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Editorial

Brands are socially constructed objective
realities. Brands get built through expe-
riences, through people accepting them
and making them part of the fabric of their
lives.

This process of building strong brands is very
personal and also very social.

Today, one of the most important strengths
of a brand is its social currency, the extent to
which people share the brand or information
about the brand with others as part of their
everyday social lives.

| have been studying brands for the last
twenty years. During this time, there has
been significant progress in understanding
why brands are important and how brands
become important drivers of innovation and
growth.

There has been significant progress in the
development of financial frameworks to
monetize and measure the value of brands,
legal frameworks to protect brands, and a
host of managerial approaches to build,
grow, nurture and manage brands.

However, nothing has prepared us to deal
with today’s revolution in building strong
brands. The rapid evolution of the Internet
and, in particular, the rise of the social



of media, technologies and networks not
only changes our lives, it irrevocably
changes how brands are built.

I am pleased to present, on behalf of Vivaldi
Partners and the many talented people who
work in our company, this study of the
power of social currency in building strong
brands.

For the first time, we deconstruct social
currency. We find that social currency is not
just about conversation, buzz or community.
Itis all this and much more. We find that it
does not impact every brand equally. We
find that certain levers of social currency are
more important than others in driving value
for companies.

"Erich Jo

I am convinced that this study sheds new
light on the complex and difficult under-
taking of building strong brands today.

I hope that our work will stimulate thoughts
and more research, encourage new and
better practices in business, and lead the
way into an exciting future of creating value
for companies.

7 thede Ao

imsthaler, PhD
Founder and CEO
Vivaldi Partners
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Executive Summary

B Social currency is the extent to which people share the brand or information about the brand
as part of their everyday social lives at work or at home.

B Our study shows that social currency significantly drives brand loyalty. Moreover, brands
with a high social currency command a price premium.

B Social currency is a means, not the end; nor is it just about buzz or conversation. Rather it is
about creating meaningful experiences around the brand.

B Which of the six levers on the left are key to effectively create social currency varies between
categories and their specific customer, consumer, and competitive context.

B The successful brands in our study strive to be an integral part of people’s daily lives by
enabling them to connect, interact, and benefit from like-minded brand users.

B The good news: the study shows that a set of key principles emerge that help companies to
build, nurture and manage social currency and create value.
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Brands represent significant assets for
companies. The strength of brands is closely
linked to several well-known asset
dimensions that drive the relationships with
customers or consumers.

Because of the increasing social nature of
Internet and mobile technologies,
consumers, and customers adopt these
technologies and platforms and integrate
them into their daily life routines and
contexts. This also changes how they
interact in all parts of life with people,
products, brands, and businesses.



Hence, all companies need to learn how to
make their brands more social, and how to
interact in new ways with their customers. In
short, they need to develop social currency.

Having social currency increases a brand’s
engagement with consumers and interaction
with customers, it grants access to
information and knowledge, it helps
companies to create unique brand identities,
and it develops permission to interact with
consumers or customers. In today’s age,
building social currency is probably the most
important investment companies can make
to create value for themselves. Consumers
and customers will benefit as well as they
increasingly participate in social platforms,
and use social technologies.

PHOTOGRAPHY BY NASA

In order to manage social currency, com-
panies must adopt new approaches and
tools. If the traditional model of brand
marketing was centered around the key
principles of positioning, targeting, and
messaging, the model of building social
currency is centered on interaction, colla-
boration, conversation, and co-creation. If
brands used to be built through creating
mindshare, the new model of building social
currency is about creating share of daily
life.

Companies who adopt the new processes
and tools in building social currency will
prosper in today’s age of digital and social
revolution and have a chance of creating
new levels of business performance.
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Social currency of a brand develops organ-
ically in the network of people — consumers,
customers, suppliers, partners.

Social currency is not a communications
approach, it is an experiential concept. It
develops from experiences that consumers
have in the context of their daily life.

