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By definition employee advocacy is the 
promotion of a company’s messages by its 
employees. Today, employee advocacy 
happens increasingly online, social media 
being the main medium for brand 
ambassadors. Employees have extensive 
networks of friends, followers, and 
connections on social media, and nowadays 
they can be reached and influenced with a 
click of a button. When empowered to act 
as brand ambassadors on social media, 
employees can share valuable content to 
their networks and build their professional 
brand all while increasing the company’s 
reach and credibility by generating 
meaningful conversations about the 
business.
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Employees are the single biggest marketing 
asset for brands. Lately there has been a 
noticeable shift in the attitude of businesses 
towards their employees’ social media use. 
Growing number of companies have 
realized the massive potential of their 
employees’ networks and have clearly 
started to move away from compliance 
management to empowering and enabling 
their employees to create conversations 
around the company and the brand on 
social media. Nearly 40% of people spend 
1-5 hours per week on business related 
social media activities, while on average 
nearly 60% of employees in formal 
employee advocacy programs spend more 
than 5 hours each week on business related 
social media activities*. 

The advantages of employee advocacy can 
be divided into three main categories:

Reach Authenticity &
Credibility

Employee
Engagement
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*Hinge & Social Media Today, 2016. Understanding Employee 
Advocacy in Social Media.



Reach

Why Employee Advocacy?

Employees have extensive networks of 
friends, followers, and connections on 
social media, and they have the potential to 
reach more people than their employer 
corporate social media pages combined. 
What’s more, employee advocacy spans 
beyond the platforms companies are using, 
as employees are also active on networks 
their employers haven’t necessarily even 
heard of.

The potential reach of an employee 
advocacy program can be estimated with 
this simple formula: 

According to our data, employee advocates 
have 420 Facebook friends, 400 LinkedIn 
contacts, and 360 twitter followers on 
average.

Number of
employees x =Size of their

networks
The potential

reach

3

eB
oo

k

6 Sm
ar

p



3

Authenticity & Credibility 

There is an increasing demand for 
authenticity in marketing. People tend to 
rely on their family, friends and peers over 
educated “elites” when searching for 
information to make decisions. Employee 
generated word-of-mouth communication 
has a substantial role in online marketing, 
as it is perceived more credible and 
trustworthy compared to advertising and 
marketer-generated content.

Employee Engagement 

Smarp creates a gamified experience for 
sales professionals, making content sharing 
fun and rewarding. You can customize how 
your program scores activity and offer perks 
and rewards for various levels of 
engagement. The people who post the 
most, or drive the most traffic back to your 
site can receive gift certificates or can 
select charities to receive donations in their 
honor, for example.
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What’s in it for employees?

Employee advocacy can help employees to 
be more successful in what they do. By 
acting as brand ambassadors, employees 
are able to enhance their professional 
brand, become thought leaders, and 
improve the results of their work, while 
expanding their network and maintaining 
top-of-mind. 85,6% of employees in firms 
with a formal employee advocacy program 
say that their involvement on social media 
for professional purposes has helped their 
career*.
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* Hinge & Social Media Today, 2016. Understanding
Employee Advocacy in Social Media
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For marketing 

The organic reach of company social media 
pages is continuously declining as social 
media platforms are increasingly limiting 
the organic reach of corporate generated 
posts. This together with the growing 
popularity of ad blockers, has resulted in 
becoming a major headache for marketers. 
When content is no longer reaching the 
same audience and ads become ineffective, 
marketers need to find new alternative ways 
to reach their audiences. 

Benefits of Employee Advocacy

Employee advocacy is an efficient way to 
increase the reach and visibility of a brand. 
While it is a form of spreading content, it is 
not considered as advertising and thus not 
blocked by ad blockers. Also, the organic 
reach of employee shared content is better 
compared to content posted by a company, 
as social media platforms prefer content 
that is posted by an individual. 

Number of
clicks generated

through employee
advocacy

x =Cost per click
(paid social media

advertising)

Earned media
value (EMV),
i.e. the value
of employee

advocacy
compared to paid

advertaising

Employee Advocacy is also cost effective. You may estimate the monetary value 
of an advocacy program easily with this formula:

Fact: according to our data, one employee share generates about 4 clicks on 
Facebook on average.
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HR & Recruitment 

Successful recruitment in today’s highly 
competitive market can be a challenge. 
Admittedly, the demand of resourcefulness 
has increased and recruiters must adopt 
new ways of doing talent acquisition.
Employee referrals are one of the most 
effective ways to capture top talent. The 
most potential candidates are probably in 
your existing employees’ networks.

