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With millions of consumers reaching out to brands all across the web and through a myriad of social channels, it’s 

more important than ever for brands to be properly connected to their consumers. While it’s common for brands to 

enlist marketing or PR teams to manage their social presence, thousands of their customers’ complaints, concerns 

and compliments remain unaddressed each and every day. 

With today’s empowered consumer, it is imperative for brands to understand the implications of consumers who 

feel their voices are unheard. To fully leverage the opportunity to connect with customers in meaningful ways, it’s 

necessary for a brand to enlist a team that can help bridge the gap between brand and consumer.

EXPO and Geometry Global teamed up to uncover the power and expectations of digitally-engaged consumers who 

regularly connect with brands online and gain insights on how a brand’s response to that engagement ultimately 

influences other consumers’ purchase intent/future shopping behavior. Exploring beyond the “freebie seeking” 

fans or the “influencer” group a PR team may compensate to post on a brand’s behalf, EXPO and Geometry Global 

wanted to learn more about the most vocal segment of consumers – Brand Connected Consumers – who are 

already out there actively sharing content and opinions about brands, as well as determine what ramifications 

brands might feel if these consumers go unanswered. 

the research
A research study utilizing both quantitative and qualitative methodologies was conducted by EXPO and Geometry 

Global to get a full understanding of “digitally-connected” consumers, the things they expect, and the impact of 

these connections on their own and on other consumers’ shopping behavior. The survey included samples of 

both EXPO panelists and members of the general population, generating clear insights on when, where and why 

consumers engage with brands. First, 999 U.S. consumers were surveyed in a 20-minute online survey using two 

separate panels:

• EXPO sample: n = 699

• General market sample: n = 300

Three, one-hour online video focus groups were then conducted to get a full understanding of who these consumers 

are and what impact they can have on a brand’s bottom line – sales. 
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executive summary
Although 80% of consumers are digitally engaged with 

brands in some way, a smaller, more powerful group 

of highly-connected consumers has emerged, termed 

the Brand Connected Consumer (BCC). BCCs are 

consumers who actively look to build relationships with 

brands, and actively posting to and about them online 

frequently. This powerful segment now makes up 25% 

of all consumers.

BCCs regularly share information with others throughout 

the path-to-purchase, and this sharing behavior 

can have significant influence over other shoppers’ 

purchase decisions.  Right now, brands frequently hire 

other marketing and PR firms to help interact with their 

consumers but this may not be enough. Some of the 

BCCs are still not satisfied and it’s important to make 

sure this powerful group of consumers are engaged 

with properly.  

In order to harness the BCCs’ true advocacy power, 

brand teams need to:

• Learn what makes a consumer a BCC 

• Recognize BCC activities and where they  occur 

• Understand the impact BCCs have on shopping 

and purchase behavior of others

• Implement an effective strategy for BCC relations, 

ensuring their input is addressed

• Leverage BCCs’ engagement to promote authentic, 

high-impact content

• Realize their interaction with consumers can directly 

impact sales, for example, 40% of consumers 

purchase more from a brand when satisfied with an 

exchange they have with a brand

BCCs are posting to and 
about brands at least once 
per week on social, retailer, 
brand properties and more. 

BCCs shop more frequently 
than others, and these 
interactions influence their 
purchasing habits.  

75% of BCCs feel 
it’s important that 
their feedback is 
acknowledged in social 
media.
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What makes a Consumer a BCC?
According to the EXPO and Geometry Global research, 

Brand Connected Consumers now make up 25% of all 

consumers. These consumers also demographically 

represent many brands’ core consumer base – women 

ages 18 – 34.  

BCCs are defined by their digital engagement with a 

brand. These consumers post to and about brands at 

least once per week. As the research showed, these 

consumers want brands to return their engagement, 

especially by acknowledging the content they are 

sharing. 

What are BCC activities and Where do they 
occur?
BCCs contribute content and opinion with the intent 

of informing other consumers of their experiences and 

helping those consumers make the best purchasing 

decisions. BCCs enjoy their roles as trusted content 

providers, making them ideal brand advocates.  