Hence, context matters. Understanding
social currency requires to understand how
the context of daily life changes and
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increasingly covers the range of experiences
on how consumers interact with brands,
products and companies from traditional to
digital experiences.

Social Currency is neither a product feature,
nor a communications or PR campaign that
is completely managed by any one company.

From this perspective, social currency is a
far more delicate asset to build, nurture and
maintain than brand equity. Traditional
brand management has been a successful
driver for many brands. Many of the Top
1000 global brands have grown over the last
twenty years. All these brands derive
strength from deep relationships and
interactions with customers or consumers,



and by that, social currency is not a new
phenomenon. Brand building has always
been about establishing deep relationships
with customers or consumers and share
their experiences with friends and peers —
their everyday social environment.

However, especially with the development of
social platforms on the Internet, which has
become a major sharing and connecting
point, social currency has become a real
source of strength for many brands.

Just as major services like Facebook, Twitter,
or MySpace have become means for
everyday personal exchange, brands have
grown in that space as information and
experiences about brands are being shared.
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Many of these social media sites are actively
used today by major brands to strengthen
customer service, introduce or co-create
new products and entertain people.

In addition, there are thousands of small
networks, forums and blogs that are not
steered by the brands themselves, but still
are important in creating social currency.

Today, building of social currency takes
many forms, some of them being supported
by digital applications, others are non-
digital experiences in the daily life of con-
sumers. Some experiences are supported by
applications and tools of companies and
others are self-created by customers and
consumers.



Social currency represents a shared asset of
consumers and company-owned brands. It
originates from interaction between customers
and consumers.

However, companies can stimulate the creation

of social currency through means that cultivate

a sense of community, strengthen consumer

interaction and provide value to the com-

munity. When done credibly brands earn trust Brand
and can grow into an integral, almost symbiotic

role in customers’ lives.

Consumer



Our study shows that social currency
significantly impacts different aspects of brand
performance:

1. Across categories and brands, 53% of
consumers’ brand loyalty can be explained
by social currency.

2. Users of brands with high social currency
show a significantly higher willingness to
pay a price premium (correlation=0.73).

Brand

Price
Premium



Affiliation @ ak’ :
What share of your users has a E
sense of community? @ amazon

AFFILI,

IDENTITY

Identity

How many of your users can
identify with other users?

INFORMATION

ADVO

Information CLINIQUE

How many feel they exchange

fruitful information with others? @ @_2"3-
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Conversation

What share of your brand users
recognizes and stirs buzz?

ATION

CONVERSATION

Utility
How many derive value from

interacting with other users?

UTILITY

CACY
. Advocacy
- How many act as disciples and
. stand up for your brand?

Source: Vivaldi Partners social currency survey December 2009, Exemplary results for selected brands and categories

@ jetBlue
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How social
currency
creates value
in categories

Impact of social currency levers on
brand loyalty within selected categories

AUTOMOTIVE (VOLUME)
AIRLINES

BEER

2 SKIN CARE

= FAST FOOD
SPORTSWEAR

ONLINE RETAIL
CONSUMER IT

B2B TECH

¥

PHOTOGRAPHY BY PHILLIE CASABLANCA/FLICKR
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Source: Vivaldi Partners Research based on regression analyses of brand loyalty on social currency levers



If you agree with some of the following
statements, it is very likely that social

currency is an important driver for your
business and brand.

1.

Some of your customers or consumers
proactively talk about your products and
services with others. By engaging in
these conversations, you can stimulate
further conversations and discussions
by for example providing additional
talking points, perspectives and points
of view.

. The social exchange with others

involving your brand is an integral part
of peoples’ lives. This exchange
provides an opportunity for you to build
invaluable utility for customers or
consumers by helping them to increase
their own social relevance, for example.

. Customers or consumers are willing to

tell others about your brand or
recommend it further. This advocacy for
your brand is one of the key value
drivers.

. The more information customers or
consumers have about your product or
service, the more likely they develop
preferences for your brand or business.
By helping consumers to become
“knowledgeable,” you empower them to
share their knowledge with others.

