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In the past few months, we've made a lot of noise around
employee advocacy.

And for good reason - according to the State of B2B

Marketing report we performed in late 2021, we found that

nearly half of CMOs said employee advocacy was their best-

performing social initiative.

We then decided to look deeper into our own user-based
employee advocacy statistics, and we found that those

using a formal employee advocacy program earned 25-40%
more engagement than those who didn't.

We performed webinars, published reports and infographics,
recorded countless podcasts, and even launched some helpful
resources to get you started with employee advocacy.

Now, we're getting radically transparent. Here’s how we used
employee advocacy to grow our own social conversions by
266% in just 920 days.
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Employee Advocacy

Revamp: The Set-Up

In late 2021, we decided that we were going to re-motivate our colleagues participating
in our employee advocacy program. We decided to roll out our employee advocacy

program in three main phases:

e Education and Launch
e Maintenance

e Results

Instead of basing it off of the number of shares, we opted for a contest based on who

generated the most clicks throughout the quarter.

Why?

Because we wanted our advocates to use best practices for social media in order to
create value as opposed to noise. It's simple to share with reckless abandon, but

spamming different social platforms doesn’t earn you any value.

So to better encourage best practices, and make sure that we're getting results from

our employee advocacy program, we based it off of clicks.
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Education and Launch

If we wanted our colleagues and employees to use best practices for social media, we

had to start with telling them what those practices are.

It's counterproductive to have our employees blindly sharing everything from the
advocacy board. While that looks great in terms of advocacy engagement, it doesn’t
achieve what we really wanted, which was meaningful engagement, real conversations,

and traffic generation.

To kick off our competition, we held a company-wide meeting and prepared a best-

practices presentation with an announcement for our advocacy competition kick off.
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LinkedIn vs. Twitter

Tips and tricks on best practices for social amplification on each platform

Linkedin Twitter

Posting frequency At least 3-5x per week (No more At least 2-4x per day
than once per day)

Audience e Consider location e Consider location
Who is your target audience? Who is your target audience?
What is the primary e What conversations are your
language of your intended audiences engaging in?
audiences? Are you utilizing hashtags in
Put content into your own your tweets?
voice

Sharing a variety of content can help keep you relevant to your
audiences.
Use hashtags, tag companies and people, ADD VALUE!!

We educated our employees on best times to post, and posting frequency on each
channel. We explained what kinds of content work best on each social network, and the

core truths that hold true regardless of channel.

Once we'd gone over the basics, we launched into the contest rules, and the

competition had begun.
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The rules were simple: we'd run a competition for 20 days through all of Q1. We'd create
more content than ever before for the advocacy board, and we'd try new kinds of
content to push engagement. By the end of the quarter, the top three advocates with

the most clicks on their posts would win cash prizes.

We offered three monetary prizes for the competition:
e First place: $100
e Second place: S50
e Third place: $25

We excluded both the executive team and the contest coordinators from the
competition. As part of our goals for this competition, we wanted to encourage

employees who werent normally active advocates for us.

Maintaining the Hype

Immediately, we had more activity from our advocates. But we had to keep up the

momentum - this is the hard part.

How do you keep the competition top-of-mind so that advocates keep engagement
high?

We focused on creating excellent content for the advocacy board. We developed new
filters so that different teams could share content uniquely relevant to their own jobs.
Relevant content helped our advocates start real conversations and begin developing

their personal brands.

We split our content into three main categories:
e Oktopost content: branded corporate content that we shared about Oktopost,
news, created content, and more.
¢ Industry content: curated content that involved our industry, B2B marketing,
and social media news.
e Personal interest content: we tried to curate content that related to each
teams’ individual interests. For example, external content around sales tactics

for our sales team was a popular choice.
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We also focused on keeping the competitive spirit alive with weekly contest updates in
Slack. This was important, as employees engaged with those posts to congratulate each

other or poke at the competition a bit.

> ’ Olivia Messina 1:00 PM
L @channel Happy Monday!! It's time for an Employee Advocacy Contest update p‘"

¥ is still going strong in 1st place with over 100 clicks!

* coming in only a few clicks behind in 2nd place

*Crushing it in 3rd place is 6

W:Not far behind in 4th is

Just a reminder, we want to see which Oktoposter can generate the highest number of clicks!
First place takes home $100! ¥

Second place takes home $50! ¥

Third place takes home $25' &

Only a few weeks to go! Keep up the great work ¥

28 @3 3 @

An unexpected side effect of this is that while it was a competition, it felt more like a
team effort. These posts unified the team in promoting our advocacy program and

engaging with the posts we created.
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The Results of Our
Employee Advocacy

Program

We put all of this work into the employee advocacy program. We educated our
advocates, created great content for them, and inspired them to create the content
they wanted to see on their social networks. We kept them motivated with weekly

updates in Slack.

