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Summary

In�February�of�2012,�Ogilvy�&�Mather�
announced�the�launch�of�Social@Ogilvy,�a�
worldwide�practice�connecting�all�of�the�

agency’s�social�media�experts�to�deliver�
solutions�across�all�areas�of�business.�
Social.Ogilvy.com�was�part�of�a�rebranding�
effort�after�the�social�media�practice�began�
seven�years�ago�at�Ogilvy�&�Mather.�Social@
Ogilvy’s�blog�is�a�symbol�of�Ogilvy�&�Mather’s�
evolution�in�blogging,�content�strategy,�and�����������
community�management.�

In�order�to�quickly�emerge�as�being�a�top�
thought�leader�in�the�social�and�digital�space,�
we�created�the�website/blog�Social.Ogilvy.
com.�Social.Ogilvy.com�is�our�corporate�blog�
focused�on�thought�leadership,�which�has�
been�strategically�built�to�reflect�the�top�social�
and�digital�trends,�to�maximize�social�sharing,�
and�to�cultivate�online�conversation�across�
different�platforms.������

In�2012,�we�published�157�blog�posts�and�
received�82,550�unique�visitors.�To�put�this�
into�perspective,�Ogilvy.com�received�90,608�
unique�visitors�(Compete.com).�Social.Ogilvy.

com�has�featured�content�around�social�
networking�innovation,�platform�innovation,�
B2B�content�strategy,�measurement�and�
analytics,�community�management�3.0,�and�
much�more.

Our�content�has�been�featured�or�linked�to�by�
The New York Times, Adweek, Mashable, 
Business Insider, TechCrunch, Harvard 
Business Review, PRWeek,�and�over�100�other�
websites.�

Cision�listed�the�Top�50�PR�and�Marketing�
blogs;�Social@Ogilvy�is�currently�ranked�#14,�
accompanied�by�some�of�the�most�influential�
people/companies�in�the�PR�and�marketing�
industry.�To�put�this�into�context,�Chris�
Brogan�ranked�#1,�Brian�Solis�ranked�#7,�and�
Social.Ogilvy.com�outranked�Media�Bistro’s��������������������������
PRNewser�at�#20.

Social@Ogilvy�has�the�largest�global�network�
of�social�media�strategists�and�we�have�
activated�this�network�to�foster�contributors�
from�the�United�Kingdom�to�Belgium�to�the�
United�States�to�China.�



4SOCIAL@OGILVY BLOG 
JANUARY 2013

Challenge

The�social�media�practice�has�been�evolving�for�seven�
years�and�in�2012�was�rebranded�as�Social@Ogilvy.�
Social@Ogilvy�then�launched�a�new�corporate�blog,�

which�not�only�exhibited�evolution�but�needed�to�go�beyond�
the�accomplisments�of�the�original.�The�focus�had�to�be�in�
line�with�new�business�solutions,�and�it�needed�to�become�
a�thought�leadership�publishing�powerhouse,�with�the�
overarching�theme�of�marketing�and�growing�the�share�of�
voice�for�the�newly�launched�Social@Ogilvy�brand.��������������������������������

Social@Ogilvy’s�blog�had�to�be�a�model�for�visual�storytelling,�
shareable�content,�and�provide�an�extraordinary�experience�
across�a�range�of�platforms�(iPhone/Android,�iPad/Android�
tablet,�desktop,�TV).��
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Strategy
Social.Ogilvy design and 
infrastructure

Social.Ogilvy.com�was�built�based�on�
responsive�design�that�effortlessly�serves�
several�mobile�platforms,�as�well�as�desktop�
and�large-format�displays�on�the�users’�side,�
serving�up�relevant�content,�and�formatting�
based�on�their�respective�devices.�

This�translates�into�a�highly�customized�
WordPress�implementation�on�the�back-end.�
Social.Ogilvy.com�is�a�low�barrier�to�entry�for�
staff,�and�a�way�to�optimize�content�sourcing,�
management,�editing�and�publishing�across�
the�agency’s�global�network/markets.

It�is�supported�by�enhanced�HTML/CSS/
Javascript.�The�user�interface�is�designed�to�
cater�to�the�variable�input�mode�requirements�
created�by�the�range�of�platforms�being�
addressed�(iPhone/Android,�iPad/Android�
tablet,�desktop,�TV).

