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Introduction
Dish soap, fabric softener, shampoo, cat food. All of these items 

fall under the broad spectrum of consumer packaged goods and all of these 
items demand a loyal brand following in today’s social world. Unlike fashion 

trends or fancy new automobiles, your company may be challenged with 
fostering customer relationships. According to a recent study by Yankee 

Research, 70% of consumers today want to interact with brands and 
companies on social media, but only 30% of consumer packaged goods 

companies are equipped to handle the web 2.0 environment. 

It seems overwhelming. Why would anyone want to follow your company 
on Twitter? What if no one interacts with your brand online, or even worse, 
what if people leave negative feedback? These are all valid concerns, yet 
the strongest companies today have conquered these worries and have 

become truly social companies. 

In order to become a master of the social world your company must be 
authentic, transparent, and connected.  



Be Authentic
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“Find a voice that can communicate your 
company’s message while sounding like a real 
person and not a bland corporate puppet.”

 For a business to have 
a successful social media presence, they 
must be genuine.  A business representing 
itself online as it does in standard television 
ads will not be well received.  Simply put, 
social media is a massive conversation.  You 
can imagine that if you and your coworkers 
were having a chat at the water cooler that if 
someone approached your group and started 
reciting their companies latest promotions 
and advertising slogans, you would not be 
interested with that person or impressed by 
their company.  The same is true with social 
media.  If your company just tries to blatantly 
advertise online you will not be well received.  

 A successful social media representative 
of a company should develop their own identity 
within the company’s interests and guidelines.  
The overall goal of a corporate communicator 
or representative of company on social media 
is to have a human voice and not a corporate 
voice.  People on social media want a friend 
to talk with, not another person trying to shove 
advertisements down their throat.

 Whether on Twitter, Facebook, blogs or 
any other medium, you need to find a voice that 
can communicate your company’s message 
while sounding like a real person and not a bland 
corporate puppet.  Some communicators use 
humor.  Comedy can be utilized successfully 
when it is appropriate and does not come off 
as insensitive.  Public Relations expert Tim 
Washer, who also wrote jokes for the David 
Letterman show, contends that comedy can 
help connect with your audience and soften 
the fall following a company’s blunder.  Humor 
is just one example of ways to connect with 

your company’s online following authentically.  
Humor, however, needs to be used with 
caution just like whatever method you choose 
to humanize your company’s message.

An organization’s reputation is the strongest 
facet of a brand that can make or break 
a purchasing decision. In the consumer 
packaged goods industry, purchases of 
products are made frequently and sometimes 
with little conscious decision-making. Creating 
a band of loyal consumers who choose your 
brand over another is crucial in building and 
maintaining a company.

Being accountable for product flaws, 
company stances and decisions, and 
any slight obstacle that may arise for a 
stakeholder is necessary for creating a 
good reputation.  In today’s world of Web 
2.0, social media allows you to analyze 
arising conflicts quickly and reach out to 
stakeholders efficiently and personally. 

 



 

 
 Kivi Leroux Miller wrote an article 
for NonProfitMarketingGuide.com 
discussing the “Seven Ways Social Media 
Improves Accountability.” Because social 
media is a right-here, right-now tool of 
communication, stakeholders from all 
sides of the organization look to sites like 
Twitter for breaking news and updates, 
as well as your organization’s response 
to any arising issues. When responding 

Accountability

to these issues, which could be as simple 
as replying to a negative comment on 
Facebook, or heading to your online 
newsroom to discuss a product recall, 
it is crucial to use a personal voice that 
has been established. 
 
 CEO blogs have proven than 
having any sort of dialogue with a 
person at the management relationship 
can establish a more loyal and trusting 
relationship on behalf of consumers 
and employees. If you’ve established 
a personal voice on your social media 
sites, it makes responses and news 
releases more easily received by the 
audience and appear more credible. 
The conversations that are fostered by 
social media allow for every organization 
to have its own voice and respond and 
reach out to stakeholders, forcing them 
to be accountable and participating in 
the dialogue. 

