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What are the factors your brand considers 

before launching a social campaign?

How has social integration evolved within  

your organization?

How do you think social will influence your 

brand campaigns in the future?

Why is it important to involve your audience 

with your brand?

What advice would you share with someone 

who is developing a social campaign?
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Five Experts
Five Questions
During SXSW Interactive, we gathered a team of five  

leading brand strategists to answer the five most 

pressing social questions in our industry. 

Here’s what we discovered.... 
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Meet the Experts

Wendy Hofstetter
Finish Line 

Manager of Visual Engagement

@whofstetter
Suburban misfit and amateur photographer by night.

Bryan DeSena
Lexus - Team One Advertising

Management Supervisor Social Media Team

@bryandesena
I help @Lexus do cool things on the Internet. L.A. sports fan. 

Shripal Shah
Washington Redskins

Senior Vice President, Chief Strategy Officer

@shrip1220
@Redskins win 38 - 31. #webeatdallas #HTTR #redskinstalk

Liz Phillips
Taylormade

Head of Social Marketing Platform

@iizliz
Happy mom of 2 boys. Running = sanity.

Steven Amato
Omelet

President, Chief Content Officer

@fishtrom
Marketing is easier when the product is superior.
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Be Organic
Foster participatory 
experiences that  
include your brand  
in the conversation.

Be Everywhere
Integrate social across 
channels to ensure that 
you have a presence 
where your consumers 
already live.

Steer Your Strategy 
Define your brand’s 
objectives and success 
metrics early.

1. 2. 3. 

Wendy Hofstetter
Finish Line

First and foremost, 
we consider how this campaign 
would level up to our marketing 
objectives, our business 
objectives, or any specific 
objectives of brand partners 
that we work with.  The second 
thing we consider is how we’re 
going to measure that success.  
By understanding what metrics 
we want to track along the way, 
we see how we’re measuring up 
against specific objectives. 

Bryan DeSena 
Team One

We take a lot factors 
into consideration when we’re 
launching a campaign, including 
audience insights, budgets, and 
ultimately business objectives. 
It just so happens that very 
frequently we find that the 
objectives, the insights, and  
the audience is often buried in a 
place that leads us to believe that 
talking to people online in their 
social spaces is typically a  
good idea.

 

What are the factors your brand considers  
before launching a social campaign?

Shripal Shah
Washington Redskins

The factors that the 
Redskins considers when we 
launch a social media campaign 
are: are we speaking to our 
fans in an authentic way on the 
different platforms that we may 
be using or different social media 
channels? Are we creating true 
fan engagement? I think those are 
the two primary things that we’ll 
look into as we evaluate different 
promotions that we may consider 
doing on our different social 
media channels.

Before launching your social campaign, remember to:

         Answers

          Question 1
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1. 2. 3. 

Wendy Hofstetter
Finish Line

Social integration has 
evolved quite a bit for Finish Line. 
In the past year, we’ve started 
integrating social into other 
marketing channels, working 
with our email team to figure 
out how can we pull in social 
content that’s happening from 
social engagement programs 
and put that into emails, whether 
they’re promotional emails or just 
using them to drive additional 
engagement.  There’s a lot of 
value in listening to our customers 
within social and then using that 
information to make other key 
business decisions.

Shripal Shah
Washington Redskins

Social media 
integration within the organization 
has evolved over the last couple 
years in that, initially, we were 
primarily communicating with  
our fans on Facebook and Twitter. 
Now we’ve developed a critical 
mass on emerging channels such 
as Google+, Pinterest, Instagram, 
and FourSquare, and what we’re 
finding is that our fans want us to 
engage with them across all of the 
different platforms. We’re also now 
integrating social media across our 
TV broadcast during preseason 
and our stadium productions. 

Liz Phillips 
Taylormade

Social integration has 
really evolved at Taylormade in 
that we used to create standalone 
campaigns that would be a great 
print or TV spot. But with social, 
we found that we really needed 
to integrate social in all of the 
campaigns and all of the things  
we do, in order to get closer  
to the consumer.

How has social integration evolved within 
your organization?

As you think about evolving social in your organization, consider:

Business Decisions
Use information and 
insights garnered from 
your social executions 
to make impactful, 
organization-wide 
decisions.

Two-way 
Engagement 
Advance from one-way 
communication to two-
way engagement that 
gives consumers a voice.

         Answers

          Question 2

Multi-channel 
Integration
Incorporate social into 
all of your marketing 
channels, from emails to 
TV commercials to print 
advertisements. 
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Leverage Social 
Sponsorships
Shift dollars from 
traditional sponsorships 
to social destinations that 
connect consumers and 
increase ROI on ad spend.

Integrate Social 
Holistically
Incorporate social 
across all touch-points, 
including mobile and 
retail channels. 

Unleash Creative 
Integration
Creatively involve 
consumers in 
participatory experiences 
that allow them to share 
and amplify their voice.

1. 2. 3. 

Stay ahead of the curve by incorporating social into these strategies:

Wendy Hofstetter
Finish Line

We are continuing to 
develop integration between 
social media and what’s 
happening in some of our owned 
communities. For retailers, there is 
this challenge of how do we start 
engaging people via social media 
within our specific retail locations. 
I think related to that is mobile. 
Everything that we do has to be 
mobile-optimized. It’s just a must 
for this year.  

