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Green Paper versus White Paper 
 
The term white paper originated with the British government, and many point to the Churchill 

White Paper of 1922 as the earliest well-known example under this name. 

White papers are a way the government can present policy preferences before it introduces 

legislation. Publishing a white paper tests public opinion on controversial policy issues and 
helps the government gauge its probable impact.  

By contrast, green papers, which are issued much more frequently, are more open-ended. 
Also known as consultation documents, green papers may merely propose a strategy to 

implement in the details of other legislation, or they may set out proposals on which the 
government wishes to obtain public views and opinion. 
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Why Read This Green Paper 
 
Digital transformation is shaping the future of business.  
 
Being a "fast follower" is no longer a competitive option. Organizations are waking up to the 
reality that market leaders who have embraced digital transformation are uniquely 
differentiated. 
 

In this green paper, get more insight into how organizational leaders embrace social media to 
improve employee and organizational readiness to meet the needs of a rapidly evolving 

marketplace. 
 

Key questions addressed include: 

 

• What is the role of social media in corporations? 

• How can social media be employed to meet the needs of your intended audiences –
prospective customers, existing customers, employees, executives, and partners? 

• How can organizations effectively engage with and employ social media to achieve 

results?  
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Executive Summary 
 
Shaping social media communication skill sets and digital citizenship is a “must do” 
corporate priority. 
 
Social business in corporations achieves three core outcomes, namely: 
 

1. Enhances employee and corporate brand communication,  
2. Improves employee effectiveness, and  
3. Provides a required professional development to remain competitive.  

 
The challenges to building a program that balances engagement with efficacy include: 
 

• Maintaining currency of social media curriculum,  
• Training personnel to achieve needed scale, 
• Justifying the investment based on budgets, and  
• Demonstrating measurable outcomes. 

 

Recommendations 

• Create and evolve a social business training program that enhances organizational 
competencies related to digital and business communications.  

• Involve staff at all levels – c-level executives, directors, managers and employees - to 
learn and lead by example.  

• Outsource currency, not competency: leverage 3rd parties as needed to catalyze the 
social business journey and provide content and training materials, but assign an 
internal owner to lead this critical and core program/initiative. 
 

Insights | Take Aways 

• Social media has disrupted communications and requires a disciplined corporate 
approach. 

• The pace of innovation will lead to more personalized interactions and responsible social 
media usage is key to employee and organizational branding. 

• Digital transformation in organizations may be thought of as the third stage of embracing 
digital technologies: digital competence → digital literacy→ digital transformation. 
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Social Media in Business 

The ability of an organization to achieve digital literacy - the ability to use digital technology, 

communication tools or networks to locate, evaluate, use and create information - is the 

responsibility of the corporate leadership. 

In order to achieve digital literacy, executives must represent competency, usage and the 

ability to lead and engage in the transformation to enable new types of innovation and 

creativity, rather than simply enhance and support the traditional methods. 

One such ability is the establishment and management of one’s online personal brand and 

employing social media communications on behalf of the corporate brand. 

Organizations are turning over personnel at both the leadership and line of business level 

more rapidly than ever before. An emphasis on employee professional development and 

continual learning is mandatory as the digital transformation capacity and competency 

needed across the economy is not "hirable" or "outsource-able," nor is such an external 

reliance cost effective. 

When it comes to specific digital competencies like social business, firms need to be building 

both internal knowledge and a consortium of expert partners to ensure sustainability. The 

cost of outsourcing is not maintainable as the complexities of digital transformation continue 

to deepen. 

The Socially Savvy Enterprise 

The traits that characterize successful social enterprises are similar to those of organizations 

that are effective in undertaking cultural and process change. 
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• Authentic People: Business leaders who influence others and lead by example, rather 

than compel through orders, policies or directives, achieve greater long-term gains and 

more successful outcomes. Managing the team and employing people in accordance 

with their capabilities in social is key to organizational success. 

• Sound Process: A successful social process follows a series of steps focused on a set 

of objectives and a clear vision. Building the team, focusing on short-term wins and 

removing barriers to allow for sustained momentum is common among successful 

social enterprises. Process enhancement and sustainment is largely a function of then 

promoting or hiring the right people who understand the social strategy. Focus should 

be on the new behaviors and organizational success while formalizing the leadership 

development and succession plan. 

• Supportive Tools/Technology: Education, training and reinforcement can be 

facilitated with tools like workbooks, playbooks and technologies to accelerate 

performance. Develop social competency internally and leverage best in class vendors 

as needed along the growth path to accelerate what is working. 

• Personal Experience: Ensure that all personnel are receiving the information they 

need to be successful in their personal process of change. Learning new skills to 

increase relevance in the digital economy can be rewarding and fun when presented in 

the right context. 

