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Digital Engagement
What it Gives
What it Takes
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What we heard from you
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We asked for one word you would use to describe social 

media / digital engagement
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A Definition for Today
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Digital engagement is about supporting your brand goals 

by giving people the opportunity to:

• Share your brand content in a way that enhances their own reputation 

• Get service or sales support both from your internal staff and from others 
in the community

• Have a useful conversation with you or with other customers

• Express themselves to you in a transparent way

• Advocate for your brand

• Generate their own content that incorporates your brand

• Provide their expertise to your community of users

• Earn a social benefit in exchange for paying attention to your brand
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Marketing                                     Engagement

• Website

• Facebook biz site

• Search engines

• Banner ads

• Media buys

• Promotional platform 

messaging

• Providing rich content in a 

variety of forums

• Providing expert advise in 

communities

• Inviting customer expression

• Hosting user generated 

content

• Timely and relevant posts

• Radio

• TV

• Print

• Email

• Press releases

• Interviews

• Focus groups

• Loyalty programs

Marketing and Engagement

• Marketing is often about breadth and exposure, even when targeted.

• Engagement is about depth and effectiveness.

• Both are important.
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Traditional

Digital
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A Digital Engagement Framework

When we think of digital engagement, we think of eight key components that help us to 
frame the approach, the tactics, and the intention.
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Aligning Brand Purpose and Goals
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Exposure drives awareness of brand and 

positioning across many different outlets, 

usually paid for and well controlled.

Don’t stop doing this9.  People can’t 

engage with things they haven’t been 

exposed to.

Engagement creates an environment 

where the brand is carried out through a 

variety of outlets, not all predictable or 

controlled. .

Do this with intention and care – you may 

not be able to scale useful engagement in 

your current marketing structure. 
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Engagement in Practice
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Techniques for Creating Engagement
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Provide compelling content Sharing makes the sender compelling too.

Solve a tough and common 

problem

Associate expertise with the brand for 

something many people need

Share your audience’s content Friendship is a two way street

Contests / games / puzzles Links to accomplishment and rewards

Be timely and relevant Recognize what’s important to your target 

audience at a local level

Badge or acknowledge expertise Give people a reason to contribute their 

expertise

Provide space for people to 

say something

Give people a platform to perform, a place 

to express themselves

Ask simple, interactive questions Provide a reason for someone to engage
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Developing Content for Engagement 
One of the biggest challenges is maintaining good content that is timely, relevant, and 
compelling. It can’t be a ‘side job’ for a person in marketing.  More people need to be 
involved in monitoring, responding, creating content, and posting.
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Purposed Content 
Designed to fill a need rather than to ‘go 

viral’. Teach something about a product, 

assist with trouble shooting, answer 

questions. 

Generally produced in house, maintained 

in a hosted space, doesn’t have to be 

rich, but needs to serve its purpose.

User Generated Content
Brand provides a hosted / supported 

space where users can put their own 

content. May be supported by a brand 

contest or theme to encourage users to 

generate.

Generally requires some moderation and / 

or ability for the community to self-regulate 

appropriateness. 

Rich, Compelling Content
Content that is designed to be shared or 

revisited frequently. Rich visual imagery, 

compelling stories, funny, moving, 

competitive, different perspective.

Generally more expensive to generate, but 

much greater amplification.

Brand Placement Content
Displaying the brand in other forums, 

including games, other branded 

content, as background, etc.

Pay for placement or co-create content 

with other brands or platforms.
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Engagement Challenges
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Marketing staff 

limitations
If the only people working 

social are in marketing, it is 

tough.

Fear of losing control
Customers, competitors, and 

employees all have voices in 

digital. 

Controlling them can’t be a 

top priority. Controlling for 

them should.

Trouble tying to revenue
Like many marketing efforts 

in their early years, making a 

direct tie to revenue is tough, 

especially if P&L is 

dispersed. This is improving 

as understanding grows.

Expectation of 

persistence 
What works today probably 

won’t work tomorrow - you 

have to stay fresh and 

current or people quickly 

become disinterested. 

Under-estimating the cost  
(both time and money)

Keeping a fresh voice that is 
local and relevant, rich 
content, and platform 
stability requires ongoing 
investment. 

Mismatched 

measurements
Using common social media 

measurements aren’t great 

indicators of engagement.

Possible measures include 

customer generated 

content, listening metrics, 

re-sharing of content, and 

following metrics.
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The Future of Engagement
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2013: The Year of B2B in Social / Engagement?

• B2B is behind B2C in 
social media marketing 
and digital engagement.

• But buyers (and sellers) 
are not9.
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68% of B2B engage in social 

media marketing

6-8 M Reduction in sales 

cycle at Elratech

when using social 

media, as cited in 

the WSJ
6-8 W
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Mobility 
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Engagement is clearly on the move.  Customers are increasingly using mobile 

devices and apps to engage with brands.  Anything you invest in today should be 

done with an eye to how it can be supported on a mobile platform.  
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Social Games
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• A Gamasutra study last year showed that 85% of social gamers drop off 

after just one day, 95% are gone within the week.

• Those that stick around past that point become long time players.. 

• Watch out for consistency between the game environment and 

your brand

• Be sure to monitor audience shifts as game matures

• Things you can do include in game advertising, brand 

placement, value/benefits, and creating your own environment 

that supports your brand.

• Majority of social gamers are women playing with people they 

know (excludes Xbox, etc.)

• About 45% are men, who are more likely than women to play 

with people they don’t know as well as people they do know.

• ~250M users playing various games on Facebook

Gamasutra.com
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User Generated Branded Content

A Socialvibe campaign for Kia 
Soul lets users make their own 
version featuring rapping 
hamsters and send that out to 
others.
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What’s Next For You?
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5 Things You Can Do Today

1. Use the framework.  Are you considering all aspects of engagement in 
your digital presence?

2. Look at your social media policies and approaches. Is social buried in 
your marketing or corporate communications department? Challenge 
that paradigm.

3. Take a long hard look at your content. Does it call for engagement? Is 
it compelling for people to share? Is there a reason someone would pass 
it along? Does it serve a clear purpose? Is it in the right place?

4. In what ways are you making it easy, relevant, and visible for people to 
use your content and contribute content back to you? 

5. Think about how you use digital engagement concepts internally. Are 
you preparing your staff by using digital engagement effectively 
internally?

Remember9.. You don’t have to engage with everyone! But you should work 
to engage with the people who can further your brand goals.
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Following Up

If you have questions, comments, thoughts, or would like to 
discuss further, please feel free to reach out!

Join our LinkedIn Group: The Changing Nature of the 
Customer Relationship

Or contact us:

JULIE WILLIAMSON, Ph.D
Vice President

northhighland
600 Grant St. | Suite 304 | Denver, CO 80203
O: 303.740.6250
C: 303.919.3666

julie.williamson@northhighland.com
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