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Let’s Go On An Journey 

8 Key Take-aways 

•  Let’s see what is 
going on across 
the world wide 
web: 
–  What is working? 
–  Who is “getting it”? 

•  How social media 
can help you – 
really help you! 

•  Why customer 
engagement is the 
new currency 



New Pope: Then and Now 



Returning Voice to People 



Brand Chorus is a business intelligence service that benchmarks brand storytelling 
across social media platforms.   

At the heart of our approach is the proprietary StoryScore metric, a quantitative 
measure of storytelling that fits into a brand’s social management dashboard 
alongside more traditional popularity-based measures such as “likes” and shares”. 
By analyzing and quantifying StoryScore metrics for multiple brands in a category, 
we’re able to create a StoryScore Index Report that ranks peer-to-peer storytelling 
performance across platforms and provides data-driven, actionable insights to 
strengthen social content. 
We analyzed the social media posts made by ten leading toy brands between 
November 1-22, 2014 and used this data to calculate StoryScores for each brand. 

Peer-to-peer teaching, self-paced learning enabled by social media 

Social Media  
Changing The World 



Connecting  
Like-minded People 

 
Australian Cattle Ranchers 
 sharing information for healthier livestock	  



Virtual Communities 

Virtual networks 
are emerging 
that link existing 
online 
communities  
 
This is a 
significant 
emerging trend! 



Next Generation  
Social Media 

 Social media 
communities where 

alumni connect and take 
part in the enjoyment and 
fun that is a seminal part 
of the college experience 



Perfect Timing 
Why Now? What’s Up?	  

•  Digital and wireless 
technology have 
achieved critical mass  

•  People are demanding 
more engaging online 
experiences 

•  Genuine interactions 
are what is required 



Social Media 
Smartphones and social media have created 

a new consumer relationship with brands 



Social Media Landscape 

Important 



h#p://www.businessinsider.com/most-‐discussed-‐topics-‐on-‐social-‐media-‐2013-‐5#infographic	  

•  Alcohol is a pervasive 
theme in young people’s 
social media interactions 

•  A top index of “user 
engagement” 

•  Social media blurs the 
boundary between 
marketing and socializing 

Social Media And  
The Alcohol Industry 



Highly Engaged Category 





 
 

Over	  4,000	  alcohol	  blogs	  
(wine,	  spirits,	  beer)	   

•  48% interact online to let 
friends know they like the 
brand 

•  34% wanted to let others 
know what they thought  

   of the brand 
•  26% wanted to let the 

brand know that they  
   like it 

 



Key Indicators 

•  92% interested in having an 
ongoing conversation with 
a brand 

•  80% said they purchased 
an alcoholic beverage 
they saw on social media 

85% are more 
likely to 

purchase from 
a brand that 

invites them to 
collaborate 



Social Media & Wine 

•  700,000 people view wine-related videos every month 
•  Over 7,000 wine tweets per day  
•  300+ iPhone apps for wine 
•  Wineries are the 3rd most popular subject on Pinterest 



Online Wine Clubs 

•  Member sales increase 39% year over year  
•  Member retention holds at 99%  
•  Vivino has over 7 million online wine lovers in their 

community 
–  Wine dinners at partnering restaurants sell out 



Social Media & Beer 

•  Beer drinkers are 
significantly more 
likely to use social 
media 
–  81% versus 70% of 

non-drinkers 

•  Apple app store: 
3,298 apps with 
keyword “beer” 

•  Beer forums, beer 
meet-ups and even 
beer dating sites  16% take pictures of 

themselves drinking at bars 
and restaurants 



Source: Brewers Association 	  

Emerging Beer Communities 



•  Digital platform of choice in a $19.6 billion craft beer 
industry 

•  2+ million users  
•  Catalogued more than 500,000 beers 



Bud v. Craft Beer 
Social Media As The Great Equalizer 

Talking	  to	  Consumers	  
Twi#er:	  119k	  followers,	  493	  interacJons/post	  
FB:	  12,562,850	  likes,	  15,875.8	  interacJons/post	  

Mul$ple	  MILLIONS	  	  
of	  ongoing	  conversa$ons	  daily!	  

A	  thousand	  li#le	  cuts	  



Micro  
Brew Tours 



Savuer	  Blog	  Awards	  

Bloggers  
Increasingly  
Influence 

Finalists for 2015 
blog awards- spirits, 
cocktails: 
•  Tuxedo No. 2 
•  Two for the Bar 
•  The Drink Blog 
•  Melbourne 

Cocktails 
•  Gastronomista 
•  Stir and Strain  

Wine	  blogs	  draw	  an	  average	  of	  5,380	  unique	  visitors	  monthly	  



Wine Bloggers 
 

•  62% Female, 38% Male 
•  30% are between 35-44 
•  58% employed full-time 
•  26.3% self-employed  
•  69% married 
•  63% Have either a wine or writing background  
•  77% have been blogging 2+ years  



