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“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 
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The prevalence of mobile devices which allow 
us to connect at any time and any place, and 
the rise of social networks such as Facebook, 
Twitter and LinkedIn in which we increasingly 
spend at least part of our lives, are beginning 
to reshape how we see the world - and in 
particular the world of work. 

This web of devices and platforms is giving 
customers and staff a voice, and they are 
learning to use that voice to discuss your 
products and services. This world of networks 
is growing as people learn to trust each other 
and to share knowledge with each other. 
What is new about these technologies is that 
they are user driven in the sense that all of 
the content and what is done with it is in the 
control of the user. As someone posted on 
Twitter recently - “Your staff already have a 
social media strategy - if you are lucky they 
have included you in it”. 

The best networks have the best 
conversations between the best people. Being 
part of these networks and hopefully hosting 
them is the way to have power and influence. 
All the platform providers do is provide the 
environment in which this activity takes place. 
This is fundamentally different from 
conventional publishing and broadcasting and 
calls on new skills, attitudes, and technologies 
to get the most from it. 

These conversations are already where brands 
are built - or destroyed. The apparent control 
of channels is disappearing and networks of 
influencers are taking over. Helping those 
influencers, whether staff or customers, have 
better conversations with more interesting 
people, will be how influence is achieved in 
the future and the most successful companies 
will be the ones that enable the best 
conversations with the most interesting and 
influential people. 

Building and maintaining connections, both 
inside and outside, and indeed connecting the 
inside with the outside is key. Making sure that 
the right people are connected in the right 
ways is a skill and takes work. As in “real life” 
there is a skill to hosting conversations. They 
also rely on creating the rite ambiance in your 
virtual spaces. People have to feel comfortable 
having these conversations and enjoy using 
the platform on which they take place. 

You need to be flexible and your tools need 
to be adaptable to the changing needs of 
customers and staff. You are hopefully creating 
an ecology in which more information and 
knowledge moves around more readily 
between really interesting people. You do not 
want technology to get in the way of this, and 
you want it to be able to morph and change 
with users and their behaviors and 
expectations. 

Picking the right platforms, encouraging their 
use, and helping them to mature into the 
sorts of places where the best conversations 
take place between the best places will be key 
skills for successful organisations of the 
future. This introduction will hopefully set you 
off in the right direction and with the right 
understanding to make your first steps more 
successful. 

According to Wikipedia
Social media is an umbrella term that 
defines the mobile and web-based 
technologies that integrate technology, 
social interaction and the construction of 
words, pictures and audio.  

Introduction by Euan Semple 

Social Media Thought Leader



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, donors and 
supporters.  There’s a lot to get to grips with, 
much of which is vital to the success of your 
social networking strategy.  

The value of social media 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, supporters and 
communities in valuable new and increasingly 
targeted ways. 

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

First things first… blogs

Start a blog.  Get creative with words and wax 
lyrical about your brand, what you are doing 
and how you aim to achieve it.  

Having a blog gives you a direct voice to your 
community — you instantly become more 
personable and easier to relate to.  A blog ‘for 
the people’ is your organisation’s way of 
saying, “we’re here for you…”  

This is crucial as they’re telling you what they 
want and they expect you to respond.  By 
setting up a forum, you can create a hub of 
activity… A place where people can 
contribute to the debate, channel their ideas 
and interact with their peers.  

Live Streaming

Going far beyond video chat, music, webinars 
and life casting, the broadcast of someone’s 
daily life for all the world to see.  It’s now 
focussing on huge events, like the Olympics, 
that thousands can watch and enjoy 
simultaneously on channel pages, Facebook 
tabs, websites and mobile devices that create 
a high-impact, immersive experience.  

Live streaming is much more than just an 
instant live feed — it’s a portal for real-time 
interaction.  Viewers can chat with each other 
and seamlessley share the experience with 
friends across social platforms.        

Viral Videos

A viral video is a video clip that gains 
widespread popularity through the process of 
internet sharing, through email or instant 
messaging, blogs and other media sharing 
websites.  

With quality easy to master, editing tools 
readily available, organisations are turning to 
this medium as a means to promote their 
offering.  By creating a top quality video, you 
can reach — and potentially exponentially 
grow your audience in very little time.  

Now start thinking about your 
social media campaign..  



Twitter is a real-time information network 
that connects you to the latest stories, ideas, 
opinions and news that are important to you.  
Twitter enables it’s users to send and read 
messages known as Tweets.  Each Tweet can 
be up to 140 characters long and are 
displayed on the author’s profile page and 
delivered to the author’s subscribers who are 
known as followers.  

In Twitter’s own words, “It’s ‘the fastest, 
simplest way to stay close to everything you 
care about.” 

Use Twitter to quickly:
Share information:  once you’ve set up your 
account, you can start to send your blogs to 
your Twitter feed — as well as relevant 
company links and information.  

Gather real time feedback about your brand 
using Twitter’s search component and through 

hashtagging.  Gather up-to-the-minute 
relevant information about news within your 
field and share it with your followers.  

Chapter 1: 
Social media 
networks
With an overload of social media 
networks available on the web, it 
could be difficult to know where to start.  

On one hand you have the leading social media networks such as Twitter, 
Facebook, LinkedIn, Pinterest and Instagram.  Over the next few pages we 
offer a brief introduction to these networks.  

You can also create your own secure branded community network with 
Webjam which brings together all your activities from the public media 
networks.  

Twitter



How to get the biggest return:
Be conversant:  listen and react to what’s 
being said — not just about your organisation.  
Contribute to discussions that are taking 
place within your industry and build trust 
amongst your peers.  

Integrate your Twitter feed into your company 
website.  You’ll also want to add a ‘follow us 
on Twitter’ icon across all your platforms:  
website, blog and email and newsletters for 
starters.  

Use hashtags # to flag important things or by 
subject to help you get found.  

Make sure your organisation shines through 
on your Twitter page:  this is a great 
opportunity to showcase your brand and 
deepen engagement.  

What makes a great Tweet:  
According to Harvard Business Review’s 
research from May 2012, the best way to keep 
your followers engaged is to “Be clear, not 
cryptic or ‘insidery.’  Don’t overuse hashtags 
and don’t retweet one-to-one conversations.”  

Twitter’s value for organisations:  
Twitter connects organisations to their 
community in real time — and organisations 
use Twitter to quickly share information with 
people interested in their products and 
services, gather real-time market intelligence 
and feedback, and build relationships with 
customers, partners and influencers.  From 
brand lift to CRM to direct sales, Twitter 
offers organisations an easy way to reach an 
engaged audience. 

Twitter’s value for causes:
Twitter lends itself to cause and action. Every 
day, we are inspired by stories of people using 
Twitter to help make the world a better place 
in unexpected ways. 

And with just a Tweet, millions of people learn 
about or show their support for positive 
initiatives that might have otherwise gone 
unnoticed.  Programs like Twitter Ads for 

Good offer a way for NFP’s to promote their 
efforts the same way as businesses can.  

Twitter on the go:  
Tweet from anywhere with Twitter’s roster of 
ways to connect on mobile.  With features 
including fast follow, notifications, targeted 
messages that refine the reach of promoted 
Tweets, users can receive Tweets with news, 
information, deals and discounts from relevant 
organisations.  

Measure Twitter’s value:  
It’s important to set up tools to measure the 
success of your Twitter campaign.  Before 
setting up analytics tools, you can look at the 
feedback you’re getting and consider how 
you’re interacting with your followers.  

