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Introduction

The weekend begins! You and your friends are going to drink something in a new bar. You put on the
new Adidas you bought and your jeans from Levis. At the bar you order a Heineken but then you’ll
notice that a girl next to you is making fun of the barkeepers while ordering her drink. Because well,
they serve Pepsi and no Coca Cola. Why does she choose for a specific brand? And the reason we
prefer such a brand as Coca Cola above Pepsi is even more interesting.

at Coca Cola with their campaign of “Sharing happiness” or Heineken with their international slogan ‘Open your world’. In the picture below you see how big their community is and how nicely they
interact and involve their community all over the world.

The main goal of this ebook is to help startups in the food industry with their community management, public relations strategy, interactive media and communication in the global village. We will
The topic of this ebook is brand experience in the food industry. “Brand experience is conceptualized explain every topic and chapter with examples from one brand. In the first chapter all examples are
as sensations, feelings, cognitions, and behavioral responses evoked by brand-related stimuli that from Coca Cola, the second chapter includes only examples from Starbucks, the third chapter is
are part of a brand’s design and identity, packaging, communications, and environments.” (J. Josko about Heineken and in the fourth chapter we will talk about Nestle. In the second part of the ebook
Brakus, Bernd H. Schmitt & Lia Zarantonello, May 2009). All the communications are based we use Oreo in chapter five, Kellogg’s in chapter six and McDonalds and Ben&Jerry’s in chapter
on emotions. The brand experience gets stronger when the brand is consistent and complete. These seven and eight.
two elements make the brand trustworthy and thereby customers remain loyal.
We choose different kinds of brands to show you and your business that every company is different
We choose to focus on the Food Industry, especially big brands. We write our ebook for startup’s and strategies can be customized to your own corporate identity. The following subjects are the guide
that operate in this industry and for those who want to become as big as for example Heineken or for this ebook: The influence of social media and digital networks on public relations, the basics of
Starbucks. The food brands are a good example for brand experience because food and drinks the network theory, the psychology of networking, network analysis and social media mapping, stakeare mostly consumed with others; friends, family or in public. When you have dinner in a restaurant, holder engagement, listening for organisations, ethical principles and Big Data and at last creating
drink a coffee on the street or open a bag of chips you will always experience a specific emotion. Big spreadabillity.
brands know how to influence this emotion and create a huge experience around their brand. Look
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1.1 INTRODUCTION
Coca Cola went from a magical liquid that cure
illness in 1886 to an ordinary sugary drink in
1999. Nowadays, people in more than 200
countries drink 1.9 billion servings every day according to the Coca Cola Company. Which
actions make this company the most valuable
in the world and how did Coca Cola become
successful?
Since two decades, our society has been in a
process of structural transformation. The emergence of Internet has made our society more
multidimensional with the importance of networking. Information and communication technologies became the center of all organisations to
create new social relationships. Coca Cola has
tried to take advantage of these online interactions between people trying to be close to its online and offline communities. The vision of Coca
Cola is “Think Local, Act Local “ which reflects
how Coca Cola turns out its strategy. It is not
only about selling its products, but it is also about
sharing experiences with its target audience.

connect with Coca Cola’s members. The results; over a thousand names, 998 millions impressions on Twitter; 235,000 Tweets from
111,000 fans using the #ShareaCoke (Website Coca Cola company). The company also
connects with its community to build co-creation
process and share emotions with them. This is all
about brand experience.
To be part of the daily lives of its customers Coca In this chapter you will understand the link beCola uses Social Media to deliver a message, tween public relations and digital networks. We
engage with consumers and let them experien- speak about the role of public relations when
ce the brand with pictures, stories and videos. you look at the reputation of an organisation, the
The example of “Share a Coke” shows that the influence of social media on public relations and
company uses public relations to build its image. even more important; the role of brand experienThe principle is that they personalize a bottle of ce to improve public relations.
Coca Cola with any name of any customer all
around the world and use the #Shareacoke to

1.1 THE INFLUENCE of SOCIAL MEDIA
on PUBIC RELATIONS
Social Media can not replace traditional media such as newspapers or magazines, because traditional media is still very important. Therefore, if you combine those two, it will be more powerful than
using social media or traditional media separately (Cicion, 2014). Since people can follow and
check the news by using their smartphones, tablets and others devices, there are new ways to find
out and read information. This means that individuals are now exposed to extra information through
social media, because everyone is creating and sharing their opinions about specific topics.
Being a public relations manager today means that you have to understand community management. You should adapt to this new way of building relations with the public by monitoring social
media platforms. Mathew Royse, who is author of Knowledge Enthusiast, the marketing communications manager for Forsythe Technology and contributor of Public Relations Daily, shows how social
media influences public relations:
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- Two-way conversation. To build a relationship online with the public, it is necessary to listen to them and give them the information
they’re asking for. Besides, public relations managers should interact with consumers by answering their questions and their suggestions into account.

- Organization hierarchy changes. The internal and external communications are almost even important and both applied in social
media. Stakeholders follow a brand on Facebook even as the marketing target group does; therefore internal communication is been
democratized with external communication.

- Digital communication. If a business has an effective social media
strategy, it will reach new audiences and connect them with customers or similar businesses. A company needs to know what the
public says about them online so they can improve their business. It
is also crucial to understand which monitor tool works the best for
your company, but we will explain this later on.

Your consumers will interact through social media platforms and these interactions will provide an online perception about the image of
your brand. By using digital communication especially by monitoring
social media tools, you will take advantage of your consumers communications in order to build a strategy and co-create with them. By
doing so, you will be able to build strong a relationship with them
which is the fundament of your business.

- Research. Public relations supervisors must know that clients
could be a source of innovation too, so let them appropriate tools
to co-create with you.
- Citizen journalism. The rise of citizen journalists could bring an
opportunity to be well-known online, so a company should build
good relationships with journalists and citizens to provide them resources and information when they requred it.
- Faster and more visible communication. Because we live in a social network and everybody can share their experiences, crises will
happen faster for huge organisations. A company need to communicate truthfully, honestly and constantly to make sure that their consumers remain loyal. Through public relations, companies must plan
to monitor and respond to consumers’ complaints in a reasonably
fast amount of time.
- Analytics. Social media can drive visitors to the company’s website.
The role of the public relations professional is to guide the consumer
to this website, knowing what visitors are up to and what actions will
lead them to the website. It could also be helpful to leverage segmentation tools on social media as a strategy to appeal new clients.

1.2 THE ROLE of PUBLIC RELATIONS to
BUILD BRAND REPUTATION
Public Relations is a strategic
communication process that
builds mutually beneficial relationship between organisation and their public (PRSA,
2012). However, with the
emergence of information and
communication technologies,
the notion of public relations
has moved more and more
in the direction of being a reputation-managing
function
within organisations. Indeed,
managing public relations has
become important for brands
because it can build brand
value, maintain brand vitality

and establish brand credibility.
It improves brand perception,
manages negative feelings and
informs the customer’s opinion
(Study realised in U.S in 1999).
Public Relations is owned by
the public. “What others say
about your brand is so much
more powerful than what you
can say about it yourself. That
is why publicity in general is
more powerful than advertising
” (White Fombun, 1996). The
public is empowered to communicate directly with a brand by
the emergence of social media
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through several platforms like Twitter, but more generally by social networks. Since consumers are more conscious of what and
how they consume, users create and search for information, gain
knowledge and make interpretations based on brand communication. That is the reason why brands are being “evangelized,
dismissed, measured and documented in real time” (Benyman,
2010). This process reviews the concept of network into a commonplace where interactions and feedback can be made about
brand reputation. These interactions provide values and power
of a brand to all the stakeholders, from its identity, functional and
emotional benefits, main message and final goal, to its reputation.
This helps a brand to be more efficient and trustworthy. Indeed,
most consumers hardly believe what they see in advertising but
attach more credibility to what is communicated through Public
Relations.
Coca Cola reviews its strategy by sharing experience with its sales forces through the campaign “Hug Me” created in Singapore in 2012. The company vending machine was set
up in the city to “ bring more happiness ” into the
lives of people anytime and everywhere. Every
time that the machine received a hug from
somebody, the person received a free
can of Coca Cola. Its slogan campaign: “Happiness is contagious.
The Coca-Cola Hug Machine is a simple idea to spread
some happiness,” explained
Leonardo O’Grady, Director of Coca-Cola
Company. This campaign generated 114
million of reactions on
Internet. In 3 days,

it reached over 5,000,000 people all around the world.
With this operation, Coca Cola creates brand value and maintains its brand identity. With it, Coca Cola put Public Relations
in the center of its strategy to improve its reputation and provide
a friend-family image, establishing an emotional connection between customers themselves and the brand.
But, there is no doubt that a good brand reputation is difficult to
achieve. You should be aware of all the risks that can cross your
way because social media expands reputation crisis. That is the
reason why, as a young professional of communication, you may
consider the online conversations between consumers who tend
to share interests and opinions through brand communities, but
also between consumers and your brand to understand the weaknesses and the strengths of your brand identity.
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1.3 THE EFFECT of
D I G I TA L B R A N D C O M M U N I T I E S
o n B R A N D R E P U TAT I O N
As we have said, your reputation is something that you would earn
over time and refers to perception of various audiences (Milewicz
and Herbig, 1994). Through social networks, individuals interact
with a lot of members characterized by different interests, purposes and social identities (Zaglia, 2013). These interests and
identities create people social identity. Through it, they often join
in sub-groups with a specific brand in its center (Woisetschlger,
Hartleb, & Blut, 2008).
Individuals satisfy several needs by participating in specialized
communities; thereby, the social network offers its members additional benefits and consequently, users’ loyalty towards the social
network rises (Zaglia, 2013).
Muniz and O’Guin (2001) introduce the concept of a brand community as ‘a specialized,
non-geographically bound community,
based on a structured set of social relationships among admirers of a
brand’. Through it, consumers
share their interest for a brand,
exchange information and
knowledge, or express their
affection for this specific
brand.
A brand community is
not a strategy to
promote a new
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product or increase sells. Instead, it is a business
strategy to serve the clients that have supported the brand. When individuals feel a sense
of belonging and also identify themselves with
the brand community, they can be classified as
brand community members emotionally connected to their communities (Zaglia, 2013).
One of the key motivational antecedents for
participating in a brand community is the sharing of members’ passion (Thomson, MacInnis,
& Park, 2005) for the brand and the field of
interest. This finding corresponds to the work of
Bhattacharya and Sen (2003), who argue
that identification with a brand leads to an enforced motivation for a stronger claim on this
brand. Another strong antecedent of participation in sub-groups is the willingness to learn
and improve skills (Dholakia, 2004) and the
social relation to others. Also the entertainment,
and enhancement of a social position (Zaglia,
2013).

to access unbelievable numbers of consumers, at
low costs, high speed and ease of applicability.
But, you will also have the possibility to directly correspond to the social network and enable
consumers to satisfy their needs by means of
brand community membership and also mind
concerns and suggestions as useful tools to receive social enhancement (Zaglia, 2013) and
manage your online reputation.

1.4 HOW BRAND EXPERIENCE
WILL CHANGE
P U B L I C R E L AT I O N S

Since the rise of trendy terms like brand journalism and content marketing, people have
been interested in getting into the story behind
a product and experience the brand. Specially
the experience of the brand has become very
important. As Pine & Gilmore posted in their
Brand Experience Model, brand experience
All in all, whereas your brand community mem- contributes to a positive internal and external
bers share opinions, interests and passion for opinion about a company. A positive brand
Members also join online communities to give your brand, they will build social consideration experience contributes to the top-of-mind povoice to their concerns. They see the fan page as about your brand online experience that would sition of the brand. So that means that people
know the brand, trust the brand and accept it
a channel to convey their concerns and opinions increase your online reputation directly.
before other brands.
to the management of their brand, and expect
to receive company recognition and acknowleA good example where brand experience is
dgment in return (Zaglia, 2013).
taken to the next level is the restaurant ‘Geschmackslabor’ (http://www.geschmackslabor.
Nowadays, adopting policies of transparency
com/catering/) in Bremerhaven in Germany.
which allow consumers to visualize and undersIn this restaurant you can create your own flatand company’s’ strategy, is the best way to build
vours in a sort of laboratory and add them to
a credible company. For this reason, supporting
your dish. The products and services of this
a brand community could give you the chance
restaurant are based on the idea to excite all

the consumers senses and make them part of the
experience. There is a lot of interaction and people escape a little bit from reality. There’s also an
educational aspect because people learn to combine different flavours in their food.
You can find brand experience everywhere, even
in the product and its packaging. Think of a virtual tour through a fast-food restaurant or the
new shopping experience in South Korea. Lots of
supermarkets were very busy and they decided to
add a virtual supermarket on the stations. People
can order their groceries online at the virtual shop
while they’re waiting for their train to come. Another good example of brand experience through
the packaging, is the concept of “share a Coke”
by Coca Cola that is mentioned in the introduction.
The strength of the experience may decrease if
it is not renewed sometimes. Innovation is key, so
it is very important for Public Relations professionals to continually invest in improving the brand
experience.
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1.5 CONCLUSION
Digital networks influence Public Relations by providing social networking sites such as Twitter, Facebook, Linkedin and so on, that enable individuals to share knowledge, opinions and emotions. Since
Public Relations builds brand value, maintains brand identity and establishes credibility. Individuals that are part of an online brand community can influence also the perception that people have about a
brand. With the emergence of social media platforms, individuals can communicate directly through it. That is the reason why you must manage digital networks.
Nowadays, it is not about selling products but about creating experiences with consumers with the purpose to create commitment and strong relationships with it by adding values in brand campaign.

LISTEN TO CONSUMERS
In the last ten years the rise of social media became a fact. We started using different kinds of social platforms to
connect with friends or join communities with the same interest to share our own ideas and opinions. The world became a little smaller. Because there was a shift in communication from traditional to digital media, the marketers also
needed a shift. Fast enough they started operating on different kinds of platforms because on these platforms they
were able to advertise to a specific target group for a very low price. This was the very first time social media users
were ‘attacked’ by the marketers.
Nowadays users are used to the big overload of advertisement on social media platforms. But there has been an
interesting movement; brands and companies are active on social platforms where everybody can start a conversation
about or with the brand. They are more vulnerable and can no longer only send their message into the world. Brands
appear as they do listen, they no longer use one-way communication and they do care about the opinion of their
consumers but most of the time this is not true at all. The brands who actually listen to their consumers or interact with
their community, they are the trend. How do you interact with your community? How do you get to know your consumers and even more important, what do they think about your company? The brands, companies and organizations
operating on social media who are really willing to get answers on these questions should take a look at the following
weak signals:

VISUAL
COMMUNICATION
We share everything we do by
using WhatsApp, social media
and snapchat. We use images
to explain ourselves, to share
the emotion we experienced
or we use informational images
to reinforce our text. We communicate with images, because
it’s faster and emotions are better understood. The emotional
power of using images is more
memorable than communication by text.

