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Where consumers get their information on brands 1
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2The exponential power of online influencers



Percentage who would be swayed to purchase when reading 
a positive review from a consumer or private individual on 
the internet

TEAMImpact on business 3



The many faces of your online user
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Stakeholder
Engagement
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How digital contributes to the global strategy

Mobile



TEAMTeam
How do you do it ?
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Degree of Control
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You can engage progressively
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2 million downloads
$150 mm 

in ticket sales

260 posts 
6200 comments

Company decisions

4 optimized releases
$2.5 mm in sales

Ding, you are now free to be social



INFLUENCE
Instead of 

Control

Uncontrolled 
messages are 
trusted more than 
controlled

Focus group of 
thousands

Companies must 
create trust between 
their brands and 
stakeholders

Allows you to be 
more influential in 
controlled media

Real time 
Reputation Mgt

Invest in 
RELATIONSHIPS
Not Transactions

Risk is in
NOT

Participating

Push messages may 
drive a one-time 
action, whereas 
dialogue can build 
advocacy

Invest in building 
relationships to 
generate self-
propagating 
conversations and 
brand loyalty

Conversations are 
happening with or 
without you

Companies who do 
not participate risk 
being seen as 
irrelevant and out of 
touch

Audiences do not want or 
respond to marketing 
messages, but they are 
open to conversations

Unstructured nature of 
digital media creates new 
participation opportunities

Identify what messages 
you want to amplify or 
minimize versus where 
you can influence versus 
control

Key thoughts


