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WHY SETUP
AN EMPLOYEE 

ADVOCACY PROGRAM



Digital transformation 
requires the use of social 
media to listen to customers 
and connect with them, but 
also implies greater 
changes in the way the 
company interacts with its 
employees and includes 
them in its digital initiatives. 

#E
m

pl
oy

ee
Ad

vo
ca

cy



The opinion of someone who looks like me is more important than the opinion 
of an expert, a journalist, an institution, and so on.

• 21% of French people trust Doctissimo.fr 
compared with only 8% for LeMonde.fr

• 1 satisfied customer tells 5, 1 dissatisfied tells 10
• 41% of Internet users say they regularly make spontaneous purchases 

following positive comments 
• 74% abandon a purchase because of negative reviews

THE POWER OF RECOMMENDATION

◎ Sources: Digital Trust Index 2022 report, TARP Technical Assistance Research Program - USA, PriceMinister-Rakuten & La Poste CtoC barometer 
conducted by Opinion Way 2020#E
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USE OF SOCIAL NETWORKS 
IN THE WORKPLACE

Source: Digital 2021 by Hootsuite and We Are Social

31%
of Internet users 

worldwide use them 
for work

17%
of French people use 

them for work
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MASLOW'S DIGITAL PYRAMID

Self-actualization needs
Boost your career, open a blog, become an author, 

have your biography on Wikipedia

Need for esteem 
Become visible or even influential, develop your reputation or 

prestige, work on your personal brand image

The need to belong
Build your community, 

share with friends and family, be part of a group...

Safety needs
Protect your conversations, search the Internet 

and private messaging

Physiological needs
Have battery power, be connected to the world and be able to 

communicate anywhere, anytime#E
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Source: Hootsuite Barometer

75% 90% 84%
opportunities arise 

from a "warm" 
introduction

of B2B buyers use 
social networks to 
be better informed 

by sellers

of B2B decision-
makers 

never respond to 
cold calling

SOCIAL NETWORKS : 
WHAT'S IN IT FOR BUSINESS?
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Source: Edelman Trust Barometer 2019

While confidence in 
traditional institutions 
is plummeting, it's at 

work where it's 
rising.

75%
of individuals 
consider their 

employer to be the 
most reliable 
institution.

EMPLOYERS PLAY A CENTRAL ROLE IN A 
DIVIDED WORLD
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The influence and 
collaborative social 
reach of employee 

ambassadors is 
stronger than that of 

a brand.  

53%
of Internet users
trust a company 

employee more than 
its CEO.

THE POWER 
EMPLOYEE AMBASSADORS

Source: Edelman Report#E
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8X
more engagement

from content 
shared by employees 

than by corporate 
messages

THE POWER 
EMPLOYEE AMBASSADORS

Source: Sprout social, Social Media Today, IBM#E
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To give greater scope 
to their objective, 
progressive 
companies
focus on their 
employees as 
ambassadors, 
emphasizing the 
inextricable link 
between employee and 
customer experience.
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PRINCIPLES OF
AN EMPLOYEE 

ADVOCACY PROGRAM



What is EMPLOYEE ADVOCACY?

This is the mechanism by which 
a company mobilizes its employees
so that they become ambassadors 
and embody the brand 
on social networks.
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What is an AMBASSADOR PROGRAM?

A collective influence approach 
supporting employees over the long term. 

Access to a selection of easily shareable content for a panel of employees 
active on social networks.

Acculturation of employees to the company's digital and social practices in 
order to increase the company's digital visibility 

and boost employee participation 
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3 REASONS TO SET UP AN AMBASSADOR PROGRAM

Reach new online 
audiences. 

Supporting and 
encouraging employees 

on social media

Retaining and engaging 
employees
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COMPANIES ON SOCIAL NETWORKS: 
TANGIBLE RESULTS

58% 
are more likely 
to attract top 
talent.

40% of 

organizations engaged 
in social media are 
more likely to be 
perceived as 
competitive. 

57% 
are more likely to 
get more leads.
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EMPLOYEES AT THE CORE OF THE APPROACH

BECAUSE
They represent the company's 

strength, expertise and 
successes.