Are you creating conversations?  

Use the search function to see if tweets 
about you are positive or negative

How have you been responding and 
interacting?

Are people mentioning your organisation?

Then you should consider looking at the value 
of the relationships you’re creating and the 
impact of your tweets.  By building these 
relationships with people, your aim should 
always be to enhance the reputation of your 
organisation.  

As of 2012, there are over 
a billion Tweets sent 
every 3 days… 

These Tweets represent 
conversations related to almost 

any topic imaginable.  
For organisations and brands 

these conversations provide a rich 
canvas and a powerful context in 
which to connect your messages 

and your brand to what people 
are talking about —  right now.  



Facebook is the world’s largest social network 
where people can search and interact with 
their friends by inviting them to events, set up 
groups, chat live and share photos and videos.  

Facebook can also be used for brand 
representation by setting up branded pages 
which can be used for outreach to millions.  

A Facebook page allows you to create a site 
for people to easily connect and interact 
around your organisation.  

It offers analytics as well as an opportunity to 
promote your brand by posting on peoples’ 
walls.  You can easily integrate your Facebook 
page onto Webjam.  

Organisations use Facebook to specifically 
target their audience.  As everyone who 
subscribes, shares their data with Facebook, 
it’s easy to create campaigns in which the 
audience is targeted to match your 
organisation’s audience criteria:  age, gender, 
location and so on.  

Facebook timeline for brands
With the hotly anticipated timeline for brands 
getting rolled out in March 2012, organisations 
have fresh new opportunities to not only 
reframe their social media strategy, but to 
engage with and seek feedback from their 
community/ies.  

Once your followers ‘like’ you, they’ll start 
seeing your updates on their newsfeed — 

right alongside their friends and family, 
providing a valuable new opportunity for 
authentic engagement.  

Early adopters include Red Bull who’ve taken 
full advantage of timeline by creating a 
scavenger hunt with prizes to get fans 
interacting with the company’s history.     

Facebook and privacy
Simply put- Facebook privacy is 
complicated… The major types of privacy you 
need to be aware of as a Facebook user:  

Inter-user privacy: Best to create ‘lists’ 
so you can choose what updates your friends 
or co-workers.  You can also choose to limit 
certain lists from viewing posts other people 
tag you in by visiting the basic privacy settings.

Public profile: With almost every feature 
of your profile having an ‘edit’ option, allowing 
you to select who can view that information 
(public, friends only, only you, etc.)  You 
control the information non-friends can see 
on your public profile. 

Third-party access: In order to use 
Facebook. Open Graph apps like Spotify and 
Pinterest, those companies need to access 
certain information on your profile. They’ll ask 
for permissions before you begin using the 
app. 

Be aware that each app has different privacy 
risks. If you don’t want that information to be 
accessible through Facebook’s APIs, learn how 
to turn off access. Similarly, you can also opt 
out of Facebook social ads:  those ads that 
appear to you based on brands your friends 
like.

FacebookFacebook
October 2012

Facebook passes 1.01 billion 
monthly users, 604 million mobile  
users and 584 million daily users.

http://mashable.com/category/spotify/
http://mashable.com/category/spotify/
http://mashable.com/category/pinterest/
http://mashable.com/category/pinterest/
http://mashable.com/2011/09/25/facebook-privacy-issues/
http://mashable.com/2011/09/25/facebook-privacy-issues/
http://mashable.com/2011/09/25/facebook-privacy-issues/
http://mashable.com/2011/09/25/facebook-privacy-issues/
https://www.facebook.com/help/?faq=211829542181913#-How-do-I-turn-off-Platform-apps-and-websites?
https://www.facebook.com/help/?faq=211829542181913#-How-do-I-turn-off-Platform-apps-and-websites?


So even if you are a social media true believer 
and are reaping the benefits of being fully 
engaged with your audience, Pinterest can 
often be uncharted territory as not only is it a 
relative newcomer, how to use Pinterest 
advantageously is evolving and shape shifting 
continually. 

Here’s a snapshot Pinterest usage:

iPhone app downloaded 200,000 time per/
day
14 minutes average time spent on 
Pinterest
2.3 billion page views just in March, 2012
Over 4 million daily unique visitors

How To Pin For Your Organisation
It's all very well to see that Pinterest usage 
continues towards world domination, but how 
to use it for your organisation?  

Luckily, there's the 10 Commandments of 
Using Pinterest for Business, originally posted 
at AmyPorterfield.com.  

As Amy says:

“Would you love to tap into the power of a social 
media site that can send you more referral traffic 
than Twitter? Bring you more leads than LinkedIn, 
Google+ and YouTube combined? 

Convert more fans into paying customers who will 
easily share your content with their friends?”

Your first consideration needs to be if and 
how visually engaging content is going to be 
valuable to your customers, members and 
community.  

Before you fall at the first hurdle, stop and 
consider this carefully- visually engaging 
content... 

With Pinterest's enormous potential for 
driving traffic, there are some fundamental 
actions you need to take when getting 
started, Amy calls them the: 

10 Commandments of Pinterest:
1.  Plan for Pinning Success

Get your Pinterest account set up 
properly
Integrate Pinterest with your blog and all 
your other social media platforms
Make sure your Facebook and Twitter 
accounts are linked
Research what your ideal client is pinning
Set up your initial 'boards'

2.  Check the Source Before You Pin

Be copyright savvy
Check the pin source
Add a watermark to your pins

3.  Pin Strategically

Pin across a range of boards
Follow, follow, follow
If selling products, make sure you add 
prices to your pins
Add weblinks to your descriptions
Space and time your pins

4.  Be Social

Comment and like
Use names and tag
Track pins from your website
Say 'thank you' strategically- Pinterest may 
suspend your commenting privileges if 
they suspect you're an autobot/spammer

5.  Produce Visual Content - 80% Of 
All Pins Are REPINS

Choose great images for your blog
Pin different types of images
Pin videos
Use image creation tools like Instagram, 
Pinstamatic, Pixlr and Tweegram
Keep it simple
Experiment with size
Create infographics

6.  Remember to Create and Curate

Don't just self-promote
Showcase other pinners
Become the go-to source for information
Find fresh pins to share

http://pinterest.com/smartcause/resources-for-nonprofits/
http://pinterest.com/smartcause/resources-for-nonprofits/
http://www.amyporterfield.com/
http://www.amyporterfield.com/


Learn from other brands who pin 
successfully- Whole Foods Market, Oprah, 
Mashable and Daily Grommet are doing it 
very well

7.  Promote Creatively

Use a Call-to-Action in  your Pins
Use Pinterest to promote and conduct 
competitions
Think outside the square- create buzz 
and viral sharing

8.  Don't Neglect SEO + Referral 
Traffic

Set up your pins to be noticed
Think in terms of incoming and 
outgoing traffic to your site
Understand Pinterest search and use it to 
your advantage
Pin original images and content from your 
website whenever possible

9.  Use Tools

Pinterest mobile app
Pinerly
Pinstamatic

10.  Research and Measure

Track your recent activity on Pinterest
Research the Pins, boards and brands that 
get results

Recently, there’s been a bit of an overhaul 
with Pinterest features, most of them subtle 
design alterations as well as a number of 
features that have been removed.    

Their web analytics capabilities continue to 
grow- have a look at this infographic created 
by PinAlerts , and Avalaunch Media.  It’s never 
been easier to track your pinning activity and 
learn what pinners like, essential information 
for you to tailor your website and Pinterest 
boards.  