How did our efforts impact engagement across our socials?

Overall Engagement Results

First, our sessions improved from Q4 2021 to Q12022 by 53%. We had more employees

connecting and using the advocacy board than ever before.

Not only were employees connecting and engaging with the advocacy board, they were

sharing more often too - we experienced a 24% lift in post shares as well.
However, as we focused on clicks and engagement for the contest, shares weren’t the
most important to us. We wanted our employees to share content that they felt strongly

about, and modify it, so it sounded like it was coming from their unique perspectives.

It paid off- we increased our total engagement by 63%.
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Results from Employee Advocacy

+83%
+50%
+24%
) l l
Sessions Posts Engagement Rate Clicks

® Q42021 @ Q12022

This is unprecedented, as every marketer will tell you that more messages usually
equates to lower engagement, regardless of the channel. However, the messages were

more relevant, and thus, earned more engagement over the previous quarter.

Clicks alone, the metric for which we judged the contest, increased by 50%, driving

more traffic to our site from our advocates.

Insights from the Employee Advocacy Competition

During our employee advocacy competition, we saw a net increase across every day of
the week of 81% on average. The days with the biggest shift in engagement actually
happened over the weekend. Saturdays earned 205% more engagement in Q1 over Q4,

and Sunday earned 114% more engagement.
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Session Shifts from Employee Advocacy

Monday

+71%

Tuesday
+34%

weanessey NN

T R ¢ "
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Saturday '
B +205%
Sunday .

+114%

® Q42021 @ Q12022

| think it's worth noting a few things concerning this hike in weekend sessions:

e We encouraged advocates to try posting on the weekend, as we found that
the fewest posts were shared on these days. It was worth testing to see if we'd
get more engagement on the weekends with less competition in social feeds, so
we suggested employees schedule a few posts over the weekend.

e We have some employees on a Sunday-Thursday work week. As a good chunk
of our employee base works on this schedule, it's important to note that we
would potentially have more sessions over the weekend than a company with

everyone on a Monday-Friday work week.

Regardless, Saturday is the one day everyone shares off work - and it had the highest

change in sessions during the competition.

The most popular day from Q4 to Q1 continued to be Wednesday, however Q1's employee
advocacy competition brought a 55% lift in sessions over Q4. Of the classic Monday

through Friday work week, Monday saw the biggest growth in sessions at 71%.
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Clicks and Conversion from Employee Advocacy

The biggest difference we saw between Q4 2021 and Q12022 was in our number of

clicks and conversions from advocacy.

Clicks:

Since the goal behind the contest was earning more clicks from advocacy content, it
made sense that we'd earn more clicks over Q4 2021. However, we didn't anticipate how

much of an increase there would be.
In Q1 2022, we earned 50% more clicks over the previous quarter — which is significant
because engagement didn't drop from Q4 to Q1. We'd anticipated that more posts would

drop overall engagement, but our engagement and clicks only increased.

This means that we weren't earning our clicks simply through an increase in

posting from our advocates, instead, the content itself was of higher quality.
This is an important distinction: simply posting more on social media isn’t the goal for

any account, much less an advocacy program. It's about posting better, more

qualitative content.

CTR and Conversions from Employee Advocacy

+266%

) I
CTR

Conversions

® Q42021 @ Q12022
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Conversion:

While we were already impressed with the results from our employee advocacy, we

didn't expect the impact on conversion.

In terms of actual number of conversions, we saw a 266% increase between Q4 2021
and Q2 2022. While we might be able to attribute this to increased posting, the data

points to higher relevancy as the cause for this lift in conversion.
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e Education and definitive launch was critical to our success with our employee \
advocacy program. Where we had a lot of advocates sharing to share, we now had
them starting their own conversations and creating their own thought leadership.

e Creating highly-relevant content that made sense for each individual team was a
game-changer in how employee advocacy performed over the quarter.

® Incentivizing the program with a competition motivated Oktoposters to share
content often, and basing the competition off of clicks helped drive personalized
content that performed well.

® The results were clear, our efforts earned:

o More overall advocacy sessions
o Increased posting
o Nearly double the engagement

o Nearly triple the conversions

Employee advocacy is as much a science as it is an art. When you look to the data we've
published, it's clear that this is an initiative that can increase the ROl of your socials

when done right.

The key lies in education and motivation: when you can educate your employees and
provide the motivation (both through incentives and creating content they actually

want to share), employee advocacy is an unstoppable force for your marketing strategy.

Ready to get started with employee advocacy?

See how it works livel
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