Social Media Behavior:

Customer Engagement As The New Currency
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Learning Objective

Understand active social media

user behavior and illuminate the

challenges and opportunities of
soclal media

Personal Care Oral Care Baby Care Sun Care




Let’'s Go On An Journey

Let’s see what is
going on across the
world wide web:

— What is workinge

— Who'is “geftting it"¢
Who are the active
soclal media userse

How social media
can help youe

What you can do
about ite

8 Take Aways
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Returning Voice to People

Crowdsourcing Iceland’s Constitution

lceland
succeeded In
crowdsourced
lawmaking...

By HARVEY MORRIS

Reykjavik port on Tuesday

FACEBOOK
W TVATTER
3 cooGLe-
3 save
E-MAIL

K3 skare

&) PRINT

REYKJAVIK — Icelanders like to do it their way. Where else do you get to
dine on minke whale and puffin and routinely address the prime minister by
her first name?

True to their tradition of doing things differently, Europe’s most sparsely
populated state has just held a referendum on what is said to be the world’s
first “crowdsourced” constitution, drawing on suggestions from Facebook
and Twitter about how to run the country.

Enthusiasts of open government say the initiative could be a model for
people power in other parts of the world where politicians monopolize
policy decisions in the face of mounting crises.



Social Media
Changing The World

A free, world-class education
for anyone, anywhere

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



Connecting Like-minded People

Sharing information for healthier livestock

Bayer HealthCare

Animal Health




Perfect Timing
Why Now?¢ What's Up?

« Digital and wireless
technology have
achieved critical mass

« People are demanding
more engaging online
experiences

— Discounts and coupons
aren’t enough anymore

— Online shopping mills Genvuine
are ubiquitous interactions are
what is required
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HOW THE DIGITAL WORLD HAS EVOLVED OVER THE PAST 12 MONTHS

TOTAL ACTIVE ACTIVE SOCIAL UNIQUE

ACTIVE MOBILE
POPULATION INTERNET USERS MEDIA ACCOUNTS

MOBILE USERS SOCIAL ACCOUNTS

+1.6% +21% +12% +5% +23%

+115 MILLION +525 MILLION +222 MILLION +185 MILLION +313 MILLION

We Are Social - Sources: Wikipedia; InternetLiveStats, InternetWorldStats; Facebook, Tencent, VKontakte, Livelnternet; GSMA Intelligence (all extrapolated) @wearesocialsg -




Ad Spend Migrating to Social Media

Forecast: U.S. Social Media Spend

W Social Media
management

Social Media technology

Spend W Agency fees for social
(US $ millions) — media

W Integrated campaigns
on social networks

2011

Social Media Management Technology ~ $272 530

Agency Fees for Social Media 635 952

Integrated Campaigns on Social
Networks 684 1278

Total  $1,590 $2,760




Vital Signs
The State of Social Media

/2% of adults are active social networking users

Over 128 million Americans log onto web versions of
Facebook every day

/1% of adults use their mobile device to access
social media




70% of Americans
use the internet to
get information and
to help them make

decisions




Social Media & Personal Care

Smartphones and social media have created a new
consumer relationship with brands

1.58 billion results on Google



Social Media & Personal Care

« Consumers increasingly
learn about products

based on the C ( )

experiences of “people
like me" rather than from
brands

« Sharing experiences, .
ohotos and stories -

— 82% visit social network sites
monthly

— 75% use Facebook monthly @




Social Media

Broadening The Definition
Of Wellness And Beauty

8
9

“You don’t have to poke around on the Internet too long to rea//ze j

that there has been a great democratization of beauty
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When Brands Get It Right
The Impact Is Astounding!

- | I 1A
Committed to help all women realize their personal beauty potential

-

|
Dove
- Dove © v Liked Message # ¥
15,050,703 likes - 291,325 talking about this

|

.

S
Isn’t it time to redefine beauty?

Health/Beauty
Dove is committed to help all women realize their
personal beauty potential by creating products that

deliver real care.

