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Grant Leboff 

Social Media is not a Platform 

 
 

 

                         

                                                                                                                                                 

I walked back through the front door 

of my parent’s home a little 

despondent. I was 17 years old and 

had just had my first driving lesson. I 

thought driving was going to be a 
breeze; but of course inevitably I had 

stalled the car and made the 

multitude of mistakes most 

individuals do on their first time 
behind the wheel. 

 

As I passed my Dad on the stairs 

he asked, “What’s wrong?” 

 

“Do you think I will ever be able 

to learn to drive?” I murmured. 

 

He quickly responded, “Have you 

seen all the idiots on the road?” 

 

Of course, that was my father’s 

way of saying “yes”. 

 

I meet company directors all the 

time who tell me they don’t 

understand social media. They 

don’t currently use Facebook, 

LinkedIn, Twitter etc., and 

wouldn’t know where to start. I 

always want to use my father’s 

quote, “have you seen all the 

idiots on Facebook?” 

 

In other words, Facebook is used 

by 1.3 billion people a month. It is 

a platform designed to be user 

friendly. Facebook want people to 

use the platform. It is not elitist 

and not that difficult. Anyone who 

gives themselves some time on 

any of these platforms will quickly 

master the basics. Moreover, 

there are a plethora of articles 

and videos that can be accessed 

online, if one were to get stuck on 

how to undertake a particular 

task. 

 

Social Media doesn’t go wrong 

because people don't understand 

a particular aspect of functionality 

on LinkedIn or Twitter.  

 

Social Media doesn’t work for 

businesses and individuals because 

they don’t understand the mindset 

shift that has to happen in order 

to make it work. Social platforms 

are very different from old 

broadcast media and need to be 

treated as such.  

 

To put it simply, Social Media is 

not a platform. Rather, it is a 

mindset, a way of thinking, a state 

of mind. 

 

The mind-shift is simple to explain 

and yet I am often surprised at 

how difficult people find the 

change of thinking. Quite simply, 

broadcast media was about ‘me’. I 

would talk about my company, 

what we could offer, the benefits 

we gave etc. This worked when 

the audience had no right of reply. 

In a world where there was 

scarcity of choice and information, 

audiences would allow themselves 

to be interrupted by messages 

they would not necessarily be able 

to access in any other way. 

 

Social Media, however, is not 

broadcast. It is a two-way 

communication. Audiences don’t 

merely have the right of reply, 

rather your business is 

communicating in their channel!  

 

Social Media platforms are the 

primary communication tool of 

choice for a growing number of 

individuals. Rather than pick up 

the phone, many individuals will 

prefer to send a Facebook 

message. Therefore, when a 

company communicates on social 

platforms, it is very much in its 

customer’s space. This, of course, 

is what makes the channel so 

potentially powerful. It is also why 

it can go badly wrong. 

 

To make Social Media work, 

unlike broadcast, it is not your 

business that takes the central 

role. Rather, you have to make 

your customers the heroes.  

 

This normally means allowing 

your customers to get involved 

and participate. At the very least, 

this can be done by encouraging 

social sharing and opinions. 

However, the more you can allow 

your customers to be involved, 

the more effective your Social 
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Media will become. Whether it is 

Walkers Crisps encouraging 

customers to come up with a new 

flavour, JetBlue asking customers 

to share the story of their flight 

or Heinz asking its customers 

which bean are you, these 

communications all have one thing 

in common that goes to the heart 

of effective use of social media. 

 

These companies understand the 

importance of the narrative. 

Stories are what we tell each 

other. Stories are how we learn.  

Whether we obtain the story via 

word of mouth, books, TV or 

films, it is stories that have been 

capturing our imagination since 

the beginning of time. Before you 

unleash your communications on 

the world, ask yourself, ‘what is 

your narrative?’ What is the story 

behind what you are doing or the 

story you are trying to tell? Is it 

compelling? Could it be improved? 

The narrative is vital. 

