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Intel: Where We Were



Campaign-Centric
• Social as media channel

• Pre-planned, pre-crafted 
content

• Product focus

• Storytelling



Campaign à Conversation



Campaign à Conversation
Always On

Community Management
Brand Humanity
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One Cannot Survive On 
Campaigns Alone



The Benefits Of Always On
• Enforces brand credibility and strengthens proof points

• Opportunity for positive implications on attitudinal results 

• Cumulate audience insights to refine campaign execution

• Generate creative BKMs 

• Campaign planning becomes less cumbersome



Content Marketing + Community 
Management
• Content Marketing = connective thread

• Community Management = conversation



WHY IT PAYS TO 
BE HUMAN



Outperformed the stock 
market by 

over the last 
10 years

206% 
Increase KPIs up to

137%

Grow up to than the competition.   50% faster   

WHY IT PAYS TO 
BE HUMAN



THREE HUMAN TRAITS



1. Cultural Consciousness 

2. Principled Behavior

3. Emotional Intelligence

THREE HUMAN TRAITS



CULTURAL 
CONSCIOUSNESS

[how we fit into the world]





Cultural Consciousness
[how we fit into the world]

• Start with your brand purpose or values

• Choose topics based on brand credibility

• Don’t just comment, have a point-of-view. 



PRINCIPLED 
BEHAVIOR

[how we live and behave in society]





Principled Behavior
[how we behave and live in society]

• Start from the inside:
• CSR initiatives
• Leadership 
• Employee/culture

• Activate brand behavior around cultural topics

• Look for opportunities to give something to the audience without asking in return 



EMOTIONAL 
INTELLIGENCE

[how we relate to others]





Emotional Intelligence
[how we relate to others] 

• Use data to create empathy, not just a demographic profile

• Develop a distinct brand voice and use it consistently. 



CES: The Turning Point



The Challenge 
Preparing for the unexpected.



CES Community Engagement Pillars

Real Time 
Engagement 

Creating human-to-human 
cultural relevance during the 
event. Bridging the gap between 
technology and lifestyle in a 
way that endears audiences to 
the brand.

Social 
Activation

Activations/hooks within 
the product pillars that 
drove people to engage 
with Intel in the context 
of CES 

Cultural 
Engagement

Sparking culturally relevant 
conversations and engaging 
with thought leaders and 
tastemakers relevant to 
various technology pillars

Real Time 
Response

Responding immediately 
to comments and 
questions with a human, 
relatable voice.







1526% more profile clicks 
than the average Intel Tweet
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Real Time Engagement

Intel CES Blackout posts accumulated 2,344 
Retweets, 9,948 Likes, and 302,400 Views. 
(*Covering January 10th – January 14th)



Real Time Response



Social Activation

This Facebook Live post’s 
engagement rate was 50% higher 
than the average at 0.27%. It 
garnered 1,140 total engagements 
and 410,055 impressions.



Cultural Engagement



Intel’s Twitter impressions 
and engagements doubled 

compared to CES 2017.



2018 Olympics & Beyond





Strategist

Specialist

Editor-In-Chief

• Sets overarching social 
strategies

• Audience focused 
immersion in social

• Editorial strategy and 
positioning of brand voice

Campaign à Conversation