»SOCTAL CURRENCY IS
LIKE A GOOD JOKE [..]
USING CONTENT [..] IN
ORDER TO LUBRICATE A
SOCIAL OCCASION«

RUSS KLEIN

Customers or consumers
develop a strong sense of
identity and an ability to express
themselves to others by using your



brand. You can create value for your
brand and business by reinforcing the
identity-driving elements of your brand.

6. The value of your brand is closely related
to the affiliation and sense of com-
munity it creates among other like-
minded people. You can create value
by promoting the community and

:;‘;':;zie SWHERE IN THE LATE
S 17005 1T WAS MIRRORS,

e, NATLS AND BUTTONS -

IN THE 21ST CENTURY
THE SHINY OBJECTS ARE
ORI ACCESS, ENTERTAINMENT
a social AND KUDOS«

strategy. If
you can affir-
matively respond to three or more of the six

All brands
and busi-

MARK SAGE

statements, your opportunities for building
value through social currency are
enormous.

If you would agree on less statements, you
must carefully evaluate the hidden potential
of social currency for your brand and
business. You might choose to focus on just
one or two levers of social currency.

'
PHOTOGRAPHY BY TIBCHRIS/FLICKR



How jetBlue
enables a
strong sense of
community



AIRLINES: SOCIAL POTENTIAL IS TAPPED RARELY

CHART 1 CHART 2

jEtBlue “l could rely on this brand to solve
AIRWAYS' any problems”

Sense of community

s 61%

Trust in brand jetBlue

E——84% T

0% 10%20%30%40%50%60%70%80%90%

Source: Vivaldi Partners social currency survey, Average Top2-Box-Scores on a 5 point scale across beer category
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AIRLINES

CATEGORY RANKING

Brand Social Currency
JETBLUE 65%
VIRGIN 8%
SOUTHWEST %
CONTINENTAL 53%
AMERICAN AIRLINES 48%
UNITED
DELTA

Ul

W[ U
NN IS
SIS

SOCIAL CURRENCY MAP

high

jetBlue

AIRWAYS

BRAND LOYALTY

SOCIAL CURRENCY high




SOCIAL CURRENCY LEVERS

Affiliation Conversation Advocacy Information Identity
67% 72% 75% 55% 69%
57% 62% 63% 57% 57%
50% 64% 72% 44% 53%
52% 55% 69% 45% 59%
49% 48% 53% 47% 52%
41% 41% 49% 42% 44%
41% 41% 41% 33% 40%

BRAND PERFORMANCE INDICATORS

AMERICAN
CONTINENTAL
SOUTHWEST
JETBLUE

Quality Perception 50

AMERICAN
CONTINENTAL
DELTA
SOUTHWEST
VIRGIN

o
o
\e]
o

Brand Trust 50

AMERICAN
SOUTHWEST

Recommendation 50

Source: Vivaldi Partners social currency survey, Top2-Box-Scores on a 5 point scale



How social

currency sets
premium brands
further apart



AUTOMOTIVE: VOLUME CAR BRANDS COMPETE ON SOCIAL

CHART 1 CHART 2

“Through other users of this brand Identity Affiliation

| get valuable information”
48% 37%

Lo Pae

Source: Vivaldi Partners social currency survey, US Pre-Recall (December 2009) and Post-Recall (February 2010), Top2-Box-Scores on a 5 point scale
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How Toyota
suffered from

the gas pedal
recall




Toyota faced challenges in accessing these
value drivers in an American market; it had
to compete against Ford’s clear Americana
association or the exclusivity offers of luxury
brands such as BMW or Ferrari.

Against these challenges, Toyota managed
to provide a large share of their owner-base
with a brand experience that successfully
made them identify with and feel united to
other Toyota owners. They earned social
currency - an effort which served as a
safeguard against competition from other
Asian makes.