MONITORING
As a company you need to monitor the Internet and (especially) social media to see if the public is talking about your products or services. There are a lot of monitoring tools who search for the hashtags you choose. All the messages with the same hashtag on Facebook, Twitter and Instagram, will appear on the screen. But if your target group is communicating with images, these messages
will not appear. That is why the company GumGum have developed a new image recognition tool that finds photos on the Internet that are not hashtagged or captioned. This tool, called Mantii,
finds images that include the name of the company or even it’s logo. This is a very interesting signal because companies need to manage their social reputations and because visual communication
is so popular these days this new tool is absolutely a great innovation (Adweek, 2015).
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INTRODUCTION
Starbucks is one of the most engaging companies online (Robert Gembarski, 2011). First, it
was a retailer of food and beverage industry and
it became a digital and social enterprise over
the years. With over 27,600,000 fans on
Facebook, Starbuck’s Facebook Page comes
at number two of all consumer brand products
according to all Facebook statistics. So as you
may have guessed, Starbucks is more than
just a company that sells coffee. This company
shows how much our society have changed into
a new society where the key social structures
and activities are organized around electronically processed information networks (Castells,
1996). Nowadays, people are interconnected
with each other if they share the same interests,
knowledge, history and dreams (Christakis &
Fowler, 2009). People that belong to the
same network work together to ensure that their
favorite brand is still productive.
That is the reason why Starbucks uses Internet-based systems to support interactions
between social networks. They use new technologies to anticipate the needs, wants and
preferences of every consumer to improve commitment and engagement with them. Digital
networking enables networks to overcome their
historical limits (Castells, 1996). Starbucks exploited the notion of collective intelligence to
build strong relationships with their members.
For the Starbucks’ founder Howard Schultz,

“The most powerful and enduring brands are
built from the heart, they are built with the strength of the human spirit, not as a campaign” (Berry, 2000).

The network society influences your organization, your communication and also your Public Relations
strategy. In this chapter, we will tell more about network theory and its influence on societal and organizational changes. The content of collective intelligence will also be explained in this chapter with
several examples of the huge coffeehouse company that should be minded.

The company shares videos, photos, blogs, promotions and product highlights on Facebook.
Using Twitter to create lists with hashtags (ex:@
starbucks/friend) that makes every list unique.
Or even better to create a specific platform so
that everybody can express his feelings about
Starbucks (ex: mystarbuckidea.com). They also
create a digital network in partnership with
Yahoo to provide consumers instant access to a
collection of hand-picked premium news, entertainment and lifestyle content, local insights and
events.

2.1 NETWORK SOCIETY & CONNECTIVITY
The change of communication and the conversation through new media made the world a ‘Global
Village’ (McLuhan, 1960). Nowadays, the network society is a logical fulfillment of the trend he
already saw emerging. New media makes it possible to connect with each other, communicate with
people around the world and share information to innovate. Right now, the Internet is the central
point to spread information. Things are intelligent, connected and way more powerful than they were
before.
As McLuhan already said in the 1960s, everybody is connected with each other. The science of
six degrees of separation substantiates this (Watts, 1971). A degree of separation is the measure
of social distance between people. This theory says that anyone on this planet can be connected to
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anyone else in six steps or fewer. If you met
five people you will be connected to president Obama, Brad Pitt or even a farmer
in Vietnam. If you know that the science
claims that everybody knows at least 44
people and that each of those people also
know 44 people, mathematics shows us
that in just six steps everyone could be connect to 44^6 or 7.26 billion people. This
shows that it is very important to know how
networks works because we are really connected. This means we can influence each
other, but you can also influence your consumers directly (The guardian, 2008).
Before explaining the Network Society
theory it is important to clarify the difference between social network and a group of
individuals. In a social network people have

specific sets of connections. Therefore, the benefit of
the group is more important than the individual benefit.
For this reason, a social network is more important for
a company because you can analyze the behavior of
the people in this network and see how they influence
each other.

The definition by van Dijk: “A modern type of society
with an infrastructure of social and media networks
that characterizes its mode of organization at every
level: individual, group/organizational and societal.
Increasingly, these networks link every unit or part of
this society (individuals, groups and organizations).
In western societies, the individual linked by networks
There are two authors that have their own opinion is becoming the basic unit of the network society. In
about what a network society is. The definition by Cas- eastern societies, this might still be the group (family,
tells (2004) ‘A network society is a society whose community, work team) linked by networks.” (Van Dijk,
social structure is made of networks powered by mi- 2012).
cro-electronics-based information and communication
technologies. By social structure I understand the or- As we stick to the definition of Castells, relationships
ganizational arrangements of humans in relationships between people in networks are viewed in terms of
of production, consumption, reproduction, experience, nodes and ties. Nodes are the individual actors and
and power expressed in meaningful communication ties are the relationships between actors in a network.
coded by culture. A network is a set of interconnected Ties can be split up in two types: strong and weak ties.
nodes. A node is the point where the curve intersects A weak tie is a relationship between members from
itself. A network has no center, just nodes’.
different groups. These groups do not need a lot of
management support to stay healthy and because of
that they have the possibility to think different. While
strong ties consist of people who work together in the
same company and most of the time in the same building and with lot of management support. Because of
that people have more tend to think alike. The social
system englobe include connections between different
centralized groups or networks. Through these interactions, people share knowledge in order to build collaborative contents.
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2.2 THEIR IDEAS COUNT:
COLLECTIVE INTELLIGENCE
When people use technologies to get things they need from each
other (Forrester, 2010) they unconsciously are building weak
ties with others who have similar interests. Although they are
apparently disconnected, while they interact in an open system,
where no supervision managing is required, they will automatically
want to contribute in it (Segaran, 2007).
These closed groups or networks can be discovered and visualized using the data clustering method, which works through sophisticated algorithms to combine data collected from many different
people. It usually works by searching a large group of people, combining their interests and ranking a list of suggestions (Segaran,
2007). This is what Collective Intelligence is about: reclaiming
the participation of people in groups as positive, useful, healing
and life affirming.
Collective Intelligence allows companies to learn from organized
groups of people with similar interests who work together electronically in surprisingly effective ways, sometimes even without
knowing that they are working together (Malone, Laubacher and
Dellarocas, 2010). Their interactions, behaviors and preferences contribute to create new insights (Alag, 2009) that contributes to the company development.
These group behaviours can be operated in two modes of organizations that have been studied and even used in several situations:
centralized and decentralized. If the organizational structure of a
company is centralized, it means that all the power and decisions
come from the centre of the company, like the main office/manager decisions. These companies follow a direct and vertical system
whose employees and customers must follow the instructions of

one person or department. While in the decentralized model the
decisions are spread in a horizontal way and various departments,
employees and also consumers could contribute with their ideas.
For this reason, there is no doubt that the centralized model is few
favorable to Collective Intelligence (Dolicanin, Kajan, Randjelovic and Stojanovic; 2014).
A scientific study of the Technical Institute of Massachusetts in
EEUU, says that the more efficient work is “group work”. That
is because collective knowledge involves flexibility in allocating
activities and individual and group participation to give solution
to problems. This allows the creation of a sensitivity social dynamic among team members. The result of these dynamics shows
the existence of a collective intelligence as a joint ability, which is
defined by the same ability of the individual intelligence and his
relations with others.
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pport social interactions and engage with their customers. One of
the most powerful initiatives based in collective intelligence is ‘My
Starbucks idea’ which is a service that was set up for customers
to exchange ideas with each other and directly with the company.
The site provides customers to share their ideas on products, services, advertising, corporate social responsibility and the music in
stores. The company also tries to engage their customer’s opinions
by providing them with incentives for certain generated ideas. For
example, in 2010, it offered 18.000 euros for the best idea
concerning the re-use of its used coffee cups (E.Turban, D. King,
J. Lee, T. Liang, D. Turban; 2015).

All in all, we advise you to take advantage of Collective Intelligence by delegating to individuals and giving them freedom of
action and interactions when generating solutions or ideas. Then,
you will achieve a diversity of viewpoints and inputs from independent contributions that could escape from your mind (Bonabeau,
Huge companies are altering the way they solve diseases; they 2009).
are now providing solutions together through co-creation and collective intelligence. Starbucks uses several online platforms to su-

‘C o l l e c t i v e i nt e l l i g e n c e e m e r g e s w h e n
a g r o u p of p e o p l e w o r k t o g et h e r
ef fe c t i v e l y. C o l l e c t i v e i nt e l l i g e n c e c a n
b e a d d i t i v e (e a c h a d d s h i s o r h e r p a r t
w h i c h t o g et h e r fo r m t h e w h o l e) o r i t
c a n b e s y n e r g et i c , w h e r e t h e w h o l e i s
g r e a t e r t h a n t h e s u m of i t s p a r t s’ .
Tr u d y a n d Pe t e r Jo h n s o n - Le n z , “G r o u p w a r e :
O r c h e s t r a t i n g t h e E m e rg e n c e of C o l l e c t i ve
Int e l l i g e n c e” (c . 1 98 0)
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2.3 COLLABORATIVE
KNOWLEDGE
Through a decentralized structure, collective intelligence would let you work effectively with ideas provided by individuals
with a variety of expertise and knowledge
for running various business operations.
Although it does not guarantee the development of brilliant new ideas, it increases
the chances that others can begin to take
advantage of the amazing possibilities already demonstrated by systems like Google, Wikipedia and Threadless (Malone,
Laubacher and Dellarocas; 2010). Therefore, you would be giving more space
for interactions with consumers and employees.

also getting more into the decentralized model and they are creating decision-making for independent contributions: managers, employees and customers. Its strategy includes good sourcing, high level environmental performance
in the development, working together, take responsibilities and to be a respected partner in their communities (The fortune, 2014). So the company expects
from its employees to behave in a flexible way even when the organization
grows. This is why managers are so interested in empowering employees: if they
work good, they can get a good position and they can establish cross-functional
teams (Seattletimes, 2013).

Large organizations, which have several
divisions or departments, often require a
more decentralized structure, because it
becomes much more difficult to control
the growth and expansion of business
operations than a small organization. For
this reason, each department required a
management team that can handle various types of business situations. Starbucks, which has lots of stores around the
world, has a different authority, managers
and customers in each store but all the
departments know the details of business
activities in other departments (Seattletimes, 2013). Therefore, the company is

A good example of how Starbucks has linked brand experience with the use
of technology in a funny way, is through single tactic to the marketplace. The
company has asked the employees of each store to take time to write the names of the consumers on the coffee cups. Some people may think it is lame or
it does not make sense. But there is a central plan behind this way of working.
When you buy a coffee the barista will ask your name to write on the cups. A
lot of people think that is because they can remember whose coffee it is, but
Starbucks knows that people will make pictures of the cups when the name is
written on it and even more when the name on the cup is totally misspelled.
The consumers will find it so remarkable, that they will share this weird experience on their social media accounts. By doing this, you and your friends are
indirectly involved with Starbucks and helping them sharing their brand. Every
time you see a misspelled name on a Starbucks cup, you and your friends have
the brand in their minds and that makes it a real brand experience and delivers
brand awareness for Starbucks.
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2.4 CONCLUSION
Customers will write about your products on blogs and put it on movies on YouTube. They will
describe them on Wikipedia and talk about it on Facebook and Twitter. These examples show the
permanent change of the way that the world works and it brings also a wave of information and
new technologies with it. Forrester Research posted that ‘a groundswell is a social trend in which
people use technologies to get the things they need from each other, rather than from traditional
institutions like corporations and/or government’. What is expressed here is exactly the result of the
unstoppable societal changes and organizational changes which take advantages of network society interactions in order to built your strategy through collaborative knowledges and suggestions.

SHARING ECONOMY

Your company should let go of the traditional way of working and focus more on the benefits of
using technology to make communicative and empathic teams that create enduring brand experiences for your consumers. Would you be able to manage that?

“We used to live in a world where there were
private citizens, and a world where there are
businesses. Now we’re living in a world where
people can become businesses in 60 seconds.
Now for the first time we can trust complete
strangers.”
Brian Chesky, founder & CEO of Airbnb.
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Moreover, Sharing Economy creates new relations between people and has an important impact
on lifestyles. It is based on harnessing the power of reciprocity. Its importance is that ownership is
outdated and everyone is a supplier of goods, services and experiences. A young Dutch start up named Peerby developed in 2012 a platform that helps people borrow and rent objects nearby with a
unique system that actively creates supply by asking around through Social Media, smartphone and
email. This platform connects people with their neighbours and creates a local community. It’s the
same thing for the common gardens which bring people together to provide vegetables everywhere
at any time. We can think that for the future, all the things that we will need will be at our door.
In the coming years, Sharing Economy will be all about renting and borrowing things. With the
emergence of the Internet of Things, Sharing Economy will become a marketplace where many
opportunities will grow and where many things will be connected with customers. What does it mean
for you ? People will become providers and we can imagine that as a young start-up you will have to
adapt to these new signals and trend to become completely trustworthy if you want to survive in the
future and develop the right digital tools to reach your target.

Nowadays, consumers want what they want when they want it. Thanks to new technologies, people
became more responsible on how they consume. The immediate access to messaging, email and
other online functionality through smartphones have generated a sense of entitlement to fast, simple
and efficient experiences at a lower price.
Sharing Economy is about people who care less about what they have or buy but more about what
they can do and create together. That is the reason why companies or brands are now beginning to
give all the skills and the instant knowledge they need to produce and share one product or service.
One weak signal of this argument is a new product named SeedSheet which helps people to acquire
the skills they need to create their own garden with an agricultural sheet paint by numbers. Then,
people will become creators that do not need a gardener anymore. You can also take the concept
of TED that bring professionals and other people together to share their knowledge about different
topics.
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INTRODUCTION
Consumers, companies and psychology often go hand in hand. There are companies like Heineken which know exactly
how to respond to their consumers’ emotions. Heineken’s advertisements, billboards and even its own community affect
the consumers psychologically, often intentionally, but sometimes unexpectedly or not in the way they had envisaged. For
example during the World Cup last year. Heineken used the slogan: ‘Celebrate the Orange Fever’ and of course, they
obviously had some luck with the outstanding performance of the Dutch national team, but Heineken played that very
well. The company knows how to play with the emotions of the consumer and ensures that they want to be part of their
community. Another example is the advertisement a few years ago, where the ‘Walk in Fridge’ was introduced. Heineken
gives consumers a good feeling, which is a very important emotion that gets consumers to pay a little more money for their
beers.
During an emotionally positive moment consumers are inclined to do hedonistic purchases, which contribute to a better
feeling. Because people get distracted from the experience and commitment, they are less aware of an element as the price of beer. Heineken understands that emotion is important to purchase a premium beer, although the premium character
abroad is more pronounced than in the Netherlands (P. Wessels, 2014)
In this chapter we will explain the reasons why people participate in network, how consumers and your organisation can
mutually influence each other and the principle of value creation practices.

