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INTRODUCTION
In 2010, Gatorade launched its Mission Control 
Center and ignited the command center 
craze. Armed with six large screens, Gatorade’s 
marketing team used the command center to 
stay up-to-date on trends and conversations 
about the brand, industry, competitors — even 
nutrition. Gatorade was widely celebrated for 
demonstrating the innovative potential of real-
time conversations. 

The praise was well deserved. 

But that was 2010.

THE WORLD HAS CHANGED

Digital advertising spend beat broadcast this 
year. More than 70% of all internet users now 
use social networking sites. And by the end of 
2014, almost three billion people will be online.

Command centers have not kept pace with the 
changing landscape and increasing consumer 
expectations. Many still resemble the Gatorade 
2010 model: screens in a room at HQ that 
serve only marketing purposes. And while this 
does offer some benefits, it’s just the beginning 
of the command center story. 

Picture this: your brand launches a new 
product. Your community manager turns 
on your command center to monitor the 
public response. As she watches the trends, 
conversations and sentiment play out on her 
dashboards, she notices a spike in activity. It 
turns out that three major publications have 
published negative articles regarding the news. 
The tweets, shares and comments flood in. 

Your community manager loops in your PR 
team by sharing important data points with 
them. They evaluate the situation and decide 
that a public statement from an executive is 
necessary. Your head of PR taps the CMO for a 
quote. She already has one prepped. Turns out, 
your CMO has her own dashboard measuring 
the pulse of the brand, competitors and 
industry. She noticed that conversations around 
the company were 10 times more than average 
and 60% less positive.

None of these people are in the same room, 
yet all of them were able to collaborate and 
make informed decisions based on insights 
from social. 

THE FUTURE OF COMMAND CENTER

The command center of the future is: valuable 
information that travels seamlessly between 
individuals, teams and locations. Contextual 
data that shows what is happening related to 
the brand and why its happening, allowing 
teams to make informed decisions. 

A command center independent of its screens.
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OPPORTUNITIES FOR 
BRANDS THROUGH 
COMMAND CENTERS
There’s a reason why ‘command center’ is the phrase du 
jour. There are many benefits offered through the social 
command center: 

1. SHOWING THE VALUE OF SOCIAL  
WITHIN THE ORGANIZATION 

 They demonstrate the work and results of your 
brand’s social initiatives, then showcase these 
insights to other employees within the company.

2. ENGAGEMENT AND INTERACTIVITY  
AT LARGE EVENTS 

 They create a shared experience with fans at 
events. Curating content from your attendees 
creates a two-way street between real-life event 
involvement and online conversations. 

3. INCREASING INTERNAL COLLABORATION 

 They keep everyone within the organization 
aware of the pulse of the industry and health  
of the brand.

4. EMPOWERING YOUR BRAND TO MAKE 
INFORMED DECISIONS

 They take large volumes of conversations, 
analyze it, display it in a digestible way — helping 
you make strategic decisions based social 
insights.

Ideally, social command centers act as an essential part 
of your social media program and help inform your 
business strategy. This is indeed possible. But today’s 
command centers aren’t quite there yet.

LIMITATIONS WITH 
CURRENT COMMAND 
CENTERS
Today’s command centers have all the bells and whistles 
— big screens, impressive charts, visuals catering to 
one’s aesthetics — but very little of the promised value. 
Many are still just a small room with half a dozen chairs 
positioned in front of various screens. They’re exciting, 
but lack substance.

While great a user interface and an awesome user 
experience are both important, command centers 
cannot be passive. There are multiple areas in which 
today’s command centers must improve in order to 
meet the needs of the modern enterprise.

DEPENDENCY ON THE DISPLAY
Many companies today are dispersed. Yet so many 
command centers are sequestered to a single physical 
space. Social data should be available wherever your 
audience needs it. Your social intelligence should  
travel with you.

LACK OF ADAPTABILITY
There’s a plethora of social data out there. You don’t 
need to see them all, just the data that fits your 
needs and wants. Unfortunately, today’s command 
centers aren’t configurable for individual needs and 
changing environments. They might display streams 
of social conversations happening around your brand 
and industry — but can you make it show what your 
employees are saying? What a specific region is saying? 
With today’s command centers, you get what you get, 
not what you need.

