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LIFESTYLE AS BASE 
FOR CONSUMPTION

Social Media can be crucial for digital 
business success if used strategically  

in a consumer-oriented way.

A strategy that pays off for your business

With increasing digitization in our lives, Digital Marketing becomes a key 

success factor for companies. Social Media occupies a very important 

place in this area as billions of customers use it to connect with each other 

and with companies. To exploit the vast potential of Social Media for  

your business, it is not enough to simply engage. You have to proceed 

strategically as well.

A.T. Kearney’s Social Media Strategy Execution is part of the 10 Steps  Digital 

Series. As a comprehensive how-to guide, this publication will lead your 

company to higher return rates in 10 strategic steps that cover all aspects 

of digital business success with Social Media.

I hope you enjoy reading Social Media Strategy Execution and find useful 

our 10 recommendations for recognizing and employing Social Media as  

a strategy for the digital future of your company.

 

 

 

Michael Römer, Head of Digital Business and Co-Founder of the A.T. Kearney Lab

Siegmar Tittjung, Founder and CEO of KRAFTJUNGS GmbH
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Potential of Digital Marketing 

Digitization creates disruptive 
business models, ideas, and 

products. Digital Marketing is the 
decisive factor to reach out to 

target groups and enthuse them –  
in ever-changing, innovative ways.

Digital Marketing has been established as a success factor in vying for consu- 

mer business for quite some time now. Concurrently, the continuous develop- 

ment of new and more effective mobile devices changes user behavior and 

at the same time continuously opens up innovative opportunities for Online 

Marketing.

More and more companies keep investing in these opportunities to profit from 

digitization along the value chain with an ever-growing tendency – as can be 

clearly seen in recent studies.

98

In this context, online shops are the most important 

revenue drivers. 

 � 71 % of German retailers plan on extending their Digital 

Marketing budgets in the next two years. 

 � The global spend on digital advertising on desktop  

and laptop computers, smartphones, and tablets 

amounts to $137,530,000,000 in 2014. 

 � Until 2017, the spend on digital advertising will add  

up to a quarter of overall advertising media spend.

 � 60.2 % of retail companies in Germany generate  

more than a quarter of sales online. 

 � Nearly one-third of Germany-based retailers achieve  

50 % of their total sales via online channels. 

 � 29.6 % of B2C companies in Germany generate  

more than half their sales online, while B2B  

companies make 18.5%.

Online channels as an important sales factor 16)

Number of users of social networks globally in 2012 and forecast until 2017 (in bn) 17)
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“Global spend on digital advertising is growing continuously 
and will have doubled by 2018.”
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Challenges in Digital Marketing

Social Media are one of the  
driving forces of digitization and  

an important economic factor.
But the enormous growth  

potential opened up by Digital 
Marketing in the field of Social

Media is presenting companies  
with entirely new challenges.

For companies going for decisive competitive advantage by offering customer- 

oriented products and services, Social Media are and will be essential to 

participate in. But simply taking part is not enough. Only by integrating Social 

Media activities into Marketing Communication can companies introduce digi-

tal change into Marketing 3.0. Priority must be given to digital networking and 

clearly defined values to effectively meet increased expectations and individual 

customer requirements.

Challenges of Marketing 3.0 – such as new technologies, interaction, real-time 

communication, Big Data, or loss of control – can be mastered with compre-

hensive preparation. The appropriate mix of strategy and execution encom-

passes opportunities that can tap the full potential.

1312

How can  

a Social Media strategy 

support a company 

in achieving decisive 

company goals?

What does Social  

Media Risk Management 

mean, and how do we do it 

the right way? Do we have the required  

internal and external resources at 

our disposal to effectively fulfill the 

requirements of each consumer  

who takes the time to communicate  

with us on Social Media?

With which criteria  

can we determine the  

effectiveness of our

Social Media 

commitment?

Do we have a 

clear strategy to earn 

money with Social 

Media channels?

How much  

do we have to invest in  

Social Media, and how do we split 

our activities in a meaningful way 

between platforms, possibilities   

for analysis, and specialized 

service providers?

Promotion

Brand  
ambassa- 

dors

EditorsDialectics

Pre-testing

User-
added
value

Agency

SEO

Open 
graph

Magma

Dream 
team

Experts
Campaign

Marketing

Last year, Facebook collected more than $4 billion in  
advertising revenue. However, marketers are somewhat dissatisfied  

with the results – a clear strategy is required! 20)