However, now, after the recall, Toyota faces
a relatively worse decline in providing social

Very good quality
Reliability

Affiliation (with other drivers)
|dentity (through other drivers)

benefits than the erosion of its quality
image.

Fewer Toyota owners draw

value from being a member

of the Toyota community

now. Moreover, less than a

third would want to identify themselves
with other Toyota owners — a drop of 19%!

This clearly raises another issue on the CEO
agenda: For Toyota, renovating its brand’s
social currency will be just as crucial as
returning to six-sigma standards in
production.



AUTOMOITIVE

CATEGORY RANKING

# Brand Social Currency

BMW 69%

MERCEDES 68%

LEXUS 66%

HONDA 54%

TOYOTA* A

FORD 44%

* Data presented in the tables on this page prior to re-call 2009/10

SOCIAL CURRENCY MAP

high

BRAND LOYALTY

SOCIAL CURRENCY high




SOCIAL CURRENCY LEVERS

Affiliation Conversation Utility Advocacy Information Identity

65% 81% 59% 77% 65% 70%
60% 76% 57% 81% 62% 72%
63% 75% 53% 76% 66% 65%
42% 67% 41% 75% 48% 52%
29% 66% 29% 69% 29% 4,6%

37% 490/0 33% 46% 48% 48%

BRAND PERFORMANCE INDICATORS

LEXUS
BMW
HONDA
MERCEDES
TOYOTA

Quality Perception 50

O
o

MERCEDES

Brand Trust 50

MERCEDES
TOYOTA
LEXUS

BMW
HONDA

Recommendation 50

Source: Vivaldi Partners social currency survey, Top2-Box-Scores on a 5 point scale



Why Dig beer
brands carry a
social handicap




BEER: STRONG POTENTIAL, BUT UNFOCUSED ENERGY

CHART 1 CHART 2

Quality Trust “I feel a connection to other users

f this brand”
89% 86% (0] IS Dran _IW_ SAM[JEL
GUINNESS

ADAMS

Source: Vivaldi Partners social currency survey, Average Top2-Box-Scores on a 5 point scale across beer category
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CATEGORY RANKING

Brand Social Currency
SAM ADAMS
GUINNESS 51%
HEINEKEN %
BUDWEISER %
COORS 36%
CORONA
MILLER 28%

53%
| s
| 6%
| 8%

SOCIAL CURRENCY MAP

high

* HeinGUINNESS S

BRAND LOYALTY

SOCIAL CURRENCY high




SOCIAL CURRENCY LEVERS

Affiliation Conversation Advocacy Information Identity

47% 57% 66% 45% 55%

50% 55% 59% 48% 51%
46% 54% 60% 38% 46%
45% 48% 54% 35% 46%
33% 39% 41% 28% 44%
28% 38% 44% 29% 37%
28% 26% 44% 23% 36%

BRAND PERFORMANCE INDICATORS

CORONA

Quality Perception 50

HEINEKEN
GUINNESS
CORONA
SAM ADAMS
BUDWEISER

Brand Trust 50

HEINEKEN
SAM ADAMS
GUINNESS
BUDWEISER

Recommendation 50

Source: Vivaldi Partners social currency survey, Top2-Box-Scores on a 5 point scale



Why buzz alone
will not build
social currency



FAST FOOD: BUZZ DOES NOT EQUAL SOCIAL CURRENCY

CHART 1 CHART 2

Social Cu"'ency Scores “Through other users of this brand | get
to learn something new”
ING 'g"

20%

44%

10% 20% 30% 40% 50%

Source: Vivaldi Partners social currency survey, Average Top2-Box-Scores on a 5 point scale across beer category
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rAST FOOD