COLLABORATIVE CONSUMPTION
According to Maslow, within the needs for the human being, it is the
need for personal fulfillment. Therefore, we are all good at something
and we all have something to offer to others and to society. People
have always been trying to explore and exploit their abilities to achieve such self-fulfillment.The period of consumerism was stated as selfish. People bought lots of objects that they did not use very often. But
now, a new way of consuming is coming up: less dependence on money
and preferences in second-hand consumption which is cheaper and
more sensible.
There is a new tendency based on sharing belongings, resources and
time in exchange of some service, without exchanging money. People
are reaching the need of personal fulfillment, as they contribute and
collaborate to make the lives of others better, but also reduce the
dependence on money and consumerism that has starred in recent
decades.
There is a new tendency based on sharing belongings, resources and
time in exchange of some service, without exchanging money. People
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are reaching the need of personal fulfillment, as
they contribute and collaborate to make the lives
of others better, but also reduce the dependence
on money and consumerism that has starred in
recent decades.
This new trend is about turning products into
services, adding value to peoples skills in order
to produce services instead of products. It is the
barter return which suggests the creation of a talented society where everyone can offer their gifts
in exchange of the talents of others through a service (for example English classes in exchange of
computer repairs). This barter system is available
through the social media which greatly enhances
the future of barter due to online digital payment
and accounting mechanisms that let people trust
directly to each other rather than trusting in companies that are slowly ceasing to exist.
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3.1 THE REASONS WHY PEOPLE PARTICIPATE in NETWORK
Humans need to belong to a group because people have a basic psychological need to feel connected to others to define their human behaviour.
It motivates them to participate in social activities such as sports, religious groups and community organisations. (Psychology Today, 2014).

Social Identity theory
Developed by Tajfel and Turner in 1979 to
demonstrate how individuals build their social
identity based on group membership(s) (Simply
Psychology, 2008). One of the most important features of the Social Identity Theory is that
people want to join groups and want to distinguish themselves from other groups and this is an
important source of pride and self-esteem. We
put people in social groups so we see our group
as the ‘in-group’ and them (other groups) as the
‘out-group’. Social Identity Theory states that the
in-group will distinguish against the out-group to
improve their self-image or they will search for
negative aspects of an out-group to feel better
about themselves.

He proposed that there are three cognitive processes that are relevant to a person to be part
of an in-group or an out-group:
1. Social Categorization
We categorize people to identify them. We use social categories like: belief, age, skin
color and origin. By organizing other people we find out to which groups we belong.
2. Social Identification
If you have categorized yourself as a white student with the age of twenty, you will
probably act like a student and adopt the identity of this specific group to grow your
self-esteem.
3. Social comparison
We now have categorized ourselves as part of the group and know the identity of the
group we are in. We act like them and compare ourselves with other groups to maintain
our self-esteem. According to the Social Identity Theory, social comparison with other
groups is a critical element in the process by which social categorization can turn into
the creation of distinctive character. (Simply psychology, 2008).
Since individuals compare, identify and categorize themselves with other members of a
group to build their identity, they develop a sense of community that help them to be part of
something bigger and find their role to play in that group.

Chapter 3

THE SOCIAL SIDE OF
THE FOOD INDUSTRY

21

Psychological sense of community
The psychology of community is one of the major bases to self-definition (Sarason, 1974). Sarason
was the first psychologist to introduce the term of psychological sense of community. For him, it refers
to “a perception or similarity to others, an acknowledged interdependence with others, a willingness
to maintain this interdependence by giving to or doing for others what someone expects of them
and the feeling that he/she is part of a larger dependable and stable structure”. Few years later, Mc
Millan & Chavis (1986) completed this definition. For them, psychological sense of community is
“a feeling that members have of belonging, a feeling that members matter to one another and to the
group and a shared faith that members’ needs will be met through their commitment to be together”.
That means that sense of community is characterized of 4 elements:

As we explained before, the psychological sense of a community allows people to be engaged with a specific interest.
Internet and its development over the past years have enabled people to participate in virtual communication worldwide, gather, interact and share information based on the
norm of reciprocity (Chan & Li, 2000). That is the reason why brand communities have become a major current
issue in the study of brands since they linked brand and
community together.

M e m b e r s h i p : there are some boundaries of being a member of a community. There are people that belong to a community and people who don’t. These boundaries provide an emotional
safety to the members, which is necessary for needs and feelings to be exposed and for the
intimacy of the community (Bean;Ehrlich & Graeven; Wood; 1971). Then, the sense of belonging and identification will involve feelings, belief and expectation. People will fit within the
community. If individuals feel that they have earned a place in a group, they will be more engaged and invested in the community. Individuals who belong to the same community will use a
common symbol system to maintain and create a sense of community with others.

Brand communities are “specialised, non-geographically
bound communities based on a structured set of social relations between members” (Muniz & O’Guinn, 2001).
Brand community is composed of 3 components and this
explains why people want to join a brand community:

I n f l u e n c e (s e n s e o f m a t t e r i n g ) : members of a community have to exert influence over the
community but the community have to exert influence over the members. “People who acknowledge that others’ needs, values and opinions matter to them are often the most influential
group members, while those who always push to influence, try to dominate others and ignore
the wishes and opinions of others are often the least powerful members.” – McMillan & Chavis, 1976
I n t e g r a t i o n a n d f u l f i l l m e n t o f n e e d s : By joining a community, individuals have to get what
they hope. Members need to feel rewarded for their participation in the group in order to
continue to be engaged.
S h a r e d E m o t i o n a l C o n n e c t i o n : members have to share stories together and believe that they
will have more for the future. They want to be connected by emotions and share them.

- Share consciousness: intrinsic feeling of being
connected with others among group members. It
manifests itself through processes such as brand
loyalty. This intersects with the Social Identity
Theory explained before.
- Rituals and traditions: meaning of communiWcation that perpetuate cultural norms and values
of the community. This helps to preserve community identity.
- Sense of moral responsibility: sense of obligation and feelings of commitment. This motivates
members to contribute to community practices.

Chapter 3

Brand communities can exist everywhere but
there two kinds of communities: social and psychological according to Carlon, Suter and Brown
in 2007. A Social brand community is “a social
community of brand admirers who acknowledge
membership in the community and engage in
structured social relations”. According to them,
it might be individuals that will never interact face-to-face with other members but still engage
themselves in social interactions such as virtual
online communication.
While, psychological brand community is not a formal membership in a brand community and
do not necessarily interact with other people. It is “an unbound group of brands admirers, who
perceive a sense of community with other brand members, in the absence of social interactions”. It
is more about a community that exists in the mind of an individual (Anderson, 1983). For this kind
of community, the 3 components required to build a brand community are not necessary because
some individuals in psychological brand community may not necessarily identify themselves as
part of a group. Moreover, individuals may not provide social interactions. Individuals who don’t
have social interactions may bring be more engaged to the brand than those who use social
interactions. Nevertheless, both of these communities are characterized by a psychological sense
of community that enables individuals to identify themselves with a brand but also with a group
of individuals.
Having a brand that builds a sense of community may encourage people to become more involved in the community because they will identify themselves with the brand (Algesheimer, 2005).
Individuals will be more engaged, interact and cooperate with members of the community. That
is the reason that if you want to build a strong community, you should ensure that the members
define themselves through the development of recognizable brand boundaries. Indeed, you should
develop a set of symbols and norms that reflect a sense of personal safety which people can
identify themselves with it.
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3.2 HOW ORGANISATIONS and PEOPLE INFLUENCE
THEMSELVES in a DIGITAL NETWORK
Most people can not explain why they made a particular decision or tell how they are influenced. But,
Cialdini identified factors that influence decisions:
R e c i p r o c i t y : people feel indebted to those who do something for them or give them a gift. So
with the factor of influence, you should give something to your consumers such as information, free
samples, positive experience and then they will give you something in return. People who receive a
free, unexpected gift are more likely to listen to your product, your cause, or give more interactions
with the company.
Examples :
Write a free webinar
Add something valuable to your mailings
Give free tips on social media
S c a r c i t y : it relates to supply and demand: the less there is, the more valuable it is. The more rare
and uncommon a thing is, the more people want to have it. If you have one unique product, service or
concept, you should emphasize the qualities about it to increase the perception of its scarcity.
Examples :
Things seem more valuable when they are rare
Give people the feeling that they are missing out on something if they are not fast enough
Only available today!
Put the accent in you advertisements on the things your customers could be missing.

Chapter 3

A u t h o r i t y : people respect authority. They want to follow real experts. When individuals don’t
know an answer, they look outside themselves to find information to guide their decisions. By giving
the incredible influence of authority figures, it would be wise to incorporate testimonials from legitimate, recognized authorities to help persuade prospects to respond or make purchases.
Example :
Knowledge and trust. People who trust you are more willing to buy your product. Communicate
open, transparent and start with your weakness. An example from the campaign from the car
rental company Avis is that they said: “We are number two, but we try harder.” [Marketingfacts,
2012]
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As we explained, there are six factors which can explain differents principles of persuasion. By using
these principles strategically, you may be able to influence individuals to make decisions and gain
purchases but also consumers. If you create or add value for your consumers, then, they will be more
loyal to your brand.

3.3 COMMUNITY MARKERS
and VALUE CREATION PRACTICES

Value creation, and more specifically the creation of customer value have become essential to the industrial marketer. A successful
C o n f o r m i t y - S o c i a l P r o o f : when people are uncertain about a course of action, they tend to company can only continue to exist if the company manages to
look to those around them to guide their decisions and behaviours. They especially want to know create “superior” customer value time and again. The new and
what everyone is doing. You can influence individuals by showing some testimonials from satisfied emerging modes of communication and advertising such as wordof-mouth have enthralled many to discover cheaper and/or effecconsumers. This will influence individuals to become your future consumers.
Example:
tive ways of marketing goods or services.
Exclusivity: When you are a part of what everybody is doing, you’re not being shut out.
Make statistics about your company visible, it is not only about reviews.
Even some of the recent arrivals in the field, such as social media, are stepping into the similar field of identifying how value is
L i k i n g : people prefers to say “yes” to things they know and like. People are also more likely when created and spread (Laroche et al, Richard & Sankaranayanan,
they find something physically attractive, similar to themselves or who give them feedback.
2012). This paragraph explores whether value creation practices
Example:
have positive effects on brand trust and brand loyalty (value creaGive your company a personality on social media, smile and be nice, so everybody can see how tion and brand trust, 2011).
friendly and customer oriented you are.
Schau, Muniz and Arnould (2009) made a very large list of practices during their study which are
C o m m i t m e n t a n d c o n s i s t e n c y : people prefer to follow pre-existing attitudes, values and actions. common to brand communities and value creation. They organized them into four categories: social
Cialdini says: ‘people strive for consistency in their commitments. Getting people that are engaged networking, impression management, brand use and community engagement:
by doing one action, they will feel more powerfully to one community.’
Example:
S o c i a l n e t w o r k i n g is focussed on creaI m p r e s s i o n m a n a g e m e n t has an external foThings people did or said before make them committed to their own behaviour.
ting, sustaining and enhancing among
cus on creating a good impression of the brand
Consistency makes it easier for the brains to make decisions.
brand community members. Social networand the brand community. It enables practises
If you can find something people can commit to, then they will stick to this.
king practices are encouraged by commuwhich makes consumers encourage others to
- PRINCIPLES OF CIALDINI -

nity markers (i.e., shared consciousness,
rituals and traditions and obligations to
society).

use the brand and share good news about the
brand.
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B r a n d u s e p r a c t i c e s relate to the member’s tendency to help other members with
newer and improved ways to use the brand.
Members share their information with other
member to customize the brand. The stronger the feelings of shared brand awareness
and shared rituals, the more members of a
community feel united and motivated, which
improves the value creation practices.

C o m m u n i t y E n g a g e m e n t practices strengthen members engagement with the brand
community (Schau et al, 2009). Some
researchers believe that the internet and, in
general new technologies make people increasingly detached from meaningful social
relationships and less likely to engage the
community as they spend more time online
(Davis, 2011), but others reject this idea and
say that it improves their community building.
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Concerning brand research/use, one of the main goals of building and improving brand communities
is to make customers loyal to the brand (Muniz & O’Guinn, 2011). Although there is evidence that
you have to make customers loyal to your brand, the process of how becoming more loyal is still not
clear. Some researchers (Walden, 2000) believe that Social Media based brand communities,
built their loyalty through the increase of brand trust. In fact, trust is one of the most important things
concerning brand loyalty. According to Chaudhuri and Holbrook (2001) brand trust is “ the willingness of the average consumer to rely on the ability of the brand to perform its stated of functions”.
Because of brand community and through the value creation practices, people develop relationships
and draw values from the long-term interactions. Trust is very important to reduce the uncertainty and
the lack of information and it is making the consumers feel more comfortable with the brand.

Value creation through online brand communities
Heineken is a good example of a company that does one thing that many brands underestimate. The
brand has succeed in uncovering new ways of interacting with their consumers by taking approach
of their assets. Heineken is a brand that has utilized design to truly create brand experience and add
value for the consumer and for the business, for example with the aluminum bottle.
At the moment Heineken is going a step further by kicking off a global design project. Heineken
wants to connect their consumers and designers to design a visionary nightclub. The goal of this
project is to design and develop a concept club that would change the whole nightlife experience. To
read more about this way of creating value creation and brand experience through an online brand
experience, you can visit the website of the project: www.nightlifejourney.com .

3.4 CONCLUSION
People want to join groups and distinguish themselves from other groups. Since individuals compare, identify and categorize with others members of a group to build their identity, they develop a sense
of community that help them to be part of something bigger. If you want to know how you can interact within your community, you need to know what their motives are to connect with each other. Having
a brand that build a sense of community may encourage people to become more involved in the community because they will identify themselves with the brand. (Algesheimer et al, 2005). You can
influence your consumers to make decisions and gain purchases, but also consumers by using the 6 principles of Influence. We also explained that trust is the most important factor to keep your customers
close to you brand so they remain loyal. If you want your customers stay loyal to your company, you first need to know why they are connected with your brand and what kind of different people are within
your network. After that, you can try which principles of influence work for your brand and after that it is all about managing your community so customers trust your company and will remain loyalty.
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Nestle is the leading company in nutrition, health and wellness products with 486 factories in 86 countries. In 2010, Greenpeace confronted them with the launch of a YouTube video about Nestle’s
brand KitKat. This video was a parody on the slogan: ‘Have a break; Have a Kit Kat’. Greenpeace attacked the brand because they found out Nestle was using palm oil from unsustainable forest. In this
video you see a boring office worker enjoy his KitKat when suddenly his bite seems to be a bloody finger of a orangutan. After this scene the following text appears in the corporate identity from KitKat:
“Give the orangutans a break” and “Stop Nestle buying palm oil from companies that destroy the
rainforests” (YouTube – Greenpeace UK, 2010).
Greenpeace attack KitKat
This is one of the biggest fears for every company. The whole world will talk about your brand and
ievery monitoring tool protesting messages will appear. Nestle’s response was to force YouTube to
remove this video as fast as possible from the Internet. This led to a huge outbreak of criticism on
different social media. Nestle had to limit the damage and even more important they needed to do
something about the palm oil issue and turn this reputation damaging into an opportunity. They had
a lot of meetings with Greenpeace and searched for an external partner to certify the sustainability
of these palm oil suppliers and in May 2010 they joined a partnership of companies who try to
eliminate unsustainable production of palm oil.
But what was the reason this video from Greenpeace went viral so fast?
The video was aggressive and with extreme footage
Nestle tried to shut down the online discussion on social media
Nestle tried to get the video offline what causes even more criticism on social media

What could they do better?
Interact in the discussion on social media
Communicate open and transparent about their palm oil source
Communicate the steps they are going to take to solve the problem
Apologize immediately