Pinterest Success Story:  wikiHow 
connects pinners with useful how-
to content
With over 150,000 articles available in eight 
different languages, wikiHow has become the 
online destination for how-to guides around 
the globe. 

When looking for a new way to build their 
brand online, they turned to Pinterest. The 
wikiHow team began pinning their newest, 
highest quality, and most unique articles onto 
curated boards... Today, wikiHow connects 
with more than a million pinners daily by 
regularly sharing useful how-to content, like 
How to Read Music.

“When choosing what content to send to 
Pinterest, it’s best to think about how that 
content fits in with your overall brand. For 
example, our Tips & Tricks board, features 
content that is exactly how we envision 
wikiHow in the longterm: everyday tips and 
tricks from people with great advice.”

While plenty of wikiHow’s content serves 
practical, daily purposes (like How to Tie a 
Tie), they also have a uniquely deep 
assortment of articles that have the potential 
to be incredibly viral. Pinterest helps wikiHow 
quickly discover exciting articles that can be 
interesting to a broader audience. Want to 
know more and see how you can adapt this 
for your organisation?  You can find the full 
case study here.  

http://pinalerts.com/
http://pinalerts.com/
http://avalaunchmedia.com/
http://avalaunchmedia.com/
http://www.wikihow.com/Main-Page
http://www.wikihow.com/Main-Page
http://www.wikihow.com/Read-Music/
http://www.wikihow.com/Read-Music/
http://pinterest.com/wikihow/wikihow-tips-tricks/
http://pinterest.com/wikihow/wikihow-tips-tricks/
http://www.wikihow.com/Tie-a-Tie/
http://www.wikihow.com/Tie-a-Tie/
http://www.wikihow.com/Tie-a-Tie/
http://www.wikihow.com/Tie-a-Tie/
http://business.pinterest.com/case-study-wikihow/
http://business.pinterest.com/case-study-wikihow/


Instagram is a free mobile app for iPhone and 
Android that was created to solve 3 simple 
problems:  

1. Mobile photos often come out looking 
mediocre. Instagram’s filters transform 
your photos into professional-looking 
snapshots with a wide range of fun and 
quirky digital layers.

2. Sharing on multiple platforms can be a 
pain - with Instagram, you only need to 
take a picture once, then share it 
(instantly) on multiple services.

3. Before Instagram, most uploading 
experiences were slow and clumsy and - 
they've optimised the experience to be 
super fast and efficient.

Currently, you can share your photos on a 
photo-by-photo basis on Flickr, Facebook, and 
Twitter. Additionally, if you specify a location 
with your photo, you can opt to have 
Instagram check you in on Foursquare.

Boasting over 50 million users, Instagram’s 
clearly on to a winner, as it’s empowered 
people all over the world to to interact 
visually and virtually instantaneously.  
Instagram says they ‘imagine a world more 
connected through photos.’ 

Instagram has become so popular, it’s hard to 
believe it was only introduced in 2010 and it 
certainly didn’t take long for for the world’s 
most valuable social network to notice it- 
Facebook bought Instagram in April 2012 for a 
cool $1billion.  

If you’re an NFP looking to deepen 
engagement with your members, donors and 
supporters, Instagram’s instantaneous and 
visually compelling platform is a great way to 
build awareness of your cause as well as 
sharing what goes on ‘behind the scenes.  
Have a look at Instagram’s Nonprofit page to 
see what organisations are doing to get some 
inspiration- and to get noticed!  

http://mashable.com/2012/04/09/facebook-instagram-buy/
http://mashable.com/2012/04/09/facebook-instagram-buy/
http://blog.instagram.com/post/8758032746/nonprofits-on-instagram
http://blog.instagram.com/post/8758032746/nonprofits-on-instagram


LinkedIn is the professionals’ social media 
network of choice with more than 187 million 
members representing 200 countries around 
the world. LinkedIn is a fast-growing 
professional networking site for members to 
create business contacts, search for jobs and 
find potential clients.  

Individuals can create their own professional 
profile to highlight skills, expertise and even 
who’s in their network.  LinkedIn gives you the 
means to find, be introduced to, and 
collaborate with qualified professionals that 
you need to work with to accomplish your 
goals.

According to their website, “LinkedIn exists to 
help you make better use of your professional 
network and help the people you trust in 
return. Our mission is to connect the world’s 
professionals to make them more productive 
and successful. We believe that in a global 
connected economy, your success as a 
professional and your competitiveness as a 
company depends upon faster access to 
insight and resources you can trust.”

LinkedIn Today
In an effort to help manage ‘information 
overload’ LinkedIn Today was launched in 
March of 2013, a feature that sources news 
from LinkedIn members to show you:

The top articles shared on LinkedIn by 
people in your network.
Who shared the article and what they said 
about it.
A homepage customized to your industry, 
network, and areas of interest.
Getting the hottest headlines being shared 
in your industry.
Seeing the names, titles and companies of 
people sharing links.

LinkedIn Company Pages
Revamped in September 2012, these company 
pages are a great place to highlight your 
products and services, tell the story of your 

organisation and create word of mouth with 
an especially influential demographic.  

As Mike Grishaver of LI puts it,  the new 
company pages are “a more powerful way to 
build relationships with your target audience.”

And for that audience, your company page can 
be a valuable resource to get product, cause 
and service research and to engage on what 
matters to them.  

LinkedIn for Nonprofits
As the name indicates, this feature is currently 
limited to US nonprofits, but with a little 
imagination the principles of sourcing 
potential board members, creating educational 
webcasts and even membership with their 
Board Connect group are valuable tools that 
can be leveraged for all NFPs.  

Their tools to strengthen your community 
with member, donor and supporter 
engagement include their Volunteer 
Experience and Causes fields is a smart way 
to leverage your strongest advocates’ support 
to their professional networks.  

Building your organisation’s presence is 
equally essential and easily accomplished 
with a Company Page that posts updates, 
shares news, sources volunteers and is 
another valuable touchpoint for followers, 
current and future. 

LinkedIn



YouTube Facts
YouTube, founded in February 2005, is a 
relative old-timer in the social media 
landscape.  Essentially is a video sharing site 
where you can not only upload your videos 
but discover, watch and share originally 
created videos of its billions of users. 

If you’re looking for reach, YouTube is great 
place to start.  It’s become a video based 
global forum for people to connect, inform 
and inspire across the interest graph.  It’s also 
an incredible distribution platform if you 
manage to go viral, which should be easier 
now that YouTube has rolled out:  

YouTube Channels
Attuned to the rise and rise of smartphone 
and tablet video watching, despite offering 
less in the way of customisation, Channels 
enables more coherent browsing of your 
videos as well as the channels that you’re 
subscribed to which should enable your 
content to cut through the vast amount of 
content on YouTube to connect with people 
who are interested in what you’re doing.

If you’ve already up on YouTube, you need to 
design a new banner that is in the “Safe 
Area”- but don’t worry! YouTube has 
released new Channel Art Guidelines for 
optimal results across all devices: desktop, 
tablet, smartphone and TV. 

Getting started couldn’t be easier with 
YouTube’s Channel Guide.  They cover 
everything from privacy settings, to how to 
highlight content and changing the featured 
video on your Channel page.  

YouTube has a program for NFP’s that will 
help you activate your cause, tell a 
compelling story, and launch an effective 
campaign on YouTube. Learn how your 
nonprofit can use these benefits and make 
the most out of YouTube by downloading 
the Playbook for Good and joining the 
YouTube Nonprofit Google Group to 
receive their monthly newsletter. Benefits of 
joining include access to donate buttons, 
call-to-action overlays, live streaming and 
community forums.  

