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Chapter 1:  Introduction
One sec...
Don’t be deceived by all the 
hype.  There is more to social 
networking than meets the 
eye.

Before venturing out into the 
social media landscape, there are 
things we think you should know 
and take into account— the 
elements for organisations to 
consider in the way they react 
and interact with each other and 
their members. There’s a lot to get to grips with, much of which is vital to the 
success of your social networking strategy.  

With an overload of social media networks available on the web, it could 
be difficult to know where to start.

The value of social media software to engage in consumer products, political 
movements or for our personal lives is undisputed.  Organisations use the wealth of 
information social media platforms provide to reach their members, donors and 
communities in new and increasingly targeted ways.  

You’ll need to take into consideration:  

Choosing the right strategy for your organisation to ensure your efforts aren’t 
wasted.

The difference between private social networks vs the public domain—and 
what benefits each bring

Membership organisations’ unique advantage and opportunities 

Customising your own special interest groups—and ways to cater to them

Utilising existing funding and resources 



Chapter 2: 
Social networking trends
Before you can create the right 
social networking strategy for 
your organisation, you’ll need 
to pull focus to understand the 
bigger picture.   

Gartner research reports that, 
"People add 5 petabytes of 
information to the Web each day, 
reflecting the attitudes, intentions 
and venues of businesses and 
consumers.

Social networks will have more 
than 1 billion users by the end of 
2012, and the artifacts users leave 
behind in social networks provide a 
treasure-trove of insight."   

Here’s a snapshot of current usage:  

161M members on LinkedIn 

1/3 of world’s population on Facebook (1 billion 
monthly users) 

155M Tweets per day (55M per day last year) 

25% of all active URLs are social media 

"Social media in 
business will 
eclipse the 

e-commerce 
revolution of 10 

years ago.  

Ignoring social 
media is not an 

option."
Source:  Gartner Research



Chapter 3: 
Strategic assumptions
Social Media Examiner’s industry report, The State of Social Media 
Marketing in 2012 reveals:  

“Facebook, Twitter, LinkedIn, blogs and YouTube were the top five social media tools.  All of 
the other social media tools paled in comparison to these top five.  The top five have 
remained virtually the same since 2011.”

It’s important to have a grasp of social networking trends going forward, 
these forecasts from Gartner Research provide further insight: 

By 2013, spending on social software to support sales, marketing and 
customer service will exceed $1 billion worldwide. 

By 2014, social networking services will replace email as the primary vehicle 
for interpersonal communications for 20% of organisation users. 

By 2015, the 20% of enterprises that employ social media beyond marketing 
will lead their industries in revenue growth. 



Chapter 4: 
So, what are the benefits 
of social networking?
A significant 85% of all marketers indicated that their social media efforts have 
generated more exposure for their organisations.  Increasing traffic was the second 
major benefit, with 69% reporting positive.

Nearly two-thirds of marketers are using social media to gain marketplace 
intelligence (65%).  Tied for fourth place, 58% of marketers indicated generating leads 
and developing loyal fans were benefits of social media. 

Forrester Research reports:

"Business as we know it is changing. The next generation of 
market-leading organisations will digitise their enterprise 
model with new capabilities enabled by social technologies.

These social businesses change the competition and set new 
standards for how companies, governments, and nonprofits 
deliver value."

Clearly then, a truly social organisation takes knowledge and 
project management from an unsustainable—and unproductive
—model into one where internal and external conversations 
and interactions, news, updates and ideas are accessible and 
customisable in real time. 

The top two 
benefits of 
social 
networking are 
increasing 
exposure and 
increasing 
traffic. 
Source: 2012 Social Media Monitoring 
Report, Social Media Examiner



Chapter 5: 
Where do you see 
yourselves?
Most organisations are 
using some sort of social 
media for marketing 
purposes—let’s talk about 
a slightly more 
sophisticated way of using 
it beyond that.

Again, it’s important not to 
get hung up on all the facts 
and figures and start to feel a 
little overwhelmed. 

Actually, what these figures are telling us is simply that there's a smarter way to 
communicate with people—and that's through the format of social media. 

