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Marketers as we know them, obviously don't live under a rock. Neither do you. 

You probably also encounter the following problems in the field of social media 

marketing:


It's not just marketers who run into problems with reaching their target 

audience and connecting with them. Recruiters have the same problem with 

finding suitable candidates in the current war for talent. Salespeople often find 

it difficult to keep in touch with their (potential) customers. HR personnel is 

constantly looking for a way to improve the connection in the workplace. One 

mass medium that instantly comes to mind for these kinds of problems is, 

obviously, social media. 

The solution lies closer to home than you might think. Make use of the 

resources you already have at your disposal, specifically: brand 

ambassadors. In other words, stakeholders who are already involved in your 

organization. Maybe the following rings a bell: employees as brand 

ambassadors sharing marketing content (employee advocacy). Employees 

are just one type of stakeholder, with Social Reach Optimization we go a few 

steps further.



Within this white paper, we will take you into the world of brand 

ambassadors and what they can do for your online engagement and reach. 

Who are the brand ambassadors within your organization? Why are brand 

ambassadors the key to success? How do you get your brand ambassadors 

to join your social media strategy?



In other words, how will you use and work with your brand ambassadors to 

optimize your social media reach?



Meet Social Reach Optimization, but first...

But HOW should you PRECISELY use social media to 
address these issues?


Social media algorithms change rapidly, making the reach of company 

pages very low;

Online advertisements are becoming increasingly more expensive .[1]

There is almost no interaction on your social media posts on company 

pages, despite the effort you put into it;

The future of your 

social media strategy



Company pages are getting less and less reach on social media these 

days. Social media platforms such as Facebook, LinkedIn, and Instagram 

want to get back to what social media channels were intended for: 

communication between peers. This also reflects in the changes to the 

algorithms of social media platforms. For example, Facebook's algorithm is 

now set up to give less priority to public content, which includes posts 

from company pages. Facebook gives priority to posts by real people, i.e. 

family and friends . Furthermore, social media platforms remain 

commercial organizations with the desire to make money through paid 

advertisements by organizations. The decrease in reach of company pages 

will create a need to advertise, in order to remain visible. Both 

developments ensure that business pages have limited reach and 

interaction on social media and that peer-to-peer posts are more visible. 

[2]

In addition authenticity

People are attracted by 

authentic, personal stories on social media instead of slick marketing 

content

Paid, Owned and Earned media.

, there is an increasing call for  from consumers 

themselves. Not only in everyday life but also online. 

. When scrolling through social media people get bombarded with 

advertisements and corporations trying to sell products and services. In 

response, consumers are looking for honest and recognizable stories written 

by real people . Organizations official representatives are no longer the only 

source for the formation of public perceptions of organizations. For example 

employees of an organization are seen as trustworthy and autonomous sources 

of information, and are crucial in the shaping of organizational reputations .



Employees who post or share something on their personal social media 

channels about an organization are a great example of earned media. Earned 

media is different from paid and owned media. To showcase the difference, we 

need to understand the other two terms as well. 



Let’s dive a litte bit deeper into the different types of media on your socials: 


[3]

[4]

The key: 

Peer Communication

Paid media on social media refers to the 

use of sponsored posts, which are created 

and paid for by the company. Organizations 

get charged by the social media platform 

for displaying the sponsored content to 

consumers in their newsfeed.

aid mediaP
Organizations can also create their own 

social media posts and distribute them on 

company-controlled social media channels. 

These posts are free of charge and are 

called owned media.

wned mediaO
Thirdly, there are also brand-related posts 

that are not generated by the company 

itself. Consumers, employees and other 

stakeholders share self-generated content 

related to the brand with their own social 

media accounts. The so-called earned 

media .[5] [6]

arned mediaE



Organic Reach
The big advantage of earned media is that you don't have to directly pay 

for it. The content is created and shared by people because they want to, 

not because they have to or because they’re compensated to do so. 

Earned media is not only cheaper but can also outperform classical paid 

media. An international survey from 2017 found that consumers are 3 times 

more likely to trust information about a company when it comes from an 

employee versus the company’s CEO . Partial because earned media can 

be perceived as more credible and trustworthy than paid media. There is 

no commercial incentive and people are intrinsically motivated to share. 