More than 1 billion unique users visit 
YouTube each month
72 hours of video are uploaded to 
YouTube every minute
70% of YouTube traffic comes from 
outside the US
In 2011, YouTube had more than 1 
trillion views or around 140 views for 
every person on Earth
Traffic from mobile devices tripled in 
2011

http://support.google.com/youtube/bin/answer.py?hl=en&answer=2972003&topic=16630&ctx=topic
http://support.google.com/youtube/bin/answer.py?hl=en&answer=2972003&topic=16630&ctx=topic
http://support.google.com/youtube/bin/topic.py?hl=en&topic=16630&parent=16571&ctx=topic
http://support.google.com/youtube/bin/topic.py?hl=en&topic=16630&parent=16571&ctx=topic
http://groups.google.com/group/youtube-nonprofits/subscribe?pli=1
http://groups.google.com/group/youtube-nonprofits/subscribe?pli=1
http://groups.google.com/group/youtube-nonprofits/subscribe?pli=1
http://groups.google.com/group/youtube-nonprofits/subscribe?pli=1


Check that to-do list. Think about what 
you are trying to achieve and start to put 
things into practice.
Sign up to Twitter, Facebook and the rest but 
also think about the big picture. If your Twitter 
page has nowhere to link to then what’s the 
point of it? If you’re only telling people what 
you had for lunch, that would be a waste of 
time.

First things first: set up a blog. You want to 
engage with your clients—current and 
potential. Think about ways to communicate 
your business practices to others around you: 
communication with your customers is key to 
your business’ success. For companies who 
are trying to create intranets, a thoughtful 
internal blog is a great way to build a 
knowledge base of projects, products and 
company profiles.

Making it happen
Internal interaction between employees can 
unleash ideas for growing sales and new 
revenue streams, launch initiatives that 
improve processes and also spark ideas.

Think of best practices for this. Think about 
the fact that communities are generally built 
around one leader – a person that will bring 
coherence to everything that is happening. 
They enhance the engagement by responding 
to comments and forum posts, increasing 
content whilst increasing the desire to engage.

Bringing it together
You have the blog, you have a Twitter account, 
a Facebook fan page and have started 
uploading videos onto YouTube. What next? 
Everything is scattered here, there and 
everywhere – Webjam can bring it all 
together.  Webjam is a hub for all things social 
media, seamlessly integrate all of your social 
media networks in one place, not just for your 
benefit but for your clients benefit too.

Then think about taking it to the next level, 
integrate glossaries, forums and more. The 
glossary or wiki is great for internal 
networking too and allows a development of 
live documents and assists in the sharing of 
ideas.

That micro-blogging service that you set up 
when you started should now foster an 
inclusive environment within your 
organisation. People can instantly connect 
with each other. Use it to spark debate 
externally or to communicate with 
customers. Various companies are using 
Twitter as a means for contacting and assisting 
customers with problems.

Make sure you are continuously fueling the 
debate. By encouraging a natural base for 
everything you also encourage a free flowing 
community.

Chapter: 2
Getting going
Whether you are creating a world wide 
network for your clients or a simple 20 
person intranet, there has never been a 
better opportunity for businesses to stimulate engagement and make a 
real difference to their communications, both internally and externally.



Getting your social media project off the 
ground is an exciting prospect and it is 
critical that you take everything into 
consideration. If you plan meticulously 
and stick to your plan you will be onto a 
winner. We’ve created four steps to 
creating the perfect social media strategy.

1. Scope
In the first phase we define the key 
stakeholders in the community and listen to 
what they are saying and what tools they are 
using. 

What are their conversations about, what do 
they need, who are the leaders and who are 
the followers? We will segment these 
stakeholders using their level of social media 
involvement.

Once we have identified the key players and 
grouped them in “tribes”, we give them 
something they belong to. Something they can 
join. In social media terms this is called joining 
a community.

2. Create
The second phase is where we develop and 
seed content. Feeding the tribes with relevant 
and interesting objects. 

This can be tools, widgets, apps, videos, 
photos, ideas, assets or any other content, as 
long as it is relevant to various communities.

Basic levels of content will be created but the 
essence of social media is that we enable the 
various communities to generate their own 
content (User Generated Content). This will 
be of particular use in the next phase.

3. Act
This is one of the most important phases in 
the social media engagement. Mingling with 
the tribes. Play their games, have 
conversations and connected experiences, 
using their preferred tools (blogs, video, 
photo, micro blogging, email etc.). It’s about 
enabling, encouragement and optimisation for 
sharing content.

4. Measure
By offering the community the right social 
media platform with the right social media 
tools , content will be shared, will be 
replicated and will ultimately drive the 
creation of new content, communities and 
forums. This is the engine of your social media 
outreach. We call this the social media 
centrifuge. Good content will lead to new 
activities which will lead to new content.

This is where you measure the effectiveness 
of your social media outreach and if you’ve 
achieved the anticipated results. In Webjam we 
do this in three levels of sophistication: from 
traffic analysis to community engagement and 
brand sentiment analysis. This data can then be 
used as input to fine tune the strategy and 
improve the creation of new communities and 
content.

Chapter: 3
Bringing it to life
Listen, understand, create, engage and measure



Once you are all set up on the social 
media bandwagon how can you tell if you 
are running a successful campaign? 
The number of followers and the amount of 
friends you have, to the outsider are both 
signs of how you are progressing, but 
remember how important engagement is. It 
will take time, don’t expect results overnight.

Traffic is an obvious way of measuring social 
media. You should measure your site visitors 
each week and note whether the campaign is 
making a difference to visitors to your site. 

Using software such as Google Analytics you 
are able to monitor where the visitors are 
coming from. For example, if you put a link at 
the end of a blog you are able to see the visits 
from that link to your site.You are able to use 
various analytics websites to measure how 
specific links effect your traffic.  

Bit.ly is a great way to ensure your brand 
follows your content around the web by 
allowing users to shorten their URL and to 
measure how many clicks the corresponding 
link has received, where the click was made 
and at what time they clicked. Interactions on 
your site are a valuable indication of how well 
your social media campaign is going. It reflects 
the traffic you are gaining from your 
campaign; activity is a major part of the 
content on your site. 

Engaging customers are increasingly valuable 
to you – they show that your campaign is 
working – and you should keep your eyes 
peeled for interaction of any sort across all 
social media. You are able to track what is 

being said about your brand on Twitter using 
the Twitter search engine: this tracks who has 
mentioned your brand over a period of time. 
This is valuable for starting conversations with 
potential clients.

How does this translate to sales and 
leads?
Let’s take the example of Dell, who are one of 
the most visible companies actively using 
social media. With around 3.5 million 
connections across social media, Dell have 
generated revenue of $6.5million from their 
Twitter presence (a small percentage of the 
company’s overall revenue of $56.9 billion). 
The revenue marks a huge growth in revenue 
via social media.

These days it’s easy for consumers to switch 
from one brand to another. By being engaged 
with your customers both online and offline, 
through your website, blog or through social 
networking sites your customers will feel an 
allegiance to your company. It’s essential to 
use all the tools at your disposal: customer 
engagement is imperative to improved 
satisfaction and loyalty. Through listening and 
engaging, not only is service improved, but 
customers will feel a sense of belonging which 
eventually will lead to recommendations and 
increased revenue.

