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Built for enterprise marketing leaders who need more than i
a feature checklist, this guide is a framework for building Al INSIGHTS
Al-native, automated social CX operations at scale. e | ey e

Conakovirhian anal Analysts

The decisions in this guide assume:

e You manage content, community, and commerce across
at least three major social platforms

e Your team coordinates publishing, approvals, and reporting
across regions or business units

e You are under pressure to connect social activity to revenue, | _
not just engagement metrics . )
- .

e You are evaluating whether to consolidate your tool stack
or continue with specialized point solutions

SCALING A MID-MARKET TEAM?

If you are a scaling mid-market brand running a lean team
on three to five tools, start with the maturity model in section
two. It will tell you whether consolidation makes sense now
or whether you should wait.

e You are evaluating whether your current stack can support
Al-native operations — or whether point solutions are creating
an Al execution gap.
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Ready to consolidate
your social strategy?
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Introduction: How Al changes
marketing operations

The future belongs to operationally intelligent teams

Al is transforming social marketing from a collection of manual tasks into an
intelligent operating system. The organizations that win will be the ones that
connect intelligence, automate decisions, and move faster — at scale.

G Automate operational decisions G Scale governance

Use Al to automate approvals, routing, without friction

@ prioritization, and reporting so teams K Maintain brand safety, compliance, @ {
can focus on high-impact work and control while empowering teams - -~
that drives results. to move quickly and confidently The future of social
across markets. | . marketing belongs
to organizations that
turn intelligence into
e c o ° . . action — at scale.
onnect intelligence Measure impactin n
across workflows business outcomes

Bring publishing, listening, Tie social performance to revenue,
governance, commerce, and analytics pipeline, and customer outcomes so
together in one platform so insights every action is accountable to growth.
flow and actions happen in real time.

&)
I|_|)
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O1: Unified platform or best-of-breed stack?

Choosing between a unified platform and a best-of-breed stack is one of the most important decisions
in social operations. Both approaches offer clear advantages, and meaningful tradeoffs.

Unified platform

Best for:
Centralized governance
Shared data and reporting
Large multi-market teams

Al operates natively across workflows

Best-of-breed stack

Best for:
Specialized workflows
Flexible tooling
Faster innovation

Custom integrations

Tradeoffs:

Less specialized functionality
Higher switching costs

Slower feature innovation

Tradeoffs:

More operational complexity
Fragmented reporting
Harder governance at scale

Al capabilities across tools

&3

Decision guidance

Choose a unified platform if:

* You manage social across multiple brands or markets
e Governance and approvals are becoming difficult to scale
e Reporting requires too much manual reconciliation

e Al capabilities are fragmented across tools

Choose best-of-breed if:

e You rely on highly specialized workflows

e Your team is smaller and operationally lean
e Existing integrations already work well

e  Flexibility matters more than consolidation

e You are not ready for a large-scale migration

The right
choice depends

on operational
complexity,
governance needs,
and internal

resources.

(Back to contents)




The enterprise marketing leader's guide to evaluating unified social CX platforms

02: Social marketing operations maturity model

Use this maturity spectrum to assess where your team is today, prioritize the capabilities that will

move the needle, and consolidate your stack with confidence.

4 )
G Fragmented tools

What the team looks like:

Fod Small social team using disconnected tools for publishing,

()

analytics, listening, and UGC.
What breaks:

® Governance and visibility. Reporting is slow, approvals are
inconsistent, and attribution is unreliable.
What you need next:

@ Centralized publishing, approvals, and a single system of
record for content.

4 )
PRIORITIZE
Publishing governance and cross-platform scheduling.

Evaluate platforms with Al-native architecture now, to avoid
being locked out of Al capabilities later.
N J

Partially integrated

What the team looks like:
Growing social organization with partial integrations across
publishing, listening, analytics, and CRM workflows.

What breaks:
Speed to insight and execution. Teams struggle to activate
trends and coordinate workflows quickly.

What you need next:
Unified data across publishing, listening, and analytics to
improve decision-making and workflow automation.

PRIORITIZE
Analytics unification, listening-to-publishing automation,
and Al-readiness. Evaluate whether your current tools can

support Al-native workflows before expanding into commerce.

%




The enterprise marketing leader's guide to evaluating unified social CX platforms

Unified operations

What the team looks like:
g-R A mature organization operating from a unified platform with connected
publishing, analytics, community, and UGC workflows.

What breaks:

® Scalability. Increased engagement volume and localization demands create
operational bottlenecks.