Because Nestle did not made very good use of their social networks and improved their strategy after this disaster, they have shown the world they learned from their mistakes and gone up on the list of the
world’s most reputable companies from the Reputation Institute Index. What did they changed after this attack? What should everyone learn about Nestle? That it is so important to interact within your
networks and know what your customers want from you instead of trying to shut down the social discussion (Datafloq, 2015).
In this chapter we will talk about the way information is spread by social networks, how to get insights for consumers and the importance of digital analytics.
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4.1 MAKING INVISIBLE WORK VISIBLE:
the way information is spread by social networks
The evolution of information and communication technology tools
has changed humans social relationship. The Internet makes information and media available at the click of a button, mobile phones
connect nearly everyone 24 hours seven days a week and people
are now more informed than ever, because they are allowed to share information anytime and anywhere through social media (Akrouf,
Meriem, Yahia, and Eddine; 2013). Social media platforms can
create communication opportunities between employees, partners
and affiliates (Smith, 2012). However, while companies are still
aware of the enormous benefits of these collaborative networks,
most managers do not take advantage of it because they do not
know what the web ‘looks like’.
The psychologist Gardner (1991) identified that people have visual abilities (visual-spatial intelligence) that allow us to visualize the
world accurately and recreate the aspects of our visual experiences.
Then, some researchers have taken advantage of this human’s natural abilities and information visualization is being used to show
people’s connections through the web. The web is now represented
empirical studies that use a variety of techniques such as interviews,
questions, direct observation of individuals, use of archival records
and specialist tools like ‘snowball sampling’ and ‘ego-centred’ studies. The goal of such studies is to create a picture/map of the connections between individuals (Newman, 2008). But this is not
new, these representations have been used behind lots of systems
in different fields such as science, nature and technology showing
the collection of objects where some pairs are connected by links
(Leskovec, 2014) creating a network where several components
draw up ties with each other.
A network is made up of points (usually called nodes) and lines

Since there are many different kinds of possible connections between people—business relationships, personal relationships, and
so forth—these studies must be designed appropriately to measure
the particular connections of interest to the experimenter (Newman, 2008). For example if you connect individuals that work
with each other, you will explore a professional network. If you connect scientific papers that cite each other, you will be studying the
citation network (Leskovec, 2014).
Analysis and observation of the data in social media will provide
you with valuable insights of how the information and innovation is
diffused through your network or community (Newman, 2008),
therefore you would know how your ‘skeleton’ is in order to spread
information, predict behaviors, prevent and control diseases and
get your users to take collective action (Golbeck, 2013).
connecting them (usually called edges). A network graphic is
4.2 HOW TO GET INSIGHTS
a mathematical map that can be represented by a symmetric
matrix that show the number of interactions (relationships beBanerjee (1994) has developed a concept in which a person makes
tween individuals, organizations and other relevant nodes) in
decisions based on what other people do because their decisions
the network (Newman, 2008).
may reflect information that they have and he or she does not. This
concept is called “ information cascades ”. Analyzing the flow of
These mathematical representation indicates the way in which
information in these “ cascades “ on social media and predicting
they are connected: financial, social or professional links (Jacusers’ influence in a network became very important to make vakson, 2015). While there are visible quantitative measures
rious kinds of advantages and decisions. For understanding this inwhen we firstly see a network graphics, there is also qualitative
formation and get insights, your organisation has to develop, create
attributes: trust and strength (Granovetter, 1973). For this
or buy tools that enable you to analyze what people are talking
reason, there is not only the number of ties, it is more the comabout in the network and listens to their social conversations. Mobination of quantitative and qualitative features which reveals
nitoring social media means that you have to observe continuously
the real propagation through networks (Golbeck, 2013).
and analyse these social media networks and social communities.
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Then, you should:
A c q u i r e c u s t o m e r k n o w l e d g e : by listening to your customers you will gain specific insights such as sentiments around
your brand or product; what features or products customers are looking for; how you can solve customers’ problems; define
topical keywords; use content filters; refine your searches using trending keywords and, build smarter list about influencers.
G a i n a c o m p e t i t i v e a d v a n t a g e : social media monitoring can also give you relevant content about your competitors to
make strategic decisions to always stay ahead of your competition.
M o n i t o r B u s i n e s s e s I n f l u e n c e r s : influencers are one group that may leave out one specific network before the others.
To be innovative it is important to look at this specific group and follow it to predict trends and improve your company
(Hootsuite, 2014).
For this reason, if you want to extract customer’s opinion, complaints and questions, you should use some specific tools. Some of
them can mine text for specific keywords about a brand, an event, a product into forums, blogs, social media and others.

E X A M P L E O F S O C I A L M E D I A M O N I T O R I N G T O O L T H AT Y O U C A N U S E T O
I M P R O V E Y O U R D I G I TA L S T R AT E G Y:
HOOTSUITE: it is a social media management tool that allows you to manage your many social networks channels by organizing your posts each day, the
profiles that you want to follow for getting new trends, the articles that you find
interesting to write about and the platforms that you are connected to.
Hootsuite allows you to build a dashboard when you sign up. You can also use this
tool to get advanced features for social analytics, audience engagement, what
people are saying about your brand and to improve customer’s issues and improve
your team collaboration if you are working with others managers. In a survey from
monitoring tool Pingdom, Hootsuite, for 20% of the organisations, is used to
manage social network channels. If you haven’t signed already, you can sign up
here : https://hootsuite.com/
By monitoring social media, you can also look at your customer’s sentiments found
in comments, feedbacks or critique to understand their behaviour and how they
think. One way to do that is to use sentiment analysis.

E X A M P L E O F S E N T I M E N T A N A LY S I S & S O C I A L M E D I A M O N I T O R I N G
T O O L T H AT Y O U C A N U S E F O R G E T T I N G I N S I G H T S O N Y O U R TA R G E T
A U D I E N C E A N D U S E I T:
SOCIAL MENTION: It is a listening tool which analyses data in more
depth and measures influences with 4 categories: Strength, Sentiment,
Passion and Reach (if you want to know more about these terms, you
can click here). By using this tool, you will, then, be able then to measure
what people are saying about your brand, your product or any topic that
crosses the web’s social media landscape in real-time. Moreover, you will
be able to search from specific keywords because the tool allows you to
slim your research on videos, blogs, microblogs, events, comments, news
and so on. Social Mention measures sentiment, top hashtags, top users,
consumer’s engagement and sources. So don’t think too much, it’s a free
tool that enable you to be in the mind of your customers, so use it !

MEASURING CONSUMER’S FEELINGS AND EMOTIONS:
SENTIMENT ANALYSIS become more and more used in our society by businesses because of the increase of user
generated content on the Web (Wright 2009). This method can help you to detect all the feelings about your brand
but it can also predict new trends in a market.
Sentiment analysis describes a Natural Language Processing (NLP) problem and Machine Learning (ML) algorithms that differentiate opinionated text from emotional one and classify them as negative (e.g irony, disagreement)
neutral or positive one (e.g excitement, enthusiasm). Indeed, Microblogging websites such as Twitter have evolved to
become a source of varied kind of information. It is easier to analyse sentiments into that kind of platforms because
people post real time messages about their opinions on a variety of topics, discuss current issues, complain and express
positive feelings. Due to the nature of this microblogging service, individuals use acronyms, make spelling mistakes, use
emoticons and other characters that express special meanings. All this data need to be converted to be used. A crawler
which is a program that visits Web sites will gather user sentiments and form a database with specific lexicon or language. For analyse users’ sentiments, it is better to use a toolkit such as Python (Faculty of Information Technology, 2013)
or Natural Language Toolkit that use algorithm to classify each sentiments in comments. And after, it is better to create
a dashboard to see the user’s reactions about one topic.
These days, customers are online always and everywhere, so you should be as well if you want to get to know what your customers want. As described in the paragraphs before you need to do a lot about
social media monitoring to know what people say about your brand.
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4 . 3 D I G I TA L A N A LY T I C S
Digital analytics is not about the conversation with your audience, but to
understand their behaviour on your
website and how they experience the
customer journey. If you want to sell
your product, it is not only about the
advertisement on television, you need
to touch your customers on different
points in their customer journey so
know how they act. (Google Analytics).
Avinash Kaushik defined digital
analytics as ‘the analysis of qualitative and quantitative data from your
business and the competition to drive
a continual improvement of the online
experience that your customers and
potential customers have which translates to your desired outcomes, both
online and offline’.
A conversion happens when somebody
interact with your company and is all
about converting traffic into paying
customers. There are two types of conversion: micro conversion and macro
conversion. A macro conversion is an
action that is important to your business and it is usually an transaction. A
micro conversion is a lot smaller than a
macro conversion, but almost even important for your business. The second

one is an indicator that the consumer is moving toward a transaction, the macro
conversion. But, why is it important to do research for these micro conversions?
Because it helps you understand what people are looking for in their journey
with your brand. If you see that people on your website check out your ‘Reviews’
page but are not proceed to transaction, you can conclude these reviews enough
for your audience.
To improve your macro conversion it is important to segment your network so you
can see which channel is responsible for the most conversions and which one is
not. Besides that you can also differentiate your customers and your non-customers. This is very important because you only want to influence the people who
are actually considering buying something from your company.
If you are really willing to make progress and higher up your sales you definitely
need to be very active with online analytics. In the next paragraph we will discuss some tools.
Google Analytics exists more than ten years from today and developed a lot of
new features and one of the best innovations is segmentation. In this paragraph
we will talk about how segmentation in Google Analytics works because this is
the nicest innovation of the tool.
We already spoke about the importance of segmentation but now we want you
to know how it works. You can make your own segmentation by choosing different kind of themes; demographical, technological, behaviour, data from the first
visit, origin sources or E-commerce. After that, you can choose what visitors
you will be tracking by how much they have spend, for example 50 euros,-.
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If you have chosen your segment you
can decide if you want to add a progression. This is a successive action in
or between sessions. One of the most
used segments is: ‘Visitors that have
been in the shopping cart, but did not
bought anything at all or in that specific session’. You can follow your customers and see when they unhook the
I-am-going-to-buy-something-process.
If you know why people act like they act
on your website you can easily change
those points and your conversion will
climb (Frankwatching, 2014).

What about Nestle?
Nestle uses Google Analytics and lots of different kind of cookies which are small text files that
are placed on your computer every time you visit
a website. They are used by companies in order
to improve their website and to understand how
visitors use a website:

“These Cookies are used to collect information
about how visitors use our site. We use the
information to compile reports and to help us
improve the site. The Cookies collect information in an anonymous form, including the
number of visitors to the site, where visitors
have come to the site from and the pages they
visited.” – Nestle, cookies
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4.4 CONCLUSION
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As we explained before, social networking platforms such as Facebook, Twitter, Linkedin, Google + and others have changed the way information is spread. It allows people to comment, ask questions
and criticize directly with organisations. To understand how the information is spread, managers have to observe consumer’s behaviour through social and interests graphs. These kind of graphs show the
connections between people or the ties that create the network. Moreover, quantitative and qualitative features reveal also the real propagation of information.
One way of analyzing a network is also to monitor social media channels. By doing so, you will be able to know what people are talking about and listen to their social conversations. We also explained
that if you want to get insights, you have also to look at Sentiment Analysis by using some tools that allows you to measure consumer’s feelings about a brand, a product or more generally about a topic. To
finish, you can also use digital analytics to understand and influence their behaviour by knowing exactly why people buy this kind of products or not, the kind of sources they used and so on. You understood
that Network analysis help you to minimize costs, idle resources and gain some time for your digital strategy on social network.

HYPER CONNECTIVITY
At the moment we are facing a decade where hyper connectivity is going to take over the world. It
describes the development of a group of people (that is still growing everyday), that has an increasing number of connections with others through the devices they use. According to forecasts, this
number will rise to 50 billion connected devices by 2020. In addition, these interconnections
are becoming increasingly powerful. This level of connectivity will have profound social, political and
economic consequences and increasingly form part of our everyday lives. From the cars we drive
and medicines we take, to the jobs we do.
When hyper connectivity is growing, also the numbers of nodes will grow. These nodes will in the
future, not only consist of people. There will also become lots of connections between people and
other people, but also between people - computers and computers - computers. If more devices
are connected, there will be more applications
that connect people with each other in different
networks and as long as this number continues to
grow, the number of hyper connected people and
devices will also increase.
A company that responds well to hyper connectivity is Vodafone. According to Alexander Saul

(Vodafone Director), Vodafone is a company that wants to give companies the control over their
world. They put them in a position where they can maintain a constant contact with everyone who
is important to them. They give them opportunities to serve their customers better and make their
business process more efficient and productive. They want their customers to be one step ahead of
their competitors and wants them to be ready for the future.
Also the music industry is already changing because of the hyper connectivity. It is changing the
way consumers buy, play and discover new music. But even more important is the data generated
from those transactions and social media impressions that are influencing how music is being created. (Shelly Duton, 2015).
Another example of the development of hyper connectivity
is the google glass. Google hope that this tool can serve as
a personal assistant in the future. Two years ago, Google
also started building on a new searching tool. What google
wants to achieve with this is to create the tool in a way that
it will recognize things by itself. For example, the tool will ask
questions to people instead of searching for a particular term.
However, the forecast is that in 2020, there will be processors who can process all this data.
According to the report of ‘Social, Digital & Mobile in Europe 2014’, Europe
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4 . 5 I N T E R N AT I O N A L C O M PA R I S O N

According to the report of ‘Social, Digital & Mobile in Europe 2014’, Europe has 293 million of active users on Internet, which is almost 40% of the population. As we explained before, the emergence
of Internet (especially with social media) have transformed the way people interact and communicate. For businesses, it has become crucial to understand and analyse audiences’ behavior through the use
of tools to build stronger relationship with audiences. But, between countries you may have differences or similarities in the way companies analyze their social networks and monitor their social networking
sites. To explore this question, we will do a focus on three european countries which are France, Netherlands and Spain.