Employees will experience social business change differently. Evaluate and manage through 

the lens of how effectively employees are understanding and embracing the change process. 
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Ensure that your execution of the social vision and strategy isn't a discreet event with a 

beginning and end. The social enterprise is the new normal and social business will eventually 

just become part of your operational model. 

Be candid and open about the evolution of the organization along the social journey. 

Transparency and honesty are great motivators for employees to embrace the new, 

innovative direction. 

The Relevance of Social Media in Corporations  

Social business must focus on customer-centric, not company-centric needs. Execution and 

definition of activity that provides customer value ties marketing to the "Why" 

and provides justification and measurement.  

Brands cannot truly succeed in social business through marketing and social media team 

activity alone. A brand's employees play the key role in establishing, amplifying, and 

nourishing the social identity of the organization. And to make things more challenging, the 

line between personal versus professional identity is becoming blurred as individual 

employees focus on activating their personal brands. 

Utilizing your brand voice to motivate employee action, increase trust, and shape your 

organization's culture of content requires action. Brands interested in earning the authentic 

reach employees provide should focus on the following: 

• Creating content that can be shared 

• Providing success stories on socially shared content 

• Looking for exposure outside of your owned corporate channels 
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Engaged employees naturally become external champions of your brand and influence 

customer relationships. 

Digital Citizenship 

Inherent in being a good digital citizen is acting ethically in social media interactions and 

having a healthy and safe experience.   

To accelerate positive outcomes in corporate digital citizenship, organizations and institutions 
need to assist their members learn new technologies and the ways in which to utilize the 

appropriate tools, online communication and behavior to achieve personal and professional 
success. 

Good corporate digital citizenship can be interpreted differently by many people, but it is 

grounded in the basics, namely personal responsibility, acting according to positive 
behavioral norms, learning, teaching and engagement in the pursuit of constructive results. 

The 9 Elements of Digital Citizenship (Respect, Educate, Protect) 

• Respect Yourself/Respect Others 

1. Etiquette: electronic standards of conduct or procedure. 

2. Access: full electronic participation in society.  

3. Law: electronic responsibility for actions and deeds. 

• Educate Yourself/Connect with Others 

4. Literacy: process of teaching and learning about technology and the use of 

technology.  

5. Communication: electronic exchange of information.  

6. Commerce: electronic buying and selling of goods.  
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• Protect Yourself/Protect Others 

7. Rights and Responsibility: those freedoms extended to everyone in a digital world. 

8. Safety (Security): electronic precautions to guarantee safety.  

9. Health and Welfare: physical and psychological well-being in a digital technology 

world. 

Demonstrating sound judgment in digital communications assists employees to be capable 
brand stewards both in their personal lives and as corporate representatives. Corporate 

sponsorship of a social business program creates differentiation for both the employee and 
the organizations. 

Getting Started with a Social Business in Corporations 

Corporate leadership must first create a strategy to ensure social media program success.  

Social Media Strategy 

The seven key elements of a social media strategy (the framework) are: 

1. Goal(s): What does success look like? What are you trying to achieve? (Why) 

2. Audience: For whom? Who will benefit? (Who) 

3. Message/brand: What are you trying to convey? (What)  

4. Owner(s):  Who is responsible to lead and manage the program? (Who) 

5. Location: In which channels will you focus? (Where) 

6. Process: What is the operational plan? How will you report and evaluate progress, and 

make changes? (How) 
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7. Measurement/KPIs & Metrics: How will you measure results? Over time? 

(What/When) 

Personal Branding 

In support of the social media strategy, employees must be encouraged to build their 

personal brands. Below are seven steps to begin the process. 

1. Establish your brand goals and a vision. This should be driven by your passions and 

purpose for growing your brand. Consider what success means for you. 

2. Define a plan of execution to grow your personal brand. Create your course of 

action aimed at achieving your specific goals and objectives. Explain in detail what 

channels will be prioritized and utilized (LinkedIn, Twitter, Facebook, Instagram, etc.), 

what needs to be done, when, and how often. 

3. Identify your network. Determine who shares your values and cultivate relationships 

to develop your corporate audience. This includes project teams, employees and 

executives, customers and industry influencers. 

4. Be yourself and become a consistent storyteller. Grow your credibility by adding 

value to others and representing your personality and approach with consistency, 

persistence and restraint. 

5. Take action. Confidently pursue and develop your niche and what you will be known 

for - your brand statement. Delight others and be the media you need to grow your 

awareness and interest with others. 

6. Learn from brands that are succeeding. Take heed of what actual brands and social 

influencers are doing to elevate your own brand efforts. 
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7. Listen to feedback and re-evaluate the definition of personal brand building 

success. Actively solicit and heed feedback from your internal champions, chain-of-

command, peers and other influencers. Rise to the occasion by making needed 

changes and improvements. 

As the social business program is established and employed, be sure to include corporate 

leadership to demonstrate engagement, create excitement and lead by example.  