Being engaged with these users assists in 
customer retention too. You wouldn’t walk 
into an empty restaurant, would you? People 
are much more likely to be drawn to your 
product or service if there is a high level of 
conversation taking place on the site.

Chapter: 4
Keeping it alive
Making sure you are consistent in updating 
your social media tools as well as 
monitoring your progress.

http://www.google.co.uk/analytics/
http://www.google.co.uk/analytics/
https://bitly.com/
https://bitly.com/
http://www.dell.com/Learn/us/en/uscorp1/fast-facts?c=us&l=en&s=corp
http://www.dell.com/Learn/us/en/uscorp1/fast-facts?c=us&l=en&s=corp


Webjam is using various social media channels 
as a way of enhancing customer satisfaction 
and to keep updated with what is happening in 
the world.

Webjam on Webjam
Webjam is the ideal place for creating and 
managing your online community. It’s possible 
to aggregate the best social media tools 
available on the web into one place.

Webjam’s unique platform allows 
organisations to create internal and external 
social networks to connect and engage with 
members, donors and supporters.  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...On Twitter @webjamdotcom
Webjam is using Twitter as a base for our 
social media presence. We use Twitter to 
interact, learn and communicate with our 
followers.

A dedicated team updates our status 
answering questions asked by our users and 
offering useful content to our followers. We 
retweet what people we are following have 
said and offer links to our followers.

We follow people who hold relevance to our 
industry such as @GuardianTech, 
@Techcrunch and @Mashable, all of whom 

can offer us up to the minute information 
about our industry.

Webjam has automatic feeds straight from our 
blog. 

Webjam...On LinkedIn
Webjam has created a company profile on 
LinkedIn. It is easy for users to see people 
who work for the company and find ways to 
get in contact. The LinkedIn profile allows 
people to see key statistics and information 
about the company.

Webjam...On Facebook
The way we use Facebook differs slightly from 
Twitter. It’s used by more people and a slightly 
different type of user too. Where Twitter is 
filled with many 2.0 heads, Facebook has 
millions of ‘regular Joes’ using the platform to 
interact with friends.

Webjam has created a fan page on Facebook 
which offers a different reach. We can upload 
photo, video and more as well as link through 
to blog posts.

Using the different platforms to reach 
different crowds is a classic way to utilise 
social media. Some information is repeated on 
both with other info staying specifically for 
one targeted audience.

Chapter: 5
Where to 
find Webjam
Webjam is using social media in 
various ways. Here’s how we are
leveraging it to our benefit.

http://www.linkedin.com/company/webjam-mark-2-ltd-?trk=top_nav_home
http://www.linkedin.com/company/webjam-mark-2-ltd-?trk=top_nav_home
http://www.facebook.com/webjamofficial
http://www.facebook.com/webjamofficial


Always follow the 80/20 rule (at least) 
Social media isn’t 100% about marketing so it’s 
vital that you have conversations and engage 
with your customers. 

When using Twitter or Facebook, always refer 
to the 80/20 rule where 20% of your posts 
can be self promotion and the other 80% 
should be external. 

Retweet what people have to say, link to other 
blogs, videos and so on.

Be confident about your subject  
You want to be seen as a leader in the field so 
make sure that you know what you are talking 
about. Be confident and speak with authority 
on the subject.

Engage with your users 

Answer questions and show a willingness to 
interact with posters. The key to creating 
quality social media is to be engaging, part of 
this is creating conversations. It must be two 
way.

Blog often and well 
Post frequently, keeping a sense of continuity 
on your blog. Try and post once a week and 
always respond to comments posted.

Share your valuable insights 
Be insightful and share your knowledge with 
your customers/readers. If you have 
something of value to them they will 
appreciate you sharing these insights. 

Tips and tricks are so valuable, and if you are 
knowledgeable on the subject then sharing 
will put you in a good light and leave people 
wanting to come back for more.

Listen and be reactionary 
Take on board suggestions and act on them. It 
inspires confidence in people and a willingness 
to interact thus assisting in two way 
conversations. Make sure you always have a 
plan of action to respond to customer 
comments, whether negative or positive.

Chapter: 6
Top tips
Be careful who you listen to on the web. It’s not all true and the so called 
‘social media experts’ can get you into more trouble than it’s worth. 
Here are our top tips for using social media.



How do I get people to comment on my 
blog?
Unless you are Barack Obama this won’t 
happen overnight. Start by reaching out to 
your current email base. If your posts are 
good then you’ll see more people visiting your 
blog. However, only 1% of people visiting your 
site will post comments — so don’t despair if 
it doesn’t happen straight away. Spread the 
word, give it time and be patient.

Why is Twitter important?
Twitter brings new visitors to your site and 
can advertise your brand to a new audience. 
It’s a great way to quickly interact with 
potential new business.

How much should I share?
Whilst sharing and interacting is vital to 
building your profile throughout the web, 
knowing how much you should share with 
your community is just as important. 

Webjam offers various privacy settings where 
you can decide who sees what, from photos 
to comments. 

If we open up to comments, won’t 
people criticise us?
Lots of companies fear joining social networks 
as they are worried about criticism by 
competitors and people who use their 
products or services. Social media actually 
offers a great way to interact and protect 

your organisation. You can be responsive to 
what people are saying and offer up insights 
and answers to some of the questions being 
posed.

How often should I post?
Post when you have something valuable to 
talk about. Try and make it once a week as a 
minimum. Make sure you are doing more than 
self promotion. People want to see varied, 
valuable content that they can relay to others.

What is the difference between social 
media and word-of-mouth?
Social media is a collection of online web 
sites, where communities interact with each 
other, such as Twitter. Word-of-mouth is a 
reference to the passing of information from 
person to person. The people involved may 
not be friends, or even know each other, but 
it’s certainly a very powerful thing to harness. 
The combined power is even stronger: social 
media is like word-of-mouth on steroids.

How many social media sites should I 
use?
Using up to five sites is generally 
recommended, any more and you may 
struggle to manage them. 

Part of being successful at social media is the 
ability to build profiles and a reputation on 
each site you are a member of. Being on 100 
sites makes this a difficult task.

Chapter: 7
Social media 
FAQ
Still want more? Here are some of 
the questions that we get asked most 
frequently.  Oh, and the answers too.



Euan Semple is an independent advisor on 
social computing for business.  He’s a well 
known writer, thinker and public speaker on 
the subject and in recognition of his many 
accomplishments, he was voted Information 
Professional Of The Year (2005) by 
Information World Review.  

Euan’s pioneered the use of blogs, wikis and 
online forums while at the BBC and his 
work there continues to enable staff to 
work more effectively and more 
collaboratively across the entire 
organisation.  

While at the BBC, Euan also worked on 
their award winning leadership programme 
and has gained unparalleled experience in 
how to engage and inspire people with the 
possibilities of social computing as a business 
tool.  

Chapter: 8
Social computing
We understand the way that the web works at the moment. It’s all about 
building and connecting to enhance your experience. For instance, if you 
need some help with something you could ask Twitter where millions of 
people are waiting to help you out. We did just this but with a person. Euan 
Semple is a thought leader in Social Computing and he’s helped us to 
create this section of our Social 



There are many benefits to this new informal, 
conversational online environment but it is 
unfamiliar and challenges many of our current 
assumptions about the workplace. All of the 
tools that are covered over the following 
pages pre-suppose a world in which staff are 
encouraged to say what they think, openly and 
freely, and to seek connections and 
collaboration with other staff. There are still 
significant cultural hurdles to be crossed 
before arriving at this envisioned world but 
putting in place an online environment that 
spreads the possibility of this way of working 
is an important start.

