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alaysians are one &st

socially connected audiencesin
the world, with 13 million Face-
book users, 1.3 million twitter
accounts and 7+ hours a day
spent online!

And did you know that 70% of Malaysian
businesses rate themselves as at least fairly
active on social media?

That’s according to PwC Malaysia’s re-
cently released report on social media and
Malaysian businesses: “Getting social: Social
media in business”.

As part of the team that worked on this
report, I got up close and personal with our
survey findings of over 100 prominent Ma-
laysian brand names. And I must say I was
surprised by the gap that exists between what
the everyday social media user thinks, and
how brands rate their own efforts.

Those who responded to our survey think
they’re doing pretty well. They “get” social
media: after all, they’re fairly active, only a
tiny number (less than 3%) have no social
media presence at all, and almost half actu-
ally have a team of dedicated social media
practitioners.

There are some great stories of social media
done well too, from entrepreneurs who run
their business purely through social media
channels, to companies built up entirely on
getting the most out of these platforms for
other businesses.Then there are the brands
that can take a typical corporate video and
turn it into a viral YouTube sensation.

But we also hear lots of stories about so-
cial media faux pas.Social media isn’t really
something any of us would call new anymore,
but these things still happen to businesses
at an almost alarming rate.

So what do businesses do next?

Hop on the bandwagon? Or off? Treat so-
cial media as a friend or foe? Hire your Gen Y
employee with the highest number of Face-

book friends to manage your social media
presence, perhaps?

I certainly don’t have all the answers. But
at the launch of our “Getting social” report,
we were lucky enough to have some of Ma-
laysia’s leading digital minds share their
thoughts with us. And what they had to.say
was telling.

When asked how companies should han-
dle whinging customers,Ahmad Izham Omar
(CEO of Media Prima Television Networks
and Primeworks Studios) had this simple
tip to share: Treat any situation or person on
social media just like you would in real life.

When managing your conversations on
social media,imagine you’re sitting around
with a bunch of friends having teh tarik,
that is,play nice.

Izham’s advice makes sense.

Employ plain, old-fashioned good manners.
But then again,not everyone was raised with
similar values.So when employees who man-
age social media are left to their own devices
to respond, not everyone gets it right. Espe-
cially when it feels like you or your brand is
being personally attacked.That is why social
media guidelines are so critical for any or-
ganisation. Yet, less than half of our survey
respondents tell us that they have existing
guidelines in place! Little wonder the faux
pas still keep happening.

Now, what about business leaders? Should
they get on social media? Do they have a role
to play? Is social media a passing fad they
can leave to their marketing department
to handle?

More than 70% of our survey respondents
agree that C-suite involvement in social media
helps with a brand’s reputation, managing a
crisis,and engaging internal employees. But
the majority of Malaysia’s business leaders
have yet to get on these platforms for busi-
ness purposes.

I think it’s worth acknowledging that

getting onto social media may not be for all
CEOs. Some leaders make a conscious deci-
sion to keep their personal lives personal,
which means staying off publicly accessible
platforms. After all,as Jason Juma-Ross, PWC
Australia Digital Intelligence Lead, says: “Your
personal persona can't be too far off [from]
your work persona. It’s about authenticity.”
So if you know you can’t or won’t cross
that line, it’s probably best to not be on it at
all than to share a one-sided view of yourself.
But even if leaders choose not
to get on it themselves, they
need to recognise that so-
cial media IS a business
issue. And like any item
on the business agenda,
there needs to be direc-
tion from the top, which
means they’ll at least need
to understand it.
Of course, the leaders who
can do both — be on it and be
their brand’s champion, while
driving the charge for social me-
dia — will be uniquely placed to
capture the hearts and minds of in-
creasingly digital-savvy stakeholders.
At the launch of our report, I felt
heartened by the responses of both
our panellists and attendees. Malaysian
organisations are waking up to the need
to take social media seriously. And they’re
going to do it with the help of their leaders
(or without, if they can’t wait, so CEOs be-
ware!). I'm looking forward to the changes
a corporate Malaysia that truly gets social
media will bring. B
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