FOR
Proudly embody your company's 

expertise, 
its place in its market and its 

geographic territory. "Involving employees 
in an "internal ambassadors to the 

outside world" project
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A double benefit 
for the company 
AND employees

Everyone is an influencer

We are all at once
Influencer & influenced

Based on our areas of expertise
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#BeVisible -
Enhance your 
expertise
and regain control 
of your digital 
« persona »
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#BeUnique -
Gain visibility
and develop your
internal employability
as external
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#BeInformed
Stay informed, monitor your business & 
improve your knowledge of the market, 
sector and company
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#BeImpactful
Take part in the transformation 
your company's digital presence
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THE MANY BENEFITS OF EMPLOYEE ADVOCACY
FOR COMPANIES

1

2

3

4

5

Source: GaggleAMP data 2023

Attracting talent

Improve brand awareness

Improve employee commitment and loyalty

Generate direct sales (social selling)

Increase the presence of managers as opinion leaders
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THE MANY BENEFITS OF EMPLOYEE ADVOCACY
FOR EMPLOYEES

Source: Hinge Market Study

87% expanded their professional network

76% use it to keep abreast of industry trends

48% had opportunities for professional "partnerships

47% feel they have developed a sought-after skill

44% feel recognized as an influential leader in their industry
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SETTING UP
AN EMPLOYEE 

ADVOCACY PROGRAM



1. Define precise objectives
to be able to reach them

Develop 
your employer brand

to make it more attractive to 
future talent

Develop brand awareness 
of your company/brand

and position yourself 
as a #referent

Increase commitment 
on these social accounts

and develop your #community

Increase traffic 
to your site

and generate leads 
with #socialselling
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2. Reinforce the company's digital transformation

FOR THE COMPANY
• Promote the company and its actions as well as the employer brand on social networks
• Amplify social networking through employees
• Embody values, expertise and professions through a community of employees

FOR EMPLOYEES
• Train employees in the use of social networks
• Increase the sense of belonging and pride in the company
• Train and acculturate both managers and employee volunteers
• Giving employees the keys to understanding and controlling their e-reputation
• Engage employees and strengthen the company's digital presence 
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3. Set a precise but flexible framework
leaving room for spontaneity and authenticity

• What type of content should you publish (text, video, etc.)?

• Which social media channels to use?

• What tone should you adopt (formal, light...)? 

• Best practices 

• Prohibited practices or confidential information not to be 

disclosed 

• Examples to learn from 

• How do I reply to comments? 

• Who should I contact if I have any questions or require further 

information?#E
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4. Define the right people to support 
and mobilize your employees
> Referrers are internal relays

Goal: Stimulate engagement + feedback

Prerequisites : 
Be easily identifiable 
and available

Define :
P Missions 
P Time commitment 
P Reward
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PROJECT 
MANAGERS

PLATFORM 
MANAGER

COMMITMENT 
MANAGERS

INTERNAL 
AMBASSADORS

CONTENT 
MANAGERS & 
MODERATORS

PEOPLE 
CONCERNED

KEY ACTIVITIES 
AND

Platform 
management 

and users, KPI 
monitoring

Manage all content
Third-party content 
curation and UGC 

moderation

Creating, curating & 
sharing quality 

content

Training 
of users via events 

& content
Engage departments by 

aligning their needs

IN-HOUSE 
TRAINERS

DEFINING PROGRAM GOVERNANCE



#Tips
Create a team 

of super ambassadors
Appoint a few super-ambassadors 

Involve them in building the project

Encourage them to distribute their first publications 
and gather feedback 

Identify the practices that have generated the most 
commitment and enthusiasm from employees.

Communicate regularly with all your staff on the 
progress of the project

Ask your super ambassadors to take part in the 
official launch of the program: 

why not make them your in-house referents?
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5. Organize a launch event
and make it a memorable moment

Why the program

Strategy and objectives

Process steps

Key contacts and their role

Available resources 

Benefits and rewards 
What should the program offer 
participants and the company?
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6. Give employees the tools and means to excel in 
this area

#1 Train your employees

how to use social media: optimizing their 
profiles, best practices and uses, creating 
engaging conversations on social media, etc.

the tools put in place by the company to find 
quality content and organize its distribution  
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Create a KIT with resources 
and guidelines

• Publication templates
• Ready-to-use content: images, videos...

• Sample posts to inspire them 

• Best practices

• Calendar of key events

• The limits of what can and cannot be shared on 
social networks about your business.