The BBC was a pioneer in implementing these 
tools and over the next few pages you will see 
how they were used to help people carry out 
their jobs on a day-to-day basis.

Chapter: 9
What’s in it for you?
Forums, social networking tools, blogs, and wikis are collectively known as 
Social Computing and their emergence in the business world has been 
driven by the experience and behaviors of millions of people on the web 
who use similar technologies day in day out to ask questions, get answers 
and seek out like minded individuals from around the world.



‘talk.gateway’ is the BBC’s online discussion 
board and with eight years of activity it 
represents a unique opportunity to 
understand how such tools affect behavior 
in the workplace. The forums are primarily 
used as a means of asking questions and 
getting answers and anyone with access to a 
BBC desktop PC can ask a question on any 
topic which can then be answered by any 
one of the staff who can see it. 

Having started small with a very low cost 
solution system, and promoting its use 
simply by word of mouth, its use has now 
grown to reach almost 90% of the 
organisations total population of 
approximately 30,000.

Like most of these systems there was an 
early adopter group who were mostly 
younger and more technologically proficient 
but now contributors come from all parts of 
the BBC and the range of topics has become 
very varied. 

There are threads on the practical aspects 
of making programmes, producers looking 
for contributors or help with research for 
their programmes and even new programme 
ideas. Posts to the system range from the 
trivial to the philosophical with everything 
else in between and fall into three broad 
groups;

1. Practical questions
These questions such as “How do I do ?”, 
“Where do I find?” form the bulk of the 
activity in the system. They can have easy or 
complex answers and although some of 
them may seem trivial, dozens of such 
questions are asked and answered every 
week. The cumulative effect is to increase 
efficiency by saving time and effort and not 
only does the person asking the question 
get to benefit from the answer but so do 
everyone else who reads it. Visual feedback 
on activity is an important part of this 
ecosystem and the software shows how 
many times a topic has been read. 
Sometimes a question which may have had a 
simple answer and therefore only have, say, 
three responses, can have had thousands of 
views because although the answer was 
straightforward not many people knew it!

2. Questions relating to how the 
organisation goes about its work
Large complex organisations are rarely 
straightforward when it comes to knowing 
how things should be done or what is 
expected in particular situations. Many staff 
don’t know the formal position on policies 
and until they need to know there is little 
incentive to find out. Being able to ask a 
policy related question in an online forum 

Chapter: 10
Forums
A forum is a place where people can post questions or statements and get 
answers or create a discussion with other users in the system. Originally 
based on mailing lists and then a system named Usenet, forums have been 
developed a lot recently and tools like Yahoo Groups and Google Groups 
have added in diary, file sharing, user profiles etc. to make them much 
richer collaborative environments.



quickly gets access to people who know the 
answer and have faced the issues before. 
Very often there isn’t a single 
straightforward answer and different bits of 
the organisation respond to problems 
differently.

The advent of online spaces, visible to the 
whole organisation, is arguably the first time 
that the collective learning so important to 
efficiency and consistency of activity can 
take place. What becomes an issue is how 
you deal with difference and disagreement. If 
HR think they have a policy that is rigidly 
adhered to by the organisation, only to find 
out from an online forum that different 
parts of the business interpret it differently, 
how should they respond? Should they 
crack down on the dissenters and enforce 
their existing policy or should they listen to 
people telling them that it is inoperable in 
their part of the business and consider 
modifying the rules to reflect a more shared 
reality?

Unlike face to face conversations the 
learning online is instantly distributed 
amongst a wide audience - with all the 
benefits and risks that that entails. Managers 
and staff need to learn the rules of this new 
game and learn to take joint responsibility 
for their new collaborative environment.

3. Larger issues affecting staff
As with internet forums staff forums get 
used a lot for letting off steam about issues

or comparing views about things that affect 
us in our workplace. This is a valuable way of 
establishing a sense of “One BBC” - of being 
able to share problems and the emotions 
surrounding them.

As an example the BBC broadcast Jerry 
Springer The Opera a few years ago and by 
doing so provoked protests from Christian 
viewers. Inside the organisation there was a 
similar range of views expressed and this 
sparked off a thread of around 300 posts on 
talk.gateway. The thread exposed staff’s 
reactions to the issue and developed into a 
really involved debate about the rights and 
wrongs of our actions and of religion more 
broadly. Threads like this represented the 
first time that there had been a pan-BBC 
platform on which to get our collective 
heads around large issues like this and it was 
a powerful learning experience for all 
involved.

euan@euansemple.com 

Large complex organisations 
are rarely straightforward 

when it comes to knowing 
how things should be done 

or what is expected in 
particular situations. 

mailto:euan@euansemple.com
mailto:euan@euansemple.com


Connect, was the Social Network that the 
BBC chose to use in an attempt to increase 
the informal networks in the organisation 
and make them more visible. At its simplest 
it is used as a way of adding color and 
context to staff’s interactions with each 
other. 

Many staff use Connect to look up people’s 
phone numbers then as they are speaking to 
them on the phone they get to find out a 
little bit about them, their past, their 
interests - the sort of thing that makes 
conversation richer and more interesting.

The second use it is put to is to search for 
someone with specific skills either by 
searching the whole system or using the 
expertise topics to navigate to the right 
person to talk to. 

We have all had the experience of going 
outside the organisation to speak to an 
expert on a particular topic only to find out 
that the person who really knows what they 
are talking about works in the next office.

One of the most active areas of Connect 
are the interest groups of which the BBC 
has 250. These are used to identify users 
who have shared interests or expertise and 
to help communities to form around those 
groups. 

The BBC combined Connect with it’s forum 
tool talk.gateway which now allows users to 
form interest groups in Connect and then 
create associated forums. For the first time 
these forums allow users to manage their 
membership (until this point all discussions 
on the whole system were open to all staff) 
and therefore have more specific 
conversations that may have been too 
challenging.

Blogs
Until a few years ago you have had to be 
geeky enough to write code or pay for 
dedicated applications. With a blog you use 
your web browser to access free blogging 
tools, write your content, press “save” and 
your content is published onto the web.

Despite their deceptive simplicity blogs have 
had a significant impact on the web with 
millions of them currently in existence and 
power and influence being placed in the 
hands of ordinary individuals as never 
before. One of the simple features of blogs 
that made them different was the permalink. 

With normal web sites, pointing at content 
was a risky business as re-designs or 
changes of content could break those links. 
With a blog each post has unique and 
persistent URL that makes that content 

Chapter: 11
Social networking tools
Within the last few years there has been a spate of tools developed for 
the web that build on the idea of Yellow Pages. Users upload information 
about themselves and their interests and can then form groups and 
associations with other users. These tools have been successful to various 
degrees but at their most simple they make it easy to surface and create 
informal communities and connections.



linkable to for the life of the blog. This 
simple fact enables rich lines of thought to 
be built up between different blogs or within 
the same blog. 

Another, and perhaps more significant, 
aspect of blogs, particularly in the early days 
of their development, was the blogroll. This 
is the list of other bloggers linked to from a 
particular blog. It reflects the selection of 
sources trusted by the blog’s owner to 
deliver useful and trustworthy insight and 
information. As such is effectively an 
endorsement of those other bloggers and 
this networking effect of blogs is one of 
their most powerful consequences.