To Understand Behavior 
Understand The Habitat 



Active Social Media Users 

of



Truth #6  We Are All Digital Natives 

•  Seamlessly, 
constantly engaged 
to the point of 
distraction 

•  18 hours media use 
per day1 

•  More than one form 
of technology is 
within arm’s reach 

1	  Wall	  Street	  Journal	  June,	  2014.	  





Truth# 5   Brands Matter  
 •  Concept of brand loyalty is conditional 

•  To matter you must be relevant 
•  If your brand isn’t on the mark all the time, 

people will go elsewhere-- in a second! 
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Truth# 5   Brands Matter  
 •  Change behaviors 

•  Broaden usage 
•  Try new things 



Truth #4   Belonging 
 

Empowered by the very medium – the 
Internet – that connects us 

•  Actively seek 
community 

•  Make decisions we 
believe friends will 
think important 

•  Believe we 
influence or inspire 
the purchases of 
our peers 

 
“Do You Like 

Me?” 
	  



Truth #3   Fusing Work & Play 

•  Social media users believe they’re entitled to 
play (or shop) during work  

•  70% believe they should have “me” time at work 

“If	  the	  
work	  gets	  
done,	  
why	  

should	  it	  
maAer?”	  



Truth #2   It’s About The Experience 

Argento	  Winemaker	  Silvia	  Cor$	  on	  a	  journey	  
from	  vineyard	  to	  table	  against	  the	  stunning	  

backdrop	  of	  Mendoza,	  Argen$na.	  



Creating Experiences 





Absolut-ly Not Selling 
Vodka… 

Absolut is connecting the dots 
between the brand’s reason 
for being and the customers’ 

reason for caring 



Truth #1  We Seek Truth 
 

•  Information is 
abundant, but truth 
rare 

•  Deceive social 
media users, and 
they will not do 
business with you 
again  

•  And will their “friends” 
•  ALL OF THEM!  AuthenJcity	  Is	  Key!	  



Truth #1  Truth & Trust 

•  Active social 
media users 
investigate 
companies and 
then develop trust 

•  Instead of peer 
pressure, we buy 
based on peer 
trust 

•  Truth is defined by 
the communities 
they’re in  

 

User-‐generated	  content	  influences	  
more	  than	  80	  percent	  of	  purchases	  	  



Impact To You 
Have a deliberate social media strategy  

•  Your social media 
plan should not be 
treated as an after 
school project 

•  A plan is not a 
handful of twenty-
three-year olds in 
cubicles tweeting 

Brands that are benefiting from  
social media are building engaged communities 



Social + Media 

•  Clear understanding of social 
•  Strategic value of media 
•  Leveraging both to tell stories 

Genuine interactions 	  



Be Storytellers 
Effective social media is about 

telling your story in compelling ways 
 

It is also about having a strategy, a 
plan and the tools to gain traction 

in this busy space   
 



Social Media Landscape 

•  For the majority of 
brands today, Likes, 
Shares, and Retweets 
are seen as the 
primary measure of 
social media 
performance 
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Quality,	  
Not	  Quan$ty	  
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•  Dashboard Social Media Intelligence  
Delivered As A Dashboard 

Does not measure the value of outbound brand content 



Social Narrative: What Can The Avengers 
Teach Us About Social Media? 
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Marvel movies and TV shows each work on their own, 
but also serve to advance a larger brand narrative 

•  Brand	  Chorus	  can:	  
•  Provide	  social	  intelligence	  arJcles	  that	  are	  aligned	  with	  your	  editorial	  
calendar.	  

•  Develop	  addiJonal	  social	  media	  content	  that	  is	  exclusive	  to	  your	  
publicaJons:	  
•  For	  example,	  a	  Progressive	  Grocer	  Social	  Index	  that	  ranks	  retailers/brands	  
on	  key	  social	  measures	  including	  engagement,	  reach,	  senJment,	  
conversaJon	  density,	  etc.	  	  

Develop	  and	  deliver	  social	  media	  training	  and	  presentaJons	  at	  conferences	  
and	  summits.	  
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•  Create community engagement by 
reflecting customers’ values and culture  

•  It's not just about cute images 

What You Can Do 



Connect With Your Community 



Key Social Media Insights 

•  Your customers are 
online, engaged 
and driving brands 

•  Stories as sharing 
are a trend that is 
here to stay 

•  Quality content 
drives engagement 

•  Brands with relevant 
social media plans will 
gain loyalty and win  

•  Create online 
environments that 
encourage sharing 

•  Be authentic, inform 
and always add value 

Insight What You Can Do 





Use These Insights 

1.  You have 
something 
interesting to say 

2.  Leverage your 
uniqueness 

3.  Create a social 
media plan with a 
detailed editorial 
calendar 

4.  Be highly visual 
 Engaging, ongoing 

brand narrative 



5. Choose Platforms Wisely 

h#p://sproutsocial.com/insights/social-‐media-‐alcohol-‐markeJng/	  

Know	  the	  age	  affirma$on	  guidelines	  



6. Team up!! 
Social partnering 
adds value  

7. Take advantage 
 of social 
 intelligence 
 tools 

8. Create content 
 that reflects your 
 values and 
 meets the  needs 
 of your 
 customers 



www.brandchorus.com 

Thank You! 
There will be no test… 

www.storyscore.com 