What you need next:
@ Al-powered automation for content scoring, predictive publishing,
and community triage.

(
PRIORITIZE

Al for operational efficiency.
Focus on deeper adoption of existing capabilities before
adding new tools.

.

/

° Al-driven orchestration

\_

What the team looks like:

(o)

ron Social functions as a strategic intelligence hub with Al optimizing workflows,
insights, and operational performance.
What breaks:

® Cross-functional activation. Social intelligence is not fully connected to product,

sales, CX, and executive reporting systems.

What you need next:
@ Enterprise-wide integration that distributes social intelligence across business
systems and decision-making workflows.

PRIORITIZE
API depth and Bl integration.
Prioritize interoperability and enterprise intelligence distribution over

incremental social-specific features.
- /

%

-

\_

Discover your brand’s current social maturity stage and
learn what's needed to advance to the next level.

~

v
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03: What to look for in social publishing

Social publishing is the operational backbone of marketing execution. As teams scale across markets, brands, and channels,
the publishing platform determines whether teams move strategically — or spend their time managing manual workflows.

Al-driven content orchestration

Why it matters

Al should streamline workflows — not just

generate captions.

What to evaluate

v Brand-trained content generation across
languages and markets

v Predictive performance scoring
before publishing

v Al-recommended posting windows
based on audience behavior

v Workflow automation for scheduling,
tagging, and optimization

Business impact

Enable teams to publish faster while increasing
content quality and strategic focus.

Centralized execution o
Why it matters

Fragmented publishing across native platforms,
spreadsheets, and chat threads does not scale.

What to evaluate

v Unified content calendar across organic,
paid, and regional teams

v Cross-platform publishing with automatic
format adaptation

v Built-in approval workflows and
version control

v Shared asset management and
reusable templates

Business impact

Reduce operational overhead and improve
publishing consistency across teams.

Governance & brand control
Why it matters

Publishing at scale increases operational
and compliance risk.

What to evaluate
v Role-based permissions and audit trails

v Adaptive approval routing by market,
region, or content type

v Centralized governance policies
across teams

v Global pause and crisis
management controls

Business impact

Protect brand consistency while enabling faster
collaboration across distributed teams.

@ WHAT LEADING

TEAMS PRIORITIZE

Operational efficiency before adding
new channels

Workflow automation before
expanding headcount

Governance built directly into
publishing workflows

Unified reporting across publishing,
engagement, and performance

Al capabilities that improve execution
quality — not just output volume

CBack to contents)
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What to prioritize depends on operational scale

As social operations grow across markets, brands, and teams, the criteria that matter most shift from publishing efficiency to governance, compliance, and operational control.

WHAT TO WEIGH HIGHEST DEPENDS ON SCALE

4 — hYE hYE hYE hYE N

L ) S ;
S v @
Cross-platform publishing Dynamic approval Crisis Al content scoring Audit trails
with auto-adaptation workflows emergency stop before publish
Weight for Weight Weight for Weight Weight for Weight Weight for Weight Weight for Weight
50+ handle for 5-10 50+ handle for 5-10 50+ handle for 5-10 50+ handle for 5-10 50+ handle for 5-10
enterprise handle team enterprise handle team enterprise handle team enterprise handle team enterprise handle team
Why it matters: Why it matters: Why it matters: Why it matters: Why it matters:
Eliminates manual reformatting Multi-market compliance One rogue post across 200 Al content scoring is table stakes in Compliance requirement
across platforms depends on this handles is a brand incident 2026; weighting reflects maturity. for regulated industries

\_ AN AN AN AN /

KEY TAKEAWAYS

Enterprise scale o) Lean social teams

If your organization manages 100+ social handles across multiple markets, governance, If your social team operates in a single market with limited headcount, prioritize

compliance, and crisis controls should outweigh nearly every other publishing criterion. An workflow speed, publishing efficiency, and automation that helps smaller teams
advanced Al engine means little if operational risk creates reputational or regulatory exposure. scale output without adding complexity.

(Back to contents)
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04: Social listening as a marketing intelligence engine

i
Social listening should function as a real-time intelligence system. Enterprise teams no longer 1

use listening just to monitor mentions. They use it to identify emerging trends, detect market shifts,
and inform campaign, product, and brand strategy in real time.