Being linked to by highly read and trusted 
bloggers is one of the main ways to surface 
in the network and equally being slated by 
trusted bloggers is the quickest way to have 
your sins found out! Some time ago the 
BBC introduced a blogging tool for internal 
use and it is currently being used by around 
400 staff. These blogs range from personal 
ones in which the writer reflects on 
incidents, events, other writing or 
conversations that affect their work and are 
of sufficient interest and relevance to 

capture and make public, to group blogs 
recording daily activity or research that 
affect the individuals in the group, or to 
operational logs where people can record 
issues and share them amongst their teams.

A number of senior executives in the BBC 
wrote blogs including Richard Sambrook, 
Director Global News & World Service. He 
started blogging partly as a way of 
understanding this phenomenon that was 
having such an impact on journalism and 
partly as a way of sharing his own learning as 
he took up a challenging role in the 
organisation. 

His blog became a great example of the ease 
and directness of blogs with around 6,000 
staff accessing it each month. His ability to 
reflect in public on issues and challenges and 
to then engage in conversation, in his blog’s 
comments, with others interested or 
involved in these issues is a real departure 
from previous internal communications 
methods. In the same way as blogs have 
started to affect power and influence in the 
wider web they will most certainly begin to 
do the same inside organisations.  



Wikis are collaboratively written 
online documents. They make it easy 
for groups to write, edit, link or delete 
pages in a way that enables 
collaborative working as never before. 
The word isn’t an acronym, as many 
people assume, but in fact comes from 
the Hawaiian phrase “wiki wiki” which 
means quickly.
A number of features are common to most 
wiki tools. It is very easy to write and 
publish content. The history of each page’s 
changes are tracked and can be seen by all 
users. Differences between versions are 
represented graphically and it is easy to 
revert to previous versions of each page. 
The power of wiki technology is most 
clearly seen on Wikipedia where users have 
created and sustained nearly a million pages 
(that is just in English - Wikipedia also has 
versions in more than a hundred languages) 
to create an encyclopedia to rival the 
Encyclopedia Britannica in depth and 
accuracy.

The BBC installed a wiki tool around seven 
years ago and the take-up has been faster 

for it than any of the other tools with 
around 5,000 staff currently using it. 
Previously establishing a website was a 
relatively complex business with most 
people having to buy the services of a 
designer and developer to build a static site 
which took considerable effort to change 
and keep up to date. With a wiki they are 
able to start publishing online content 
immediately and maintaining it is trivially 
easy. The use of BBC wikis falls into the 
following three main categories:

1. Research

Being able to set up a blank wiki page and 
ask users to populate it with their own 
knowledge and understanding of a subject is 
a really quick and easy way to get access to 
their accumulated knowledge. As an example 
the BBC’s librarians wanted to establish 
what directories existed out in the business, 
what they were used for and who owned 
them. To try to do this through conventional 
means using IT would have been a challenge 
and may not have surfaced all of the 
informal and unofficial stuff that goes on at 
the margins. With the wiki, users started 
populating it with really useful information 



very quickly. They established a style and 
format for the data collection and were able 
to see and potentially change each other’s 
information as they wrote. The result has 
been the pulling together, possibly for the 
first time, of a huge amount of complex and 
valuable information freely offered by users 
and shared openly in an easy and speedy 
manner.

2. Collaborative Document Creation

Many of us have experienced frustration at 
having to write a document as a group. What 
normally happens is one person will kick off 
the document in Word and save it on shared 
server somewhere. The trouble is others, 
even if they can remember where the 
document is and find it again, tend to defer 
to this original copy and are reticent about 
changing it and it tends to end up mostly as 
the original writer intended. With a wiki this 
changes. There is no clear ownership from 
the start, anyone can read and change at any 
time. Changes are tracked and easily visible 
and version control is in the hands of all 
users. It is usually possible with wiki 
software to be alerted to any changes made 
to the document by a number of methods 
and there is generally a much more live and 
collaborative feel to the writing than is 
possible using the traditional document 
metaphor.

As an example we decided that we needed a 
policy for staff who have their own 
personal, external blogs. Having identified 
our bloggers using Connect a colleague 
from Editorial Policy created a wiki page, 
wrote a “straw man” policy and emailed the 
URL of the page to the bloggers. They then 
piled in changing, editing, improving and 

discussing their changes until they eventually 
arrived at a position of consensus and the 
wiki page stopped changing. At this point the 
“document” was exported as a PDF and 
taken to the formal organisation for 
ratification. The power of this is that those 
affected by the policy were able to get 
directly, and very efficiently, involved in its 
creation and as such are much more likely 
to support and adhere to its guidelines.

3. Project Management

Wikis can be used to actually carry out 
work too. Project plans can be easily created 
and shared and, through comments threads 
on the wiki page itself, users can discuss, 
debate and agree changes and 
developments. Timelines are easy to create 
and share and the very open nature of wiki 
communication means that it easy to keep 
teams up to date, informed and engaged in 
projects as they happen.

An example of the potential for this came 
about through an activity that wasn’t directly 
work related. In our forums a member of 
staff expressed frustration that they couldn’t 
take part in BBC competitions and this 
prevented him from entering the Digital 
Britain photography competition. I 
responded to his plea of “Why can’t we 
have our own competition” by setting up a 
blank wiki page called “BBC Staff 
Photography Competition” and establishing 
a closed Flickr group for uploading and 
sharing the photos. That was all I did - no 
management, no direction no deadlines. 
Within a couple of days an enthusiastic 
group had joined in creating the wiki and 
had produced rules, criteria, tagging 
guidelines, judges, timetables and even plans 
for a physical exhibition of the winning 
photos! The result was around 400 photos 
entered by 250 or so staff and an 
undertaking to make it an annual event. 
Now OK this wasn’t a work related project 
but imagine this principle applied to “real” 
work!

Project plans can be easily created 
and shared, and, through comments 

threads on the wiki page itself, 
users can discuss, debate and agree 

changes and developments. 



This allows readers to select sites they value, 
subscribe to their content and be alerted in 
applications called aggregators when that 
content has changed. They can then read the 
various content from these diverse sources in 
their aggregator removing the need to visit 
lots of sources and try to keep track of what 
has changed since the last time they were 
visited.

RSS is fundamental to building a knowledge 
sharing environment using these tools and 
brings about possibly the biggest shift in 
behavior. Web content becomes streams and 
patterns of new and relevant stories rather 
than static unrelated content. 

Users who get expert at finding “the good 
stuff” can share their RSS subscriptions with 
others and help them piggy back on their 
experience and valuable sources of news and 
information.

Tagging is the process of adding metadata to 
documents, photos or music etc. to make it 
easier to find in the future. Flickr was one of 
the web based tools that first made the 
benefits of tagging apparent. Flickr allows 
users to upload photos to the web and in 
doing so tag them with words that describe 
their content. 

With thousands of photos being uploaded and 
tagged every day Flickr takes these tags and 
makes the patterns in their usage visible in 
powerful ways. 

Del.icio.us came next doing the same thing for 
URL’s. Instead of saving a bookmark to your 
bookmark file you save it to Del. icio.us and in 
doing so tag it with words that help you 
remember its significance. Again Del.icio.us 
takes these tags and makes patterns with 
them. 

The word folksonomies has been coined to 
describe this bottom up process of tagging 
and categorisation and it is increasingly being 
seen as and adjunct or possibly even a 
replacement for conventional top down 
taxonomies.

RSS and tagging
RSS stands for “Really Simple Syndication” and is a method for blogs, wikis 
or forums to publish their content in a way that readers can then 
subscribe to it.