- READ MORE In a general way, we can conclude that Data Analysis is still growing in these three countries. Companies still need to have an increase KPI (key performance indicator) to understand how their offers are
perceived by the public and analyze the relations between their web consultants and customers. In these three countries, social networking sites are mostly used by companies to communicate with their
audiences. They are using Facebook, Twitter and Linkedin to share content, comment and interact with them. Nevertheless, in France, companies are also using Youtube to communicate with influencers
meanwhile in the Netherlands, Instagram is the one that’s growing faster.
For France and the Netherlands, the creation of dedicated teams or departments within the organisations have become mandatory for monitoring these social platforms because they can have an impact
on your reputation if companies do not manage them correctly. In these two countries, companies are also using data to analyse behaviour, feelings and thoughts of their target audience to improve their
online strategies. Analytic tools are also created by companies to monitor social networking sites. It shows that network analysis is set up in the strategy of these foreign countries. But, it will increase in the
coming years especially with the evolution of big data. By contrast, for Spanish companies, they don’t really measure their online presence. Even if spanish starts-up work with foreign companies to develop
analytics tools, in the mind of Spanish companies, it is not something that is adopted yet.
Now, with the several examples that we gave about each country, you may see some similarities again with France and Netherlands. Indeed, both of companies which are ING and Orange are using the
concept of the Social Hub which is a digital space dedicated to monitoring social media and analyzing company’s network. Both of the spaces are controlling by experts, which are specialised in community
management and use of data. While, in Spain, the tendency for companies is to collaborate with others foreign companies to develop relevant online strategies.
We can conclude that you should inspire from French or Dutch companies because their strategies concerning network analysis are quite the same. Companies should follow the examples of ING or
Orange which set up a digital space inside the company dedicated to listen to conversations to get insights and analysing audiences’ behaviour on social networking sites. All in all, we think that Netherlands and France are the countries that are more aware of the importance of monitoring social networking sites to understand the needs and desires from audiences and build strong relations with them
through the use of social media. You should also understand that big data will become important in the coming years, you will have to deal with it, manage privacy, respect consumers intimacy and so on, so
let yourself be inspired by these models.
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INTRODUCTION
The food sector regards the production of the
raw materials, the environmental and social conditions along the whole value chain as well as
the quality, healthiness and safety of products
(Maloni and Brown, 2006). Companies
that act to address risks and take advantage of
opportunities related to nutrition should be well
positioned for long-term success.
Stakeholders are those individuals or groups
who can affect or can be affected by an organisation, strategy or project (Bryson, 2004).
But we appreciate more another perspective
which defines stakeholders as those who are
interested in a project or development activity
(DfID, 2002) because anyone who is interested in participating in a project “means that
he/she should be engaged with it” (Harding and
MacDonald, 2001). Companies have several
stakeholders groups that should be targeted and
mapped. Engaging with each group individually
would help you ensure their needs are met.
Moreover, the channel to spread information
has changed. Our whole life we have lived in
a world where distributing information was very
expensive and managing information was therefore very restrictive. The rise of social media has
changed our world enormously. It has ensured
that information can be distributed freely, both
financially and mobile (Stacy, 2013). Indeed
social media liberates advertisers from the requirement to talk to audiences.

5.1 TARGETING YOUR STAKEHOLDERS
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When your business is becoming more successful, the action you take and the projects you run will
affect more and more people. The more people you affect with your strategies, the more likely this
will impact people who can influence your business. As already explained in the introduction: these
people could be strong supporters of your business, but they could also block it. That is why it is
important to use Stakeholder Analyses to identify the key people who have to be won over. You use
this to build the support that help your organization to succeed.
In 1997 Mitchel proposed a classification of stakeholders that was based on the power to influence,
the urgency of the stakeholder’s claim on the organization and the legitimacy of each stakeholder’s
relationship with the organization. The results of this classification may assess the question: ‘which
groups of stakeholders require the manager’s attention and which not?’
In this chapter, we will use several example of
the world’s favourite cookie: Oreo. The brand There are 3 different types of stakeholders:
have taken advantage of the channel’s changes.
Through the ‘Cookie or creme’ campaign which
- The primary stakeholders: Those stakeholders are ultimately affected, either positively or newas launched during the most American watgatively by an organization. For example: employees, managers, shareholders or investors.
ched event, the Super Bowl, which obviously a
great time for any company to sell its name. The
- The secondary stakeholders: Those are the intermediators, the persons or organization who
company put its Twitter and Instagram followers
are indirectly affected by an organization. For example: consumers, media, suppliers, creditors
in the spotlight of the campaign, rising engageand competitors.
ment with its stakeholders.
- The key stakeholders: They can also belong to the first two groups, but they have a significant
Nowadays, through social media sites, compainfluence or importance within the organization. For example: The examples of the other types
nies can start conversations and also reinforce
of stakeholders, government or society.
relationships with stakeholders. These relations
should be based on trust. Each stakeholder
group can add value to brands by generating
content but they can also influence decisions of
others through peer-to-peer interactions. In this
chapter, we will talk about several ways for targeting your stakeholders, then we will focus on
the role of digital influencers and, finally, we will
explain different strategies to engage with them.
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The benefits of targeting your stakeholders are that you can use With these peers and previous experiences you have 4 approaches:
the opinions of the most powerful stakeholders to shape your project/product at an early stage. When you do this, it is not only likely
Social media ecosystem
that they will support you, but they can also improve the quality of According to Safko & Brake, 2009, Social media is a jungle, or a defined area
your project/product. It can also help you to win more resources and where things eat each other to survive’. Biologists would call a jungle an ecosystem,
respect to your work. Also the key stakeholders are very important and that is also a good term to use for Social Media. Using such a system for the
to influence other people to consider using your brand (Mitche- world of Social Media could be very helpful. Safko and Brake give in their Social
ll,1997).
Media bible a very helpful and handy classification system, that will make it easier
to talk about the Social Media ecosystem. Also Brian Solis made a very clear
picture of today’s social media ecosystem. This ecosystem shows the five different
5.1.1 PEER INFLUENCE
ways brands can engage with their customers through social media channels and
how each different technique produces a wide range of possibilities for interaction
In a study by McKinsey, it has been found out that the way people
and storytelling between people and brands.
consider to buy a brand is mostly defined by peers and previous
experiences. A peer influencer is a person in your organization who
Brand communication by bloggers
Consumers socialization
can influence others in their way of thinking or behaviour. Just a
The growing power of bloggers to influence their connected
small part of these considerations is defined by marketing activities.
network has emerged as a new communication venue for
According to Ward (1974), ‘consumers socialization is a
But that study also found out that it is often very difficult for the
brands (Uzunoglu and Kip, 2014). Consumers are no longer
process by which consumers learn skills, knowledge and
managers and operators to know who the influencers of your orgapassive recipients in the marketing exchange process. Today,
attitude through others through communication, which
nization are, while it is very easy to find that out by using snowball
they have an increasingly active role in co-creating everything
then assists them in functioning as consumers in the marsampling. For example people can do a survey within their orgafrom product design to promotional messages (Berthon, Pitt,
ketplace’.
nization and ask ‘who they go to for information when they have
McCarthy, & Kates, 2007).
trouble’ or ‘whose advice they trust and respect’. The study also disConsumer socialization has become an important marcovered that the influencer patterns never follow the organizational
keting issue through the development and increasing
chart. The informal influencers exist all over the company. The most
popularity of social media. Online consumer socialization
powerful way to use these influencers is to bring them into such
also affects purchasing decisions in two ways: directly/
efforts in the earliest stages to get their input and guidance for the
normative (agreement with peers) and indirectly/informaexecution (McKinsey, 2014).
tional by reinforcing product involvement. In addition, consumer’s need for uniqueness has a moderating effect on
the influence of peer communication on product attitudes
(Wang, Yu, Wei)
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The 3 percent rule
At the end of 2012, Richard Stacy conducted an exercise designed to define how people actually use Facebook,
based on students own experiences. Of the 30 students,
only 3 confessed that they used Facebook to have any
sort of contact with brands. However, another way of looking at these results is to say that while 100 per cent of
your consumers may be on Facebook, you could only ever
use Facebook to reach 3 per cent of them. There is nothing wrong with reaching less than three per cent of your
audience – provided what you do with this three per cent.
In fact all effective social media strategies are defined by
the fact that they are focused on individuals or very small
groups and just parts of a total audience.
The three percent that is left consists of superfans and
the gang of ten. The super fans comprise a small fixed
group of people who have created themselves. They are
not there to help you as a business, but they will help you
to do your business better.
The gang of ten consists of a small but not fixed group,
which is crucial for your business right now. Think of webcare, this small group of people who comment on websites
and the behavior of these people determine the image of
the organization. The people who belong to the gang of
ten, also known as the digital influencers, are important
because they do four things: They say nice things about
your business, they complain about your business, they ask
questions and they indicate a willingness to help you make
your business become better.

5.2 THE IMPORTANCE OF DIGITAL
INFLUENCERS
Digital communication brought more opportunities for brands to
reach their target audiences but in the same time, consumers have
developed a heightened awareness of traditional marketing strategies such as advertisement for example. They look to the peers as
a trusted source of information. Over the years, these peers have
increased through the emergence of social networking sites and digital influencers have emerged.
Digital influencers are generally bloggers, industry practitioners,
journalists or analysts with a huge number of followers on their social
media channels. They can be ordinary people that share a passion
and specific knowledge to their audiences who share the same interests. These influencers build their reputation through effective
participation in online communities, active interaction with their followers, and helpful posts that reinforce credibility (Third Team Media, 2013). They use social networking sites to reach their target
audience and for 86% of them, they have a blog (Technorati report,
2013).
Moreover, according to the study realised by Technorati in 2013,
bloggers are the third most powerful online influencers of purchase
decisions right after retail and brand sites. This study said that 31%
of consumers have been influenced by something that they read in a
blog for buying a product. These digital influencers are considered
as online opinions leaders, from the perspective of the two steps flow
theory (Katz and Lazarsfield, 1955). They have an effect on the
members of specific communities that shared the same interests as
them. These people interpret media information that they received
and then pass it into others, thus increasing its influence. In other
words, opinion leaders mediate the transmission of information.
According to Basky (2011), consumers are affected by a digital
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influencer because he represents a “combination of desirable
attribute - whether personal attributes like credibility, expertise
or enthusiasm. If an influencer portrays a passion for something,
consumers will then (hopefully) also reciprocate the same type of
passion”. They can cost benefits. Influencer marketing campaigns
drive more engagement than paid or owned media (Instafluence,
2014).
For example, Oreo wanted to create content about its cultural obsession with food remixing and engaged more with
its fans. To do that, the brand had hand-picked three creative artist that have many followers on social media to invent
Oreo-centric dishes to change the way fans experience
Oreo. The operation was called “Snack Hacks“. Michael
Voltaggio (Ink restaurateur), Roy Choi (“L.A.’s Street Food
King”) and up-and-comer Nguyen Tran (of Starry Kitchenfame) transformed the Oreo’s cookie into an unexpected
and easy-to-replicate food creation. Each chef’s Snack
Hack has been launched into the Oreo Youtube channel
with a serie of short videos.
https://www.youtube.com/watch?v=nQp9uMogEn4&index=7&list=PLmvF9MbwUvIVxqwkOTmK731QHPctVtPft
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You have to engage with these digital and social influencers in
order to attain authentic and trustworthy presence among your
online communities through the use of social networking sites. By
engaging with these specific influencers that share the same passion as your brand and getting them speak about your values in
a positive way, it will help you to generate brand awareness and
grasp consumer attention. (Watkiss, 2014).
To target relevant influencers, you can use the digital analyst of
Brian Solis with 3R’s:
REACH
Note an influencer’s popularity by measure the number of
followers this influence has on social media networks (How
far will the information he or she disseminates go, and which
particular audiences will he or she reach?)
R E L E VA N C E
Examine an influencer’s expertise and the types of online &
social communities this influencer is part of (How does his or
her expertise fit with your brand identity?)
RESONANCE
Observe the typical duration, rate and level of interactivity
around an influencer’s content or conversations. (How long do
his or her posts stay up in social media sites ?)

By engaging with an digital influencer and using this theory to target he or she, you will spend less time and money. Digital influencers
allow to extend large audience reach and build credibility for your
brand. If an influencer does not adhere to your brand message, the
entire influencer initiative could be invalid. Make sure that you share
the same passion. And it is the same way for all your stakeholders.

5.3 ENGAGE WITH YOUR
STAKEHOLDERS
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“Engagement refers to the creation of experiences that allow companies to build deeper, more meaningful and sustainable interactions between the company and its customers or external stakeholders” and proposes that “it is not a fixed point that can be reached
but a process that expands and evolves over time” (Economist Intelligence Unit, 2007). It is so important to engage with and
manage actors in network processes, with the objective of improving outcomes by incorporating a range of diverse ideas, insights,
responses and solutions (Agranoff & McGuire, 1999).
Stakeholder engagement is premised on the notion that ‘those groups who can affect or are affected by the achievements of an
organisation’s purpose’ should be given the opportunity to comment and input into the development of decisions that affect them
(Stacy, 2013). You should work building relations based on quality and confident, because engagement is more about quality than
quantity. Creating an effective stakeholder engagement strategy is an extremely important aspect of your overall change strategy.
The more engagement you will have, the more commitment and positive contribution you will receive, and, as engagement goes up,
resistance goes down (Anderson, 2014).
Online communities are the most attractive solution for stakeholder engagement to build trust and reputation capital, increase accessibility and responsiveness to emerging issues while providing an interactive brand experience. Managing this online stakeholder
communities you would reach broader sets of stakeholders more frequently, proactively and relatively inexpensively (Network for
Business Sustainability, 2005).
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Oreo launched a campaign showing a good and quick
way to engage with your audience: ‘Cookie or Cream’.
During the Super Bowl Blackout of America (2013),
Instagram users were asked to post on Oreo started a
battle in instagram. It users and followers were asked
to post wether they were ‘cookie or ‘creme’’.In addition,
they could attach a photo of their choice that could be
sculpted by professionals and finally could be posted the
image on the web or instagram for all to see. This quickly
became a hit. Oreo’s Instagram account followers had
multiplied from 2,200 to more than 56,000 in just
a few days!
Stakeholder engagement is about embracing opportunities and managing risks. In today’s business environment,
engaging with stakeholders on their terms, is no longer
optional, it is more expected. You should consider Oreo’s
idea of asking their Instagram and Twitter followers to
participate in the “cookie vs. creme” campaign was a very
smart move. Those who already followed Oreo on Instagram loved it and this lead to thousands more to follow
Oreo and participate as well. This strategy was also a
good example of making easier for followers to jump into.
There were not a lot of requirements to take part in it,
which is always a good thing to gain success and engagement.

THE SOCIAL SIDE OF
THE FOOD INDUSTRY

37

5.4 CONCLUSION
Stakeholders are an important group for an a organization to
communicate with, because if this group is interested in participating with the organization you can engage with them and this
is the point where you can influence them. The role of a peer
influencer is also very important to consider because he or she
can influence others with the same background, age or values in
their way of thinking or their behaviour. You can find out who your
peer influencers are by using the snowball sampling.
By engaging with specific digital influencers especially bloggers
that share the same passion as your brand and getting them
speak about your values in a positive way, it will help you to generate brand awareness and grasp consumer attention. (Watkiss,
2014).
Moreover, the three percent rule is very interesting because you
can connect with specific groups known as superfans and the
gang of ten who provide creative ideas and with you can build
co-creation process to improve your brand. To finish, online communities are the most attractive solution for stakeholder engagement to build trust and reputation capital, increase accessibility
and responsiveness to emerging issues while providing an interactive brand experience. The three broad types of engagement
that a company can pursue are community investment, community involvement and community integration.
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INTRODUCTION
Companies are receiving suggestions, complaints or new
ideas since several years because the development of
social media platforms has risen their involvement. They
have now more choices than ever to have louder voices
and amplify the message, but most of the companies do
not realise how these platforms are changing the configurations of listening.
Kellogg’s is an american multinational food company that
produces cereals and convenience foods. The company is
market leader in health and nutrition for 100 years and
has launched a campaign through Instagram showing the
importance of listening to employees. Kellogg’s also created a specific tool called Kellogg’s MyBowl to help people translate dietary guidance to a cereal breakfast. The
brand listened and analysed customers’ habits and found
that 77% of young children consume breakfast, this drops
to 50% when children move into middle school and 36%
when children are in high school (Kellogg’s website). By
doing so, the brand spread useful informations into websites and relations marketing communications.
“Truly listening is hearing the needs of customer, understanding those needs and making sure the company
recognizes the opportunities they present” - Frank Eliason. Listening is a key in establishing effective working
relationships between employees, management, staff and
consumers. But sometimes we do not behave as we should
because there are no rules to follow. Hence, we talk about
the archetypes of the bad listening.
Since social media has modified the traditional way of
listening, a new function in the management department
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is becoming popular: the conversation manager, who is the
responsible of offering valuable content and experience to
followers in order to rise engagement. This person should
also be active online grabbing attention of visitors who want
to get involved or need help or information. However, to follow the new way of online listening, the conversation manager isn’t enough.
In this chapter, we will explain the importance of listening,
then we will focus on examples and theories about bad listening and we will finish by the emergence of conversation
management.