BCC activity extends across multiple consumer touch 

points, resulting in posts throughout the purchasing 

cycle and in a variety of places. 

Unlike the majority of consumers who only engage 

with brands at key decision points throughout the 

purchase cycle, with spikes of activity before and after 

purchase, BCCs are more likely to engage with brands 

in their free time without any direct link to a purchase.  

Moreover, BCCs shop more frequently than others, so 

when it is time to make the purchasing decision, they 

25%

55%

20% not engaging with brands

Brand 
Connected 
Consumers 

Brand Connected Consumers now 
make up 25% of all consumers. Consumers who 

engage with brands 
but to a lesser degree

Before they buy a product

After they’ve used a product

In their free time / just for fun

64%

43%

79%

When do BCCs engage with brands?
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have already built a relationship with the brand and 

that relationship will influence their purchase habits.

BCCs are innovators and 

informants in the digital space 

for other potential consumers, 

and their statements are heard 

by a variety of consumers 

across multiple channels.

BCCs can be found posting on 

social sites, retailer websites, 

brand properties and more. 

Their posts are not limited to text comments but can 

feature links, video and pictures.

BCCs share your message. They also provide valuable 

and authentic content such as pictures, videos and 

text that can be used to help 

build a story for a brand’s 

marketing strategy.  In fact, 

consumers that post video 

are a key group of consumers 

because they are:

• More likely to express 

“excitement” and “love” in 

messages to/about brands

• More likely to say they purchase significantly more 

of a brand if satisfied with the brand’s response

• More likely to re-tweet brand updates, tag or 

mention brands in their tweets, and share a 

brand’s Facebook post

Consumers are Looking for Information where BCCs are Providing It

BCCs are innovators and 
informants in the digital space 
for other potential consumers, 
and their statements are heard 
by a variety of consumers 
across multiple channels.
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What impact do BCCs have on a Brand?
The EXPO and Geometry Global survey showed that 

70% of consumers agree that it’s important to hear 

about the experiences of others before making a 

purchase. With 80% of BCCs posting messages about 

brands multiple times per week, and in locations 

where a brand’s current or potential customer may be 

looking for information, it’s imperative for brands to 

understand the full impact of this sharing activity. 

BCCs’ attitudes towards brand interactions can 

significantly impact purchase intent of both 

themselves and others. In fact, the research showed 

that 25% of less-than-satisfactory brand experiences 

will lead a BCC to actually stop buying products from 

the brand. On the other hand, 40% of BCCs who are 

satisfied with the exchange with a brand will purchase 

more.

For brands, this demonstrates the risks involved if they 

do not adequately engage with their BCC communities. 

Engaging BCCs constructively could help mitigate 

the risk of losing a repeat purchase. But the survey 

showed that more than half of the time that BCCs post 

a comment because they are dissatisfied, they receive 

no response from a brand.  

If brands want BCCs to be talking to their other 

consumers positively, they need to make sure they 

are responding to the BCCs regardless of whether the 

BCC content is positive or negative.

40% of BCCs who are satisfied 
with the exchange with a brand 
will purchase more.

60%
of BCCs post videos about 
brands anywhere online at 
least once per week

When consumers are 
satisfied with an exchange 
they have with a brand,

2 in 10
will buy the brand for 
the very first time
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how to Build an effective strategy for BCC 
relations
A main differentiator between a BCC and any other consumer is that the BCC actually wants to actively build a 

relationship with a brand, which includes being acknowledged by that brand.  

The key to building a powerful relationship with a BCC 

is to acknowledge positive and negative posts and 

continue communicating even after the first response.  

But, the biggest discrepancy that needs to be 

addressed is that these BCCs who feel it’s important  

to be heard also think that brands are listening when 

that may not be the case.  The problem is that brands 

may not even realize they are ignoring these BCCs 

because they are not aware of where these posts 

are happening and who they are coming form.  Even 

though 6 in 10 consumers that send messages directly 

to brands say it’s because they’re satisfied, it’s still 

important to consumers that they’re acknowledged by 

the brand in various contexts.