CATEGORY RANKING

# Brand Social Currency
1 DUNKIN* DONUTS %

2 STARBUCKS 2%

3 KFC %

4 WENDY*S A
5
6
/
8

PIZZA HUT
TACO BELL 28%

MCDONALD'‘S 23%
BURGER KING 21%

| %
| 28%
| 23% |
v

SOCIAL CURRENCY MAP

high

BRAND LOYALTY

SOCIAL CURRENCY high




SOCIAL CURRENCY LEVERS

Affiliation Conversation Utility Advocacy Information Identity
40% 50% 33% 60% 33% 47%
53% 45% 31% 48% 35% 43%
25% 38% 19% 45% 23% 31%
25% 30% 20% 44% 24% 35%
26% 37% 15% 46% 19% 35%
22% 37% 18% 44% 18% 28%
18% 29% 15% 29% 17% 29%
16% 24% 16% 24% 19% 24%

BRAND PERFORMANCE INDICATORS

TACO BELL
MCDONALD‘S
BURGER KING
PIZZA HUT
KFC

© STARBUCKS
DUNKIN®

oo WENDY‘S

Quality Perception 50

O
o

STARBUCKS
PIZZA HUT
TACO BELL
MCDONALD‘S
WENDY‘S

KFC

o
o
~
o
\e]
o

Brand Trust 50

TACO BELL
MCDONALD‘S
BURGER KING
STARBUCKS
PIZZA HUT
KFC

WENDY‘S
DUNKIN

o

o
~

o

Recommendation 50

Source: Vivaldi Partners social currency survey, Top2-Box-Scores on a 5 point scale



Why women love
sharing their
thoughts on
Clinique



SKIN CARE: BRANDS AS PLATFORMS FOR ENGAGEMENT

CHART 1 CHART 2

Gillette “l can identify myself well with

Satisfied with brand other users of this brand”

S—— 9%

Do share experience m

BT

0% 30% 40% 50% 60% 70% 80% 90%10

Source: Vivaldi Partners social currency survey, US Pre-Recall (December 2009) and Post-Recall (February 2010), Top2-Box-Scores on a 5 point scale
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SKIN CARE

CATEGORY RANKING

# Brand

CLINIQUE

Social Currency

42%

AXE

370/0

AVON

37%

DOVE

29%

NIVEA

23%

GILLETTE

17%

SOCIAL CURRENCY

high

MAP

BRAND LOYALTY

SOCIAL CURRENCY high




SOCIAL CURRENCY LEVERS

Affiliation Conversation Utility Advocacy Information Identity

30% 51% 32% 57% 35% 48%
25% 39% 30% 49% 33% 46%
30% 41% 28% 44% 37% 41%

18% 36% 20% 4,6% 22% 33%
14% 28% 16% 41% 15% 25%
7% 19% 11% 29% 14% 22%

BRAND PERFORMANCE INDICATORS

GILLETTE
CLINIQUE

DOVE

AXE

Quality Perception 50

CLINIQUE

Brand Trust 50

GILLETTE
CLINIQUE

Recommendation 50

Source: Vivaldi Partners social currency survey, Top2-Box-Scores on a 5 point scale



The sportswear
quest for daily
Iife relevance




SPORTSWEAR: BRAND FOCUS IMPACTS SOCIAL CURRENCY

CHART 1 CHART 2

Social Currency Scores pnm‘n}/

Identification with other users
—  um meeessmmm 60%

Affiliation with other users

R s %

0% 10% 20% 30% 40% 50% 60% 70%

Source: Vivaldi Partners social currency survey, Top2-Box-Scores on a 5 point scale 43



SPORTSWEAR

INDUSTRY RANKING

# Brand

PUMA

SKETCHERS

ADIDAS

REEBOK

NIKE

NEW BALANCE

SOCIAL

high

BRAND LOYALTY

Social Currency
50%
38%
38%
34%
30%
29%

CURRENCY MAP

SOCIAL CURRENCY high




SOCIAL CURRENCY LEVERS

Affiliation Conversation Utility Advocacy Information Identity

45% 47% 45% 57% 47% 60%
27% 43% 30% 54% 33% 43%
29% 41% 32% 47% 28% 49%
27% 43% 22% 53% 26% 35%
21% 31% 25% 36% 26% 38%