How would you rank yourselves:

1. We’re trying to figure out what to do, but haven’t implemented anything yet

2. We’re experimenting with social media externally using the public tools 
(Facebook, LinkedIn)

3. We’re experimenting with a private social network for our members 

4. We’re old pros



Gartner, who have done quite a bit of research into social media trends 
over the last two years have come out with a method of grouping 
organisations into six categories:

1. Folly

2. Fearful

3. Flippant

4. Formulating 

5. Forging

6. Fusing

Most organisations will be 
able to place themselves into one of these six categories. 

So let's revisit what Gartner strongly states from their research:  ignoring social 
media is not an option.  If there's one thing we can learn from all the statistics, it's 
that this message is correct—ignoring is social media is simply not an option!  

This is an interesting statistic because it does two things:  in the first instance, if we 
make comparisons to e-commerce it tells us that this is not something that will “go 
away” and that early adopters will have the advantage moving forward.   The second 
thing this tells us is that by comparing social media to the e-commerce revolution, it 
feels less intimidating. 

When IT companies first started talking about e-
commerce projects they were initially viewed as a 
lengthy, complex and expensive. Now that we all know 
that e-commerce is just “buying stuff over the web” 
and means you need to add a shopping basket to your 
site—and virtually anyone can do it.

Social media is similar, in that it can be simplified down 
to “a more efficient way of communicating and 
collaborating with people.” 

You just need to set up a community on your website
—and virtually anyone can do it. 

The first three categories can 
clearly be categorised as not 
progressing

The remaining three categories 
are categorised as moving 
forward—though at different 
stages. 

Of course, there will be 
more work to be done 
once we’ve set up a 
community on our 
website—but we don’t 
need to be fearful 
about progressing the 
right social media 
strategy for our 
organisation. 



Membership organisations create communities, and these 
communities need a place to live, breathe and grow.  The 
key strategy for membership organisations is to 
understand that the community is the organisation.  
Providing your community with a platform upon which it 
can develop and grow ensures future health.   

A typical Social Media Strategy often consists of the usual suspects....

Most organisations have now got some sort of strategy in place but it typically falls 
well short of being STRATEGIC.  The typical strategy is more a reactive response to 
what everybody else is doing.

The result normally materialises as a Facebook page, maybe a LinkedIn group and 
then a Twitter account.  Typically, these ‘usual suspects’ are put in place because of a 
feeling of 'we should be doing this' rather than for strategic reasons that will benefit 
both the members and the member organisations. 

Is it your 
responsibility 
to cater for an 
online 
community?



Chapter 6: 
So, what are your 
options?
Broadly speaking, there are four routes you can take:  

Do nothing

Public platform

Private platform

Combination of public and private platform 

Whether you are creating a world wide network for your clients, members or 
donors— or just a simple 20 person intranet— there has never been a better 
opportunity for organisations to stimulate engagement and make a real difference to 
their communications, both internally and externally.  

The danger of just jumping in and doing what everyone else is doing can result 
contrived online presence; a half-hearted dipping of the 
toe in the water.  Some encouragement for doing this 
might be given by seeing the number of likes your 
organisation collects. 

This phenomenon has been brought into question 
recently, with articles suggesting that many likes are 
falsely attributed, but regardless of this you have to 
question what value these bring to a membership 
organisation?  

If you're building up a community on facebook you 
have to question what value that's bringing back.

Typically social media strategies focus on public facing 
platforms because this is where everybody else is. 
However, by definition a membership organisation is a 
select community and that is what you should be 
nurturing.

If you have 4,000 
members paying 
an annual 
membership fee 
—you don't 
need them to 
tell you on 
Facebook that 
they “like” you.



Chapter 7: 
Where do you want your 
online community?  

Social communities will evolve…  The question for membership 
organisations is, where do you want this to happen?

Euan Semple, social networking industry guru, spent many years at the BBC 
evaluating new technologies and that could be used to better the corporation.  
Euan’s also the author of, “Organisations Don’t Tweet, People Do,” says:

‘There’s a move toward more exclusive social media, where people are more 
inclined to share and engage in open conversations’

Now this is interesting as it it suggests there’s an advantage in exclusivity—
something membership organisations already have and sell themselves on.  Euan also 
states that the publicly accessible tools are very limited in terms of what they can 
offer an organisation that wants to run it's community from there—that may be fine 
for networking—but it won’t cut the mustard as an enterprise social network 
platform.  



The value of membership organisations...