DIGITAL MARKETING
KEY TOPIC: SOCIAL MEDIA

FACEBOOK

YOUTUBE

TWITTERMYSPACE

GOOGLE+
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10 STEPS TO A SUCCESSFUL 
SOCIAL MEDIA 
STRATEGY EXECUTION

STEP 1
PAGE 18

STEP 2
PAGE 22

STEP 3
PAGE 28

STEP 4
PAGE 32

STEP 5
PAGE 36

STEP 7
PAGE 48

STEP 6 
PAGE 44

STEP 8
PAGE 52

STEP 10
PAGE 60

Audit! 
Social Media Landscape

Organize! 
Social Media Organizational Continuum

Outsource! 
Social Media Outsourcing

Protect! 
Social Media Risk Exposure

Communicate! 
Social Media Communication

Influence! 
Social Media Influencer

Share and Compare! 
Social Media Engagement

Monitor! 
Social Media Monitoring

Leverage! 
Social Media Business Case Levers 

Plan! 
Social Media Planning

STEP 9
PAGE 56



1716

10 STEPS TO A SUCCESSFUL 
SOCIAL MEDIA 
STRATEGY EXECUTION

STEP 1
PAGE 18

STEP 2
PAGE 22

STEP 3
PAGE 28

STEP 4
PAGE 32

STEP 5
PAGE 36

STEP 7
PAGE 48

STEP 6 
PAGE 44

STEP 8
PAGE 52

STEP 10
PAGE 60

Audit! 
Social Media Landscape

Organize! 
Social Media Organizational Continuum

Outsource! 
Social Media Outsourcing

Protect! 
Social Media Risk Exposure

Communicate! 
Social Media Communication

Influence! 
Social Media Influencer

Share and Compare! 
Social Media Engagement

Monitor! 
Social Media Monitoring

Leverage! 
Social Media Business Case Levers 

Plan! 
Social Media Planning

STEP 9
PAGE 56



PLAN

3736



PLAN

3736



3938

Professional planning ensures  
a successful introduction of  

Social Media to the company – and 
it paves the way for campaigns  
that enthrall by their simplicity,

originality, and inventiveness.

Social Media open up revolutionary marketing opportunities. Yet their intro-

duction is governed by familiar process steps that are an integral part of daily 

tasks in a company: analyze, plan, decide, adjust, realize, control, and optimize.

The consistent implementation and execution of your Social Media activities and campaigns by means of these measures 

generates a valuable life cycle: This is oriented at the strategic long-time goals of your company and includes all-important 

factors of outright successful Social Media communications.

Step 5: 
Social Media Planning 25)

Social Media Planners, e. g. INPROMO, help find the perfect matching
platform for a business and its underlying goals.

SOCIAL MEDIA CHOICE

Content/decision criteria:
 � Platform
 � Multimedia
 � Timing
 � Structure

Deliverables:
 � Platform and multimedia 
mix with target group fit 
selected

 � Social Media integrated in 
marketing and platform mix

CAMPAIGN SHAPING

Content/decision criteria:
 � Value-add
 � Stimuli
 � Interaction
 � Brand fit

Deliverables:
 � Content added-value 
strengthened

 � Brand awareness on 
platform known

 � Brand fit ensured

CAMPAIGN MONITORING

Content/decision criteria:
 � Monitoring
 � Effort-benefit ratio

Deliverables:
 � Actively participated
 � Competitors’ reaction watched
 � Social Media users’ and brand 
employees’ influence evaluated

 � Influence evaluated

SOCIAL MEDIA 
TARGET SETTING

Content/decision criteria:
 � Targets
 � Target group
 � Message
 � KPIs

Deliverables:
 � Social Media suitability 
for target, target group, 
and message ensured

 � KPIs defined and target 
values set

CAMPAIGN REFINING

Content/decision criteria:
 � Test campaign with peer group
 � Processes

Deliverables:
 � Target group reaction proved
 � Reality check conducted
 � Social Media operations  
completed

CAMPAIGN SEEDING

Content/decision criteria:
 � Speeding
 � Seeding
 � Activating
 � Integrating

Deliverables:
 � Spreading strategy set
 � Social multipliers identified  
and treated in a special way

 � Critical mass achieved

CAMPAIGN IMPROVEMENT

Content/decision criteria:
 � Optimization of i.e. content, 
platform choice, structure

Deliverables:
 � Effects measured
 � Marketing operation efficiency  
and effectiveness calculated

 � Social Media brand presence  
improved

3

4

5

6

7
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Digitization, in all of its forms, is the transformative factor of our time, and no company 

can ignore the impact it will have on all aspects of commerce, including business proces- 

ses, services, and transactions. A.T. Kearney’s Digital Lab draws on its understanding of 

the digital economy and works collaboratively with clients to understand how to adapt to 

today’s disruptive digital innovations and build a long-term competitive advantage.

A.T. Kearney is a global team of forward-thinking partners that delivers immediate impact 

and growing advantage for its clients. We are passionate problem solvers who excel in 

collaborating across borders to co-create and realize elegantly simple, practical, and 

sustainable results. Since 1926, we have been trusted advisors on the most mission-critical 

issues to the world’s leading organizations across all major industries and service sectors. 

A.T. Kearney has 58 offices located in major business centers across 40 countries. 

For more information, permission to 

reprint or translate this work, and all 

other correspondence, please email: 

insight@atkearney.com.
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The signature of our namesake and founder Andrew Thomas Kearney represents our pledge  

to live the values he instilled in our firm and uphold his commitment to ensuring “essential 

rightness” in all that we do.
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with digital
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