21% 37% 23% 45% 16% 31%

BRAND PERFORMANCE INDICATORS

SKETCHERS
N. BALANCE
ADIDAS

NIKE
REEBOK

Quality Perception 50

O
o

NIKE

N. BALANCE
SKETCHERS
PUMA
REEBOK
ADIDAS

Brand Trust 50

(o]
o
o

SKETCHERS

PUMA
o N.BALANCE

S ADIDAS

Recommendation 50

Source: Vivaldi Partners social currency survey, Top2-Box-Scores on a 5 point scale



Why Amazon is a
retail success
but no social
star




ONLINE RETATIL: SOCIAL VALUE STEMS FROM INTERACTION

CHART 1 CHART 2

Brand users that feel like “Through other users of this brand
being part of a community | get to learn something new or fun”

anagon 3 1% |
eb’Y 4% €

0% 10% 20% 30% 40% 50%

Source: Vivaldi Partners social currency survey, US Pre-Recall (December 2009) and Post-Recall (February 2010), Top2-Box-Scores on a 5 point scale
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ONLINE RETAIL

CATEGORY RANKING

# Brand Social Currency

1 ITUNES 53%
2 EBAY 50%
3 AMAZON 42%

SOCIAL CURRENCY MAP

high

P

amazoncor..
~—

BRAND LOYALTY

SOCIAL CURRENCY high




SOCIAL CURRENCY LEVERS

Affiliation Conversation Utility Advocacy Information Identity

45% 62% 43% 61% 55% 51%
49% 51% 35% 60% 58% 50%
27% 56% 32% 51% 47% 41%

BRAND PERFORMANCE INDICATORS

Quality Perception 50 6o 7o & g0 00

AMAZON

Brand Trust 50 6o 7o 8 90 00

AMAZON
ITUNES

Recommendation 5o 6o 7o & ee 0

Source: Vivaldi Partners social currency survey, Top2-Box-Scores on a 5 point scale



How today’s
titans fight
for social
currency




CONSUMER IT: MERE USAGE DOES NOT BREED SOCIAL VALUE

CHART 1 CHART 2

Social Currency Scores “| often talk about this brand”

Google

@ @ Google

Source: Vivaldi Partners social currency survey, Top2-Box-Scores on a 5 point scale

51



CONSUMER 1T

INDUSTRY RANKING

# Brand Social Currency

1 APPLE 63%
2 MICROSOFT 41%
3 GOOGLE 38%

SOCIAL CURRENCY MAP

high

BRAND LOYALTY

SOCIAL CURRENCY high




SOCIAL CURRENCY LEVERS

Affiliation Conversation Utility Advocacy Information Identity

56% 77% 52% 64% 64% 65%

31% 43% 44% 42% 49% 40%
31% 47% 31% 38% 49% 35%

BRAND PERFORMANCE INDICATORS

MICROSOFT

Quality Perception 50 6o 7o & e a0

MICROSOFT
APPLE
GOOGLE

@
Q
=
o
-]
-
[
(%]
-~

MICROSOFT
GOOGLE

Recommendation 5o 6o 7o & e 0

Source: Vivaldi Partners social currency survey, Top2-Box-Scores on a 5 point scale



How even BZB
brands are
competing on
social grounds



B2B TECH: GIANTS THAT CREATE SOCIAL RELEVANCE

CHART 1 CHART 2

Social Currency Scores W

ORACLE W Positive conversation 43 %
[

@ @ Brand Advocacy 47%

0% 10% 20% 30% 40% 50%

Source: Vivaldi Partners social currency survey, Top2-Box-Scores on a 5 point scale
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B2B TECH