Benefits of Employee Advocacy

of recruiters implementing 
social recruiting
see decreased time to hire*

43%
find an increase in the 
quality and 43% in the
quantity of candidates*

49%
of recruiters spend less 
than $1000/month on
social recruiting, but 60% 
estimate the value of their 
hires through those 
channels as greater than 
$20k/year and 20% 
estimate it at greater than 
$90K per year*

49%

Social recruiting improves the quality and quantity of hires and generates strong 
ROI:

* Jobvite, 2013. 
Social Recruiting Survey Results
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Communications

Employee advocacy is considered word-of-
mouth marketing which is simply people 
expressing their opinions and creating 
conversations around the brand. This raises 
the authenticity and trust of the messages 
as they are coming from actual people and 
not from brands directly. Reportedly, only 
33% of buyers trust brands, whilst 90% of 
customers trust recommendations from 
people they know**.

Benefits of Employee Advocacy

** Source: Nielsen Global 
Online Consumer Survey

“An average employee advocate 
is 2 x more trusted than a 
company CEO”

— Edelman Trust Barometer
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Sales

Buyers have almost completely moved 
online to look for information about 
purchases. 75% of B2B buyers are said to 
leverage social media to support their 
decision making*. Indeed, social media has 
become an integral part of sales. Social 
networks help in researching on potential 
buyers and building revenue driving 
relationships.

Social selling powered with employee 
advocacy is an effective way to drive 
revenue and generates sales. On average 
12% increase in brand advocacy generates 
a 2x increase in revenue growth**.

Benefits of Employee Advocacy

* (Schaub, 2014. Social Buying Meets Social Selling: How Trusted Networks Improve the Purchase Experience), 
** Reichheld, 2006. The Ultimate Question: Driving Good Profits and Good Growth, 
***Towers Watson, 2012 Global Workforce Study, 
**** IBM, 
*****LinkedIN Research: https://www.slideshare.net/secret/bu1dQU4zI4VhWi

“12% increase in brand
advocacy generates a
2x increase in revenue
growth”

Organizations with engaged employees and 
employee advocacy showed a 19% increase 
in operating income for a one-year period,
compared to a 34% decrease in companies 
with disengaged employees during the 
same time period***.

Leads developed through employee social 
marketing convert 7x more frequently than 
other leads**** and a warm referral 
increases the odds of a sales success 2-4 
times*****.

https://www.slideshare.net/secret/bu1dQU4zI4VhWi
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How to succeed with Employee Advocacy

Create a culture where employee
advocacy can flourish

In order for employee advocacy to happen, 
employees must first feel motivated to act 
as brand ambassadors. This requires 
creating a company culture where 
employee advocacy can flourish. This 
culture should be built on transparency, 
freedom and trust. Trust motivates 
employee engagement. It is vital that your
employees are trusted and empowered to 
act as brand ambassadors on social media. 
Trust builds confidence an allows your 
employees to feel that their judgement to 
act as a company spokesperson is trusted.

Moreover, employee advocacy is freedom. 
Employees should never be forced to 
advocacy - this approach is doomed to fail. 
After all, your advocacy program is only as
good as your employees’ commitment to 
the program. 46% of people say that overall 
corporate culture has an effect on their 
engagement and over 50% of employees
say that communication and honesty are 
key factors to drive engagement*

*Cisco
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How to succeed with Employee Advocacy
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Set clear guidelines

It is important for the success of your 
advocacy program to have clear social 
media guidelines for your employees
to follow. The purpose of having a company 
social media policy is to help protect your 
company’s reputation and avoid confusion 
about legal issues, but more importantly
to drive employee engagement.

A social media policy should clearly define 
the company guidelines for online 
communication - what is acceptable
and what is not. Defining these will 
effectively help to reduce uncertainty and 
confusion among employees. When your 
employees are aware of what they can and
cannot do, they feel more confident to 
participate and share company related 
content.