Resource
% that are confident 
brands see their posts in 
each location

% that are confident brands 
value information they 
provide in each location

% that feel it’s important 
that their feedback is 
acknowledged

Brand social 
network pages

83% 87% 80%

Personal social 
network pages

73% 79% 70%

Review sites 79% 80% 75%

Gina had shared that she had been trying 

for years to enter contests with Glade and 

never won anything so she contacted them 

and she said:

I never purchased Glade products before 
but for example this year I purchased a 
whole bunch of candles just because I had 
such a great experience with them.

– Gina C.

6 in 10 consumers that send 
messages directly to brands say 
it’s because they’re satisfied, but 
it’s still important to consumers 
that they’re acknowledged by 
brands.

earning a new Customer
Brand: 

Consumer: 

Glade

Gina C., WA mom
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of consumers purchase 
more from the brand when 
satisfied with an exchange 
they have with a brand

40%

Leverage BCCs’ engagement to obtain 
authentic, high-impact Content

Crest took authentic BCC content and featured it in the places that other 

consumers are looking.  This was a simple solution to leverage the content 

that BCCs are providing and share them with other target consumers. 

4 steps to harnessing the Power of your BCCs

1
Invite consumers to share their thoughts
through social networks or other digital platforms where they are 
already engaging.

3 Feature the positive content that BCCs share
and maximize it across the entire path to purchase (e.g. ratings and 
reviews on a retailer’s website or at the physical shelf via prompted 
mobile interaction).

2 Acknowledge and engage with BCCs
and do so in a personalized manner.

4
Leverage BCC content for your marketing plans
including shopper marketing activation plans with your retailer
partners.

the Valuable Conclusion
It’s clear that addressing consumers online is a critical piece to 

maintaining a brand’s current customer base as well as growing their 

potential customer network.  Once brand teams have identified the 

impact of their BCCs, they can begin to plan how to effectively harness 

their message. This will allow marketing and PR teams to leverage their 

content to impact a brand’s bottom line – sales.
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about eXPo
The EXPO platform is used by brands to capture and distribute product video across brand, social and retail web 

sites for all screens and devices. Through EXPO, brands activate their communities to share, via video, unbiased 

product reviews, how-tos, demonstrations, and other experiences that align with a brand’s content marketing 

strategy. These persuasive videos harness word of mouth to drive engagement and conversion across owned, 

earned and paid media while supporting campaign messages, communicating product benefits, and capturing 

video SEO. For more information, visit: corp.expotv.com.

about geometry global
Geometry Global is the largest and most geographically complete activation agency of its kind, providing brand 

marketers with a unique solution for an unmet need: Precision Activation. This proprietary approach focuses 

on the exact blend of context and content that combine to influence consumer behavior, transforming proven 

communication techniques and big creative ideas into effective and profitable business growth drivers. With a team 

of 4000 experts in 56 markets, the global network develops highly compelling marketing programs - informed by 

data and insights - connecting people with brands at precisely the right times, in the right places, and right ways 

- making a measurable difference to clients’ businesses.   Launched in June 2013, Geometry Global delivers award-

winning creativity and integrated talent across a range of disciplines including Shopper, Relationship, Promotional 

and Experiential, Trade and Digital Marketing. Geometry Global is part of the WPP group. For more information, 

visit www.geometry.com.

about the research
Geometry Global, an industry leader in full-spectrum shopper and retail marketing services, and EXPO, the first 

consumer network focused on creating and distributing high impact user-generated product video, recently 

partnered to uncover how consumer engagement with brands online can impact overall consumer behavior.

A quantitative study was conducted across the United States via an online survey, surveying 999 people of both 

engaged consumers and members of the general population. The initial findings from the study have shown 

that 80% of shoppers are digitally engaged with brands in some way. However, some consumers, termed ‘Brand 

Connected Consumers’ (BCCs), are more connected than others, and can have a great impact on the public opinion 

and the potential sales of a brand.

http://corp.expotv.com
http://www.geometry.com