 

The authenticity of a brand, and 
thus the cohesive nature between corporate 
and personal values needs to be seen by 
consumers to create a trusting relationship. 
Employers need to take accountability for their 
employees’ actions, both in and out of the 
workplace, even if said actions weren’t directly 
related to the organization itself. Setting up 
guidelines for every employee, no matter 

1.Develop a personal and human tone 
when communicating with your followers.

2.Avoid using your social media outlet 
strictly for advertising.  Make an effort 

to incorporate promotion into your 
conversation without making it your entire 

message.

3.Observe what your audience is talking 
about.  Understand the context in which 

you are communicating with them 
because being out of touch can come off 

as inauthentic.

4.Be sure to highlight your strengths 
and accomplishments but do not shy 

away from your downfalls.  Being honest 
and forthcoming about your flaws and 

mistakes is critical in having an authentic 
reputation.

5.Don’t be afraid to show some character 
and personality.  Humor is well received 
in the social media world as long as it is 

used properly.

Keys to being 
authentic: 
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their rank in the company, declaring what is 
and what is not acceptable for social media 
platforms could nip any of these problems in the 
bud. Profanity, controversial issues. crude or 
obscene material, and anything documenting 
illegal activity should be avoided at all costs to 
protect the company’s reputation. 

 If an issue with an employee using social 
media in a way that betrays the corporation’s 
values arises, the corporation and the 
employee both need to take responsibility and 
reach out to stakeholders. Determining if the 
corporate blog, newsroom or a different social 
media platform is best for addressing the issue 
will only be chosen based on the nature of the 
issue, but no matter what, and the personal 
voice already established through these tools 
will enhance credibility and help smooth over 
the conflict.
 
 Being accountable as an organization 
allows stakeholders to trust the product or 
service, and believe in the missions and goals 
of the company. Any long-lasting organization 
knows that keeping a dialogue open and 
having an authentic, personal voice will leave 
employees, shareholders, consumers and 
anyone else interacting with the company 
feeling heard and happy. Engaging with the 
public is necessary for companies to sustain 
loyal consumers these days, and social media 
opens doors for anyone and everyone to be in 
on the conversation. 

“An organization’s reputation is the strongest 
facet of a brand that can make or break a 
purchasing decision.”

Case Study:
Old Spice

P&G’s Old Spice brand had been on 
the market since the 1930’s and was 
facing an “old-fashioned” reputation. 

The new “Swagger” Campaign featured 
hyper masculinity and was coupled with 

an interactive website and print ads 
featuring celebrities such as LL Cool 

J. It quadrupled sales and the website 
gained over half a million hits, proving to 

definitely be a smart social media practice 
for the brand.

The YouTube channel was the number 
one most viewed sponsored channel, 

and Old Spice gained more than 80,000 
Twitter followers and 630,000 fans on 

Facebook.

Procter & Gamble clearly rose to the 
challenge and successfully reinvented 
a dying brand through the use of social 

media and an authentic voice. The brand 
was able to reach their specific target 

audience, create viral videos that became 
earned media for the company, and 

engage in a conversation with many of 
their consumers.

— Jen Parravani, “Reinventing Your 
Brand”



Be Transparent
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“Transparency is not simply telling the world what 
great corporate citizens you are; it is injecting a 
philosophy of social responsibility and ethical 
behavior into your company’s culture.”  

 It seems that everyone – from the 
low level employee to the institutional investor 
– is demanding more transparency.  

 Consumers are smarter; understanding 
better than ever how corporations work.  
Accessing insider information is now simple, 
and consumers consistently do their research to 
make sure corporations are held accountable.  