INABILITY TO SCALE
If your enterprise wants 15 different command centers 
for 15 different sub-brands, plus another one that lives 
at HQ, you need to be able to set it up, roll it out and 
configure it. And you need to do this seamlessly and 
quickly. Having a custom-made command center model 
doesn’t scale. You need a command center that can 
expand as your team grows and can change as quickly 
as the social landscape.
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ONE-TIME USE
Many of today’s command centers are custom-made for 
specific events or campaigns. Once the campaign wraps 
up, so does the command center. You can’t reuse the 
command center for other purposes. The only option 
left is to invest hundreds of thousands of dollars to 
custom build another model with one-time usage.

THE EVOLUTION OF 
THE SOCIAL COMMAND 
CENTER
Unless the end goal of pouring millions of dollars into a 
social command center is to have aesthetically pleasing, 
static screens that occupy a room in HQ only accessible 
by a handful of people, your organization needs a whole 
different breed of command centers.

You need a command center that provides value and 
fits the needs of your modern enterprise: mobile, agile, 
always-on, actionable, collaborative, customizable.

The command center of the future isn’t a series of pretty 
50” screens in some conference room. 

It’s an integral part of your enterprise. 

Here’s what it looks like:

IT’S INTEGRATED
Your social command center should connect to the 
other areas of your social program, not exists as a stand-
alone tool. By being in the same environment  
as rest of your social media management system,  
your command center can seamlessly pull data  
from monitoring queues, identify trends and anomalies 
via listening, enable teams to triage and respond  
to messages, etc. It acts as one component of a  
holistic social infrastructure.
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IT’S COLLABORATIVE
Your command center should act as brand central, driving functional goals 
across marketing, PR and customer care. It connects different business 
units of the organization. You should be able to create dashboards that 
listen for conversations about the overall company, what people in different 
departments are talking about, what your industry is talking about, what the 
people you care most about discuss, and so on. 

IT’S ACCESSIBLE WHEREVER 
AND WHENEVER
Having your social insights live in a room at HQ isn’t 
scalable.Your fans/followers/customers choose 
where and when to engage with you. In order to 
successfully manage social experiences, you need 
a command centers that’s available wherever and 
whenever. Command centers are not about creating a 
fixed installation, but giving teams access to important 
information and data.

IT’S CUSTOMIZABLE 
AND EXPANDABLE 
You should be able to create different command centers 
for different teams — perhaps a high-level-report one for 
your executive team, another one for campaigns, a third 
for your social media team. Different departments and 
teams will have different needs when it comes to social. 
Your command center capabilities should meet these 
needs, allowing teams to quickly and easily create, then 
edit on the fly as needed, their social data playlists.

IT’S ACTIONABLE
If a conversation bubbles up on the web around your company’s new 
product, your command center should show you this trend. It should also 
allow you to track conversations and route them to the appropriate teams.  

You should be able to use the insights derived from your command center to 
make strategic decisions — wehther that’s to monitor, mobilize your PR team 
or engage directly through social. An actionable command center ensures 
that you’re an active participant in real-time conversations, rather than a 
passive observer in front of a few pretty screens.

See how Castrol recently used a command center to prevent a potentially 
brand-damaging incident from turning into a brand crisis.
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CHRIS BACCUS
EXECUTIVE DIRECTOR DIGITAL 

GOLIN

Chris leads the Western Region digital and social communications 
at Golin and works closely with a variety of clients in automotive, 
gaming, consumer goods and technology. Prior to this, he was head 
of social media at AT&T and before that worked in digital marketing at 
Wunderman, Digitas and Pfizer. His real passion, however, is finding 
amazing gas station tacos.

Twitter: @cbaccus
LinkedIn:  www.linkedin.com/in/cbaccus

SOCIAL MEDIA 
COMMAND CENTERS 
AREN’T JUST FOR YOUR 
SOCIAL MEDIA TEAM
by Chris Baccus of Golin

 

The best advice I can give organizations exploring the 
idea of a social media command center is this: build or 
find a model that best serves people beyond the social 
media team.

Sounds counter-intuitive, but your social media 
command center shouldn’t focus on serving your 
social media team. It should really serve the rest of the 
organization so they can understand social media’s 
impact on the company.

Prior to Golin, I helped to architect the command 
center at AT&T. It was a nine-month undertaking that 
resulted in one of the most advanced models of a 
social media command center.

During that process, I learned that our social team was 
already keenly aware of trends about the brand and 
across the industry. I mean, it was nice to have that data 
visualized and available at our fingertips. But the real 
value for the command center was getting other parts 
of the organization involved with social. It was getting 
the traditional marketing team, the PR team, the senior 
leaders to understand the value and impact of real-
time conversations.

