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acebook, Twitter, 

YouTube, Blog, 

LinkedIn, Second Life, 

Tumblr, WordPress, 

MySpace, Google+, 

Instagram, Pinterest, 

VK, Wikipedia… 

popular social media 

platforms continue 

to sprout like crops 

in the fertile online 

soil as the concept 

of user-generated 

content and 

democratisation of the Internet powered 

them into the mainstream and then to a 

point where they have now become the 

mainstream.

The old model of web engagement, 

where companies and governments 

dictated monologues and the consumers 

and citizens listened, is long gone. In 

those days, blogs were the voice of the 

individual but were largely restricted to 

people’s immediate social networks and 

not to the broader world; the concept of 

“going viral” was a long way away and 

companies could still hope to sweep bad 

news under the carpet through good 

public relations (PR). But now, social 

media has fundamentally changed the 

way organisations and individuals 

communicate, making the world smaller, 

faster and simply more connected. 

F
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A BRAVE NEW WORLD
Even in a relatively traditional industry 

like accountancy, change has been felt. 

The Institute of Singapore Chartered 

Accountants (ISCA) itself is now hosting 

Google+ Hangouts for the industry, 

allowing people to chat and share 

content in real time. A September 2012 

report1 by ACCA and the Accounting 

Futures Academy named social media 

as one of the 100 biggest “drivers for 

change” in the accountancy profession in 

the coming years, citing that the “social 

media are creating new mechanisms  

for engagement with friends, customers 

and business partners. Social networks 

are providing a genuine platform for 

two-way exchange and forcing a level  

of transparency and openness for  

which few are prepared.” Indeed,  

the report went on to attribute 

“increased workplace distractions  

and decreasing attention spans” to  

the social media effect. 

have no choice but to have a social media 

presence on all the major platforms. 

But it’s not enough to create the sites 

and then gather “Likes”; social media 

success is about building engagement 

with staff, with potential candidates 

and with clients, many of whom have 

their own social media presence. Social 

media is bringing everyone together. A 

study by the Masdar Institute of Science 

and Technology2 surmised that any 

individual is just 12 hours of separation 

from another individual around the 

world if they know how to navigate the 

various social networking sites. 

Nearly 50% of all the world’s 

Internet users are active Facebook 

users. Every year, this number 

continues to grow as developing nations 

in Africa, Asia and Latin America 

increasingly come online. Nine out of 

10 Asian companies have a Facebook 

presence and more than two-thirds 

are on Twitter. The escalating mobile 

presence of social media has optimised 
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the burgeoning mobile penetration of 

developing economies. China is now 

the most socially-engaged market in 

the world, with 84% of Internet users 

contributing to social media at least 

monthly (including sites like Qzone and 

Sina Weibo). Yet on Facebook, China is 

only the 99th-ranked country by users 

due to “The Great Fire Wall”. India’s 

Facebook penetration is just 5.35% but 

the total number of users grew by 11.6 

million in the last six months. 

But surprisingly, other sites are 

outpacing them quite easily – Pinterest 

and Tumblr had growth rates of 

88% and 74% last year, showing 

the expanding penchant for posting 

mobile phone photos and increasing 

1 Drivers of Changes, September 2012, ACCA and Accounting  
Futures Academy
2 Tag Challenge, Alex Rutherford, Masdar Institute of Science and 
Technology, Abu Dhabi
3 Janrain is a user management platform for the social web that 
includes social log-in and sharing, social profile storage and single 
sign-on solutions

FIGURE 1  Ranking of Facebook Penetration Rate: Selected Countries 

Source: Deloitte Singapore Country
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The key to social media in the 
early stages is often about how 

to adapt and re-use your existing 
content in the digital space. Once 
you have mastered that, you can 
begin to think about producing 

content specifically for the 
digital community. 
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Source: Deloitte Singapore Country
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interconnectivity between platforms. 