 Along with their demands, the government 
has enacted rules to force companies to be 
evaluated.  After many corporate scandals, like 
at Enron, Congress reacted aggressively and 
made major changes in the rules for corporate 
governance, financial disclosure, auditor 
independence and corporate criminal liability.  
Transparency is more than just a necessity for 
companies to maintain successful relationships 
with their constituencies, but it is also a 
deterrent to illegal and unethical behavior. 
Active disclosure increases the likelihood that 
investors will invest, consumers will purchase, 
and governments will resist from breathing 
down corporations’ necks.   As mentioned 
in the post, “Social Media for Businesses of 
All Sizes,” consistent transparency goes a 
long way.  The post speaks on the extensive 
research Ford has put into their audience, and 
how reaching out to consumers has helped 
them develop a unique, blended and complex 
social media strategy.  Because Ford has been 
transparent on the social media landscape 
for so long, they have set the bar for media 
relations practitioners to follow suit.

Corporations can no longer worry only about 
national issues, because they have expanded 
across the globe.  The internet allows the 
casual observer to be well informed, which has 
dramatically increased the demand for another 
type of transparency.  Stories of human rights 
abuses and environmental degradation can 
affect a brand, even from miles away.  Are 
workers safe?  Are child laborers used?  How 
is the product produced?  Are trees being 
knocked down in order to have enough land to 
build factories?

 Companies must engage in proactive 
social reporting to prevent such mishaps.  
Consumers can tell when a corporation is 
feeding them useless information in order 
to push an agenda.  Corporate social 
responsibility needs to be considered, but only 
if it pertains to your company.  It would make 
sense for a beer company to advocate for 
responsible drinking, more so than it would for 
Doritos.  Efforts to improve your image must be 
genuine, and must be directed at the people.  
If people are your agenda, your customers will 
see that they are your priority. 
 

 This openness must be modeled first 
within the corporate suite.  The CEO must be 
on board and then the rest will follow.  

 Building trust demands a long-term 
investment.  Transparency is not simply 
telling the world what great corporate citizens 
you are; it is injecting a philosophy of social 
responsibility and ethical behavior into your 
company’s culture.  Your company should be 



open to scrutiny, not afraid of transparency.  
This process will help you see yourself as 
others do.

Your corporate suite 
should be asking:

• Can we comply with the 
law and keep up with public 

expectations?

 • In what way are we being 
transparent?  Do we have a 

corporate blog?  

• Is our information readily 
accessible to interested parties?

• Can we combat harsh scrutiny?

• Have we created a truly open 

environment?

Case Study:
Jack Daniel’s

Jack Daniel’s turned a potential 
sticky infringement case into a 
showcase of its generosity and 
genuineness by simply writing a 

cease-and-desist letter. Because the 
author blogged about his experience 

reading the letter, and 240 people 
responded, Jack Daniel’s created a 
massive amount of good publicity 

unintentionally. This is known as the 
phenomenon of the second audience. 
Although the letter was written for one 

audience, the author and publisher, 
it was shared by the author to his 

audience.

If companies want to create a positive 
brand image, they need to realize the 
phenomenon of the second audience 
created by social media. They need 
to realize how easy an individuals’ 

experience with your company can be 
spread to hundreds.

  — Brian Scholl, “A Little Nice 
Can Go A Long Way: How Blogging 

Spreads The Word.” 
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Be Connected



“Social media allows your brand 
to meet your customers where 
they are.”  

 If there is one thing to be learned 
about your consumer base in the world of 
web 2.0, it’s that everyone wants to be “in” 
on the action. Everyone has an opinion 
about everything! The consumer brands that 
repeatedly come across as having “made it,” 
are those that allow their consumers to be most 
actively involved – and are actively involved 
in their consumers’ interests. Take a look at 
companies such as Apple and Coca-Cola that 
have an almost cult-like following because 
of the hype surrounding their products, thus 
forming a community among purchasers. 
 
 Engaging with your customers is the 
bottom line, and luckily social media is there for 
you. Social media allows your brand to meet 
your customers where they are. If you want to 
reach out to young mothers in the Midwest, 
utilize Pinterest. If you want to be able to 
answer questions about a product quickly and 
share to-the-minute updates, invest in building 
a large Twitter following. Know what your 
customers are looking for and get involved 
in their lives. For example in the post, “How 
Twitter Can Make or Break Your Business,” 
Comcast customers were unhappy with their 
customer service as evident by thousands of 
negative Facebook and Twitter posts. Brian L. 
Roberts, CEO of Comcast, remarks that the 
company then chose to jump right into the 
conversation through responding on Twitter. 
He states that, “letting the customer have more 
power has been fantastic for us.” 