If the only team using the command center is your 
social media team, you’ll always need to advocate for 
social — constantly swimming against the current.

So how exactly do you get everyone involved with 
your command center?

You make it virtual.

The command center of tomorrow will be less 
about the physical space. It won’t be a series of 
impressive screens in a room; it’ll live online and be 
readily available from your tablet, phone, desktop, 
whatever.

Having the physical ‘brand central’ space is still 
beneficial, but you need a virtual component for 
employees who don’t work at HQ. Most teams today 
are dispersed. If you want to break down silos and 
connect all parts of the organization, that virtual 
component is critical.

The command center of tomorrow is accessible 
wherever and whenever and involves every 
department across the organization. It acts as a 
connective tissue, enabling your brand to make 
better decisions as one — to move forward as one.
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MICHAEL KILLI
SOCIAL MEDIA COMMAND CENTER MANAGER 

WYNDHAM VACATION OWNERSHIP

Michael has been leading social media initiatives for brands since 2009 and 
currently heads Wyndham Vacation Ownership’s social media command 
center team. In his role, he’s responsible for managing and maintaining 
the brand’s listening, engagement, publishing, social CRM, distribution, 
governance, reporting and campaigns. Off the clock, Mike spends time  
with his wife and two small children, is an avid PC gamer and passionate 
Virginia Tech football fan.

Twitter: @MikeKilli
LinkedIn:  www.linkedin.com/in/Michael Killi
Personal: michaelkilli.com

WHAT THE COMMAND 
CENTER OF THE FUTURE 
LOOKS LIKE
by Michael Killi of Wyndham Vacation Ownership

 
 
A few years ago, many companies were merely 
experimenting with social – slowly investing one 
hashtag at a time. Now, brands are realizing the power 
of social to be a business driver. They’re realizing that 
the insights gained from real-time conversations can 
transform an entire organization.

So how do you capture these insights? The answer for 
many brands is through a command center. I agree. 
But while the benefits of having a command center are 
clear, choosing the right one isn’t as obvious. I would 
know; my team at Wyndham spent nine months 
researching and evaluating command center solutions 
before making a decision.

Our nine-month command center odyssey revealed 
the variety in options out there today. It also revealed 
the shortcomings.  

Today’s command centers are strikingly beautiful – 
large screens, colorful images, impressive charts, etc. 
– but the benefits don’t go beyond these superficial 
qualities. These command centers don’t fully address 
the needs of large organizations.

Global enterprises have enterprise needs. One of the 
top priorities at Wyndham, for example, is using social 
media to connect teams, departments, business units 

and locations across the organization. Having an 
isolated command center tool, no matter how eye-
catching, won’t help us do this in the long run.

In order to truly address the needs of brands, today’s 
command centers need to evolve considerably. The 
command center of the future:

1. DOESN’T JUST LIVE IN A ‘CENTER’

 It’s not limited to a series of displays in a 
room at HQ, though that’s still nice to have, 
it’s NASA-level intelligence that can be taken 
‘to go’. Your command center should be 
accessible whether someone is at HQ, at a 
regional office or working remotely from an 
island. 

2. CAN BE CUSTOMIZED FOR ANY 
DEPARTMENT/CAMPAIGN/OCCASION

 Different teams have different needs when it 
comes to social data. Tomorrow’s command 
center is flexible and can be customized to 
serve every business function.

3. IS FUNCTIONAL AND INTERACTIVE,  
NOT JUST VISUAL

 It allows you see trends in real time, track 
conversations and instantly route them to the 
appropriate teams so that swift actions can be 
taken, if necessary.

Social media offers many business-driving benefits 
and insights for large organizations. With the right 
command center – not just any — brands take 
advantage of these opportunities.
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CASE STUDY: HOW CASTROL USA CREATED 
370 MILLION IMPRESSIONS USING SOCIAL
The Big Game presents brands a unique (and massive) opportunity to connect with hundreds 
of millions of passionate fans. It’s no longer sufficient, however, to run a 30-second television 
spot. Brands must now create memorable fan experiences in order to be part of these real-
time conversations. Castrol USA did just that during this year’s Super Bowl XLVIII.

THE BACKGROUND
Super Bowl XLVIII presented brands a unique (and 
massive) opportunity to take part in real-time 
conversations and connect with passionate football 
fans. Castrol wanted to leverage its position as an 
official sponsor of the NFL and contribute to the 
excitement around the Big Game. And so, the brand 
along with their partner agencies (including Sprinklr) 
developed a 10-day, 360 campaign — driven by social 
— to drive awareness and engagement for their Castrol 
EDGE brand.