About Photos



Social Media & Wellness
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Key Insight

Your categories are alive and well
on social media- your customers
are online and highly engaged

Personal Care Oral Care Baby Care Sun Care




Moms Engage
Online

o 92% of moms will buy from a brand when rewarded

« 97% of tablet-owning moms made a purchase on
Y onein the last month



49% of married moms would gi\z’g up their

engagement ring before internet access




“Mom is the ultimate Household N\

CEO...her actions take place @

online with technology that .+
4

didn’t exist 5 years agor A
Punchiowl.com 4 3
« 1in 3 bloggers | r

are moms
e 77% of mom ol \ v

bloggers will
99 0 ‘ N i

only write about . o @
brands they
support | ,
/ ~- /4
. 95%of moms . ™ # ,
seek out digital T
direct offers &




X

/0% say technology helps
them be a better mom

Meanwhile, almost 75% of

online moms feel online

marketers don’'t understand
~what it's like fo be a mom!
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Social Media Behavior

On The Web,
Everyone Is A Super Star

s




SELFIESF
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1/3 of all photos taken by people
aged 18 - 34 are selfies

More than one million selfies are
posted every day

.




Implications
For Your Business

Impossibly, we will become even MORE aware
of our appearance! ‘
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What is your plan to leverage this trend?
Where does your brand info this behavior?
How will you be part of the mixe



People Don't Care About You, They
Care Abou’r Themselfles
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Revlon is building X Joe is building

brand awareness 5.2 il b.rond.
. ' relationships




What Are

The \
So<:|olog|cal \ P({
Implications

Of Always
Being ON?

" The Pope, Ecuador July 7, 201§ ‘ \\ - il
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“I Love...Myself”
The new Honda SL-V SLF
Equipped with 10 different “selfie” cameras
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Key Insight

The seltie phenomena has deep
sociological implications and is an
Important frend that can be
leveraged to brand advantage

Personal Care Oral Care Baby Care Sun Care




To Understand Behavior
Understand The Habitat

Ik,

- -
A
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A world thoroughly and comble’rely connected
Rightfully questioning authority- brands no longer in charge

Demand for more engaging experiences
Community-minded as never before

Everything, always- now



Social Media Behavior
A Unique Perspective

Instant access 1o
everything changes
how we process
information

Social media
affects attitudes
toward brands,
shopping and
consumption

Social media is the
new currency

Sleruths

Of Active Social
Media Users

The Milennial shopper 15 3 pUzzie worth soving. M
misinformation exizts on these frugal sawy, unconven-
toral sheppers. The following abstract previews important
.qh ts from 2 ming comprahensive study on 3

e, yet | u-.n-&mqg hic for the packagad goods
ndg« store industries

Milenniak® as 3 U.S. genambion are the same size 25 the
/ b/Bc rrwrm:!m and almest twice h' cf Gan-
eraticn X. Theze younger sh per will ac heve spending
power of an estimated $2.45 trilion by 2015,

Milenniak can be 3 downright contrary targst market
when compared 1o clder customers. They blur Ines that
chdn exst 3 gareration a0 about where they shop —and
the rules for work and play. They'd pzt as scon shop 2t
Walmart or the drugztore 25 the kcal grocer. Once ther
pacifier, fachnalogy now provides ingtant grattfication,
continuous connectivty, community and companison shop-
ping. How can marufachurers and grocers stay relevant?

That's the quastion addressad in a new study under way
by Black Pearl Imfeligence, ArchPaint Consuling and
Bescorlrited. The study examines how rstant and
conlinuous access to massive amounts of imormation
accessad through smart phones and other technology
and the ublquity of social madia forever changes how this
g=reraticn processes information and behaves toward
beands, shopp rgard:crs mpbon. Armed with study
insights, manufacturers and grocers can add 2 bysr of
buziness rlrlg! atout 2 kay audience, Milennials,

to power growth, preductivity and sales along fhe grcery
lllllllll
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Truth #6: We Are All Digital Natives

« Seamlessly,
constantly engaged
to the point of
distraction

18 hours media use
per day;

e More than one form

of technology is
within arm’s reach

“56 percent of young adults won't accept a

Job where social media access is prohibited at
work!”