6.1 THE IMPORTANCE
of LISTENING
The definition of listening by the International Listening
Association is: “Listening is the process of receiving, constructing meaning from and responding to spoken and/or
non-verbal messages.” (ILA, 1996). Listening is the most
important thing when you have to make decisions in your
company or you want to make a deal with a new client. It
is the surest and most efficient route to informing the judgements we need to make. Every professional will at one point
in their career hear that they could be a better listener and
that is because many professionals take listening skills for
granted and they focus more on learning how to articulate
and how they could present more effectively. Good listening
can improve the quality and quantity of your work, it is the
key to a base of knowledge to provoke fresh insights and
ideas or it can give you a clear look at what you can mean
for your new client. Good listeners work more efficiently and
therefore faster.
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McKinsey (2012) highlighted three kinds of behaviour that you can practice to improve your listen
skills:
1. SHOW RESPECT
Not only to your employees, but also to your customers and stakeholders. Always show respect because if
people have the feeling that they are being heard they will work harder and have more confidence to tell
them their ideas so you can improve. You want people to be honest with you, because if you do not know the
truth you can not improve your business and therefore you need to show them respect. With respect for your
conversation or discussion partner you will boost the odds of a productive dialogue.

2. KEEP QUIET
Bernard T. Ferrari mentioned his 80/20 rule he applied for himself, but it worked. This means that your
conversation partner should be speaking 80% of the time and you 20%. And if you speak, you can make
this time count by asking the most relevant questions. You just can’t really focus on listening if you are too
busy having your own say. If you can make it to silence, you probably will use this silence more effectively by
the time. When you are silent you are for example much more focussed on the non-verbal communication
of your conversation partner.
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Kellogg’s understands the importance of listening. A quote by Sue Platt, HR director of Kellogg’s,
substantiates this: “Kellogg’s listening is a central premise of the way we work. We believe that our
employees have some of the best ideas and that a successful company is one that listens to the grass
roots feedback and acts on it. Any employee can raise an issue or a suggestion via their rep who will
raise it at one of their monthly meetings.” (LinkedIn, K-Values). Those K-Values guide the way Kellogg’s work with their business partners, within their communities and with their employees.
The K-Values are: integrity, accountability, passion, humility, simplicity and a focus on success. Because those values are openly communicated on the internet, everybody knows what Kellogg’s is about
and consumers and employees know what they can expect from the company. The Integrity value is
mostly about listening. It is about showing respect for all individuals for their diverse backgrounds, experiences, styles, approaches and ideas. They listen to others to understand the process and assume
positive intent. (K-Values, Kellogg’s).

3. CHALLENGE ASSUMPTIONS
The most people struggle as listeners because they don’t open themselves to different kinds of possibilities
that can be drawn from conversations with others. You need others to get more information and to improve.
So challenge your own assumptions! (MCKinsey, Bernard T. Ferrari, 2012)

How can you use these three steps?
Do not interrupt the person you are speaking with. Lean forward and smile. Be agreeable but at the
same time ask the questions you need to ask. If it is hard to keep it quiet, then pause before you reply.
This is also a form of silence the other person can appreciate and you will slowly settle your speaking
time. And to be sure that you definitely understand what the other person was saying, you’ll summarize
his opinion and ideas in your own words to show him you were listening and you both understand each
other. (Brian Tracy, 2013)

Besides those K-values Kellogg’s has several Employee Resource Groups (ERG’s). Those groups
offer Kellogg employees support, networking and development opportunities that contribute to the
strength of their business. They have eight resource groups:
HOLA! - Kellogg Latino resource group to discuss diversity and inclusion best practices.
KAARG - Kellogg African American resource group to celebrate Black History Month.
KAPABLE - is for employees with disabilities and their advocates
KMERG - Kellogg Multinational to innovate ideas that help the growth of the Indian market.
KPride & Allies (LGBT & Straight Allies) to stop discrimination and bullying.
KVets & Supporters (Military Service & Supporters) Memorial Day for military veterans.
WOK (Women of Kellogg) Reaches thousands of families in need with hunger relief.
YP (Young Professionals). Give something back to the Kellogg community.
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Those employee research group have all a specific focus on some6.2 ARCHETYPES OF BAD LISTENING
thing to help the weaker and stay strong together. In those groups
everybody make those K-values come true by doing something
good for the community and the company itself. Those employees When you put more effort in listening it can often mean the difference between a success or a failure in your business. Therefore it is
are all committed to the company in a different way but with the important for a professional to know what the traps and typical examples of bad listening are (McKinsey, 2012) to avoid them.
same goal; to contribute to the strength of their business. (Kello- There are 6 archetypes of bad listeners in a business according to McKinsey (2012):
gg diversity and inclusion 2015) The fact that Kellogg’s support
The Opinionator. The opinionator is a wilful and stubborn person who only likes to hear his own ideas. When you only listen to
those groups shows that they listen to their employers by accomyour own ideas you can better just work for yourself because you will not come any further if you don’t listen to other employees.
modating these groups for the needs of its employees.
The theories and actions of Kellogg’s named above are all about
offline listening and how this kind of listening can improve your
business. But what will happen if you listen to your employees
through social media tools online? They will be proud at the
fact they are an employee at your company and willing to work
harder. A good example about proud employees is definitely
the #KelloggEmp hashtag. This hashtag is been used by a lot
of employees who work for Kellogg’s and they have been sharing
pictures, experiences, memories and accomplishments on Twitter
and Instagram. This is such a warm feeling you get and it shows
that Kellogg’s really cares about its employees. If your employees
like you, they will influence others with their opinion and so your
community grows.
If you want to know how to listen to you customers online and what
the best monitoring tools are, just take a look at chapter four. This
chapter explains everything about insights and analytics.

The Grouch. Sometimes there is a grumpy person who thinks that all the ideas are bad and a waste of time. This person will bring
a disturbance within the organization, it causes that the organization will ultimately not be able to make great steps forward.
The Preambler. Sometimes people come up with a lead-in that takes hours or people who keep asking questions. You may think
that that can be interesting for other employees, but it’s not. People get demotivated when things taking too long. Just keep it short
and simple and if you have questions, save them for your own time.
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The Persevator. Sometimes there is too much irrelevant talking inside an organization. This is
not progressive for the business. Again, keep it short and simple.
The Answer Manspouts. Sometimes people already come up with solutions, when there’s not
even talked about the subject or when there are not even plans made. Do research first, get
facts straight and come up with a solution.
The Pretender. It happens a lot that people act like they’re really interested, they feign engagement and sometimes it even comes to an agreement. But in the end they aren’t even interested
in what you’re saying.
If you have an important role in a company, it is extremely important to have a good capacity for
empathy, both online and offline, both for your employees and your customers.

Empathic aspects of listening
Research into online communities has found that empathy does exist. So, just being
‘‘behind a screen’’ does not eliminate empathy among technology users. Also the
present results show that going online generally does not appear to reduce people’s’
capacity for real-world empathy. Rather, spending time online increases the chances of encounters who actually contribute positively to real-world empathy. However,
some online activities do appear to negatively affect real-world empathy, for example
video gaming. Virtual empathy, as measured with the modified basic empathy scale
in the present study of Jolliffe, and Farrington, does appear to be related to feelings
of social support but also appears to be weaker than real-world empathy Mark Carrie, Spradlin, Bunce, 2015).

6.3 CONVERSATION MANAGEMENT
Research has shown that both online and offline conversation management is very important. Therefore conversation managers are essential for your business. A conversation manager is also called a content manager. These managers are guarantees for success on social media. They have a
good approach that results in more likes, more followers, more engagement, more interaction and
more people ‘talking about you’.
The evolution of today’s consumers has ensured that there is a different way in how to communicate
with this group of people than in the past. The strange thing is that many companies are aware of
these changes, but they barely show change in attitude and behaviour. The consumer has changed,
but the majority of companies still harassed them in the traditional way because they don’t listen to
their consumers.
By managing both online and offline conversations, the conversation manager must take into account that individuals are active in both social networks, they talk about brands online but they also
talk in the pub about brands. The conversation manager must realize that the consumer selectively
interact with commercial messages, he must only make sure that an add contains enough food
for discussion. So he should encourage consumers to use their impact and conduct conversations
about its brand.
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A company that knows very well how they can manage online and offline conversations is Kellogg’s.
Kellogg’s know how they can interact with their consumers, but also with their employees. Kellogg’s
has an extensive social media network, including Instagram, Facebook and a their own Youtube
page. They are very active in the media and they regularly put online actions on the pages in order to
stimulate the consumer even more and to attract their attention. Kellogg’s is also a very transparent
employer for its employees. With their own website for employees, called Kellogg’s careers, they are
very open to their (new) employees and also the work environment is very approachable.
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6.4 CONCLUSION
As a brand you need to listen to your consumers and your employees. Good listening to your employees can improve the quality and quantity of your work, it is the key to a base of knowledge to
provoke fresh insights and ideas or it can give you a clear look at what you can mean for your new
client. Good listening to your customers can upgrade your sales, expand your community and get
more brand awareness. People will like your brand if they see you truly listen to them and they can
influence others.
A good listener to employees shows respect, doesn’t interrupt the conversation and challenge
assumptions. A good listener to customers ask questions, monitors and manage the conversation
online. Involving consumers in the policies of the brand, will help growing an emotional bond. By
involving people, the commitment will arise. When you get emotionally involved with them, they will
identify themselves faster with a brand. Kellogg’s takes their employees seriously and they can join
the Kellogg’s Employee Resource Groups where they can help others intern or extern.
Besides the importance of internal listening to your employees, you also need to listen to your customers; both online and offline. The conversation manager is one of the most important jobs if it comes
to the reputation of the brand. By managing both online and offline conversations, the conversation
manager is aware of the subjects that people talk about, knowing this you can influence them or
adapt the current content to something your audience likes.

The emotional character of the new consumer is consistent with the manner in which a Conversation
managers thinks about brands. Emotion is the glue between the consumer and the brand. Involving
consumers in the policies of the brand, will help growing an emotional bond. By involving people, the
commitment will arise.
You will get emotion among consumers by involving them in what you are doing. An increase in the
identification mark is the result of that. Conversation managers must know how brand-identification,
conversations and advertising can complete each other. He should see the brand as an oven, an ad
like the fire and the conversations as the oxygen which allows the fire to burn. Once consumers can
identify themselves with a brand, this will create interaction between brand and consumer. This will
have a positive impact on sales (S. van Belleghem, 2012).
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CO-CREATION CONTENT THROUGH SOCIAL LISTENING
The concept of co-creation exists for a long time but this notion has evolved with the emergence of
social network sites.

One signal could be the brand Brandy Melville. The brand has included its target audience known
as young teenagers into its strategy. Many of them can give feedback on clothing, come up with new
design concepts, and provide a constant feedback on social media that is make the content of the
It will become more and more important to integrate audiences especially Millennials into the pro- brand.
cess of product innovation. 81% of them say that they would be interested in helping a brand or
company design a new product and 87% of them say that they think brands should get customers Another one is the campaign #Speakbeautiful reached by Dove in 2014. The brand built a content
like them to give opinions before creating them.
with 5 million of negative women’s tweets about beauty and body image. They gathered all the data
and create positive tweets to respond to the negative ones to improve self-esteem of women.
Some brands such as LEGO used this ten- To building trust, loyalty and engagement, companies especially brands will have to put their custodency and came up with an IDEAS website
which allows fans to create designs, vote and
give feedback on new projects. The project
that received over 10 000 votes go into a
review phase where senior employees decide
if the product is executable. If the product is
approved, the creator will receive 1% of the
net sales of that product. It is all about listen
and engage with your target audience. It is
the same for Heineken with Open Design
Explorations Edition 1: The club. The brand
invited emerging designers from New York
City, Sao Paulo, Tokyo and Milan to become part of a creative journey to collaborate on, conceive
and produce a pioneering nightclub.
mer first before designing one product by listening to their needs and desires completely mandatory
Moreover, co-creation could be the future of content marketing because many companies will use that to create engagement, every company will have to combine customer co-creation and social
user generated content through social media listening to build content.
listening to let customers shared what they have done in the network society.
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INTRODUCTION
Every day, we create 2.5 quintillion bytes of data (IBM study, 2011). This data represent stakes
for public relations practitioners, because they have to deal with the amount of information which
comes from many sources. As Vint Cerf said, we never had access, in the history of humankind to so
much information so quickly and easily. The challenge for companies is to exploit the growing mass
of accessible informations based on customer interaction to create competitive advantage (Purcell,
2013; Biesdorf et al, 2013). But also, hyper personalize their communication with consumers by
ensure that they are doing it in a ethical way. Indeed, companies can offer to their customers tailored
content based on online searches, posts and messages by using some specific tools.
In this chapter we will use examples about the brand McDonald’s. This company is a massive global
food service retailer, which uses data on their consumer behaviour to improve marketing efforts, boot
profits and customer experience. The brand tracks in-store traffic, customer interactions, flow throughs in the drive-thus, ordering patterns, point of sales data, and so on. By doing so, McDonald’s have
been able to elaborate new design of the restaurants, change the menus, optimize its management
program and also its supply-chain and provide different products in different markets.
We will speak about the theory of ethics and how a public relations officer can use these theories to
engage with its stakeholders. We will look at the ethical challenges that represent social media and
what lessons you can learn from it. And, we will finish by the importance of big data and hyper personalisation. These practices are now changing the way ethics is perceived. The big data revolution
raises a gap of ethical issues related to the respect of privacy, confidentiality, transparency and identity. It is also the same issues for social networking sites because a single act on these platforms can
create far-reaching ethical consequences for individuals as well as organisations (Deloitte, 2009).

B I G D ATA
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Chapter 7

7. 1 E T H I C S T H E O R Y
Ethics are moral principles that govern a person’s or group’s behaviour (Leonard, 2014). It is a philosophy that deals with the critical reflection on the
appropriate action. In general, ethics attempts to establish the criteria to determine whether an action can be classified as right or wrong and to evaluate
the motives and consequences of this action.
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According to Boatright (1999) and Cavanagh (1981), there are four categories of ethical theories:
1 . U t i l i t a r i a n (e n d s b a s e d )
John Stuart Mill proposed his principle of utility as the foundation of normative ethical theory. The utilitarian theory
requires us to always choose the action or social policy that provides the most happiness for all.