We’ve researched a number of membership 
sites, specifically their “member benefits” 
sections and the entire essence of what a 
membership organisation offers is built 
around information sharing, collaboration and 
networking.  

These benefits also happen to also be the 
main uses of social media—so there is a 
definite business fit here.

Membership organisations are not like a 
typical businesses selling products or goods.   You're selling benefits which are often 
intangible.  These benefits manifest periodically throughout the year as bulletins, 
newsletters, conferences, information packs, emails and networking opportunities. 

What social networks provide is a place where all of this value can live and be easily 
accessed.  It's a place where all your benefits can be realised for your members.  
They can communicate, learn, contribute, share and network. It's an opportunity for 
Membership Organisations to consolidate their value into an accessible resource. 

If you've still got no plans to do this, then maybe have a think about how your 
members will feel in one or two years from now, and their membership organisation 
isn't offering this type of facility.  

If you're not sensing it already, you should be getting an idea that all of this 
is leading to a rather exciting  opportunity for membership organisations.

It’s a great fit!
Information sharing, 
collaboration and 
networking are the main 
benefits of membership 
organisations...and the main 
uses of social media.  



Chapter 8: 
Social networking for 
membership organisations  

There are many social media tools and networks available at your 
fingertips that can enhance your organisation’s reputation.  

On one hand, you have the leading social media networks such as Twitter, Facebook 
and LinkedIn.   And on the other hand, you can easily create your own branded 
community network with Webjam which brings together all your activities from the 
public social media networks. 

Private Social Networks for Membership organisations work on multiple 
levels.  

Is there a smarter way that membership organisations can use social media and are 
there missed opportunities? 



What does it look like?

The 4 levels of private social media:  Having a member community is just the start—
Membership Organisations can play a key role in enabling their industry.  

Internal private social network for staff: 

Depending on the size of your organisation, using a private social network internally 
can be a useful way of sharing information, collaborating on projects and getting 
events organised.   

Private social network for 
members:  

This is where you provide your 
membership community with a place 
to live, breathe and grow. It could 
almost be seen as your duty to 
provide this level.  They need a place 
to communicate, network and share. 
You need a place to advise, promote 
and retain.  If you don't have a 
common place where you can do this 
then the coming years will be 
challenging. 

These networks have all the 
functionality you might expect on 
Facebook, but it's a closed community 
provided by the membership 
organisation.  It's a feature rich 
platform for sharing, collaborating and 
keeping up to date. The key element 

to this community is that it is completely owned, managed and provided by the 
membership organisation. 

Enables the membership organisation to keep it's members up to 
date

All members can contribute and network 

Membership events can be promoted efficiently 

Monetisation opportunities throughout 



Private social networks for special interests, or categorised in any 
way that makes sense for you and your members—interest 
based, location or event specific:  

It's highly likely that your membership community will consist of many smaller 
communities; special interest groups, regional groups etc.  It's therefore important to 
have a place for these communities to live—as well as any new communities that 
develop along the way. 

This is a place for even more focused discussions to take place

It creates closer ties within groups of special interest 

Enables regional events and groups a wider platform to promote 
their interests

External websites and communities created by your members:  

This final level represents a completely unique opportunity for membership 
companies. If you have a private network in place for your members then technology 
can now enable you to offer the same functionality to your members for use in their 
own organisation. This can take the simple form of enabling them to set up a 

website, through to having their own fully 
functional private social network.  

This is an additional benefit of being 
a member

Using this facility ties them to the 
membership and gives them some real 
value (retention)

Not only do they have a website, 
but they can build a whole social 
community off of it as well. 



Chapter 9: 
The strategic approach

The unique opportunities for membership organisations

So we know there’s some value in being at the heart of the community.  And we also 
know there are strategic ways in which you can use social media to progress your 
community. 

However, it's worth being cautious about developing your community outside of  
your website.  Watching your community grow on Facebook or LinkedIn maybe 
giving you  a false sense of security... Remember that it's a community that exists 
under the control of a public social media platform.  The importance of the role you 
play in that community may be overstated.

Do you want to put lots of effort into pushing your community away from 
your website?

Does your organisation have a more strategic role to play in the industry and 
will you be at the centre of it over the next few years?

Be aware of limitations of LinkedIn and the suitability of personal sites such as 
Facebook.  