• Your program guidelines: 

what, where and how to publish. 
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7. Select quality content with content curation

Facilitate access to quality content 
by centralizing them in a single location, if possible with thematic or chronological 

sorting

Enable your employees to appear as opinion leaders 
on a subject

Vary the themes
as part of your content marketing strategy

Alternate between entertaining content and news 
of your company or sector of activity. 
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8. Organize content distribution using specialized 
tools

AUTOMATION TOOLS SPECIALIZED PLATFORMS
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9. Stimulate employee commitment 
throughout the program 

Recall the benefits: develop 
personal branding and 

recognition 
as an opinion leader in your 

field

Share results
& create recurring events to 

keep 
engagement

Set up a rewards system (gift 
vouchers, discounts on your 
products, awards, goodies, 

events, etc.).

Gamify participation
of your employees 

Highlight your best 
ambassadors in your internal 
communications (newsletter, 

screens, etc.)
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10. Monitor program performance to fine-tune your 
strategy

Choose the KPIs that are relevant to your business and in 
line with your objectives: 
•Top contributors and their results
• Engagement (likes, comments, shares, clicks, registrations)
• The organic reach of publications
• Traffic to your company website
• Growth in the number of subscribers to your social media 
pages
• Generated leads
• Conversion rate
• The number of sales attributed 
via tracked links...
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BEST PRACTICES
EMPLOYEE ADVOCACY 

PROGRAMS



CONTENT SOURCING: WHERE TO FIND IT?

• Corporate financial statements and stakeholder 
publications

• RSS feeds from specialized sites and blogs related to 
your business sector

• Feed from your monitoring tool

• Newsletters

• Intranet
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in your area

on your products 
or services

on your corporate 
culture

50%

20%

30%

CONTENT TYPOLOGY & BREAKDOWN
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Define the volume and frequency of recommended 
publications and notifications

VOLUME

FREQUENCY

Publication target: between 1 and 3 posts / day minimum
Push Notifications: 2-3 times / week
Mail notification: 2-3 times / month 

Corporate content: 2-3 times / week
Product / service content : : 2-3 times / week

Industry watch content: 3-4 times / week
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Good to know

X
Average lifetime of a tweet: around 4 hours. 
Publication frequency: 1 to 5 times a day 

LinkedIn
Average post life: about 12 hours. 
It is generally advisable to publish early in the morning. 
Publication frequency: 1 to 2 times a day / 3 to 4 posts 
per week 

Facebook
Posts appear up to 14 hours after publication.
Publication frequency: 1 to 2 times a day 



Engage and encourage program adoption
ideas

Breakfast Training 
on request

Social 
Meeting

E-Mails Video project Project community Training video
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Gamification: enhancement policy

BENEFITS
PROFESSIONAL

PRIZES TO BE WON 
FOR PERSONAL USE

IN-HOUSE 
PROMOTION

PERIODIC VALUATION
Overall theme E.g.: superhero, cartoon, custom
Frequency monthly / quarterly / other
Rules for winning E.g.: top 50 ambassadors, all content creators, best in quiz, etc.

Recognition and awards E.g.: custo badges, promotional emails, public announcements on Sociabble, etc.
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Anticipate employee questions
by preparing an FAQ

• How was my account/activity identified so that I could be
designated an ambassador?

• If I connect to the platform using my personal Twitter, Facebook
and LinkedIn logins, how can I be sure that everything will be
secure?

• Do I need to connect via a business or personal laptop?
• Will my account be monitored?
• What should I do if I am challenged on social networks

following a content proposal?
• Can I refuse to receive notifications?
• Do I have any obligations in terms of frequency and quantity of

content posted?
• Should my employment contract change?
• Etc.
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Do official company accounts 
manage moderation and 
conversations?

Plan how to react in the event of an attack 
on social networks

I am a witness or
directly involved

I suspect
an attempt to

piracy/phishing

I'm insulted
or defamed in

the framework of my
function

What if...

#E
m

pl
oy

ee
Ad

vo
ca

cy



Teach them to ask the right questions 
before sharing content:

• Does this content add value to my professional 
network?

• Would publishing this information damage my 
professional reputation? 

• Would I be interested in seeing this content? 

• Would I like to share it with people outside my 
company? 