Ultimately, a social media policy should 
always be designed to empower your 
employees rather than restrict them. Only 
telling employees what they cannot do, will
do no good for your business. This delivers 
the message that employees can’t be 
trusted, which certainly will not encourage 
them to share employer related content.
Instead, let your employees know that you 
trust them enough to act as brand 
ambassadors and highlight the value of 
social media and how it can it be utilized to
increase their personal brand.
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How to succeed with Employee Advocacy

Plan the launch strategy

Before you get started with your employee 
advocacy initiative, you have to make 
decisions on how you are going to launch 
the program. Basically, there is two options 
to choose from:

1. Start with a smaller scale and grow 
the use over time

For businesses that opt to launch on a
smaller scale initially, it can be slightly
more difficult to establish structure
later on. However, it is easier to educate
and communicate with a smaller group
of people in the beginning, and get
management buy-in when you already
have proven results. Starting small is
also a way to learn what resonates with
your employees and their networks
before launching the program on a larger
scale. This in turn makes a large-scale
launch more likely to succeed. If your
organization has not yet fully bought
into employee advocacy this approach
provides a very low barrier to prove what
can be accomplished.

2. Plan and execute a large-scale launch
right away

Those who choose to launch on a
larger scale right away will need to
have an established plan in place
for the launch. This incorporates
training, communication, and assigned
responsibilities. The upside with this
type of launch is that everyone will have
an equal opportunity to participate and
people are less likely to feel left out.
Choosing this approach also requires that
the program structure is build before the
launch which means that the initiative is
likely to be better organized right from
the beginning.
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How to succeed with Employee Advocacy
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Tools

Consider using a native employee
advocacy platform to get the most out of
your advocacy initiative. A dedicated and
comprehensive employee advocacy 
solution like Smarp, makes it easy for 
employees to grow their professional brand 
by empowering them to participate in 
discovering, sharing and measuring the 
impact great content has on their networks.

Input Output
What we know 
about you

Role
Department
Business Unit

Function
Interests
Language

Feed of content that 
is relevant to you

Collaboration and discussion 
with the relevant co-workers

Employees sharing relevant 
content to their external 
networks

Everything is measured

What we know 
about the content

Topic
Author
Language
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How to succeed with Employee Advocacy

Training

Training is an integral part of implementing 
an employee advocacy program. First, it is 
important to explain the basic concept and 
purpose of the program for the participants. 
Employees need to understand that the 
program is first and foremost to their benefit 
and will help them grow as professionals 
and reinforce their personal brand. Next, 
provide employees with sufficient 
onboarding and make sure that your people 
are provided with materials needed to get 
started. Remember, most likely not all of 
your employees are social media experts. It 
is therefore worth to consider offering 
additional social media training for those 
who would like to learn more about 
professional social networking and best 
practices.
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How to succeed with Employee Advocacy
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Incentivize participation

Creating a right kind of culture and 
arranging sufficient training is vital, but 
encouraging participation is equally
important for the program success. 
Highlighting the benefits for individuals (i.e. 
what’s in it for employees) is a good start. 
However, to ensure long term success, also
other means to motivate and encourage 
participation should be deliberated. For 
instance, you may want to consider creating 
timely contests with a rewarding system
and gamifying the experience with a point 
system and leaderboards.
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How to succeed with Employee Advocacy

Measure

Measuring your advocacy program 
performance and comparing the results 
against other business KPIs is invaluable. 
You can’t manage what you don’t measure. 
In order to better understand the impact of 
your initiative, you should at least measure 
the following metrics:

Reach
How many people you have reached 
through your advocacy program

Number of active sharers on selected 
period of time
The engagement level of your advocates

Number of shared posts on a given time 
period
The quality and quantity of content

·

·

·

·

·

·

·

Clicks
How many clicks the shared posts gather

Website visitors
How many unique visitors driven to your 
website through employee advocacy

Social Reactions
Comments, likes and (re-)shares the shared 
post generate

Earned Media Value
Compared to paid (cpc) social media 
advertising
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Smarp is the solution that makes it easy, 
engaging and secure (it’s ISO 27001 
certified and GDPR-compliant) to drive 
employee engagement and advocacy 
through information sharing. More than 4 
million employees depend on Smarp for 
content discovery and distribution. 

However, you’ll do best if you approach 
Smarp as more than just a tool. The Smarp 
solution should be an integral part of your 
long-term company communication 
strategy to build a social culture of sharing 
and collaboration.
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https://smarp.com/


Ready to get 
started with 
Smarp?

BOOK A DEMO

https://smarp.com/book-a-demo/