Google+ has one of the highest growth 

rates of any site and makes up 34% of 

all social media log-ins, according to 

Janrain3 (compared to 46% for Facebook 

but only 6% for Twitter), but this is 

partly due to the linkage in creating 

a Google+ account when opening any 

other account in the Google universe, 

including YouTube. 

Even within these vast numbers 

across the globe, we see shifting 

dynamics. According to Deloitte 

studies, the increase in social games 

is changing user demographics. One 

of the fastest-growing user groups on 

Facebook now is women over the age of 

50; social games are changing the way 

people are entertained and most new 

games have connectivity to play with 

their friends. LinkedIn, the site perhaps 

most commonly used for professional 

purposes in the professional services 

sector, is another site with rapid growth 

of around 40% per annum recently. 

LinkedIn is usually seen as the most 

conservative of the social network sites 

as it is more about connecting people 

than posting photos and status updates, 

social as it has realised that it needs 

to compete with the other platforms. 

Among the older demographics, 

LinkedIn is winning. In a 2013 study, 

the site had 7% of users over 55 and 

14% in the 45-to-54 age range. These in 

themselves are sizeable numbers; the 

year-on-year increase in usage by 55-to-

64-year olds is greater than 100% for 

Facebook, Twitter and Google+.

Another important shift in the 

years to come will be the move of the 

technologically-savvy generation into 

leadership roles, replacing the “digital 

dinosaurs” as they retire. This will 

further entrench the role of social media 

in the corporate world and the value of 

such platforms.

TAKE THE FIRST STEP, 
THEN BE READY TO RUN…
For many organisations, there is no end 

to the number of reasons not to be on 

social media. The most common excuse 

is that the company perceives that their 

FIGURE 2  Ranking of Twitter Penetration Rate: Selected Countries 
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4 Why Marketers Aren’t Giving Social the Credit It Deserves, Adobe 
Digital Index Report 2012
5 Social Media Marketing Industry Report, April 2012, Michael A 
Stelzner

attract fresh graduates for careers at 

your exciting company, then Facebook 

might be the right channel. But if you 

are aiming to connect for business 

networking with C-suite executives, 

LinkedIn would be far more suitable. 

For example, Deloitte Singapore 

currently pursues a four-pronged 

approach to social media – Graduate 

recruitment and staff engagement is 

generally managed through Facebook 

and a Twitter feed specially focused 

on careers; media engagement and the 

launch of thought leadership is carried 

out through a separate press Twitter 

feed; YouTube hosts indepth video 

content for a range of purposes, and 

LinkedIn is used as the tool for keeping 

customers are not there. But let’s face 

the facts – social media is here to stay, 

your customers are on there, and if 

you’re not engaging with them, someone 

else is. 

For starters, your recruitment 

on social media. While we’re talking 

about staff, one more thing – if you think 

you can stop your staff using social 

media at work by blocking sites on your 

Firewall, you are seriously mistaken. 

Organisations are gradually realising 

doesn’t work because of the increasing 

mobile presence of these platforms 

and because more and more work and 

networking is done online. 

Recent history has shown that the 

tweets and postings of your employees 

are increasingly becoming an extension 

of your corporate brand – for better and 

for worse. Some 36% of social media 

users worldwide post brand-related 

content and 52% follow brands; in 

Southeast Asia, this number is even 

higher at 70%. In one recent case in 

Singapore, a senior staff member at a 

major company was removed from her 

job after making allegedly racist posts 

on a social media platform, even though 

this had nothing to do with her job.

In spite of all this, some companies 

are still reluctant to take the plunge 

into a corporate strategy on social 

media. On assuming his new role just 

two years ago, the social media head of 

one of the largest telecommunications 

companies in Asia inherited a strategy 

that had promoted abstaining from 

Facebook for fear of being criticised. His 

straightforward, “Do you think people 

are not criticising us just because we 

are not there?” What he was stating 

was simple – your customers and other 

stakeholders are online and talking 

about your company. Wouldn’t you 

rather hear what they are saying and try 

So what’s the right platform for 

you? Quite simply, work out who you 

are trying to target and then work out 

what platforms they are on. If your 

target demographic and message is to 

steps to develop a presence on emerging 

platforms. All of this is still tied to a 

traditional strategy of communications 

through press releases, seminars, a 

website and printed materials. Indeed, 

the key to social media in the early 

stages is often about how to adapt and 

re-use your existing content in the 

digital space. Once you have mastered 

that, you can begin to think about 

digital community. 