[7]

Earned media meets Social Reach Optimization


Social Reach Optimization


‘Social Reach Optimization (SRO) is the optimization of your 

organic reach on social media by utilizing brand ambassadors. 

These brand ambassadors are stakeholders within your 

organization, such as employees, dealers, and franchisees. With 

SRO you put real people and significant stakeholders at the 

center of your social media strategy to organically increase the 

online visibility of your organization. They create and/or share 

(authentic) content of an organization on their own accord, 

because they want to and find it worthwhile to share.’

Social Reach Optimization (SRO) is the optimization of your 

organic reach on social media by utilizing brand ambassadors. 

Your brand ambassadors share content because they want to 

instead of need to.  



Besides paid, owned and earned media, there is also something 

called organic reach. Organic reach can be defined as the amount 

of unique people that have seen your social media post through 

unpaid distribution. The use of paid promotional tools are excluded 

because they would unnaturally boost the visibility of a post. Both 

owned and earned media can be characterized as organic reach 

because you don't directly pay for the people you reach. 


However, in daily practice we see that CEOs are doing just fine compared to 

company pages. So you can imagine how effective this is with employees ;)

Why earned media?

10.095 impressions

1.648

views



Search Engine Optimization (SEO) is the 

practice to ensure your website ranks 

higher on search engine results pages, 

for the purpose of receiving more and 

better quality traffic. The aim is to rank as 

high as possible for search terms that 

your target audience uses the most. 

When you rank higher the right people 

are more likely to see and click on your 

links, which results in more and better 

website traffic .
[8][9][10]

Search Engine Advertising (SEA) is a 

type of Pay-Per-Click advertising (PPC) 

directly on search engines. Marketers bid 

and pay to have search engines show 

their company advertisements above the 

organic search results of specific search 

terms. When a consumer searches for 

those terms, the advertisers’ website will 

appear above the organic results. The 

business pays the bid price every time 

people click on their sponsored links [11]

[12][13].  

SEO SEA SMO
Social Media Optimization (SMO) is the 

process of managing and growing an 

organization’s popularity and online presence 

with the use of social media networks. SMO 

offers a framework for connecting with 

people by encouraging social media 

engagement and content sharing. By creating 

online content like well-written text and 

appealing photos or videos you can 

encourage and entice people to engage with 

you. People can share this content with their 

family and friends .
[14][15][16]

How SRO relates to the already known SEO, SEA and SMO strategies?


Search Engine Optimization (SEO), Search Engine Advertising (SEA) and 

Social Media Optimization (SMO) are well established concepts within 

the marketing industry. To understand how Social Reach Optimization 

(SRO) fits within these concepts it's important to first address and briefly 

explain these concepts. If you are already familiar with these marketing 

terms, feel free to skip this part.

This optimization strategy sounds a bit familiar right? Indeed.


It fits perfectly between the other marketing optimization strategies 

such as SEO, SEA and SMO. 

What’s different about SRO?


Overall the main differences between SRO and the former concepts are the 

shift in focus to achieving organic online visibility, specifically by using brand 

ambassadors and authentic content. Real people within your organization 

become the center of your social media strategy by sharing their own 

personal stories. 



Your return on investment with SRO; 
what’s in it for you?

The calculation is simple. You have one company page on LinkedIn, but you 

also have the channels of  your employees at your disposal. On 

average, employees have about , so just imagine the 

profit . LinkedIn's algorithms also ensure that posts from employees 

reach more of your target groups’ timelines compared to company posts.


ALL

750 connections

[17]

Imagine that your employees would share 2 posts per person a 

month about your organization. An average employee has around 

750 social media connections. Yet, each post will reach between 

20% and 50% of your network, what would mean you will monthly 

gain around 600 extra views per employee per post about your 

organization, besides the posts you share on your company 

pages. The reach on a company page is a lot less as only 4% of 

your followers will actually see your corporate posts. Getting 600 

extra views is a great result. BUT, when a post also gets likes, 

comments, and shares, this number will only increase while your 

corporate reach will stay relatively the same. (This amount of 

views on LinkedIn will easily cost about €75,-, yet by utilizing your 

employees, there are no extra costs).