Content strategy and community 
management

With�a�dedicated�Community�Manager,�the�goal�
is�to�not�just�publish�content�and�hope�people�
find�us�(although�we�have�an�SEO�strategy�for�
that);�we�focus�on�sharing�the�right�content,�
in�the�right�way,�and�on�the�right�platform,�to�
maximize�the�exposure�and�drive�traffic�to�the�

blog.�At�the�same�time,�we�work�closely�with�
Ogilvy�Public�Relations�to�pitch�specific�posts�
to�media.�

For�each�blog�post,�we�source�custom�visual�
images�for�Facebook�and�Pinterest,�tailor�
tweets�and�create�presentations�that�live�on�
SlideShare.�

Content topics covered on                                       
Social.Ogilvy.com include: 

�� Social�networking�innovation

�� Platform�innovation

�� B2B�content�strategy

�� Measurement�and�analytics�

�� Community�management�3.0

�� And�much�more

Social media publishing strategy

As�we�have�seen�among�our�competitors�
–�they�typically�write�blog�posts,�and�as�an�
example,�share�the�link�on�Facebook;�that’s�
not�the�most�effective�social�strategy.�Each�
of�Social@Ogilvy’s�social�media�platform�
functions�differently,�being�that�various�
audiences�demand�different�types�of�content.�
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Therefore,�we�create�custom�content�for�
each�platform,�and�have�built�up�our�social�
platforms�to�further�increase�engagement�and�
drive�traffic�to�the�blog.��

We�added�the�most�effective�share�function�
buttons,�to�increase�engagement�across�
social�platforms.�This�allows�readers�to�share�
the�blog�post�with�their�social�networks.�As�
a�result,�we�have�seen�over�1,700�Likes�and�
4,200�Tweets�from�Social.Ogilvy.com�from�
readers.�

How content is shared and the 
top referring Websites

Our�social�ecosystem�and�community�
management�was�a�salient�force�������������������������������
in�driving�traffic.�

Key social media highlights:

�� Social@Ogilvy�has�the�most�engaging�and�
fastest-growing�Facebook�page�among�all�
competitor�sets.�(Data�from�Zuum.)

�� Social@Ogilvy�has�the�most�engaging�and�

fastest-growing�Twitter�handle�among�all�
competitor�sets.�(Data�from�Wildfire.)

�� Social@Ogilvy�has�the�fastest-growing�
Pinterest�page�among�all�competitor�set

Top referring Websites:

�� Facebook�has�driven�over�12,500�visits.

�� Google�has�driven�over�18,600�visits.

�� LinkedIn�has�driven�over�1,100�visits.

SEO – Outbound  
and inbound links 

We�focused�on�SEO�(“search�engine�
optimization”).�We�have�a�dedicated�page�
on�the�blog�titled�“Ogilvy�Blogs”�to�not�only�
highlight�all�the�different�blogs�from�Ogilvy�
&�Mather�across�the�globe,�but�we�did�this�as�
a�way�to�boost�our�SEO�and�outbound�links.�
Inbound�links�come�from�external�websites�
and�social�media�sites.�
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Driving share of voice 

Social.Ogilvy.com�has�also�been�an�outlet�and�
centerpiece�for�all�of�Social@Ogilvy’s�content�and�
marketing�strategy,�which�drives�growth�in�overall�

share�of�voice�for�Ogilvy�&�Mather�among�the�general�Web�
and�our�200�top�influencers.�

We�access�our�growth�by�the�number�of�mentions�of�Ogilvy�
&�Mather�and�Social@Ogilvy�in�the�social�media/digital�
context,�compared�to�our�competitors.�

The�chart�below�is�an�example�of�our�share�of�voice�growth�
among�our�PR�competitors�from�our�200�top�influencers�
(i.e.,�Mashable,�etc.).�
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Blog entries in 2012
Number of posts in 2012

157�blog�posts�were�published�to�Social.Ogilvy.com�in�2012.�

Here�are�some�of�the�top�blog�posts�of�2012.��

Encourage 
social sharing 
using buttons 
positioned to live 
on Social.Ogilvy.
com in strategic 
places.

Hungering for a Content Strategy: 
Why Content Is the Ultimate Strategy

2,128�unique�visitors�to�blog�post



9SOCIAL@OGILVY BLOG 
JANUARY 2013

Accompanied by 
an Infographic, 
which was 
shared across 
the social Web 
to drive traffic to 
the blog post.

Top 5 Trends from 2012 Cannes

1,894�unique�visitors�to�blog�post.
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The Hidden Implications of 
Facebook Timeline for Brands

1,814�unique�visitors�to�blog�post.

Embeded  the 
SlideShare 
presentation and 
told the story 
in two different 
ways to enhance 
the readers’ 
experience.
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Yes, Social Does Impact Sales

1,284�unique�visitors�to�blog�post.

Bottomline 
business content 
that impacts 
ROI from social 
media exhibits 
real value in 
Social@Ogilvy’s 
content strategy. 
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Time for Brands to Get                 
Innovational with Facebook

1,057�unique�visitors�to�blog�post.

Facebook’s 
Facebook Studio 
page linked 
to the post , 
which provided 
credibility to 
Social@Ogilvy’s 
blog and at the 
same time it 
drove visitors to 
the post.
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