But be prepared… old-fashioned 

communications tactics and public 

relations don’t always work in a crisis 

in this new world where you can’t shout 

down the masses or ignore them. Still, 
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James Walton is the Deputy Clients & Markets 
Leader of Deloitte Singapore and Southeast 
Asia, a role in which he oversees Deloitte’s 
social media engagement for the region. 

can see their updates and share them, 

making them feel good, and since you 

know what they are doing, you can 

message them for a catch-up and offer 

them something your company has.

THE END OF THE 
BEGINNING
How do you know when you have caught 

up with social media (for now, at least)? 

Instead of chastising staff for being 

on social media, you are asking them 

to promote you and to tell their own 

stories; instead of telling consumers 

what to think, you are asking them what 

they think (and listening), and social 

media is no longer an accessory to your 

corporate communications strategy, but 

an integral part of it. 

But catching up is not enough – you 

have to then keep that pace, constantly 

generate new engaging content and 

make sure that you are ready for the 

next trend and development – the 

next platform where your key target 

audience begins to hang out. 

Ultimately, being prepared for any 

eventuality is key in a world where 

news can “go viral” in a matter of 

seconds – whether it be a scandal, a 

disgruntled employee or a celebratory 

announcement. In an industry where 

negotiable, companies need to have a 

plan for incidents when things go wrong 

and even for when they go wildly right. 

of the beginning and not the beginning 

of the end, according to Mr Farrall of 

Deloitte Digital. Before, during and after 

Day One, preparation is key. “Know 

where your customers are and where 

they are going. Stay active and have 

can keep abreast with trends. Re-use 

content you already have. Constantly 

test and learn on the spot. No company 

should avoid social networks, but you 

have to plan what you are going to talk 

about and how you’re going to use it 

ahead,” he said.  ISCA  

social media ROI measurement is perfect 

or comprehensive, neither are many 

measurements of ROIs in other PR and 

marketing efforts. According to an 

Adobe Digital Index Report4 of marketing 

professionals, as much as 88% of 

respondents felt that they couldn’t 

accurately measure the effectiveness of 

their social media.

In broad terms, the reason why 

ROI is complex is that it is not as 

straightforward as how many “Likes” or 

“Followers” you have; it is better to have 

users who spread your message to their 

personal networks and therefore act as 

referees for you, than to have hundreds 

of thousands of random “Followers” from 

around the world who are not actually in 

your target stakeholder groups or who 

want to get to.

For small businesses with limited 

challenging, but social tools can do 

everything a website can and more. A 

Social Media Examiner’s 2012 survey5 of 

more than 3,800 marketers showed that 

74% of the respondents found increased 

with as little as a six-hour-per-week 

investment in social media marketing. 

In other words, just six hours a week of 

your marketing department’s time can 

have a huge impact. 

Social media is an important part of 

business relationships and “friending” a 

client can be incredibly powerful – you 

56% of customer tweets to companies 

are being ignored on average. Frank 

Farrall, Lead Partner of Deloitte Digital 

in Australia, has a simple answer, 

“Improve your products or your service. 

Accept the negative feedback and 

respond to it like an adult.” 

IT’S ROI, BUT NOT AS  
YOU KNOW IT
In the early days, companies measured 

their social media success by the 

number of “Likes” and “Followers”. 

Now Hootsuite, Sprout Social, Klout 

and others apply complex models to 

measure reach and ROI. Though no 

But catching up (with social media) 
is not enough; you have to then keep 
that pace, constantly generate new 

engaging content and make sure 
that you are ready for the next trend 
and development – the next platform 

where your key target audience 
begins to hang out.


