Mentos mints quickly became an 

iconic piece of internet marketing. 

Critical to the success has been the 

way the marketing team at Coke 

stepped back, maintaining the 

authenticity and edginess of the 

idea. 

 

 

 

iv. Think webspace, not website 

Consumers rarely want to visit brands websites and for brands that see their online marketing 

model as simply about driving traffic to their site itõs time to rethink the approach. While for 

retailers the direct response traffic generating model makes sense, for many firms this puts  