Modern listening platforms create value in three ways: Enterprise listening requires broader
signal coverage

Detect signals earlier Turn signals into action Capture signals everywhere Social platforms
: e . . TikTok, Instagram, YouTube, LinkedIn, X

e Al identifies emerging e Al generates Signal sources: ( J )

conversations before ex.ec.utlve—ready | . Social platforms ”

they peak briefings automatically Communities & forums

e Communities and forums Reddi ra. Nich mmuniti

* Al prioritizes trend « Al routes signals to the (Reddit, Quora, Niche communities)

velocity, not mention right team in real time * News and review sites

volume e Video and visual content Open web

e Faster decisions, not just

(News, blogs, reviews)

e Al surfaces risks and faster reports When Al powers every step See how Empliﬁ Listening
opportunities the moment of the listening workflow, turns social signals into
they emerge social inte”igence stops being Video & visual content

a report and starts dr]v]ng (LOQO detection, visual mentions) GCtlonque Inte"'gence'

executive decisions in real time.

Book a demo

(Back to contents)
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What to prioritize in social listening depends on business risk and operational maturity

i

Cross-channel coverage
(incl. Reddit, TikTok)

Weight for
brand-driven

Weight for
performance
enterprise marketing org

Why it matters:
Conversations happen where
you are not looking

High risk industries

Prioritize crisis detection and sentiment monitoring to protect trust and reputation.

BRAND VS PERFORMANCE ORIENTATION DECISION CRITERIA (WEIGHTED)

0N

Crisis detection and

+ O
Al-powered trend detection
and summarization

Weight for
brand-driven
enterprise

Weight for
performance
marketing org

Why it matters:
Al summarization turns hours of
monitoring into executive intelligence.

automated alerting

Weight for
brand-driven
enterprise

Why it matters:

Protecting brand equity
at enterprise scale

KEY TAKEAWAYS

Weight for
performance
marketing org

ot

Competitive benchmarking

(share of voice)

Weight for
brand-driven
enterprise

Weight for
performance
marketing org

Why it matters:

Performance marketers
need competitive context

AN Performance-driven teams

Integration with
publishing workflows

Weight for
brand-driven

Weight for
performance
enterprise marketing org

Why it matters:
Listening insights that do not reach
the content team are wasted

o0l

Choose listening platforms that turn insights into action — not just reports.

Back to contents
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05: The social-to-commerce connection

When content, creators, reviews, and commerce workflows connect in one system,
social becomes measurable revenue infrastructure — not just an awareness channel.

Content-driven commerce

What to evaluate

. UGC discovery and rights management . Al-powered UGC discovery and rights
. Creator attribution and ROI tracking clearance at scale
. Shoppable media and product tagging . Al-driven creator performance scoring

. Product-linked publishing workflows and attribution

Business impact

Higher Lower content Increased Faster content
conversion rates production costs customer lifetime scaling across
value channels

Supporting metrics

2X 30%

higher conversion higher lifetime value
from shoppable UGC from influencer
acquired customers

9.8x

stronger conversion

impact than traditional
branded content

Al-powered activation is what makes the 2x, 30%, and 9.8x outcomes
achievable at enterprise scale.

Commerce activation

What to evaluate

. Frictionless review collection .
. Review syndication to retail partners
. Al-powered sentiment and theme extraction .

Product-level insights for marketing
and product teams
Google Shopping integration

Business impact

Increased
purchase
confidence

Higher product
conversion rates

Stronger retail
visibility

Better customer
feedback loops

Supporting metrics

Products with
50+ reviews convert

significantly better

Faster review velocity
improves retail

discoverability

Review insights
strengthen both

marketing and
product decisions

CBack to contents)
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\_

S

UGC sourcing, rights
management, and activation

Weight for Weight

D2C/retall for B2B
enterprise

Essential Low

Why it matters:
Social proof directly
impacts conversion at the
point of purchase

/

If you are a D2C or retail brand

What to prioritize depends on business model

DECISION CRITERIA FOR COMMERCE (WEIGHTED)

\_

[

Revenue attribution from
social to purchase

Weight for Weight
D2C/retall for B2B
enterprise

Why it matters:
Every executive team expects
marketing to demonstrate
measurable revenue contribution

\

/

/

\_

ke

Creator/influencer
commerce tracking

Weight for Weight
D2C/retail for B2B
enterprise

Why it matters:
Creator programs increasingly
operate as measurable revenue
channels in D2C environments

\

/

Commerce capabilities should outweigh most publishing features. A platform without
attribution, UGC activation, product integrations, and review workflows may improve
operational efficiency — but still fail to drive measurable revenue impact.