 

Once you have the story, then the 

second question comes to mind. 

That is, ‘how do you let the 

audience take a central role in the 

story?’  

 

Choosing a new flavour of crisp 

allows the audience to play the 

central part. The same is true of 

JetBlue, Heinz and virtually all 

other successful social media 

communications. If the audience 

are the heroes they will want to 

get involved and share the 

communication with others. That 

is ultimately how your social 

media will be successful, by it 

being shared by others. 

 

I don’t mean going ‘viral’, which is 

one of the most overused 

marketing terms today. I mean 

‘social sharing’. It only takes a 

small percentage of any audience 

to share your communications in 

order for you to reach a relevant 

group of potential new customers 

in the most credible way. After all, 

it is not you saying how good you 

are, but a trusted friend or 

colleague. Rinse and repeat this 

process on a weekly or monthly 

basis and that is a lot of potential 

reach over the course of a year. 

 

 

 

Social Media is not about the 

platform. That is merely the outlet 

for the communication.  

 

Social Media is about great 

narratives where your audience 

takes the central role. David 

Bowie famously sung ‘we can be 

heroes, just for one day’. If you 

can make your audience the 

heroes, then your social media 

might just work. 

 

© Copyright, Grant Leboff 

 

 

The brand new book 
from Grant Leboff.  
Order now on Kindle or in 

paperback on Amazon  

“In this terrific book Grant Leboff 

provides readers with a sales model 

for the Digital Age. This is a vital 

read for all those involved in any 

growing organisation”  

Zev Siegl, Co-Founder 

Starbucks Coffee Company 

 

About the Author 
Grant Leboff is one of the U.K.'s 

leading Sales and Marketing 

experts.   

 

His fourth book, ‘Digital Selling’, 

debuted at #1 on the Amazon 

charts prior to being published in 

September of this year. This 

follows the success of Leboff’s 

previous titles.  ‘Stickier 

Marketing’ (2014) went straight to 

#1 in the Amazon Sales & 

Marketing Chart, and was in the 

top 10 overall Business Chart, on 

publication. ‘Sales Therapy’ (2007) 

and ‘Sticky Marketing’ (2011) 

were both in Amazon’s top 10 

Business Books, and #1 in the 

Sales & Marketing bestsellers 

chart. 

 

A thought leader in his field, 

Leboff's main focus is to address 

the massive changes that are 

taking place in a world that is 

constantly being introduced to 

new technologies and an evolving 

World Wide Web. He continually 

challenges Sales & Marketing 

conventions that become 

accepted wisdom, but don’t 

necessarily deliver results. 

 

Leboff’s Sales and Marketing 

portal, stickymarketing.com 

produces a wealth of resources 

and information on effective Sales 

and Marketing for organisations in 

an ever changing business 

environment. 

 

He is a highly sought after 

consultant and speaker, and 

constantly makes presentations at 

conferences and events all over 

the world. 

 

Leboff is a Fellow of both The 

Institute of Direct and Digital 

Marketing and The Institute of 

Sales and Marketing Management, 

as well as being a regular 

contributor to many business 

magazines and newspapers.  

 

Co-ordinates 
Mail: Sticky Marketing Club Ltd,  

Caldecote House, Bushey, Herts, WD23 

4GP, UK 

Tel: +44 (0)844 478-0044 or +44 (0)208 

958-5695  

Email: www.stickymarketing.com/contact-

us  

Web: www.stickymarketing.com  

Blog: stickymarketing.com/blog/sticky-

marketing-club  
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Important Notice 
© Copyright 2016, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited ("the 

publisher"). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you 

choose not to take, as a result of this 

article or any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a substitute 

for obtaining specific professional advice 

and no representation or warranty, 

expressed or implied, is made as to its 

accuracy or completeness. Any hyperlinks 

in the article were correct at the time this 

article was published but may have changed 

since then. Likewise, later technology may 

supersede any which are specified in the 

article. 

  

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
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