g 4 Ny 8 A R P

> T IS NG S, S S e T Y T T e PR T

BY JESSICA JACOBSEN

; ‘ ocial media has become a buzzword for not just American consumers but also the
business environment. Companies are turning to various social media channels to
create brand awareness or possibly boost retail sales. Beer brands also are tumning to

social media to make their stories heard. Brand Chorus, a division of New York-based

TippingGardner, conducted a Beer StoryScore Index for Beverage Industry. StoryScore is a
quantitative measure of a brand's storytelling through social management based on
creativity, strategy and personality. The study for Beverage Industry, which was conducted
0 . Dbetween Jan. 1 and 31, evaluated 12 brands — Angry Orchard, Blue Moon, Bud Light,
) Mike’s Hard Lemonade, Miller Lite, Pabst Blue Ribbon, Redd’s Apple Ale, Samuel Adams,
Sapporo, Sierra Nevada, Stella Artois and Woodchuck — across the domestic, imported,
craft, flavored malt beverage (FMB) and hard cider beer segments.

In total, 947 posts — 269 on Facebook, 522 on Twitter, 138 on Instagram and 18 on
YouTube — were analyzed based on tone of voice, creativity, use of video/imagery, and fit
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' BRAND SCORE EVALUATION
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The brand's "Buy A Lady A Drink" campaign in association with Water.org accounted for 37% of its
January content. The brand also posted five campaign-related videos on YouTube.

Strong, distinctive visual content beyond product shots or fan-generated content is utilized by the brand.
One in three of all Pabst Blue Ribbon posts are on Instagram. The brand also highlights its role in pop
culture, accounting for 31% of all posts.

66% of all posts are on Twitter. Posts about the brewery and brewing processes make up 31% of its social
content. Across all 12 brands, Sierra Nevada's posts on the brewery and brewing process accounted for
50% of that theme.

Bud Light has the most followers across all platforms among the 12 brands. The Super Bowl accounted
for 69% of its social content. The brand posts strong video content on YouTube as well as engaging
fan-generated content on Vine and Instagram.

54% of all social content is on Twitter. Among the 7 brands that posted recipes in January, Redd's posted
the most. The brand also posted the most generic content of any of the brands.

3.8 posts were posted each day in January, on average, making it the second-most prolific brand on sodial
media. One in three focused on product promotion, but the brand also used humor and emphasized
connections to the community.

The brand has a distinctive tone in posts. An average of 1.1 posts were made a day, with the majority
about product promotion. It did not post on Instagram in January.

77% of social content is on Twitter. It did not post on Instagram and YouTube in January. Celebrating its
20th anniversary through social channels could boost its StoryScore.

36% of content comes from consumer-generated content accounts. The brand posted 10 posts about
recipes in January.

Woodchuck averaFes 8 posts a day on social media. Twitter accounts for 63% of all posts.

Strong product-related content is shared; however, less brand-relevant posts also are shared.

44% of posts fall under the generic theme. Miller Lite was the only brand to make a
responsibility-themed post.

The brand made one post per day in January to qualify for the StoryScore. Facebook accounted for 61%
of all posts. It is the only brand to not post on Twitter. Strong product-related content was shared, but
20% of posts were related to a giveaway contest.
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