CATEGORY RANKING

# Brand Social Currency

1 ORACLE 61%

2 SAP 50%

3 IBM 47%

4 CISCO 43%

5 HEWLETT-PACKARD 40%

SOCIAL CURRENCY MAP

high

BRAND LOYALTY

SOCIAL CURRENCY high




SOCIAL CURRENCY LEVERS

Affiliation Conversation Utility Advocacy Information Identity

65% 57% 63% 55% 67% 62%
48% 53% 50% 47% 52% 47%
44% 48% 44% 45% 55% 46%
29% 39% 49% 43% 51% 45%

29% 47% 37% 51% 42% 33%

BRAND PERFORMANCE INDICATORS

HP
IBM
ORACLE

Quality Perception 50

O
o

o
< o
) T

Brand Trust 50 6o 7o 8 90 00

==

o
ox =

Recommendation 5o 6o 7o & ee 0

Source: Vivaldi Partners social currency survey, Top2-Box-Scores on a 5 point scale



Brands need social currency. Social
currency is an enormously important issue
for any business or strong brand, today.

It creates value through differentiation and
increased relevance and it adds value
beyond the product, namely the context of
the daily life of people.

Our research shows that the use of social
media, networks, and technologies in
managing private lives, careers, hobbies
and personal interests, as well as lives at
work is accelerating at a rapid pace.

Marketers must understand how people
engage with these new ways of connecting,
collaborating, and co-creating. These new
ways change the way consumers make
choices about brands and businesses.
Consumers proactively engage in certain
conversations about brands and their lives,
they choose to advocate and recommend
certain brands over others, and they identify
and bond with brands more deliberately.

Our research identifies the relative impor-
tance of six levers of social currency that
contribute most to building strong brands
and connecting them with people. The
importance of these levers differs greatly
depending on a host of important factors
such as the type of industry, the nature of
competition and brand strength.

It is imperative to marketers to build a social
currency strategy that takes into con-
sideration their specific business and brand
situation. Our research shows that a value-
creating program involves a carefully de-
signed mix of digital (or social media)
efforts, online experiences in networks,
traditional brand-building, and even product
development efforts.

Today’s digital technologies open up new
and enormously exciting opportunities for
building social currency. While there has
been a plethora of experimentation over the
years, it is clear that we have merely
scratched the tip of the iceberg. As tech-
nologies evolve, new ways will emerge of
how social currency can be built over time.

The big conundrum for marketers is that in
an online world, brands are far more broadly



and proactively discussed than ever imag-
ined. As these conversations are often
beyond the direct influence or control of a
company, marketers must find innovative
and creative ways to thoughtfully leverage
these independent brand conversation and
act credibly in the digital arena.

While the task of building social currency
appears daunting, there is good news. Our
experience shows that social currency can
be managed following a structured ap-
proach, that is supported through proven
and dedicated tools from gaining insights to
providing a unique brand experience.

»Marketing leaders
should identify whether
their brand has such
currency, invest more
in building strong con-
nections between cus-

tomers and the brand«

FORRESTER




There are four crucial steps for building,
nurturing and managing social currency:

STEP ONE. Understand the buyers’
ecosystem. It is important to comprehen-
sively know how people set daily goals or
life goals, the processes they engage in to
achieve the goals, the products and services
they use, and how they interact with brands.
Social technologies and networks play an
increasingly important role in this context.
People proactively participate, they connect,
co-create, share, chat, and collaborate to
solve the challenges and issues in the
context of their daily life.

STEP TWO. Determine the levers of social
currency that drive value in the industry or
category. It is important to assess and
evaluate the permission and power of social
currency within the category or industry. It is
necessary to understand in what social
episodes and context the brand plays a role
and what specific social benefit it generates.
Competitive efforts matter as well, as our
study shows. The degree to which
consumers choose to give a brand
permission to be part of their social life is
relative to competitors’ effort and success.



»YOUTH DON’T CARE
[F IT°S TECHNOLOGY,

SOCIAL MEDIA OR A
PACKET OF CIGARETTES
AS LONG
AS IT DELIVERS
SOCIAL CURRENCY«

GRAHAM BROWN

STEP THREE. Define the social currency
strategy. This involves first and foremost
deciding what levers of social currency will
create value for a company or brand.
Strategy is about making trade-offs and
hence it is important to choose wisely and
define the activities that contribute to value
creation through social currency.