KEY TAKEAWAYS

/

()

Ratings and review

syndication
Weight for Weight
D2C/retail for B2B
enterprise

Low

Why it matters:
Retail visibility and conversion
performance depend heavily on review

volume and review distribution.

If you are a B2B enterprise

\_

1]

Product catalog
integrations

Weight for Weight

D2C/retall for B2B
enterprise

Essential Low

Why it matters:
Shoppable experiences require real-
time product availability, pricing,
and inventory synchronization.

/

Social commerce means something different: proving pipeline influence and revenue
contribution from content engagement. Prioritize attribution depth, CRM integration,

and analytics visibility over shoppable experiences and retail workflows.

Al-powered attribution is what separates meaningful revenue tracking from manual spreadsheet reconciliation.

Whether you are B2B or D2C, this is the difference between social as a cost center and social as a growth engine.

CBack to conten
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Analytics and attribution for marketing

Marketing credibility depends on proving that social activity contributes to measurable business outcomes — not just engagement metrics.
Vanity metrics may support awareness reporting. Attribution supports budget justification, strategic planning, and executive trust.

Why unified analytics matters G What mature attribution delivers

When publishing, listening, paid social, creators, UGC, and commerce all generate separate A R, —
reports, marketing teams spend more time reconciling spreadsheets than making decisions. Single source Multi-touch Predictive analytics Competitive

: : of truth attribution . intelligence
Business impact Forecasting

A G S S Marketing, Visibility into performance trends Share-of-voice,
Faster reporting Shared cross- Consistent More reliable engagement, which content, before launch audience growth,

cycles functional visibility KPI definitions executive reporting commerce, and channels, creators, instead of reporting ~ and engagement
campaign data and campaigns after the fact. benchmarks tracked

connected in one influence revenue against competitors.

reporting layer. outcomes.
Example outcome 80% reduction in reporting time, driven by Al-automated analytics

workflows, not just platform consolidation.

What to prioritize Key takeaway &
4 )
If your organization is still proving social’s value - prioritize: If your organization already trusts social attribution, prioritize: Uls st el UEble ehelies
platforms do more than centralize
e  Multi-touch attribution * Executive dashboards * Predictive analytics * Al-powered insight generation reporting. They connect content,
e Automated reporting e CRM and revenue integrations e  Competitive benchmarking e Performance forecasting creators, campaigns, commerce,
and customer engagement
Get the “does social drive business outcomes?” question answered first. This is where analytics shifts from proving value to optimizing strategy. directly to measurable
business outcomes.
N %

Back to contents
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07: Governance and scalability
for marketing operations

140K+ “sstori

social conversations managed
at 5x operational speed

during high-volume
engagement periods.

For enterprise marketing organizations operating across multiple brands,
regions, and teams, governance turns complexity into scalable infrastructure.

What breaks at scale 0 What governance solves a Infrastructure that supports scale e Scalability under pressure °
Complexity increases rapidly across Governance enables scale without Social operations cannot scale in isolation. Enterprise platforms are tested
markets, teams, and regions. losing control. Must connect under pressure.
Common failure points Must support . CRM systems Must handle
e Approval bottlenecks . Role-based permissions . Commerce platforms o Publishing spikes
« Inconsistent reporting e  Dynamic approvals e DAM systems e  High-volume listening
« Compliance exposure e  Global crisis controls e Bltools e  Community surges
e Audit trails e  Workflow APIs e  Security and compliance

e Duplicate workflows

.. 3 Localized workflows
o Fragmented crisis response

Al-powered approval routing and automated
compliance enforcement is what makes governance
scalable; without it, governance becomes a headcount
problem, not a platform capability.

Business impact Business impact Business impact Business impact

Scaling creates operational risk Reduces operational risk Improves visibility and Maintains operational stability
instead of efficiency. across markets. operational scalability. during critical moments.

Enterprise social operations fail when governance, integrations, and scalability are treated as separate workflows.
The most effective platforms unify operational control, real-time connectivity, and enterprise-grade scalability into one system.

(Back to contents)
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Red flags in vendor evaluations Evaluate smarter

Avoid costly mistakes
before you commit.

After evaluating dozens of social CX vendor selections, these
are the patterns most likely to lead to buyer regret.