1 Wall Street Journal June, 2014.



Truth #6: We Are All Digital Natives

« Active social media
users are more than
twice as likely as
others to use the
Internet to create
shopping list

¢ 61% of smart phone
owners use their

phones to compare
prices




50 percent of

young adults
would give

Up

their sense of
smell before
they'd give
Up access

fo fechnology




Truth# 5: Brands Matter

« To matter you must be relevant
« Concept of brand loyalty is conditional

 |f your brand isn’'t on the mark all the time,
people will go elsewhere-- in a nanosecond!




Truth #4; Belonging
Do You “Like"” Me?

Actively seek
community

Being a part of
something larger is
inherent to life

Make decisions we
believe friends will
think important

Believe we influence
or inspire the
purchases of our

peers OF COMMUNITIES

Empowered by the very medium - the

Internet — that connects us




Truth# 4: Belonging
It Is About Community

« 80% more likely to
like a brand that
uses social media

« 40% more likely to
check out a brand
they like on
Facebook or Twitter

« More than half tell a

friend when they o
discover a new Don’t like to shop alone

brand and often bring
another along




Truth #3: Fusing Work & Play

« Social media users believe they're entitled 1o
play (or shop) during work

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

All work. and no P’a"l makes Jack a dvll bon,.

“If the Al wort nd v Vo malecs Jacks » el b
work gets Al el o et ok 5 o
done, why SEemEs e
Should it All work. and no Plat} makes Jack a dvll boy.

All work and no Plat, makes Jack a dvll boy.

” All work. and no play makes Jack a dvll boy,
matter? All work and no Flag makes Jack a dvll bog.
All work and no P!aq makes Jack a dvll boy.

1
- -




Truth #2: It's About The Experience

 |Inferested in /

experiential buying ' g/ GET AMDAZZLING
80% want brands to A - WHITE SMILE

entertain — with the o - B \ith the new Closeup
rs b Diamond Attraction
ability to be

5 X \."
Closeup ‘ .’_, 5

involved, co-create — =
and interact . .\

Campaigns fie Niky Kasat

together to create ~ Third Winner (Pune)

meaningful

experiences, noft ) |
just try to sell goods, N DLAMOND

ATTRACTION
.

AL

succeed

*Terms and 'conditiohs apply. <




Bud v. Craft Beer

Social Media As The Great Equalizer

. Budweiser with Yvonne Marie Roga and 13 others
ﬁ,ﬂ Fet 2 at 12:50pm - Edited - %

Thanks for choosing our #BestBuds as America's favorite once again!
They couldn't do it without you.

Watch it again: http//youtu.be/xAsjiRRMMg_Q

Ssland Lager

.‘&1

THANK YOU
z

Like - Comment - Share - ¢y 45,290 (31,140 ¢3.>3.3$3 B A thousand Ilttle CUtS

Talking to Consumers
ing u Multiple MILLIONS

FB: 12,562,850 likes, 15,875.8 interactions/post ' ' of ongoing conversations daily!

Twitter: 119k followers, 493 interactions/post
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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!

ES LIES LI ot s
LIES LIES i

s U ES LIES LI

sl : IES LIES R
T ES LIES LIt
, IES LIE s

=5 LIES i =
5 LTS L D -3 -

“Authenticity is critical
for the brand”



Truth #1: Truth & Trust

Active social
media users
investigate
companies and
then develop frust

Instead of peer
pressure, we buy
based on peer
frust

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 freated
as an after school
project

- A planis not a handful

of twenty-three-year @
olds in cubicles w
tweeting

« A plan has feedback
loops complete with
credible ways into
conversations

Brands that are benefiting from
social media are building fast-growing and engaged communities



Social Media & Retall

e Little more than half ,
the retail chains across | | Oh, crap |
the country are active
on social media

* Most retailers may
send a fweet or two a
week or post a picture
of a product to
Facebook

« But with no clear
infention behind the
messaging, its clear
they're still looking at
social media as a
necessary evil




Space Online Is Not Exclusive
Price-of-entry far easier than days of old

Online channels
from unlikely places
pose a serious threat
to retail brands

Rachael Ray
stealing market
share across the pet
food aisle

Girls Scouts not just
ouftside your store

BOGO Girl Scout Cookies
May 23, 2014 at 7:27 AM

In honor of Memorial Day Weekend,
give a soldier a gift they'll really love:
Girl Scout Cookies.