�� Increase your online reach and visibility, without the extra costs

Mathematical example:

By being active on social media together, your colleagues stay informed 

of what is happening in your organization. This creates a sense of social 

bonding not only between each other but also in their connection to the 

organization.

2.  Strengthen the bond with your employees within the organization

Leads through personal accounts are , as well as 

potential candidates referred by current employees .

7x more likely to convert

[18]

3.  Higher conversion 

Research shows that  indicate that they have 

more trust in social media posts from employees compared to corporate 

posts .

76% of social media users

[19]

4.  Trust 

Authentic content created by ambassadors contributes to a higher online 

reach and engagement.

5. Authentic content



Align your 

brand ambassadors

Social media can be used for personal and work-related purposes. 

When stakeholders use their personal social media profiles to 

represent and promote the organization, they are called brand 

ambassadors. Employees are identified as a primary stakeholder group 

within the organization . Beyond the role as described in their job 

description, employees can also represent the organizational brand to 

friends and family, (potential) customers, the general public and 

potential new employees . All the activities an employee does 

related to promoting the organization they work in, is called employee 

advocacy. This includes sharing company-related information, 

promoting the brand, leaving positive comments on corporate social 

media posts and recommendations/endorsements . The 

employees become advocates of the organization. 

[20]

[21][22]

[23]

An important consideration is that employee advocacy is voluntary and cannot 

be forced upon the employees. The reach that employee advocacy brings, can 

therefore be seen as a form of organic reach. Employee advocacy is a large 

part of SRO. With SRO you aim to optimize your (employee) advocacy 

program(s) to increase online reach.The online reach of posts on personal 

social media accounts is on average 561% higher than on owned company 

pages due to the algorithms of the various social media platforms . [24]

It’s important to align your brand ambassadors and work 

together to achieve the best results with SRO. You can’t do SRO 

alone. But how do you make sure your brand ambassadors share 

content about your organization willingly?



With SRO we don’t just solely focus on employees as advocates of 

an organization, but also on stakeholders like dealers and 

franchisees who are connected to your brand or organization. 

Furthermore, SRO is about sharing and gathering authentic 

content from the workfloor (bottom-up), instead of pushing top-

down content to your advocates to share. Finally, SRO not only 

includes social marketing efforts but also benefits social sales 

and social recruitment. In the next few sections, you will read 

more about these advantages compared to employee advocacy. 

Make sure you stand out from the competition and let your employees take 

the floor to put a face to your company. Your employees, in particular, can tell 

unique stories about your company. The biggest advantage of this approach is 

that the 

 Employees might be in touch with former colleagues in the same 

industry or have friends with shared interests, for example. 



Besides that, a personal post looks more reliable: 

 What real people say is much more credible than what a company shares. 

Plus, it's much easier to respond to communications from someone you know 

than a company post. That is why a personal message from an employee is 

more valuable than a corporate post.


online reach of individuals is a whopping 561% more than that of 

businesses.

76% of consumers have 

more confidence in personal posts from their network than corporate posts.

[19]

The difference 
between SRO and 

employee advocacy

�� SRO: Gathering authentic content 


To implement employee advocacy a lot of organizations use employee 

advocacy tools to plan their corporate social media posts and suggest 

social media posts to share for their employees. These tools are based 

on a top-down approach: the marketing department creates 

personalized social media posts for their colleagues to share on their 

personal social media channels. SRO however, focuses on gathering 

authentic content from the workfloor as well. 

Real stories from real people, that’s what sparks interest!!



2.    SRO: More than just employee advocacy 


SRO is not only limited to organizations with employees: dealers and 

franchisees can also take on the role of brand ambassador and share 

organizational/brand-related content. 



Difficulties brands and organizations might encounter when creating 

local awareness for their dealers and franchisees are: 



Let us introduce you to dealer advocacy


Many brands make use of dealers to sell their products and services to 

customers. These dealers can be regional, national or international stores 

that sell the brand, but also representatives who bring it to the attention 

of potential sellers. The dealers are responsible for promoting the 

products and it’s precisely in this area that there is much to be gained. 