Consider social CRM—integration with public social media data is not 
straightforward—there are many data protection issues to consider.  



Position your organisation at the centre of the social community.

Membership Retention 
If your members are contributing and communicating with each other within your 
organsiation’s community then you're strengthening the relationship and association 
that exists.   

Adding NEW value to existing members
It’s very difficult to generate new ideas and ways in which you can continue to add 
value for money—this a smart way to do it.   You'll be doing it anyway—so you may 
as well capitalise on it.  



Chapter 10: 
What are the barriers to 
moving forward?
The best social media networking doesn’t exist within a vacuum—and in a 
sense— is only as good as it’s implementation.  

To reap the full benefits of what social media productivity software can 
deliver, organisations must create a culture, structure and supporting 
processes to be open and collaborative.  



1.  Technology

Setting up a private social network is actually incredibly easy. The platforms are 
obviously web-based and as such they're simply integrated into your existing site. 
If you already have a members forum on your site then think of this as an evolution 
of that.  If you don't have the expertise in-house to do this then there may be a 
couple of days of professional services to integrate—typically it's not complex. 

The creation of the social media site itself is very simple. Platforms offer drag and 
drop functionality enabling you to add what you want very quickly.  If this is not 
something you're comfortable with there's plenty of help out there and, again, this 
not complex work so costs are low and timescales short. 

2.  Money

Most of this is offered as Software as a Service—meaning you just subscribe to the 
platform and pay for what you use.  Most people are also pleasantly surprised with 
the costs:  around only £5,000 per annum for a platform that supports all members. 

There would be additional costs for offering  websites out to members—but again 
these are not great.  When put against the expected improvement in membership 
retention, member value and all the other benefits we’ve discussed,  the business 
case for a private social network becomes straight-forward. 

3.  Time and Effort

So if the technology is straight-forward and the costs are low then that leaves 
'Effort' as the final barrier.  This should be more something you're aware of rather 
than something that  prevents you from progressing. 

You need to be aware that you've got to post regular content, keep blogs updated 
and work with your members to encourage content and activity.  None of this 
happens overnight but you've got to be dedicated to your community.  Members 
have got see that it's active and that you're committed to it, only then will the 
community start to blossom. 

If you're struggling with the concept of doing this and are thinking about the effort 
involved.  Then just think about what the challenges will be in 12 or 24 months time
—the effort will still be required but you'll be some way behind.

One BIG advantage you have is that you know your community already.  It’s already 
defined, you have your members in place.  If you're able to export from your CRM 
then you can  make them members of your social community automatically—a huge 
advantage.  



Chapter 11: 
7 savvy steps to bring 
your social networking 
strategy to life
Listen, understand, create, engage and measure.



1.  Decide on your 
strategy
Are you just dabbling or are you strategically focused?  

Getting your social media project off the ground is an exciting prospect—though it 
is critical that you take everything into consideration.  If you plan meticulously and 
stick to your plan you will be onto a winner.

Without knowing where you want to go and what you want to achieve, 
it’s almost impossible to know what to do and how to measure your 
results.  

Make sure you’ve taken these points into consideration:

Are we happy with just using a couple of public social sites or could we be 
doing more?

Where will we focus our efforts be focused over the next two years and 
what do we hope to achieve? 

What could we improve by implementing a social media platform?

How do we plan to utilise our position as the membership body?



2.  Keep focused on the 
purpose
What is the real purpose of your social networking?

This is not about Facebook-like "socialising" for younger workers.  Having a social 
network is not an end in itself—it's about harnessing mass collaboration to further 
the advancement of your industry:

Utilising the benefit of having a community of specialists 

Enabling that community to develop and improve every aspect of the 
industry

Giving everyone a voice and the opportunity to contribute 

Ensuring your community remains united and connected into the future

3.  What’s in it for you?
Let’s not pretend there’s no upside for you!  Recognise the value of social 
networking to yourselves as member organisations:

Membership retention 

Monetisation opportunities 

Promotion of events and services 

Better understanding of your members 

Recognition as providing the industry it’s community platform

Provides NEW value for money / NEW membership benefit

Helps secure the future of your organisation 

Positions you as driving force



4.  Commit to the work
Dedicate time and resource to ensuring your community is valued by 
your members.  

Make sure you’re getting input from your CEO 

Engage with key industry figures and encourage their use on your platform

Drive people to the community for information, not just the website 

Prepare for it to take time

5.  Don’t be blinded by 
complexity
Solutions can be easily integrated with your existing website:    

Technically simple to set up 

Easily tailored to a format suited to your industry and audience

You can launch as a simple community and evolve the sophistication 

 



6.  Social CRM
Consider future integration with your CRM.   

This is something that's going to become increasingly more sophisticated over the 
coming years.  We  all know the value of capturing information about our clients and 
are all equipped and conditioned to do so. 