When you donate $4 to send a box of Girl Scout
Cookies to a soldier actively serving in all 5 branches

of the military, we'll give you one for free. -
', donateto ,
‘BOGO \
|
now, -




Meanwhile!
Anywhere. Anytime.

a |
Introducing | y ¥ \ ,

- 7/ y

———

W @Pampers b
Perfect! #AmazonCart ‘

[—

#AmazonCart: Add it Now. Buy it Later. Shop from within Twitter. #AmazonCart: Add it Now. Buy it Later. Shop from within Twitter.

One Touch Decision Making



Totally Cool,

Potential Game Changer

A

Shopping made simple

M - Simply say It or scan It — add items to your
shopping list from anywhere in your home.
SINTRODUCING

o a m a zo n ’ﬂ' ~C !A\ | . cEaa:z ::) .use for the whole family — everyone

- Add items as you go — shop effortlessly
throughout your day.
@ WATCH VIDEO

» Never forget an item again — Dash remembers
S0 you don't have to.

Turning Shelves [
Info Showrooms?




What's Are The Common
Denominatorse




Be Storytellers

Effective social media is about
INg your story in compelling ways.
IS also about having a strategy, o
an and the tools to gain traction




Social Media Landscape

« For the maqjority of
brands today, Likes,
Shares, and Retweefs
are seen as the
primary measure of
social media
performance

« These scores cannot —
show you how to —
connect your brand’s .
message more Quantlty
strongly with
audiences

54



Social Media Intelligence
Delivered As A Dashboard

Scope | Brand: H&S M

* Filter (0)

Conversations @

596

V-2%

more

Sentiment @

I = positive (7.4%)
5 Neutral (71.3%)
* Negative (21.3%)

Conversation Drivers @

Audience Demographic @

7S

Posts @

1,820
v-32%

Engagement Rate @

33%

Combined ‘

Interactions @

43,406
¥-45%

more

Reach @

33,595
¥-43%

Audience Geographic @

Audience

02 [ |

Mentions @

0
0%

Density @

71.2
¥-45%

more

Time | Last 30days (Mar 5,2014- ¥ ]
Apr3, . ‘ Apply ‘

Activity Volume @

= YouTube =FB = FB Page

6,480
5,832
5,184
4,536
3,888
3,240
2,592
1,944
1,296
648
0 -
03-05 03-10 03-15 03-20 03-25 03-30

Activity Breakdown @

= FB = YouTube

- FB Page

Does not measure the value of outbound brand content 55



Social Narrative:
What Can The Avengers
Teach Us About Social Media?¢

94 VENGERS p




Marvel movies and TV shows each work on their own, but

also serve to advance a larger brand narrative

Jotunheim nvades Midgard)/Earth ° Tony Stark s kidnapped by the Ten Rings. C)

(Tonsberg. Norway). Ddin defeats Laufey invents a miniaturized Arc Reactor to keep
and the Jotuns and captures the Casket shrapnel out of his heart and the Iron Man Jane Foster
of Ancient Winters (THOR) unveils the first Arc Mark | armor to escape (/RON MAN)

Reactor (IRON MAN)

Banner vi

old lab

Tony discovers
Howard's

Johann Schimidt nvades ‘— e i o
Tonsberg, Norway and steals the Banner “Hulks" out at (RONMAN) 1EL.D. builds crater
Tesseract (CAPTAIN AMERICA: a bottling plant while | NN £ base camp (THOR)
THE FIRST AVENGER) chased by General Ross

and Emil Blonskyin | ~

Rochina, Rio de Janeiro to Tony (IRON MAN 2)

Captain America defeats oulson debriefs units
Johann Schmidt (The Red Roswell: SHIELD.