This is where the concept of "dealer advocacy" comes into play.

Nearly 70% of the buyer’s journey takes place online!

Content that is readily available on internal platforms is not being 

shared by the dealers/franchisees on their local corporate pages;

Every dealer/franchisee promotes the brand or franchise in a 

different way.

Your dealers/franchiser lack the knowledge and time to use their 

social media pages' full potential to achieve corporate goals;

Dealer advocacy is a lot like employee advocacy but the brand 

ambassador is not an employee but a dealer that sells the 

brand(s) of an organization. Instead of using the personal social 

media pages of the employees to share organizational-related 

content, the social media pages of individual dealers are used. By 

sharing posts through the company pages of your dealer 

network, you reach a lot more people on a hyperlocal level instead 

of just sharing content on the main company pages of your brand. 

On top of that, employees of those dealers could also easily share 

the content in their own network, it’s employee advocacy again ;). 



Before a customer purchases a product from a (local) dealer, they largely 

orientate online.  

. As a brand, you want to capitalize on that. It’s important that online 

advertising and communication are of good quality, but also uniform. 

Marketing, however, is a skill that not every dealer automatically masters. 

This is where dealer advocacy comes in: by centrally managing your 

online marketing as a brand, you have more influence on the way dealers 

promote your products online. This guarantees uniform promotion and 

allows you to correctly reach the target audience through the dealers. As 

a brand, you create and schedule social media posts for your dealers, 

allowing salespeople to keep customers streamlined on developments and 

promotions regarding products/services. By providing the dealers with 

content to share, a brand can ensure the quality of the content. They can 

also prevent potential harm to their image from inferior and incorrect 

content provided by different dealers who lack the marketing knowledge. 

Actively providing content can also act as a reminder and guideline as to 

what content to post. Ultimately, dealer advocacy can result in more reach 

and sales for retailers. In addition, people can feel more connected to your 

brand because of the unified image and promotion via the regional dealer 

they follow on social media. 

Nearly 70% of the buyer’s journey takes place online

[25]

But wait, don't forget franchise advocacy


The concept of dealer advocacy can also apply to a franchise formula with 

different franchisees. Instead of providing unified and qualitative content 

to the dealers, a franchise can provide content to the franchisees. This 

way a franchise can ensure the customer journey on social media is the 

same on all the corporate social media platforms of their franchisees. 



3.    SRO: Not only benefits your marketingteam


Social Reach Optimization (SRO) meets social sales(selling)


SRO doesn’t just provide you with a way to activate your employees, it 

also provides solutions for different departments and their challenges 

and goals. SRO is easily accessible for achieving your sales and 

recruitment goals in collaboration with your marketing department. 



SRO is not only a great marketing method but can also be very 

beneficial for social sales. Social selling is the strategy of including 

social media for researching, prospecting, networking, and building 

relationships with potential customers by sharing content and 

answering questions . With SRO you can strengthen the bond with 

(potential) customers by optimizing the way you share content with 

them. SRO is all about making this process as easy and efficient as 

possible. This reduces the need for cold calling for example, which is 

great because cold acquisition is already dwindling due to people 

working mostly from home for the past two years. It's harder to reach 

prospects when they're working from home rather than from the office. 

As they're less likely to pick up calls from an unknown number .



The conventional bond with (potential) customers is also under 

pressure because of the lack of in-person contact and meetings. Just 

as people are no longer interested in slick corporate content, prospects 

are also no longer interested in cold acquisition .

[26]

[27]

[28]

People in B2B for example would much rather make a purchase based on 

the relationship with the sales representative. Social media is a great tool to 

create and nurture this relationship. More specifically, optimizing your 

organic reach can help your sales representatives reach more potential 

leads. By sharing relevant content and information, the sales rep can also 

warm up the prospects. Let them display their expertise in the form of short, 

triggering social media posts or interesting blog posts on LinkedIn. This is a 

great way to attract the attention of potential customers, but also to keep 

the connection with current customers. It’s important to increase the 

knowledge level of social and virtual selling within the sales teams, so they 

can really present themselves as experts on social media.