The defining evaluation question for 2026: Is Al native to every workflow or does it exist as a separate module?
If the latter, the platform is not built for where social operations are going.

a Al disconnected from workflows e Hidden operational costs e Weak attribution methodology
Red flag: Al exists in a separate module Red flag: License cost becomes Red flag: ROI claims lack clear
~ or demo environment. the primary evaluation metric. attribution logic.
What to ask: Is Al embedded directly :{ What to ask: What requires custom @ What to ask: What attribution model
into publishing, listening, and integration, manual support, supports the reporting?
analytics workflows? or additional headcount?

g Demo-driven evaluations ° Workflow fragmentation e Superficial integration claims
Red flag: Demos look great but do Red flag: Feature checklists lead Red flag: “We integrate with everything”
not reflect operational reality. to workflow breakdowns. lacks implementation detail.

0— Op - '(-\
-V What to ask: Can the platform demonstrate O What to ask: Can the vendor walk \ What to ask: Which integrations are
real data and live workflows? through your real operational workflows? native, maintained, and actively used?

The most expensive platform decisions are rarely caused by missing features. The right evaluation is not about finding the platform
with the most capabilities — it is about finding the platform that will perform when operational complexity increases.

CBack to contents)
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a Al and automation

Priority

Mature social teams:

Emerging social teams: m

Evaluate

Is Al native to every workflow or

does it exist as a separate module?

Ask vendors

Show a workflow where
Al changes operational
decision-making.

How does Al trigger actions
across teams and workflows?

Content-to-
revenue connection

Priority
D2C & retail:
Evaluate

Can the platform connect
social activity to measurable
business outcomes?

Ask vendors

Show attribution from social
engagement to conversion
with real data.

How is creator and UGC revenue
measured and reported?

09: Building your marketing RFP

Great RFPs evaluate outcomes, not features. Use these five outcome areas
to structure your evaluation and ask the questions that reveal real impact.

Workflows and
governance

Priority
10+ markets: Critical

Single market: m

Evaluate

Can governance, approvals, and
compliance scale across teams
and markets?

Ask vendors

Demonstrate crisis controls
across all social channels.

Show the approval and
audit workflow from
creation to publication.

Integration and

ecosystem

Priority

For ol (LD

Evaluate

Confirm compatibility with
your existing tools and
data infrastructure.

Ask vendors

e Which integrations are native
vs custom?

e |s synchronization real-time
or batch?

Evaluate outcomes, not features.
Focus on what drives business value
for your organization today and
scales with you tomorrow.

Time to value

Priority

For il (LI

(Especially during migration)

Evaluate

Measure how quickly the platform
delivers measurable impact.

Ask vendors

* Time to first
measurable outcome?

* Does onboarding start
with historical data?

(Back to contents)
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10: What success looks like

How Al-enabled marketing operations perform

Publishing becomes
Al-orchestrated

o Al-assisted publishing workflows
e Predictive approval routing
e Automated cross-channel adaptation

Outcome: Faster content execution
with fewer resources

-

Listening becomes
operational intelligence

 Al-powered trend detection
 Automated signal prioritization
e Real-time workflow routing

Outcome: Faster response cycles to
what matters

v

Customer content becomes
commerce infrastructure

o Al-assisted UGC discovery and curation

e Automated creator attribution
e Dynamic social proof activation

Outcome: Stronger conversion impact
and revenue lift

-

Analytics become operational
decision systems

e Predictive performance insights
* Al-generated recommendations
» Automated reporting and alerting

Outcome: Faster, smarter decisions with
less manual work.

How Al changes the operating model

>

Al turns signals into actions
Insights from listening and analytics automatically
trigger the right workflows and content actions.

Al reduces operational friction
Automation and intelligent routing eliminate manual
work across teams and tools.

Al connects every part of the system
Content, commerce, community, and analytics
data flow seamlessly across the organization.

Al accelerates decision-making
Predictions and recommendations help teams act
faster with greater confidence.

Al scales governance without slowing teams
Policy enforcement, brand safety, and approvals
are automated, not bottlenecks.

The bottom line

Al creates value when it changes workflows and
operational decisions — not when it simply
accelerates content production.

%




O emplifi

Emplifi is a leading autonomous CX social media marketing platform, empowering brands to
deliver meaningful, connected experiences across digital channels by connecting marketing,
commerce, and care. Recognized as a Leader by renowned analysts and celebrated as a
customer favorite, Emplifi provides innovative, data-driven insights and autonomous CX
tools to help brands optimize social media performance, elevate their influencer marketing
strategies, and deliver impactful customer engagement across the entire customer journey.

Build your Al-enabled social operations roadmap

Identify the workflows, integrations, and operational gaps that matter most for
your next stage of growth.
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