(THE INCREDIBLE HULK)
Aft tched mission involving a Hammer d shina
Skull) and crashes the C r} er a botcl sld_n ission involving a Hamme O Tony (Nark V) and @ JOTUNHEN: O clean: ushing
suborbital bomber into the Industries prototype. General Ross is confronted

P Meadows. NY
p pledmond Rhodey (Mark Il) battle saves Thor and pals
ctic. (CAPTAIN AMERLC by IRON MAN 2- PUBLIC IDENTITY) =
Arctic (CAPTAIN AMERICA: oot on (VS SREE AT at Tony Stark's Malibu n Jotunheim. Thor
THE FIRST AVENGER) Mansion (IRON MAN 2) is banished to Earth
(THOR)

1000 years BIM
500 years BIM
B7 years BIM
B4 years BIM
45 years BIM
5 years BIM
8 ma BIM
1/2 day AIM
NIGHT 4

Bruce Banner is
bombarded with
| gamma radiation.

Howard Stark works changes into the Hulk Ty ol
with Anton Vanko | o0d escapes (THE 7

(IRON MAN) @
onthe development | INCREDIBLE HULK) ““V:: o
of the Arc Reactor Iron Man battles ay - =
Odin leaves Steve Rogers becomes (IRON AN 2) the Iron Monger on
e Tessiract Project: Rebirth's first the Howard Stark :
ﬁ on Farth and only successful Memorial Freeway Tony is attacked by lvan Vankas

super-soldier (IRON MAN) Whiplash suit at the Monaco
(CAPTAIN AMERIC e Historical Grand Prix and

THE FIRST AVENGER) defeats him by using the Mark V

C) “suitcase suit” (IRON NAN 2)

Nick Fury approaches
Tony Stark about the
Avengers Initiati

Tony builds Mark ¥
Iron Man an
Machine sav
Expo (IRON MAN 2)

BIM = Before Tony Stark declares “l am Iron Man” AIM = After Tony Stark declares “| am Iron Man”



Conversations @ Posts @
193 205
V-16% V-19%
more more
(2} Ej 1t Rate

‘ B Positive (35.9%)

=
=2 94%

Let's Look At Two Brands...

Publix.

Interactions @

3,675
v-28%

Reach ©

70,260
V-14%

Mentions @

0
0%

Density @

504.0
V-16%

Activity Volume @

= YouTube = FB Page

0;
03-10 03-14 03-18 03-22 03-26 03-30 04-03

WHOLE
FOODS

Conversations @ Posts @
A20% A 19%
more more
it @ Rate
©

1 Positive (25.9%)
S 0 Newal 69.8%)

W Negative (4.3%)

P

107%

M A R K E T

Interactions @

WA
A20%

Reach @

14,178
V-40%

Mentions @

0
0%

Density @

441
V-37%

Activity Volume @

- FB Page = Instagram

0;
03-10 03-14 03-18 03-22 03-26 03-30 04-03



Story Scores

Publix. WH@LE

71 78



WH?)LE
Social Brand Narrative FOODS

BB B 8 B8 B

4,346 44,012 4,307 4,754 4,255 4,164 73,666

3500

2500

2000

fa e z :

= = = =

o (=] o <
| Delight & Nourish B Misc. = Healthy Eating Suppliers
B Sustainability | Discount/Coupon ) Twitter Chats m Dark Rye

. Team Members B Local/Global Community _ Store Event



Key Social Media Insights

Social Mediq, Personal Care & Wellness

e Your customers are
online, highly
engaged and
driving bbrands

« Selfies as sharing is
a trend that is here
to stay

« Quality content
drives engagement

Brands with relevant
social media plans will
connect, gain loyalty
and win

Create online
environments that
encourage sharing

Be authentic, inform
and always add value



;.,z & :
=) '__ g Sharing
: compelling

shonng = stories
V v ' ', A 4




Use These Insights

1. You have
something

interesting to say 3 \
2. Leverage your - » \
unigqueness ' s
3. Create asocial ey
media plan with a |

detailed editorial
calendar

4. Be highly visual

Engaging, ongoing
brand narrative

(11| Tube @




5. Be Where Your Customers Are




Leverage Yéur Cre:

6. Team up with partners

— Social partnering adds
value to your brand

— Work with retailers

. Take advantage of social
iIntelligence tools like
StoryScore

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

v

¥ Always Be Building Brand!




Thank Youl

There will be no test...

Brand Story
Chorus Score™

www.brandchorus.com