An additional benefit of using social media platforms is that 

salespeople can also directly and hyper-personally connect with the 

people who show interest in their posted messages. 



SRO meets social recruitment: strengthen your employer brand and 

attract new employees! 


387,000 

vacancies

45,4% are latent job seekers 

Today's war for talent is currently one of the biggest challenges for HR & 

Recruitment departments. The global pandemic has made attracting and 

retaining employees a main focus . There is a shortage of employees 

and a lot of open vacancies. In the Netherlands alone there were 

 at the end of december 2021 . This number has most likely 

increased even more.



Recent research shows that in the Netherlands only 12% of the population 

is actively searching for a job. But in contrast, 

. These people are currently employed but indicate they would be 

willing to switch jobs if the terms of employment are better and it can 

further their career. 



Research conducted by LinkedIn shows that employee referrals is the 

number one source for quality hires along with social networks. 

Furthermore, referrals are the best way for people to discover a new job. 

Organizations can grow their talent pool by 10 times through employees’ 

networks .

[29]

[30]

[31]

[32]



More shares = more reach.

Okay nice, I get why I need to implement an SRO strategy for my 

social media strategy, but how do I align my brand ambassadors?

How SRO can help fill in vacancies and build an employer brand


Hiring a recruitment agency to fill in vacancies can be very expensive and 

without guarantees of actually finding the right candidate. So why not 

utilize your employees in the search for new employees. By sharing job 

openings in their own relevant network, employees can help to find and 

suggest potential candidates. Employees often reach a very relevant target 

group when involving their own social network. That one former colleague, 

ex-student or acquaintance could just be the next new potential employee. 

Utilizing the network of your employees is not only effective as you can 

reach a new relevant target group and it’s without any of the extra costs!



To accommodate employees, organizations can distribute content directly 

to them. By providing content, organizations keep it accessible and easy 

for employees to share company-related content and vacancies on their 

social media. When you use real stories and photos from the workfloor, you 

can give a realistic picture of the organization. You can show how nice it is 

to work for your organization and strengthen your employer brand. 



Organizations can provide employees with content in two different ways: 

top-down and bottom-up. The most used and easiest to incorporate is the 

top-down method. Employees get provided with ready-made content 

created by the marketing department without consultation or input from 

the employees. 

A second way is to include employees in the content creation process and 

let their input be the main guide for the topics and information to be shared. 

Organizations can ask their employees to provide their own content and 

post it straight to their socials or to submit it to the marketing department. 

The marketing department can use this input to create a professional social 

media post for the corporate page and for employees. It’s definitely 

valuable to ask if multiple people can and want to share the post. 

A second way is to include employees in the content creation process and 

let their input be the main guide for the topics and information to be shared. 

Organizations can ask their employees to provide their own content and 

post it straight to their socials or to submit it to the marketing department. 

The marketing department can use this input to create a professional social 

media post for the corporate page and for employees. It’s definitely 

valuable to ask if multiple people can and want to share the post. 

!



First, it's important to get your brand ambassadors involved in the 

process. Explain to them not only why it's good for your organization if 

they post and/or share work-related content, but also what benefits it 

brings to them: pride, personal branding, commitment and fewer 

vacancies, therefore less workload. Colleagues do not always realize the 

benefits that posting on social media can have for them. The brand 

ambassadors should see the value and recognize the importance of 

sharing themselves, and do so willingly instead of it being mandatory. 

Pride


Less workload


The best motivation for brand ambassadors to share content about your 

organization is to convey a sense of pride. Proud of their work and proud of 

their own contribution to the accomplishments. Social media is the perfect 

tool to show what great things you are doing at work. Some brand 

ambassadors might consider this to be a little self-absorbed, but if you use 

it in the right way and tell real stories, it will be welcomed in your network.



If your colleagues share vacancies in their own (super relevant) network, 

there is a good chance that a new colleague will be recruited through 

them. As a matter of fact, potential candidates who apply by referral are 7 

times more likely to become new employees. This allows them to 

contribute to reducing the workload themselves.

Activate brand ambassadors 
and let them become proud 
advocates of your organization



How to implement SRO in my 
organization?