• Would I want my manager or colleagues to read this 
content? 
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CASE STUDIES
EXAMPLES OF 

EMPLOYEE ADVOCACY 
PROGRAMS



Dell and its pionner program
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Renault and its ambassadors, from headquarters to 
plants
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Engie, the « community manager » 
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Ramsay Santé talks CSR and science
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Faurecia, an open Instagram account
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La Banque Postale celebrates its 16th anniversary
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Axa and its participative thinking
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Multiple sources of information to share
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AXA Speaker, QUESAKO?

The aim of this program is to give people the means to speak 
out about their company and the issues that are important to 
them, as well as to develop their personal branding and 
professional network.

AXA offers a support program to give its employees all 
the keys they need to invest in the LinkedIn and X 
social networks.

It means receiving tools such as the "Speaker's Guide", the 
social networking bible, and 2X a month turnkey content to 
share on social networks.

Joining AXA Speaker means joining a community of AXA 
ambassadors to exchange ideas and provide mutual support.
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TO SUM UP!
EMPLOYEE ADVOCACY 

PROGRAMS



Learn to trust, share the power of information 
and maximize the value of successful initiatives. 

Technical expertise
Raise the skills of as many employees as possible on social networks to 

showcase their expertise and their attachment to the company.

Onboarding
Social networks as integration tools 

to create reference points and automatisms from the moment they join the 
company.

Compliance and ethics
Secure your employees' digital expression 
while protecting your company's reputation.

4 KEY CONCEPTS FOR SUCCESSFUL EMPLOYEE 
ADVOCACY

LETTING GO

TECHNICAL EXPERTISE

ONBOARDING

COMPLIANCE & ETHICS

#E
m

pl
oy

ee
Ad

vo
ca

cy



THE LIMITS OF EMPLOYEE ADVOCACY

Emphasize spontaneity and authenticity: 
don't be too corporate.

+
Encourage connections outside the 

company to avoid the 
the echo chamber phenomenon.

+
Respecting the balance between private 

and professional life: 
voluntary work is the watchword. 

#E
m

pl
oy

ee
Ad

vo
ca

cy



The power of employee advocacy lies in the added value 
that each individual can bring, over the long term. 
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THE CHALLENGES OF EMPLOYEE ADVOCACY

1

2

3

4

Source: GaggleAMP data 2023

Time spent
59% of social media managers spend between 3 and 6 hours / 
week running this program

(Ongoing) team commitment
74% of SMs see this as the main challenge, especially over the 
long term

A strong commitment from top management
58% of SMs still find it difficult to get managementto participate.

Choosing tools and KPIs
41% find it difficult to measure and monitor the right indicators, and 
37% find it difficult to find the right tool.
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THE FUTURE OF EMPLOYEE ADVOCACY

• Enhancing the company's non-commercial environment
• AI ?
•Defending and sharing companies values (more than news)
•What about Tiktok ? #CorporateTok

"Employees' natural 
commitment will come 
from companies' ability to 
echo their own value 
system."
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SAVE THE DATE
AGENDA



SAVE THE DATE
Tuesday, june 11 at 9 am

in video conference

Club

Campus workshop

Greenwashing no more! 
with Mohamed Mansouri, Directeur 

délégué de l'Autorité de Régulation 
Professionnelle de la Publicité (ARPP)



🚀WE ARE COM TRAINING COURSES

The experts on the We Are COM team will join you for 
a training session combining methodological content, 
benchmarking, testimonials and hands-on practice.

Location: On-site - Paris.
Also available as a videoconference
Price: preferential rate for members (-15%)

Training courses are also available on an in-company basis

Themes
1. Communication plan
2. Writing for the web
3. Internal communication
4. Employer Brand
5. Press relations & influence
6. Crisis communication
7. Social media
8. Digital advertising
9. Responsible communication
10. Artificial intelligence

Eligible OPCO & HR budget

New in 2024
New 2-day formats to explore themes in greater depth: AI, social 
media, etc.
Ever more interactive sessions: Crisis Com', COM' Plan
Case studies from communicators: PR, internal communications



ARTIFICIAL INTELLIGENCE
Tuesday, June 13th 

 In person (Paris) & visio

Training

Harness the power of AI for your 
communications

Introduction: The artificial intelligence revolution
1. Thinking and producing content with AI
2. Generate visuals and videos with AI
3. Make AI part of your everyday life
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