In concept, business ethics is the applied ethics discipline that describe the
moral features of commercial activity. In practice, however, lots of projects are
pursued under ethics. For example attitudes of business people, arguments
for (or against) mandatory worker participation in management or other decisions that has to be made in a business are all advanced as contributions to
business ethics. (Vaccaro & Wood, 2010)

2 . E g o i s m (m e - b a s e d )
Theory stating that the supreme principle of conduct is to promote one’s well-being above everyone else’s. It contends
that all choices either do involve or should involve self-promotion as their sole objective. Doesn’t view that one should
always ignore the interests of others but, rather, that one should take account of and act on the interests of others only
if it suits one’s own interests to do so.

These projects vary considerably and often seem to have little in common
other than the conviction, held by those who pursue them, that whatever
each is pursuing is business ethics. Ethics also influence the considerations
for companies. Companies make their decisions by watching at the different
markets, the firm specific factors and by ethical theories.

3 . M o r a l r e l a t i v i s m (c o m p a r i s o n b a s e d )
Ethical relativism provides that certain cultures ‘get along better’ with cultures similar to theirs. Some ethical relativists
assert that whatever a culture believes is right or wrong really is right or wrong for the members of that culture.

4 . J u s t i c e (e q u i t y b a s e d )
How can networks develop, enact, and enforce ethical norms? How do networks change the way business is done
and the way we think about ethics? A company should be accountable to all the individuals, groups and organizations that affect or are affected by its activities. You should focus on analysis of the relationships of companies and
individuals being networked. Network interactions are voluntary and it is reasonable to expect that these interactions
are ethical.
Over the last decade scholars have offered a number of models of organizational ethical decision making and behavior
(Vitel 1986, Loken 1989, Trevino 1986). These models attempt to delineate the factors that lead to unethical behavior
in organizations and have suggested a number of individual control and cognitive moral development and organizational
factors that may influence unethical behavior in organizations (Kahn,1990).
As articulated by Trevino and Youngblood (1990), these models reflect an ongoing debate among organizational ethics
and unethical decision making and the behavior is more a function of bad apples or bad barrels. According to the bad

apples argument, someone can attribute organizational unethical behavior to the personal characteristics of individuals. The bad barrels argument, points to the primacy of organizational and societal variables
in influencing the unethical decisions and behaviors of organizational
members.
The network standpoint becomes more important if we reflect on the
impact that information and communication technologies have on individuals and groups at intra- and inter-organizational levels. In both
cases, what matters is that each person acknowledges the effects of
‘being networked’ with other on his/hers life and behavior. Another
problem is that the emergence of digital networks, as opposed to traditional or non-virtual networks, is causing a progressive convergence
between two disciplines that were originally quite distant. Deborah G.
Johnson has recently argued that corporations don’t use their information technology, they are their information technology (2006).
In other words, the progressive virtualization of business and social
activities is shifting the domain of social interaction, and consequently
business activities, from the physical to the virtual.
According to the study of Gerd Leonard (2013), it says that because
of the new technology, the company’s norms and values are changing
and that ethics become different. Ethics are very important, it’s about
everything that has to do with the future. For example, the consumers
capabilities and their privacy. Eventually the humans capabilities are in
the end way less than technology and people will all have less privacy.
The power of technology is now already far beyond consumers ethics.
Gerd Leonard also says that technology has no ethics and that can be
a dangerous thing because technology can create more power than
the human being. Companies are developing so fast that other companies sometimes can’t handle it. The strength of a company is to find
a compromise between ethics and technology. Nowadays, people in
businesses work about 21% more because of social media and mobile
devices. You must understand the ethical challenges that technology
represents.

7. 2 E T H I C A L C H A L L E N G E S o f S O C I A L
MEDIA for PUBLIC RELATION OFFICER
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Social media is based on the code of every network. And, each network is governed by the culture that develops individual in how
they connect and communicate with each other. The code that individuals create within the network, influences members of the
network to judge what it is right or wrong and ethics have an important role to play in every network. Because social media is not
about technology, it’s about people (Solis, 2014).
As we explained before, social media allows social interactions between people. Users can comment, share and create content
which are difficult for a company to control. These companies have to deal with these social interactions which sometimes can
expose personal information about the stakeholders of a company. Indeed, social media blurs the boundaries between private
and public informations. Your employees may use social media platform for their personal use while they are at work for example.
When an employee uses social media in an unethical way, it can have an effect on company’s commitment to ethical practice and
expose the company to integrity risk. (Business Ethics Briefing, 2011) To avoid this, you should monitor these kinds of interactions
by creating tools such as internal platforms to control it.
Moreover, social media allows PR practitioner to search online informations about applicants. This has a consequence on recruitment practices. A 2011 survey found that 64% of professionals use 2 or more social networking sites as part of their recruitment.
And in a 2013 survey conducted by On-Device, one in 10 young people (age 16-34) report being a denied employer because
of something they posted on their social media platform. These practices bring the questions of honesty and fairness. Do you think
that it is ethical or fair to judge a candidate just on his or her social media profile? If you already do that, a way to engage within
people of your network is to be honest and open about explicit
policy regarding your use of social media. It is important to build
clear guidelines which have to be regularly reviewed and effectively communicated.
Another ethical challenge about social media is about controlling comments especially negative ones because they can have
an important impact on how your organisation is perceived (Tina
McCorkindale, 2014). “While the decision to post videos, pictures, thoughts, experiences and observations to social networking sites is personal, a single act can create far-reaching ethical
consequences for individuals as well as organisations” (Deloitte,
2009). Indeed, if individuals or stakeholders post informations,
this act will have consequences on your reputation.
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In 2012, McDonald’s created its own hashtag
#McDStories on Twitter to inspire people to tweet
about positive experience while eating at McDonald’s. Instead of that, individual’s turned the hashtag into a bashtag to denounce McDonald’s ethics
and management. Here are some examples of bashtags:
-These #McDStories never get old, kinda like a
box of McDonald’s 10 piece Chicken McNuggets left in the sun for a week (via the LA Times)
-Ate a McFish and vomited 1 hour later. The last
time I got McDonalds was seriously 18 years
ago in college #McDstories (via Twitter)
-#McDStories I lost 50lbs in 6 months after I
quit working and eating at McDonald’s (via The
Daily Mail)
The brand was forced to pull out the Twitter’s campaign within 2 hours. If you want to keep your reputation, just be authentic and transparent, just learn
from your mistakes.
Despite enabling a lack of transparency in recruitment policy and a lack of respect privacy, social media can help you to communicate about your ethical
policy within the network with all your stakeholders
and gain a greater ethical leadership role. You just
have to remember that social media engagement
can only be successful if you maintain continuous
communications with your stakeholders and that
your ethics remain unquestioned by them (Greensblatt, 2012).
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7. 3 B I G D ATA a n d
HYPER PERSONALISATION

When we speak about traditional marketing, we know
brands segment their markets using demographic or
psychographic data to identify groups of people with
the same values or interest. But people don’t want to
be anonymous anymore on the internet, they want to
interact in social communities, talk with their favorite
brands online and most important; they want to be
treated as individuals. Knowing this, it is a logical
decision of the customer to be active on social media
platforms and interact with brands who understands
this.
Big Data is every single piece of data your organization has stored right now. This can be URLs or data
that has been stored in clouds. Probably you didn’t
structure all the data yet. Big Data is all the digital,
offline, structured and unstructured data about your
company. All these data can be used to reach different goals using different types of analysis. (Windows, Arun Kumar, 1 July 2014) It is not important
how much data you collect, but what you’re planning
to do with this collected data. The processing and
analysis of Big Data and the insights, products and
services that emerge from analysis. Big Data can be
used in the Retail industry because building a customer relationship is very important, those data can
help with building such a relationship.
The opportunity with Big Data is to make these
segmentation more individual. Marketers nowadays
have access to more data than they once dreamed
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was possible. Because of the fact that
we live in an age of social sharing,
marketers are now in a position to personalise their communication with their
consumers. Digital and social media
make it possible to do targeting and
personalisation in a much more informed way. The goal of personalisation
is, that at one point marketers have the
possibility to offer products to every individual’s wants and needs. (Marketing
Magazine, Adam Woods, 6 september
2012)

to women and men’s clothes to men.
Unfortunately, a lot of women also do
online shopping for their husbands.
This example shows that personalisation is not about the past behaviour
and this doesn’t always indicates the
customers future behaviour.
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of countries developing ethical and privacy Big Data guidelines. The following
four proposals should be included according to Datafloq:
1. Radical Transparency: Tell your customers what kind of data you are collecting
and explain them for what goals you will use it.

2. Simplicity by design: Privacy policies should be easy to understand. Customers should be able to adjust any privacy setting and determine which informaThe point is that the possibilities of tion they want to share or not. A bad example of a privacy policy is Facebook.
Big Data are enormous and will have Their privacy policy contains more than 5.830 words and besides they change
massive ethical and privacy impacts. their privacy policy every week.
The goal is to minimize this so our private standards will not be intruded by 3. Preparation and security are a key: Define what information you need to
all those marketers. This is definitely upgrade your business and which information you do not need. Besides, your
Moreover, Hyper Personalization has an ethical consequence of the rise of organization needs a crisis plan in case any data is hacked. Which was the case
been defined as the use of data to pro- Big Data and the need of both custo- with Facebook and LinkedIn.
vide more personalized and targeted mers and marketers to swift to hyper
products, services, and content. (TLC personalization. Customers need to 4. Make privacy part of the DNA : When you’ll show your customers and stakeMarketing Worldwide, 17 februari, know, that if they want to be approa- holders that you are embracing privacy, simplicity and transparency they will
2015). An example that failed the ched individually, they have to give up embrace and trust your business. Maybe you can hire a Chier private or Big
personalisation is Urban Outfitters, a lot of privacy so marketers will know Data officer, because privacy is too important to not be discussed at this lethey developed a feature on their web- exactly what the customer wants. Da- vel. Make privacy one of your brand values. (Datafloq, Mark van Rijmenam, 11
site that only showed women’s clothes tafloq (2015) came up with the idea March 2015)
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This chapter is all about ethics, the challenges for a PR officer and the use of Big Data and hyper personalisation. Ethics are moral principles that govern the behaviour of an individual or a group. According to Boatright and Cavanagh et al, the four categories of ethics are: Utilitarian, Egoism, Moral relativism and justice. According to Gerd Leonard the company’s norms and values are changing,
also for marketers. Consumers will have less privacy in the future if we keep using Big Data the way we do now. Big Data is every single piece of data your organization has stored right now. This can be
URLs or data that has been stored in clouds.
Companies use these data to personalise their marketing and to improve their business. The personalisation of communication is called hyper personalisation. To personalise your marketing communications you need a lot of data, most of the time these data are given inadvertent and this is all about ethics. The strength of a company is to find a compromise between ethics and technology. If you use Big
Data to improve your business, make sure your customers know what kind of data you are collecting and for what use. It is also important for your customer to understand your privacy policies and to choose
for themselves what they want to share and what not.

GEOFENCING IN REAL TIME
serves a voucher when people are within 200m of a participating store or restaurants. Another
example the app Uber(https://www.uber.com/es/), where users can be served a push notification
depend on their locations inviting them to order a cab in a situation when they often forget about
Uber. Airgrub (http://airgrub.com) is another app that notify the people about restaurants close
where they are. The app also allows users to choose and then pay for food from restaurants that are
nearest them when flying. But also, The Quartix system (https://www.quartix.net) real-time alarms
The new trend is called geofencing which is a new way of advertisement based on real time data lo- to inform of unauthorised vehicle movements and other exceptions. The system allows people to set
cation. It is about detecting the real-time location of a mobile user and serving a message that is most up a serie of geographic zones together with the time-based rules of when vehicles should be inside
or outside each zone.
appropriate to that location, whether that is a particular
product, coupon or special deal that makes most sense in
Hence, it is clearly posted that geofencing could
that specific area. KitLocate’s (http://www.kitlocate.com)
have lots of applications that can reach in any sector.
is a platform that uses data to anticipate what a user is
Companies are taking advantage of it by using logoing to do next. KitLocate records usage patterns and
cation information ethically in order to facilitate and
the context in which an app or sensor is being used stomake people’s lives more comfortable.
ring information from a device’s sensors such as GPS,
wii-fi or Bluetooth.
The big data revolution is definitely coming to location. We bring our mobile devices everywhere and
we check it as many as 100 times a day, so we are providing million miles of data about ourselves
and companies are spending and increasing strategies to focus on it, especially on our location. They
know where we are at any time, so they can offer us services or products in real time depending on
where we are at that moment.

Geofencing could be a good way to make people’s lives
easy. Vouchercloud app (https://www.vouchercloud.net)

Chapter 7

7. 5 I N T E R N AT I O N A L C O M PA R I S O N

THE SOCIAL SIDE OF
THE FOOD INDUSTRY

52

Social media is one of the most popular forms of communication in the 21st century, with over 1.6 billion monthly users. Anyone can connect with anyone else, or find out information about them that otherwise may not be available. With this in mind, it was only a matter of time before social media began to be used in the recruitment process. The beauty of social media is that each platform can be used for
different things: Facebook to connect with friends and family, LinkedIn for business networking, Twitter for news gathering, Pinterest for shopping, and so on..
According to Stepstone’s study, in 3 years, european profesionals have increased their presence on social media by 50%. But are people aware of the fact that recruiters are watching their activity and
screening them when they apply for a job? Is the use of social media an ethical form of screening for recruiters to use, or are they taking candidate research too far and invading their privacy? Each country
has its own norms and values. To find out what companies should do with social media recruitment, we compared three countries with each other: France, Netherlands and the US. In this chapter, we will
compare the use of social media recruitment from these three different countries and look into the ethical issues of using social media in the recruitment process.

- READ MORE Overall we can conclude that recruitment via social media is still growing in all three different countries. However, the US is the leader of the three countries with 93%, France follows with 53% and the
Netherlands come last with only 40%. The Netherlands in particular is seen as a late bloomer in the field of social media recruitment. The recruitment has been used in all three countries at the same
kind of functions, including ICT, marketing, communications and sales. In all three countries, LinkedIn is the most common form of social media for recruitment. The reason is because this form of media is
really focused on business and recruitment. It also constitutes a medium where companies recruit their social media activities such as finding new candidates, have points of contact with new candidates
and place vacancies.
Although we talk about three different countries, they all have the same norms and values concerning privacy. Yet they solve it all three in a different way. In the Netherlands, privacy is one of the main
reasons why social media recruitment has not yet come up from the ground. In the US almost every business makes use of social media recruitment, but people still have their doubts about privacy. France
plays very well by experimenting with different solutions to this problem. This shows that France actually knows best how to deal with this.
We can conclude that there is no doubt that social media has improved the recruitment process by making it more open and democratic; increasing the visible talent pool from which to engage and recruit.
Having an intimate knowledge of someone’s capabilities or knowing who the best person for a role is, however, this can only be gained through personal knowledge of an individual and of a particular
industry sector. You can’t simply rely on who may or may not have an online profile and also that the information contained on it is true. It is unlikely therefore, that social media will replace the traditional
recruitment methods in the near future.
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The Internet is becoming a powerful and unintrusive medium to transmit word of mouth which
is a significant and dynamic part of interpersonal online communication. It leads consumers to
share and spread statements about a product, a
service, a brand or a company.
“More than ever we are living in a participatory
culture where almost everyone has the capability
to shoot, share and create media. Jenkins warns
that if you want your content to spread, you must
allow others to share it and participate in it” – Q
Media Solutions. In this new convergence culture, consumers have turn into participants that
can contribute to produce and spread massive
media content. But, we want to stand out the
importance of companies creating good content
and using digital storytelling. We explain in a
psychological way, which types of content could
reinforce current consumers and attract those
who do not know about your companie yet.
In this chapter, we will give some examples of
the brand Ben&Jerry´s which is a company
that manufactures ice cream, frozen yogurt and
sorbet. The brand uses social networking sites
to spread its content especially with Instagram.
Ben & Jerry’s reached nearly 10 million viewers
on it. Because, what makes the strength of the
brand in this platform, is that it uses images to
get the attention of audiences and writes relevant content on it to get it spreadable.