Step 1: Content strategy, structure and growth plan


The first phase is all about the development of a high-quality content 

strategy. It's important to define clear objectives, target groups, content 

pillars, and a company identity. This strategy is the foundation for all 

online communication. The structure and activities are safeguarded by 

assigning various roles with different tasks. On top of that one should also 

launch a relevant content stream with pilot groups and determine how 

many ambassadors you would like to include.

Personal branding 


Commitment


Personal branding is all about defining and promoting your strengths and 

uniqueness to a target audience . On social media, personal 

branding tactics involve creating and maintaining social media networking 

profiles . Brand ambassadors can profile themselves as an expert on 

social media about the field they are working in by posting about it 

regularly. Showing off your expertise in your field of work can also have 

positive effects for you and your organization. By showcasing their 

competency, they simultaneously show the quality of the workforce within 

the organization.



Being active on social media will also make sure colleagues stay informed 

about what is happening in other departments and in the organization as a 

whole. In large organizations, there can be a lot of divisions and 

departments that work in an island-like culture. By posting regularly, 

employees can showcase what they are working on and can thereby 

decrease the distance between different departments. SRO can also 

increase the bond between employees and the organization itself. 

Moreover, the retention of employees is 18% to 43% higher at organizations 

with engaged employees .

[33][34][35]

[36]

[37]
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Step 3. Evaluation


At this stage, organizations should analyze the results of the pilot. Look at 

the components that have proven to be the most effective. Make sure you 

have a clear overview of the pilot results to give the opportunity for an in-

depth analysis. Knowledge is power.

Step 4. Scaling up


After analyzing the results of the pilot, the organization should decide 

how and when to scale up and include more ambassadors. The evaluation 

and scaling-up process are reciprocal and keep repeating until the 

amount of ambassadors, determined in the growth plan, are reached. 

An important note: the more ambassadors, the more results 

AND the more Social Reach you optimize ;).

Step 2. Pilot phase


The second phase is about rolling out the SRO brand ambassador 

program. To facilitate this program, brand advocacy software can be 

used. The software should first be tested with a small group of 

ambassadors who have an affinity for social media, and who can 

contribute relevant content. 



In an extensive pilot, you can determine what skills the brand 

ambassadors have on social media, and further teach them if necessary. 

A great teaching method is using e-learning with short instructional 

videos and facts to show how to increase their impact. Using various tools 

can stimulate the group to actively use social media and accompanying 

software.



It’s important for the ambassadors to learn how to create authentic 

content from the workplace. Authentic content is an excellent way to 

personalize your communications on social media, but also to reinforce 

the bonding and involvement of the ambassadors with the organization.



Using user-friendly tools in this phase can really help people become 

brand ambassadors and increase the adoption rate of the software, even 

with busy schedules.




Like an Employee Advocacy program,

unlike any Employee Advocacy program

Apostle offers brand advocacy software to activate your employees, dealers 

and franchisees as brand ambassadors and a complete implementation 

program for a successful outcome. 

1 Launch - Introduction 

Introduction Customer Succes Manager

Create Apostle team 

Access e-learning

Create a list of ambassadors

2 Learn - E-learning ‍

Follow e-learning (deadline: 2 weeks)

Receive SRO-certificate 

Review Apostle team setup

3 Accelerate - Pre-onboarding ️

Preparation kick-off with employees

Inform employees

Determine incentives

4 Accelerate - Onboarding 

Kick-off with the guidance of one of


our Customer Succes Managers

� Introduction Apostl�

� Create accounts & connect page�

� Room for questions


6 Grow - Adjust ↪️

7 Grow - Add new employees 

5 Grow - Analyze 



Contact
Get in touch with one of our brand 

advocacy experts and find out how SRO 

could benefit your organization

Apostle. 

Align people to rock social. 

           Optimize your organic reach on social media


           Boost your online presence


           Easily gather authentic content 


           Time and cost-saving


           Successful in for social marketing, -sales 


                and - recruitment 


Koen Jordaans


CEO / Founder



 ️koen@apostle.nl


 +31 (0) 6 24111692

Juultje Peels


Sales consultant



 ️juultje.peels@apostle.nl


+31 (0) 6 23474470
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