Once these tools, and more importantly the 
behaviors they encourage, become more 
commonplace in organisations they will start 
to shift the process of discovery, generation 
and movement of knowledge. 

Indeed the ability for staff to find each other 
and collaborate across organisational and 
geographical boundaries and the 
consequences of such activity in terms of 
power and influence are relatively unknown. 

The old adage that knowledge meant power 
usually meant holding onto it and acting as a 
gatekeeper. In this new networked 
environment it is more true to say that if 
you aren’t taking part and being seen to be 
willing to share what you know then you are 
less useful to the organisation than those 
who do - and are seen to be such!

For those of you not attracted to the 
benefits and opportunities described in this 
article I would suggest that you don’t have 
much choice. When the kids texting each 
other in the playground and instant 
messaging each other in the evenings start 
working for you the connectedness that we 
are only just beginning to understand will be 
second nature to them. 

They won’t stand for much less and the 
ability to connect and communicate with 
fellow workers will be part of their decision 
as to where they work.

Organisations who embrace this new 
environment, learn to get the best out of it 
and adjust to accommodate its potential will 
gain serious business advantage.  

And those who don’t...

Conclusion
In the past written communication in organisations was mostly one way 
and almost always done by a relatively small group of people. With the 
advent of social computing it is possible to move from the relatively static 
and increasingly unused world of documents to a much more 
conversational style of communication that is available to everyone. The 
effectiveness and creativity that this unleashes is previously unseen in the 
business world and its potential is enormous.



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, 
donors and supporters.   

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. 

Whether you’re interested in starting a 30 day Free Trial or you have questions about pricing, a 
Webjam Specialist will answer any questions you have. 

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

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

Where secure collaboration and communities drive results. 

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


Delicious: delicious.com

Delicious is a social bookmarking web service 
for storing, sharing, and discovering your 
passions from around the web.

Digg: digg.com

Digg delivers the most interesting and talked 
about stories on the Internet right now. The 
Internet is full of great stories, and Digg helps 
you find, read, and share the very best ones. 
It’s simple and it’s everywhere: visit Digg on 
the web, find it on your iPhone, or get the 
best of Digg delivered to your inbox with The 
Daily Digg.

Flickr: flickr.com

Flickr - almost certainly the best online photo 
management and sharing application in the 
world - has two main goals:

1. To help people make their photos available 
to the people who matter to them.

2. To enable new ways of organizing photos 
and video.

With billions of photos, Flickr is a place of 
amazing photography and endless possibilities. 
Explore the world, share your stories, and be 
inspired.

FriendFeed: friendfeed.com

FriendFeed aims to be a one stop shop for all 
your social networking updates and news 
items. The four founders were all team 
members at Google and helped to launch 
such products as Google Maps and Google 
Groups. They’ve brought their expertise to a 
slightly different area: social network 
aggregating.

FriendFeed is a service which, instead of 
layering a meta-network on top of all your 
other social networks, will create a news feed 
incorporating them all much like the 
Facebook news feed.

Issuu: issuu.com

Issuu is the leading digital publishing platform 
delivering exceptional reading experiences of 
magazines, catalogs, and newspapers. With 52 
million monthly readers, Issuu is well equipped 
to empower individuals, companies and 
institutions to publish across digital platforms. 

Myspace: new.myspace.com

Myspace is a place where people come to 
connect, discover, and share. Showcasing 
artists and their work, the site gives people 

Chapter: 13
Recommended sites
As you have learnt, social media is much more than simply Twitter or a 
blog. Here are some other social media tools on offer.

https://delicious.com/
https://delicious.com/
http://digg.com/
http://digg.com/
http://www.flickr.com/
http://www.flickr.com/
Feed:friendfeed.com
Feed:friendfeed.com
http://www.friendfeed.com/
http://www.friendfeed.com/
http://www.crunchbase.com/company/google
http://www.crunchbase.com/company/google
http://www.crunchbase.com/product/google-maps
http://www.crunchbase.com/product/google-maps
http://www.crunchbase.com/product/google-groups
http://www.crunchbase.com/product/google-groups
http://www.crunchbase.com/product/google-groups
http://www.crunchbase.com/product/google-groups
http://www.crunchbase.com/company/facebook
http://www.crunchbase.com/company/facebook
http://www.issuu.com
http://www.issuu.com
https://new.myspace.com
https://new.myspace.com


access to 53 million tracks and videos-the 
world's largest digital music library. Myspace 
creates a creative community of people who 
connect around mutual affinity and inspiration 
for the purpose of shaping, sharing, and 
discovering what's next.

Posterous Spaces: posterous.com

Its sole purpose in life is to help you share 
easier by adding fun new ways to share what’s 
important to you. And all while remaining true 
to their original promise of unrelenting 
simplicity with intuitive privacy controls that 
mirror how you share in real life.

StumbleUpon: stumbleupon.com

StumbleUpon is a giant collection of the best 
pages on the Internet. Created to help you 
easily discover new and interesting stuff on 
the web, you simply tell them your interests 
and they recommend great websites, photos 
and videos.

Scribd: scribd.com

Scribd is the world's largest online library. 
They've made it easy to share and discover 
entertaining, informative and original written 
content across the web and mobile devices.

SurveyMonkey: surveymonkey.com

As the world’s most popular online survey 
tool, it’s never been easier to send free 
surveys, polls, questionnaires, customer 
feedback and market research.  You also get 
access to survey questions and professional 
templates.

Tumblr: tumblr.com

Tumblr is a blogging platform that lets you 
effortlessly share anything. Post text, photos, 
quotes, links, music, and videos from your 
browser, phone, desktop, email or wherever 
you happen to be. You can customize 
everything, from colors to your theme's 
HTML.

Wikipedia: wikipedia.com

Wikipedia is a multilingual, web-based, free-
content encyclopedia project operated by the 
Wikimedia Foundation and based on an 
openly editable model, all of which has been 
written collaboratively by volunteers from 
around the world.

Vimeo: vimeo.com

Founded by a group of filmmakers who 
wanted to share their creative work and 
personal moments from their lives, as time 
went on, likeminded people discovered Vimeo 
and helped build a supportive community of 
individuals with a wide range of passions. 
They’ve created fun and friendly environment 
that fuels creativity and inspires contribution.

http://www.stumbleupon.com/
http://www.stumbleupon.com/
http://www.scribd.com/
http://www.scribd.com/
http://www.surveymonkey.com/
http://www.surveymonkey.com/
http://www.tumblr.com
http://www.tumblr.com
http://en.wikipedia.org/wiki/Main_Page
http://en.wikipedia.org/wiki/Main_Page
http://en.wikipedia.org/wiki/Multilingualism
http://en.wikipedia.org/wiki/Multilingualism
http://en.wikipedia.org/wiki/Web_application
http://en.wikipedia.org/wiki/Web_application
http://en.wikipedia.org/wiki/Free_content
http://en.wikipedia.org/wiki/Free_content
http://en.wikipedia.org/wiki/Free_content
http://en.wikipedia.org/wiki/Free_content
http://en.wikipedia.org/wiki/Encyclopedia
http://en.wikipedia.org/wiki/Encyclopedia
http://en.wikipedia.org/wiki/Wikimedia_Foundation
http://en.wikipedia.org/wiki/Wikimedia_Foundation
http://en.wikipedia.org/wiki/Wikipedia:How_to_edit_a_page
http://en.wikipedia.org/wiki/Wikipedia:How_to_edit_a_page
https://vimeo.com/
https://vimeo.com/
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