STEP FOUR. Develop and execute social
currency programs that drive value. This
requires establishing a program that mixes
digital and social technologies and
traditional brand-building activities. In

choosing, it is important to take into
consideration that there is no single lever
that drives social currency but it is the
unique combination of levers activated
through brilliant executions that makes for
successful social currency building.

Social currency can be managed. We don’t
agree with the conventional wisdom that
customers or consumers are in charge. Our
research shows that people embrace com-
panies to help them solve their issues and
challenges in daily life.

They like marketers to provide them with
meaningful solutions to take care of the
problems, challenges and routine tasks of
life.

In order to address these challenges,
companies need to embrace social tech-
nologies, networks and media not merely as
a means of marketing or communicating to
consumers but as a way of doing business.
Companies need to reengineer their pro-
cesses and systems inside their organi-
zation based on a view from the outside-in —
how people interact with brands in today’s
context of social networks, media and
technologies.



Building social currency is establishing an
operating mindset in an organization that
changes how a company formulates a
strategy, how it structures its organization,
and how it organizes its value-creating
processes around a common vision; a vision
of how a company or brands interact to
solve daily or life challenges and delivers
against goals of consumers or customers
given their ecosystem.

It also will require companies to change how
they operate and choose to interact with
consumers or customers. It will require
establishing a company culture around
consumers’ ecosystem. It will require
defining new behaviors, and developing
people to deliver.

By adopting the four-step effort, companies
can decide whether they should invest in
social currency and how they can most
efficiently profit from their efforts in buil-
ding strong brands and connecting con-
sumers in meaningful and new ways.

As the chart on the opposite page illus-
trates, there are a host of measures to
address specific levers. How social a brand
experience gets depends already on basic
factors like a business’ strategy or cor-
responding objectives for the product road-
map, but of course it can also be affected by
smart communication activities. To really
excel, a thoroughly integrated set of tools
will be most rewarding — for both the brand
and its customers and consumers
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Conversation through

|joonurs Social Media
Dunkin’ Donuts runs

various social media

efforts. Many are directed =
on triggering exchange

with peers like the group

order idea »Dunkin’ Run «

Utility through
Events

Oracle’s annual gathering
Ll allows users to meet live
LGN with others from around

the globe »to network,
learn, and celebrate«
their own role as expert

Affiliation through
Product Design

Apple generated strong
affiliation amongst its
iPod user-base through
the eye-catching white
earphones and white
cable

Identity through
" Customer Clubs

Lufthansa’s top clientele
(»300k miles p.a.) gain
peer recognition thanks
to elite services (such as
Porsche-shuttling to the
plane or first row seating)



Thanks

The study of the power of social currency in
building strong brands is based on a joint re-
search initiative of Vivaldi Partners and Prof.

Johann Fiiller who is affiliated

with the University of Inns- ﬂ
bruck and MIT Sloan. Our

study has benefited greatly from a strong
academic foundation as well as from the

wealth of experiences of client executives.

MITSloan

MANAGEMENT

For the fieldwork we are indebted to our com-

petent survey partner, Lightspeed Research,
who carried out the online
field work in the U.S.A. in-
vestigating over 1,000 respondents in the
time frame of Dec 2009 and Jan 2010.

<=y lightspeed

RESEARCH

This study is part of a larger initiative bet-
ween a consortium of companies to under-
stand the power of social media and net-
works on building strong brands, on how to
connect with customers and consumers,
how to create breakthrough innovations and
new growth, and how to change companies
and create innovation cultures.

These companies include Fifth Season, a
global innovation boutique that produces
breakthrough experience innovation con-
cepts and E-Edge, a company /ifth season
that seeks to create winning  wE-Edge
innovation cultures in organi- @m
zations through management development,
and HYVE that specializes in innovation
management through online communities.
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