How to Justify the Social Business Investment 

Many organizations are in need of a simple, practical ROI framework for social business. 

Firms that have had their social moment still need to justify the social business investment in 

a tangible, metrics-driven way.  

ROI = (return – investment) / investment 

The key to delivering a return on social business investment is to focus on achieving a direct 

impact on revenue. Prioritize activities at each phase of the buying process where your 

customers are considering your products and services. A social business strategy grounded 

in goals (KPIs) and metrics for each social channel along the buying process leads to 

meaningful results. 

• Evaluate the traffic from your social channels to identify purchase paths. 

• Establish separate channel benchmarks for key interactions and conversion metrics. 

• Create and employ content that aligns with customer's needs. 

• Measure the channel effectiveness over time to determine improvement. 
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Below are a number of categories and metrics to consider incorporating into your social 

business dashboard and justification framework. 

Social Marketing Metrics 

The value of social marketing is in the ability to regularly communicate and interact with your 

customers in the context of their day - not simply through conventional marketing channels. 

For example, social marketing utilizing LinkedIn to post thought leadership and blog content, 

hosting webinar and solution/product overview material on SlideShare and leveraging video 

capture tools like Zoom for the creation and re-use of video aligns with an empowered 

consumer's self-service and online research behavior. 

Republishing this content in places such as groups on LinkedIn and sharing across Twitter 

and your site or other valued content sites like Medium all serve to amplify the return on the 

time, resource and investment made in your brand messaging and content creation process. 

Several metrics to consider vis-a-vis historical data include: 

• Direct content creation cost (creation, hosting, placement, etc.) 

• Brand engagement / interactions with product and service content at the exact points 

where consumers are going through the online buying process (new followers, clicks 

on link in an update/post, network shares, population of contact or form, signups 

for newsletter, downloads of files/presentations, time spent on important webpage or 

other online transactions) 

• Cost per click/lead (reach/traffic/conversion rate) 
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Social Sales Metrics 

Optimization of the sales process that results in increased transactions, increased revenue 

per transaction, and velocity and efficiency of sales are core aspects of measuring social 

business investment.  

Relevant sales metrics to consider are: 

• Prospect and customer communications (increase in interactions) 

• Number calls/interactions required to reach a prospective customer 

• Sales funnel contribution (opportunities attributable to social business activity) 

• Deal size (booking's value) 

• Accelerated close rate (age of opps, time to close) 

Employee Engagement Metrics 

An engaged employee is enthusiastic about their work, portrays a positive outlook towards 

the organization's reputation and interests and works on behalf of the organization’s goals. 

When employees care and are engaged, they make the extra effort and display greater 

commitment to their job. 

By providing social business training to assist employees build their individual brand without 

the goal of reciprocity, employers will see a greater degree of employee engagement. 

Several key metrics that are relevant to consider about the effect of socially trained and 

engaged employees include: 
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• Percent improvement in employee retention 

• Number of hires resulting from employee referrals (ability to attract quality employees 

and candidates) 

• Time and cost reduction in HR/recruiting effort (reduced recruiting fees) 

• Employee advocacy (number of times content is shared, positive portrayal of company 

in social channels) 

• Number of client referrals to new, prospective customers (advocacy), be it sponsorship 

through social introductions or direct referrals 

• Customer experience (client satisfaction survey results/net promoter score 

improvement) 

One key strategy that enables organizations to engage customers is establishing a culture of 

content and employee-generated content. Your social business ROI will improve as 

the volume of user-generated content increases. 

Ensure you set goals for social channels and make adjustments as metrics evidence the 

success or failure of your social business activities and content publishing. 

Your company's social influence and reputation and its ability to develop authority and 

provide thought leadership are grounded in authenticity and transparency of intent. 
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Summary 

Employing a social business program provides today’s employees and the corporation with a 

differentiator. Not only will they be better prepared for the challenges ahead, but a social 
business program will provide experiences and exposures that result in improved business 

results. Social media underlines the importance of maintaining skill set currency and ignites 
the importance of perpetual education in today’s competitive work environment. 

Recommendations 

• Create and evolve a social business training program that enhances organizational 

competencies related to digital and business communications.  

• Involve staff at all levels – c-level executives, directors, managers and employees - to 

learn and lead by example.  

• Outsource currency, not competency: leverage 3rd parties as needed to catalyze the 

social business journey and provide content and training materials, but assign an 
internal owner to lead this critical and core program/initiative. 

Insights | Take Aways 

• Social media has disrupted communications and requires a disciplined corporate 
approach. 

• The pace of innovation will lead to more personalized interactions and responsible social 

media usage is key to employee and organizational branding. 

• Digital transformation in organizations may be thought of as the third stage of embracing 
digital technologies: digital competence → digital literacy→ digital transformation. 
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