
The News and Intelligence You Need on Luxury

MARKETING

Brands held to higher  standard on socialBrands held to higher  standard on social
media than users’  peersmedia than users’  peers
August 24, 2018

Consumers  believe brands  should be transparent on social more so than their peers . Image credit: Facebook

 
By BRIELLE JAEKEL

Transparency is proving to be more important than brands think when it comes to consumer relationships on social
media.

According to a new report from Sprout Social, 86 percent of users say that brands who are not transparent on social
media will cause them to turn to a competitor. This is especially important when it comes to a public crisis, with nine
out of 10 survey takers saying they would stay loyal to a brand if it was transparent in these moments.

"Our data shows that transparency truly makes the difference in forming lasting connections between businesses
and consumers," said Jamie Gilpin, chief marketing officer at Sprout Social, Chicago. "But being a transparent brand
is much more than a singular campaign or announcement."

Transparency and social
Some brands may fear that the transparency created through social media could be damaging, but the rewards of
this can far outweigh its pitfalls, according to Sprout.
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Fifty-three percent of consumers will likely purchase from a brand if it is  transparent on social. Also, 85 percent of
shoppers would give a brand a second chance even if they have had a bad experience if the company has a history
of being transparent on social media.

If a company has bad press and faces an issue, it can be resurrected in the eyes of social users if it owns up to its
mistakes and is open and honest on social media. Eighty-nine percent of consumers believe this.

Brands are also held to a higher standard in this aspect, with 81 percent of respondents believing it is  brands'
responsibility, while this is thought of as less important for politicians, friends or family or survey takers themselves.

There is still a long way to go for brands with transparency online, with only 15 percent saying that they believe
brands are transparent. About 30 percent believe brands are not transparent at all and 55 believe they are somewhat
transparent.

Millennials are pushing the need for a closer relationship between businesses and consumers forward, as they are
interested in hearing the values of both the CEO and the brands themselves.
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This becomes important in not just attracting these young consumers for their business, but for their employment as
well.

A CEO's social media use and his or her transparency impacts more than one in five millennials' decisions
regarding place of work.

Additional insight
Another report finds that a number of luxury fashion labels disclose little to no details about their supply chain,
environmental and social policies, leaving room for more transparency in the industry.

Dior, Max Mara and Longchamp are among the brands that received low scores on Fashion Revolution's Fashion
Transparency Index, which analyzes publicly accessible information. As consumers desire more details about the
origins of the products they buy, transparency is a key component to winning and keeping their business (see story).

Contrary to some speculation on young people getting burnt out on constant advertising, new research shows that
Gen Z is happy to engage with branded content so long as it is  entertaining and transparent.

This data comes from Fullscreen, which recently dug into the media consumption habits of young consumers to
gauge how brands can reach them with engaging content. What it found was that young consumers will engage with
branded content if it touches on their passions and does not seek to mislead or misrepresent (see story).

"It's  an ongoing practice that showcases the humanity of a brand and builds a relationship that's rooted in
authenticity and honesty," Sprout Social's Ms. Gilpin said. "Social media is a prime platform for brands to build this
relationship and establish unwavering consumer trust."
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