 When you find out what your customers 
are really thinking and what really gets them 
excited, and you then provide them with this, 

they will eagerly respond. Staying connected 
is a give and take process! 
 
 Often, participating in your customers’ 
lives involves forming an emotional relationship 
with them. The point is to obviously make 
your customers happy. Coca-Cola took this 
to a whole new level by creating the “Open 
Happiness” marketing campaign detailed in 
our post, “How Coca-Cola Spreads Their Brand 
With Happiness.” By actively getting out onto 
college campuses and big cities with physical 
prizes and interactions that are linked to a 
social media initiative, people will start talking 
about and forming positive associations with 
your brand. Live coverage of the campaign 
served as great material for the company’s 
viral videos, and hey, who doesn’t like getting 
free stuff once in a while. 
 
 Brands like 7-Eleven took 
connectedness to a whole new level by 
playing on current events, such as the 2012 
presidential election. At the store, customers 
were allowed to choose either a democratic or 
republican themed coffee cup which counted 
as a “vote,” which was then recorded on their 
website. The results of the “election” were then 
posted to the company Facebook on election 
day. The brand reached out, got involved, and 
kept people interested. Another example is 
detailed in the post, “The Fashion Industry’s 
Social Media Sale Strategy,” where Rebecca 
Minkoff’s Instagram contest got fans of the 
brand involved and active. The winner won a 
trip to NYC’s Fashion Week.  
 
 No one ever said you have to make every 
single customer in the world your biggest fan, 
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but here are some quick tips towards getting 
your company’s foot in the door: 

Find out who your 
customer is. Are they mainly 
female or male? Do they work full time? Where 
do they live and what are their problems in 
life? What do they complain about and what 
gets them excited? Asking these questions 
of your demographic will help your company 
decide what platforms will work best and be 
most covenant for reaching your customers 
and getting their participation back. 

Research issues  that 
are relevant to their 
lives. If your target demographic isn’t 
at all concerned with, say, Monday Night 
Football, broadcasting scores and asking your 
Facebook fans what they thought of the big 
game isn’t going to get much response. Find 
a hot topic that matters and ask them to share 
their thoughts. 

When asking for input, 
incentive always helps. 
People like free stuff; it’s a fact.  Offer a discount 
for the first 15 people to respond to a tweet or a 
Facebook post; give away a demo of your new 
product to the customer that Instagrams the 
best photo of them self and your brand. You’ll 
get loads more participation and the positive 
associations will increase. Your company gets 
seen as a “real” brand, and a community of 
fans forms easily. 

Creating a community 
is a two-way street. You 
can have the trendiest, most tech-savvy new 

product on the market, generate tons of buzz 
for its release, and ask the most riveting 
questions that Facebook has ever seen but 
if you drop the ball after that, don’t expect 
the good feedback to continue. The key here 
is to respond to the customer. Answer their 
questions, comment on their good fortune 
with their product, and help them through their 
negative experience. In all of social media, 
being a connected brand is about having a 
conversation with your consumer. 

Even a company that sells laundry detergent can 
engage with a loyal community of consumers 
if they pay attention to the customers’ needs. 
Be involved, take a chance, and devote staff in 
your company to actually building a relationship 
with consumers instead of picturing them as a 
mass of people with money to burn. When you 
build a relationship with one person, it’s likely 
that they have friends to share their experience 
with. Participate in the culture: start small, start 
sincere, and let the good times roll from there.  



Your packaged guide 
to packaged goods. 

Be authentic. 
Develop a unique voice. Treat your consumers like real people. 

Be transparent. 
Don’t just talk the talk. Your actions speak louder than words. 

Be connected.
Start a conversation. Don’t just spew information.  
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