Shripal Shah
Washington Redskins

Research is showing 
that social media is no longer 
a standalone tactic. It is being 
integrated across a holistic 
marketing campaign, and that’s 
very similar to a sponsorship. 
It’s not a standalone purchase; 
brands are looking for an integ-
rated approach, an integrated 
sponsorship across many channels.  
With social media, one of the 
things we really are recognizing 
is that we need to integrate 
social media into our TV, into 
our stadium, and onto our online 
channel so that it’s really a part of 
all of the things that we’re doing 
to help maxim-ize the sponsorship 
for our brand partners. 

Liz Phillips
Taylormade 

We want to drive 
conversation. We are looking for 
things that will enable us to bring 
in fan voices, drive conversation, 
amplify what they are saying, and 
provide their own commentary. 
It’s important to have a platform 
that will enable social connection.

How do you think social will influence your 
brand campaigns in the future?

         Answers

          Question 3
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By involving your consumers with your brand, you will:

Activate 
Participation
Facilitate and foster 
consumer engagement 
with your brand.

Prioritize 
Consumers 
Place consumers at the 
core of conversations 
to ensure authentic 
marketing campaigns.

Mobilize Brand 
Advocates 
Provide a community of 
advocacy by empowering 
your consumers to 
converse with other 
consumers.

Bryan DeSena
Team One 

It’s important to 
involve the voice of the consumer 
because there’s an expectation 

Why is it important to involve the voice of 
your consumer with your brand?

Wendy Hofstetter 
Finish Line

Our customer is at the 
core of everything that we do, so 
it’s really important to pull in their 
voice -- what they’re thinking -- 
because that’s who we’re focusing 
on. We are hyper-focused, at 
Finish Line, on what our customer 
wants and how any of these 
social engagement programs 
help them. It becomes, for us, 
more of a consumer-to-consumer 
conversation that we’re facilitating 
versus a brand-to-consumer 
conversation.

at this point that consumers, 
audience members, and Internet 
users have the opportunity to 
participate and speak with the 
brand in real-time. Five years ago 
that wasn’t an expectation.

Shripal Shah
Washington Redskins

It’s important for us to 
involve the voice of our fans into 
our brand because we know we 
have the greatest fans in the NFL. 
The fans have built our business. 
They’re the ones who come to 
our games and allow us to sell 
out our stadium, they’re the ones 
who watch our broadcast on TV, 
they’re the ones who really are 
driving our business. Social media 
allows the fans to have greater 
access to the team, allows them to 

get more up-to-date information, 
and in many cases, also provides 
additional content beyond just 
the gameday experience, allowing 
them to have more touch-points 
with who we are as a brand.

Liz Phillips
Taylormade

With the advent of 
social technologies and the 
ways that people communicate, 
there are people who are having 
conversations about our brand 
all the time. For us to have one-
way messaging, that just doesn’t 
work anymore. What we’ve done 
is sought to create programs and 
ways for ways for consumers to talk 
to other consumers. So that it is 
not just us telling our story, it’s our 
consumers telling our story too.

         Answers

          Question 4

1. 2. 3. 
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As you develop a social campaign take this expert advice:

Integrate Across 
Converged Media
Leverage the trifecta of 
paid, owned, and earned 
media to drive traffic and 
engagement.

Align with Your 
Brand Culture
Co-create meaningful 
content with your 
consumers that 
showcases your brand’s 
unique voice.

Wendy Hofstetter
Finish Line 

For each of the social 
campaigns that we’re running, we 
really look at paid, owned, and 
earned, and understand how we 
can use each of those. So, from 
an owned perspective, we put 
social engagement within our 
owned properties, in this case, 
FinishLine.com. We also use social 
advertising, Twitter advertising, 
and then other larger media, paid 
search, and banner advertising 
to drive other traffic. We also 
use earned, so, within social 
media, taking each of the Tweets 
that people are voting for their 
favorite show and link that back 
to the landing page. It is super 
successful for us because we are 
able to use our customers to drive 
additional traffic and engagement 
back into the campaign.

Bryan DeSena, 
Team One

 Involve the voice of 
the consumer into the brand 
experience. We’ve evolved from 
the past where simply joining the 
conversation is important. There’s 
a lot of healthy, positive content 
that brands are co-creating with 
their fans, and it’s important now 
to take that conversation and find 
meaningful ways to use it.

Steven Amato
Omelet 

It’s really important to 
involve the voice of the consumer 
in every brand campaign, or every 
marketing campaign, because 
consumers are empowered. They 
feel like they have ownership over 
the brand, and when people have 
ownership over the brand, they’re 
much more likely to have a longer 
experience, a longer connection, 
and a relationship to that brand 
for the long-term.

What advice would you share with someone 
who is developing a social campaign?

         Answers

          Question 5

1. 2. 3. Understand Your 
Audience
Listen to your consumers 
on social channels to 
ensure that your social 
strategy resonates.
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Spredfast helps brands, media, and agencies get 
more from their social media efforts by building 
social experiences into their marketing strategy. The 
Spredfast SaaS platform is leveraged to create real-time 
consumer engagement by aggregating, filtering, and 
re-displaying social content from any social network to 
any digital property — TV, web, mobile, or jumbotron.

Let us help you integrate this 
expert advice into your brand’s 
next campaign.  

Request more information here:  

@spredfast
spredfast.com
(512) 538-0460
200 W Cesar Chavez St 
Suite 600 
Austin, TX 78701

REQUEST A DEMO

http://twitter.com/spredfast
http://spredfast.com
http://spredfast.com/demo

