The Conference Board Research Working Group Proposal:
Social Brands: Brand Engagement as a High Performance Engine for Growth
Research Question: How can companies fluidly manage their brands in the social conversation to
optimize promotional budgets and accelerate revenue?

Research Proposal
Protecting and growing a strategic brand is a different animal in the era of public conversations among
customers, competitors, and brand ambassadors. Regardless of whether you are a B2B or a B2C company,
control is no longer possible. The media mix is ever-expanding. Messaging originates from anywhere. An
individual with an avid following can influence beliefs as well or better than the best-planned integrated
campaign.
Fortunately the tools, access, and know-how to manage a brand strategy can be harnessed by savvy
corporations to curate a brand’s reputation more effectively than ever. Expensive research isn’t required to
get a pulse on customer perceptions globally and in real-time. Promotional campaigns can be better
targeted to influence a local market’s brand preference. All companies now have a mission and the tools to
become brand curators.
Corporations are now looking to their brand management teams to do it all: create stronger revenue
streams, magnify the impact of every promotional dollar, assist in attracting talent, improve employee
engagement and avoid reputational risk. These requests arrive from every corner of the organization, and
rarely come with additional resources.
How will you transition your organization to manage your brand successfully in this new era?
This new reality requires an updated approach that involves examining the opportunities, learning from
peers about their successes and then customizing to meet each brand’s needs. The Conference Board
proposes to convene a new Research Working Group to help companies successfully shift their strategy
into the new era of socially-responsive and locally relevant brand management. The group will investigate
the following themes:
Your message: How do you roll out messaging around the world that doesn’t sound “pre-baked” and
is reflective of local conversations about your brand? How do you maintain consistency with your
promise and brand story? Can you use authenticity to inspire trust in your brand?
Your partners: How do you enlist your global employee base to become local ambassadors for your
brand, amplifying conversations worth spreading and redirecting social messages that are off base?
How do you encourage brand evangelists to promote your brand on their own while supporting your
intended promise?

Your risks: How do you guard against competitive frontal attacks now that they are easier to
execute through social media and then are picked up by mainstream channels? How do you
minimize reputational risks?
Your infrastructure: How do you adjust your promotional budgets and messages to optimize their
impact at the local level? How do you monitor emerging technologies and determine when you need
to invest in a new social response program? How do you clarify the ownership for responding to
significant social and mainstream media and teach your organization your response plan? Can your
content be designed and leveraged across silos ranging from product teams through internal and
external communications and other teams?

Led by Mary Poul, former Global Marketing Manager at 3M and a certified Six Sigma Black Belt, the RWG will
achieve its objective through case studies, best-in-class interviews, panels of experts, benchmarking surveys,
etc. By tapping into the collective brain-trust of the participants, the group will generate new thought
leadership and come up with original content, tools, and frameworks.
We will analyze campaigns of various scales and can find inspiration from many angles. For instance,
imagine running your brand strategy and execution like a U.S. Presidential Campaign:





What does it mean to have the pulse of every geographic locale and what they think about your
candidate/brand?
How can using promotional resources to join in local conversations help you adapt to what matters
most to people and influence their perceptions?
What happens when other people run promotions for your candidate/brand, and you may or may
not approve of their messages?
When staff monitor all conversations about your candidate/brand 24/7 and maintain a map of local
sentiments can you adjust the roll out of your advertising campaigns, PR, and messaging to have the
greatest impact for your candidate/brand, and ultimately, votes/sales?

Whether you aspire to manage your brand like Pepsi or The White House, this project is designed to increase
your sophistication through multiple platforms.

What is a Research Working Group?
A Research Working Group (RWG) is a collaborative project that convenes peer companies and researchers
in a rapid deep dive and targeted focus on a compelling business issue. When firms across industries with
similar concerns come together and are guided by subject matter experts, there is a rich transfer of ideas
and knowledge. The result is comprehensive findings designed to shape a platform for enterprise-wide
action and impact.
At The Conference Board, our team of in-house researchers, partnerships with leading organizations and
deep commitment to our members make us uniquely positioned to produce high quality, innovative
research.

The participating companies in this working group will have an opportunity to pioneer a brand strategy that
is curated on a multiple levels with your internal and external stakeholders. As the result of this six month
long project, we will co-discover systems to keep brands effective at sustaining both revenue and an
engaged community of brand ambassadors around the globe. The working group will benefit from and
leverage The Conference Board’s broad experience in the areas of brand, marketing and social media. Some
examples of our related research, recent conferences, webcasts and publications, include:

Conferences

Webcasts

Publications

Corporate Image and Branding

Megatrends: Driving Brand
Growth in the Social Media
Era

Marketing Monster: When
executives begin to believe
their own hype.

Customer Experience
Leadership

Brand Perception: Reshaping
the Way our Customers See Us

Do Your Customers Trust You?

Senior Corporate
Communication Management

Internal Branding: A Winning
Relationship with Your
Employees

Our Brands, Ourselves: The
power of attachment

Format & Takeaways
Timing: Launching December 2013 in New York, this Working Group will work together over 6 months to
develop actionable solutions. The group will meet 3 times in-person to share their own practices and
challenges in a confidential, hands-on environment. The participants typically commit 2-4 hours a month to
the project, outside of the in-person meetings.
Format: Each company will send two participants from their teams, and we welcome those from a variety of
departments such as Brand, Marketing and Social Media. There will be virtual meetings and small group
teleconferences throughout to continue the Group’s collaboration. Together with top specialists, thought
leaders and researchers, the members will build tools and frameworks to effect change throughout their
organizations. The meetings are held in a confidential setting to allow the free exchange and examination of
ideas.
Deliverables: This collaboration will result in a report comprising detailed findings, conclusions, and
recommendations for action. Each working group selects the deliverable formats that will have the most
impact into their corporations and these ranges from a series of short, focused Executive Action reports to
in-depth Research reports. Groups often prepare webcasts, PowerPoint presentations and use other media
to share their findings with their colleagues.

Participation fee: $16,000 per company enables two executives to participate and have access to the
research and subject matter experts, peer benchmarking and reports. This fee enables covers all materials,
and meals during in-person all meetings, but does not include travel & hotel to in-person meetings. RWGs
are only open to member companies of The Conference Board. The fee for companies wishing to have three
participants is $18,500. A $4,000 courtesy reduction in participation fee will be extended to companies that
hold a membership in one of The Conference Board’s Councils on Social Media, Brand or Communications.

To join or for further information, please contact Daria Lamb, Director of Research Working
Groups: Daria.Lamb@conference-board.org or 212-339-0428.

The Conference Board meetings are held under the Chatham House Rule: Participants are free to use the information received, but
neither the identity nor the affiliation of the speaker(s), nor that of any other participant, may be revealed. During the writing of the
report, any attribution to specific companies or individuals will be secured in writing before publication.
The Conference Board is a global, independent business membership and research association working in the public interest. Our
mission is unique: to provide the world’s leading organizations with the practical knowledge they need to improve their performance
and better serve society. The Conference Board is a non-advocacy, not-for-profit entity holding 501 (c) (3) tax-exempt status in the
United States of America.