Following Jenkins theories, we will explain why
creating “spreadable” content is a more effective
strategy than trying to think “viral.” We will also
show what is really appealing to participants in
media sites. And we will post several strategies
to create spreadability taking into account that it
could raise your brand awareness. In the convergence culture, each participant spread content,
hence, we have made a comparison of several
international examples of spreadability.

8.1 HOW TO CREATE RELEVANT CONTENT?
The way social media is been used by marketers the past few years isn’t a new concept. Facebook
has one billion users and according to Twitter itself, people send one billion tweets every two and a
half days. Just imagine how much content you can find on the web, but also a lot of uninteresting noise. It is really hard to stand out as a company in the big overload of marketing communication online,
so it takes more effort than simply publishing content and doing your typical marketing to reach your
target audience and generate leads.
Following the Content Marketing Institute the definition of content marketing is: “Content marketing is a strategic marketing approach focused on creating and distributing valuable, relevant, and
consistent content to attract and retain a clearly-defined audience — and, ultimately, to drive profitable customer action.” (Content Marketing Institute, 2014). The purpose of content marketing is to
attract customers by consistently creating relevant and valuable content with the intention to change
your consumers behavior.
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Another important factor of content marketing is storytelling. Storytelling is about brands or organizations who are sharing their message to engage audiences and drive them to take a specific action
like for example subscribing to newsletters. But storytelling is not a selling tool, it is a method tool to
build strong relationships with your customers and let your community of loyalists grow. But storytelling and content marketing seems to be quite the same.

The history of content marketing

The Content Marketing Institute’s, Chief Strategist Robert Rose, made a very clear comparison
between business storytelling and content marketing. “Business storytelling is a distinct content
discipline that leverages well-crafted narratives in a diverse range of content types, while content
marketing is much broader and speaks to the collective efforts that companies use to communicate
with their audiences in informative and engaging ways.” If your customers read your story they’ll know
how and with what motives the company begun and what your motives are to achieve success in the
future, they can join your community. If your consumers read your valuable and relevant content, you
will drive customer action.

The company Ben & Jerry’s uses their Instagram account as their visual storytelling platform. They
If you are willing to create valuable content, you need to start with a plan. In this plan a few funda- were one of the first brands who started using Instagram in february 2011. (Instagram, 2014) Ben
mental questions are being answered: What does your organization want to accomplish? What are & Jerry’s are an expert of bringing their ice cream to life on Instagram. On their instagram account
the differentiating factors of your service or products? And what is your organization best at provi- they tell their story by using their own material, but also pictures of consumers.
ding? It is very clear that those questions are being answered in your corporate plan. But it is also
important to start your content management with those fundamentals because you need to question
yourself, what are the risks when we are going to spread content?
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But what is good content and which content is appealing to people? The key Another nice example of content marketing is real time advertisement. It is not a trend anymore to react with your
answer to this question is to know what people are mostly sharing on the internet. company on current news or national holidays. But if you can react as a brand on the online (social) conversation and
Here are some do’s and don’ts.
you can put this in online advertising, you are getting close. A good example is when gay-marriage
declared legal in the United States. Ben&Jerry’s
D O ’s
response was real time advertisement where they
Give: Offers, discounts, deals or contests. (or like Ben&Jerry’s did, repost)
could connect their product with a current event.
Advice: Make lists, “How to ..”, especially problems that everybody encoun(Facebook Ben&Jerry’s, 26 juni 2015)
ters.
Warn: Warnings about danger that can affect anybody, like hackers.
Amuse: Humor is the key for likability. Funny pictures, quotes or short movies like a vine.
Inspire: Quotes, interior, fashion or sports. Inspire others.
Amaze: Breathtaking pictures of landscapes or new facts.
Unite: Pictures of schools, nationalities, communities and fans. Unite with
others.
By showing you which actions can lead to spreadable content, we also showed you
what people like the most on social media. If you want your customers to like you,
please read the following don’ts.

DON’ts
1. Talking about yourself.
2. Being too edgy or offensive: Content is part of culture and people have
friends from around the whole world with different tastes in culture. Watch
out with being erotical, shocking and disrespectful.
3. Being too obscure or niche: When posting content, think about what you
want your followers to do with the content. If you want them to share the
content, you need to think about their followers to and if they can share your
content with their parents of colleagues.
4. Asking for likes: If you ask for likes, ask for likes and shares. (Contagious
content, Brian Carter and Marteko, 2014)

If you will use those tips for content, you can also
take a look at the six principles of influence from
Cialdini in chapter three. These principles are:
Reciprocity, Scarcity, Authority, Conformity - Social Proof, Liking, Commitment and consistency
and may be of value to influence your followers,
even with creating content.

8.2 FORGET VIRAL, USE SPREADABILITY
Nowadays, marketers are using the expression ‘the content became viral’, but according to Henry Jenkins, the term
“viral” may lead to more confusion than clarity because it doesn’t explain how and why the content has been distributed within networks. Moreover, it confuses the actual power of relationship between brands and consumers. According to Faris Yakob, “ when we say something is viral, we focus entirely on the content itself and not on the needs of
people that we are asking to spread our ideas “ (2009).
But, people are making conscious choices about how they will distribute the content and in which media they will
spread it. Indeed, for content created online, people have to share it socially and make it their own (Henry Jenkins,
2013). The term viral is no longer adapted to the reality of communication because the content gets transformed,
repurposed or distorted as it passed from hand-to-hand. It is only when consumers make the brand message their
own purposes that it takes a social value (Faris Yakob, 2010).
Nevertheless, the concept of viral distribution is useful to understand the emergence of spreadable content and the
importance of it. According to Henry Jenkins, spreadability refers to the process which audiences share content for
their own, sometimes with the permission of those who created it or sometimes against their wishes.
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Spreadability is based on 4 main characteristics:
- Technical resources which make the diffusion of content easier.
- Economic structure which allow or restrict the diffusion.
- The attributes of media text which attract people to share the content.
- Social networks which link people through the exchange of meaningful content.

8.3 HOW SPREADABLE MEDIA
RAISE
BRAND AWARENESS
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Consumers (from citizen, government and also companies) have left their passive role and turn into
an active role which contributes to ‘spreading’ content. Through media sites, everyone can engage
What makes its importance, is that spreadability recognized the interactions and social among in- into producing, consuming, sharing and reshaping media content. But, nowadays, individuals interact
dividuals which are part of social networks compared to stickiness which focuses only on monitoring with each other, creating media content. They are not only producers or consumers, we might see
and generating specific data on the actions of each individual on one specific platform.
them as participants that make content spreadable. Hence, the circulation of content depends on
With spreadability, the connections between people are amplified and made visible by social networ- how active the participants are (Jenkins, 2009).
king sites. People are also more frequently and broadly connected with their social networks such as
friends, family and so on, that it is easier for them to spread the content (Henry Jenkins,2013) . It Each of us know something that could be combine with others knowledges adding value to the
also listens on how media texts are used by audiences and circulate through audiences’ interactions. media content power. Media content is provided by people from different nationalities creating a
convergence culture which is about the work participants perform in the new media system (Jenkins,
But, there is not one magical method to create spreadable content. First of all, you need to unders- 2010). The convergence means the combinations of several aspects: old and new media in one
tand the importance of social networking sites. These platforms allow content to be spread easier single creation based on collective intelligence which is about the participation and coming together
because public is more frequently and more broadly in contact with their social network through it of people growing a cultural unity.
(Henry Jenkins, 2013). But also, you need to listen to care about your communities and understand
their needs and desires.
Moreover, you need to understand that creating relevant content is the first step of getting it spreadable, but you need to make your content available in spaces where users consider the most useful
for them. You also have to consider that this content have to be with users all the time to allow them
to alter, take and insert it somewhere else. You have to create something that it is really meaningful
for individuals but also something that they can make their own purposes. Once you have created
your content, use the right channels to spread your content and make sure that every experience you
create is designed to spread through a social networking sites. Finally, don’t forget to measure and
carry on a conversation. As we explained before in the chapter 4, use some tools to measure the
impact of your content spread within social networks. It will help you to understand the strength and
weakness of your brand.
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The media convergence stories are told, brands are sold because every consumer is invited to produce content across multiple media platforms. Consider sharing and liking the content of participants,
stories that are compelling enough to be spread through interaction between people. When this content is linked with your brand, then participants will surely feel the connection with your brand raising
your awareness. You will also be promoting the culture of engagement and after that others will surely find their way to share and like your content.
Spreadability is also about social relations with participants who are strongly influential in the process of distribution. There are many different forms of distribution, but the most common is to produce
content and determine which matters to specific communities and passing it along people or groups who they think will be interested in it. But, not all participants are creating equal. Doctorow (2008),
advise everyone to think like a dandelion. He posts that dandelions and producers have a lot in common in the age of the Internet. ‘If you blow your works into the net like a dandelion clock on the breeze,
the net itself will take care of the copying costs’. Then, try to find those participants who are key influencers in your industry and focus on making good germinations on them. Because they can speak to your
target audience potentially promoting your brand and raise awareness.
Word of mouth communication, plays a strong role in helping your brand grow its customer base and develop loyal relationships with participants (Kokemuller, 2007). People’s choices and actions determine company’s’ value in the new mediascape, because they would determine the content’s lifes online, depend almost on the recommendations and shares they do in social networks. When consumers like
something or can relate to it, by increasing emotional attachment to the brand, they will use the content to discuss in their communities. They will seek out more information about it and they would probably
be more than likely to associate themselves with the brand that produce this content. This connection make them recommend and share the content with others raising the reputation. The more people are
aware of you and the stronger your reputation is, the greater your brand value is.
The estimation of your brand also depend on
your reliability. Most companies are always trying to grab consumers attention by pushing
them away with information about its products.
Because as soon as consumers realize that
marketers are trying to sell them something, they
react against the message. They push back and
either stop paying attention or get annoyed and
like the product even less. Hence, your company
should create content that does not put pressure. Then, consumers would like to pass along to
their friends, not because they want to promote
the economic interests of producers, but because they feel comfortable that this content is not
trying to sell them something. And finally, but
not least, remember that people are much more
likely to listen to what their friends have to say,
because then you might learn what content they
expect.
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8.4 CONCLUSION
It is really hard to stand out as a company in the big overload of marketing communication online,
so it takes more effort than simply publishing content and doing your typical marketing to reach your
target audience and generate leads. Moreover, if you give offers or discounts, advice them with lists
or ‘how to’ articles, warn for danger as hackers, but mostly amuse, inspire, amaze and unite. Then
people will be more likely to share it with their friends and it will raise your awareness. Also, if you
create a good story by using humor or positive emotions, people will identify themselves to it and they
will be more likely to spread it through their social networks.
But there is not a magical strategy to spread your content. People are making conscious choices
about how and why they will spread this specific content because they are more informed than before. They have to create their own content. That is the reason why you have to forget viral and use
spreadability. But, to spread your content, it is really important that, first you have to understand the
needs and desires of your audiences. Spreadability is also about social relations with the people who
are strongly influential in the process of distribution by spreading the content of your brand. People
need to like your content or get something from it. As soon as consumers realize that marketers are
trying to sell them something, they will block the message. They push back and either stop paying
attention or they will get annoyed by your brand. When the content is linked with your brand, then
participants will surely feel the connection with your brand raising your awareness. You will also be
promoting the culture of engagement, then others will find their way to share and like your content.
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VISUAL/INTERACTIVE STORYTELLING
Due to the increase in marketing noise, marketers will need to find a medium that will help their
message to stand out from the crowd and that could be visual storytelling. Perfect for engaging and
nurturing engaged consumer communities, visual storytelling will be employed to communicate the
brand’s philosophy and aesthetics.
Together with increased use of videos, visual stories crafted for marketing purposes will be able to
spark the movement and inspire emotions, sending a clear message about the brand to its consumer communities and helping to define it against the surrounding surge of noise. Experts like
Ann Handley, Jau Baer and Joe Pulizzi agreed on a recent Pardot webinar that videos will be
a big thing the upcoming years. Also other ways of visual storytelling are an upcoming trend. For
example: Visual presentations, animated infographics and GIF’s. On top of that, marketers will
re-discover podcasts and other radio content to boost the storytelling appeal in their content marketing strategies.
Instagram is one of the most important media when you talk about visual storytelling in combination
with sharable content. Instagram namely offers many opportunities to tell a specific story through
pictures. Nowadays, brands are also working increasingly together with popular content creators
on Instagram. Those people help to tell the story well and make the message more shareable. Asos
is a very good example of a brand who does this. In this way, brands also have direct access to a
specific audience and they can start a dialogue about what they represent.
Also Twitter has a new development through the launch of Moments. With moments advertisers
can show their advertisements through twitter and thereby achieve their main content forward and
share. Another good and totally different example of visual storytelling combined with sharable
content is the shoot the bear ad from Tipp-ex or the interactive musical experience from American
Express.
For companies that want to learn how to implement visual storytelling into your business, there’s a
new visual storytelling website, called ‘Newscred’, that highlights how companies can engage with
their audience by visual storytelling and interactive storytelling.
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Conclusion
It is almost the end of the ebook, to sum up, we can say that you should to:
Listen to your customers to create personalised content
Communicate truthfully, honestly and constantly even when you make mistakes
Use visual communication to target specific audience and spread your message
Use social networking sites to connect with your communities and know your brand’s reputation online
Share positive emotions with your communities, it will improve your reputation and also your sales revenue.
Build a sense of community within your network thanks to social networking sites, individuals will participate and be more engaged with your brand.
Use the 6 principles of persuasion by Cialdini to influence individual’s behaviour and decision within your network.
Build a map of the connections between individuals in your network to understand their interests, their motivations and so on.
Monitor digital networks to analyse individual’s behaviour within networks by using tools such as Hootsuite or Google Analytics for example.
Analyse the sentiments of your audience by using specific tools such as Social Mention.
Integrate your stakeholders in your strategies (co-creation process and collective intelligence)
Create a stakeholders map to identify influencers and key stakeholders in the aim of engaging with them to raise brand awareness and grasp consumers’attention
Listen to your stakeholders to establish stronger relationship with them
If you are collecting data to create online strategies, tell your customers what kind of data you are using and explain them for what goals you will use it.
Respect the privacy of your customers through the use of social networking sites, be transparent and simple then they will trust and embrace your business.

If we have one brand that you
should inspire on, it would be definitively Coca Cola. In a video called
“Coca Cola Content 2020”, the
brand explains all the the stakes
that we have talked about in all
the chapters of this ebook. In the
video, you have also some advices
for creating relevant content. It also
highlights the new shift and how all
companies should look into content
creation, instead of focusing solely
on advertising.
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