However, capturing and using social media information is less straight forward. 
There's a great deal more information flowing through and the vast majority won't 
be of any value sitting in your CRM system. 

Linking events and payments made 
through your social media site are 
obvious starting points.  This is 
relatively straight forward if you have a 
private social network platform. 

If you're just using the public platforms 
then be cautious about using 
information taken from a public 
domain site.  People don't expect 
comments made on Facebook to be 
stored anywhere other than on 
Facebook.  Make sure you've done 
your homework before attempting to 
do this. 

Some of the CRM organisations have 
picked up on the significance of social 

media and have integrated their own 
social media platforms with their CRM system.  This route has some advantages in 
terms of integration but you should also be aware of the disadvantages. 

CRM providers will be looking to tie customers into their systems.  Offering a Social 
Media platform is great way to do this.  Consider whether you want this tie-in and 
consider how much effort is going to be involved in establishing your community: 

Presents additional opportunities for marketing

Greater understanding of your members 

Simplifies internal processes 



7.  Get mobile
Launch your social media initiative with encouragements to use mobile: 

Get members contributing and collaborating more frequently 

Extend your reach

Give your members access to relevant and useful information when they’re 
on the move

Mobile accessible membership directories

Mobile devices expected to be the most commonly used browsing device 
by 2013 (Gartner)



Chapter 12: 
The Webjam Solution
Webjam is uncomplicated to install and run — requiring no technical 
know-how to launch and customise — the ideal place for creating and 
managing your online community.  

Our unique platform allows 
organisations to create internal and 
external social networks to connect 
and engage with members.   

Webjam's powerful technology 
quickly and easily gets your teams 
set up and fully functional, whatever 
their level of social media expertise 
may be.

Webjam delivers significant return-
on-investment:  improving retention 
rates, securing new members and 
creating new monetisation opportunities — as well as providing tangible member 
benefits.  

Webjam is the market-leading solutions provider for Enterprise Social Media based 
in London, with recent awards including The Guardian Tech Top 10 for innovation 
and creativity in social media.  

Webjam is used by a wide variety of organisations including Global Radio, British 
Association of Dermatologists, United Kingdom Warehousing Association and 
Greenfields Technology. 

Interested in finding out more about what Webjam can do for you?  
Contact our Business Development Team at bizdev@webjam.com

Get In Touch

http://social.webjam.com/get-in-touch-today
http://social.webjam.com/get-in-touch-today
mailto:bizdev@webjam.com
mailto:bizdev@webjam.com


Summary
Going forward, what’s very clear is that organisations need to develop the 
skills to meet—and whenever possible—exceed the expectations of their 
members and supporters with the real time experience delivered by 
social media.  Organisations of every shape and size will need to embrace 
these elements into a coherent establishment that is both inward and 
outward facing.

To successfully implement the best social 
networking strategy for your membership 
organisation, you need to ensure that you are:   

Improving membership retention and 
recruitment

Staying at the centre of your valuable 
community

Creating new monetisation opportunities

Increasing donations by engaging donors

Securely connecting members and donors

Increasing membership loyalty

Extending your reach on a secure platform to 
leverage social media and bring members to 
your community

Creating communities where members are 
more involved, with the scope for mentoring 
and accelerated interaction and feedback.

Streamlining internal and external communications across communities and 
groups with customisable privacy settings

Webjam: your unique private social network
For your organisation, customers and their customers.

Where secure collaboration and communities drive results.  

"Consider the Arab 
Spring and the role of 
collaborative 
communications to 
topple governments, or 
the ability of unhappy 
customers to use social 
media to cause Netflix 
to reverse its business 
strategy —to survive, 
your organisation must 
learn to harness the 
power of social and 
collaboration 
technologies."

Forrester Reports 2012 