The call to action: Submit a Selfie. 

The prize: 10 pairs of tickets to Super Bowl XLVIII.

Every morning, clues to iconic locations in New York, 
New Jersey and Connecticut were revealed by sports 
anchor Duke Castiglione on Good Day NY. In addition 
to the Fox 5 partnership, the Castrol EDGE Super Bowl 
Ticket Blitz was promoted via Castrol’s social channels 
and through email. To further amplify the campaign, 
Castrol leveraged its network of NFL athletes and 
influencers — like Adrian Peterson of the Minnesota 
Vikings, who personally invited his two million fans to 
join in. 

They didn’t stop there. Castrol also added a real-life 
touchpoint to the experience, with Castrol EDGE brand 
ambassadors engaging fans directly at each day’s 
locations to explain the sweepstakes and encourage 
participation through #JOINTHEHUNT.

While this was all taking place, Castrol’s social team 
used Sprinklr to monitor, listen and respond to social 
conversations in real time from a digital Command 
Center.

THE CAMPAIGN RESULTS
There were more than 5,000 entries, 370 million 
impressions, 200,000 social interactions … not to 
mention 10 very excited winners.

The campaign (their first socially driven effort) far 
exceeded expectations. Beyond the basic numbers, 
Castrol’s campaign also succeeded in managing the 
consumer’s experience, ensuring that those who 
engaged with them through social were being heard. 

One example of this happened during the third day         
of the campaign.
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REAL-TIME SOLUTIONS THROUGH 
LISTENING INSIGHTS
An unexpected hiccup occurred when Castrol’s 
Command Center team started to notice conversations 
about an apparent loophole in the rules. Some 
participants began “gaming the system” by submitting 
more than one photo, which caused frustration among 
other participants and resulted in complaints stating the 
giveaway was no longer fun or fair. 

Recognizing that they had to be careful and tactful in 
communicating directly with consumers, the brand 
allowed the conversations to flow naturally that day 
without intervening. While these conversations were 
happening, Castrol’s social team enlisted the help of their 
legal department to draft and gain approval on a set of 
new rules. The next morning, Castrol exercised its right to 
change the promotion and informed the community of 
the changes, as well as indicating that they had heard their 
audience the day before. This led to an overwhelmingly 
positive response from participants.

By listening and taking real-time actions, Castrol 
prevented a potentially brand-damaging incident and 
made their audience members feel appreciated.

ADDITIONAL INSIGHTS        
GAINED FROM SOCIAL LISTENING
A salient lesson that came of the Super Bowl campaign 
was that Instagram is an incredibly effective platform 
for visual content. Castrol was already familiar with 
Facebook and Twitter, but its Instagram profile was 
launched through this campaign, and although audience 
participation was initially heaviest on Facebook and 
Twitter, ultimately Instagram had the most hashtag 
entries due to the photo-centric nature of the contest. 

Sprinklr’s Listening module also revealed that the 
Super Bowl campaign attracted a significant number 
of women, with more than 33% of total submissions 
coming from females. The majority of Castrol’s 
marketing — and across the industry as a whole — 
have traditionally catered to male audience members. 
But now (thanks to listening insights gained from 
this campaign), Castrol plans on adjusting its future 
marketing efforts accordingly to deliver positive 
experiences for every consumer.
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CONCLUSION
The social web has changed considerably in the past few years. Conversations 
about brands spread faster and wider now than ever before. The insights derived 
from online conversations are limitless and can benefit multiple areas of your 
enterprise. They can help you improve every customer touchpoint and create 
unforgettable experiences. 

But in order to fully benefit from the power of real-time conversations,  
brands need a social command center. Or at least, the right one. 

http://www.facebook.com/sharer/sharer.php?u=http://www.sprinklr.com/command-center/
https://plus.google.com/share?url=http://www.sprinklr.com/command-center/
http://www.linkedin.com/shareArticle?mini=true&url=http://www.sprinklr.com/command-center/
http://twitter.com/intent/tweet?text=Free+whitepaper:+The+Future+of+Social+Media+Command+Centers+http://www.sprinklr.com/command-center/+(via+@Sprinklr)
http://www.sprinklr.com/
http://www.sprinklr.com/about-sprinklr/contact-us/

